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SPONSOR-WEEKI
Late news
In tv/radio n.dvcrthfn¡,v,
2:1 Dt-<·<·mhn rnn:1

Give and take: E,·idP11c1' of changing White
I lon-r- utt itmlr« toward lno.nlra ..•ting ( "l'l'
"1'0'\~HH. 2 IJ1•ce1ulwr) rnme last \\Ct'k wh1•11
top m·t·\\ork <'x1•1·11tive:-;lwld sepa rute ~l'S·

...;iorr:-. \\ ith Pn• ...ide11t Lyudou Johnson. \X'hih·
pn·..;1•11cPof network new- hc~uls led to specn
lat ion that news confen'ncc•-., polltical rover
ag1·. ~111dother n·bted problems wen· a major
.•ubjcrt, it·~ n lso believed that :-e:--...;Íon...;were
for pri1111'purpo.:-;e of heller 11mler:--ltlndir11gand
fricrnl...;hip. :\BC led ofI on \Vednesday with
presnlcut Hobert E. Kintner, news executive
"'P· \\'illinm ~IcAnclrew, news Y.p. Julian
Gnod111a11. aml \\',1:'lri11gton bureau chief \Vil
liam ~lnmoe attending .. Thursday went to CHS
with chairman \\"llliam S. Paley, president
Frank Stanton. CílS .:\'ews president Hicharrl
Sa laut. CBS Xews genC'ral manager Blair
Clurk. anti \\'a:-.hington bureau chief \\7illiarn
Small prc-ent. ,\t week's end. it wus AB-PT
president I.eona nl H. Colden-on, corporate
'ice president }a nrcs C. l lagcrty, television
news di rector Jesse Zousmer. and \Yasllington
lnrreau chid Ifohert Fleming meeting with the
Pres ident.

~I

Thomas back to NBC: As expected. Danny
Tl1111nt1:-;will qui't CBS TY at the encl of this
sea son In return to the network where be got
hi~ big I\' -tart in tire Four Star Rente. TI1c
deal with \BC cal'l-. fnr a series of five hour
lonf! color -pccial- in tlu"' '61--65 season. with
Thenra-, taking an active part in the produc
tion ª" well as starring in them. This is the
second General Foods-sponsorerl CBS corned
ian lnr.-d back hv :'\BC. The first was Jack
Hcnnv, who returned to tln- network several
weeks ago.

A-e:sig.nafto.n announced: John F. Me:agher,
v.p, for rmlin of XAB. has resigned, effective
1 F ·1 . . " • l . "··· r•.>rnary. to return to private ursmess.
\'lca~hcr joined the hronrlca-tcrs association in
19,)L after serving as general manager of
KSY~I ~Iankato, Minn.

ASCAP expir e t io ns.. AH s t a t io n s whose
ASCAP l'ict'n:-"es e~pin· :JI Dt•1·e111lwr may
co11ti111H'to u:-;c•A~Ct\P 11111~i1·a Iu-r that datr
liy :-ending ~1 notice to A~CAP },pforp tlu- first
of the )'í'a1r maki11g app lirution for a H1·1•11sc,
with tlit> orgauizution to acl, i-e tire· -tatiou in
writing what fee it deem..; ren-onnhlc. If a rea
sonahlc Ice can't Ix- agi·1·Pd 011within 60 clays,
the st.rt ion may npply to the U.~.District Court
for the Southern District of :X.Y. for the fixing
of a reasonable f('1' to ASCAP. Then, either the
station or ASºCAP may apply lo the court "to
fix an interim fee pending final determination
of what constitutes a reasonable fee." \Vhcn a
reasonable foe has been determined hy the
con rt, ASCA P is required to offer a license at
~1cornparahle fee to other applicants similarly
-ituated. Any radio station has the right to
perform any composition in the ASCAP reper
tory pending final determination of a reason·
able fee. Until surh determination, a radio
station is required only to render such reports
and pay such fees as may be required by the
iuteri 111fee order of the court.

