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tics requesting the booklet
we offered. But that's how it
goes. Our kind of program-

GOOD SOUND RADIO action in our market a1~íf

remember one thir1g."'Tt;
grass is greener at \:VGA):

11

He's teed off because we discussed "lawn.
care" on the air. \Ve felt kind of sorry about
losing him as a listener 'ril we received 1,043
cards and letters from 91 different coruruu ni-

ming seems to zero in on the listeni1T~¡¢·
(and work ingest) people in Cleveland í\:11

northeastern Ohio. People '"ho do th'Íl!l1·
So if your client is interested [n g~.w~

50.000 WATTS

PEOPLES BROADCASTING CORPORAT:ON • CLEVELAND, OHIO • REPRESENTED BY BLAIR RAOIQ



·SPONSOR-WEEK')
Late news
in tv I radio advrrtising
In l>t-cf'mhn IOf.,1

Mn.ke-g'()ods.: The issue of make-goods on tele
eisien spot business canreled in November
coverage of tire nutioua Icrisis is about -cttled.
I\ recovery rate up to 70<""0 .o:fthe lost business
looked possible late last wed: as ends were
tied up on tire massive re-scheduling job.

A representative group of reps. getting their
first brcathiug time Friday ( 13. December)
ll.Íter a storm of paperwork and re-negotiation
of the 22-26 November time. reported make
good expectations considerably above a week
~rgo. Individual est iruates vary up to 90C"'o of
bnsiness made good, with only a few "vaeil
later" accounts left. and nearly all reps expect
to salvage well over half the cancelled com·
mereials, Mány make-goods arc going into the
Christmas lull, a few a carrying over· into early
January.
The business timeta ble seemed to be mov

ing back toward normal last week, but for
some it was slower than they would like.
Others were taking a long view of the critical
ig:~perience as ultimately rewarding for tv in
terms of increased viewing and new respect
commanded hy the medium.

Burnett' promotiens.: Hooper White, who has
héen Leo Burnell Co.'s commercial production
manager in New York. moves to the agency's
Chicago headquarters as creative production
manager of the commercial production sec
tion. Jackson Phelps has been named business
manager of the commercial production de
partment. and Rossell B. ~layherry was ap·
pointed associate manager, commercial pro·
duction. Hollywood. Charles T. (Ted) ~7eeks,
manager of Hurnctt's sales promotion section.
has been named v. p.

• 1

(lQi'rol 'S'ign,s: Clairol will sponsor one-third
of NBC TY's new topical satire !'bow. That
fr as The Week That rras. which makes its
debut 10 January (FrL. 9:30-1 O p.m.). Agency
is Foote. Cone & Belding.

FC&B PªY'" first dividend! The financial com·
munity is beginning to hear from Foote, Cone
& Belding, largest o.f the very few publicly
owned ad agencies. The stock is now included
.in the daily listing of tire Nationa l Assn. of
Securities Dealers' Over-tire-Counter Quota
tions, having summoned ••sufficient dealer in
terest to assure a realistic market." And today,
shareholders will be paid a quarterly dividend
of 15 cents on common stock, the first payment
since FC&:Bwent public 11 September. Pierc
ing tirc hush with which agencies traditional ly
surround their business affairs, chairman of
the board Robe11 Carney wrote stockholders
that FC&B is "taking all steps possible to ac
quaint the public with the nature of our busi
ness:' Toward this end. Carney. president
Reiland Taylor. and executive committee
chairman Fairfax Cone will address the 30
December meeting of tire :\cw York Society
of Security Analysts.

New M-E president: Armando Sarmento is
the new president of .\lcCann-Erickson. Sar·
mento was president of ~lcCann·Erickson (In
ternational) and succeeds Emerson Foote, who
continues to serve as chairman. Paul Foley
remains as vice chairman. Sarmento, who will
assume his new duties early next year, had
headed the international division since 1959.
A native of Brazil. he joined :\1-.E in 1935,
serving in that country until in 1951, he was
named vice president for Latin America.

Co·mme.rcial workshop: Seven workshop ses
sions devoted to commercials will be held by
the Iuteruatioual Harlie and Television Society
starring 9 January in Xew York. Duties, set
design. casting .. music. film production, video
tape, and color are among the subjects to he
covered for agency personnel, writers, art di·
rectors, and others. Heading the committee
running the sessions is Samuel C. Zurich of
:\.\V. Ayer.



Comparison:. "In the really important, basic
fundamentals of our business, advertising
abroad is very much the same as it is here."
Don R. Cunningham, v. p. of Foore, Cone &
Belding, Los Angeles, told the Los Angeles
Advertising Cluh the differences between ad
vertising here and in other countries are
"largely quantifiable." The problem-solving
function, he said, is similar abroad and in the
U. S., "You merely feed different factors into
the equation. And sometimes you get wildly
different solutions. Tv advertising in Germany,
according to Cunningham (who just returned
from that country) is limited to certain time

· d " d s d " e· · lpeno s, an 1 never on un ay. .onrmercra ..
programing starts at 7 p. m., when the audí
ence is exposed to a series of eight to terr
commercials, mostly of 30-second length.
Twenty-five minutes of uninterrupted program
ing follows. After the program, another group
of commercials are shown, and with the ex
ception of an earlier block of commercials,
"that is it for the day." Cunningham added,
"everything is wrong with this system except
one thing: It works, It works so well, last year
advertisers ordered 500% of the total avail
able commercial timé on tv.''

...SPONSOR-WEEKf 16 December 1963

Viewin:g jumps eluring funerol. Tv sets-in
use rose an estimated 264% in the New York
area on the afternoon of President Kennedy's
funeral, according to ARB. Monday, 25 No
vember sets-in-use, much higher than on a
'typical' Monday, registered increases of
36.9ro during early morning to 264.S'¡'r at
11 :30 a.m.

Colleg:e Pl.an: Radio Advertising Bureau pres
ident Edmund C. Bunker reported last week on
plans to provide RAB sales and advertising
material to colleges and universities. Move is
in recognition of "great need for highly-moti
vated, sales-oriented young men and women in
the radio industry," Bunker said.

New GM: Ralph W. Goshen .has been named
v.p., CBS Radio, and ¡general man~g·er o:f
WCBS, New York, succeeding Sinn .J. S:h;!tei,
who is joining RKO General as e:x:ecutiveY,..]].
Goshen, who assumes new Jlos:faio11 30: De·c~ID·
ber, has been general sales man.é:rger 0:£ fü.e
CBS owned station since 1959. He Jo:l.:n:ed.the
outlet from CBS Radio Sp:ot S.ales ·where be:
had been account executive since 1951. ll6i
started with CB$ :with WBB~1~ Ch:ica.gn, i;n
1949. Before that he was local sales ma.nage:i:
of '\\TIRE, Indianapclis; for three years.

Stvdy sta.ff seh George B..Storer, Jr·., ptesi.
dení oí Storer Broadeasting, has .heen e.I:e.tlt:tct.
chairman of the steering committee for the
RAB-NAB radio methodology study. 1\fary L.
l\1TcKennaof Metromedia was named chairman
of a technical sub-committee consisting p:f
Hugh M. Beville, NBC; '.Melvü:tA.i GQ.ldbe:x:g~.
NAB; and Alfred N..Watsan, HAB. 'The ,stt:Jf!ll:·;.
. . .. ·•. id } k . f. ..,.,.... ·'ing comrrnttee sai • t H::: ..··eyuote .o ·its, o:per:ati«ifll
wÜl be "the fastest· possible completien of a
series of methodology studies d;es·igt:ied :ta
provide one or ITTOrevalid methods '.O.Í m€'ásu:r1-
ing the full radio audience."

Lineup (of sponsors) for Kickoff: Thf:: Or·
ange Bowl Kick'O.ff '.on ABC TV Ne*~·Y~:a:r.,;:s'
Day will he sponsored by Brfatol-.~fy·ers {;();.
through Doherty, Clifford, Steers, & Shenliéll'Í,:
Inc.; North American Philips Co., Inc. th.m·ug:ll.
C. J. Lalfoche & Co., and R. J. ReynQld1s
Tobacco Co.. througlr William Esty Compa.iry'1

Joins ne.twork: ~1E~IP,1\Hlwaukee, becóñ'.i'e:t
a CBS Radio affiliate 29 December. The 'Sta.."'
tion, not now affiliated, operates on 1250 ke
witlr 5 kw fulltirne,

MBS to BBDO: :i\.lutual Broadcasting, lv<hi.~h,
left Erwin, Wasey, Huthrauff .& R'ya:rt la~t
month ..has assigned its account to BBDO. TI:ie
shift is effective 11 February.

4 Sr-eond class postnge pnld ni N.Y.C.



Like this painted board at key traffic
arteries with a 36" square flashing red
light to indicate when WPEN NEWS
is on the air. It's promotion with
that responsive "something extra" ...

typical of the exciting ideas an exciting product inspires.
- ----------
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One, man's view of
signific:ant :happ:enin.gs in
broadc;ast ádvert:ising

ANY \\'A't yoo look Ht it. radio is hi frtr ;a.goo~d~'eªí:" iu.1'9G'54:.
Hnsiness i:; eueouraged. Dlek Dohel'l:y., Wiasb.fa1¡gt:on eCJ:n1tlP'tl!i'

whose unnua l predictions of ,do.llat v0Jt111res lor both 'fv an:d, r¡::¡;r;l·ffí>i'Jf
Ilt:' featured in SPONSOR'S30 Dece111ber iss:t~J~,'Cells :tJl'.Cl 'fh~'t'\\''l:t;h~'lltte
ception the congressmen he has ttdked wüh arc: eon:frd~J:ttof
Broadcasters expect fN.\·er harassn1ent$ and fü¡;tra:.¢ti:cwrn$;, ,ooo:x;;~
tion to their jobs. They're showing mot'e o'l'ÍfSIJlaIJ'ty aTtd e.xp;e.rt

1 their programing and g1,eatet rtTge to e.N:pe1•bn,e11t.• An eletf
with radio as a prime ad n1ediul1l ,\')Jl bring, !\t big. fl©vv of é~tta
into the coffers. And the .R<.-l.dioA:dvertisfrrg Buteau, .(:sales ii'1:n:u:
radio hroadcasting) is doing a positi,;e ,job o:f seJlin,g anrl pmmim:l:ÍJ

So all looks rosv.,
But will a substantial gain in raclio incorrre (sav 7' or !B p.c1:~·~n·c

··~ .~
the year) 1epresent proper growth for the :inedhnn?

At thr risk of losing ~0111eclo>e·and d~él.t frien(]s I :sµy ''o~·t"'
National radio has been laggiilg fo1•a long time. \f.oefllll~''l
received a shock some nronths hack wbcn I diseovered tln1J '.Í'l:l

17 years. total revenue for lrtrsiness papers has go;tte Up Ir'!
$6.5.000.000 to about $600,000.000 while radio revenue in t;hca;
period has little more than doubled. This despite the fact that a. urt:e¡
set is an integral part of the lives of almost every man, \fdlTHlJY~~'
child. Of course I'm pleased with lrusiness paper growth,. 'tl:fa;;v.'
-hou lrl dwarf radio g1·0,-rth escapes me.

National radio suffered severely with the arlvent of lN~.~llt ü dm~E
and a half have elapsed. Ir's time for ua.tiona.l adverrisers lo ré:.f''llfíil~
the exceptional values of radio. It"s time for the i11.dtr::;tl"yta r~O:fil"1ª'r
that wavs and mean" must be found ro dramatize. .tl1ese \'ahlé¡¡¡
terms that the sales organizations of large fin11s au,d retail mrtle~~
appreciate and use. l\lany an ageucy man lms con1plainccl lo t:n.~>,d
he realizes the exreptirura I abilities nf radio~ has tried ;to sell it t'1
clients, and has been rehnfTéd with the uh~rvatfo11,. '"It t1.o:eE1rtt Ht7il
the glamour. the' isihi litv. th(• tangibility of a ll('Wspaper ad ..a na~;!
;rirn· ad i11 four c·olor:-;. or i1 h t'<rn111rerrial. \Ve> can't get om· ·11titif
ex<'ited about it."

'.\la~ lw so. Bnt I learned ye<ll"S ªf!:º thut there are \·~;¿1
radio <'X<'iting. And there' ii re reasons fcrr rrsiug nrdio Íúr H l:liJJ)JI~]
of joli:-; that outweigh all ohjections.

If I were a national ach crtiser rd q,~k 1nr agf"ncy to rrmke ~l:~r1
a ppruisn l of radio and ::;ct' ltov,· it fit.:; tiff 196,l c1bjevtiYt"5. Yo1tt :rt
find your ..elf in <1 po!'-itiott to g<·tquite a Jomp on ynrir c:onr¡:i~.rfr\'.@:111
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r'ipirntl'.. Then e\er~ \lomb~ throuuhout I96 i your gift
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POETIC TRIBUTE

Thanks for your poetic tribute to
the wonderful performance of the
broadcast industry during the tragíc
days following the President's
death. As you know, I join in your
sentiments completely.

E. \Villiarn Henry
chairman

Federal Communications Comm.
'''ash ington, D. C.

You penned an eloquent poem.
"With A Code Unseen" has a poetic
effect filled with pride for a task
beautifully rendered by broadcast
media.

s r-o x so n today has zing and
hounee and a captivating journal
ístie lílt.

Jo Ranson
associate, public relations

Xational Tuberculosis Ass., ~. Y.

Your poem finds its way into my
speech file-an unusual form and a
well-done one. Ihope all broadcast
ers will now not cease in impress
ing both legislators and FCC per
sonnel on the fact that a code lives
in concert with life about it, and
not by sorne arbitrary concept de
veloped by a frustrated few who
are inexperienced and inarticulate
in the machinations of a dynamic
industrv.

Eldon Campbell
v.p., general manager
"'FB~L Iudiann apolis

~en•r was the broadcasting in
dustrvs service better clcscrihcd
titan in your poem "With a Code
l.'nseen."
Congratulations and many

thanks!
Eugene S. Thomas

virr--prcsident, ge1wrnl manag(•r
KET\', Omaha

Cougrutulnt íons ami eortuncnda
tions to you for a Yery füw and 1110\.·

ing tribute to the broaclcust inedia
for coverage of tlu- Presidenta] us
xassiu.rtion and funeral.

Letters te the Editor

I found your words \Vern ~
ta inly well chosen and \'vell expr~i
ed ... and it was thought.ful
eonsiderate of you to. tr1.kethe
to present such a ~andid and 't;©'\lti
ing eval uation o£ the, hroadca~ ,ct>:
erage of this tragedy.

Bill Stfl\~a
p.r~~i:j~

'"PBC-A.~l-F~1t, ~Hnn~~~'

GOES ALL OUT FOR ''SPCll;B"$ílf!

Although radio and nllbromd~
ing have just made proud l1is~4
Mr. Edit.or . . .
I neverthless haste1l to ªPJ!Jl;~!"'f.,

membership fo Esther Rau~h';~,~~1
gested organization, S,PGBOIR
the Society for the Prev:entlou:
General Broad Derogntory ~S:'tíiJ
ments ou Radio.

\Vben these recent .tríl.gic ld~·
are I)<1sthistory, <llld radio's $~'1.·~~
critics have convenfently1 for~otl:,•.
the selfless, outs't.<tndíng aml .trr:eil·
coverage of all brnadeast medi;ü:~
society such as the above ntei:td:tll:t'i'
will he very much in order, ,.~:~i
from all that, I am a long-ti'Iif:l~~
mirer of Esther Rauch :n1d l:~
work: what she's fer ... fin f,erln

In a much more serious \0ein1 i
Editor, 1 wo.uld like to ngree'l.~élito1,
heartedly that SPONSOR does ~ntv'
ccllent jüh of Covering rnd;lo Wt
aspects. Being in prmnnff'ruT,
wnnlr] like to add that we tia~.
sroxson does an exceptionall~· ',~'í,;

joh for our sometimes ne~l~tl
field.

One further nme-still
serious side: we htn·e rearl u:i'tl.
tributes to our late Presiden~ ft.
heard coun tlcss fine e:ulogrt:~
hromlcnsr media. I attach a: ,~!:bl
to John Kennedy by Cerglcl J~1rt.:.
the pl'e!>í.dcnt of our .curpt¡f~•i
whid1 has ennsesl much c~n'lil»1J
from our listeners and ~d1i:d'i
consider ene of the finest. ''~efJJ.;
seen or heard.

..~

LtJ:i:s 3.t. ::a
I)írPctor of Crt'ativ'e~;Ji',r~)]11

Hurten Brai
~\'OKY.~I il'·



•cAL.ENDAR

rlJ:~1ªdeü1Stillg Exccuti\'es' Club of
'!'i@\;V lfo~l:rnd, Christmas party,
~ht~ruton Plaza, Boston (If>)

.(:titi\;rtt.:1fHütml.füuJi.o ami Tolevis ..ion
~c.1cicty. Christmas party h1·ndit
fan the Veteruns Hospital Hadio
a;nd Television Guild-the Bed
~ÍÜt' Network, \\'aldorf-J\storin.
~1(''\V York ( 17)

'.(R~;cb:1ntth>nof Jewish Philanthrop
ifc,s, ¡)nnual fund-raising cocktail
]1i'Jrty;1ml dhuu-r mee-ting, Shera
~onEast lintel, x. Y. (17)

~.~~f:ª]Film Archive of Helgium. 3rd
l:ñ!<'rna:tinnal cxperimr-ntal film
eempctitiou, Kuokke-Le Zonte,
:l'elgium (:26-2 January)

'.\;tnrt'.ican Marketing Assn., winter
f\©nfrrencc on the development
0,f more precise market.inu tools,
$~onicr.sct l lotcl, Boston (:27-:!S)

~~.~~CJÍOlt~(J]Rct;ríl ~·trrchm1ts Assn ..
~nJ umural convention on 'The
,Ghdfon~c of National Crowth,"
!'tntlcr 1liIJon Hotel, N. Y. (6-9)

u:to.nmtÜ.>1mlH:rdio nnd Television
1• tr ~creil'ly, first ncwsmaker of the

y:~;rr(S); Hrst of a series of seven
f!toduetiou workshops, Waldorf
f.1:storía,).;'cw York (9)

~kítfamal Aeaclemy of Television
.;~rt"'nu1l Sciencl'S, diiuu-r and
~ht1\~·for the :'\t·w York chapter,
x~Jlll'íÍcana l Iotc-l. ~ew York (Ii"

,tllsWnukr.eAdn·rtising and Graphic
i~tl;t$~roups. Ben Franklin Ban
;~r:tet{16); 6th annual graphic arts
''óo:tkshop (18): Special workshop
~s~rt<'n1soredbv the S.ilcs Promo-

"'' ~
ti<11.~ lt-".ec11ti\"t'sAssn. (·l Fchru-
aryr); E\:hihit and Awards Night
ft5,); Sil\·.t'r Awurd Banquet sport
~.f>roohy the Xlilwaukcc Advertís
tl\l~ Cluh and the Advertising
\~'nine o of M iiwnukcc (27), Coach
ll~use ~lotor Inn, Mílwauk('c

~Ifi':@J!I'.~í,a.Assn. of_Broud:nsters. lOt~1
,·• 1, ~t!HHikdCt•nr1;1a füHho-nr Instí

ttrtct""day-long. debate" with FCC.
Un;i\,'Gf$Ít}" of Georgia (21-22)

The '' lit·11 11ncl wht•• t'
of n1mi11¡: l'\t·nh
I Ii IJ(·<·t·n1llt'r Í!IH:l

Natknml Hcligious Brondea..,ters,
convention, :\layflowcr Llo t c l ,
\\'ashington, D. C. (21-23)

Advertising Assn. of tlrc \Vest, mid
winter convention, Bakersfield,
Cal. (2-l-26)

American \\'omen in Haclio and
Television, hoard of directors
meeting. Hilton llotr-I, .Nrw York
(2·1-26)

South Carolina Bro•Hll·~1sters,\.;sn.,
17th annual convention. j.u-k Tar
Poinsett l lotvl, Cn·c11\·illl'. S. ( :.
(:-ll-1 Feh.)

FEBRUARY

Electronic Sulcs-Mnrketing Assn.,
2nd annual electronic marketing
conference, Barbizon Plaza Hotel,
.Ncw York (3-5)

International Haclio and Television
Society, news maker lune he o n
with '.\:AB president LeRoy Col
lins. \Valdorf Astoria, .N. Y. ( 5)

\ Iichigun Assn. of Broadcasters, an
nual k-uisluriv« dinner and mid
" inter co uv c u t io u , Jack Tar
I Iotcl, La11si11!.!, ~lichi~an (5-6)

Minncsotn Associated Press Broad
casters Assn., mcctinu, Minne
upolis (6)

lnternutionnl Broadcasting Awards
for IDG3. banquet presentation
for best commercials on radio
and television, l lollywood Pal
I.1di11m, l Iollywoocl (:2."5)

Southwest Council of the American
.Alisn. of Arlvertiviru; Agencies,
annual mcetinz, \kn~cr l lotel.
San Antonio (:27-:28)

MAR'CH

196-4 \'nriety ~frrchm1disc Fair, .u
the '.\:cw York Trade Show Build
ing. :--:ew York (8-12)

Electruu íc Inrluseries ..\ssu.. three
dar Spring conference, Statler
Hilton l lotel. \\'ashington, D. C.
(n-rn

BUYING
POWER
and

SELLING
POWER

··~

yoii get botli~·1,

OIL WLIB ~
The buying power of the greater Nr>w
York Negro Community is an error
rnous $2.25-billíon
As for "selling pc..er · the facts
here. too. speak for themselves
WLIB has more nat onal advernsers
than any other f'.ngro programmed
station in the market Often more
than all the rest combined It's been
that way year after year for almost
a decade There's just no other
Negro station rn the same league.
More WLIB is the Qr,LY stauon m
New York City that programs to the
Negro Community 7 davs a '"ee~
365 days a year. Todav it s a most
standard practice to inc ude I as
one of the "must buy' stat ons in
the market

11



TARGET: THE CORRUPTORS IS

TIMELY
it mirrors today's headlines

Every episode of TARGET: THE CORRUPTORS.
dramatizes crime and corruption as it is happen
ing now. It deals with fiction but tells the truth.
This series also offers a great star, fine casts
and flawless productions. TARGET: TH E
CORRUPTORS is realistic, current and expío
.sive and most important, is superb television
entertainment.

·PROVEN PROGRAMMING· FROM

600FIFTHl
AVENUE

NEW YORK.
20

NEW YORK

LT 18530

STARRING STEVE McNALLY
CO STARRING ROB[RT HARLANO
TfCHNICAL ADVISOR LESH!'.! vr ur



Ill I> I < I \ 1111 11 .l'llt'.l I~SPONSOR-SCOPE l11krprctulion ·1111d1.omo1c11lAr)'
Qil most ~i~nificanl Lv/u.dio
1111dmnrkrtini: 11ew1 oí rhe wecl.

There's been a 56:% lncrease in the mean of marketing re:s:eawh budgets since 1957.
Th~5 Iuct eonres tu light i11 <1 study nuule hy American .:\lurkcti11g Associatiou, under
the supervision of Dr. Dik \Varrc11 Twedt, mauager uf marketing servirr-s for meat
packer Oscar ?\hcyer & Cu. Other highlights of the study:

•· Every nd agc1n·y whose hilliug~ arc over the $23 mill ion rna rk lia::. a fu1mal
loften large ) research depariureut. Even tho-e l,ilJing downward from that figure
to the $5 mjllion lev cl have research departments in 76r1b of cuses.

t i\htrkrting resea rcli is a big husiness, even though it's a n-lativcly new one
(more than half of the research departments of industrial advertisers have Leen
formed within the p:ist five years). A total of Sl32 million was spent for murkctiug
research during 1962.

,. Among consumer goods manufacturers, there's heeu u trend fur marketing
researc]t ma nngers to report to top management. I11 industria I and other a reas, the
trend is toward having marketing men report, more and more, to sales and marketing
mauagcment.

---~---
The, N·ewYork Daily Ne.ws at las.t o·wns an Im station in New York, after 15 years.
Ü\•t:nc:r of successful independent tv outlet WPIX. the New:; sought au fm station
around 1948,. w[reu higt irne tv was still 011 the far horizon. The nidio outlet, in Iact,
''"ns pursued more avidly than was the tv station, orig'iunlly.

Xuw, the News has bought (for $400,000) \VBF\l from the ln1tkgtrn1nd musie
u.ffshoot of \Vratlwr Corporation, ~luzak. There. wil l still Le a Vluznk connection with
the station, however, since ~luzak has leased the station's sub-channel for the trans·
mission of background U'IUSic - a fact which may interfere with any station plans
for moving into the gtowing field. of Iiu stereo. Ocal is subject to the usual FCC
approval.

----~----
Con.sumers will .be sp·ending over $82 billion in the U.S. during 19'64.
That's the outlook, based on a year-end summation of the food industry hy a man
who certainly ought to know. Charles G. ?\lortimN. cha irman of Cr-ncra l Foods.
According to :\lortimer's figures, the 1963 spending for food products in this country
readied "a new high of S'82 hillion, <111increase of S2 billion over thP previous ~<'~tr.''

On the horizon is "anotlu-r fine food industry year in 196-t" Vlon imer prt>dietPd
carefully. He also pointed out that consumers arc satisfying their food rcqu irement
with n smaller proportion of their incomes than ever before.

Continued strength in the food industry will provide a snhstaut ial flow oi
hroark-ast advertising d·ollal's to compete for consumer food spr-urliug. it could thus
lw reasoned.

--~-

R!?S·p·onsJbHityfor ratings "misrepresentation" rests with broadcasters, s.ays. ex·FTC chief.
Addrc8~ing á Xew York meeting uf the IBTS last week. Earl Kintner. former Los" of
the Federal Trade Commission. wa rncrl broruleastcrs that .they "cannot afford to sit
back and wail for others to df'\·t>lnp va lid it y -tnnclnrds or seals of apron\ l."

Kintner urged station opr-rators who 11~e rating su rvcv s in adi' or sa lf':- prr-seuta
tions to study tln- data carefully. before u-ing. B.uth F'TC and FCC. lit> -aid. "have
ind icateri that stat ions in ust Le prep a reel to sub .•taut ia tf' their rat i11(.!:-da im- n-gn rd It-~:
of the source ..,



~sPONSOR-scoPE I
Ihere is now available what amnuats to. a "ñlm proje.ctor't in the tv tap.e fi!.ld.
It's a new-model R.CAtape player++in essence, a tape deck without re:cordin:g.ra:eliil
ties-e- for use with video tape. It's called the TR-3. A trarreisrorized uoft,; it wili B.:!hn
agencies, producers, admen and tape centers to play hack taped pro~:t.'lli.msa:nr
commercials.

The playback machine is "fully compatible" with the apprceeimarely 2,,00!J·p~
Iessional tv tape recorders now in worldwide use," accordi~ to.RCA. In lil.dd!i,tínu
RCA has two other tv tape machines in its line-the TR-S,. a l'i:glnweight :t;ti~;~W
which can be moved via station wagon for remote use, and a new co:.mp~c'tuuit Nhfril
combines both recording and playback functfons.

Each unit is available in two models, one for use on U.S. indu.su:y line Si&lli'.(
ards, and a second unit switchable between either of two key staadards in tt!:ei i'.
foreign countries. ___ .,, _
Want to seU broadcast services or products to the ladles of the :AWRH
For its 13th annual meeting in Tulsa, set to start 1 May, 1964, the AmJ~'tiC:a:tl:\ll:Jmei
in Radio and Television ate scouting for "sponsors" to make a pitch at the bt,e¡l'·n:niñ'
and end of business sessions.

Six minutes of time will be available in these before-and-after sessions~s9}d: i:
segments from two minutes upward. AWRT is seeking revenue from jing~e,.p1~Qd1.P
ing firms, film makers, video tape companies, trade publications, cosm~tl~s:~a:¡:~pliJ
others.

The extensive facilities available for message preseníarion ittélude s:o:tiib '\ilij)~
color or black-and-white film projection, video tape, slides . . . :ó:l' é:'V:e'.fl flll. ll1.
announcement. ------- .,. _
Overseas market for U. s. teteñlms should produce more m·oney in 1,984 fo,r d.ís.tribnlttr$1.!
So predicts John G. McCatthy, head of the Tv Program Export Ás~odiati.Q:U,~
made the bullish statement to his directorate at the TvPEA annual JUééUtt,g,

TvPEA takes a bow for a number of :gains during 1963,, rangin~ !tom lí:h~~]
zation of film programs in Japan to price improvements in Austtali•a and ia.t.m:~J
on existing telefilm quotas (chiefly the British).

The progress is of more than passing interest to U. S. agencies and a:d·ff!tt•t
Although few share in the additional syndication revenue from foreigN. ~a.l~,;·if
added money, even allowing for normal residuals, allows pxod.u~e;r$to nu:1~~:.a,bm
film product, and still make a profit.

---#---
Sale to British commercial tv is so· important it can ITTak'e ar break srome tv S'etie.s.
This is illustrated by planned resumption of produetien in Engl'flntlof "fh:e. 8:tt..fnl.if·~
liour-loug film series tailored for Loth the U.S. (where it's sy11dle:atedhy ll1C),,:8.I'
Britisl; markets. and Danger Man, a sort of James Bond-type intenJation~l til1rifI~,
series which has had U .S. network exposure plus an outü1g on Bti:tish tv. HQ'.fühs;1·
-troug U.S. syndication sales. .

Associated TV Ltd., parent of ITC and the producer of the stro:\v.,, had o:tí!imtl
plu nued to drop Loth series as an economy move in the face .of th~ rte"v ,g~:\'~'P11
bite on commercial revenues. Other British program ecrrtraetors J:iü~·1tl.~th~~-~
agreed to pay more for them to counterbalanee the drop in eanling:.s~ani\f. ¿\If.,
then decided to continue production.



This month I celebrate my
tenth anniversary. Makl!'s me feel
sort ó'f old. After all, ten is quite
old In the televlslen business.

S.ummer and Fall, I've been bring
ing the best in TV

I carried the first full
S'&a-s:ontelecasting of
baseball, just to men
tion ,a couple..

There have beenawards,
too.

Jj
-

'

and tu :al!Ithe nice clients who have
made the last ten years so :enjoyable

... THANK v·ou!

It all started on Dec.
21, 1953. I was sort of
young and fuzzy then,

For the past ten years
through Winter

to 700,000 people in
Maine and New Hamp
shire.

,¡91JlA!tD
In 1960 I received the
National He-art Assocla
tion Award for the docu
mentary on Open Heart
Surgery.

but in the past ten ye.a.r!>
I've grown older and
smoother,

Spring

I've had quite a few
firsts, too. I was the first
Full-Time, Full-Power TV
station in Maine.

In 1963 I was given a
special award by the In
ternal Revenue Service
for helping them explain
the Income Tax story.

WCSH-TV
~
AFFILIATE

MAINE BROADCASTING SYSTEM

I



.-COMMERCIAL
CRITIQUE

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

(Part II)

THE CASE OF THE MISSING AR.T DIRECT:QR

W ll.\ r L\:\ BE DO'.:E to put the
missing art director hack in the

picture?
II ere are six suggestions:
1 Ddirw your function in your

own mind; make sure others nuder
stand what your function is; and
stick to it in performance as well as
tlu-ory. If you're satisfied to fune
tion as a storyboard artist, then
don't ask for the title of tv Art
Director.
2 Stop treating tv as a picture sc-t

to motion. It isn't.
3 If vou'rc zoinu to work in~ ,...., ti

television, start improving your
knmdedge of sound and music. The
look and the sound of a commercial
cannot be divorced. In a print ad,
you can set had copy in -l-point
type; hut on television there's no
hiding the spoken word. You must
aim for a perfect marriage of sight
and sound-and you'll never get it
if you say, 'Tm only responsible for
the cisual aspects-here's where I
how out." This learning to blend
sight and sound requires work-it
doesn't j11Sthapjx-n. For one thing,
you have to learn to understand
composers and musicians; to talk
their lang11age. Otherwise you're
{!oing to have a problem that will
show itself in the end result.

4 Ask not what television can do
for you-lint what you can do for
tr-lcvision. If yon can't learn any
morr- lwcans!' You .ilrendv know it
all, t lu-n muvlx- yo11 sho;ild teach.
S!'rio11sly, l<'aclwrs .m- needed in
this uu-clium. Thr-rr- are, to mv
kr1ow!edl!<', no co11rsus in the co111;
trv i11 !<'ledsion art directio11-al
tlm11.t!l1dozens of schools still gh·l·
crn1rs«'S i11 comic strip advl'rlising
.111d lr.md lettc·ri1n.?;.

5 F;H'<' tlu- f:n:t that you can no
lonl!«T ontshout yom cornpl'!ition.
'\ot 011IYarc t hr- ru-twurks sutnrntt-cl
wit Ji e'Ullllll!'i"CÍ,rl lll«"'":l{!!'S-b11t !he•
numln-r of -,t.ition..¡ ¡.., l!n>\\ inu. \t
Li,¡ 1·011111,t ln-rr- \\'1'r<'uppro xim.rtr--

l(j

I\' two dozen iudepcndeut statínrrs
_:_and that number is on the in
cn•ase. PHF and VlIF wfll also
continue to provide ndditional out
lets for connnercials. As viewers
build up an immunity to advertis
ing exposure, even the roar of n
giant will be reduced to a whisper.
Without recourse to ingonnity and
innovation, you will he pouring
vour clients' monev dow n the drain.
. 6 Start thinking; in terms of what
hasn't been done-not in terms of
what Itas been done and what can't
be done. The greatest stumbling
block to progress is made up of four
little words: "IT-CAYT-BE
DONE."

It seems to me that we've het-n
assigning people to functions in
this medium based on past forms
and past titles which were applica
ble to other media, hut don't neces
sarily hold true for tv,

Maybe, what we ought to <lo is
break down all the work that needs
to be <lone in producing a crnrnner
cial, Then, perhaps we should seg
ment the work into logical assign
ments. And then, and only then,
should we give these jobs titles and
fill them with people qualified to do
the work.

If this were to be done, I have o
f<'eling that the Art Director's func
tion would be much different from
what it is toclav. And mavbe we
would end up with more Art ÜÍl"('C
tors in television - heaven knows
\\'e need them. Actunllv, many more
print mt directors shm;kl be tmning
their hand to tv, Isn't it logical that
a ,great art director at \kCall's
could he equally great if he worked
at CBS? Tlu-n whv slrouldn't a mnn
or woman who d¡)cs brilliunt work
011 paper lx- uhlo to transfer that
hrilliuncc to another commercial
11wdi11111?Tho answer is that he
could-if he weren't afraid tn trv,
.mrl if he' were giYcn the opportun
ih to do so. ~

STE~JIENO. FRA~K.FURT
1·ice prési.<fotí.t, Yonng & Rub.il!a:ní



37
thoughts

about
SPONSOR

¡;



KIRSCH
"I particularly enjoy your articles on
products which have had spectacular
success in radio or tv."

M. Wolff, Advtg. Mgr.
Kirsch Beverages, Brooklyn

3M
"Find it gives me good round-up of
common tv problems, solutions."

Roger F. How, Advtg. Mgr.
3 M, St. Paul

FRC&H
"I find SPONSOR interesting and
useful."

Sandford C. Smith, VP
Fletcher, Richards, Calkins & Holden

New York

C-E
"It's good. Keep up the good work."

Frank W. Townshend, VP
Campbell-Ewald, New York

ALCOA
"I find SPONSOR a great source for
broadcast information and ideas."
Howard M. Osby, Mgr. Adv. Services
Aluminum Co. of America, Pittsburgh

GUMBINNER
"Keeps me informed and up to date in
the broadcast business."

Hal Brown, VP Acct. Supervisor
L. C. Gumbinner, New York

KASTOR
"like current (yellow page) news!"

Ed Johnstone, Exec. VP
Kastor, Hilton, Chesley,

Clifford & Atherton, New York

GREY
"Fine, in-depth publication."

Hal Miller, VP & Media Dir.
Grey, New York

AYER
"I look forward to reading SPONSOR
every week and find it extremely help
ful in keeping up to date on Important
broadcast activities.''

Jerry N. Jordan, VP
N. W. Ayer & Son, New York

K&E
"Read it cover to cover every week."

Joseph P. Braun, VP, Media
Kenyon & Eckhardt, New York

AMER'ICAN
TOBACC01,

"I find SPONSOR interesting, use.ful
and informative!"

A. R. Stevens, Advtg. Mgr.
American Tobacco, New York

BRISTOL-MYERS
"Very informative and useful."

John H. Tyner, Dir. of Advtg.
Bristol-Myers, New York

AF-Cil
"I feel I learn a great deal by reading
about the experiences of others as re
ported by your publication. It is stimu
lating and breeds new ideas."

Robert G. Fest, VP
Albert Frank-Guenther law

Philadelphia

AYER
"Appreciate your broader base !f\E
tu res." '

L. Davis Jone5, VP
N. W, Ayet, Philodelphra

I

llf
"One of the best P_ublications cove;f~. I
the broadcast media field." I ·

Henry Halpern, VP.,flted, Dfr~ II

Sudler & Hennessey~ New Ya;rk

n
.I
-~

"Good for broad 1and 'fim.ely inf't;!lií'í',
tion·."