Denial: National Research Corp., maker of
Enurol, has denied Ia lse advertising charges
brought agnin-t it by FTC. The FTC complaint
charged that Enurnl. in its advertising, mis
represents itself in claiming prevention and
cure of arthritis and other degenerative dis
eases. Xational Hesca reh countered that it has
..never claimed (it) wou Id 'prevent and cure'
urtlnitis. but that it will relieve arthritis, etc."
Xo further action lias been announced hy FTC.

Sharing the profits: The stock participation
plan of Edward Petry & Co., originally offered
to 26 executives of the firm in August, has been
extended to include 26 more. The expansion
brings to 5.2 the total number of stockholders,
j114 under 2~C"r of Pctry's personnel. ~Yartin
L. \'icrman. executive ,·.p.• said other em
ployee!' may he "invited to participate in the
f ••uture.
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4A's fo Rating Council: The 4A's informed
NAB it wishes to join the Rating Council, al
though it has "misgivings about the structure"
of the council. It said it is subordinating its
misgivings and applying for membership be
cause: (1) it wants to actively support broad
casters in eliciting cooperation of ratings serv
ices; (2) it approves aims of the audit and
hopes for direct benefits stemming from it;
(2) it acknowledges responeibility of agency
business in improvement of ratings, and this
is "an important initial step;" (4) this is an
important demonstration of practical ability
of broadcast advertising business to improve
its standards itself; and (5) it believes it's
important to show government the willingness
of buyer elements in the industry to support
efforts of broadcasters to achieve more reliable
audience measurement data.

P.romote sales promotion: That's the advice
given by Herbert 1\1. Cleaves, executive v.p..
marketing, of General Foods, to the Sales Pro
motion Executive Assn. last week. Sales pro
motion people must do "a far better job of
~elling their skills, their competence, their
professionalism to management," he said, if
they are to make their important contribution
to the tota l marketing mix. Describing sales
promotion as inrluding premium incentives,
point-of-purchase display, direct mail, and
parkagc design. Cleaves called it a "unique
key to provide the spark that starts the engine;
to synchronize the gears that throw the whole
machine into high."

Mutual sales up: A 16ro gain over the pre
<·<·dingyr-ar?s time sales headed a lotig list of
forn·~1rd stri.lc-, mar]e by \I utual Broadcasting
~y~tr•m dming ] 963. President Hobert Hur
l«·igl1 herulrh-d invreaser] volume over the past
tlm•p vea rs as "clear indication of the adver
ti-r-rs' new ntti111de of dollars-and-cents real
ity." ~JBS now has 489 affiliates, an increase
of 22 over the previous year.

NAB .commercials confab,: President LeRoy
Collins highly optimistic over ice-breaking ac
complished during last week's meeting of Mp
network and advertising brass to explctrc
"problems and possibilities" in the future· oí
rv commercials, Because of informal and ex
ploratory nature of get-together in N.Y., Col
lins, who presided, said no official report or
details would be released on session ... hrtt
more meetings of similar nature are expected
to be held soon. Gollíns stressed: "We all foe]
this is the heginniug of something very frnit"
fuL" Representing. the nets 'Vere v.p.'s Joe
Ream for CBS; Lee Jahncke for NBC~:aüd Al. -
Schneider for ABC. From .advertising: 4A~1s
president John Criclrton and chairman Atfhu:t
Tatham, and ANA president Peter Allpol'l ..
plus some of their top committee and staJI
a ides. For NAB: Code Review· Board rrremhers
William B. Quarton (WMT-TV), Joint NA,H
Board chairman; past chairman Clair ll 'N;1.c.,,.
Collough; and Donald H. McGanno11 .(Gr:OH'.P'
\V), who also heads NAB's R;rtin,g Co;undl~
plus newly appointed Code Authotity direct;(!>f'
Howard W. Bell.

Drop-ins stay axed~ The FCC [ras !!diirmed Pts
November action deuyiog any further hop.e to;l'
drop-in VHF's in the seven two-VHF markets.
It turned down any and all petitions for racnü
sideration entered by ABC and individual
broadcast firms seeking to acquire the drap:
ins. Cities involved were JohustQ\YH, Pa.;
Baton Rouge; Dayton; Jacksonville; Birmir~·
ham; Knoxville; and Charlotte, N. C.

K&Em.erger: Noyes & Co., Providence agm1c1:,
has joined forces with Kenyon :& Eckhíi!J'dt •.
effective 1 January. The Noyes firm, fou1rd'et'l
in 1921, will continue to service its d;t;~(l:t'i~
locally. Frederick C. Noyfls will be mauage:r1Tf
K&E's new Providence a.ffic.e, and Hefll'f C..
Hart, Jr., and Albert E. Van \\Ta~ner· ha.y·e
heen appointed v.p.?s of K&E.

Sr-comlclass pos·ta~t·paid al :'\.Y.C.
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PHILADELPHIA
(I II erel u«! re J>l'C.'IP/I fa f i1111 flj

WPEN NEWS

It's oil about Philadelphia and
Philodelphions ... like a "hidden
treasure" buried in the heart
of City Hall ... she reactions of
a Peace Carps youngster just
returned from Africa ... jab
opportunities currently available
... ar haw fo authenticolly
restare o colonial home.

It's anything and everything thot
expresses the vitality
of o city ond its people -
octually using the voices of
the individuals involved.

f•ff ,, ifl ti-::; Represented by AM Radio Sa cs Co+-pc ny

·,
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YóL 17 Nó.. 51,

GENcRAL
1 19 Admen lukewarm to K8'E ple:a for aid io Nr4B's C:Ql'(!I¡~

·Policy of buying time only on Co(h:·-<1dhrring s.tat.io.nsseen g.alfanrr
hut impractical by mnny agencies. Others Iear charge· of coUnsiJ;c>:

ADVERTISERS

23 "Lega.I violations'' of broadcastin;g co.de NAB prioble'.il
Association's hands tied as advertisers, agencies see how f~r \1,:i;~
can go without hreaching. Often rely on broad i11terprétüti.dn

AGENCIES

32 Comprendez-vous worl.d of Fren•ch·Canad:ian V'l.d;e;.1.
Province of Quebec is unique on this continent, with more flHut th:
language barrier between admen and French-speaking segm~a.t

i . .. . . . ... -
34 Agency entering. mart abroad i1111o~ator" not imita•

Merely follows trail-blazing clients into new irrterrrationa] nraJ?,~~b!.
says ~leCann-Ericks011's Arthur Grimes, addressing }<.>int1itét'l!ttI

TV MEDIA

40 D.aytona jewelers find gems-television ha.ppy 111i~tu1,1;1
Store puts 9.5% of its ad budget into nightly tv stock market :r~~l)Xt
Finds local video programs ideal for the ]ow-pressure appro¡rf.l:h

43 P&G malrrtajns number one spo't a·s.·wel>s' tv GiU,sl«fld\i\ll
Billings total $16,780,900, Arrrericurr Home Prorlncts is n.HJll~.f·í!i~~'
Estimated expenditures of network vídeo advertisél's ~1I'éUsted

RADIO MEDIA

49 Radio pays off fQr Kr.oger in Cleveland ''Sell-o•Rdª'.mfl
Personalities featured on \f ERE., \víth each .~tssig'ned tu l~f'C)j:U:'.¢1"'
specific product. Results exceeded the eompany's expectatícins

SYNDICATION

52 Shorty features offered by Sa.11ds for ICi>ca.Isp·Qill!SBI
Synelicator finds capsulized radio shows with ínforme:ttímHÜ ~il?<Y
hire till' advertiser who is s(•ckfog u "made-to-order" ~wdit'·l}~'.t'

STATION REPRESENT AT IVES

, 54 Spot tv costs rose 2·5°/o in the slx fll.Qnths s.inc·e (Ml;lin,.
Semi-annual Katz snmnuny shows cost for daytiuT<' JJaeed thl'
Top :200 markets em·en•d for "rnle-of-thumh" <•st.iuwtlng

DEPARTMENTS

Calendar
Commercial Critique
.5.5.SFHt Ii
Publisher's Ill-port

16
17
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8

lll'OXSOH-£t•Opt'

.SPO~süJ{-\\'t.'c'k
Timc•bnyer':s Conrer
\\'a,shitlgtc>11 V\\~t·k

.·:···;·. SPONSOR" Combined with TV, U.S. Rad'Q, U,S. f~'~ is pUbll~h~d Wé,~ldy fiN ~~·
~;-': Publishing Company'. a subsidiary of Ojibway Press, Inc. PQBU~lillNG,. Ea:lllr
·•;.;." AN.O ADVERTISING HEADQUARTERS: 555 Fifth Aveno.e. New York 100'.l,7'..