Joseph Klinge, Advt. & SPM
Jewel Teo, .Mefros.e Park; UL

"I find SPONSOR interesting c:il'lí!f ;y;
ful ANO timely. Wefl written, lmp~.iíf1!
in reporting news!º

Anne l. Holl, Advtg. M.gr.
Aerosol Corp. of Americá, B.o&f~r

"I'd say SPONSOR. l.s almQst g· "lmf'
for anyooe interested 1n brood'Ca.sctt'rn

A. J. McGiness, Nat'I Advtg. r'Mm¡r
Flrestane Tire &. Rob~er

Akron, Ohio

"SPONSOR is always foll .qf; '!~}\?'
the minute' information-trends1,. ;if
shows, market information, ra.fing~~.tll
many other worthwhile fe.atoresr,,111

Ralph L. Latimer, Adytg,
Steffen Dairy Foods, WiclJ...e-•••

EVERYBODY'S TALKl.NG Aao:··j



~~.~rcely an issue I don't dip two or

1

11...r.;e.j~ i'tems of '.nte.rest .no.t only to my·
¡~Irbut others in the office."

Dole G. Costo, VP
BBDO, Buffalo

I ·th4nk SPONSOR is the best mogo
,1 rte in its field."

Monce Rose, Merch. Mgr.
General Mills, Minneapolis

i:ifte.n clip orticles ond send them
:1e;n:g, to clients - since you uncover
i'r;tgswe'd never know."

John Morgon, Pres.
Iohn D. Morgan, Inc., Chicago

I: 'MEL.ORUM
I FEWSMITH
11.1ke lr •.. always hos useful infer-

Rolph Wright, AE
1. I ,el:GJ'rums Fewsmith, lnc., Cleveland
l

'1

BIDDLE
'lnl:! of the only mogozines I read
~m cover to cover."
Jphri G. Reinhard, Res. Super.

Bi.~dleCompany, Bloomington, Ill.

O.Ill do o splendid job of covering
:raJ1s new ond of interest in the field
bdef, time-saving form."

lester H. Ploetz, Pres.
Ploetz, lnc., Chicago

;O'NSOR!

WADE
"I find SPONSOR interc~ting and use
ful ... yes irrdeedl"

Mervin W. Herms, Sr. VP
Wodc Advertising, Chicogo

HE.N'DER;SON
AYE·R & GlllEt·¡

"A mast helpful too II"
Mrs. Joyce Clark, Med. Dir.
Henderson-Ayer & Gillett

Charlotte, N. C.

RlVAL
"Your SPONSOR-SCOPE commentar
ies ore most helpful."

Horry l. Godou, VP of Advtg.
Rivel Pocking Company, Chicago

KIRSCH
"I particularly enjoy your articles on
products which hove spectoculor sue
cess in rodio or tv."

M. Wolff, Advertising Manager
Kirsch Beverages, Brooklyn

MILE~S
"It gets thoroughly reod ond routed
every week! Frequently 'clipped'."

Herold J. Beeby, Advtg. Mgr.
Miles l oborotories. Inc.

Elkhart, lndiono

STOCKTON-WEST
BURKHART

"It is excellent."
Richard Kuck, Acct. Dir.

Stockton-West-Burkhart, Cincinnati

Y&R
"SPONSOR serves to keep me in
formed on develcpments."

R. E. Whitting, VP-Acct. Super.
Young & Rubicam, Chicago

most interesting and informative
publication."

B. F. Howe, Advtg. Mgr.
J. A. Folger & Co., Son Francisco

"The current picture of notional ad
vertisers, their commercials and soles
success is most helpful."

Lyle E. Westcott, AE
Compton Advertising, Los Angele~

K&E
" ... the most current and complete
coverage of the field."

John l. Baldwin, VP & GM
Kenyon & Eckhardt, Boston

NL&B
"Look forward to each issue-infor
mative, well written."

Edmond C. Dollard, VP
Needham, Louis & Brorby, Chicago

HOEFER, D'IETERlCH
& BROWN

"Without question. I find SPONSOR
to be the most timely, interesting and
helpful of all the broadcast medio
business magazines. Keep up the good
work I"

Wallace C. Riddell, Jr. VP
Hoefer, Dieterich & Brown

San Fro ncisco

These quotes typify recent agency Iadvertiser response to
SPONSOR's vitality, force and energy.
Look at the company names. look at the names of the top level
agency/advertiser executives. Look at what they said. They're
obviously excited by SPONSOR. They "read" it. They "enjoy" it.
They "get ideas" from it. They "clip" it. They "route" it. They
"use" it. The excitement readers ore finding in SPONSOR means
excitement, visibility, and penetrating power for your selling
story. A new or intensified schedule in SPONSOR will have our
readers talking about you, too. And more important, buying you.

5.55 Hft·h Ave., New York 17, N. Y.
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VOTING MACHINE

in Action in Eastern Loura

Tlu-re are three candidates in the market, all VHF's.
l'erio<lically Channel 2 is re-elected."

In the coming election year, \\':\IT-T\''s news coverage
will continue to he von-worthy. Facilities include AP, UPI,
1\1' photofax, UPI film service, assorted portable TV news
ga1llt'ri11g ele-rtron ic hardware; a director of news services,
two I V 11ew~111e11,one newsman on sp<'t.ia Ipoli t ica Iassign-
111u 1h. three photographers, G5 pan-time Eastern Iowa
uew-, a 11d piu ure corrc-spondenrs, .111<1 the nation-wide
CB."i I\' 1u:wsgathui11g cruuplcx.
Lavtcru Iowans. .rbout liO' ~of the vuuc's population ;111d
p11nha,iJ1g powu, keep Lha1111d 2 i11 ofhtc-and home.

~ Avf',a¡:r ovr r-oll lAU•J,t>nc.,-. o/ more than 50';ti o/ tola/ homes, 9 a.m. lo mi,J.
night, .\Ion. tliru ~un. IAHJJ .\/~1/..et·b) ..lforkrt .Sunq'o l'<b.-.\lurch, /91>.J.)

WMT-TV CBS Television for Eostcrn Iowa
Cedar Rapids-Woterlao

Represented by the Katz Agency
Affiliated with WMHM, WMHM; K·WMT, Fort Dodge; WEBC, Duluth
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Advertisers disagree
an merits ol agencies
Research on 150 advertiser attitudes toward agencies
brings out several strong points: many clients feel a
need for better media planning, marketing, creativity

COMMENTS ON AGENCIES BY TOP ADVERTISERS

I Ii l>t-n·ml><·r 1111;:1

••Atlcerti .••i11!f.t1,!!1•111·i1•."hur e

bucusu« [ar tn or e rroutl re i11th eir

1ul1·t•rti.'li11g '"''·"·"''!-!''$ th an t•rrr

l1t•forf>-not ju ..;f in tlu- sens» of

Iroi ug r'1trly cr eatire, luü ratlier

in luirl n]; a¡1¡wa/ ..; trliirli ar e lrnt/1

intrrt•slÍllf! arul lu•lirrrnh/r. ••

·•¡ t Iii uJ,· t l1t')' h are tlecelt»¡u·tl 11·

ro111111rrdt1/.'i- to m e Lliu; ls tlu-

0111,.,tamlfo.~ thing. Tht•rt• ;,., n
f rt•.'i/1111••••.'i arul a n eu-no .••..•uhnut

t.l1t•111nrul t lu·y· rt> t>lílertui ni 11;,:.•·

••T/1t•rt• arr """')' u/io bl'li1•·1..·1•

th<1t 011agt>nry slwultl cuucen

trat» 011 the crotüiro f11111·ti1111."

mu/ /, •.,, l'(' tli r 111urlreting a.'iprrt.,

to tlir clio n}, It is my belie] that

a 111arkrt-orir11lt•tl a{!f'IH'J' ran

thi11.k m ar:« l1roadly aluurt th e

r/irnt" .••/ffohl1•111s arul lui« a niu cli

:H 11111drrlms» on u·h ich to

tlrrrlo ¡1 its eroati ril)'. ••

••/ think tltry lucro l1ro11p./1t into

tlit> adrertising arra a ¡trN1t1•r

rroU::.·r1tia11of hu .••ines ..•11s¡u•rts.

SPr'f'r((/ years a;~o 11w.H ap.t'll<')'

fltN>plt> tct>rt>111orr conr er uetl u-ith

¡u1rt> ml.tYtl·rf.isin¡z-ro1111111111ira

ti án.: Tor1n:i·· th1•)' li ar«: u ,!!ret1t1•r

rt•·t1li'zntiot1 of pr ir«, p rcnl n ct ; arul
,u..•1dhu t i<111.••

••T/·u· re.so« rrh ser rico« I ltu I uro

arull« /,/p luir» i.111¡11•01•''·'(/I¡,,,
¡w rf or11n1rrrt> of ml ap!P11ri1•s 111

l. ¡¡· .••I t V JIU.ti/ I l't' )'t'•(lrs,

.. Jr ay d cncn ti,.,, /I I do11·1 see 1111:i·

i111¡1r111·1•m1•11ti111111-:i·of tl1t•111.I
see I lie m ret rog rt'."·";,,.!!. U i,'!. Ii I or
trro11g. I 1/011'1se» tliese u.!!r11rir.~

living teitli tlreir clients atul

lour nlru: tlcoir /111si11t'.'1,'1from

A to r.:

••Adr1•rtisi11;.: h a« tu full i11 plnco

uftt•r )'"" dt•1·1•lop :i·our 111ar/.;1·l·

ing .••trult•f!)". 1'/ii .••i$ [u»¡ lik o

/111iltli11.~" lw11.St"--)''1t1 lfl:i· th»
[on nilnti ons nntl th en :i·ou mid th e

trini;« uud t/11• tliff1•rt•11t roo nts,"

··rm .sic]« an d tired of fl!!l'lll')'

kid." 26 )'t>tirs old ju .«t out of

Il urcuril, Cunwll. awl Yorth-

1Ct>.'1/1•r11tr:,.·in,'Z to u-lt Ill)' .'ifflJ}

u-h at ff(' ,.¡/,ouh/ ¡1wy for. I 1n111t

¡woplt• teh e «re rt•.uli.~tir. 1101

nriul enric, Tl1t• 1d10/í' l111.~Í11f'x:~

i..• ¡wo¡l/1•. Tluu' ..•t1!1 it i..•."
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A Ul.'\F)))L'\'11.-\L sn. ll\ ot more
than J.50 ke\ mnrkr-tuu; und. '

uclvcrtixiru; l''\l·c·utiY<'S h~ '.\'l'edliam,
Louis &. Brorbv rr-venls that clients
think of ;1gem:il's as a colleetion of
parts to lw <'\'al11atcd iudividuully,
rather than just as "ag<'nC'Íes."
Three ;1dn·rtisíng agPnc·y services

outdistunccd all other in rank of im
portuncx-: print creativity, mediu
plunuiug, ami marketing stratl'gy.
The executives stressed improved
creative 011tp11t as the single great
est need.

Other advertisers see an increas
ing need for agencies to provide top
caliber, highly intelligent, and ex
perienced people to solve their
problems, others seek better broad
east creativity.

The study, released this week,
entitled "Major U. S. Advertisers
Look at Advertising and Agf'n
cíes," was inttiatr-d bv :'\eedham.
Louis & Brorby and executed by
Forward Research, Ine. of Chicago.
The objectives of the survey cen

tered around the following arcas of
ndverttsr-r. opinion and attitude:

• Attitndcs touiattl auenires,
• Relaticc isupovtuuce of various

ageucy [ou net ions mu! qualities,
• Most important im pvocemenrs

in agency /J<'rformmirc i11 tlte last
fire years,

• Needed clu111ges i11 ag<'11cy or
ganization, prrfor111m1c<', awl uicth
oils.

Spokesman for the advertisers
"ere most frequently directors of
advertjsing or directors of market
ing. Others interviewed were in
communicatirms, sales, sales promo
tion, and administration.
The respondent companies were

repi irtcd ly very larg~· corporations,
many .tln- largest in their fields.
Since companies were assured of
complete confidence if they wished
it NL&B will not release their
names. The identity of the respon
dents was kn own only to the pnrtic
u lar field interviewers and two re
search staff members knew their
identity. Even NL&R does not
know the names of the advertisers.

Then' were four basic considera
tions in the seleetirm of advertisers
for the survey. They were:

• Geographic locatíon-s-orex« of
hen viest concentration of national
ad vcr tisr-rs were cmp hasizr-d.

• Industry cl ass ij i caí io.u - a
broad range of market interests W<Js
sought.

• Adccrtisíiu; espcuditnves and/
or connnissioncblc /Jilli11g-the larg
er advertisers were given priority,

• hulíoulnal functions and iob
tit/es-indiYiduals most irrfiuential
in the evaluation and selection of
agenf'ies were the target.

Present clients of :'\L&B were de
liheratr-ly excluded from the sample
in order to explore lesser-known at
titndes.

AGENCY FUNCTIONS
NAMED MOST IMPORTANT BY ADVERTISERS

TOTAL ADVERTISERS TOTAL* CHICAGO NEW YORK OTHER

1. Print Creative 58 57 56 59
- ----

2. Media Planning 55 57 59 49
-

3. Marketing Strategy 54 60 46 57
4. Broadcast Creative 38 23 36 51
5. Account Handling 34 33 41 27
6. Management of Agency 20 23 18 19
7. Consumer Research 17 23 8 22
8. Sales Promotion 11 10 13 11
9. TV Programing 10 3 18 8
IO. Collateral Servicer; 5 7 5 3

e Hasc·d 011 'r 11t1111i11!.!,in 7,¡ :) i11i111porl<11u·r·011/ of 10 F1111rtin11.\,

T'lu- advertiscrs were t<iken ftQlJ' fl,,
~cw York ($7q) :<,ll)d :Chi~<'.Mil1'~t
(zsci ) prtmarily. as tht'Se tA~~ pt
cities reprcsérrt the largt•st' cone:~¡ 1rn
trntions of major advertisc~rs. 0th:~,\ni

dfü·~nwd were Akron, :Cincinnati ~·11

Detroit, l(ansas .City,. ~filwn1,1ke~· j di
~linneapolis"St. Paul, and St. L<t111~ ít

Interviews \\:(')"(' COITlJ)lt•k Wffl. J'
~··xt·eutives from mdnstrtes slich ..~1 '.:
breweries, building materials, .cc:u;i1 1":1
fectinners, financial, fou<l pro<ludtls ! .i

Furnjture, household products, le~ l'lJ
ther goods, medic<tl, men's ~to} r E

hoy's cloth~ng, ¡)llhl~shing, tcxJfl.tJ. Im
transportation. dothrng, and oth~i:$ ..ei

The study, made e;.1rlierthis, }.'t'i~b:l1i
reveals the marketing mitl <ld''~r ·c,n
tising t'wcutivP{ impressí011s <)f 1Tu·• ittl

quality and dirnon...s..i.ons ..of. t.l.1_c" .. ·¡·;_1.·:GI11¡
vertisi~1g he has lrcen gett!n~ <t~l~ ¡:ui
more important, the areas in \Yhtml d
he will be looking for further i;®r 1 ti
proverrrcnt in the future.

As f'XI)c:'ct.cd, there wen' t·~~-.¡~
points of view conc·.cr.11i11gwh<.tt~I· 1ll'
ad agency should do for its dte11fit le
Some advertisers want total. u11ra;r: ~I
kcting, help (.ranging from sales 'ti•· :it
research) while others want. till!;~ ,01
alive counsel only, in the h.cli.cf th~ liill
the advertiser should 1W<>videI!1 rt
rest of the markding funcnon, r I

Belief in 011eor the other of tlt:~~
points of view ap¡n1r.cntly depe·1Jidil.,ti.
1_1ponthe i.m~i.'·id11.al.t':'.·ecut···i..'..·t.~'s_•.·..1.:>_•·.~.~i ~
sona 1 cxperrence, thf' 1·esearch:e1 ·fl

conclude. l t was, found that .l1il!f
holding c·ompntnblt.· fobs ÍJ1 1~fa,Mr
same i11d11stry h<id opposite t.trJ'l'Íf ·¡
ions on the setvict•s that a~pm'fic¡:-~'

1.

,¡,

should perform. -r
Closely related to these cllU:c~F~f

points of view, it was found .fh~~l
cnmrnurricnuons prohlc·m c>ftet"·
exlstx bet\\'ec•n <)d\·'t'l'tis.c•rsand •l:~t''í
cies. In ma1JY r;1sés th~·1it• is tt1i~
11ndersta11dii1g ;1s to .tht• 1:1c•n·it·l'·s,1tll
<\gc1K'y cün and should pc•rfonn '£'(
tlu- ad \'c•rl:isN.

Enm in secure el ien t-¡1gcüc'~' ;f't
lattemshtps. there is 1•\'rd<·11.cc'·'f~f
m•Pd for iuipnJVl'd eonmnrrrÍC\\.f:jit;)
lwt\Yl'Pll ·advc't'tbr•t and ttg!.'lt~'~"'
es.pec·inlly ;J~t~itey 111anag1•1neut l:i
see11rities ~ind suspidons S(:i:t'D'.l '~

al'ise n<lt s.o much from \:Mh11;t
twt•dc\d l»· thP' ad:vprtis.or
:snpplied by the ;;;rg.cnC'y..•ts .tU1;JI
\\'Imt the *1 ''t'l°tiser ex1~<·tü;
dr>t's 11<ll 11w1';e clrav, it wa'!I. c~'!t
ch1d~'(l.



Tlw 1.!11t'"''111.! u.111w "l11d1 111·
[íw11tl~ n·,11lts \\ork, !11 t lu- ddn
i',Jrlll ul till' joli 111IH• dn1w .111d1111'

,1• •¡ I I.:H '\Prt1,cr .tl.!t'lll'~ n- .1!11111'11p.
:'\.1•.11I~ .rll till' 1'\l'l'll(Í\ t'\ ')ll'l'I·

~1.·.I··.·..1.J .m..i... 1.il rtT1·11.Iimpn » 1•1111·11!in
1tth1Tli•>11l\.! .tl_!t'lll'\ ptTlt11"1ll.llll'I'.

1 '1'110,t• ol 111.1juri111p11rt.111t·1·.m-.
• \Iarkt'f ún.:./ 'º'"' l.11011 - /, 1111

fa·n', tlw~ li.1\ t' i11 111i11dtilt' ,1, .ul
d1i11t~ uf k11tl\\ !t·dt!calil1• p1·upl1·

1·'~'ho an• .1lil1• to crn1trilll11l' !11tl\t'r
di 111.1rh.l'!i11c:/s.d1•spL1111111J<.!,.
·• H1·.,·t•t1rr/,. Thi-, .ire.i rt·c1>l.!llÍl.t'\

IR· 111.111\.ut iv iti1·s dc-,iglll·d to n·
lun· 1111l·t·rt.tint~ i11 m.ukr-tim; .mcl
:ith crtisi111.! dccisio11s.
• Crrut i¡ iu]. Thi-. improv 1·11w11t

'"•>dt•f's to all at!t'IH'\ ·, cap;wih to
~CHt•ratP Ill'\\ idl'a-; .uu l l'tli111111111i
•::1tc tlu-ru dl1·l'lin·h to till' 1·11...tom-
1"~•
..~dvertiwr' c"pcvi.dl~ c-mplr.r-

.:iit~·d improv ed neat in• 011tp11t.

Cw·t11d11..•ion» mu ..•1 lu· ;.:1•111•rul

"fh1• mcanint! of tlw rt'\1•ard1 '"
IT!crprdcd as follows:
The ad\'ntiscr St'('S the .tt!t'llc~ as

,,.~tr)ot1l of incliv idu.il talents \\ hich
JJ1tglit tn lx-, hut lrl'qucntl~ is not
'.i.[l;1hle of soh inc: t lie need-. l'\
,j(:'t·t<·d of it.
P:trt of this probli-m .1ris1·-. Irmn

11111m.d1:•q11at(' e um m 111ti e;1ti1111 hl'-
\,\:1·v11.ulv ert iscr .uul at!c1tl·~. Too
:1..1£h·n. the adn•1·tiscr t'\)Wd~ his
i:n:-vds tu he 1•itlwr .mticip.rtcd or
)ltdcr,tuud. without luivnn; to spell
,hem nut. Just ª" oftvu till' at!t'n<:~
..~·rtlJc,,)y dissipall's l'IH'l't!~ in a11
!tr(.t(•fnpt to Sl'l'OIHl-t!IH'S' tite client.

~Ion• is t!oing to he required ol
uht•rtisint! .1t!1·11cil's i11 t lu- Iutun-.
·i'.rnn1• .uhcrti-.cr.,; will d1·111a11d .1
;~f!,l<l!.ll'rranJ.!t' of over-all markdinl.!
'('t\lel'; other' "ill n-quin- a hcttn

111 J:tr1•d of ere a Ii \Í t ~ .
Cn•ath·ih and rt's1·;nd1 w ill lu

'V..l)cdcd !11C'arr~ tht• hurd.-n of tite
tcltvrtiser's hope for [utun- prn
~.r.P:s:s.Hcscarch-mindcdncs-.. if 110!
1t11riual rt•q•ard1. has .mived. To .111

Ul?t.easing l'\tl'11t. rc-;l';ird1 "ill he
),t\rl of the tot.il prtil't•ss of dcn·lnp-
ll~ tlw adn•rtiscr's appro.u-h to tlw
'01~:-ü11ni:.·r..\nd crc.rtivitv . much
i'li\:!:1res1'arch-111indcdncs-;,· will lu
"'X:pr'l'll'd from C\ er~ uu-mln-r of Ihe

11' .í·~,ent·~·team. It is no louu.-r rv
,trich'Cl to the wrilt'r ami tlw .rrli\!.
~onw :1th·l·rtising age1wies. f1•t•l

tHt: the UP(•d for de.ir idcntih in
h~·cnnt1•111porary -;oeial-h1l'•i.m·-.,.

ADVERTISER'S REASONS FOR RATING A PARTI·
CULAR AGENCY STRONG IN BROADCAST CREATIVE

PERCENTRESPONDENTS WHO SPECIFIED AN AGENCY

Individual creative treatment expression ol specmc
product problems

Capable knowledgeable creative personnel

Produce results motivate buying

Past association/pertormance reputatron

More bold Iunique Ioriginal

All other comments

33

26

22

19

7
19

.\OTE: Totul« i11 curl¡ of 1111' ¡irt'1Ttli11:.:. tohh « 1 \11 ('(/ IOU d111

...truct un llt-dil'.1!1· tlH·111s1·IH'" to
d1•\·l'lopi11t! a rit!id on.!;.111i1..it ion.i]
and opc-r.rt ioun l ...1n1d11n·.

TIH' I~pica! agt'lH'~ 's dit·nt grrnrp,
w it h its with•\ .uiatiou-, i11prohl1·111s
.111d m.ukr-t iuu a(h l'rti ...iru; rn·l'd,,
rcq11in·-. '>llllwthint! .ippro.u-hing t lu
opposit« of that. :\11 .tt!t'IH'~. Ill
-.l'n 1· a widt• \'arid~ uf ruTds, 11111-.t
lw ll1•\ihl1· l'lllllrtdt tu .u·c11111111111la!t•
th(·-..c nct•ds-\\ hile. ul l't Hll'"l'. pn·
"t'I'\ i11<.!its ba ...ic inll'grit~.

\dn·rti ...t•rs wen- a-.kcd '' hid1 of
!1·11;rt!('llC~ f111wli1111s\\·1·n·iuovt im
portant ;1s far as the~ were: <:011-
n·n1ctl. The rr-l.rt ivr- importuncc- of
t lu- ilt!l'lll'Y f111H:tio11swas di,·idcd
Ii~ tho rt'\l'an:licrs into lonr t!ro11ps
011 tlu- h;1sis of tlu- 11111nlwr of 1.•\
c<:11tiv c-s who r.urkr-d 1•;rd1 of t lu-ru
fir-.I' Stx-oncl .• 111d I!ti rd.

• Untstnndnn: i111¡wrft1110·: print
l'rca Ii\ t '. 1111·d i.r pl.um iIH!. and m.ir
!..1'1i11t! -.trat1·t!y.

• l n t e r tn cd in t r i in p o tt a n c c:
broadcast nea t ivt' .111<1 account
h.1ndlin<_!.

• \f odrrut« itn nortuurc: al!cm \
111a11.l!..!;1•111t•11I.111d co11-.111111•rrl'
.;1•ard1.

• Lou i111¡1orlt111t·1·: -.all'-. promo
tion, I\ pro~r.1111int! .. 1111!c:oll.1kr.d
'\!'!'\ices.

It i-, inll'rl'sting !11110!1•t h.it m.mv
at!cm·ics did not cono.;idl'r tite .1cc11-
cit'' invnlvciucnt in l\\ prot!r;1mi11c
ª' import.iut .

.\ltlt11111_!hm.111~ .1dn·rtiwrs com
llll'llll'd 011 hro.1dcao;t ln•ati\ ii\ it
w.1s 011)~ r.111knl .r-. hcint! of "intl'r-
11wdi.1te i111p11rt.111n·"in tht> •..111th.

lien•\ ,,Jiat "lllll' nf tlu· m11rc ¡, -

111iudcd alh c-rt i-.•1·r-. h.ul tu'>.!\ .ihout
tlw medium:

'Tm t.ilkim; I\ prim.mly . I .l\

xuun- tl1t•\ ( .1t!;1·11t·i1·,).m- hunpuu;
r.ul io .111dh. I f1·1·l t ln- 1110...t 1·H1·< -
tin· uu-d i11111tod.1' i-, f\ .u rel c1111-
,,"I1u-ut ly thtl\1' .l\.!l'lll'it•\ \\ Jril ii Lill
t·n·;t11·m1tst.111<li11c:c1111111wni.il...c.111
xtimulat« t lu- ,,di• tlf t lu-ir u1-.tn111-
('r's product lwtkr th.111 if till'
,,.l'rc ...upr-rior in t luir en-at iv it~ t or
.111~otlu-r medium. T' ¡, p.nt icu l.n
lv dfccth t' hcc.111,1· ii ¡, hut Ii \ i-u.r]
.uu] .111dio."

"I rated hro.1dl'.1-.! n1"ll" t' ,1..,t lu-
1110-.t import.urt f1111din11 lw< .111,1·l
spn1d .'),'),.r nf nu-cli.i rnu111·\ in
hro.ulc.ist. It is t lu- mm! i111porl.111!
.uul t lu- hil!hcsl imp.u-t nu-rluuu
.uid tilt' tT1'.t!i,·c p11!1·11ti.d of .111
.t<_!l'llC~ h.i-, to 111•.tt ih lw ...t i11 th II
c:.t!t't!tll'~ ."

"It'..; impor t.nrt to 111t· t lr.it t 1•
.!11\1' w or], i11tlu- hrn.1dt.1-.1im~ hdd
¡, c\c1·l1!'11t. Tlu- morr: 1·'\u. 111nt ii
i-; the HIOit' lik1•h it ¡, ¡, l ht °'IH l t °''
ltd .mcl t l«- morv likch ii ¡.., t h.it 1111
.1t!;1·1wic-.w il l .ippropn.rt. mun• d. ii.
l.irv. l·:it!hl\ p.-r cl'nt •ii 011r .1d
v crtivim; lllld~d ¡, -..p1·nl 111hro.u l
c.1.,t. r-it lu-r (\ or r.ulio .. uul \\ itlr
t h.it .unouut of lllOIH'\ \\t' w .mt 1111
IH'\t."

\(hl'rti ....cr'-. rt'.I' 11hIor r.rtuu; .m

.1ccnc;. ...tr onz in hru.1dl .1•.•1 1r•'.ll!\1·

\\ 1·n• prim.1ril~ i11di\ idn.il l r<'.llÍ\ 1'

trc.unu ut t'\pn·""i 111 o! '-Pt t 1fi1..
pn1d11ct prnhl1•m.., · w1• d1.1rt

\lhcrtiwr-.. in c11wr.1l. l1.1\1• -..n·11
imprm 1·11u·11hin .1th crti-.int! .1\.!c11-
< ¡,., h11t tl11\ .m· conti1111.dh lnol-.-
111\!for mn n i11 tIw f 11t11re. .,,,,

'- .
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Avon Iv chimes
signal 211·million· dollar
ring in company's Ii.II
World's largest cosmetics company is video veteran
after 10 years, going from two· station line· up in '53
to present heft schedule on 220 outte te in tv spot

Avon and Dreher agency first recruited idealized-housewife representative for tv in 19.53
:ii

.......,,
/

' .,

Time has worked subtle changes in hair, clothes, and Avon products 10 years later on tv

~I

V o.lei Avon···· Avon... llama,.: ,
Avon chama Kavon I.au:~..

\Vhether you sal} it in Fterfch, S·¡ii~
ish, Port11g~Me, or G13rm.an,. f:f!,~
ringing sound: and a mem€Jtl!l1°&~
trademark.
"Avon Calling," however, Iraa

always been an international grm'
ing. It stems from an ¢ffort d~.
began on U.S. television ín ig:¡
when the door chime hello sf!l.'í!~
through the air to become a Jp1~
of its first language.

\Vi th 10 years of electronic r~~
tition, the copy line has found l!"
way into American folklore 1Ztn
gained a.fair claim to the .trad.emar
hall of fame. The same decade
been a period of striking grovd
for the world's largest cosméf
comp~my, with the years bracké4i:é
by sales totals that went from l~.• 1r11
million to $210.8 million.
As Avon's tv signature we11t.fr:~,111z

two stations tn naticrta]: c0Ver.··::1.:1g4..· ;d
the company's share of hous~-..~,,·~
house sales. of cosmetics went ·£rm.
40% to 70%. Assessing the :e'.011~)'.n
pany's clear dominance in all u.1 .,;\'f
sales, whether ÜJ stores Or liOJ:l¡)Jl!
trade observers rank A~wn a
ahead of the neatest contende-t",
Avon veterans, entering ..fl;¡;~\1

11th season of video sales calh; ~11:
year, hardly stopped to notice ·tfa~1
were old hands at a r.elativel.y ri:e:'
advertising art. In fact, they ·m;i1J,
not have noticed at all, but the·'ª!'
uiversary was called to their í:ttlit
tíon by the two pioneer statfpim T
the line-up. They sent anniv~~a~
greetings this fall to an ac:c:mu
that must hold a record .for s.ti1btlte•i
in a medium where ad\'crtising·p~1
terns arc still being \)'orkcd ,~~~
The first two statioos \\~l.J•~

\\'CBS-TV, New York, and \V.Bl~'
TV, Chicago. Br fall 1955 .\oJft;
was in seven markets, 62 in l~
and 190 in 1959 on at lens,t ..!§
stations adding lip to 99"'o C<.1x;~~¡¡
of .Avorí markets,

Toilnv Avon comn.10tcial$ io:fa
50 "·eeks a year in major nn1:rk~
and varied schedules in th~ .:F!!l::
according to market needs<.. Tl
men who set the alh'ertisin$(. ~I'~
I O years ago arc at )'<'ork t<J'1bl'.J ,,
next W<:'tl{s~i.ndnext \'¢•<tr's ~~lt~c:
ules. Both George \.V..Shine, m~"~
tising vice president. of A\'o0i'l,,,,ií~f!f;'
agcney Munroe F. Dr0bc:r, h~
been on the Jnh thrn:ughüt1tHw~m:
growth period.



\\'hill' Avon ,1n1id-, t.1lki111.!; about
:d\·1-rthin•' doll.ir l''\(Wllditurc-..

11 - - ~ •••

1•;yft:'! llll'di.1 l"l'l'O!'ds sho« tlu- l'llS·

tt•tie house- m.rint.rinerl a top
:tr~1"ntli11t,!ll't'ürd .ipproprint« to the
'Ücs d1.1111pi11n, with a11 1•sti11t.1kd

1•

'.~ million ~ross hillun; i11 spot h.
·~'\':'th.111 SI million in 111.1t:;.11.i11l''·

1•.ftd l'llll'-ider.1l>ly 1111dl'r $100.(lOO
'y r.ulio spot, \\ hich h.is hn·11
.ro••dl'.blint,! t lu- chimes i11 ;\1•\\
nrk und Cliica~o.
;l'11 spill' of the higlil'st hillim; i11
~lnl'til's, the company can report
l g(Ot:kiwkll'rS that udvcrtisinz t'\:

l•,l'flditurl'S aro modest. \\'ith a com
anding s.rh-s total in the arithmc
a, long division for the ad percent-
~r of sales works out to less than
'f!'. Avon's low advertising-to-sale»

~füo is sometimes cxp luiucd ( hy
hers) on the basis of its method
distribution, where mun- of the
írcc p;ot.•s tn support the field sail's
r'ft' than in store selling, where an
h~Prtising budget must work hard-.. ~
to condition the customer. The

}~\·anCl' of this point is reduced,
i~·cvrr. in earning comparisons.
•le net earnint; figure of Avon's
.:a.rest competitor was little more
,~mhalf of Avon's $2.5 million last
'iitr.

hr1tn;t:;-ro trru tru/ f fr
I
, Axon's growth in its distinctive
Hi11g pattern indeed has com
~r,rded respectful attention not
~.lyof competitors hut of market-

,. N and financial observers gcner
:;\'.. Direct Imme sales have held
:~Ith of the cosmetics market for
~¡¡)y IO vcars. Sharing the home
,}if. \vith. two smaller cosmetic
fl!S'<:'S, A,·011 last year did almost
'tenth of all U.S. cosmetics busi
','i's.,a totnl reported at S::!.109 hil
n hy the Toilet Goods Assn.
•:~nditions are ripe now for further
'ffí);s in home selling, experts think.
Televisíon's part in Avon's sales
fr~hincrv is to prepare the wav for

If le. ·, .. . o . •

-·• :q,~· t\xon door chime ringer, as
•itlf1'lt'd hy the company's vice

Jtf1sidt·nt for aclvcrtising and pub
(, r~lnt.ions. ''\\ºl' think of our com
li''td;:ils as informal personal calls
ült<' h(m1c about our products and
~~~i:ocs,"'says Sh ine. "They prepare
\:Telcome for our representative."

11·:{üUrastii1c:the Avon appeal with
.t,rt of store counter products, he
t:ihlí·I'ls· that his company's com-
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Avon's ad vp Shine wants more color

mcrci.rlx arr-ut tln- "r ush-out-und
huy" type. hut arc 1111•;111tto sd .1

favoruhh- sellint; clim.in- for tlu
n-presentntivc who c-vi-ntua llv will
appear at the vn-wcrs front door.

Looking hack over tlu- yl'ar.., th.u
Anm and tv have C:nl\\"11 toc:dlwr.
George Sh inc recalls th.it "with
in a year after we started. we found
that tv was good for us."
Ten years later, more than 100

commercials arc in the can. hut the
life span for any sin~lc one is limit
ed by the dynamic character of
Avon 's business. Fashions in pro
ducts, packaging, style of a model's
clot hes a 11 arc su bject to rapid
change. Because of this, Avon com
mercials have an optimum life of
one ami a half to two years. c:i,·ing
the advertiser a libran· of some
thing under :20, drawing at anv giv-, ' .
en time from a yemly production of
ten to a dozen.

Daytime has 1!;l'lll'rally been Avon
time on television, since tradition
ally tlu- line has heen aimed at a
female market. Inen-as in c:ly. how
ever, Avon is cross int; sex and age
lines for an all-family .ippcal. with
new attention gh•cn to teenage and
men's product .potentials. As 'a con
sequence, " .Avon calling" also can
ht" he.rrd in t'arly t'\ t•nin~ tinu-.

In common with most of tlre old
time television community, Avon
regrets the passi11g of qu.uititv 60-
second availalnlities from spot. M\\'e
think a minute is hardlv cnouuh
time to tell our story." Shine com
ments in noting that Avon .md the
Dreher a gene\' often must buv IO
and 20 second~ in order to get good
cxposrrre.

\ (H1,1!n1· .q>pn·t n.d1«!11 of 'l!.!lw11
uu 1p1·r.d1n11 in "< lwdnl11n_~ \ \ 011
\\lwn•it\\.111htolw ho\\1\tr ¡-,
u1w uf ~lii1w'... 111.1111 po111h Ill ,¡..,
,,.,,¡11c; I O ~ 1·.ir·.' 1·\p1ri1·1111· 011 t'
Tlw .11h1·rl1-.n'-. ...1.o111-. "" n li.dd1·
1 uvtonu-r h.1-. \\ orL·d out to tlw
.1th .111t.1~1·nf hot It -.c·li<·r .uul 1111~l r
of tnm-, rt"..11lli11~ in .i e;uod w or kím;
n·l.atio11"hip •• ind ~l1i1w ¡.., li.1p¡n
.ihout t ln- .iv.ul-, \\011 ¡, ,d1!1· to ~d .
\d\\ ork t.-11·\ ¡.,¡011, \\ luh- .1 pop

nl.ir 1111·di11m Icir 1·0,111di1·-, 011 I\.
h,I\ IW\1•r l>tTll \\!JI!\ vtv l«. , \\°1•
t hiu], \\'1' h,t\ P .t tn·111t·11do11-, lid
w ork of 011r O\\ 11,"Shi111· \,1~ '· point
ing out th.u th(' 2.10-.,t,1tin11 l11w·11p
.ill hut -.itur.uc-, .\\ 011\ 11.1tio11.d
111.1rkd. Boston ami Ilouvton don't
w.uc-lr tlu- x.uru- tlii11t_!, muintnins
the 111.111who'.'lt' comp.my h.1.., lx-vu
lriuh 011 prospect lhh of network
•...ilesmc-n for years.

~'"""'"'")º ho nu»

.\lcanwhilc Avon tunes in Boston
ami I loust ou .urdicnccs to order,
ami Shine has evidence beyond
sales to show th.r t the viewer is
there when Avon rim!;s the chimes.
Crowds of nciahborhood hoys play
hack the copy line, "Avon calling,"
when the advertised representative
appc;us on the hlock to c,111on their
mothers. :\l'twork tv comedy skits
parody the line, and it shows up in
ma gazinc c;1rtoons. Shine is ~ratc
fu I fnr the cvtrn ndvcrtisiuu impres
sions ami attributes them to rcpeti
tition, plus widened influence of the
electronic medium.

Also under tlu- heading of uuex
pected plus factors from the adver
tising .. \nm rcprescnt.i t ivcs find oc
easion.il viewers c;11li11~them when
thl'y grow imp.itir-nt w.utiru; for the
l'liiml's at the front door. This re
.ution to commercials, while un
solicited, ¡, wvlcome.
Thi· women in the field who fol

lucv the tv sic;11.d into the home now
l'\Cl·cd 16.5.000, .1 select group of in
dl'JH'1Hl1·11 t .1ssoci.1 tes who are most
ly lrouscwives .. \th crti•dng reflects
comp.my policv of doing .ill it can
to ln-l p t hcse represent.it ives ma kt'
,,tin. The welcome thev receive is
.1tt1·..¡tt-cJhy the ste.nlv hold cosmetics
h,t\ e i11 house-to-house s.ile". (The
hon ...c-tu-houve market in all cate
~oril'~ hulks between three and four
hill ion clull.rr s ,1 ~ e.ir, it is reported
hy Crcy Advert isin a in an issue of
C:rry .\latter newsletter devoted to
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the dour-tu-rloor market. E\ iclencv
of,\ n111 know-how in direct sales is
its continued grm\·th in a field
when: .u least two new aspirants uf
the past year quickly dropped hy
t lu- wavsicl«.

I lo!tÍing and bettering Avon's
:-.ales lead means providing the field
Iorcx: with a constantly expanded
.mcl improved line 11f products. He
ceut additions to a list t>-.:cceding
:200 products han· been the men's
Triln rtc line tccn.urc and childrens' "lines, all in addition to annual fra-
granc<' ami product innovations in
tlu- women's line. :\'íne .Avon labor
atories keep husy with test tube
projects in product chemistry and
packaging.

vlurketing marches 011, hut the
selling platform is the same as in
18.S6 "hen A von was founded in
:\e\\' York as the California Per
fume Co. by the late D. IL ~k
Connell. "Our name and signature,
with quality products and method
of selling" is Avon's A-B-C for sales,
as recited bv the ad chief.

This theory has taken Avon by
its 17th year into nine countries
with tite same front-dom technique.

··'A von calling' sounds just as
wr-l] and is just as effrcti\'c in any
c-ouutry, in any language," Shine be
licvc-s. The visual advertising tech
niq 11e is as basic as the sales A-B-C,
ami in cuuntrics without commcr
cial tv the signature films run in
neighborhood modes.

Assessing domestic tv possibili
ties, Strine thinks his company has
gcme about as far as it can in tv
spot, gcogra phien lly. Color is an
impurtunt new clement in Avu11 tv,
\\\"are of what it can du for l icauty-
fashion copy, Shine likes to huy
culor en·ry\\ here it is uva ilahlc and
lias lwcn shooting film in c11l11r for
t lu- last f <'\\" vcars. lh next vear
t lm-c- quarters. of \n>;1's com;ner
l ia l production will he in cnlur.
Thi-; -.1·ason Vvon is tt-leca..;ting i11
colnr 1111 11 st.rí iuus. Shinc's hupe:
"\V1-'d lik« to sec color gro\\", It's
a natural for om liusnu-ss."

\<; for other clc·mcnts in the 111ar
kdi11c; pic-turc, \\ lran-ver it !<lkcs,
\n1n's 1·~c is on "uur fair sh.m- of
th<' market." .\t the moment thi-. is
.i du111i11,111l xh.in-, a IHI \\un wil]
l1aH· tu put in a11 ;iv:gn'ssÍ\'<' I()
\ t'.ll''i tu cq11,tl t lu- $17 rnilliun-$:210
million d\t'('lll of t lu- pa<;t IO. ~

2G
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Tim children plav First National Bq11k of Omaho'« new ''IJan.k" game for bft1efit ~l
cum pnign to pro;not<' 11$11{!.f' of the Jree gum.e, u-liicl: brings .0111 all banle sf'.t1ii!¡l!c~;

Omaha bank's give,-away ga••'"'lfnar

teaches us.ers all its services"

A cun.mucx's CA:\n:, "'A Trip
Through tho Bank" is being

gin•n awa~' hy the First N.ational
Bank of Omaha, offered free to all
children in the area as part of the
hank's lOOth unnivcrsary celebra
tion. Anvone who comes into the
hank can get a copy of the ganll',
with the offer introduced to the
public via a three-week schedule
of some :200 announcements now
airing on Omaha's three tv stations.

The announcements are :20·sec
rn1d souurl-on-film spots of a girl
ami hoy playing the game. with a
voice-over uuuuuncer making the
offer. The spots are scheduled
tluouuhout the broadcast dav but~ , .
couceutruted in and around chil
d n-n 's programs.

Jolin F. Davis, president of the
First National, said the game and
nllt·r \\'Cl'!' concr-ived after a survcv
hv t lu- hank's advcrtising-puhlie re-
Iatinns agclH'\", Bozell &. f ucohs,'-. " .•
'"showed that most of the puhlic
liad lít t le know kd <re• of the va rid\·,... .
ul sc-rvic-ox ohtuiuuhl« at a bunk."
Bi.\:J migi11atcd ami l'<lp~righted the
game <llld plans to market it to
hanks in other parts of the country.

Ik:-.ig11cd for children 12 and
11 «lc-r. t lu- game can lw played by
tw 11 to luur persons. Pl.iycrs corn
¡wit' to get Frum start tu finilih on
t lu- ga11w"s huarcl Ii~ mov inu for-

I

wa1·d the number <>f sp\1ct:)S trlti
entv·d b,· n spirmor and follo~\'11x,1

direetirn;s on the square '"h<?rnth:~,•~~
land.

A plnyn may 1no\·e ahc<t,d ~1.
others by stoppiog where the m:~
sage is '":\'l't'd fast scn·icc.'--"C.Q ~:
hank hy mail," or he mar he sla\i·~
up by landing on a square •t1l:i~
reads: "Late auto payment~S:B:l.
one turn." The gmn.t' shuihrrl~.1 l"!1!f.I
t ious savings accouuts, trust <lcnt:ait
11H'nl, Christmas Club, petsnn~1lt~1;
ehcc-ks. night depository·, Lf. S.. 1i~f·
iugs Bonds. hauk drnfts, tra&tél~
checks. pc·rs<>n<d loan aJt(l h~;x;
impruvctne-rrt loan services t1f it1
hank. "While theY'1·t> t~njt1yírng:td
g'alfw ;· said D<n:Ís. "'tht;~.~dul
lt·<nning uhout the manr t~'lle'~•
q•1Tíees a bank oHcrs,."

\tltls Jo1m Lauritzvu, sc.:1ün.1' l>('Í~
pn-sidcnt of the bank: ''\Vt• hri1ff~"
this game will htin!.?; tmnw ti:~
fac('S 'insídl' the ha.nk ~md th.<~tltl'.{'
or thost' \\ho cnm« to pfrk-ual t'J
ganw will lw .relnlts, \Ve .ahH~'I)'
ltc-vc that in most lmn1cs th¿,\'t h~v
our bunk ~anit', Jnc.ulwr cir E~:r:Clrr
''ill ph\v tht' ¡.?;<ilíl<> at lt••tst é1U
with thc;ír t·híklwn. Th(i <gzitut?' ~...,,
lw tctaí1u•d iu 1nany Tm111('~:!"
years. and it "'·ill en·ate V<~i~rpt.
soual im·olv1,.·1iít'1H of irüprt~~~~'4i
ahlt.• r-hikln ..-n rrnd tlwir p.zir11,11·
'' ith the Fitsl :\'ahttrnd Bar1k'1 i
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lH:IGHER IN '63II~~.C. Nielsen '63 estimates
:1 s;howtv In 92°/o, radio 94Q/o
I ~f homes as of September;
~enetratlon In South rises

I111 110\IF wit hon I a radio or tl'h·
s .. -visiou sl'I hl'<.\llll!' an imT('asim.~
'dJity in the puxt y1·ar. 0.'cw .\. C.
'\h·hw11 1·sti111aks of V. S. Tcll'\'i
i:t'll! ami Hadio Ownt'rship as of
~£'f*'ll\h1·1· rnn:J rl'\'1•al ~);!<( of
J~~lllt''< wr-n- tv-i-quipped. w liil«HI'(

1.:1ad
radios.

1 ,\year c;1rli1T. BJ<< of the luuues
~<Itl .tdcvision. while raclios were
1n.:nnd i11 !Jl'r. To ~d tlu- additional
.iflt• per cvut. telt'\ isiou moved into
·t~aclditioual LI million liouu-s in
~te yt•ar. hrin~ing the total to .51.-1
'fHlion. whil» radio added about
bn,c·-quaril'rs of •·•million. mukim;
lsi Scptemlwr ]!)(}:3 total .5:2.6 mil
'!011. Tln- rudin !.!;ain wus apact• the
'r,erc•nst' in total I.'. S. homes. which
:n•rp;1sl'd hv a like- a111(11rnt to
,...,,l.'"'·: ·:'I()fl:.n.,1l,_ O.

uenr '6:.!
1 '\\'ith radio, tlw Scptnmln-r 1\)():3
dT1·nta~l's h~ n•gio11-; and states
:·(·n· almost iclr-nt ica l to tlu- figun·s
f tlu- pn·,·in11s year. though the
ltuls \H'H.' up as were total homos.
..'fth tclt•\·isio11 homes, like the tn
il, rn.111y of thP st.rtr-s .rdclccl ah1111t
:nr per cent. Exception was in the
\ltl th.
' /\;S a 1111il, tv honu-s in the South
1ct1'<IM'd from S6 to t.¡~"é in th«
-ar, 1·nahli11g that .m-a to close the
tp s1l1H1'\\·l1at between it and the
!!lof tlw conutrv. Southern home'
ith tv i11crcasecl from WG2\ l:L!.,
illiitm to nearlv I U million. I11
\(' &()11th Vtlantic st.itex, tv honu-s
t')'(• up to 6.!J million or f-iW r ,
;•t:fitst vouu- 6.7 million or s-,7cr in
~t~.f!.\i ich.en 's E.l'..t South Centr.rl
'(~") \'\,1:-1 op to 1warl~· :!.!> million 01

,r:f from nc.irlv ~-~ milhou. or
l";é, ¡¡ 'I t'.lr <l!.~tl.\\\•st South Cc-n
\1 \\'as· at 1.6 million. or S~'(- thi ...
~~ir. compared with 1.-1million 11r

l?f in 1901. ~

TELEVISION-RADIO OWNERSHIP
BY GEOGRAPHIC AREA
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REGION TOTAL HOMES TV HOMES % RADIO HOMES '),,

NORTH EAST
New England

Connecticut
Maine
W.assachusetts
New Hampshue
Rhode Island
Vermont

Middle Atlantic
New Jersey
New York
Pennsylvania

NORTH CENTRAL
East North Central

Illinois .
Indiana .
Mrchrgan ,
Ohio ,
Wisconsin

West North Central
Iowa
Kansas
Minnesota
Missouri
Nebraska
North Dakota
South Dakota

SOUTH
South Atlantic
- Delaware .. ,

District of Columbia.
florida
Georgia .
Maryland .
North Carolina
South Carolina
Virginia .....
West Virginia

East South Central- - -
Alabama .
Kentucky .
Mississippi .
Tennessee .

West South Central
Arkansas .
Louisiana .
Oklahoma
Texas

WEST
Mountain
-Arizona- .. -. -

Colorado
Idaho
Montana
Nevada
New Mexico
Utah
Wyoming

Pacific
Cal1lorrua
Oregon
Wa5hin1?trm

C.ONTINENTAL U. S.

Hawa11

TOTAL U. S

14,030,400
3,237.400
805.300
286.100

1.532,000
186,800
265.000
112.100

10,793,000
1.92/.500
5,426.200
3.439,300
16,057,300
11,255,300
3,211,600
l.461.800
2,357,300
3.026,600
l,198,000
4,802,000
858,400
697.600

1,030,200
1,395.800
446,100
175,700
198,200

16,330,400
7,762,200
141,500
256,900

1,778,500
1,124.500
933,400

1.250,100
625,800

1,141AOO
510,100

3,377,000
908,700
862,800
571 700

1.033.800
5,191.200
530.600
946.600
745.900

2.967,100
9,272,000
2, 158,400
419.100
577.000
201.300
210.900
109,200
276.-lOO
262.200
102.300

7,113,600
5.575.900
594,500
943.200

55.690, 100

164.100
55.854,200

13,282,500
3.066.240
764.030
265.700
I503.450
IH':i60
254.200
102,900

10,216,260
1.859, 770
5.103.880
3.252.610
15,053,480
10,619,590
3,026,930
1.362,690
2,232,260
2,862,650
1.135.060
4,~33,890
802.800
640,080
950.290

1,289,640
412.450
160.220
178.410

14,366,900
6,917,680
132,630
229,410

1.590,850
978,520
890,640
I,093.870
537,210

I.O 14.080
450,470

2,864,220
772,840
736.560
448.440
906.380

4,585,000
441.820
831.700
670.690

2.640.790
8.552,920
1,927,760
371,6 70
524.240
183.500
182.280
97,900

236, 710
2-13.520
87.940

6.625.160
5 2i4.52G
538.06-0
872 580

51.255.800

145 soo
51,401,600

95
95
95
93
':!5
94
96
92
95
96
94
95
94
94
94
93
95
95
95
92
94
92
92
92
92
91
90
88
89
94
89
89
87
95
88
86
89
88
85
85
85
78
88
88
83
88
9C
89
92
89
89
91
91
86
90
86
93
86
93
g.;
91
03
92

89
92

13.502.010
3.110.610
777.edJ
265 ?SO

I 527.850
177 200
255.810
!06.610

10.391,400
1.853.920
5.241 3é0
3.296.100
15,305,640
10,722,980
3.058,930
1.354,670
2.254,620
2.391.830
1.162,930
4,582,660
826,620
660,910
994.890

1.314.070
426.640
169.100
190.430

14,881,030
7,058,020
135,210
239.690

1,602.290
1.026,730
895.980

1.112.930
554.37C

1.025.540
46;.230

3,082.610
830.020
795 700
509.860
9~7.030

4,740,400
474 .!90
85·U90
681.6.:o

2 730.030
8,782,460
2.038,600
387.330
553.570
193 340
201 730
IOl.370
254 970
248 670
97 620

6.743.860
5 271 610
569 &.!O
902 bl O

52.471, 140

1ss s ·o
52.626. 710



ADVERTISERS

'Sanitizing Action'
in Frigidaire push
A new fall-winter sales theme, ..San
itizing Action," keys the tv and
mazazme campaign which Frigi
clnire Division of General Motors
has lunnchod for its Dishmohílc
automatic dishwasher through its
ml agency, Kircher, Helton & Col
lett, Dayton.
The tv campaign centers on hu

man interest themes which invoke
a mother and her <laughter, ami
were tailored to the interests of
homemakers comprising the na
tional afternoon audiences for net
work tv programing, says Jolm J.
Westerman, Jr., KH&C senior vice
president and account supervisor of
Dishmobilc.
The advertising, now on the air

in a pre-Christmas push, features a
one-minute commercial filmed at
The Film-Makers studios in Chi
cago, translating what Westerman
terms "a sliee-of-life situation" pie
turing mother and daughter, with
the latter: helping load the dish
washer and asking about the mean
ing of the word "sanitize."

The hasie advertising concepts,
says Westerman, encourage home
makers and their families ( 1) to
realize a dishwasher "is long past
the luxury stage and is now a neces
sity" and ( 2) to buy a Dishmobile
as an all-family Christmas gift.
Frigidaire makes a complete and
varied line of mobile dishwasher
units, several with a chopping block
top as is featured in the commer
cial.

The one-minute commercial is
incorporated into a variety of net
work tv programs sponsored
throughout wcck-dav afternoons bv
Frigidaire on both CBS and NBé,
Westerman said. lle added that
black - and - white print advertise
ments are being scheduled hv the
ageney to supplement th.- ~'ideo
effort.

\\'eslerman supervised the com
inercial production for the ag('ncy.
Creative director for The Film
\lakcrs wus Dennis Marlas.

Milani's own ad firm
~Iii.mi Foods, of Los Ang<'h~s, has
Iormr-d it.-; own advertising agency,
Colden Piek lne., to handle its ml
vt-rtising, Jim \\'atd, ~tilani's ad-

!!8

vertising director, will head up the
new operation.

Milani ended a two-year associa
tion with Hi.e<ll& Frecdc, of Clifton,
N. J., when that ageo!.-'Yelected not
to enlarge a Los Angeles office it
opened aftc~· taking the account
from Cunningham & \Valsb last
January.

\\'arü has been affiliated with
Milani for 18 years and at one time
handled the account for Cunning
ham & Walsh, Advertising expend
itures for 1964 are exper-tod to total
around $600,000, with radio spots
as the primary medium.

Los Angeles-based ~Iilani also
has plants in Chicago. lt markets
low-calorie products, dressings and
sauces, and some 600 institutional
items. lt also is affiliated with
Smithers Sons Ltd., which make
gourmet, low-calorie, and low
sodium items and approximately
100 institutional products.

Sunkist to ABC, NBC
NBC and ABC television will get
all of the budget for a 19-week
campaign beginning in January by
Sunkist Growers of Los Angeles for
its lemon division.

Participations will be used on
ABC's Trailmaster for 12 weeks
starting I January, and for 19 weeks

on NBC's Leú Make A .De.al.~u;~-,
wortl .For \Vord: be&inning 19 Jau9"
nry, Leo Burnett of Chicago is tht
agency, witb Roger Clmrry its a,GJ
count .exccutiv~ in L.os Angeles.

Cost of the tv schedules will tot~
$159,000 out of a $459,GOObud~~'
Set aside for tv promotion in I~~I
hy Sunkist for oranges and lemo~~
Sunkist's overall 1964 expcndittrr~·
for oranges and lemons are expe~.t
ed to total $4 million-plus.

Chute named ad mgr, '1

at Ralston Purina
Ronald K. Chute has joine<l ·feb:
Grocery Products division of R'ªl~
ton Purina, St.
Louis, as an ad
vertising man
ager for Purina
Cat Chow, Pur
ina Cat Litter.
and Instant
and Rl'gular
Hot Halston
breakfast cere-
als. Previouslv ••·.··. ·.•· 11he was product. , Chute . " :~
manager for marketmg of ped1ca;m
diet supplements. at .Mel:Jd Joh11¡s:~
Laboratories, Evansville. He
also product manager at Standa1:
Brands for six years, responsíble;ifa
dog food and gelatin products ..

Atlantic Refining sifts plans

Execs oí Atlautic Hefining, perennial sponsor of ti p.m. nc~xs.011 \V1PAJ'~
visit stution's X.Y.C. offices and studio~ to plnn Inr r;(nning ~·c:ir.L·r
are dealer sales supervisor \\'illiam \V. Gaestd: \tP..\"T acct, fatte .Nomiafl
F. Fl~ nu: clired marketing mgr. L. Hobert Sc•:i.rlc; nncl cl!;o;trid sales 1ng!!,
Edward D. Smvth, Aceount is harnlfod via N. W, A>:ci', llf1i.Iadcl1>hí'n



Wynn Oil gears drive
far three radio webs
·'l'lrn·p radio 111·tworl..., will !.!1'1 the
Uhrjor xlt.ir« of \\\1111 ()ii Com
pi111\''s $2..'";111illi1111 n·t·ord l111d!.!l't
1U Hlfi I, v i., till' Em i11 \\'ast'),
J;\H.llrra11fl ~ lh.111 ,1!.!1'lH"\ of Los
1\:111!,clt·"·011 '\BC, \\'~ 1111Oil "ill

II rtst• l~J\.\ -.l.1tior1o; w itli ·17 \\t't·l...ly

1
1 cc.i)·.······nm1·n·i.1~..;for Xru:« 011 tlH' ll our
] .uni. four l~ir .\lo11il11r; (:BS ( :209

s,f.1Jt1om) w ill gd I::! 'Pºh \\1Tkl~·;
,1'1,Jtl.\BC (:)I l stat ion') ::!O '' 1·cl..h'.

.rll ''X''• • , . I I I I I .'"'}II.II., r.u Ill ru-twor], .;e It'< 11 l' ast
v,c~nr \\as ('011fii11·d lo '\BC\ air-
\~·an·s.
The I!)() I l11uk1·I n·pn·,c11ts a

·i:1r.r inlT1•as1~ over I ~JG.1. 111 .1ddi
fb¥11 to the ht>an r.ul io net\\ or],
\'.C:hrtl1rll's, \\"nm also will use local
:rm.Jío .ª~1d t'". spot«, l11tcrnatio11;~J
.itd\·vrl 1smg wt 11he 011 ;1 co-op h;1s1s
~'ti.th lm..nl distrili11tnrs throuuhout
!ffrt• world. \\'nm Oil ohscrvcs its
:~111 ;mnivcr1;;;n· in W6-I and this
.,~·~1iUnurrk tlu- tl;ird strniuht Year of
,¡;tr~ Iravin g schedu k-d ;111 increa s1·

j.(;! its ow·;all budget for ac.h-ertisi11!.!.
Al Flor, a vice-president in

K\VR&lfs Los .·\m?;clcs offlei.'. is tlw
~• :i:.e1::011ut t'\t>cutin· for tlu- Wvnn

U;U Courpmtv.

l:et1Jo.r v. p. Culberg
'et1l;e;ctedSchick chief
:f.~1.('k J. C11lherc. senior vice prest
i~111 of lkvlo11. Ine. has been
"lv<:·1ct~d president, chief t•wcntivc
md a director
:if Schkk. Inc.,

'" df<' e é ni in g
~Obert F.
~.r.1pe r , e 111-

ª'' r {!,join ed
10.,lo:n earlv in
96'~.as· s(•;lior
't~• president
.flt>5 und was
.u:\)¡¡cqul'll t ly
HWJcd svnior Culhcre
·icr" prcsident-mnrkr-t.inu .md ;1

1mntbc•r of the hoard of directors
1.( ~ken Products Co. :\·.1mcd Ii~·the
l\:lJ,tst'wnres industrv as its "Vl.in
)( the Yrar'' in 1900. Cullx-ru is a
,.:1e1:nher-of the Plan nin!.! Council of
Ir@ Amorican M.1nagemcnt ;\<;sn.'s
').,:f~k;;i,.gíng division anti serves on
hr· s.~k>::; plamrim; .md .1d,·isory
T~:r;11111ittccsof the lndt'I>cndcnt Ile
.dl Ha.rdware .-\.ssn.

.•.,:_,•. -- .
•'I"·- - ••

...
•. ~1 ¡¡¡

!)

- ; "' ¡:
!:)} ••

es,.~••••••.: .

f 1111•1111l¡1rt1nio1i1111 In Kru]¡ f,,,,,¡, tl1·t11if, [or ur ac i-r « 1/11• 111·,.J,.Jn-111·1·/., ""' "f 11 1111tl '""''

"·"'of 111111w:1111'.•i11 it s 11tln•r/1.,i1111 ,,·/11•1/11/1• far 1111.t, ¡wn11111111¡: m/11111•·1• ¡1n1111 •• ¡1/1111111n¡:

Kraft tells ad plans lo grocers
with week-by-week fact sheet
Detailed scheduling of entire consumer· products push

I:-.·''t':'\l'HECElll·::-.-n:n 111on· in tlu
food industry. "Kraft Foods has

an110111wcd to the u.rt ions grocery
trade tht• ddaill·d sd1l'tl11ling of
its l'lll ire cousumer-products ndver
tisiru; prourmu for tlu- full 1:2
mouths of 1961. aecorrlim; lo mar
kding \'ice prt>sidt•11t. Cln-xu-r H.
Cn·t·11.

Tlu- !'.ched11le repn-scnts Ihe hcav
icst adn·rthin!.! program t'H'r slated
In· "Kraft to sell food ami food ideas
.rlouc. "Of prinu- import.uu-e lo food
distrihuturs is the fact th.it Kr.ift
related-item Iy¡w of ath-crtisinl.! will
.dford opportunit ies for them lo sell
2.2 I 1 add it inn a I food products
t lirouuhout tite cnt ire store." s.tid
Creen. ''\\\• an· providinu our cus
touu-r-, with the .ulvuucc iuform.r
Iion they h.1n· been asking for lo
.t\!-.hl tlu-m i11 sl'tti11~ 11p tluir 10111.!
Llllgl' promotiounl ami mc-n-h.uuliv
int! pl.mv."

"Oprrat iou lmp.ut ," \\ hich ¡.; t lu
n.une t!Í\ en h~ Kraft lo Ihi' prn
!.!r.1m. w ill rc.u-h nine 0111 of tr-n

co11.;1111wrs in tlrl' l •.S. Ii~ tlu- ,elJing
impart ol :20:2full rnlor Kr.1ft ad
\ crl is e m e n Is i11the111.11.!.l/ine..,
/,adit's' l/011w ]011rn11l. C:ood ll onvc
krrpin«, Look: \\ º0111a11\ Day .• 111d
Family Circle. The .ulvr-rtisuu; 111

these m.1c.11.Ílll'S "will prcveut O\ er
two hillion sdli11g m1"•'·•!.!t'~ in l')fi.t
lo the comhiru-d rl'.1tl1·r, of !ht''''

pnhlications," s.iid Cn-eu. Kr.d:
products w ill he in cn•ry issu« of
lht'Sl' five major consumer 111.11.~ri

zim-s and three to fi\'e full-page
Kraft ads will appear in t"ach iso,;ue.
In addition, mout hly Kraft .ul... "ill
a Is o a pp e a r i11 /~Iw 11 y. S 1111.\e I .
ltt!..!<'1111<'. and Scr<'llf<'<'ll.

..Only h.ilf the Kraft .ulvvrt ivuu;
story ¡, n-pn-sc-ntecl Ii: I lu- m.11!;.1-
zin.- aclvertisuu; c.nnp.riun." Cn·e11

said ... Kraft eout inuc-, lo lie i11t•
onl~ major food 111.11n1l.11.:l11rcr that
sponsor-, .1 f 1111 hour t\ -.ho\\ !'\er~
week. ;11!~ear lonu, Kr.1f1\ .;lim\ 011

~BC 1•\ 1·r;. Tl111r,d.1~ e\ c11irn.!; "ill
ultcru.ttr- hd\\ L'l'll Kra] t S11\¡ic11w

Tlicnt rr am I Pcrn Como '¡wd.d·-.
Ii\ t' from ddfcrc11I t !Ill''- 111 Ih1·
l'mkd ~Litt·~ 1•.it Ii 111011th."

"Thi- crn11.·1·11tr<1kd l111¡1ar1 t.1111-

p.1ic:n of ,1(h vrtivnu; for Kr.dt prod
m h w ill lw h.ickl'd 11p lhro11d10111
1l1e crnrnlr~ Ii, one of t lu- bí.!;t;:1•,¡
v,1!1•, fon·1·'> in t lu: frnw.I i111J11,ln -
Cn·t·n .ulded. "Kr.ift ,,d1•-.rn111 w ill
Iii· worl..inl.! for 1h1• 11.1tio11\ ~rot t'r'
with .1 promotnn t,d1·111Lir 1li,11
t!i' t'' dd.iilnl promoti. 111.11 mforrn.r
t ion nu 1•\ t'r~ Kr.il t prrnlw I ,¡ \ t'.tr
i11.uh .mee Ill .illo« m.ivnunm I rnw
lo work 011t lilt n lr.uu livin ; pl.m-,
for lilt· n t.ul 011!11 h.~

Kr.i lt Fnod-. ¡, .1 di\ ¡,¡011 of the
'\.1lio11.1l D.1in Pn}(lnt h Corpora-
11011. _,,



ADVERTISER!:>

VIEWERS CAN DO!

\\'T.MJ-T\' weatherman Bill Carl
sen give.\ the eagle ere to this fiery
Falcon, fabricated in full out of But
ter-Nut coffee cans. ~lore than 100
hours of work went into its com
pletion ami won a three-bedroom
ran~h hume for Dr. and Mrs. Rich
ard L. Bech. II was one of many

coffee-can creations-both utilitari
an and decorative-submitted in a
CANtcst promoted on the 10 p.m.
Butter-Nut sponsored weather pro
gram on the .Milwaukee station.
Other winning entries included a
giant robot, street sprinkler truck,
hand vacuum cleaner, butter churn

Broadcast ads sell safety
Corporate public service advertis
inJ.! is not the rnrity it once was.
But 'till unique is a small casualty
insurance company in ~lichi.~:111
which devotes more than !.)()':( of
it.\ entire .ul inul)!et lo ¡1romoting
traffic safety. Started in WJ.5 by
\\"illiam E. Hobb, who 'old auto
mohilc insurance from a horse and
hui.:i.:~, Ci1i1em .\lutual l nvurunce
Co. ha, purticipatcd in trullie .\afl'ly
ca111p:1i~11'for many y cars, notably originating the man-to-man and dad
to-duuuhtcr ideu in 1!)4!J whereby teenage drivers sign .s:1fety aurccmcnt-,
with their Iutlu-rv. Co11111:111y\aJ,!cm·y. Bohertz & ¡\,,nciate.s applied it'
ad know-how lo the pruhlcm ol 'dlini.: ~:tfcly. \·otínJ,! Iuilnrcs of such
~ia11I i.:rou¡h a' Ihe .\al iona l Saki~ Council ami :\11tomohilc \l:urnfoe-
1urerv \;"11. lo rl'dlll'l' trallic deaths, al!;l'llC.'Yconcluded that \Hfl'l~ slog"lllls
do not, for the movt purt , influence ¡ll'o¡>ll•'s uctions. An cducut ionnl ami
Iactuul :111¡1road1wa' decided on. \\"antini.: to "sbuw, not preach," Citi
fl'll\ ami Bohl·rt1 now hank 75r( of the ad huduct in hrondcavt, pr imnr ily
vpot tv vupplcnrcutcd In ~¡mlradio. Actual nccidcntv urc shown in 20-
and fi11-,cl·o111ll\ vpot-, nurl hronclcuvt in Ci0-\l'l'1md radío vpots. 1n mldi
t ion to n-uulnr cnnuncrr-iul«, two (i0-\l'l'o11<l lilr11' Icnturinu \lid1ii.:a11\
'it•t·1ctury of St:1k J:un1·s \1. I lure Iran· been nxed in prhue-tinu
\\ t•atlrl·r nrournm-, in Detroit 1111!1\.rnnd H:1pi1h. Cm ernur Romnev "ill
ul,o ;1111warin two \Ud1 Iilm«.

Merger .ru1mtr dm1ied.: Alrkem Jm
flatly deni4'd rinnurs ;that it ts
ing a 1nerg~r with <OJütJit':i: Jlir1®:
Co1npai1~· 1nan11£.1otHres ff11d .~:~

trilmtes Airwíck air freshener.· itr;tt1·~
Airkem commercial :and indius.tdiir: t,

I"'

1odor conutcracrants in eVCJY}'('©'XUl:
try oJ the free world, I

New üd look for Tareytn1\; All tí:aJ¡:-t>
of soft-sell ure g(>llC from ne\~~~?
Dual Filter Tarií.•yton oa111pAig1t lair
gun 9 December. The Ameiri:~li\!
Tobacco brand rccentlv S\\'.i;trlxe,i:.
from Curnbimrer agency to RIJJ]t;.
which first broke the "Uns\\'"fifiJ~
ables" campaig11. \Vhere the .rl~i
copy lin~· is tied in with that th~lJ:!l