212 . MUrray Hill 7·8080. CIRCULATfON¡ ACCOUNTlN.G. ANO ..OATA .P'.Ritnft~Sl:N:G
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CHICAGO OFFICE: 221 North La Salle si, Chicagó 60601. Area. Code 312 '.CE6'·16'.00.
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1,cquisitives*are diversified in Cleveland
,~rveland is not a one industry city! Cleveland ranks third with the number of the
ttrtln's top 500 manufacturers located within WJW-TV's coverage ... just behind the
:¡g financial centers of New York and Chicago. Cleveland business is diversified
1err many basic industries-steel to satellites ... paint to printing ... tires to trucks ...
1ai~hinery to mining. That's why acquisitives have steady employment in Cleveland.

~..quis'-i-tive-given to desire, to buy and own. ACQUISITIVES WATCH

i!lltil. 'T'l!M'l~ D:~TilifJ~l
IP'Gli'.5: r~pfJ; í'SJ.'EJ'~ I ~T'lrJ ,~£'~

tttnwi.· I·· .;i\Yiti··.·.•.•.K.:.:ll·(· ·I ~.!.•~.'..'·m.J1··.. ·····I..·.'!.~.;.:í:·í·".~1.t.·-t.,.. 1 l'.'P'V'P.~'"':J·ir;ir.n· !f"".'fc§.~,,,n•!f~~Pf?'•Tl' '!"111if·R·TI'

19ti3 7
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TAf\(l.A. fi:r.e7'.SJ:.QfüonAwqrd

5 Time$ wih11.er .o.f
J}>.'P:~A&;$í ¡,,Jew' Aworcá

;felf,"'1 ~ti!lJ.¡<lii c:1flltoQéltós't!l~
Award

LJ.P¡}; ÁWQtd
01958

~ 1959
l'Jqtiqnal S:aferr (Qundl

195.9
·Alfred P. Slóap AwqrcJ

'1959
A.P. Award
J959el960

A,. P. Mon~in¡:¡·Edilo.r.Award
196()

NqH<mqfH!l.¡,¡¡J.ÍiJt!'~Club Award
1961

Sig.mo rll~lt9 Chi Áwdfd
1961

City oi' Hovnan Award for
(}ütstonding Ptiblié S:e.Vj¢t;o
'Twl.ce .W:11ner of Texos
G~ye:rncu'•· Sp¢~iol *rtt

for 'Tf:c:1ffkSoPf.ry l>r:omo;t'ion

Builds an image of
BELIE VASI LITY
for Advertisers'

Products and Services
... that's why more
Houstonians are

SOLD on

'-tfNUZ
IK THE ·

· KATZ AGENCY
INC..

NATIONAL REPRESENTATIVE

IN HOUSTON call
DAVE MORRIS JA 3·2581

:PUBLISHER'S
REPORT

One man's vie\\' of
sighifi¢ar¡t ha¡j)¿3er¡fp'gs tn
bmadcasr advertising

Is Governor Collins good for 'the indust·r'?

L El{oy CoLLI~s, president of the NAB, ib: irnder fire agaú1.
Actually, he's been under fire since he took the joh suüré

yea rs ago. But this time he's touched a really sensitive nerve:----'J'.l,
talk 011 civi] rights in Co111111hia, S. C., inflamed an area which h·as.hli!t,
going about the excruciating task of integration positively and e~:m
agcomdy. Furtherumre. he laid himself open to. an oít-rer1e£lít,,
charge: us president of the .\AB he\ .. dead \\rnng to wander ~rJif•1
afield.

What prompts a man of his experience and skill to rock thP l1tJ2a
And is he good for the industry?