it takes n much lrnrder tack, hr~tltQ:
home the fact that Tareyton (\.Í'i,Sl\f·
ettes were the first to use acf/\t,trt~,r.
charcoal filters, that they h<1,·elli~'e
available Ül the dual filter sª1·~
1958,. ami thnt smokers do nrrt hii'Jr~·
to wait for recent imitators fa.> t~"
national distribution of theírbramd
Message is carried in comr>ltf~r'
network tv programs and lt!<'.í'.ld:r:
spots, plus major -market
papers.

SPDNSO.R I (j

Gillette calls halt tu "'1t\it'.í~l~~I'
game:" ht the opening .gnn :~t
multi-rníl Iiurr-rlol lar C<lmpnícg¡ll---t!l
IJig!!esf in its histmT-Gilletleslitl;Jlí••••. ,_,, ·<ii

on tire brakes to the steanl-rallñ;
trend by staiuh.·ss st.eel bh:t.dt' itl:li:l1.
ers to predict rriore shnves t?i't bl~'
than their cornpcritors. ··n:ea~tli
every face ant] beard is c.liff.erc1'il'f
savs Gillvtfe "enlv vrnr Pan feilT ha.. ' .;· .
mnnv slmvt.•.svou will q;ct from t~
sens:1tío1rnl n~w Gillett<:.' St<~itl'l~
St<.'<.'1Blade," Instead, the p:i:f.~)t
hinged orr a 1no.11ey-h<.tck gtn1:fYm;¡.ifc¿
that its blade gives "more s11etJnbl
comfortalilc slmN·es per bla1JCJ fi:i¡~
nm .can get with anv o.tlu.'r hl·¡¡)í~J~
\'ia ~Ta:'\:t;n,cainp~dg/l inchrél0;'!{'!füJ
pag<'ads running in lll'\.\'Slí~r¡tt'.i'í~'1
the top 50 Ll.S. markt·ts .. a he~1y~·1
advertising; lh'h·t.\ striliif!: s111?fltt)Jt"t::r
ud \\'(1rk ami local t;adio :ttu1:cd, ·
s<'led<.>d 1nt•fn5politan areas .. (;!(

dour lJoard anc1 .cm: card dít111~Í'ª'~
Th e h' sdxcd ule Int'lu~k~ss.r1<.'1ttXU!fi
Cat:alcmle ()./ f5¡J<''j1'/s évent~ U.I'' t,'.
lh.)st' Boxvl cm !\c•w YC'ar'.s la4!..
American Football
pinnslrip Gamt• on



J:u,· \FL \11-~t.n C.111w 1111ItJ J.111·
lltr~. ;11'0 "Pllll\tir\l1ip i1111i111·otlu-r
b:O\\\ t'll\l'rillt! t'\t·r~ 11il.!lil 1if tfw
\:t•.t•1"'

~,i;¡:t12>IÍ!.l' and Cü11Nolidate.d huy: Tlw
\n'í1!lítt· Di\ isi1111 of Ford and Con
i)i:d.1t1·dCit!;1r Corp. li.rv« bouuht
l;~nn.;;nr:..l1ipof the ··~ B<; Sports
ped.11" s1'ri1•.., \\ hiel: 111!\H l J:11111-
r~··Tlu- !)0-111i1111!1't1•1t·1-.1shIo.rtu n
:ind I'uluu-r .1s li11st. Autolite ortll'r
.;t.., pl.rcccl thrn11~li BBDO, C1111-
ol id.i t cd .1i,!1·111·~ ¡, Lt·11111·11 ~
.~·e''(•II.
t¥:11!li"h 1i1ü\ it•, on f\: Ci11c 1·11Es
u111vl Ha llunt iIH'. a 1H.,,. st ·rit ·s of
1innthl~ Iirst-run motion pictures,
.tis: hmwd 011 \\'OH-T\'. :\e\\' York,
1011,,¡ort'd h~ P. lbll.mtiiw ~ So11-;.

~t'1VÍl.:ÍO:í1for Hnn"o11: .\ Íl'dcral <:1111rt
,:(\s.'Sfis!.li111·d \.did it y ol tlm-e Hon
Ul \:!ell> liulrter patc11h, ruliuu thew
.•1<tl heen infrin~t·d 11po11 h~ nu i111-
orlcr .msl di-tr ihutor of J.1p.111t•se
Jt.dv liuhn-r«. L'. S. Distrid C111rt
l:f ll1r S1111tlwr11 C11Horni.1 Di ..•trict,
(l'ntr.il Div., suppurtvd Hon,011 \
,\.iím th.it t lu- huportcr-distrihutor.
,hnum.m of Calilorui.). h.ul .ilso
1J:friug(•d

on Bonson\ "\lulti-flll"
,1tJpn1.irk. which l'tl\t'fS the finn's
.1.~ f1wl injector.

;.J¡~''''C~·l:mttst• 11µ:,t·ueit:•': \ mcel E11-
1pt', S.:\., a s11hsidi.1ry of Ccl.uu-se
:clrp. of Arnoricu. lt;ts appointed
f f•lJtn~ tA Huhirnm for its fiht'rs
:*lt• and l't111s11mC'r .Hln·rtising in
'ti'fü.>pr. Ach·crtising will concen
~rtt' on Anu-l triacd,1k yarn.

B11ildine; Componcntx .
.,ltL, a new firm whicl: is a nu-mlx-r
f the Court.mlds Group. h.is lwcn
1::i:i'n1vdto offer .1 JH'\\" wn iet' tn the
nildin.g ind11stry, and h.1s .ippoint-
¡tJ,. ·Cr..lnt .\dn·rt ixiu e; Ltd, 11s ;tg1·11-
v. Co1npn11y w ill m.rrkvt tlu- Scril'"
l ra11ge of pol~' inyl l'hloridc r.1i11-
,.tl,r"r gon1k a snil pipe'~ stt·m. l'old
.1;h•r '"t11r.1e;t' t.111J...,.• 111tl v arion-,
lbrr ,,miLtr~ flttim~'·

hw1vr-1w1rrd sa h·.:.111a11: I I1msil'r
1~1~nti't lh-rh Shr iner w ill 011<:'l'
.!i.JÍh pitr-lr tlw :\o. "7" l im- of .111tn-
1nlii\,(' "IW('i.1ltir., in JlJot for du
1J111. luvolverl .m- h. print. .nul
ibHC' appcar.mn·' .it indust rv
)Jf,~~t?t"lfions .nul 11.1t ion.il tr.ulv
Ifl\\!S. Accordi11~ to br.md s.1lt•-:;
,Ul•l!!:t'rC .. \. \\·e..,J.1~t·r. 01w of fh·t·

~('(~ ·'
r·~~t,,~'i]il 'J'

.1},..~·~1 . (!\.,l>w .r» ·~\f '•.,'-..' '' ',,,~,¡1~ ~

d~; , '"'.;~ r ~!.¿·
''\

PERSONALITY POR'I,RAr-r

.'~' ~.Ill) 1[.•.t v )b\\/~( r r«:

RON
CARNEY

\VAPI's personality plus, Hon Carney!
Ron's quick wit and masterful adlih nbility
make cverv air minute "fun time. Carney
style." Better still. Ron's delightful llapp~·
Housewife Club with 10.000 card-carrying
members makes apron-wearing a pleasure
for thousands of Alabama housewives ...
profitable. too. Take a stock of carefully
selected popular albums an alwuvs in-
creasing listening audience a soft spoken
vounc man with an imauinat ion that
~·ene11es from "the breaking point to the
twilight zone" ... add \\':\Pl IL\010, and
you've got Hirminuham's better blend of
listening pleasure.

-WAPI-RADIO
50.000 WATTS

BIRMINGHAM, ALABAMA
\\'A,., r.id o rqJrt'<:t n•Pd by Ht r ': I e H ...tal e 1 I any . ¡,.,
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196:3 t\ commercials featuring
Shriner was among some 300 mes
sages w liich have been show n on a
test clumnel during the past two
y<'ars hy the producing agency. ln
tch phone culls to measure impact
ul the commercials after showings
011 tlil' test channel, one in which
Shriner and his "I Jome Town"
friends promote Xo. "7" \\'ax \\'ash
broke all previous records in two
categories - "holding power" and
"message registration." At least two
1JC\\ commercials will be produced
for 1964, with formats similar to
those for '63. Several of last year's
messages also will be repeated.

Esso roster expands: There are now
seven stations set to carry Esso
H'orld Theatre, the series of eight
one-hour programs from as many
different countries on literature and
performing arts. \VMAL-TV \Vash
ington, \\'BAL-TV Baltimore, and
\ \'XEX-TV Richmond join \VOR
TV New York, \VHDll-TV Boston,
\VOKR-TV Rochester and \VNHC
TV New Haven, in the oil firm's
line-up. Beginning in january, the

series will be seen orí a monthly
basis in all seven cities, continuing
through May, 1964, then will re
sume in September, October, and
November. There will be a repeat
showing of each program in each
of the cities, usually scheduled with
in ten days of the original presenta
tion. The first program in the series
stars English actor Sir Ralph Rich
ardson in Engiaiul.: Puritan Versus
Cavalier.

Carbide spring-summer buy: Union
Carbide Corp. has bought sponsor
ship in three NBC TV programs
from May to July, 1964. The order,
placed through William Esty Co.,
calls for participations in The Jack
Paar Program, Eleventh Hour, and
Saturday Níght at the Movies.

Broadcasts' zippy new client: How
to make the ZIP Code more palat
ble to Americans is a major public
relations problem for the U. S. Post
Office. Tying in the new address
system with Santa Claus and then
pitching the idea to the younger
set via radio and tv spots is the

·"VIDEOTAPE

C~UISE;.R

latest strategy ..La~rence Naismith",l''i
star of Meredith 'Villson's mu·s·r<11l1,Jc.
about Christmas, "Here's. Love," ::i5,
the voice uf Santa in two <tnima~~I
tv and six radío public service sp.dit¡l
wh~ch urge the public to "shop ~n~l::u
mail early- and use ZIP Cod.e.\' 1tn

The Post Office went out on a l1mh
and assured the kids that they ~~a
receive a message from St. Nick' Jír
they write to him by 15 Dceem~:@r
at "North Pole 99701" and use fü~lt'i
own VIP Codes in their return.~~~·
drosses ..

Speeial's sponsors: Elgin Natíon~d
Watch Co. and Scrípto c-, ~¥íll•'rn
sponsor NBC TV's Jonathatt \Vint~r~
Presents: A \Vihl \Vinter's Ntt:gJM~
scheduled for 20 February (Tlmust,
7:30-8:30 p.m.). Both adYcrtfs~r~
are represented by ~IcCan:tJ·
Marschalk, -·l•1
New ad l.~ngo,-..tv b.ing..o: ;\.."lor..e·..t•.•·.·.n·..:ioo···.·'.··1m.f1·~800 }.lobil dealers of Los .An.gel~ill'ª
are sponsoring a three-week 'f'~l~J.''le
vision Bingo on KTLA Mon~.l~~
through Friday {12:.3D p.nr.). tb~••
show is now syndicated in 71 mar•

J
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.fi<:~tsand is producvcl liy ldl'.1 H1·
,;t•.•trd1 & lkn·lup1iw11t Corp. of
5ánt.1 llos .•1. I krt''s ho\\ it w or],»:
,ptngra111 ¡, t.qwd in .11h .111n· .111tl
':ii.is .i <.·0111p11t1·rS) \ll'lll "or!...illl.! i11
·1u1j.1111ct1011\\ ith its ll'l1·¡llio111· tu
1'1!;ten11i11l'tln- order ol l·.1lls lrom
)t;l111c pl.rycr» hol.lhu; \\ i1111im~
1~1nls. First c.i lh-r w ius a (';1sli pnll'
mcl others <·1111sol.1t iou pr it.t''·
&g(·uc~·for till' \lohil hu~ ¡., Fnlh-r
~.Smith & Boss. Los ..\m~t'l1·•.•.

~~WCT\' udvcrti ••.vrs: Blnek Druu
M" sl'l its l~JGI :\BC T\' orrh-rv.
~\.hich call for .1 ca1npaig11 tu ruu
•h:mu~h 111id- Sept<'mlll'r of nevt

0l;l1;1r.Tln- drug firm will p.u ticiputc
'fit Saturday Sight ut tlu: .\Joril's,
mer1mtio11ttl Slunrtimc, jack Paar
''Pflf!.ra111. nncl Sin.!.! :\1011g 1dtli
a:/dtclt. Ag1.·11cyis Crcy Adv. Bt'l'cb
~'nt Life S.1n·n;, thn111~h lk11to11
~ Bowll's, purchased time i11 11inc
,{HC programs - l utrrnaticnutl
í£1tnrtiuw. str. .\'ornk. Richard
1t'oo1n· Show, Espionn!!,<'. Elccrntl:
,J2o.tH', The Lieutenant, Bill Da11a
,/¡-t)tc, Saturday .\'ight at the .\lo
f~:s.and Temple ll aust on.

\HF uppoiut-, .,¡,: .\th1·1!1,111t:", lk·
,1·an·li Fo111nl.1t1011 11.1'>11.111wd t lu
!olio\\ 111~p1·opl1· to th .\HF Tn 11·
11il'.il Co111111ittt·t·: \rtl111r ~- 1'1·.1r,1111.
d m-ctor of iu.ukvt rt''>t'.1rd1, ( :rtl·
n·r~ l'rocluct- IJ1, ,,¡1111, H.d-.t1111
J>mi11.1. Jol111 E. .\1111ph~. dirtTl01
ol m.nkct iuu n·-.1·.11Th, Cot~. ~!.111·
11·~ T. Fr.11111',dinTlor ni 111.1rkd1111,!
n·-.1·;1rd1, '.\1·\\ l1rod11t·h U1\ iviun.
,,1tio11.iJ l\bl'llÍl ('.o., \h Ill \.
\cllt'11l>.111111, v u«: pn·:-.id1·11t .111d
clin-ctor ol 111.1rkl'Iini; n•,1·,1n. Ii,Crc~
Ad,·1Tthi11~. Th11111.1" 11. Dunkc-rtou.
,.¡('t' pn-suh-ut .nul n·-.t·.in·li din-e
tor, Compton :\dn·rti,i111,!; D.1\ id
luouyi-, ,·.p.-rcs1•.1rcli director.
I).111ccr-F ill.~l'ra Icl-Sa 111p ll'.

Expands hotel expovurc: Tt'll'Guidl',
the closed circuit tv network un
:\l'W York's ('h.11111l'I () will t!W\\

f rorn 3S,OOO rooms in .13 hon- Is to
·15,000 rooms in 50 liott·ls b~ t lu
first of t lic year. Started in J1111('
196:?., the service includes an l.S
hour broadcasting schedule From
7 a.m. to 1 a.m. Icatur im; films and
talks about the city's many sight
seeing attractions, news, weather,

t mu-, .111d t uü-rt.uuuu-ut d\ .ul.rhl«
~11111l.1r pr11c;r.1111-.111 "'' ddi• ri 11t

l.1111,!ll.H.';t'\ ( ,, r iu.ur, I fl HI 11 It d
1.111,S¡1.1111-.h, l'11r!ll1.!,lll'''' .111d j I
p.1l1t'\t' .m- !>ro.uh .11.,t o\ 1 r t 11111
iu-l :3 in t lu v.mu- !io1t-l 11d\\ urk .111d
011 t lu- s.11111· l~-l1011r \( lwd11k
\\'itlii11 o1vr-.rr, T1·ld:111d1· 110¡>•-. In
t''\klld ih \1·n i<r t11m rr 70 l1okh
i11 nu-tropoht.m '''" ) ork. ( )11tkl\
in conun.-rci.rl l111ildi11~'" lll!l\1'11111\

í r.mvport.rtiou <·1·11ti-r-. .d'>o pl.11111nl.

NEWSMAKERS

D\\·111 D. Cn vv: to .\1111rk.111
Cv.m.uuid« Oruaui« Clw111ic,il-. Di
' i~io11 as dyt''> dq1.irt11w11t d(h r-rt iv
in~ ami pr11m11ti1111m.rn.11.~1T.

f) 1.1m.nr K. Si'11Tn to \ kc Prt''>i
d l'11t of Technicolor Corp .. lu-ad inu
tlw Cousnuu-r Produc b Div i...ion.

Lot·1~ B.. \:-.n:.•.•to HC.\ as m.m.i
~t·r, progra111o;, HC.-\ O¡wr.1tiom
Tln- ~l'W York \\'orld\ Fair, rr-xpon
siblc for clcvclopiuu pro~rarn 1n.1-
tr-rial for color-tv studio and closed
circuit color-tv network HC.\ i"
operating at Fair.

Y'on':d have your o.w:i1'His' and 'Het' mo:thJe tel.evisio.n sJahons ... for Hl,M: a roamy,
110-lQ'()t crui'ser, equlp·p.ed·with lwo. Ámp.eJ Videolape Rl!tofders, a complete power plant.
~iJMaJ~o!oJ..faat~IV.cirmetas •. live tons of a·ir condih'orríog •. , and ..plenty at gas .. for HER:
a cam~a~d,.Z5'·lM·I h.us:with thr:ee Dumont Cameca chains and olher equipment adequate
tor lrer ·moifest needs. lhe\y're ready lo go anywhere( any.lime lor any k.ind of job , .
~:!llJilrnerclals.p.r:ogra·ms, OJ sp~c'íal erletls, rt you want n,-e Quality Touch, call Petry .

TM Qúality StlftJon serving .lhe Dallas.fon Worth Mar~et W'FAA-TV
ABC. Channel .~l.Communications Center / Broadcast services Of'
The DaJtas Mo.rn.1ng N.ews I Represemed by Edward Petry.&. Co . Inc

DEéliil\:IHER J 91i3 jj



AGENCIES

Chicago Adman Changes
His Mind About Video
Head of H. M. Gross Co. felt tv was "too expensive,
lacks color, merchandising qualities" for food firn"ts
but later had a change of heart. He.re's why he did

A CllIC\GO adn·rtising ag('ncy spe
cializing in rl'gional meat pack

er accounts has changed its mind
about the morchandísiru; value of
u-lcvision. And a large part of the
credit for the conversion goes to
the Central Division of Td3.
"Television is a tromendons mer

chanJising tool for regional meat
packers user! as we did in heavy
concr-ntrut ion during a limited peri
od for a special event," l Iarold i\I.
Cross, president of I I. ~f. Cross Co ..
Chicago, says now.

B11t it wasn't always this wav.
Back in Fchruurv, 1962, Gross, wl;o
is also president of the One Forty
Fo11r Corporation, which syndicates
Cilh <'rtising materials nationally to
more than 2.50 meat packers, ad
dressed tite \\'cstern States Meat
Paekt'rs Association as follows:
"Television is an excellent medí-

11111to augment newspaper and out
door. Undoubtedly, its value as a
food medium will increase when
color reception becomes more prev
alr-nt. Bui today, for the average
small packer, it is too expensive,
lacks color and lacks the merchan
dising qualities of other media. I
liavc vet to find a wav to get a- . .
doulcr c'l:ci!l'd about tv programs
or spots si\ weeks 01· sh months
aftN a t v campaiun h,1s started."

\\.lt1"11 stations holk-rc«] for help.
'I\ B\ Ccntr.rl Div isinn moved in
.urcl C'.1111¡wd on Cross' doorstop.
"Tlw~ .-.!um t'd 11s Ito\\' to use tele
\ ivion int<'lligcntk. llu: same as am·
ot lu-r 11ll'di11111." l"<~ealls Cro!'.:.;.•. Psi'~]
i11 1.11!!;1'qu.mtitu« nvr-r short p.-ri
od.... it's liie: 1·11011e:h to lw pr<'-
1111-rrh.md iscd."

\ '>pl'd,il Fmntl1-of-l 11h· fl-le\ i
-ion promot ion lr.mdlr«] [iv Cro.;s
in i<)íi:3 for a 1111•;il pdcJ..1·1: o.,clli11~
..110111:20 p1·1'(·1·11lof ;111C"a111wd lw111..•
i11 !lw Cliil'.i~o art'.t provirh«] III<'
proof

.\ total of 107 spots wt-re thrown
against the Chicago market on all
four tv stations ewer a 2~-wcc·k
period preceding the Fourth. Thr
commercials had the same .impact
on the Chicago area that 83.5 mil
lion spent ycnrrourrd nationallv
would project. It was a carnpaign
which only a lmndful of national
advertisers could match. An esti
mated nine out of 10 customers
were reached an an'ntge of S<'Y1'n
times dming the campaign.

.'.\f011th-watcring commr'rcials were
created by II. ).1. Cross and filmed
by Morton Coldsholl, winner of the
first prize in international tv co111-
pclition at the Turin. ltaly, film fes
tival. Shown primarily in minutes,
although 20 and f O-second spots
also were used, the commercials in
cluded table-top stop motion reveal
ing a can of ham "magically" open
ing itself and a knife and fork "kiss
¡ng."

Spots were shown round tln- clock
adjacent to shows such as Bcocrb¡
llillbillics, Alfred llitchcock, To
Tell the Truth, Toe Cot a Secret:
¡\ll(ly \Fi/limns, Ed sn-« tt« To
day Show. Prico is RipJ1t, Joli1rnu
Carso11, Tvlliglit. Concentration,
H1111tlq1-Hri11kley, Dmuu] Tlwmas.
and many others.

Proof of the promotion's diec
t ivcuess was threefold, <tccordlm!; to.
Cross. Sales of the fealtm•d size of
canned ham leapt 350 percent. Tic
i11 ne\\'spaper lineage increased :30
P<'H'<•11t. \\'ind-up proof was l'l'

walcd hv Chica~o Trtlrunt- .rnd
Dail~· :'\c\\·s consumr-r panels whi.cl1
both sl1ow1·cl a considerable jump
in brand identification for the meat
packer.

'Thanks lo Tv B's hcl p. I now eai1
recommend tv as a merchandísínu
tool ÍM cornpuuics with a limHt·•;l
h11d!!;d and limfü·d distrilrutton,"
\.ro.;s snms op. 'f/f'



~·-- _1
!lt 'G':antp<aig.nfor regfonal meat packer on tv with 20% of Chicago market in canned hams helped boost sales on featured size by 350%

\

Payoff shot in stop-motion commercials comes after sequence in
which can "magically" opens itself. H. M. Gross Co. was the agency

'¡



AGENCIES

TOY FIELD CROWDING UP
Agency chief warns mfrs. to plan for future 'combat'

A \\'AH:\ I:\'G has been sounded to
tlu- nation's toy manufacturers

that aclvert isíng to chiklren will he
come iucreusiugly competitive in
the years to come, and they had
better make plans to comhat not
onlv each other, but industrial giants
wh~ arc entering the children'~ field
for the first time.
Addressing the 47th annual con

vc-ntion of the Toy Manufacturers
of the U.S.A., Melvin Helitzer,
president of Ilelitzer, \Varing &
\\'aync, ad agency specializing in
children's products, asserted that
while the U.S. market of over 60
million children under the age of
14 seems incredibly immense, "the
competitive advertising jungle is
filled with fierce> word-to-word
fighting by skilled warriors."
Against the entire toy industry's

$.5.5million spent in tv advertising,
tlu: first three soft drink companies

alone spend $30 million per year,
the top 10 candy companies spend
$40 million per year, and the hig
six in cereals spend $50 million a
year.
In addition, according to Helitz

er, a toy manufacturer will soon
compete for a child's attention on
tv against major corporations who,
today, arc just learning tn exploit
the children's field.

He pointed out that Sterling
Drng has entered the children's
market with a new citrus flavored
aspirin; Alberto-Culver is now test
ing a new children's toothpaste
called Mighty 'Vhite; Colgate
Palmolive is producing children's
toothpaste and bubble hath soap;
Lever Brothers will shortly intro
duce new children's food products;
General Electric is planning auto
matic tooth brushes for children;
Sony has a new children's transistor

Frontier Village ropes agency

Boardi11c; 'tagt•t·oad1 at Front icr \'illagc, Sun Jow's new wcstcru-stvlc
family nmusemeut park. arc (l-r] Edward E. ll11lt1111,Jr., j\o; ud-puhlicitv
uurr., Jml•ph Z11ki11, Ir., president of Ill<' park; ami Slt•n• Dal y and
Ta~ lor Cluunb cr-, of Lon!-?;Adn•rti,ing, ih 1wwly 11:11lwdí\geucy. Daly,
11v.p, of tlu- nuencv, \.l'rn•s a~ nccouut vupervisor with Chambers as ae
count l'\l'l'. 'I'v ami otlu-r un-din will bl· U\(•él for vpcciul promotiou-,

radio; General Footls,. besi~.es illl1
Post cereal Hn¢, ís usil}g ¢hiklr:e.rj(¡1(J

ad vertising medía to I?lug its JP~. .D

foods; Texaco· uses a toy ·fire tru~t b
as a heavily advertised premium,

.and m..·.ª.·.n·y· ··.º. t. ,h·.·e·r·.s..killed.·.•.a.dve·r·tis··.·e••.•.•r.·.·.·..•1'·n.use children's tv to sdl founta:u [,r
pens, used cars, and even a mov:i*1J·.J!
van service.
To compete, said Halítaer, :tJ:i¡

rov manufacturer must secure ~d .
v~rtising talent that knows the cb'il •e.I
dren's field intimately, KnmV:iñ~
how to overwhelm a d;ild ,:.,ríth .~~
which misrepresent is n@credit ~'
anyone, Hclitzer said. The problef
is good taste and dignity, as w~·
as effectiveness.
He suggested that toy firms. r~~

compete against Goliaths on ~l
equal basis if they .do not try '~
blanket the country with a lran:c· 111

ke:,chief budget. . -; .. d"
Compete only m the .marliel If¡

where you can afford to do a. :st611íi•,,
·1 "H Ii · · · · d "A···d· · · .:1JO 1, e 1tzer state . n Yº-~' :.
answer may not lie in tv, hu~~. ~
local newspapers, children's ma¡~~ ,Y
zines like ]ack: & nu. and paint;~, ~~
sale demonstrations," :~·

He told the convention that 11

toy manufacturer must knm\r
his advertising a.dvisots jost
it is that motivates the consJtm~
and no market requires. more ~F<I
cializatíon than the children's :mil
ket.
"In fact," said Helítzer, "the rtt(l11

we specialize, the more ,,~eleaw. ~;
must dig deeper into every pha~'\
children's: marketing." He saíd ~
was wary of Fred Allen's definí'elc
of an adyertísing specialist; ~s
person who knows more and m~1
about less and less, until he .l:¡ttID~
everything there is to know ªh:~1
nothing! ti

McDermott

'\

The McDenll<rtt Co., 1rntim.ral:JPA.'Íl
líe rolntíuns firm, is taking h:rr!,
quarters in N.t'w York amI 1ilií''
spring will open offices iu L<~~]m;~
uuel Home in a nntjnr e::-<f);l'i'l~lt
mm:t'.. Pat McDc'rtü<ltt \\·ill g¡~
E111'opeby 1 March to <lp€>n drc·r'
fices there.

lu mldítion, Miss :\lcO.cn1n\:t:t'~
uounees the nppointmc11ts of 4~
thonv DiMarco an<I lfo\· C. Ott~11
;1s ,·ice prrsí.d~'nts:1:>ffq.ctí\'l? 1J~
unrv; \\'íth O'il.fart·n hPc~l'tUltlf~ 1ll

ri•<·tnr of all .creath'e s·erYÍ.;ec~•. !!:I



1111.

1J~!I)\ t'~ dirt·l:tor of .nhuinistr.ttio»
~uul pt. r~o1111ll.

r¡ Di\l.rrl'O l1as lx-e-n \\ itl: tilt' 1..·11111-
!i 1 ¡~nnyfor se\ t'll ~ t•ar,, ..•11pt·n·i,i11g

,

1~1ift·1>1111tsra111~i11cIrom tv t'\¡>loit.1-
1 U1;J11to im lustria l pnl ilu- n-lat ious.
1Guyn·r joi11ccl till' \kDl'rmott Co.
I 1 Í'IJ I!)()(} altt'I' teu ~(',II'\ or i11d11,lri,JI
p.r, c\pt•riclll'l'.

,PiersonneI execs feel:
tl'O time to train tyros

II

t'td~·t·disi11c .1ct•11ey ¡wr_srnnu·I nu:n
.t?t•ht•\'l': the•\ han· 110 t111w to tram

1 I ~.':",.l.lt•gl'111t•11:f,.w hin- di•.·t'cth. · from
111 ~ollcge; tlicy "ill hin>, if tlu- appli-

1.:'r.tn1t has gained soim- hnsiru-», cx
pxrrienec with ;1 prospr-rt in· client.
~ ·nwse urc the conelusions or a
~"!Jrvey, prl'sc11tl'cl to mnrkr-tirn; stu
t}:¢:nts at .\lanhatt.111 Collt•I.!<'I>~ Al-

l:I'..t,t·dJ. B~ake, vice president. Th_o'.n
i¡ll$ Patrick .\lc.\t1ho11, ~mblic1ty
'éí()nsultant to the food industry.
Jfü1ke made a survey of .l'.) l.irue

11•1 .rd~:ertisin!!; agencies ln-Ion- tcllin~
' '

:!tf1!.:1c.lents of the collt•gl''s business
.'5'dJool how to get a job.

"Frankly, they don't want you
Mi()1\', Your rolll'gt' dl'grec is no
lQiJ;:i;gerimportant: unless it's a 111as
:t~'F0sdegree. Hight or wrong, agt'n
ttíJti:sthink thcv're too small a husi
!uti:ss, to provicÚ11g training."

1.~lost c01111non faults of agt-ucy's
,-1jt~í)líc;1nts.personnel nmnagr-rs told

11l~fakt•:"They don't do their home
."1 'wnrk: thev don't know the nuencv

lnrsírress ;~nd we liaven't go(' tim:'
b,1 teach them."
The hest solution f·or applicants:

'[:et a subscription to a trade paper
.1 Sew before you apply; you'll have
.I.he conversation, if not the knowl-
1'\dc;e; get a [oh with :111 agency·s
'nstomer-\·ou'll have the knowl
n<l'~t-if not'the conversation. Don't
hy to ql'l a joh as an account man:
tr~· .i [oh, like copy or art. that
línws an agency profit."

,Imeasuring variances
:f:5'.i.~'.ht variances of ten account for
l!Hillt·n•nct•s in audience estimates
or tlw "s,1111e" program, says Dr.
IQhn Thayt•r of the American He
~,q\~JrchBureau. who listed the arcas
n whlch they occur as: inca sure
n~nt techniques; sample size; area
ncil;M.ured: sampling: number of
roadc;1sts surveyed: tabulation
~:r'(\lccdores; and seasona l. eco-

f.ooki111t o rs-r Co111¡1to111•Im 0111ar o il-r) lformfrf fJr<'.•i1fr111r.1•ora•· J. ll1rn111•; \I ir-.~"
1·. fl··•w1·m111t»upcr « l<llr for \111rt1tfrl; 111111()11•1tC11"i11i. for 11h,,111,..,,,,.,..,¡,,,, ¡, 11tm11.,f

All but 1 Moradel subsidiary
at Mogul Williams & Saylor
Comptone account is company's latest shift to MW&S
in move to consolidate consumer prods. at one agency

M.\H \1>1·:1.l't1onn.:rs h.;1s m.nl« still
unotlu-r 111on.• to consolidate its

eonsunu-r product' division within
one .ulvcrt isinr; ;1gency. G1•orgc J.
Abr.uns. president of .\larad1·l. has
auuouncvd that \log11l \\'illiams tx
Saylor has been assi~1wd tlu- com
pany's Comjrtouc subsidiary. a 111;1-
[or American producer and im
porter of hiuh-quality s1111 gl.1ssl's.

111.ulditiou. .\laradel's suhsidi.irv,
Commerce Drug Co., has as signcd
the Enulish uiurketinu of "Oxtrev ...
.1 ucriatric ,·ita111i11-111i11cralsupple-
11w11t. to ~l\\.&S" affiliate i11 E11~

I.111d: Dudlev Turner & Vincent.
Comptone will introduce its nc«

''Oleg Cassmi Collect ion" of im
ported luuh-Iashion ~1111 !.!;l.1,,1.,
\$5.00 to $:2.).00 ret.ul) at .1 ch.1111-

pat:!lll' hre.tld:l.'.t in J.11111.iry for 111.1-
[or m.rrket women's p.un- editors
.itkmlint! the .11111u.d \'1•\\ York
Couture Croup Prt'"' \\'l'1·k. \lir.1111s
will co-host the· event with C.1v..in i

The intcru.rt ion.illv k1111\\ 11 ( :.1,..
sini, w lio w ill lw fc;1t1m·d prmni
ncntly in nil .ulvr-rt ixitu; .uul point
of-sale m.itcri.rl. is .ilso sclu-dulcd
to make porsou.il .1ppc.1r.mn'" i11

dcpart mont and 'Pt'l'i.dt~ 'ton'' 111

m;IJor l'itit'" as part of t lre promo
tional progr.1111 for t lu- imported
liue.

:\11 aclvcrt isim; carnp.riun is 111m

being developed for both the Comp
tone domestic Iinc of sun cl.1 ·,...1·-.
and the Oculcns imported eollcc
t iou, uccord inu to ..\hr.um.
\l\\'&S hl'\!;all its associution '' itlt

.\laradel "hen the comp.111~ ",1,
org.mizl'd early l.ist ye.ir. .\t that
time, the agency \\ .1<;;1ssit!;11cd 't'\ -

eral m.ijor suhsidi.mr«. inchuliuu
tlu- Thcon I)¡, ixion for its Lnshhr it«
l'\ t' m.ikcup line. Bc.111te-\'11e' Di
vixion for .1-.-.ortcd li.ur ¡m·p.1r 1
t ions. ¡111d Bedl'em.1. tlu- ,J..111-
-ruoot him; tn-atrneut l'íl'.1111. I11
Jul~· of thi-, ) l'<lr, tilt' comp.mv dv
citll'd to cousolicl.ite the hulk of th
mulri-ruilliou-doll.ir .r cl v rr t iv in t;
lnulct't in on.' .l\!l'lll'\. w h« !1
hro111..rht .ulclition.il Vl.ir.uk-l h11l1111!'
to \I\\'&". iuchulun; tlw -.,,ilh I l.111·
'en '\.di Prodtlt'h lim-. Tcndl'r Lip
lip-t ic], .uul I .if1• l Ionn- P1 rm.1111·11t
Tlu- l.1tc\l l'011,nlid.1tin11 11111\ t'' .rll
\l.1r.11lt•l ,11li,ídi.1rÍt'"· '' ith tlw n
t·cptinn of the do1w·-.tic di' ivion of
Co111111t"rt't' Druu into \ 101!111\\ .r.
li.1111 & ~.I\ lor. <fl"



AGENCIES

t.>;raphicaL and crnnpetítJvc pro
~rnm changes.

Speaking lx-Iore a graduate mar
keting seminar .it U. of Pcnnsyl
v ani.i, Th.rycr. who is technical di
HTlor for Vlurket Heports at ARB,
,t division of C-E-1-H, stated that
each of the- four measurement tech-
11iq t tl'S in uxe is really measuring
soml'lhing different - set operation
in 011e case, what people said in
Iwo other techniques, and what
people wrote in another situation.

In his discussion treating the uses
of audience mcasnrc-rnent, he men
tioned four prevalent "misuses" of
th« elata provided by rating serv
ices: use of n1tings out of the en
vironment i11which they were ob
tained (applying " local rating na-
1 ionally}, use of u ni ting in a vacu-
11111(ratings alone do not do the
whole job when appraising a
show), misstatement of audience
data in trade ndvert iscments, and
use of data as exact figures rather
than estimates.

Donald Wallace a v. p.
at Benton & Bowles
Donald T. \Vallaee, executive pro
ducer of television programing,
has been elected ~1vice president

of Benton &
Bowles. \Val
lace, who join
<'d the agency
in 1947, was
formerly a free·
lance writer
and a news
w r it C' r for
KO l L Radio,
Ü111;1ha. I le is

Walla<'<' presently in
<'harge of pro

gram supervision and new program
cl1·,·dopnw11t, also the executive
producer of Tite Edg<' of ..\'iglit, a
Beuton ex Howlc-s tr-le-vision series.
\\'allat"l', an i11fontry captain dur
i11~ \\"orkl \\ar 11, was awurdr-cl
t lu- Bro111:1·Star.

NEWS NOTES

l'ruductinn lmn!-.c in Dallas: Studio
T1·11Prnd11diom, lu-.uh-rl by \Iii-e·
l·:isl<'r. lt.1., -.d up sltnp offni11g tlw
11111 rompl.-u« 11t ol l'Olllmt·1·cial-
11ul-i11~..,1·n icn, i11d11di11gn1~tn111-

ized musieal commercials: rudio
ami tv IDs; crt·<tth·<.•scrvíces sncfa
as radio libraries: rv mrím<tticHlm1cl.
stop-motion; syndicated tv pro
grams; studio recordings; and a
complete sales, progn.1ming, and
promotion sers-iee for radip st;t.ti<nK
Tom \ len-imán heuds tlw .t:reath·<·
staff us mnsieal and .creati\·e direc
t or. His musical prozhrctiorrs for ma
[or accounts include Bonlen's., Frito
Lay, Austex Chili, Lone Stat, and
Pear 1 Be1•rs.

Toy giant to North: Hemen Indus
tries, a pioneer in the extensive use
of toy tv advertising, has· appointed
North Advertising, effective l Jan
uary. The 1964 budget wil] remain
primarily in tv, network and spot,
children's programing. Print and
catalog will also be used. Former
agency was \Vebb Associates. 'Other
account switches include Blaek,
Sivalls & Bryson, Kansas City, to
Buchen Advertising, Chicago; com
pany spends over $400,000 to pro
mote its agricultural and industrial
cq11ipment, and power lawn mow
ers. The Savoy Hilton Hotel, New
York, to Pritchard, \Yood; ad plans
call for some radio and tv, in acldi
tion to ucwspupers, magazines, and
specialty publications. Dot Records
to Ellington & Co., Los Angeles;
Richard l lurtwieh, manufacturer of
quality wigs under the brand name
Perma-Coil, to [ohnstone, lne.,
agency specializing in women's in
terest products; Tip Top Tailors
Ltd. to Cockfield, Brown, Toronto;
\\'. 11. Nicholson & Co. of \Vilkcs
Barre to The Ullman Organizntinn,
Company manufactures ste;1111
traps, struiners, and welded flo:rts.
Fox-Hilt I lomes, Plymouth Xlet•l
i11g Pa., to \Yermen & Schon.

Agency umbrella widens: Smith &
Dorian set up its 13th and llth
<1ge11eyfucilities, as Smith & Dor'imt,
Toledo. and Smith/l)ori;m/Guc>rin,
\I i.uni. A<r<.•nc\"'s <roal nct·ord in <r to

,"""\ .• ,..., ' . ~
chutrman Ed\\'ard Ilobinson, is 'lo
In-coiru- .\nwrica's only true nation
all~·coon linatcd lneal-impact nclver-
1 i-;i11µ;agc·11C.:y,"with about 40 sup
portinu nffie<'s. Comlnncd billin~s
o!' ill<' c-urrcnt l l :tg<'llt'Í('S l'XCl'l'ds

81:3 million. Other supporting ag:e11-
<."Íc's hcsidc1-iToledo and Xliarni in
«luck- Smitlt. Dorian & Copley, Bn~
ton: Smith O.. Dorian. Los .\ngd<~;
Smith. Durian & Hnhin.,;on. Phil.r-

delphia; Srnith, Dori<JU & S"·
Dallas; Smifh1OQtfjo & Sr~gQ
lahP11);1Cíty; Smith~Dorí~n & "\~;~~,
drnp,·. Atlm1.t<I; Smith, Dorian ~1:1e.
Zaudí, Las Crnces1. "í:t

jj¡J

.New horiz.ons f.or Fur""'~.r~l;~tíh~i···ª
H. Forwütd, yetet¡1t1 l)t<>tnlc}Yílf~;, .Jll

ecut ivt>most rncentlr g.etH:'rnl 111~m t1
ager of KLAC (AM .& F~:f),,liill•r
Angr:·lcs, has fcmned his m:vn f'irn
to. specialize fo areas of husine.s·s in,... ;111

'.'es·h·..n.···.e··. nts·······<1. n·<.1 c.···º·m.·..·..1n···u·ni...••º.• .. a.Ji..on....·.$· e.•·•.~..,;11 "Ps11lting services .. First. client is ·~1~. ~.
rornedta, which recently pnrqhª~~~ a
the Los Angeles stations. Far~~arc11

1~1d.. ·~Iortlmer \\'.. Hall, . for~:ei1Jrn
KLAC owner, have purchased ..r.
large parcel of lancl in $an D.~i;
through .a subsidiary concern~ tll'
Forward-Hal l ~offi,pn11~··Fon}l'~l·~1

and \letromcdta pres1(lent J~h£ Ill

Kluge also are initiating se.ve~~1

joint ventures outsíde-tlre hroru:l.Dd'~-¡
spectrum, ln 1961, Fonvard
the coveted Los Angeles Ttm.e
"Radio Executive of the :i.~~1~
award, n

Buchen to re-locate: Enche.n A.I[,,
will move its Chicago offio<::'t·i¡~·
completion of a üew buildhi¡§ ,I
10 South Hivcrsidc Plaza, Bti·el"lt!l\t'
lease in the new buildü1;g ~
estimated $1..5 rnfllion, The agtl'¡;~
was one .of the £.rst tenant¡; lío; 11
present building, -100 \Vest .~J'.t'llit·
son St., huilt 33 years ago.

NAA:N adds two a~eu.eies:c.Th~·~
tioual Atl\'ertísjng. Ag('ncy ~er,~·Q~l·
a co-opet:r(i,·e grot1p of ag!S'nej~~':f
exchange markt"ting and medí~~I
format ion, rcsearcb, and pr<ld!'lélÍ~
ser,·iec, hns <1ddcdLo ...ve &. &.té~'~t.~,
Atlanta, and Ted Ml"11dersot1 ~!?
C . · • '1'1·· . l·· e . •. . ~·r ·~AN:' i ~·mcinnuti. HS 1üílgs ~'S.t\:..h.i,~:n'ü,
in~s to $66,65~,344 frorrr 1,~111~ª'fJ<..· ·. ',

eonnts. Sin1ilnr uerwork, The Yl~~i;,f
ern Stntes Adv~·rüsin~ Ag;e:f.\.~'~
:\.ssn. (tYSAAA ), 'vi th headqrri~te~1
in L.üs Angeles, added tht.f6e n1~1:
cit'S in s.m D.iego, Sacrntnc·nt'll.l:¡ralti
Phoenix as affiliates.

\
,I

C-E wins ,,.·oirretl's 'Vote: C<i1:t11f}b:el
l·~'\\"<dcl \\"as the onh' ad\~rU~f.t.~•:
agt>11q·lmnort>d for Ús "slgni:íl~1u
eonrrihutiens to the nd:vance1;nm·
of cmplored women'' by tlm
t iorml F'.ederatinn .of Dusir1eB;'Sn~®'
l'rofa.•.s)i;ionaltV01nei1's Glu.h~; lt1
tic11larly .dted ,,·tts.tbt' t)t'•~t~t~t.D'.llJ3
ing nf CbP\'tült.•t a e G.eiftt!l'\4Í'.i?\

\.... ' ,.,.-



[!l.1p) Il.íU,11'd to \ ll'1' p1 n1dl'11!.
:.n11plicll-I·:" .dd\ di ·d .r l I 'id l'

1.:Ci\\, l>o.1!<.h of IS kt•\ p11.,itio11,.
l'Iu-n- .m- fi, t' t:opywrilt'l"'\ .irn I .irt
TlrC'dor,, C>tlwr-; ;m• i11 tlw 1111·r
·l.1.íll<li,i111.;dl'p.1rt111t·11t. tv , 111.1rJ...d·
ill!•• 111d l'l''l'.irt.'ll. S1•\ I'll .m- i11 .11l
rrtnivtr.uiv e· work. I .uok ini; lo\\ .ml
fo:v f11t11n\ "011w11 o,;1•1·md1·"t i1ll'd
·11 pl.1) .111 i11l·r1•;p;i11d~· import.mt
vfr· .11 tli1· lktroil ·•l!1·111·~.111C-E'...
11l1·1·11prol!r.1111, \\ liid1 offer' 1111-
hf•-'>pot tr.uuuu; to t•ollcl!l' vt 11-
h·11h •. 10' • nf t lu- "nt1•1, .111d .nt -
\\l'- .m: girk

1• 1f;Ifl..ing the Luop. \\ illi.uu I l.irt
''ttllt·r. lot:akd in tlu- l1t'.HI ni' Chi
\~t~o\ l111,i11c-., distr ict for tl11· p;l'.t
'1 yt•.ff-:;, i' mm i11!.!ih 111fin·.., to vuh
rrh.111 SJ...nJ...i1•. \ddn·•,., i-, (i I Old
lrt·li.1nl.

;»~·islttff contest: \ F \ ', 't•ard1 for
l:~'JU(M .\<h·1·rti-.i11!.! \ \ omun of the
··:¡:~,.trha, hcl!1111. vlr». Fra11 Il.urix.

1• ••, .• ,. "\"J \\I 'Jº\' I) . I I¡, < -. - • dro1t. 1.1-; 11·1·11
hn·S<'ll !,!1-ncral dw ir111.111 of t lu
\;·ec11t.Tl II' .\dn·rt ¡,illl! \\'om.Ill ol
1r1.t~ 'fpar .rw.rrd , "liiulu-st prnfc..,
":c:1n.tl awarrl gin·11 to adn·rti-;i11!!
~'Qllll'11... honors t I1c di' t ;iffer ..con
il~utin!! mo ...t to the pn• ...t i1!)' of
ll ;1dn·rtisinl!." The .iw.ml "ill ht•
r.,P·St'1tkd durim; .\ F \ \ rn•\t 11,1-
uu;il couvvntiou. in St. Loui-, 7-IO

NEWSMAKERS

.:\FW\l" to \ i<:l' [rn-si
t'llt of lIow.rrcl Ch.1~1· ,\ssoe .. rou-
1H.mt~ in na tion.il .md i11tr-rua-
»n.rl inrl nvtr ial, t•c11m1111ie and
11bli..: uffairs.
B<>1'r.HT T110\\ unux.i: to vivu.rl
4m•rn1111ic.Hiolls dinTtor of John
·rn~nahan & Co. I le" .i-; with C11n
~htth.nn ~ \\'alsh.
Ji iln ,., 1,,nm. 111 Cli11to11 F.

,1 1r•ut], in Lm \11!!l'h'" ,,, hro.ulc.rst
.IJ">:l'n isor. Slit> ".1'i h'lc' ixion .ul
'"rt:i•.;in!! .ulmiurvtruto¡ "Ith \l.1ttcl.
l('.¡

En H1 11.1.\ rc,ignnl .i-. .1tT<11111t
1pt•n isur \\ ith En' in. \\',1s1·~.

'11 ~1thnrnff & lh .m in S.111 Fr.mciscn
l!J t\rkv ,1 simil.ir po..¡! w üh I li\~011
Jori.tc•n,t·n of Lo" .\ 11!!l'lc,.
n. Jh,1n S111,F to director of
(,l,u"ítri.d m.irkr-t int; for Holwrt
n~kit• ~Cu. in ..'\l.ilum.1. lit•"·''
:1 <t<.·t·o11ntt'\1•t·11ti\ e '' ith l\.irt Íu-r,

Ilt·ltu11 l\ ( '.olll'l I 111D.I\ t1111
\l,1111' H'"'"' !11 pruu ip.rl of

Lro-.-. ~ Holwrh ~ llrn. kn ni "i.111
Fr.111l·i,1·e1.

Jo11-.. D. D" '' .111d \\ 1111 '" 11
\\'111111 '\11011•.i to Úlc' pr1·-.1d1·11h 11f
\Id :.11111·ErwJ...-.011
D" ( :0011111111 to 111.111.ll!l'I'of t lu

Ill'\\ I~ furnll'<l pdrnl1·11111 di' ¡,i1111
of Tr.1t·\-L11t kt· i11 D.11l.1,.

C1 (II E. B1 '\11111' .111d TiiU\I ,•.•
J. F vun \111 to \in· pn·-.i1 li-11h ol
l\:dl'li11111 \lad,c·rnl l\ <:r11\1·. Pith
buruh.

1"11\-..< 1.., lt.1 11 to .1n·11111111'\t't II
ti' 1•with Cliiruru l\: C.1im,. Sl1t· ".1-.
,,,,¡~·d.1111 L1-.lii11n p11lilicit~ ('nordi11.1-
!11r with J. P. S11·\1·11' ~Cu.

C,111 K. 111'\o"-. Ht 1>011'11H P111z
.nul Hw11 vun \\ 1l'\111 to' it·1· JHt" ..i
d1·11h ol Ll'o Hunu-tt , Chil'.1l!11.
Do' \Ill E. \h C:1·1'\1:-..., to Ct·~n,

Vlor.-v, B.ill.ml "' .1tT111111t 1·\1•t·11-
t iv «'. I le ",,, '"lhT\ isor ol .\11IH1·~·.
Fi11l.1,. \l.1rl1·~ ~ Ilod!.!,rn1.

En\\ vun \ \ . Fo, n11,J 11. t11 tlu- ,u:
c:111111t \t'I'\ in• ~taff ol \ Vil li.uu
Schu lh-r c«. \\·l'~t I l.rrt lorrl , Co1111.
lle \\,1, forn1t>rh \\ith Cr.irem.ru
\ d \'('I' ti" ill!.!. .

Do, 1\:111 \ to .1n:o1111t s11p1•n ixor
of Klostvrm.m. ILl!.!;111tx Hrn.., of Los
.\11!,!t'll'~.

I\: \llL \l. CmT' r.u to 'in· prvxi
dent of D.n·is. jolurxon, \lo!,!11! IX
Colomhatto, Lo~ .\11!,!t•h•s.

Lrrruzr v 1\:1\I l'Lll to st•nior ,·in•
prr-xidr-ut of Allx-rt Frauk-Cueut lu-r
Law in San Fr.uu-ise«.

J vr ), \I u.t 111 11> t lu- Lo~ .\ne;cll's
oíli<:e of Foote. Co111· & Bt·ldin~ ""
.ucount t'\l'e11tin'. I h· ".1-.; with tl11·
\lt•\ic:o Cit\· offin· of Kr-nvon ~. '

Ec:kh;mlt.
Ho,· \I 1>L. S"-1·l·D to m.m.un-r ol

'\. \\' .. \ycr ~ Son in I louolulu,
'lll'l'l'l'di11g \I\"-\\'. J\:'\11.llT w h»
h.1~ h1•1•n tr;i11-.flTrt'd to till' Chicago
office.

lhu-, \llll H \l'I' vronr to
-uporvisor .rt S11lli\ .111.
Coh\ c>ll, I\ Bayl('\.

J \( "- Bo1,c.1 11to \in· pre.,idcnt of
'\e\\ man- vl.rrt in i11 '\cw Jn'c~.

D1" \I.II 11. \It\ 01 11to \ it·1· ¡irt·,1-
d1·11t for 111.irJ...l'lill!.! i11 tlu- Lo, \11·
!_!eles ulfin• ol Foulc, Con1· ~ B< Id
ÍII!.!.

[cu 1'\ 11,..,.,¡:1 1 ID v ic.: prc,1dc11!
.1! l li\-;011 ~ Jon.!,1•11-.1·11i11 Lo' \11-

r1 ''>l',ln-h
Staufh-r.

Hom 111 e \\ II I I vvi-, to offiu·
111a11.l!.!l'r uf Lc11111·11I\ :\t•\\ 1·11 in
S.111 Fr.uuive». I le· -..11n·t•1·d-.. \I \II·
"II \I.I J . \ \ I·I(.I I

ABILITY rn the areas of Audi
ence, Program and Personality Promotion .
Exploitation, Contests, Publicity and lrnag
inative Sales Promotion. A programming
and production background enables me to
aid in the creation, production and promo
tion of the Product - Programming'

FLEXI Bl LITY gained thru
experience in both radio and television
thru associations with some of the mdus
try's top leaders. including the nation's
top Group operation.

REFERENCES include:
"I'd 1ust os soon, Mr. Enthusiasm, not

relocate in the Doi/os market."

Casey Cohlmia, Promotion Mana¡¡er
WFAA·TV, Dallas. Texas

Resume, samples, and other information
sent in strictest confidence .

BOX 39
SPONSOR

(Mr. Enth:usias,m)



TV MEDIA

Spot Iv third quarter up 28.1'-VtJ
Nine-month gross time billing estimates for the medium in 1963 put at $628..•2 mil.li'O;fl'

in comparison with the $523.5 million reported for the sarne period a year ~Oiil

SOUHCE: TvB/ROHAIJAUGII

Jan.-Sept. 1963 Jan.Sept. 1962
Agriculture $ 910,000 $ 695,000
Ale, -Beer & Wine 52,215,000 43,067,000
AmusEments, Entertainment 2,309,000 1,708,000
Automotive 24,167,000 16,842,000
Building Material, Equipment,

Fixtures, Paints 3,140,000 2,086,000
Clothing, Furñlshings, Accessories 10,038,000 5,627,000
COrifections-&SOft Drinks 52,665,000 39,177,000
Consumer Services - 19,141,000 17,113,000
Cosmetics & Toiletries 65,618,000 53,951,000
Dental Products 12,212,000 13,789,000
-----
Drug Products 44,765,000 33,985,000
FOiillITrocery Products 156,882,000 136,395,000
Garden Supplies &-Equipment 1,802,000 933,000
Gasolinef Lulli1c3rlts 24,200,000 21,072,000
Hotels,- Resorts, Restaurants 642,000 496,000
HousehOTdCleanerS, Cleansers,

Polishes, Waxes 23,246,000 21,540,000
House.hOÍdEquipment, Appliances 5,049,000 3,517,000
Household furnishings 1,943,000 1,602,000
Household LaundryPrOc!Uili- 48,165,000 43,905,000
Household Paper Pr-oducts 12,620,000 8,011,000
Household-General ~9,000 5,570,000
Notions 137,000 160,000
Pet Products 8,088,000 8,093,000
Publications 1J12;000 1,943,000
Sporting Goods,-BicycleS.-Toys 3,528,000 4,811,000
Stationery, Office- Equipment 648,ooo 365~000
Television, Radio, Phonograph,

Musical Instruments 393,000 310,000
Tobacco Products & Supplies 28,697,000 22~388,000
Iranspcration & Travel 8,717,000 4,849,000
Watches, Jewelry, Cameras 2,397,000 1,955,000
Miscellaneous- - 6,342$!0 7,498,000
TOTAL $628,207,flOO $523,453,0GO
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S·••·•.•.~OTT.'' .m •.ª~'..b.e.. hnvfo.g it.s s...ª.·.~.(e.·,problems m the fourth. quarté;
of 1963 (see sroxsoa, 9 Deeembe~,j
but on the strength of the £ir~tJltt:I
months, there's Iíttle doubt that fQ''I ...,
the year the medium will set a n~:\' '"
peak by a wide margin.
Third-quarter gross time e5tl\i~

mates, released by the TeleVi.s~r~J~,
Bureau of Advertising today, sh~~
$185,330,000 recorded .in the p~lj
ad, against $151,922,000 in the l!ld .,
quarter of 1962.. The 1963 tíi±il ~:
includes reports to N.. C. Hó~~I*·
baugh from 368 stat.ions in l9lf ~
348 a year ago. Analysis of 318 'S¡~I.,
tions reporting in both 1962 ~t·

1963 third quarters shows an t~
crease of .23.1o/o, an almost unpi::
cedcnted surge.
Nine-month totals, compiled. lí

sroxsoa, reveal gross time cx±).el'l.;~,.
turcs of $628,207,QQO, comp~1t~
with $523,453,000 in the .Janµ~~
September period of 1962.. For ,t}1
year, the medium is certain to Pb!
well above $800 million. Food t~I;
the list.
In the nine-month span, ªU

the major product clnssiBcnth;1r·
showed increases. The largest c:o1
tinned to be food and grocery JP.tfi
ducts, with 1963 .nine-month gfíl!
billings at $156.9 mfflíen, ·a.ga~ta·:,
$136A million last year. Cosmc•tf~
and toiletries were a dist;;tnt s~cq,'Vl
with $65.6 million, agnínst $54 in~
lion last year., followed by couif~!
tions and soft drinks at $52.7 :fiiÍf
lion vs. $39.2 million a year ·~1:·
One classification on the - ·-
was sporting goods and toys,
$3.5 million this. ycnr a~a.inst 'f~
million last year. The catcgó:tr·
mostly tovs, au ª.·. cfa·crti.sin!!ct:ti~!l• .u 1.'"&.. 11

which has 1nad.cinerca.si11glvh.ec~~,1'-C • .. .. ]1

use of spot tV nüt.iJ thi$ rear.



.\111011g the m.ijor ;1th·1•r.tisers,
J~rodt-r & G,1rnbll' widr-nexl its spot
'fli' lenclr-rship this ) 1\U i11 tite íirst
tmine 111011tlis, with gross t inu- hill
t~1Csof $~1.l million. a!.!ai11"t $-11).5
l)1Iillion last )'l'ar.

Tln- l'dgc in this iuxtanve was
tum:k• gwatl'r with the i11d11sio11of
J:•. A. Folg1:r liillin!.!s for t lu- first
ii.nu·. Iollowiru; the company's
,,1•cq11isitio11 liy I' « G.

~ .'\n~ong the majo~ spot a~ln.•rtis-
t;its! Colgate Palmolive- also pimped
.suhstantially ~1ltt-;1dfrom last Yl':tr's

et· ~l'i'.3milion to S~:2.:2 million. Ccn
l'l!<l ;~·1;¡1,IFoods, in third pl.ice-, increas
o: ~tifrom $13.1 million to 8:20.·I mil-

li~n.í.
Dther comp.mie-, m.ikim; big

g!lills were: Bristol-\lycrs from
·$~,'I million tu $16.3 million: Al-

• b11'rto-Cuh'cr from SS million tu
'.$111.3million; Ccncrul \fills from
~~;f.lmillion to SI l. I million: Amer
'Í'é'au llome Prod nets from SI ..'3 mil
Ut,!tl to S 10.7 million.

In the third quarter alone. two
ill.;'\\' advertisers made their way
otl to the top 100 ranking. They
w:gw: :\lctro-Gokhn·n-:\lan·r at
~l)l.600 ancl \\';1Jbcl'. & Tit:rnan at
·~l:~UJOO.

1 f11i'f,fitt'l'O l1111tf~!!,t>I.~ Ji i,!;!h

Ofher third quarter advcrt iscrs
~fl:PWtng ma tl'ri.11 increases were:
,;~,~n«ricanTobacco from last year's
~W~7.JOOto S2.02.3,000; llrown &
\1\l"Ulfamsonfrom 8211.300 to Sl.
~.300: General Food~ from 83.-

r '®,.J,600 to $7,751,600; John IIan
eeek l\h1t11.1I Life Insurance from
zi~ru lo SS00)500; Liggett & !\ lycr«
T<1bucco frolll 8106.DOO to $:2.3.16.
t~; Boyal Crown Cob and hot
'tli'ts from 8::!69.:200 to SI.07-t.OOO

- •l;m:~l Shell Oil from SS0.1.000 to
ai:,.1'0: 1.ooo.
Third quartr-r 196.1 figun•s from

1'\1Íl. Hor;1hauch nh.o shmwd gn-;1t
er use of announcements propor
~uiu.,tfrly,with dt'dines in program
t!\tt'.. The I~Jfi.1third-quarter gro~-;
tri.rte estim.ucs for announccnu-rus

..,,, -· ,e,·¡..,..., e.•• , 000 e,-,.. f I I
·~~'\l..·.::>::.,o.-:>.:., , or ,:.__,)o o t 11•tot.i

. .I>~~Jl)a.rcd with 81~0,15-t,OOO or
r = ~\~;.~rtlast ve.~u.Prozr.nn huv in~ to
.: t.d¡n\·(~reSlS.361.000 or ~J.9.:C. i11 thl'

~fiirdquarter this year. comp.m-d
i:

1t Arfa:b$JS,6I 7,000 or I~.31(-l.ist ~e.rr.
~i .FP~11.üso fared lós \W11with Sl 1.
~ .LH ..CIOO or 7.BCC in the quarter this
"' ·-~"~Irr;versus Sl::!,S::!l,000 or ~-Ve a

;::ouw .\go. ~

TOP S·O SP'OT TV ADVERTISERS

1. Procter & Gamble·
2. Colgate Palmolive
3. General Foods
4. Lever Brothers
5. Bristol·Myers
6. Wm. Wrigley, Jr .
7. Alberto-Culver
8. General Mills
9. Coca-Cola/Bottlers
10. American Home Products
11. Warner-Lambert Pharm.
12. Kellogg
13. P. Lorillard
14. Jos. Schlitz Brewing
15. International Latex
16. Standard Brands
17. Ford Motor Dealers
18. Continental Báking
19. Pepsi-Cola/Bottlers
20. Miles Laboratories
21. Anheuser-Busch
22.- Gillette -
23. Campbell Soup
24. General Motors Dealers
25. Shell Oil
26. Liggett & Myers Tobacco
27. Philip Morris
28. Food Manufacturers
29.- Avon -Products
30. American Tobacco
31. Carter Products
32. Corn Products
33. Simoniz
34. Ralston-Purina
35. Pabst Brewing- --·

36. R. J. Reynolds Tobacco
37. Beech-Nut Life Savers
38. C2nadian Breweries
39. Menley & James
40. Chrysler Dealers
41. National Biscuit
42. Helene Curtis
43. Brown & Williamson
44. Socony Mobil Oil
45:-sears Roe•buck
41CRóyaCCrown Cola IBotti er s
47.-Chesebrough-Pon f s
48. Theo. Hamm Brewing
49.-Ainerfo-an Motors Dealers
50:-Naticrnal Otairy Products

Jan.·Sept. 1963
$54,128,000
22,216,300
20,439,000
16.606,900
16,305,700
12,964,500
11,289,000
11,093.200
10.919,800
10.710,800
8.207,700
6,998.400
6,577,700
6,160,400
5,551,500
5,469.400
5,449,500
5,381,200
5,271.500
5.249,600
5,215,200
4,918,200
4,905,300
4,882,700
4,743,200
4,544,000
4,521,300
4,506,600
4,385,400-
4,317,500-
4,270,600
4,167.000
4,119,900
3.897.900
3.880.000
3,846,000
3,649.300
3.436,100
3.404.100
3.030.200
2,932,600
2.939.300
2.886.200
2.880.500
2.734.200
2.712.000
2.508.300
2.457.400
2.227 9X
2.215 800

Jan.Sept. 1962
$49.483.800
17,304.100
15,421,100
14,98l900
9,383.900
11,504,300
8,072,SOO
7,139,500
9,406.700
7,334.300
5,699.100
5,246.700
7.799.600
4,739.000
2,274,800
7,067,600
3,761,500
4,416,000
4,137,8:>0
4,971,400
3,535.900
4,665,200
3,924,900
3,448,400
3,472,900
3,966.200
5,293,100
3,955.800
3.772.600
1.317,500
3,529,800
5,807,300
3.417.600
2.601,000
3,250,300
2.218,900
l.485.700
2.785.8'.)()
1.260,700
2.091,000
l.115.600
2.373.400
453.400
89.l.600

1.768.700
961.000

2.153.600
l 443.700
l 681.200
I 190.200

i l
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PHILLIPS 66 IN HIGH GEAR ON.'.. .. . . .. ' .

Signs 52-wk. pact with station for two-city newscast
beamed live nightly from Dallas, Ft. Worth bureaus

D \U,,\S-t·T. "·01n11's KT\'T was
host recently for Xorth Texas

Phillips '66 clculers, Phillips Petro
leum executives, and representa
t ivr-x of Phillips' advertising agen
cy, J. \\'alter Thompson (:"\. Y.).
to demonstrate the new two-city
1wws presentation initiated hy the
..,ta tion l Dccem Ix-r. Tl w news
programs sponsored hy Phillips 66
fin· nighb each week at IO p.m ..
[c-uturr- live reports from both Dal
J.1.., .md Ft. \\'orth.
Iim Terrell, KT\'T munauer. ex

plained to tht' group that t lu- e~-

tahlishment of a permanent Dallas
studio for news opt-rations. in ad
dition to the Ft. \ Vorth news op
erations center, provides improved
editorship to both cities' local
stories as well a:-. the e lcctrouír
meuns for instant news reporting
from both cities. The nevx scast for
mat has intermixed Jin· reports
from both studios. with Dallas
center concentrating on events in
the eastern half of KT\'Ts :21-coun
ty coverage an-a, and the Ft. \Vortlr
editors conceutruting on Turrunt
Countv and westwar«]. Terrell

T1•rr1•// t11"! <;n•to llri:l'l1</i111•. Larr»
l>r/J.i,..ll", I'lrilh p« ml m¡:r.; ¡•¡,;11;,,; h en Ru eh: ft r iulit 1/.r1

pointed out that this íncrensL·d
erage is in addition to the "ah·(l"•l¡¡

complete" national urul mgio:1:111
ne\\"s content.

Ken Hugh, ' ice president ¡uÚ] l.t
rector of ad"'ertising for T'him
Petroleum, told the gathering t)~I
his company signed with KTYT·
,3,:2weeks' full sponsorship nf
.\Ionda v-throu zh-Frtdav J)C\\·sc~I.• . . - ..~~ : - . - '-~:· --- .. v: -~

lx-caus« it had "such faith in
audience success" of
reports,

Those att(•ncling were
point-of sale mat{'rial fnrnhheJl
the station ..and <Saw a demo ''i1d
tape "·hieh show<c•d gt"nphit:a:l1y'1:
the ne" (·oncept looks on Mr.

11r<•lbu» tblw.,. lurt.: .tf{~·11n: "fornm11 /fo,¡iweU...l'.· [1,.. lli'~.
OJ..fol111111t1 Cit» : h Tl"/'"¡¡, (.'ro1<f11n/ Hiun Jirr ••;V¡¡fm Ji"./,



J~rrl~ :o'f Cutti s wot:!s,
11~omt:!I.aid to tv

t:-'tf'\ Í'iiu11 t\111 t.Ü.1• cn·cl1t lor \Ullll'
f Curtis l111hli.,lri11g\ d1·fil'it ,111d
r till' s.11111• time lor •• hit ul t lu
JUTIp;111y'..; i11con u-. 'I\ \ 1I011Ii11• rol1 ·
~••Hh'1•rti ..•i11C:oppovit ion ,111d potr-u
a'.I hcd~c ,,,1., .rpp.m-ut .rt .i lmu-h
"~n rnt•diH!.! l':tllt·d by C11rtis Li ..•t
~·elto n-ll 11t'\\"• 1111·dia .1h1111t,) s:J.)
'Hlio11 fi11.indn!! prour.uu t lr.rt
'tlTH'l\ .rt ,1 ti lilt' t Iu- l"Ol11p.111~ h,I'>

1j[tJm•d tlu- l'Ol°lll'r" l1.1ck tn profit
!tl'.h" ope-rut ion.
~'1.1ttlww J. <:11llil!;a11. d1.1ir111.111

nil prc·,,idt>11t of Curtis for tln- l.ist
.~, mout hs, ".iid tlu- cn111p;i11~ ¡.,
Y:i<lki11).!;sOlllt' lllOIH'\ i11 tv thro11c;h
·~bts'to tlw st•rics .. lle zcl (:\BC.

r•\IÍ."l"1nal:1~·.;,H:30-10 p.111.) .md a •.Jt'\\

l:lí!J:!'~hc111g producr-d liy Art Link
it,ll''r. Tlir l'cricrt Sq11clrl1. .\C'q11i
tfn11 of t\ facilities ¡., .motlu-r
Jt~iR'~ma kiui; possihilit~. C11lli!.~a11
•t~Ht>dto a quc-stion uhnut Cnrti-,'
kn1..;. Curtis bas hcc11 n-portixl l'lst•
·'J<wretn lit· act i\'t ·I~· si roppiu t! for
-.l:ti1m-;.
::s~·rgcSt·1111•11t·11lo.dn· d1.1in11a11

'f the First \,1tio11al Bank nf Hos
,f.I:l. spoke lip .1! tlu: 1n1•t•!i11'.! to
1¡i)111w1HICurt ix m;111.1~e11H'11t for
.•ti;irui'nt! to profit.tl1l1• operation the
1r1irth qunrter of this ~ear. The
11tupam· l'xpcds to show at lt'ast
k.:·Imillion profit this quurter, rt'-
IU:!i.•i11c: deficit for the vvar to $1. I
:i,1ffli1111.ª' comp.m-c] "itl1$1~.n111il
'W1 in P>6:2. St•1111·111•11ko\ h.urk. to
'tihcr "ith fin· otlu-r«. is p.utici-
,~~Í'IJt!ill the $'.J.)-millio11 prounun
4¡( C\!c11ds prcsr-nl dt•ht ami pro
!lrt"'s w11rkint! capit.rl.
l•IM ... 11···.. .. . I t.. .
:\(.¡¡(;! ·~an.\\ JO ""IS l'\('l'll I\'!' \ ll'I'

~siidc'nt of '\'BC H.1dio duruu; .1
l'fb;;d th.it s-aw rt't'IY\"t'n· [roin n-cl
1l'f'.l.~1clink. called the 11¡'" s cnnft•r-
1'~§''ih "t'\\' York Ja.,¡ \n•c·k to .111-
,lfll'lt't' Curti-;' inrprnvrx] fnr(tllll'\
fit:!!!r n Y>dh;tck period th.it n·,11ltcd

1'1 ·· .. l" 11·. . I
1 "1!'!1llC l'l"lH' pu l IC:'ll~. Ill t ll'
¡J~l!i'.!!hin!,!chiefs opi 11ion.
:C:·~rl'ligau b 51·.ttin!,! Curtis' si~hh
l~~itler;,¡hip .is ;i "world co1111111111i
~l\'n}s.!lfsh•n1" of p11lilislii11t!. print-
1mpt'rmaki11~. and circul.itiou

:f:ri'birt·or op era ti ons. p Ius a 11~ lW\\
lílfltl'.101ities tl111t do not require
··l!l''d <;op.it;dit,ltion. Curtis m.11.~.1-
:r~>I!< iltf' The Sol11rdi111 Err11í11!.!
!''· ll0Hda17. Ladic« Tfomt· [our-
1,.!T1H' .·\m~rkun ll11111c•• 111d [ac]:

:... 1l11tl JUI.

'J~WR; I 'j I í..~e F \.IR. I{ I 96 3

An-udder contest
ll11rtl1•11 Co. Im.• lwf(llll 11111111111111ii/1•·"·11rd1
fur u ¡111rt•l1r1•tl Jrr."'' r1111 111 ·''"·1·rf•i/ 1/11•
currvnt f:/,¡,. 11/111 ;,, rct iriuu, 'l'lu- 11111
f:l.01• ,,.;11 d1·/1111"' vtur 11/ 11 11111,inrl ••• Ill
lb11111f;¡.¡,.:·111 t/11• /'111l-'1,:i \.}.II 11rl1f,

Fair "' ¡111r1 o] 1/1r lt ordcn ,,tf1il1it i11 th»
ll et n-r l.i, i111( C1•111rr

Slate quits CBS to
join RKOGeneral brass
S.1111J. Sl.1tc's n•si<..!11<1tirn1Irom CB~
Hadio w lu-n- lu- is 'in· president.
ami gl'I ur.rl 111a.111'..!tTol the '.\ «'\\
York llat!ship. t.1kc., l'ÍÍt't't :J J•t11-
11ar~. llis po"t at HJ\:O Cl·11t•ral
Bro;1dc.1,,ti11!! is a Ill'\\ nnc in tlu
oru.miz.rtiou: ª" t'\1'<:11tin· 'in· pn·s
iclent IIC'" ill mt 'l''it'l' lonu-torm pl.111-
11i11'.!. t!;m vrn11u·11t and i11d1.-..tr~ n•
l.rt iouv. .nul pro\!r.1111 dt•\ l'lnpmc11!.

\ .10-\ car \ dcra11 in r.uli» .uul
tclcdsirn1. Sl.11«> l1.1s l11•t•11IH'\\ vm.ui.
producer. writr-r. dinTtor. l'dit11ri.il
ist. ,111d \!t'IH'r,il staff t'\tTlllin·. l Ir
joi1wd \\CBS "' pro~ram clirr-ctor
in 1H31. \\a-; uunuxl '.!t'lll'r.tl 111.111-
.1,f.!1·rin )!).')7. Prior to CBS lu: ".1 ..•
prc><..!1-.1111dinTtnr for tl u- BBC's
\e•\\ York offict• for six~ c·ars. \\ lu-n
lie prod11c1'tl ,\ ,·arid~ of sl1<m" for
both tlw drn11csti<: .uul O\ c·rsc.1s
...cr\·in• of tlu: network. Tiu•\ 1•,1r" of
\\'mid \\º,1r 11 "t•rc• spent .1-; .1 r.ulio
p11hlic n-l.ition-, officer. CTt';llin!!;.
wrrtuu;.• ind dinTtint! d11c11m1•11t.1r~
.111d 11111.,ical sho\\" for the \l1·r
d1.111t \1.iri1w. Bdon' tlw w .rr. '-.l.1t1·
\\ .1s w ritr-r-produrvr for tlm•t' \ l'<lrs
of t lu- '."..".1ti1111.il\s-.11. 11f \l.muf.1c
turr-rv' lkfc11,1· for \111crin1 .. 1 net
" 11rl.. radie' ,,,,·ric..; '' luch told th1•
-..(on 111 i11d111,tn \ l'Oll\'c•rsion In
w.ir urochu-t iou. I !e's ·""º rc'.\p11n,i
lih· lor t lu- dn1·1111w11t.1n "·ri1·-. T/11,

JACKSON, Ml SSISSIPPI
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OVER 1%

BILLION

DOLLAR

CONSUMER
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OVER

350,000
TV HOMES

JACKSON, MISSISSIPPI

A.C? lt'1 All-Conodo Rodio and hl.,vi1ion
Limited, fir11 ond poromounl reprtnenlotion
firm North of the Border in breedco st r.ole1

A-C rep• 43 rodio, 22 TV •lotion' - in oll
primory, mozt 1econdory mork.,h Weekly
rodio reach ¡, 50% of all houu1hold1 for
60% of notional r•loil sole1 TV 62% ol
houiehold1 for .53% of notional rll'loil •ol<>s

A-C ho1 12 offices New Yori. Detroit, Chi.
cago, Son Fronci\Co, loi Ang@lei, Dalkn,
Atlanta ond Montr<'al, Toronto, Winnipeg
Colgory, Vancouver.

To reach all Canada. toH la All-Canada

LJ.-{'"' _J
1000 Yo.n·ge Street, Toronto S, CANADA



TV MEDIA

Xation at \\'ar.
lit' wnx a nu-mher of tho CBS

'Jews and Pn-ss Department in
l 93.1-.T5, after four years with the
l'111tcd I'rexs.
Slate's appointment does not af

fc('t J crome l3<'ss, who eon tin ucs as
HKO t''\ecutin• vice president in
charge of operations.

Realignment announced
in WKRC-TV sales dept.
Sam T. Johnson, general manager of
WKHC-T\', Cincinnati, has an
nonncccl a realignment in the sta

tion's sales de
partment. H.
.Needham
Smith, former
local sales man
ager, has been
named general
sales manager.
Prior to joining
the station, he
served as sales

Smith manager at
\\'THF-TV \\'heeling, \V. \'a. Cnrl
Flickinger, former \VKRC-TV ac
count executive, will replace Smith.
Flickinger was associated with the
Cincinnati and Suburban Bell Tele-

phone Co. and \VZIP Hadio, Cin
cinnati. George Hogers, Jr. has been
promoted to mid-west regional sales
manager, He will also continue to
serve as national sales service man
ager for the station. Ile [oined the
station nfter leaving the Crosley
Broadcasting Co. nine years ago.

KMEX-TV surveys mart
K.MEX-TV, Spanish-speaking uhf
in los Angeles, is circulating two
separate reports which indicate the
extent of its coverage in both the
gerrcrul market and the specialtzed
market.

Data from Audience Research
Bureau show an estimated 190,000
uhf homes in the station's area of