First, some say he's pa\ i11g the way for reentry into pciLrd
Others, he helieves that his coutrovcrsinl speeches ruh off t©: ~
credit of the industry. Governor Collins says that when he ttm~ t
joh it was with the unrlerstanrl ing that he would speak out on lr~~):1

subjects.
\Vhile I admire many of the G<Jvernol''s objectives, bir nnc.p1'£;>'~&,

able courage, I can't say as much about the way he goes nl10Ut 'ªé]ij,~1
ing some of them. I get the impression that he is goaded into t'~JlYI!:'
i11g himself. Faced with the most unfriendly trade preí-'s th<.1..t atí' ~r
head ever had, this sensitive man has heen viewed with :-nrJJlf'Í0itl
a large portion of his membership almost since tin· hegi1u1iJ1g,

Yd there arc reasons ,,]iy I suspect that he i.spethap.;:- ¡J.~.gtlmd
president as the NAll has ever had.

Looking at the record, here's what I see.
~ Plenty of regulatory harassments ami attacl-rs...But

three years tenure 110 vito! ndrerse rulings or legislwtiru1.
~ The FCC orercom mrrcialication issue: dead.
~ The ratings issue: taken out of gon•rnment hands, 'l'11el11t1d1.u:¡

through NAB quietly working to -olve the prnhlem. Huting i:a:u;,
no longc~r a serious issue.

~ Local hearings: tlirec.tl=- of more to oorne <íÍlef Chiea~t:1:iii!1
Omuhn. But 110 encore dcYeloped.

~ State legislator supnort.: .NAB 111Hk·r Collins .aiding l:!;!nbi, i<olí.$·

ciat iou- in dose liaison with state legislators.
~ u ·ashiugton eff ectireness: despite the "vast \\ i.lrl<"}<.1mf' ~]~:f"!ll

ami 1111111ern11s threats to the imhis_try the .XAB and its pre~l<l~~1r1t'·'
in high repute in oflicial \\'a~hington. work quietly and efl'f•:t:fl;l.
lid1i11d the scenes. FCC rondhlork» are lc.t-<Rening.During hi!' }''n
dC'tJI'~· the iuclnsnv has gone 011 to record p.rni:;perity and pre~d~f"

I.r-Hoy Cullin" wa- hired. ahove all. to protect and <JdHlíl~'t'
~·~-tr-m of fret' cutr-rprise hrnud1·a:-ting. On ha.laiwr. ht···~ac1l1illrt
Iinr- job. ..
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How Brand X
became
the envy
of the
olphabe: !

... for surprisingly little cost increase.

Wt.IV Sl.MPLE. Manufacturer of this product gave his TV commercials the PLUS OF COLOR.
;:;wstomers came-saw-recognized what they saw-and bought. Overnight, "Brand X" became
.:í:fll~·of·a·kind,thanks to color.

·N:it~;.Your black-and-white commercials will be even better when filmed in color. Prints will come
1• ~J¡·rv•e... shades and subtleties will stand out as never before.

ir, Fe>.,rmore information on this subject, write or phone: Motion Picture Film Department, EASTMAN
1•

M.OPAKCOMPANY., Ro·cHtster 4, N.Y. Or-for the purchase of film: W. J. German, lnc., Agents for
tf1\.e sale and distribution of EASTMAN Professional Film for Motion Pictures and Television. Fort
t~e·,N.J., Chicago. Ill., Hollywood, Calif.

FOR COLOR. 1·JR.:ie.1.1.~·m1··'·• ' '- ' . 1 - • . •• . ' ~ ' -
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l'n·,1dc11I a11d l'uhl"hn
Norman R. Glenn
Exr-cutiv ,. \'ic" President
Bernard Platt 555 FIFTH
<..,ecn t.irv -Tn-asnrer
Ela ne Coúper Glenn

EDITORIAL

Editor
Robert M. Grebe
Executiv e Editor
Charles Sinclair
<..,cnior Editor
H. William Falk
Art Editor
John Brand
:\ ssistn nt A rt Edi tor
Nikki Di Serio
\ssodale Editors
Jane Pollak
Barbara love
Audrey Heaney
Jacqueline Eagle
Diane Halbert
Copv Editor
Tom Fitzsimmons
Assistant Editor
Susan Shapiro
Washírrgton News Bureau
Mildred Hall

LAUDS l'\EW LIGHT ON FM

\Ve were most pleased to sec the
recent article on F.!\l audience re
search hy Northwood Institute, The
job of audience research is the big
gest one facing the F.M imlustry