Los Angeles, Ventura County and
portions of Orange, Riverside, and
San Bernardino counties. Also indi
catecl was a projected growth rate
of at least 5,000 sets per month
«quipped to receive uhf, In Los
Angeles alone, according to the
:\HB report, 157,000 homes, or 7.1%
of all tv homes, are equipped to
receive channel 3-t This data is
based on 23,3:25 telephone inquiries.

Facts Consolidated, market .re
'i<'arch orgiuization, interviewing

Practicing what he preaches

Jim Hácli,:(·11, :rd-puhlil'i.tv dir. fnr Schie], S;rfot~ Hat.or Co .. ~hav(·.~with
vame Schick Stainll'" Skcl hlnrlc uwrl h~· 15 harh(.'r~ and Olll' standby
irr lll'W 'c'rfo, of tv cununr-rcinl-, ju,I prndut·t•d ni \lG\I ~tudin~ i11 Culver
Cit.», vin <:0111¡11011\íh crt ¡,¡n~. The lurrrmt•rl·iah ~how thr- harhers, nil
l.. A. area tnmorial ~1wl'iali,h, 'lrokin~ their <.·lean-~havecl fac{·~ after
mini.: vamc hlarlc. Uail¡;:cll \:I\' I 71lr '"ªH' wns ,1i1J 11vmnoth one

II

people at the Los Angelesi Co.unf~
Fair and in Emst Les .Angeles"'fouft~
that 53..2% 9f all :Spanisb-spéakio~11

homes ín Greater Los Angeles ~pi
equipped to receiee uhf and S:J,&<i
watch 10.fEX-TV regularly.

No.rsworthy to WTTG
As promo -ad d'i!re·ctQtt
Hi char d Norswor-thy has jot'u~1i
~Jetromedia as dire.ctor of p.rom;,
tion and adver
tising fol'
\VTTC - TV
Was h.irrgto n,
replacing Har
ry \[oses, who
shifts to Metro
T V Sales in
Nt'\\' York as
promotion
manager. Nors
worthy is re
sponsible for all on-air pm1boti~
advertising and p.-<:lmotion in ti':~
press and newspapers, and s~l1
promotion.
Ile comes to \VTTC-TV ft:Qí

\VBAL-TV Baltimore, where l;
worked in promotion, advertís.Ín
and publicity. He previously ~~~.·
with \YJZ-TV, of that city, in a silfll
ilar capacity.

NEWS NOTES.

Up color .s·kerdi \·\!L\~'.C-TV Gab:'
hus; ,~rdrh 1.3 .rní>r:e-lxoihrs: zt2.f
nrigbHttioüs c>üüb 'i:\refti~. bCJ'~fi!1~
111jd-.Uccc'1tíh<:'r,~lY•t.rki~1gthe!
plot:ion of the first sbu~e of .th<.~
tion's m:illicm-dollar e~pa"11s:Ütf:n ~



'litringi11g total l'olur l'<IC'!t wi-e-k to
u1un· t h.m 5.5 hours. The' ex pa11'i ion

a U''l¡;1us. to lit• ('cHnpll'll'd liy the F.dl
i:1if HJGI, will elouhl« tlrt• pltysic;il
'Jithmt to 33,000 sq1r.1n• fl•d, im-lut l
Jr1l~ two large• studios t•q11ip¡wd for
f:¡,'l'V eolorcast».

G IIl:J~:lyti111l' d1augi::s: .\BC T\' w il]
OFllt~ili~í1 its d.1~ time sd1cd11ll' 30 Di-.

1~\J'llllwr, \\ ith the intrnd11din11 of
tfJH• 0/Ji1•cf ls, ,I new ~;Hill' show
.¡¡:ktning DiC'k Clark. Thl' new show
1rt>pl•.1n·s \\'ho lJo You Trust. :'\e\\'

~·i~l.~~..··.)..tin.H' .schcdull': r- l'~icl' ls
l:b~lrl (ll-11:30); Ilw Obicct Is

1,, JI :30-110011); SnT11 Kl'ys ( 110011-
L~1:30);Father K1101cs Hc.o;t ( 1~:30-
1}~Tennessee Ernie Ford ( 1-1:30);''"~Y in Court ( 2:30-~:5.S); .\'ncs
~:55-3): Cc11cral II ospita! (3-

13;:::30); Q11cc11 for a Day (3:30-1):
üid.. Tra iimaster ( -t-5 ) .

l.a.~\Chuys &:aye: U nee as int; llow of
:I3:titish comedy into this country
~~s tcrrtporarih- reversed ~6 Xo
rember when BBC bought CBS
~··s Da11111¡ Kw¡c Shon· to launch

• U new second channol in London.

.\ uhf ui-twork k11m\ 11,,, BBC-2 \\ill
begin broadl';1-.tin~ 111·\t ~o \¡>ril m
tli.1t c.rpit.rl \\ itlt pl.111-. to l'\p.11111
to ~l.111d11·-.tt-r, Bir111i111.!l1.1111.• uul
Liverpool in HJ().). Tlu- , d1· of :!Ci
hour sl'gn1t·11ts (for \1011d.n 1ti~ht
pro~ra111i111.!) \\ .1-; t lu- first di ••tríhu
ti1111of t ln- f..:ayt• sli!lw outside· tlll'
l '.S. and Can.ul.r. As a result, c-ou
•iÍder;1tio11 is lwi11c: l.!in·11 to tapnn;
sc\'t•ral of the sv.ison's 11pC'o111i11g
\·;uiety slimn in London.

:\ew oHirial'i: Thomas S. .\lmplr~.
Capit.r] Citi.-s Broacleasti111.!, h.1s
hl'L'll clectr-d vhairm.m of the CBS
Telt·\·ision Affiliatl' .\s.,n. Board.
\lso l'll'ctl'cl .rt the a111111.tl n1t'L'ti11c:
of tlu- hourrl was Carl E. Lec, of
\\'KZO-T\'. Kul.nnazno,secretary.

ET\' section: .\ll'trornedi.1 has l'S

t.ihlishcd a special office to t!Ín· pro
'!r;1111s to t•clucation.d stations .nrd
t.'. S. Covernmr-nt broadcast out
lets. 111 the past two years, the sta
tion group has granted more than
$600,0<)() tn ctv stations in :\cw
York, Los Anuclcs, and \\'ashin!.!
ton. D. C.

NEWSMAKERS

I Ii '\In P l l \)I'> 1·l1·lkc I .1\\l'>l.1111
\1•1 u-t.rrv -tre.ivun-r of º1\ B.

,\1>111v-, S \\11'>11, 1·1111111wnr.r] p10
d11n·r for \BC T\", ]1 t rt¡ Li u 1\

~/1ou. lo d1rl'! tor of cur n-ut p10
\.!l.1111-. l11r nd\\od,·, \\1·,tc-111 d1
\ ,,11111.

E11\\ vnn e \1!11111I 11.11unl 1.!t'W r.tl
111.111.11.!t'rof J..:( :TC) I )1·rnn.

Bo11 Ho\1111 vt: to s.d1·' dt•\ l'lnp
irnnt '>Up1·n i-.or .1! 1-.:TL.\-T\' Lo,
·\11t~1·l1·v.

I)\\ Ill l 11 '\Ill ll.,O'\ !o ,1\\i\l.111!
-..deo; 111.111al.!t'r .1! \\'BZ-T\' Bmto11
,1 Croup\\ vt.uion. lle· \\,l\ .1 '>t'llÍnr

.1n·o1111t 1•\1•e11ti\ 1· .it Tl'IL•\ ivion .\d.
\ ertisiru; Hl'ps in :\ew York. I le
'>lll'('t't'd-. aC'!ing ;1-.-.i-.t.1111v. tl1·-. 111.m

.1~t-r C111-:1 Z \ '-1''>1\I who h.rs joi1lt'tl
the 'I\ .\H offü.·e in Chic.ae:o.

.\11T11t·11 ~l. Swu r. -.t.1tio11 111.m·

.tt!tT of \\ TC:\-T\' Vlinnc.rpolis. tll

'"P· and l.!c'lll'WI m.m.un-r of\\ TC:\
,\\1-T\'. Conoo-, 11. Ht1-1., st.itinn
111,111;11.!t'rof t lu- radio outlet .. 1p
pointed \".p .• uul genl'ra I «vecu t ive
of \\'TC'.\'-:\\1-T\'.
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RADIO MEDIA

on the rise
as rival lor a~
Texas Christian U. study for four Ft. Worth 5tation5;
finds medium highly accessible with '70°/o having sets;
bright future forecast for growth of stereo market

A '.'.t'm LY mi fm listening i11 thl'
Ft. \\'orth uren confirmed many

of t lu- suppositions about fm listen
int; .uulicnccs and also brought out
st•\cral points that pron· that the
corupvt it ive aspects of fm to am
radio art' µ;rowing stronger as time
g<H'S 011 and more sets reach tlu
market.
Tl u- sun·ey was conducted h) the

Division of Hadio-Telc\'isio11-Filrn
at Texas Christian P. the past sum
uu-r under the direction of \\'illirnn
1luwes. head of the division. It was
sponsorvd by Fort \\'iirth stations
\\'BAP. KJl\I, KFJZ, and KXOL
F\1.
Tlu- s111"\'t'\.fo1111dthat frn is high-

I~·accessihk-: íCYI( of the respond
cuts imlicntecl they have fo1 sl'ts
of om· tvpc or another and an adcli
tiona l J.5C'1c stated they planned to
h11y fin within the year. Also., the
broadcnstcrs' hopes for the future
of stereo seem to Ill' well founded:
'1.ío/c of the replies indicate they
º''·11 stereo sets.

The fuddy-duddv, high-hro\\· tag
pinned on many fm set owners
"<'<'ms also to he mislrading, ae-
1·ordi11g to the survey, with semi·
l' lassicul ( .S.5% ) , show tunes
( IW ( ) , and standards ( 37C(· ) all
surpassing the percentage of classi-
1·;ii music (2.Sct·), preferred on fm.

That the fm audience is a solid,

Sponsor takes day on station

)

'Ll

Carl c. O..,mítli(I), 'ªle\ 1111.!r.at J.\H.\ V, full-time ·~krco outlet in Tulv .a,
ami Fill Btm eu, ;111mur, for OtaH·u Sturl''· Iour-stnn- autourot.ive and
houu- 'll¡lph vlmiu, luuk ut \Íi.!11llt•\Íi.!ll;1ti11)!2!J '\11\ l'1111Wr(I~ ()(¡).\!)\) });í~
on tlu- ,1ati1111. Otawu huul!lit cutir« Ii l11111r'I of hroadca~t.in~ un KH ~\'
that dah' lo l1dp kiek off its ('hri,111111\ 'ule~ effort. Station's rt~~í1br
;Hh 1•1 I¡,,.r, !!a\ 1· I IHI·'' dearn11n• to ma kin!! nu~ for On.seo 1n11111otiu11

1(J

afHnent, and edu.cat:c•cl audienq(ll'

w.;··.1s··..·. fa..1..r..thet·c ..'.O.·n···fi.·rm·e.c.•.1. ··1···J··.:.··...• u ff·n...··.·.d. ·f·n······.~ 1..
1that 62% of the respondents lnxt .

attended con<?gl''and 3.5C?f:, \\.·enc• if:" ~
tlre m·er-$Hl,Ol){.) s.r1fory bracket~

Hased on the. sun·e~',frn listener~1¡;
<1!){1C.~lfto be well Tmid .nnd \\'.elJ'
ccluented, hot tlw Sllt\'e\' <llsQint:U: ,:i
catcd that this stíhstaoti~1l huvii~,£
sPgrm•11t uf the Ft. \\'orth 1na;k.1.3,i
based on the nuiety of ;oeeupatin11~
covered, showed ,n !JnJ.up of 'actiYm
outgoing, and '''ell-regarded péf;>
ple to whom Frn rc1Jt!?se11ts a syr1x•'"
bol of the better thirtgs in life.

The survey also slrn.,~·edthat ~h
Fm audience is comprised two-te;
<me of men to women listeners, a:u
tho t the m:1jority of listening ·i
done in the evening; most likely ~1'
a Iorm of relaxation, The. a\·G'n1~q
du ilv fm ltsterrim; time was hf'hYc~t,. ,•. \,_·. . -;.

one-five hours, and the a\·ermg:4 ;:
liste1~er cl.id not care to. have hiH~t!

1:1la xation interrupted hy Ht'\\'SC<J-$'.t~
For the most part. fin lis.tener

did not want so many news p:r,x.~

grams, an d. th ose thn t. .dl·c· 1., \N. ·.1·n.·1·t····.·ei···'.I· •11.I
them only once an hour with long:~-.,··•
lll'\\'SC<ls{s or in-depth rcporlilI' .i

preferred.
ThP survey seemed to indic~tt

that fm has its own characteristil,r:,
and the audience that prefers EJ.a.c-i
would not bother with the stam::l•t:J.1•·
um formats in the Ft. ,,·orth üJ't;'l'.

I Ierman Clark, ditl't'f.nr of 1·11íli!
Ior "'BAP (Ft \Ymth-Dall~l~~
outlined the stl"adv i1wrea11:• 1

"'lt\P~F\I has. gaü1ctl oYer th
past frw years: "For tlw first tftt
in years. it's p;1ying .its own
lu-n-, \\'e have all types t>f <tdVt'
tiscrs on the air now. but tlw p:r1
pondcmncc is toward the sn·l'r~
aíllucnt indfyiclnal ,,,rith pro!!í·1t'
hu yin g power. For instmwe. ·~~
ha,'e [our hnnks on the <\ii' ft:tt
varu-tv of services. ·\\'l' als1) lntVfí''
rmmh~·r of speeíalized serss-·!il:'t
such as tra\'el agend(.•s, JC''i\'t1b
st<>res, interior dcerm.itors, nitd ¡~:he
togruphie 1t'(¡\1i1Jnwnt hoüs1t',s.."

''Tl1es<'.' uch'ettisets'." s{tid Ch1ll
"point ru1t aImost c\<lctlt"''h<1t ·él
TCP stff\T\\' has s]ur,\.·n.Tlrnt ·thU!J
is a parricnlnr aud sptrcü1li:~ed.11o'!li
kr-t for Fm <tÜ''1t~rtist'es th<lt e:t1J;f!l¡í;
ht· rt"n1='h.cd hy th<?º''t.'11.age l'iu'lJ~~rr~
rad i.ü rt1{·.tlin1r1,::11')d n.d\'l'l'tÍllt>t·.11¡ >a:J:
ht.'.crnning lllOT:t> avrar.ti~cif tltiS'..'~':r1·
fin 8'ets Jw.C'.t.H.Ilfal~ TU:Ort':fllC f'l'l!
nJtht>r tha.n tht' v:W't'fltÍqi} iü h~i;t1'~1
the fm a t1Üit.'nP<.'h~l~gt1J\\1J :st~"ª"~j

1
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' "'"I "' ·' '·"'' -r r.it« t li.m "'·'"'
¡Jeo I'It· t I1111k ."
"I k1111\\ rn1t· tliint!." Ill' .1dd1·d

··n11n· .111 .uh nlÍ"l·c·1 l1i1·, I111 lu
·\l:t•hln111 lt',I\ t'' tilt' 11wd111111. \\ t'I"I.Lil lt'd 1111t 1110 lc11tl.! .11,!11\\ 1tl1 n11t•
ni. Ft. \\'nrth·.., h.ur], •.•t.1k111c ;111 t'\
p:crn1w11t.d sl111t .rt 1111. \\ 1•11. not
01.I~ ¡, 1! ,¡¡II rn1 t lu- .ur, 1111! tl1rn·
ntlu-r h.m], v. n·.di1111!_! t lu- 1·11111pl'li
lÍH' 1°d(.!1• 1111"·'' (.!Í\ i11(.! t lu- ot lu-r.
.iJ,o pul pro(.!r.1111... 101 tllt'il ..,1·n in·..,
UH uur hu vt.rt inu."

1\11\ B.1l'll\, t!;t'IH'l.d m.ui.un-r ol
'YB \l'-T\' .uul H.idio. 11.1..• ut iliv.-cl
lj]J!' TC .L' -.11n t'\ lo ...1rt·.11111i1l!' Iii-.
'1-111op1·r.lli011 lur t lu: .111di1·11c·1:,
hcnl'fit. "\\«• c11I 011r lit'\\ ...c-.1-,1•.• to
lnt;1<lli1w ..• \\ ith 1111Ions(' t.dk, intro
d.1w1·d an l'l't11lu111~ uf \\ orcl 11-.al.!<'.

1 11 U)"l'd 11m·-li111· \\ l'allll'r rt'pnrh .111d....,
]J·ld1lic st·n in· .1111lrn1lll'<'llll'llb .111d
ttih•l,!ralC'd our ct 11111111·n·i.als "º

..• :~ltl'rt' \\011ld he rn1 cro\\di11c at tlu:
-,'.(,tti OI I fi rt 'ii l,." .,,,,

;Advertisers tied in
with Philly fm push

"'"''"l'hlbdclphi;1\ \\'PBS¡, l'.lrr}i11c: t111
:<l:U i11lcn...Í\ l' .ul ve-rt isnu; drh-c ln
Jn1ild Im r,1dio\ audicnn•-.;-parti-
i?1ilarh out-of-houu- ;111d e.ulv-- _, , ." ~ .
•!lflrni11g li'ik11crs-\\·ith carnpai)!m
i'.!l TIU' l'hil<lddphia H11ll<'fi11 and 011
JltL' st.1ti1111\ .ur pn nuot iuu f111 ear,
fh)cl. port.ihh-. .mcl otlu-r \l'l'Olld
\;~f'hii!'. Chri-.tm;is t!ilt-..

Tlu- ..•tat inn. O\\ nr-cl 11~ the puh
ll;tic;:;,lt.i1111.h<0\.!.1n 11"i11c:si11!_!lt·-c11l11nrn,
7l.~-linc .ul ...• uul a -.;.1t11r;1tio11 spot
<i«H11p.1ic:11011 tlu- air Oil Tha11J...,_
~:t••ÍilC: 1),1\ ,111d voutuuu-, it,.r ' •

th1:011td1 Clirbllll•l'. I'h il.ul.-lphi.t
IJ'.i.,,lrih11tnr'. lnl'al outk-t for \lotor
ril,1 I in c.i r I111H•r-. Ii ;is t ieel i11 " iIIi
thr• v.unp.riun Ii~ hm ing IO-...t·c·o11d
Lt~" In the Im l\1r r.u lio -.pots 011 t lu
,~,t~rtio11.( >tlwr [m r;ulio munuf.utur
:Pr\i .nul di •..tríhutor-, l1.1n· 1°\pn·-.,1·d
H:lhT!'SI in joi11i11c: tlu- c.unp.riuu
·~'b1;1rlh.

Tl1i:. ¡, the •..c·co11d con-.1·u1ti' c•
\:~.\tr th.it \\'PBS luis prumotr-d the

11h~1-nuli1~-fnr-Cliri-.tmas iclc'.1 "\ \·1·
. '·N~.i\'~H')~1dil~ Sll('('t'\SÍllJ ~\1th ~lit•
I l'ffrnno.11011 l.1...1 \ t•;ir. both Ill \1•!11111.!

Fn1 r.1dic1.., and i.11i.cllinc: -.¡m1wr ... 011
tht'' id1•.i of t~ i1it!; i11 with 011r c;1m
¡;i}~Ji!..!1.1.··-..1id Ed\\,ml J. \h-1·h.m. Jr..
i:!~'Illct'r<d lllilll,Jt!;cr of \\'PBS. ''.rnd \\e

~\fl't'(:t the pnnm1tin11 to lw t•n·11
·1nnr.f df1·(·th <' dmim! thj, Cliri,1-
11,.,r~Kl'.l'-Oll.

~ r.·l e&1M1.'·"·1~rr••••. - -. ,.¡ ¡.¡,¡.

..,..··~'if·

It !1·/1, ili.".""i11i: """ II ,-.vt er u »t at»:« /{,,.¡,,, l.ru mr e 11n• f clt iv] /1111 ,./f:11t111"" ,.,,., •
U·TI )11/111 Cr11,.:l11111, l l u uh F1•/1". ·°'"'' )11/111"'"· 11111/ /11111¡! /J1111'. It r i ulit , ¡d111m111.:
fur ,,,[,.,, ar»: .•.•«rull¡ <;,,,,., ''"''"'"''' )1111 (,.,,,., c/1 11111/ )""'/'I' .•..«u al]¡

Western States
formed as new

W 1·::-..n11' ~1'11' 1\,1110 E,11·1111
has IJC•1·11loruu-d i11 !-icalllt' "'

.1 n.rt iou.rl ..••di·-, nrg.111i1.tlin11 111
wnc• ...t.rt iuu« i11 On·l,!tm, \\"a,liinc:-
11111 L't.ih. lrl.rho, .111d \1011t.11la.
l l!'adq11.1rkrl'd .II ~c·at!lt:, Tm\t'l
B11ilclinc:. í lu- lit'\\ oru.mizution ¡,
ht·adc·d h~ 1111!..!liF1·ltis ·'' pn·...idcnt
.uul gc·nn;il 111.111011,!cT,\\ it li j ohu
Crouh.m as m.ukr-tim; din-ctor and
Silt' John-.011 '" tr.illi« ruau.un-r. \
u.rt iou.rl s.dt•s rn.inagn ¡.., lo he• .uld
t•d ;111d hasc-d ill :\1·\\ Yori.... \p
poi11tc·d l!i a I\\ o-~car cn11lrad In
nprc-c-nt \\ .!-i.H.E. 11.1ti1111;ilh ¡,
Sa' .dli ( :.1tc ..•.

Fclti.,. puint-, nut Iii-. orc.mi:1..itio11
cm l'rs " fh c•-q,tlt• .m-n popul.itiou
ni .). I:27,.')00. .nu] <'~tim.tl<'' i<J()I
liilli11c:s of $:300.000. HJ().) .1! ~ 100.
()()(), and I~)(}(} .1t s()00,000, w i]h
.ihout half cnmi11c: from C,iliforni.1.
"Thi- clrn1hlinl.! of tilt' pn·,1·11t 11.1

lin11.d hillint; \\ ithin thrr-c ~ c'.ir"
,1·1·111-.to iuclic.it« th.rt 111.111\n.itiou
.d .ulv t'rtis1·p, fc·('I tl1.1t tlno11':.!li
\\ .S.l\.E. th('\ ca11 '!Wild mon
11111111·~profil.dil~ i11 r.u] io." Fl'lti-.
....iid. 111• .uldcd t h.r! 111,111\ n.rtiou.il
.Hh 1·rti~n-. pn·w11tl~ hn~ r.uli« li1111·
in the \\·.~.ILE . .in-.1 lo -.11ppnrl
ol lu-r nu-cl i.1 .111d .1rt'.1 ,,iii ·-.11u·11.

\t ;( íl'l'('llt li11"1llt'\\ llH'!'i Ill':.! Íll
...,,·al! It'. ollil'i.il •• ol :).) ...t.11 iom md
\\ith "i.n.dli C.1tcs .rnd \\ .S.ILE.
t'\t'l"llti\ ('\ .111d. 'llll'!' tl11·11. t.1pt'\ º'
tlw t\\ e 1-da~ w-.-.in11 1i~,,1• lwl'l1 d¡.,_
trih11kd tu .ulditio11al 't.ilion-..
pn" ..t'lllly rt'prt·,1·11lt'd H'l.!Í1111.dl~ Ji,
F1·lti-./Dm t'/C,1n111111 .11ul i11l1 rt·'lt'd
in th1· \\.SH E.. dliili.1t1n11

Radio Empire
s.ales operation

F1·lt1, 11111t-d th.it i11 ttJfi2. "w i vt
1·n1 .ulvr-rt¡ •.t'r-. .rluru- "IH'lll .•urn •.
~17.'-i77.700011 r.uli» in t lu- \\.~.II I·:
.1n-;1. B~ nf11·ri11c: tlu- com «11i1·1H1·
.111d dlici1·m' of urnup hm i11'.!,n ilh-
0111 ºlonnl IHI\,· 111 .1 w ir-«] 111'!
"l' "ill lw .ild1· lo 111.1!..1·ii 1·.1.,i1·r
lor .1 :\1•\\ \ or], or Lo-. \ 11(.!1ho ...
ti11wli11~ n lo purr-h.r-«: w h.rt w ill
!.!t'I t 111·llC',l H'°"'lt' for hnn ··

111 tlu- a llili.rt ion, ht· v.ucl. t".1da
st.rt ion "ill p.1~ \\' s.n E. t·11111111i-.
..;io11o.;011 1wt hilluu; ...• ii ter .1!_!1ne ~
cuunni Ít Ill>,Oil d (\\O·\ t'.11° r1·11t'\\
.1hh· cuntr.nt li.1-.i.... In rvturn
\\ .S.IL E. "ill h.111dl1· <ill n.rt iou.rl
.ulvert i...er '•ii<''. rt'.1d1111'.!, .ilh 1·rl¡,.
c·r~ \\ ith l11111w office-. rn1t ...id1· tl1.
fi\ t' \\ .S.11.E.... t.111·-.

l.'ut il .1pp11int1111 11! ol tlu- '-.11i1111-
.i! ,,iii·-. m.111.1c:n. Felt h ( ºrn'.!,li.111
Clifl E11'.!1·l. .111d i),>Ht! Dm t' w il]
.u-t ,¡... -..dt'\ lll.111.1\.!t'I' ill \..1°\\ \I rk
w ork nu; \\ ith ~.1\.ilh (;,lit•'. 1·Hh
1111.1 oiw-1110111h Ii.•,¡v. TIH· p1 rm.i
mut ,,1lt-.., rn.iu.un-r. w l« II u.uu.«l
w ill do11hl1•-k.1111 \\ it h -.,I\ .rlh
C.111·.. ....dt'\lll!'ll Oii .l\!t IH\ (.di...
1·c,, 1-rinc: .di !1 rrit orv 1 .1'.•I ni D1·11\' r
I It- "ill .d-.u m.i]«: dir1·< I < di ... mi

.11htTIÍ't r' .11HI prt1\ id1· otl1.-i '11

'ic «' 1101 ,I\ .1il.dih· tl1r1111d1 rqin
'1'11(,dÍ\ I ( li,llllll"I-.

"i,1,,illJ C.1t1·'· l11·.idcp1.1rt1 11·d rn
'\.Y., li.1•.. fj, (º •...dt'\llll'll Ill L.\ .111d
""·'" Fr.11ll l\Ul . .111d Ill.I\ .1dd .111

11tlin to h.111dlt' \\ .~ H E. ....d1 ....
tl11·n·. lh ntlin 01!1t1'' .ne Ill \tl.rnt.1
D.11i.1-.. Ddro1t. .111d ( ·¡.H .i\!,tl 1:1·i
II'· Do\ 1· C.111111111ull1n.., .1n 1111..,, .1!
t It- .llld l'ort l.111d fl"
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Nothing like advance planning

Hor Swiggum (I) sales rep for U.S. Printing Co., discusses \\'hitman's
Chocolates Valentine window promo with Price D. Heppe, \\'hitman's
ad mgr., and J. Harold Hoth (seated), Whitman's sales v.p, The special
units tic with \\'hitmanºs spot radio drive on ABC and CBS networks

Sales, ad tools held
key lo future grovvth
KVIL's v. p. Wolfman warns of prosperity's demise
unless more attention paid to meeting competition

''I x sHOHT,gentlemen, we will he
dead ducks," was the rather

pessimistic prediction made recent
ly by josepl: \\'olfman in a speech
to the Dallas Town Xorth Optimist
Cluli. The K\'IL vice president sees
a demise of prosperity that will
make the '30s look like ..wildly in
flated hoorn limps" unless increased
attr-nt ion is paid to sharpening the
tools of s.rlc-smanvhip and advert is
i11t!.

Tln- r.ipirl tr.uisformntion of this
l'rn111tr~ from a prml11dion-oril't1t<·d
to a tna rkr-t inu-orir-ntr«] t'l'o111m1\
with d1am!;t•-; ..•till OlT11rint! at ,1
Íito.;tn .uiel f.1-;l('J' ratl'-luo; put t ln
.n ldocl pn·o.;s1m· 011 s1·lli11t!, s.rid
\\'olfm.an. Iucn- l'-«'d prod11dh it\
¡wr workc-r multiplied )i, tlw JI!'\\ .•

nnprov.«], and ('\pall<lcd pl.mt ;111d
1·q11ip11w11tnow lwin~ 1·.1e:<'rh-ac-
1p1i11·d hy \mnic;m ind1J<;tr~ all
nu-an th.it tlwn."-, coine: to ln- "a
hit!t!('J" load lo mov«." \ml altlio11t!h

I~

the population explosion means
more consumers coming along and
able to huv there "will he so much
more to scÍl,that the competition for
the buyer's dollar is most likely to
lw stiffer than we have seen i11 a
long time>," presaged Wolfman.

Speaking specifically of Dallas.
\\'olfman said signs are encourag
ing that the challenge is being met.
Educational institutions and pro
grl'ssi\'e companies are giving at
tr-ntion and development dollars to
t lr« training ol salesmen as is tlu
Sales E\l'<:11tin' Cluh of l),tllas.

"As for achl'rtising, it must he
trulv th« working partner of sales
manship, and rm sure you know
whv. It's tl1e profit squeeze' you \'l'
lu-ard so rnuch about and no doubt
kit in tl1a t tendr-r spot. your
balance sheet.

"\ \ luthor your profits dqwnd on
tlu- cost of men, materials, or 111a
chines. or all three, ~,011'n•prob-

'~ ably found th;;¡t personal s<,llesm<tm)
ship needs a lower-cost partner ·t•1:

make more and better sales, fas.tél
ln 1934,.with its swifter pace, M1'i.~'
horizons, a1~.d intensifiéd comp~~
tíon, you'll have more conflden~~
)'OU will be able to plan more sun
ly, more successfuly, with advm
tising working for you, too." ··

NEWS NOTES
---~~- J.I''
Renewing old friendships: \VF',ffi;J•l·111

Indianapolis, one of the earlie;•'
CBS carriers, is reaffiliating wJ:1
the network on 5 Jamwry. St¡1t)Q:
had been in the lineup Fromli~
to 1956. Also on the affiliate frol)!
~ltth1a} .Bro<~dcasting ~ystem ,;dc~ai
KA~IY i\lcCamey, Tex., and KFR,
Salina, Kan. 11

I

KALF being sold; Arizona busines§.~.
man Lec Aekermnn, former º'~~!:
of the Phoenix (Ariz.) SUNpap~ri1

has contracted to buy majority c;©m
trol of KALF ~lesa,Ariz., suhJ1~
to FCC approval. Ackerman, et:(
rently a KALF stockholder, s~'~
ther.c were no planned cha1~ges f.l
station personnel, progranung, '~ A
policies.

New tie in Florida; Donn and. L~•fü
Colee, who recently purclm~1
\VHE\V, \\'est Palm Beach, :at
pledged to strengthen news aic
community services, have tak!
what they consider the first ul~Í
step in that direction. The st<r~•rt
joins the ABC Radio lineup. :ás
fulltime network ¡1£filiate effc.eli
1March 196-!.

N.tt\\' acquisit iom The recent n:a:~
tion of \\'.\L\ Y. Springfield, 11
brings to se\"(1'11 the numlrer of 1·1

dio stations owned and opcn1to·d
Stuart Brondcastiug Co., Lifi:{;l~i'
Nch. Hobert \kKunt'. former g~
eral marra !!t•r of KSAL, 8aa'.'£1,:~, '

Karr., moves to \\'.~IA't'ín S<llllt:i1~

paeity. Riehard \\'agner, fortn~\1
of ThP lee C<tpades .. lms hl'I"U l~~i
ed to post of gce1J1T<tl nH:1na~<"r'S\;
KS:\L.

Tn tie wñh the cm¡mr:nttt Uii'IJ:!.

Detroit stations \\l'K~Hl are ;~11-.•.
called K\\'NH, heroldii1g b@'tí!x
new format a1Td closc.'t He
Knerr Bi·oad¢<tsth1g. .\ J;:111y



rer-.011.il ti ii·, j11i111·d t 111' lrro.1dl-.1..,t·
·,¡¡¡;e¡ro •.•.tr-r, t1t'\''' i-. lu-uu; fHt''>t'111l'd

,¡¡ ;¡ 111i1111lt''I .1ft1.·.r tfo.· hour .nu l I:>
"'u:irnrh'-. 111'1nn· tlu- l1111n, t lu-rv .m
·¡~·\\lt'.lttlll'\, .1111111pln.-.1t 1·111pli.1-.i'\

iitud,· c.oid<' Ior !!.al...: 'I'ln- 7\.\ H .11111I . • . . .

'tre { :1·1wr.d F1·d1·r.1tio11 uf \\'11111t·11\
,:·'····

a111;, ti .•.. p11lili-.lwd .1 ..•111d~ c11id1·
ti·t l iro.u lv.rst im; ,.., .i 'tt·p i11 t lu-u
1ÍHI t·111111111n1ic.1ti1111-.prour.uu 1111
~l:iv11 111illi1111l'.S. d11ll\\111111·11 Till'
'~·IMC!' 11110!..ld ('1111t.ti1t' b.n-k

'11l:{ro111ulnr.rtr-r i.rl and '11ci.::1·,t1·d di-.
tL'l'i1111.111d 'trnh topic' 1111\ .1ri1111'
1l1,;,i,,., of lir11.11k.1-.ti11!!.

,ill~~"ºnri 'tat ion ,old: K\\'I U·:.\ \ ;ir·
"t~mto11, ..;old for $ I0.').000 Ii,· I l.rrry
I Coon to 1\:01..;pl'r Hru.ulcnstim;

J. K.1.,;¡wr pl'l''idt•nt.
~~J'1t)•l1' al...;11 o\\ II\> ami opt•r:1l<'s
·rtLO(.\\I & F\I). Frunk lort. Ind ..
.•~hJd1 lu- <ll'q 11in ·d I Odol wr I !>SD.

J:t.1lio11 upn•1lt'' w ith I kw 011 tlu
,...••hn1.uwl of 7:10 k<'. I l.11nilto11-L111di'i

\s..;11ci;1tt'" h.utdlr-el tlu- tr.ms
di1111.

1.11\t)llt<:·rcoup for CBS: Coruuu;
l,{,),.st• 1111till' 1ít·1·ls 11f tlu- n•-affili,1-

1.rin of \\ FB\1. lud i.m.ipoli«. t•ffcc
i:\'~"5 ¡.11rn;1n. is tlu· si!!11i11~ of
\•noK.(:\\I ~ F\I). Clcvvlnud. I)\
':,tis H.Hlio. ·r1i¡, .tlfiliati1111 lx-cunu-s
£Em:(iw 11111·wr-r-k l.uvr. \\'DOK
pjt~r.1k' 1111.1 ln·q111·111.:yol I ~GO kl·
r..'.flh d ptm er or ;, kw :20 homs .1

•)$£.It\ owiu-d Ii~ tlu- Tr.111..;<:·ot\li11-
r;i'.\J "l\·h·.,·isio11 Corp.. D;wid C.
fainrP prí'l'idl•11t. Frech-rick C. \\'olf
r.Ít~t·prt·sidl•nt .nul gt·m·r.d 111•111;1~<·r,
1~1tlJJ,111 E. BcJl11, "tat ion m.111.11.!:<'r.

~n;xnck·n-.tvr h1íys 11c•w..;papt·r: J11l111
'. ll11rlh11t. prcsid1•11t .mcl ~l'11er.il

\\\'~IC \It. Carmel.
~ro11p of h11SÍIH'SS .nul

·r~»fes..;io11.il nu-n who 1i~1\t' <ll'
'l'1'ír¡,•d the su. Carmcl Daily ne
,11hUcw1 lkgista f rum tht- .\.\l.

1,,":it:h1nrnHI [nmilv. "hidt lr.i-, 11w11t•d
I '[- . • filr more than h.11 .1 cc1H11n'.J fü;1rlh11t lxx-onu-s prt·sich·nt of tl;t.
I[,, Carnu-! lk~iskr Co. and p11l1-
-.h(·r of tlw lll'\np;qH'r, lw-in~ opt·r-

·11it~í;l;1sa sq_1;1r;1!t• corporation frn1_n
")~£;11 lbdm, °'' nrr of the r.111111
.~1,t'ítlnwhich he will cn11ti1111t• to
í~IIJ'd~t·. I l urll mt .icqnircd \\Y\IC
l '.t!ht·Lill nf HJ61 and ~.t.irtl'd oper
~Ült~ the srnt ion I J.nm.n~ I<JG~.
.ti:~¥\ <1spromotion .md pnhl«: rvl.r-

t i.ms 111.111.1~t·r11f till' \\l·B\I ..•1.1
ti1111,, lnd i.ru.rpuliv. h11111 l1J"}7 111
l')(il.

Sfoti1111 t;1Lt·, ell\ er: \ '5:l2JlOO pn11·
1·t·t 111 S.1lt L.1kt· <:it~ "ill m.1!..1· 11
p11.,..ilih· fur l\.Sl. to 11pt·r.tl1· 1111d1·r
Sl'\l'l'l' .1t1111lil' l.illout ('lllldlt 11111°'
•111tl \\ itl11111t pmH·r .111d ll·ll'f1l1111w
l.u-ilit i.-v h rr .t ¡>l'rn1d 111 11 d.1~'
s. llllt' I ,()Oil •.•q11.m· kl'! ul 1·icl1t
i11d1 t•1111nl'l1• w il] lw pl.ur«] m 1·r
1111' r.u lio -.111di11 .111d t·1111lr11l r1111111
.irt•.i 'Ilu- t·1111\tr11d11111ol tlw l.11l1111t

- .....,.._-::....e-«:
AVERAGE HOMES DELIVERED

PER QUARTER HOUR
(F•b.·March, 1963 ARB-6.:30 10 \O p.m.)

LINCOU:.·LANDº "A"
(K.OLN·TV K(ilN-TV) •....•••. 61,700

OMA.HA "A" ..•....•.•••••.•. 63,800
OMAHA "B" •••........•••..• H,700
OMAHA "C" .•.•.....•.•••... H,300
lll'l(OLN·LANO'º "B" ..•..••.••. 23,600
LINCOHI·LAN.O• "(" •....•..... 23,600

l<a't4oic ptor~"''""' ar.- r•t1moi"rt º""'· euA1~c-t to any
J¡¡.f~·ut o.rail ltmthat1n1u of •OUIC'.v"mat.-nol en~t m ••rhod•.
Gn1f ma-., or '"ª"' "º' bt1 at't'&Ual,.. rflO"OeUv••mv-re:h o/
tr~.- nu1la-• 1St"••

._1 ••. lt1·1 !1 '°',,..,II d1 \l •1wd II\ 1 1d 1

111111'I'''( I.ill'>!'- 111 1dd1IHlll ! \ I

'' .1\ r.1d111 1 011t111111111.1!10111-.1·1¡u1p
1111'111w rl] Ii·· 111'·1.ill··d 111'1\\t'I II d"
Cl\ ti l),·f,·11-.1• lll'.1clq11.11 I•'" 111 t l»:
~.1!11111.tl <:11.inl .1r11111n .itHI t l»:
Kl.ii •..• 111d111•., .1!,11 .rt t lu- -.1.11t••II'
t r.mvuuttr-t , t11~1·tl11I \\ 1tl1 \.!4'11"f.I
IOI'• .rt l>11tl1 p11i11h Tl11, pH1p·1 ! •....

p.irt uf tlw ( :m1·n111w11! pl.111 111
l.ill1111!·pn11il .i 11·\\ 111 tlw L11111Ir 1d
,t.1!11111' .111d !1111..• l nuld tlw 11lll·l1·11'>
111 ,¡ ('j\ ti d..f 1·11,1· t •uumuun .1111111'>
\\ \I 1 'I II

YOU'RE ON LY
HALF-COVERED

IN NEBRASKA
IF YOU DON'T USE
KOLN-TV/KGIN-TV!

Lincoln - La11d is now
nation's 74th TVmcrketl"
:\'o muttr-r how ~·011~li1·1·it, llirr,. arr j11•I
I\• o !iii: T\' 11111rkr1~in '\1·ltra,l..a. I Inr- o(
1lw111¡., Li11rnln·Ln111L

I .iur-ul n-La ml i~ n ow 1lw : Ith larer «;
marlcvt in tlu- ["_'\., lt;1•1"l 1111tlw !l\1·~ai:1•
11111111••.r of 11111111·~¡,..r q1111rlrr hour prinw
Ii111t•1I1•Ii \' ,.r 1•1I 1....a II ' I11Ii1111• iu 1I1r
mu r kr-t. "'-Of.'\.T\· 1-..LI '\.T\' .l i- l iv c r ,
11111n•than :!01>,00ll h11mr~ humo'< 1lial
arr- a "ruu-t" 011an~ 101•·n1.:1rl..1'1,dwolnl•-.

\,.l.. \\1•r\·"'-n111ld fur rumplrtP fart• 011
KIH.:'\.T\' Kt:l:'\.T\' 1lir 4 lífirial lla•1r
CB:-' 0111!1·1 for 1110,1 nf '\rf.r.1•ka au.l
'\11rtli1·rn "'-an•a•.

COVIU LINCOLN·LAND-N(UUKA S ~ llC MAll(IT

KOLN-TVjKGJN-TVll
11

Cl!A,NNH10 • JU.000 WUH OIAl<~llII • Jh - .,,un
1000 n. TO'llU IOU n TO.,U rl



CALL ',A.OVERTISING TIME SAL.ES •NC

@.s-
+ NOW!'

The only punning your
TV commercials should get
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NEWSMAKERS·

BEHTRA:l'<.IL. \VEILASDto general
manager of \\'AKE Atlanta. He
was formerly an account executive
at \\'QXI, Atlanta.

Sv:l'<.1!\1EHPEAHLto \YGS~l Hun
tington, ?\. Y. as sales manager. Ile
was ·general manager for \VFTI
Carden City, N. Y.

ORT J. ÚwT11u~ to president of
the J osr-ph E. Gamble Broadcasting
Corp. of Stockton and two affiliated
organizations in Sacramento and
Lemoore. lle succeeds the late
Joseph E. Camble, who died 29
Novernl1cr. Lofthus has been gen
eral manager of KJOY Stockton, one
of three stations owned by Camble.
The other two, which he will also
now head, are KJAY Sacramento,
and KLA:'\ in the Lemoore-Han
ford area.

Do:-.;ALDR. CLARK to national
sales representative of KCBS San
Francisco.
Bcnrox J. SHEH\\'OOnto vice pres

ident and general manager of
\\'TSA Brattleboro, \'t.

HoGER\\'. KILEYto sales manager
of the new Indianapolis station.
\\'NDY. lle was sales manager of
\\'IIPT Anderson.

j.\CK BR,\DLEY, formerly with
KT:\T-TV Tacoma, to the sales staff
of KOL Seattle.

HoHEHT B. \VE1ss resigned as in
ternational elirector of \\'arner Bros.
Heeonls to devote full time to the
dt-velopment of his own business
interests.

Fm:o \' A'.':CE assumes active man
agcnwnt of KHOS Tucson, in which
he holds majority interest. lle was
ge1wral manager of Alvarado Tele
\ ision, operators of K\'OA-TV Tt1e
son. and KOAT-TV Albuquerque.
;'\('\\ .\Iexico. .
Jo11:-.:S. Lorz to general sales

manager of K\ \'K St. Louis.
Lovrs J. Hossn.r.o to account exec

utivr- at WQXH ~cw York.
T110:-.1\s H. Youx« to sales mun

.1~er of \\"EEi Boston. Ht>has hcen
<HTot111t<'Wcutive with CBS Badin
Spot Sales, lwac.h¡11artered at New
York cu..
lJ '\ Sou n,o to sales promotion

.urcl p11lilie relations director of
\\ LOL \limwapolis-St. Paul.

H1 n"I. vnn ( Bun) Hnorn: to station
m.1rn1~n of \\"'.'\:\H Hadio in Nor
ristown, Pa.

I
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Evety t.\· .ád,'eí"li?(,'r who p.füJ~~k.

down three dimes for the ~olí\.
issue of Tio.le really got .hfi~h~
worth. That issue lists th.e 1iel~~\~
programs capturing An::rgn~
largest audiences, as i11db:í:i:rtr~ti: ,
Nielsen rallngs, The di:arf ;~I11

handy guide for the ti11le' l!!U:J ·.~
who senses how the .11et,~.odl:.ifal:él
busters ran hníld up a }1t1;geitJ
errce for his own adjH.:('.e:itt t<a

K E ·J o ·1· ·~ "t"" ·T·,,, .~mes?age. .. .~·- .•n~u.J •i· lf
spec>tac1tl,ar de1nous:trati0111)1f;~l
network powered station h
KELQ.LAND TV p]{J.)Ys LO11$' ,11 .·

I '· i.T s···t· 1 2 .·.t.o P.···..-r·ª.'?··· k.ir·i· {!; t1+e:ui~.~) .rshows. And that's what I ó£lll · •
important foot.note t:ó T'i'.rft/e~·
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~TIMEBUYER'S
I'

CORNER
• ~ccpJu~ np with changes nt GU&ll: Hod
MacDonald, v.p. in charge of inedia for Guild,
Bascom ·.~. llonfigli, has announced several
changes in media department job assignments
and responsibilities in the agency's San Fran
cisco office.
O joscph II. Therrien is now senior media di
rector on file Ralston Purina, Foremost Dairies,
and Mother's Cakes & Cookies accounts.
O Dínne Robinson, formerly senior buyer, has
been elevated to media supervisor. She and
media buyer Am1 Rule arc assisting Therrien
on the Ralston Purina account. Ann was form
erly a buyer with Dancer-Fitzgerald-Sample in
San Francisco. (Sec Tirncbuycr's Corner 21
Oetober.)
O Wm, Robert \\'ilson tipped to media super
visor on the Foremost Dairies account. He was
previously a buyer on the account. Kathie De
Haven, senior media buyer, now assisted by
buyer Sue Brown, is responsible for buying as
signments on Foremost. Kathie has also as
sumed buying duties for Mother's Cakes &
Coolies.

~lc<lla.people, what they
ar» domg, buyinJ: and s.arinii
10 December IOOJ

• W&S odds to media staff: Bette Kuufrnann
has [cincel the media department a,t \\'ermen &
Schorr (Philadelphia). She was formerly a
broadcast buyer at N. \V. Ayer,

• Upped to v.p, nt OB~I: Three associate media
directors at Ogilvy, Be11So11 & Mather (New
York) have l>c(~n appointed vil-e presidents of
the agency. They arc Jules P. Fine, who joined
the agency in April, 1956: Clifford A. Botway,
who joined in December, Hl57; and Peter Triolo
who came to OB~l in January, 1959.

• C&\\' media man marries: Frank .McDómdd,
senior media buyer (Folger's Coffee) at Cun
ningham & \\'~1lsh (i\'.ew York), and Carol
Churchill, sales assistnnt at Storer Television,
were married 30 November in Yardley, Pa.
Frank and Carol honeymooned in Palm Beach.

• Bel! rings in radio-tv campaign: Bell Brand
Foods began a radio drive 011 39 stations early
this month, started a tv campaign on ten sta
tions last week, to encourage potato chip munch-

MARY LOU RUXTON:
time to buy and teach
Timcbuyer Mary Lou Ruxton is not only cute ns a button,
hut she knows her apples-ns they might very \\'CH put it
at the Leo 13urnctJ Co. (Chicago) where she spends her time
and buys it for úccounts such as Parker Pen, Hoover, Sun-
kist, and Maytag. \\'ith the Burnett agency 11 years, she was
a research annlyst with the :\.C. Xiclscn Co. for three years
before thaf', working in New York nnd Chicago. A native of
Chicago, she began her career wilh the Commerce Clearing
House, a legal publishing f.nn in that city, after graduation
from Vussar, where she majored in French. In nddition to
her huyíng chores, she supervises the timcbuyer training
section at the agency, teaching on-the-job trninces the art of
buying time by making aetual buys with them. Explaining
her work with tr airrees, ~fary Lou says, ..1 show them how
to approach the analysis of avails, how to work out general
ami spceific problems, and how to use the 'Various iutrieatc
forms necessary when working with the lB~I computer.
And in general, how to organize their jobs and how to de
nlop efficient work habits."
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ing during the holiday season, Bell Brand. of
course. Product is now being sold in a new
resealable package which is said to keep moís
ture out and freshness in. Four 30~and 60-sec
ond spots featuring the voices of Mel Blanc and
Frank Nelson are being aired on California sta
tions KABC, KDAY, KF\VB, KGBS, KGFJ,
KOIL, KHJ, KLAC, KMPC, KRKD, KRLA, and
XTRA. all in the Los Angeles area; KFOX, in
Long Beach; KAFY, KERN, and KPMC in Bak
ersfield; KVIBY in Monterey; KPRQ in River
side; KCRA, KFBK, KGMS, and KROY in Sac
ramento; KDON and KSB\V in Salinas; KCKC
and KMEN in San Bernardino; KCBQ, KF:rvU1,
KGB, KOGO, and KSDO in San Diego; KSLY
and KVEC in San Luis Obispo; and KDB, KIST,
and KTMS in Santa Barbara; and on Nevada
stations KORK, KRAM, and KTOO in Las
Vegas. The 20-second tv cartoon spot ís be.í.ng
carried by K.ABC-TV, KHJ-TV, KNXT-TV in
Los Angeles; KCRA-TV in Sacramento; 'KBAK
TV in Bakersfield; KSBY-TV in San Luis
Obispo; KFMB-TV in San Diego, KSB\V-TV in
Salinas; KEY-TV in Santa Barbara; and KLAS
TV in Las Vegas. Agency is McCann-Erickson
(Los Angeles).

• Ivy Network making hay during holly sea
son: RCA Records has purchased a two-week

HARTFOR:D ST.O'RY IN DETROIT

SPREADING THE WORD.~ rflmC Radío Olart]ord)
v,p &: gen. mgr. ltill CrmCfórd OJ, risiting buyers all
qcroH tlre country, st·ovs i11 Detroit to brief MoCann·
liricklon'3 Judy Atulerson on tlse llartJord· market,
huly buys for JJ1,4ick .llotor$. l;,uoki11gon is Rill Louer,
manager of Mct.ró Radi« Sales 1(/)Nroit), stations rep
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spot sked on the eígbt eellege r:adio statfio:ns ·~f
the. l'Y Network Drive pings pte.,(Jh~fStnréaS'J;:er
lease records, leans hea,vily on £.olk l'ecQ.rdmgs
since they are hits:vílle ín the college market
Agency is Grey Advertising· (New i';pi:k)..
O The New York \V,orld's Fair :isalso running a
pre-Christmas sked on the entire Ivy Ne:t,\Y:Ork
as part of the Fair's push to saturate, the college
market with a special ticket book Gllfor. Agen~Y
is J. \Valter Thompson (New York).
D The eight Ivy radio· statrons are located at
Yale, Harvard, Princeton, Dartmouth, Brown,
Cornell, Univ. of Penn., and Columbia. Spot
buys are handled by the Ivy Network Business
Office ín New Haven, Conn.

• Van Camp ok's record ad budget for '64~Van
Camp Sea Fóod (San Pedro, Calif.). has ap
proved the Largest ad budget In the firm's 50-
year history. Major slice, estimated at ove1r ~.3,5·
million, will .go to network and spot tv. Chic.ken
of the Sea tu1)';;t. products will be prom.oted late
this month on:CBS TV's Danny Kar¡e Show and
Jcu;kie Gleason Show, plus a third show to be
announced. NBC TV's daytime Concentration
and M.atch Game are also scheduled, ·alon.gwith
tv spots in 40 major markets .throughout the
country. Agency is Erwin \Vasey,. R:uthrauff &:
Ryan (Los Angeles). Account is s:uperviséd by
agency v.p, Peter H, Dailey, senior a.e. iS Phil
joanou.

• Bunch of spots for Bonanza: Bonanza Au
Lines' end-of-year schedule of rádio spots n:ow
being aired on 49 stations in Nevada, AxízoJ):a,
southern California, and Ontario. Sked C?lall.s
for an average of 10 spots per week per station,
·t · t B. ' • f. ' ·o promote .enanza s expansion CJ. setVlces m
these areas. Newspaper and sheet posters are
also being used. Agency is Hal Stebbins, Iüc ..
(Los Angeles),

TV BUYIN.G ACTIVJTY
~ Drake 8ttkeries plaJ)nmg a schedule. o£ dqy'
time minutes to reach the kids, in a ~).!sh Fnr
Drake's Cakes to start l J'1nu~ry .for ,39;weeks.
Buyer at Young & Hnbícam (New York' ís Gi~e·
Camerík. · ·

RADIO BUYING ACTlVl'TY
.~ Nestle's Em~rReady De.Lt.o:.eCodoI'lr;e¿{ciyiuga:
seven-week campaign to start 6 JaJ111'a'ty, Dri'>"'e'
will he aired ín 34 markets across tb,e, ~Oúil.ÍI;y,
utilizing late evening mínutes aJJ.d l'Ds, :}311~1rer
is Bob Turner at AfoCaun-Er.iQkson(Ne'.v Y:o;rk).

~ N.estle's candy bars, ·wi.illhe pí:O.n:tQt~dví~ a
drive of morning traffic minutes in ,30· mQ'.rk~Ft:s
on a national basis, Start. cl:até tar the sí!l(~~Ni.e~~
campaign is 6,January. Nct..,vorkn1.d:i.o·will.als,a
be used. Buyer is Bob Turner at ·~lcC'ánn•
Erickson (New York).
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:SYNDIC.AT.ION

l·aroups: bec:aming
:p·<.ro:dU·Clion force

11•..

]lii~tiiltlongroups increasing production and syndication
~f home-grown tv arid radio fare; RKOGeneral seen as
');e·xt to enter field; public affairs sponsor favorite

"l.~.1111 k.IH 111' ol tlic 111.1jor ~1.1-
1 i11111gr1111p..;, t.IH· prour.nnun; pot
~ lruhhliut; '' ith l!nrnlit''i, .rucl a
li)l~•!l\1.•rl11lm-w lor('1' i11 t\ prnd11l'-
1nu .111d "~ 11dirntio11 ¡, Im.·\\ i11l! for
•ii1 l.
'l'ln- rtTt'llt rt'\ i-l.rt iou h~ Tr i.uruh

'uhlil'.1IÍ01l'· ll.uliu-Tv Di\"isio11 ol
1mi1.~ h1°,I\ \ «ommituu-ut to station

f1t1jnp production, ami .ui t•d11c;1ted
1¡ii,l'<lhtio11 J¡, 'l'n,·'ioH 1h.1t HKO.-, .•
1;e;1wr.tl lt.p; .i sinul.rr .111110111H:c'-
Wlll i11 tlu- 0Hi11!!; pniut 11p t lu
t~op1·of tlii.., nsx.rult. Hro;idc:a~li11l!.
k£·' n•.1l11H' V\ idl'11th ;ilihor'i .1 ,·;1-
nnur,

'l'lw \ rnd ('n·.11c'd l1\ t lu- d1·d1u.·
.uu l .u, 1p¡w.ir.11H·c· ni 111.111~ol tlw
.wti\ 1· prnl!r.1111 ~~11di('al11p, ul tlw
I~).)(f.¡ ";1, ¡ll'n 11i1 lt'd tu t., i-.t 1111h .1

II'\\ ~l';1s1111' lwlore llw vt.it iou !.!ro11p
11\\ 1wrs d1Tidt•d to 111n\e i11. l~1'l'illl\I'
lol'a I 011tlds 111·1•d1·d sl111\\' lo '"P
pl1·1111•11tm-twor], f.1n• ;111d lll'c.111-.1·
!.!II\ l'rllllll'llt<li rorcc•, hc•!_!,111\(H'S'
i11¡.! "progr.nnv i11 thl' puhli« iutr-r
1·st." •.•1atio11... ,lo\\ h 11p¡wd local
p11Iilir-a fl air..; prnd11d ion IHHI l!d' i11
1h1· l.ist '1•;irs of 1lt.11 d1Tad1·. \1111
1111'~ lian·11·1 •.•top¡wd.

S1.1tio11" lwlo11!.!Í11!.! 111 rn.ijur ru
dio/I\' groups look tlu- Iirvt 'lc·p• •.

\llllC' !Ire•\ 1t-11d1d 111 li1\c lllOIC
11101w\ .1111.I!.!1t·.1IP1 puhln 11 l.itu rn ...
.l\\,111·111 '' '1lw e .u lv \ho\\\ \\1 11

p11hl11 .rll.nr-, .111d p1il1l11 \€'! \ ¡1,.
"i111111!Ill'~\ h .1111.1.111d 111 .1lio1h .111d
D11Poul .111d C >l.11 • "-ll.111 .1\\ .11d.., r•
f11·111-d llwir e 11111h, "'did t l«- p11h
h'lwd 11·111.1d•., ul ( '011"11•\\lll.111
< hc·11 I l.1111., .uu! FC :e: 1 • •1111111\,11111
,., v. ( :r111q1 lw.1dq11.1rlc 1' 'l.1rlnl !11
111111 11111 I\ p1 odm t • ..,Jr,11ill!.! t l.1
1"0,¡.., .111d t lu- {Ill hll"'' \\ 1lh tJ11 II
,1,1111111\.

Tlw I rend h.1" h1·1onw 'oil \\ 11!1·
'PIT.111, \O .u n·pkd, 111.d f.1\I lllHtilh

( '.ori11ll11.111 l\10.1d1 .1•.•1111!_! rn.1111 ,1
111.qoi .11111111111c1·11w11Iol \\1·1·kh I\
dd111h lur I I lop c11l11111111-.h.111d
Ill'\\ -.11w11.111d h.rrcllv ( rc·.1l1·d .1 rip
pl1'. T}u- tr.rdr- prn., 11·porlc·d t l«
d1·.d "' .1-.!tori. -.11.1idil Ill'\\' 1!1•111
\\ ithout ,111\ impl« .1tin11-. uf ih H d
inm.ut.

Tlw \\,I\ h.ul lwc·11 l1"<l JI\ w.«
i11!..d1rnh1' Bro.1dc.1,li11!.!. 1111\\ Cro11p
\\. w itl: \d1 t·1111111·, i11S1111tl)('r aru!
Span. tlu- Bil B.iinl m;1riondl1• ''"
ic·-. t1•ad1í11t! 111.1llic·m.ili('.,, in 11).)'7

It \\ "' "' mlic.1kd 011 .1 non-profit
h.l'•i' i11 :)() in.irk •.1-; lu-v oud \\IH''...

ll~t~·s't:Lett, BrronpW's s:tevé Mlen .tafb to U.S. beauties: So.viet peasant tarmer surveys her fields in Starer's "Communism R.M. E."

-,



SYNDICATION

five, uucl was followed by six or SC\'

en other educational series, culmin
ating in Reading Out Loud. This
latter racked up a strong rating av
t'rae:e its first time out, eclipsing the
ne twork competition in its prime
trm« slot and leading to an increase
in pre-r-mptions of network shows
in favor of local specials.
Then some amazing things be

gan to happen at agencies. The pub
líe service programs attracted ad
vertisers as well as healthv ratings.

• L

Suddenly, it was sensible to huv, .
non-network public service. Large
sums were allocated by Gulf, All
state, Bell& Howell, General Foods.
Henault Dauphinc, Kent cigarettes
and Pharmncralt when· once there
had been only a few local, civic
minded banks.
Corinthian, Storer and the Time

Lif« stations arrived indcpendcntlv
at the decision to produce. '\To groui)
vet did its own svnd ication, but
' .
Trans-Lux: Television stood rr-adv
and took on many of the projects,
from the Westinghouse American
Ciri/ \\'ar to Triangle's Frontiers
of Knoiclcde«. Almost until this

veur, the product remained UH per
cent public service, but still it filled
a variety of needs.
It aided station image both to the

Commission and the community. lt
filled a lot of station time which no
longer could rely on Sheena, Queen
of the Jungle ..And it attracted not
just institutional advertisers but
soft-sell commercial sponsors to
one-market and five-market buys.

Sy11t.lic"tio11vacuum appears
The best of the syndication firms

concentrated more and more on net
work sale, and first-run syndication
entries grew fewer and fewer.
Laments appeared in trade journals.
Guild Films vanished (and where
was there another Liberace series
with 178 half-hours?). Perhaps the
critics didn't care, but stations and
local advertisers did, and now even
national sponsors were interested.
Falstaff Beer couldn't find a vehicle
for its .SO-marketregional purchases.
In the planning of station-group

program brass was eventual pro
duction of general-appeal entertain
ment shows to supplement public

..• .,

<Jffairsand edu~tion ..Even loJ:tga~o
rél.ngc w:.is the pl~t1to s}'t).drQI
such enterta.ínmenf shows,.since:'eJ
ínitfal .aím }yasto. supply som:et.h1l
for one'smm stations, Before 'V:Í\1
inghonse turned Steve .A.Uen.'inm
group mone}"-tnU.ker,Tttangle
creating a pro(.h.iction \~ingl!'í ~~
anee. cntertuinmerrr with pul).lí~~~
vice, and hopeful I)' capture the bl":
of both worlds.

Unheralded, Triangle. entered ..tl
field this past summer \i\'ith T·Al~'lli
Fo.11r,. an auto racing c¡uél.rtetof.fL1
cíals, and the Little League \.~~~,f
Series baseball games, lt rech'll1!1!f<(
its own syndication o.£Pro:r1U~r¡s·
Knoioledge, which promptly \;,\!:£

Tríangle a top award from £1' ~¡
International Film & Tv Fesit:J~: ¡ !
this falL It announced suc:·bnm
productions as This ls Am&rit:Ja~
color series on U..S. fo.ifs and ~~~i
vals: Podrecca's Piccoli Thea~~¡,,
Christmas puppet special; and 'fl\1:
weekly radíoseries Motor Badt
Rev.iew.
:\like Roberts, who or~anll:~

Croup \V's syndication operatiiM
1961, subsequently 01()\'e(l OV·~f

I¡~

(L), Episode from Triangle's "frontiers of Knowledge"; (r), Time-Hfe Bro.adcast's "üne ~undrnd .M.i11líooDoJI~rs ill Ra:g.s,'' ~er:i~'p'.'



f(~tTnnn .tht' s;rnw ta ...k .it Tr i.uurlr.
fV·llh a tírgn staff. Trianglt.'o; hhw
i•'l.JJU.l lists 2.'> projN·ts Iur H>f>-t. largc·~·l('\'CT undcrtnki-u h) il st.rtinn
;;rr.mp. All an· dt'-;ig11t'd lor Tri-

1•1 f.íJgJe's own st.rtions. lint .rlmos:
>\';Pt\' om- w i]] lu- olf1·n·d for "' 11di-

·aN011.
Ifs 110 ru-c-irh-nt th.it Croup \\

~MJ'\nls» a top winm-r .rt t lu- F'f'sli
M(ifl this ve.ir. \lm1t'\ a\ .dbhie for

llf:pi1t1lit~· productiou . ami ;1 -.trong
ll?iJ.eot;1J .111clmoral cledicutiou to thi-.
\ind of programing .m: h.ml to
t As om' of thr- Cr1111p \\' 1•\1•c11-

'f'S puts it:
"The groups h;1\ e pcrhapo; the

11;'St ~rasp of the rc>olitics of tmb~·\
pnor p.ro~raming stoekpih-. Tho Iea
tin" film shelf is shrinking with .1

':m¡:¡Jity that dictatcs imnu-dintr' re-
1llll!ccmcnt from telc\'ision's own re
\Ql.1tces. Syuclication half-hours and

1•1l:f.•network hour reruns aren't num
':i;<;í!lS cnou gh tn cas<' om worries

1ihn11t 190.'5-o-7-and-S. That is win
1'llt of th.1· I() import.mt o;tatio~
~tmtp<. arc· proclucimz hoth radio

¡ <lil(ll trlc\·ision shows for °'' nrx] sta-
inmi;. Self-syndication is a natural
"~:ol11tio11step to amor! i11• co"h and
nro11rac1' profits."
'J1¡,.;.0 Cencr.rl, nnc of the .uro11p...

''J:1l:c•,rin~ production movl sl1m·h
r:ul cautiouslv. is rcpnrtccl reach tn
m.lm1e<' svuelieat ion in 1!)61. Its
1:t+urt m.iv \\'I'll he- the Toscanini
~;t;r,·rnnrinl Concert. ta¡wcl in Carne-

11.!J!" U.;111 in. the snring at .1 hr1wfit
n 4'~U.'c thf' Svmnhonv of thr- \ir.
h<;> rnnestros old orclu-str.i w hich
;1'QP'i f'\tinction. Th1' public rcl.i-
~tlUsadv:111tagcs to t his goocl-cle1'd
~:l:Pr:ns.t.,nnd a nrojcctt-d luu-up of
t~'l;BClilmrn. Holwrta Pdt'Pi, [.m

1!~ttC1c. Oo11!.d.1s Fa irb.m h Jr .. Cc
,:utt- Siiepl. Cc.le,;!1• I,lolm. plm ,1

Jn~:rn !:'·cntimcnt.1lh - grc•1t narnt'"
M~T'itlehc PMI coming out of rt'!irr'
.~:~n.t.tnakc it ;1 o;tron g c11ltm ,) J.
:~ptr-..'J:JYl.'!hidf'.

Trn:rl;i,t:i:nn~11ly. group1s h,1, 1' 1·11-

Jr!,\ld .thc .an·na wit h en Itllí•l1 .,pr -
·~T~,~1Jthis k.imL ( lknw1nlwr \\'cs.t
~iltw.tk~rand Tk111111Cnc1dnw11 ni
ir;. IS·n,1.~sf.'ls \\'nrfrl's fuir. "'hich
rvd \\Íth its comhinafinn of cdu

•\tl'J@n, hi.o :tml snci;1] n•sponsihil
/\~') Co:rint.hia11 did it'' ith the I.lle
r.t.rr~\idf'nt KPnnclh-'s In;rng:ma lC.1!.1.
~lé''f'T mixt11rr· of hi<;Jon. f.l•d1-

i~I")'f11~and drama anmn!! tlw hich

.11111tlw 11111.!hl\ 111 \\ ,1,l1111gl1111
( hw '' 111pl11111of tlu- l.!íll\\ i11!.!i111-

pnrl.111C·1• ni grn11p-. i11 pn alucuou
.uul '' 111l1e•atio11 ¡.., tlu- 1·n·.1ti1111
.1i1<l/m t•\p.1mirn1 of ,,dn, prrhlic
rr-la t ron-. prruuntiun ami .,~ udica
ti1111 dq1.irt11w11h J·:,1im.1t1·s '"u~
from IOO to :200 Ill'\\ t'\1•c·11th·1· pos i
t ious lwim~ t•-.t,1hJi..,Jll'cl i11 tilt' p;i't
thrt•t• \1•ar' .1s .1 d in-ct n-vult of
!,!r1111p prrnlrwti1111 adi,·it~·-.111cl this
dot'" 1111!iucluclr- jt1h, c·n•a!t•cl in tilt'
prour.uuim; dqlartm1·11ts.

St.Ilion groups gctlt'rall~· d1•11y it,
•.inn· tlu-ir ..•t.itiuns .m: 11ft1·11affili
.1tr-cl " it h t lm '(' t v m-t works, hut
tlu- 1111111lwrof m-t work t v pn--r-m¡»
t ions in choict' t ime is cl1·<;tin<'d to
increase ,fcadil~ .• is more· stntions
vcheclul« local .md group specials.
\'JP\ think that s1mwhow t lu: indux
t rv "ill h-aru to lh l' with this. aftt•r
.1 short period of prr-ssurc phone
call" ancl mr-mos. They point to last
\T;1r'._ [nrur over clc•crcasecl product
protection. now this yC'ar\ ancient
history. as t~ pica! of the hricf. ho¡w
lt'"" n•si-;t.11w1• t o industry cho nzc.

Uatlio is pnrl of ¡íl,,,111i11,:
Hntlio take,,; 110 back seat in group

programing blueprints. The seminar
hosted in :\f'\\' York h~· \\'esting
hn11SP l.ist foll proved it. After initial
am.izemcnt that 60 1•xec11tin's would
even sit do\\ll for ;1 whole dav to
clbcw;-. programing. it pr ovidr«] a
g1•1111i1w shoe], w lu-n 1•ight :\e"
York r.rclio st.rt iun man.l)!t'T" pn-sr-nt
.1greccl 011 tlu- d1";p1·rat1• 111·1·d for
f n-sh prngram Lm- to lu- inserted.
110! as xnlivtitutr- hut ;1\ o;11ppl1·11w11t.
111!0 11111,iC"-;111d-t1C'\\'Sformat.

DPspil1' fp¡¡p., t h.it advertiser-
111ight not financt' a radio pruaram
ing n-nniss.mce, tlH' particip.mts of
t h.it sur prixint; scmin.u plcclgcd
th1•nl'.1'h·c.., to p11rs1u· a rt•ví\·al of
classic l'Olll!'ch- ancl clram;1 .;;cric".
de\ l'lopnwnt of 1ww chama .111<1
o;pnrh "how ..••lllcl more• 1ww ¡mhli<'
"''f\ iC't' pro{!r;1ms.

In tlw t•n:miug y1•;u, Sl'\ 1·ral do1.1•11
radio srric" \\Vrt' implf'nwntccl In
\Jct rnnwd i;1. ·rria n \,!:le. Corin Ihi.111
.md Croup \\' .. "·ith 11pcrnni11g 1·11-
lrif'-; ;1n1HHllH't'cl In J\11<,l Cr.if!.
Trigg-\',111glm .incl otht•r -.rn.11lcr
crnnp-.. P.1rticip.1ti11g ,pnn.;or-. ;1n'
.1pp.1w11tl~ plentiful.

H.1din .uul klt•\·i·-don l'nmhi1wcl.
-.t.1t.in11 groups "ill prod11cc ,1n im
prcssin· 1111mlwr nf honr' of pro
graming thi' '1 .1r Tiii' "'tim.1tecl

tot.il for Cro11p \\. for 1•\,1111pl1\ I\
CJ~() hrnir' tlii, \lº,lf, 111on• th.111 l,l,00
hour-, 111•\!~1'.1r if .1 prop1,.,1·d t-.1rh
11111nd11g ...trrp 111.1!t'ri.d111·.,. 'I n
.111glt•\ 011lp11! \llfJM"-«'\ .iJJ IJI<'
\!íllllJI' coi11l1i1wd, a I•J(i.1 tut.11 of
(i,:J lí hourv, pri11dp.ill~ clur- lo ih
am-Im d.1ih t.qw \l'f\ Kt' for .111to-
1rr.1tt-d •.•1.11i1111'

Tl«: l!JGI pn xh n-tinn a111l "'11di
t -.11i1111 pl.ms a' 1-r.r~t • .')O p1 ·rc1·111
11H1n· Ih.m !Dü.1 ;1111011e; !Iw h-:ul in g
c:rrn1p v. írrll irnp.rct 11f \\ hie Ir ¡.., •.•till
to n11111·. 0111' 11~-procluct i-. munut
i11g pn·.;-.11n· r in t lu- :'\.1tim1.d \c.111
t'lll\ of T1·lt•\ ixion Arto; .mcl Scicnct>'
to opt·11 E111111y aw.ire] r.mk s to
grrn1p "hº" "· which could o.;0011
hn-uk tilt' uetwurk dnrni11.111c1• of t lu
;1111111.d pri,«: vtrut-turc [or informa
ti1111.d ...t11m v. \1111tlH'r ¡, .1 clivcvrn
ahl1· imprm·1·1111·11! in prour.un qu.il
it~ uvr-r t lu- past fin· ~1«1rs, ...1i11111-
latr-cl h~ grmdng eorn¡w!itio11 ª"
much ;1" .myrhíru; t•hc.
\\'ith sn m.mv group.;; now t.ik im;

tlii~ production-svnclicatiou route>.
non-u.-twork produet iun lonkx !ti

t•dipSt' the' p.rlmv old svndicat ion
day-. as .dway" a -;11ppl1·m1·11t, somo
timc.; .1 threat, of!f'n a 4'011rc·1·of P\

c-itr-uu-ut hoth to t lu- pulrlic .111d the
ach er! iscr.

It ¡, no\\ gi' in~ ...t.ition n·p firm'
fn•,Ji .11111111111iti1111.w ith ..;1·,·1·r.ilreps
notinu that .1gt·nc~ nnd .ulvr-rtivcr
responst' to gro11p shmn h,1s ht·
c·nnw '\teach and lll'altln .- ",1

gnn' inc; f.utor in ;illor...,11iou-."
"n-allv hot" .uul "a casi• of wc-t tiru;
t lu-ir f1•1·t. and s.ivinu 'Coull' 1111in.
the \\,1it'r\ flnc·.~

\\'ith n.irv an .mt i-tru •..t dond 011

the horizon tlu- crrn1p.; t lu-m ...1·h-c'
t'\Pl'd 196-1 to lw Thr Ye.ir. Tlw\
f1·1·l tluv'r« Im·" inc:. ,¡..; rn1t· o;.iid.
"t 111'chic ken 'ºllP which "ill tHllH·

i..;h "" .111." and rn1111·of them ¡,
\\·orri1•d th.it too m.1m· ('onk..; c-.111
n·:1lh ...p11il tht• tv prnc;r.1111i11g
hroth. fl'

'\ OTE: />u M¡,..,,j Joir.~nwl tr .~,,,,_
1·fol i'l't•llls .~lioirs prmlurt•tl b~·
imlfritlunl lontl .~tntion.~nrr nl.~o
.e u inine I lw llH Ii 011nl .e¡wt I id1 I
tltroucl1 1<ilutio11 rt'¡> rlw111u•l.~. nrul
¡mrallt•I I lit• nrti ri '·'· rt' 1mrl ,.,¡
nbo1·1·. for Jnrtlirr drtni/.c, 1iit't'

stor~ i11 ••Stntio11 Nr¡1rr~w1Un
IÍ1't's·· .H·rlio11. tl1i.~i.c.~ur.¡wr:r 37.



SYNDICATION

Thomson

MGM-TV ups Israel,
sets Thomson in sales
\IL\1-T\', in two moves related to
its current -.ah•s expansion program,
has appointed Lou Israel to the
newly created post of administra
t ivr- assistant in X. Y. to Ieature
films-s\ ndicutr-d sail's director Hích
arel A. llarper, and added Jim
Thomson to sucevd Israel as south
c-rn sales manager.

Israel held the southern sales post
for the past two years, operating out
of :'\c.•wYork. Prior to joining \IC.\1-
T\' sr-ven )'Pars ago, he was with
NTA operutions for several years.
Thomson, who joins the company
after five years with Screen Gems,
will maintain .\IC.\1-T\''s sales of
fiu· i11 Charlotte, N.C .. where he
resides. I le has been in southland
t\ sales and station opcmtions sorne
12 Years.

NEWS NOTES

Puppets to :l:l stations: Thirty-three
stations have bought Triangle Pro
gram Sales' one-hour special, Pod
rccco« Piccoli Theatre, in addition
to the six Triangle outlets. The
color show was produced in Philu
dr-lplriu at tlu- studios of \\'FIL-T\'.
TllC' station lnu-up: \\'FBC-TV Al
toona, \\'BAL-T\' Hu l t im or c-.
wx BF-T\' Hinuh.nntnu, x. Y.;
\\"C\'B-T\' Bristol, Te1111.-\'a.:
KIISL-T\' Cl1ico, KKT\' Colorado
Springs. \\T\':\ Columbus. o.,
\\ ESI 1-T\' Da, to11;1lk-ac-h. 1'BT\'
Drnvr-r, K\' \L-T\' E111.~v1w.On-.:
"I E\l-T\' E111·l·b. c.ur. \\"T\'\\.
¡.:,un-ville, lnd.. KFHE-T\' Fresno.
k:HE.\-T\' Crarnl J1111ctio11,Colo.,
\\:\I IC-T\' :\1''" I l.rvc-n, l\:PHC-T\'
ll1111slo11. \\'L\\I l m l iu n u po l is.
wt..YI1-T\' Lanc.istor, Pa.; x.vrv
Little· Hock, KOHK-T\' La-. \'c~as.
1-..TI,\ Los \111.!;<'lc·-;.\\"I L\S-T\'
L1111i-;\'ill1·. KBE~-T\' vl e d f o r d
< >n· .. \\ I,\( :-T\' \.,1•d" íll«. \\';\BC-

I'V :\(•\v York, \VTAH-T\' ~odulk.
\\'Fl L-T\' Philadélphia, \\'CSH.
T\' Portlaucl, .\.le.; KATLT Portland,
Orc., KOTA-TV Hapid City, S. D.;
KOLO-TV Heno, \\'DBJ-TV Honn
oke, KCllA-T\' Sacraiucnto, KCP.X
TV Snlt Lake City, Kü~lO-T\'
Sc-attlr-, KELO-TV Siü\1x Falls,
S. D.; \\'THF-T\' \\'heeling, \V.
\'a.; \VSJS·TV Winston-Sa lern, and
KI .\IA-TV Yakima, \\'ash.

For AA-TV: Allied Artists T\' has
added sales of its Exploitable Pee
tutes at eight more stations, bring
ing its total markets to 59. New
purchasers are \VTTG Washingtou:
\\'BNS-TV Columbus, O.; \\'TTV
Indianapolis; KCTO-TV Denver;
\YZZ:\l-1'V Cruncl Rapids: \VHVA
TV Hichmond, KAVE-TV Carls
bad , N. .\l. : a n cl \ \' K i\' X-T \.
Sagirnl\\'.

First-run marches on: Official Films'
first-run Biography series, now in
its second yem of production, has
registered sales of both years' epi·
sodcs to: KID-TV Idaho Falls.
\VCCA-TV Columbia, S. C.:
\VATE-TV Knoxville, \\'SAZ-TV
l Iu n t í n g toir-Chur leston, w. \'n.:
K\'IQ-TV Enreku, Calif.; KHO:\
TV San Francisco, KC.MT-TV Alr-x
andria, .\linn.; KOTA-TV Hupíd
City, S. D.: KTBC-T\' Austin,
KOB-T\' Albuquerque, KXAB-TV
Aberdeen, S. D.; \\'PSD-TV Padu
cah, KGNC-TV Amarillo, KFBC
T\' Cheyenne. K0:\0-TV San Au
tonio, KO.\IL1-T\' Columbia . .\lo.:
\\'OOD-TV Cra11d Hupids: \VO\\'-

TV ÜUJ<.llUl¡ KHMT-TV, BeaüJfl.(iJ"!tll.r1

Tex., l(f.\JA.,'fV 'Yakima., \V:a~1h
\\'BBL-TV Coh11nbü~., (}'~.,
\\.'KO\\.'-T\~~'\J;t:di.son, \\'is,

Ho11e films uild eii~frt: Seven ]J:~
Hope motion pictures,. d istrihut~J,
by Alhed Artists TV, hm·e been
111eight aclditioo:1l matkets ..
sales were tü KLAS-TV, Las Ve,g1~~
K1,\,K·T··\r ·p1 , • . '·.. \.·1'·K"~!~: '~"'- ., . .1o.enn:., ' .....·1' ,,;>¡;·- ,..,, ~,
Saginaw, ~Heh.:KENO-TV, Fa
WKZO-TV, Ka.larnaz:.oo.; J(.(
'rv. San Antm1io; \VI\E~-1'>~;
Hoekford, Jll., unr] \VDAF-'n
K<tÜS<tSCity. •1H

de

¡·I
. :dN EWSMAKE.~·.S

. ... --11~
Xo..R~IA'°' LotJY-\U ·S. creen ·P.t>:11i., •.•~.. • . • . .\;;; ·.• ··.. ' \..., ~~~\Jel ~t

µ;imeral manager of station bt¡l,i?,f~.
tions, signed to new, long~tertíl•~t_.1

*!tract.

KL.Al's J. Ll':il,\fAK', f(Jrn1erl~~'·
CBS TY. to Tnn1s-Lµx TelesMw
Corp, as production sl1perYisor..lIm!t1
initial assignment is Jfoek ~--"'JltJt·
For llíre.

·,;

A sn·m· from "Scpurute Tahlcv," ouu üf 4{) JL•:1tht'£,s.·Íh V1tÍti'.é1;i\·r1!1:~1t~1
"Sh<nn•:t~t· ::r' paekngl'. "Showcase 2. t\t·l.~·u:s.~·.dht n1id-f'l.'tt~''l'!Uher:. +s ~if+