1 now, and as a memlrer of the F:\l
industry, I woul<l like to thank you
for shedding new light on the cur-

1 rent situation.
Dusty Hhodcs
vice president

.\lid-States Broadcasting Corp.
East Lansing, '?\Ji(.·higan

, Sl1GGESTS "PRACTICAL" TIJANJ(S

It is gratifying to see that Benton
aud Bowles appreciates the radio
and tv industry for its recent cover
age of the nation's tragedy. As you
know it cost the bmadcasting in
dustry millions of dollars in adver
tising revenue which the news
papers did not give up but in many
cases increased their lineage during.
the days of the tragedy. May we
suggest that a more practical thanks

1 would he to spend the money on
broadcast media and not enrich the
coffers of a medium that gained ad
vr-rtising revenue from the nation's
ordeal.

Contributing Editors
Dr. John R. Thayer
James A. Weber !Chicago)
Sheila Harris !San Francisco)
Frank P. Model !Boston)

ADVERTISING
Southern Manager
Herbert M. Martin Jr.
Midwest Manager
Paul Blair
\vextern Manager
John E. Pearson
Mideast Manager
John C. Smith
Northeast Manager
Gardner A. Phinney
Production Manager
Mary Leu Ponsell ·
Sales Secretary
Mrs. Lydia D. Cockerille

CIRCULATION
B & B TOOTS HORN

C. K. Patrick
president

\\'CLV Radio
Cleve hmd

\lan:igcr
Jack Rayman
John J. Kelly
Mrs. Lydia Martinez
Glorla Streppone
Mrs. Lillian Berkof

I have noted in the advertising
press that whenever Benton &
Howles. spectacular growth is men
tioncd, the item usuullv refers to
our acquisition of Eastern ami
Bc'ceh-Nut.
\\'e admit that these two a¡,·eounts

were tlu- newsmakers of W6:J. But
our "spectacular" growth also colflt'S
m less spcctacu lar \\'.;:tys. \\'p~n'
proudest most of the many new· as
signnwnts that we get from the
pcopl« who know us lwst-our fn'el\
out dil'lll!>.

I lr-rc "s what made tis hot in 196:3:

ADMINISTRATIVE
\,1,j1,t.111t to tlw Puhlisher
Charles l. Nash
·\t ronntinc
Mrs. Syd Guttman
Mrs. Rose Alexander
( .1·1wr.1I Servir P'i
Ge.orge Becker
Madeline Camarda
Michael Crocco
Joy Ann Kittas

10

Letters to the Editor li
w~

Sqüiblú Vigt~111,Swccta aud ~1!
trocín -T; P~1xton; .B.urnni-6.h'lÍJ\
Pcrsonna and Pal Stainless 11
Blades; Edward Dalton Co111.~úl
IIenblein's l~cll scotch . . ;l-n(li
cours(.', Bcet·h-Nut and Eastern.
The three biggest acconets

sxvitch agcnciPs ín open co1ü1!l
tion during the past tvvo ye~)J:¡
Texaco, fkech - ~ut and Ei\~~t
B &. B ,,.<ts a:\v;:ü·dt.'d .di! thrc.>t¡>.

Geo. C. ·whip:¡J:l:ai
director of p:ubli(· r:t'l"'t11

Hc11ton &1 l~t)~~
~· ' ' Q~J

~('\V,..

\Ve Wü\1ld Hke to .re}Y.rhtf
vorv cxcPllent artl.cle titled "~it~ - --- -~~

alleviates attire eJ1ig¡rna.:·,,ib:ich"
peared in 2 December .Í$8\r~~'
SPONSOlf.
~ray we have yn11r p:ern:rts\Sirllll

do so (and would yon lllease s:~é.; f~
the credit. line ym1 desire)?