ready sold in 20 m.rrketv, \l:ull' up l:1r~efy· of p.ost-Si's,, tlte 1!)ack11•!§P: in-
clude-, such titles :u ººThe fogiti\·l' ~iüd.'º "H111>r>SAtlHh'l'tsªt~·~··''Jll~'
lbdwlor l'·art~:· "Tnljerjl the \\'ind/' "\h1h~ ~líc,,·k" 1Jnd ''Trnp:~"1,£"

20 -market score for ·~sho.wcas.e~.''



lrcSTATION REPRESENTATIVES

,:BL.AIRPUS.HES LOCAL SPECIALS
1·~ep firm's ''Speclal Projects Division'' counters network trend
,11:!'1 participations by selllng local· level full sponsorships

11:º,f community-angled documentarles, news specials, sports events

1·~1wo11K t v "eueroacluucnt" i11 tlu
:-.pot area through p.ir ticip.rt iou

!ífü~r~lrns is somcthim; m;1ny st.rtirm
•1•¡·:·l'.'P"ha ve long n 'St'll t1'<l. .\Iº" t I~ .

'~r;]>scompete \\ it h m-tworks for l\
td dollars \\.hid1 could ~o citlu-r
•\'.t~··--i11to ,1 spot campaign or into
,! drop-in network particip.rtion->
1od .Üg11n• that it's part of the cum
~~titin• picture, win or lose.

lh1t at least om- major n•p firm '"
~Hh11J;hcvond this oompoíition. and'II. .. .

I n'lfl: launched a sah-s-uml-prugrum-
l,l 'n~ project desit!ned tu co111¡wt1•
_, ~~~1Jh network t v 111 an art'a Illll't'

'I '!íil,l!'idned purely ;1 network prov
' '!\íée: [ull-prournm xponxorxhip of

1'1l(·t"l'ilit!t'. puhlic-nflairs specials.
Blnir Tclevisum is the rep firm.

,tud the program sales are lreim; de
. ie'lopecl and promoted through
);foft Special Projects Divivion, au
;!ffshoot now lrittim; its stride aftn
\~'ll-yt~ars-pl11s of development.
"Thcres a gro\\ inµ awan-m-ss on

h~· part of national unrl regional

.ithvrti-.1·r... that 111.111\ 111.1rkd111c;
pruhk-ms are rcc;irn1.il .uul local i11
d1ar,\Clt'r.'" s.1~s Hulph Allrud. who
111'.HI'\ the Hl.iir di\ iviun.

"This lia-.ic 111arkdi11!.! prol il.-m
ln-qm-nt lv mils for spt'l'ial alhcrtb
i11g w1·id1t 111 lu- pbct·d in .1 loc.il
lcn·I c.unpuiun to l iriuu ...ah·-. i11 lnu
w it h na tioua] a\t'ra!.!'''·" lw ;1dds.
"Tln- local c.nnpaiun c;111 lu- a spot
<'ampaign u"iug dioicc adjacl'nc:i1·-..
hut th1·n.'s unotlu-r path \\ hieli can
lx- followed. That's wh~ we're put
ti11g m-w cmpliasi" 011 t lu- s.ilc to
major advertisers of 'local 'l)('<:i.il-.'
on a year-round ha ...is."

:\ational i1lh-crtis1•rs arc cnlt'rin!.!
the picture at Blair Spccin] Projects
Division, p.rrticulnrly those- "110..,c
markctinu setup cn·ates a series of
si-mi-autonomous regional .m-as.
.\nmng the~!' :llh-crtisi11g hlue-chips
w hich han· hcc-n ;u:tin· in buying
specials created h~· Hl.rír-rcppcd
vtutiruis: \\'anl and Continental
Baking. Shell .nul I lumhlc Oil,Do\\

lllnir'» lfol¡1h Lllrtu] Ji,.,,,¡, fin11·, ,¡¡, i<11111

11'11irhis ¡111ttin1Zm•ff em phnsi» on int rr•1v•tl
<¡11rnwr itlrntifin1IÍ11n 111t r stut ian ¡,., el

1'''lf\lle.wOrle,ans At Large" Series of Special Pro grams Sept., '62 - '63

DATE TIME WDSU-TV RATING WWL-TV RATING WVUE-TV RATING

·~·WM 9/17 /62 9:00-10:00 PM HUEY LONG PART I 36 7 Wonderful Nights 19 Off The Air o
~h:tJr 10/18/62 9:00-10:00 PM HUEY LONG PART II 31 Alfred Hitchcock 16 Premiere 10
litt 11/ 10/62 6:30· 7:30 PM HUEY LONG PART Ill 16 Jackie Gleason 22 Roy Rogers 12
"t:t'.IJr 11/22/62 4:00· 4:30 PM A DAY AT THE RACES

i~t 12122/62 7:30· 8:00 PM CHRISTMAS IN N.O. 15 Defenders 25 Mr. Smith Goes to
Aon 12/31/62 9:30-10:00 PM NEW ORLEANS AT LARGE Washington 13

:full'( 1/24/63 10:20-10:55 PM THE DOCK STRIKE
tett 2/25/63 9:30-10:00 PM MARDI GRAS 24 Mardi Gras/ Hammer 18 Ben Casey· News 15
u:e 2/Z6/63 11:30. 2:30 PM MARDI GRAS 23 Mardi Gras 7 ABC Daytime
a:r 3123/63 8:00- 8:30 PM WORLD OF RUSTY STAUB
1on 5/13/63 9:45-10:15 PM MOON PROBE 14 Mike Hammer 18 News Sports Weather 8
bü't: 7/ 4/63 I0:30·1l :00 PM POLITICS IN LA.
ri: 9/ 6/63 6:30· 7:00 PM FOOTBALL FEVER 11 Rawhide 23 Cheyenne 7

IUJ; f'oinc1<l1·11t11l U at in e»

JI



STATION REPRESENTATIVES

B'casl CleClring H,ause
goes. out al b1.usslness·

Chemical, \lt-nh·y Ix jaun-s, \\'cst
em Electric, Vlc-ad-jolmson, plus
om· of tv's top clients, Ligett &
Mvr-rs.

:\-; .Vllrucl sees the principal ad
' .rnta~cs of such station-produced
prol!;ram huys, they are:
~ :\ gain in sponsor identification

for th« advertiser, a factor often lost
in the shuffle of network participa
tions or a routine spot campaign.

~ :\ chance for the advertiser to
develop special commercial ap
proaches which link closely with the
type of specials package purchased.
~ An opportunity for local in

store promotions, community iden
tification, increased prestige with
local retailers, year-round spot tv
rates and promotional support.

Interestingly, a number of major
tv-mincled regional advertisers have
bcateu national advertisers to the
punch at Blair Special Projects,
buying as many as 18 local specials
per year in large markets, and 12
annually in smaller tv cities.

Blair checkups have shown that
the local specials, scheduled cur
rently in. about half of Blair's tv
markets, come in at cpm's of "under
$3.50," according to Allrud.

The Blair operation is not a form
of syndication in local tv. Allrud
and his associates are, admittedly,
not in the program planning busi
ness, but they have cousíclerahle ex
perience in the field an<l act as
counselors to stations seeking to ex
pand their own local public-affairs
programing. ("\Ve want to be valu
able to the stations and to adver
t iscrs. We want to contribute ideas
to stations as to what they could
cover as material for a series of
local specials. \\'e are not, however,
prour.nn specialists," is how Allrud
puts it.)
The station-produced specials,

11s11all) dealing with community
problems or news C\'1•11tsof stronu,...,
local intcrevt , frcq1H'11tly pull ím
prcssiv« r.uinas against network
competitiou ( S<'<' chart for track
record of om· scru-s of specials in
'\.1·w Ork-ans, on page 57).

'"\\'e hav« fo1111dlittle rr-al resist
;111e1·from agt'ncy 11wcli.1people
.111daccount 11u·11,"suvs Allrucl, "In
L1ct, tlw more agt•uei;•s and udvcr
thl'r'i think about thr- valur-, of lniv
i11g fu 11) -spousorcxl com 11111nit;._
.uiuc-d sp<"cial._,the l<'ss n-sixtunce is
0H1·n·d." .,,,.

BHOADCAST Cu~AmX'G House in
.:'-:cw York, a hopeful solution

to the paper jungle involved in
radio tv timchuyíng, has gone out
of business. The organization, fal
tering' for some time, finally decid
ed to discontinue services this
month. Notices were sent out 6
December to all rep firms and agen
cies involved.

\ Vorkíng through the Bank of
America in California, BCH han
dled station and rep billing and
collecting, and agency disbursing
of money. Although BCH started
out with radio in 1960, it began
handling tv billings in June.

Lec ~lehlíg, president of Broad
cast Clearing House, says the com
pany was not able to make income
and outgo match. "Over 850 rep
firms, stations, and agencies were
involved and the system was just
too big to keep going without more
capital." ~lchlig estimates that
from June '62 to October of this
year BCH did in excess of $10
million in total gross billings.

Only four rep firms were actually

¡31

contracted with BCH, accotflm •r:n
to :\·fchlig, althoógh .the comp;áll
worked with ahouj SO, litii<ffnli i

through Guild, Bascom.& 13?p:£li~l ~.
BCH' s one agency client, O.f ¢p.1 [,\
four rep firms contracted, .M.@Jhli~ :'],
named only three: ~f.eeker, AN:'€11'J !.(
Knodel, arid Sav.alli/Gates. ··11

Bccnuse the system was so Jni:r1 :1·
unte there were many mii1s;b¡,il,~
made in the beginning, discaut~m::i
ing many firms from joinírr~,
cording to one industry spokesma.

Several large rep firms !®B.
stated the ide~ couldn't 'vofk1
executive at Katz, one of se'\'"~i;;1
doing their own hilling, safob

"The problems involved are ~r
triente enough as i.t is wit.hoot d.nit¡_,
ging; in more people. You ,~a.l!i
superimpose another staff oñ t&.~
involved and have it work ptl,r~;."
as a mechanical appendage. :R?fa
buying is a mim1le-by-minutetlp4l,
ation. You need very close ·co:C1.p.~
ation. The idea can't \Vork, TJ1
proo·f· of the pudding is 'füa'.t· II'!!
didn't work." ~,

Savallí ·Gates was rcporte<;,ll~'~~

WELCOME TO THE CLUB!

~ e•"-- - j

",i#' .•. :::: I . ,¿
y \•· ·. I·. . . "~
tr'

---

George Elliott (Center), western. sab~sn.tgr. for Bt.tsch l3{1\';!lrl•:i11 n.nil m.cm~
her of Anhouscr-Busch sales organization for nc.arh· .::?•a >•,citrS., t1ñcJS'.e:nt:s.
Bnsch Bavarinn tankard to Burt S. AvcdM1, v.p.-gcn. mgr. of 'Sg~.n1i§Jr•
language uhf K~IEX-T\' Los Angdcs •. m'ltrkfog sigüitt,~ of oilc•y'Mr
contract ª' major-sponsor of \vcckty tch,üa•!<.tsQf boltfü;JtJs and ~t>cc~r
111ntd1l'S,Bu~· represents almost two foll lmur~ !I wv.:ck,;,\t :(i¡,t.h:th l~t»}I
Porter, "·I>· of Carduer. Busch B:1,·11rillha~éf\é\·~m:ul ütSF· of L.A. ollf~ll'



1r'l{t rq> fin11 to c-ontrnet for tlw
Cll s1·n·it·t·s. .uul t lu- 1111ly one
ii· t-ru.oll all its statiorni ... Th« co111-
{Tl\' lutncllccl nm la:.t hilli11g ror
.1'.t' 'u11111th of October uud then l.1.sl
1•vk ad\'iwd us ami tlu- otlu-r
Ül;~ involve-cl lhat \\'l' 'd Iw 011 011 r
~"u aflt'r t li.rt, s.1) s its president.
If' Kt va Iii.
"The theory behind the Brnad
íttsl Clc•aring I lrn1st• was rh-siruhl«,
it ll1t• c'\1,e11tio11 was quit« com
'l~x:· hr- adds. "The facts wr-rt
t!5:~1·dou from tlu- rep salesman, to
s;i;:'l<·n·tary,to tlu- hank. to the sl.1-

1•011, and to the a gene\'. Somewhere' .
rrf:lt1g lile line there was oft1•11 a
··r:i\;'[takL\ xouu-thrn-s at the hank lw-
4·1riw tlu- wrrnu; data was fed into

cmnpntr-r, thus passing it
'ó.tn1d the circuit again. \Vhen stu-
11•rs n·c·t -i 'rd the ma tvr iu I t h1'}
t<:'I! forgot to includr- certain data
11~1.;t sig11t'd affü);¡,·it. naming t lu-

1t,t\•ítt'\' wonlt] not han' all tlu- ma-
1

1tihl ·~111y\\'ay and just put tlu- hill»
iilr.
"Tln- method was tt•rrihl~
t~:i;iuhled, hut l fel'I the~· wt-re
~'.inning to cnn1t· 011t of it. BC I I
í:d inserted snuu- new elcuu-uts
t:ft th~·svstern that would C\'t'11l11-
l:§:work. For one thing, tln·y put
1,¡¡1nditor in tlw hank to clu-ck
,P fignn•s Ix-Iore tlu'y went intu
(i' t•tm1¡mter. ~lore stations and
i,~l:!J'it•swr-re lw~in11i11g to co
,,fi',f~Ht'.although most were seep
,.,¡;¡ in !ht• b1-ginnin~." says Savalli,
éh'tt' agl'llC'~·. Guild, B;tscom &.
H:tA~li, liad even gh·en BC: 11 a
"ltlKt by s11hscríhing to the system
t'O)St>Jn•s.
"1"l1e failure of ílCII was not a
s'!l ·of hrnwsl)' or inu-ur itv. hut
.!'( f11e system was too complex
d, tho: stations, es¡wdally. could
1tl1andlc tht• work," sa\·s Savall],
l.~'M't¡nitcd cvcryon« to

0

he on his
·~"'$oll l11P time. \\'e have been
t'h the system since j.mnary and
t:h'i1ll·N the kinks were j11st co111í11g
1t."

IIi'hé?' !<rstem had cert.un udv.m
l :!ltt~l>.d¿!iJ>itt• the fact that a great

1 \ti of C'Xlrn [Wrsornwl hecanw in
h:·t'<l. s.1\· intlustrv 11w11. For om·
tn;_e;, a.n ~lJ~t·ncr tl;at was doin!! a

, 'Id,º.:\"}·.··• s~)Q·t·.·...radio. c_an1···l.·1ai~n."·c1tdd, t n hill for many stations from
I :re:• central point. The Bank of

l\ér;ic.I. The more reps that signed
1 :ror the service the less book
't'l1:°fn~ ii1volwd for the a cm cv.

:M,Ifl"piu
Billhdpatvd

f~1ar:e our .~;t
~~lf,i:a~'.01wM\}!·gpf:íeQUI~oc

·grt)gf:a:fD·st;fQuldddi.ve.r .. In ~le~ of
;&'n:or;S trnj {1·e;~~:11nc1'~1·wtncbma~

)i,e in1~!Medl'n ítb:e sou ..r~· method~
a:o·d~mt lld:yn~s"Uil!d to ·arnv.e at

~ ~tn'liat~.n'$'ither.RKO
·GE;ltetalrll!!r anfof its

rfi~!~n.tative'~~ouchfo.r
;'he ~~.r.aC))'.of .llfie
~ ~'~l'~s.

RKO's ratings disclaimer

Hl\O Ccnernl Broadca\ti11~ )intimml Sált•\ ¡, t·111plo~·i11r.:theve "wuoden
dollars," <111which a rntinr.:' disclaimer ha' ht'l'll impr inted , to call at
tent ion In rnti11~ inndcquuciev. A spokcvman for the or~:min1lio11 imli
catcd tlint while printed disclnimers-e-vneh ;I\ tlin\l' 11.,l·dh~· mmt hroarl
l'tnh'rs 011their data ~11hmillctl to ad a~l·11cic,-<·m1tir111t• tn lw 11et·t•\\;1ry,
thl'ir purpuse i~ not lo refute audience rvvvarvh hut to lri1.d1li~ht ¡¡, lack
of prn·is<'lll''~ . . . 111111till' wnndcn clnll¡.rr' an·c1111pli,l1 tlil' vamc cud

.\ll'hlig aunonnccd that all hill
inus negotiations would he com
pleted for October. \lost of the
111011ey involved has been clishurs
ed, and it should all he disbursed
hy the end of the month, lu- said .
.-\s of today, ;rny bills from stations
that come into BCI I for the month
of October will hl' returned aud
the stations will h;1\'l' to send them
di n-ct ly to the agene~· t hc111-
s1•l\'1's. Billings for Xovcmhcr broad
eash will he prepared by st;1tion'.'>,
or by stations' a~cnts, other than
Broadcast Ch-nring I lous«, 1"

Metro TV Sales adds
Moses and Hardison
l l.rrrv .\loses has Ix-en named di
rcrtor of station promotion ami ser
vices for vletro T\' Sales, :\t·wYork,
I le was promotion director for
Metropolitnn Broadcastiuu Tclt·
vision's \\'TrC in \\·asliington, D.C.
Prior tu his association" ith \\'TfC.
~losl's was director of ;1<h-ertisi11!,!
ami pulilicitv for Fihnw.1~s i11 ;\l'\\
York, ami before that lu- was ussoci
.iu-dwith \\'OH radio .111d tvlcvisiou
in :\v" York. In hio; Ill'\\ position,
he will he rcsponxlhlc for devr-lop
hi!,! prmuotions and promotional
s1•f\'iccs for the stnt ions n-prcvcntcd
h~ ~ldro T\' Suh-s .uul their ad
vi-rt isers.

I Iurrlivon

l~d l lard isou h.1-; lw1·11 11.m11·d

m.uunn-r of th« l'hil.rdclplu.i offin·
of vlr-tru T\' S.1h--.. \\'ith \.. w.
\yl·r in Phil.uk-Iphia for t lu- p.is!
11i11cyt'ars. he hn11d1t Iinu- on such
accountv .I'.'> D11Pont, Br!'d,, 1Iills
Brot lu-rs. johu-on & Johnson. Sterl
iru; Drut; .• ind \ll'nley .111d j.uncs.
Xlc-tro 1Y S.tl1·' h .1 di\ ision of
\ktronwdi.1.

NEWS NOTES

:\cw 'tr reel: .\ IH.,,. video t.ipe
spot commercial or -hort prour.nn
inc; red and self-shipper 1~1\ h,1\ e
ht'l'll developed h~ :3\l. Thr fll...z.
inch "Scotch" reel hold-; 750 Íl'd
of video t.ipc for lO m11111k" of
record inc; ti1111· , .rt l.) ip-). I lich
impact pl.isti« 1111 the n-c-l e;11.1rd
.iu.nnst phvvie.il .,Jmck and \\ .1rp
iug.



wwoo
salutes

\1Vashington' s
finest

011 July I, l8'18, in an elaborate
ceremony, the cornerstone of the
\Vnshingto11 l\lo11111.nc11twas laid.
Four days later, the Washi11gton Gas
Light Company \HIS granted its char
ter by Congress. Today, company
president Donald S. Hit t ingcr directs
nctivitics that would have seemed
iuercdihlc i11the days when gas lights
wore a familiar sight 011Washi11gto11's
streets, About a half million arca
families ami business establishments
rely on gas for n multiplicity of such
services as cooking, clothes drying,
water heating, house heati11g-cYen
rvu t ra l air coudit iouiug. W\\'DC
t hunks Washington Cas Light Com
pany 1111<1its agency, Kai, Ehrlich &
Vlcrrick, for havim; placed 1111 impor
t unt part of its rnrlio schr-dule with us.
A public utility must put service
for pcoplr first-and WWDC is "th»
stnt ion that k<·rps people in mind."

BLAIR
GROUP
PLAN

_!MEMBER

\\\\OC BADIO WASHINGTON D. C.

U1¡irr.~nllrd nntiom1lly

by Blair lindu»

Publishes cammcrci:als ~11.th.Ql,Q;g:y::
An appc.'ndoge to the American TV
Commercials Fcstivnl this year is a
150~page crentive analysis called
"The Best American Tv Commer
cials." Edited by Festival director
\Valhi.cc Hoss with the cooperation
of the U.S. Tele-Service Corp .., the

1 volume will include pictures and
text ·covering some 60 "pace-set
ting" commercials of the past five
years. A special sectfon high
lights nll individual creative and
production credits for the :200 com
mercials that have been cited
among .S,300 which were entered

1 in the festivals. Due out .ín March,
it will sell for $20. A pre-printing
offer at $17 ..SO has hecn made.

Makes move at million mark:
Yr-nnrd, Torbet & }.fcConnell has
been appointed national sales rep
rescntativc for KEZY Anaheim.
Orange County, where Anaheim is.
located, has just topped the million
mark in population and the new rep
organization will base at least part
of its sales pitch on this point.

New rep hat for KHAT: The Phoe
nix outlet appointed Hoger O'Con
nor, to take over from Bernard
I loward Co. KIIAT programs coun
try & western music exclusively.
Phoenix is an 18-station market
which, according to O'Conn01·, in .•
eludes 14 popular music stations,
one Spanish language station, and
only one c&w-KHAT.

ATS Texas tv total now nine: With
the addition of Trigg-Vaughn .sta
tions KHOO -TV El Paso, and
KOSA-TV Odessa-:Midland, Adver
tising Time Sales, now represents
nine· tv stations in the Loire Star
state. Activity in that arca is also
reported by Jack Masla, which has
lx-cn appointed hy KPCN Dallas,
and KCUL Ft. \\'orth. The statiou» ..
both country & western, te<~mthent
se Ives as the Cowhov Combo.

.'.\lcGnHcn-Guild ndds two: Newest
stations in the representatives ::;tabk·
are\\"¡\ \'Z X1'w l luven, and \\TAC
Flint~Saginaw-Bay City-XI id Iami.

G\IB moves into Minnc:1polis:
\\"AYL has appnintc.•d Good :\fosk
Broadcastc·rs. lne., as its (•xelnsh·<'
nutioual rcprr-sr'ntut ivo. effedin_~ I
J .umary.

Among mp s:wít~h~..s,iABC alñl!t~
in .Engene:; Ore., K:E2J-TY; haSi :fl'
n'oirDJ.Jcd <1ppoin'ti::nentof \T,~ij:a\

Toebet ~, McCnnncll as JJa,tÁ~
sales reprc.sentat:ive ..... Eek;e}~
Co. has been appointed Ne\:i.rEr
land sales rep for \VDAK Nc'<1~Pf
IL l.

Fluctüa,tions1 i11 Flori ..éla.: Th.e
111£

chase .of \VDBO-TV Orl<Jndo~
the Outlet Co, thís past sum1ll1
has precipitated some chan~~~
the representation setup, The ~
tíon, which has been· r:eppe:~
Blaír Television, has hccn mm~;
hy Otítlct tq Edward Petr,~·. '\:~tia~
has its other tv stafion, \V]AB,{.:
Providence, R. I. This was fi"fl10í~"'
by Blair's tnke-nvcr of \YF'f~!
landn, from Adam Young. Thi~'~
tion is owned. and opt""mt.ed11~,.
Florida T clevísion Corp. On thrgi
dio side, '\'DBO st<J}fs ·w'ít.b t'
Blair Radiü Divis[c>Ii.Other F'lo:Jr~i
radío statons Ure shifting saJt''.$
ganizatícns. \VFUX ~Ii.amt,
signed recently by ~tcG~'\\i::1·
Gu ild, has hecrr píekcd up b~:llli:c
ert E. Eastman. Aüd Bl,ai.r '1R\"a:i1• 1

has moved into Jaekso1:ívill~:\;;$~)1

ing \\'.:\Jl~It ()\\:Iler is :SttitÍJ'
Broatleasting,

EnCEa H()61~1xsname.cl llír:é!iti,1
S<iv,alli/G:ttes: Dallas officrt. Jii1
x E'.nt SqJi\EFE~ jt5Ílls S/(; '~~
count executive irr the Cllii(e}
offie~·.

\\',\LTl.tn K. Ft.'YNX ro tJ:ré' :A.
York tv sales .staff Ed'\\'ard. Ff'~i~
Co. Ue '''ªs ~t.t'\' s{ílcs e~e·cü,fi~'"
A,•t~t,·-Kl1odcl. sax11e.citv.

E. -J .u.1E:s llo.nc:ETT to the :~
York sal~:s staff o£ Tl'lc\:isio11,A~t~
tising Reps. l Ie w·as J<.nrnerl~·~'
Storer Televisinn :S1~les.

jPsEJ.'•I1.F. NIAnAx to dtci.• ~
York tv ~ült.'s:s,taff of A\:er~·-Ku~t;
He was :nt aecorurt :o~ccnt:í't'F>!\\~:
\\'FIL~T"V Philatlc.'1plría.

JA~u-:sJ. Sü!1l,.\S to F;;1cts 11:U'~'illl
of the~H~H'COlllpHltie:s in,~~~'>(~
~t.sn pYügnllner :in the elt'Qt;p.~
thJta processit1g. .st•c(i.l1n. ll(ijj ~

\d.th. ~lortn1n Gu.uanN Trn:it ·~ ' <

prngr.arning and rsvs,tc1ns."' ~' "'
A~·f)1t1·].\·1''P. Po-ros to ;;x:ettm

e:\ccu th·e itt the Chie.iJ¡~l<2o·lt.t'~
Stnre'r Tclcit\··í~.í(?)11$.nles.. llg '~~¡:i
snlPs <1t \\'lTI-TV ?1.liliv·1;rn'.fu.e~;



_.WASHING
"•ú·\H from na·tfon\
rnpit:al of $flr"CÍlll
i11lt•n•\I lo admen
líl December JOH.1

**The FCC's attempt to límit broadcast c.ommercials ,Ey formula appenrod
sun.k last week.•.-but national advertiser pressure for reduced clutter

o~ntv had i t.s first Washing:ton laW1ching.
The FCC's parent House Commerce Cammit tee pointedly approved the

Rogar-s' bill to bar the agency f' r-omcommer-cte Ls rule-making. Meanwhile,
the commission's two-doy aear-í.ngs on adopting the NAB code or other limits
droned away. Committee. ac.t í on, plus tho we.íght of broadcaster protest,
the t.echn í ca I insolubles, and the frank repugnance of the majority of the
FCCmembers for the rule-maki.ng, toppled the proposition.

All that seems to remain is an official declaration from the FCCthat
the attempt by this c.ommission, during this Congress, is out.

** But the voicie ·of national advertising declared broadcasters must and
will correct the problem of .commercial clutte_r £!!their~
Art.hur E.• Tatham, chairman of the board of Tatham-Laird, Lnc, , and

also chairman of the board of the 4A, said FCCadopt ion of stopwatch rules
w·oulddo mare harm. than good, I't would discourage creative ingenuity and
leave unt ouched the real problems of overcrowdi.ng.

Tatham said the public doe·s not c.ompLaí n about commercials per se,
but about interruptions. Advertisers have learned through surveys that
damage. to advertising effectiveness by over-er-owdí ng is serious.

** Tatham quoted !! study repor·ted to· the ANA ,Ey John Burgard showing ª
30 t·o 40% lncréa_se in effecti.veness when commercials ~ separated

out .2f, station bill board c1ut ter.
Advertising in natural breaks, and "between" positions brought 40%

mor-ebrand name r-ecal l . and a 35%increase of copy recall, according to a
phone survey co'ver-Ing 30 markets, in 2, 500 phoned interviews.

Advertisers are becoming increasingly irked by overload of c:redi ts,
promotions and other items jamm.edinto program continuity. Tatham said
monitoring of a network hour, pLus the five minutes at beginning and end
of the hour, clocked 54 interruptions. Only a third was advertising.

** The 4A board chai_rman is confident that NABnnd networks will find
ways to maintain. revenue~ ªreduce clutter to reasonable and proper

volume of necessary ª9v~rt.ising and prom0tion."
The best way to find out what the public thinks about broadcast adver

tising is to ask them what. annoys them. Then convey this information to
advertisers and broadcasters, Tatham told the FCC.

In fact, advertiser .ftinds are now going into an expansion of last
y·ea:r's pi lot eien í t or í ng study, to get public react ion.

Attentive broadcast and network people listening knew they faced as
tough a problem as the one that had stymied the FCC. They must make mor-e
r-oomfor adver-t.ís í ng p·roduet---but still keep up the level of program and
station p:romotio.n to meet br-oadcas t competition .í n their area.
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** Although broadcasters said "No!" to any suggestiot1 of an FCCno0;se on
commercial overloads, changes in the bro.adcast ad,vert:lsing. outlook. ' - ~

showed !!E. at last week's hearing ~.the ·commission.
Onewas acknowledgment by nets and .índi vidual br-oadnas.t.er-s that the

situation needs r r-e.sh approach, and. the NABcode could be imp,rovea,,. l'he
other was the· trend by organized complainants t c ªTell it t ..o the a:dve:r
tiser," rather than to the broadcaster ·Orthe FCC.** Most effective testimony ál·ong thiS. line.~ that o;f).{rs. ClaraLoga,n,.

of the National Association for Better Ra.dio aiHl l'elevisiO'ó.
Mrs. Logan shook out statistics on 1, 331 spots cl:oc.ked in an 8·7-hour

stretch on six tv and four radio stations in Los Angeles., in the W;tWk of
26 Nov. to 4 Dec. Onenon-net tv station ran seven consecutiv.e ·comme.rcials1,

par-a of a 22-minute, 45-second commercial tot.al in a 60-minute period. A
ne.t-owned tv station had 14 spots on a 14~-·minute rrews and s.ports pr.ogram•.

The NAFBRATpresident wants FCClimits. Aft.er Praisi.ng brPad!::aSters
for their fine performance during the 4-day period of tragedy, she saíá
they normally run "massive and noisy billlH>arC!.s." Complaints to stations
fall on deaf ears. Complaints to FCCbr-augh.t only mí.meeen FCCpoli·cy of
non-interference with program content.

So NAFBRATwill take it to the adver-t Lser a, A complete list of "fn.
fluential advertisers" is being readied for its nationwide m'ember-shipof
individuals and affiliate c.ivic, church and educa t tena l gr-eup.s :for 1964
use.** Along similar but ~ore drastic lines, is bo;y:co.tt :appro~ch of. :the

one-year-old "League AgaJnst Obnoxious TVAdve.rti.sing. '!I

League's 6,300 "balloting, boycotting membar-shí.p " wri.tes sponsors,
and boycot t s pr-oduct advertised in league I$ listing Of the "l'etJ"iOlé °):en,a
says v.p. Steven Finz •. Mercifully, the League also has a nnecent .Few• tv
commercials. list.** Postsc.ripts on the commercials hearing2 all seven c.omm.iSsio:nersat •.

tending:
Strongest foe of FCCrulemaking was Cmr. Ford, whopUll!nieledproponent

arguments and defended broadcasters at every turn.
Longest testimony: two-hour stretch of half-hour s.chedul.ed for BAB·

counsel Douglas Anello. He battled compromise idea .(iíf Gmr. Henry and
Cmr•. Cox that FCCmerely query on NABcode adherence a't t.enewal, as one
factor in overall report on programing. Anello said non-subsc•ribers would,
be automatically and unfairly suspect, and. open to further qU.eI''yj.

Most annoying to commission: ABCattorney St'eph,enMc.Kenn.a.¡S\ an.aly.S:fs,
based on quoted r-emar-ks, of just why an FCCmajority would v.ote aga;in~;t
commercial limits rulemaking.

Network thinking: NBCIs HowardMonderer: nI can I t ..equate ptlblic lIJ'
ter est with a numerical formula." CBS' Judge Samuel Rosenman. eve.n i.f FCC
feels it has the authority, any such "novel and dtja·stic" departure in r.eg
ul at í.ons should be sent to Congress for affirmation.

House Comm·erceaction seems to have canceled the departu.r·e.
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if you really knew what goes on at media meetings
Time short Pressure high Dcadhnvs close Media Ides absr-nt

Media decrsrons must be mad" and you can't hr- ther" in
person

But SRDS is almost always there. and with your Servio· Ads
m SRDS. YOU ARE THERE selling by hc lp m g people buy

*11irt,f!/,olionolAnolyst, Inc. survey,
c«J"'- of ogl!ncy e xec,utives soy SRDS
i~!:l,ccessfb/ein client mee lings.

,¡

STANDARD RATE & DATA SERVICE, INC.
1h<J>'Jo• onnf Ar..:'hOt> tv S1?rv~n? 'h0 M.s-d" Bvv n9 F ~·e

C Lov•v So,,l>ol Pru <J9n1 or><:!l'vb ,i,•.,
~201 Od Or. ar;j R ;¡:J S• • ~ 500'8 YO"' ,...,6-e, '
$.~e s Ú44 e $& be• ~t?IRI iv fb • :,• JIJ!"'t..j • l ~ £ i:C e s



To our viewers ..... whose expressions of appreciation for our weekend of

service during the days of sadness and history are

highly valued by the hundreds of employees who per

formed so unst intingly.

To our employees ... who worked night and day without a moment's thought

about personal comfort or compensation to see to it

that the viewers were continuously served.

To our networks .... whose incredible resourcefulness, effort, experience tu1d

good taste supplied coverage no single station or grow.p

of stations ever could have accomplished alone.

To our advertisers ... who 1101 only permitted, but urged, that lVe pay no

heed to their commercial commiuuents, but serve tlze
public first. Our particular thanks to those irlto have

been generous and understanding in thei» approval of

make-goods to help al!ay the tremendous fin.a11cia}

loss incurred, and our understanding of those whase

particular problems did not so permit.

LOSANGELES IPHILADELPHIA I CLEVELUID I llEW YORK I TD LEDO I DETROIT
>.<;fl,\ 111/IG unr trtt» trsrt» ll"JB>.

•
MIAMI I MILWAUKEE I CLEVELJllD I ATLJllTA I TOLEDO I DETROIT
11c;11s 11/f!-TI. 11111"7F 11.fG.f.T/' nsoo.r: IFJB>.·Tf"

STORER
RR(J {J>C.{STJ.\'(,' lYJJ/í!l;~T