Edward ~~~~1·¡;;
pub.lie· tela tions dép~JtrJD 11

·;

Chirntg cy., ~l:r
1!(.J.. ..•• ·~{'r·i..e\\, ;1"•.i•.'·.J.;-'

.!J:.•

Tl IA~.KS FDH T.13.I.HUTE

Thank vuu for '.',.touri!i~:.t}r;d~,.!lir
hule lo º.·.···~.u.·la···•.t: P. l"c~.·.idc.;º....t ~fjf~¡.,~1
for the mee th"B1gs, y-mi ~tllt~l:atl':
XHC's coverage of thm;.e :i;,r~
C\·.cnts, All our people \\'ork~',;
stinting)}' in this u1attt't 'ª'~'tI~
good to knJ)\\' that their cffcl.fÍ~'\Iii
<lppr<..'<.,'iaJcd. IJ

Nath.u1nl

•::i.lany thanks fnr ,,.lTll A.,C'.D~
.CN,'SEEN'.It b v('rrhí1I;>í't1$'~:~1~1•

a \vcmdcrfol tribt~t~·to tht.)1 íu:i:Jtu'
LC'urmnl B,~t1),1~!~n

1.'in1;i·r
An11:•rie<'l11 Bt!)<lll~.11~i

Param m1í1t TlHYtJ'f(¡l'riS?~]
.~;("!I-~'"\'.'



)~l J. IEU[EN,A NT
·I WOllE SllSTS

TOA.IEWELL
SNEREE NORTH
RITA MORENO

WOMAN
OBSESS,flJ

SUSAN f-IAYWARD
ST[PrlEN BOYD

BARBARA NICHOLS

THE LAST
WAGON Top stars. top directors. top notch

stories all in these forty two excellent

feature ft/ms guaranteed to please

audiences and advertisers alike.

RICHARD WIOVAR'"'
FELICIA FARR
NICI\ ADAMS

SUSAN r.OHNER , ,._
s'

J:Efl A RKABL E 11

·~./P::ál1Nf Pi4 CIER
CLIFTON WEBB

.DOROTHY AlcGUIRE
CHARLES COBURN

JILL ST JOHN
DAVID NELSON

DOROTHY STICKNEY

Contact your nearest Seven Arts'
salesman at the off ice listed below

for a complete listing of the
Volume 8 "Money Makers of the 60's "

1NllEE
.£AME lftJME

:f:LAUDETTE COLBERT
PATRIC KNOWLES 1

SESSUE HAYAKAWA

SEVEN A.RTS
ASSOCIATED

CORP.

!h 0 AR~ Of r , ['; MH PR T •,

V •

Ct>'1 A ..it E •·· t>..

DALLA ~! _,, 1 O•~

l ~·· L f • ¡;¡ > ""

T - ,., T "'u s: l ! .3.
L ~'•'(''°":I~·,I f'\~&:o.,,

();.tr f it
11., IV

VICTOR MATURE
LEE AtARVIN

&4EXANDER SCOURBY
RICHARD EGAI'.

! I

II
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NOW the 44th largest metropolitan market!• • •

(Official U. S. Bureau. of Rudget Figures)

To Sell Toledo, you need WSPD RADIO and TV

WSl'D-HADIO. Tht' Katz Agenct. Inc.
\\'Sl'D-T\'. Storr-r T..i,,,·ision Sutes.. Inc,

O~jT'R1Q.i.'T
u .¡f: ~

TOkEOO
It .\P/) WSPD

- ...~

li!!íl!il.r
,, ,.b

,~.e" roRK IM:1L_w1A\~:Ke& I; cüvuiMo I A\n~Hn ·I· .01ra_ .•01r
;11.:.•. ;1.<t'H ; ¡1r;.1,; :1:.¡-.,,.¡-•1 I llJ;Fi_Ai:

toJ.rn.o
1i_,f'l1 r1

---

RADIO-
YfELEVISION

"
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R/¡.'IH/:)¡,_:f\f/\(, ( l'iJWt\l



SPONSOR-SCOPE Intcrprctnunn and eoimncnlary
un 1110\I ~i~11ificn11I I\ /rndm
and 11rnrl..~·1i11i:111.:W!> oJ 1l1c'' l't•I..

23 UECE'.\1.BFH lUfi:l

A levelling-off in giant one-stop stores ma,y s,peH a switc'h in some tv commercial techniques.
GrocPr)'·~o'ld coustuner 1.nod11d ...lravv, i11re1·1·11tyr-a r..., put 1·011-.i1li·1.Jl1l1·c·111pJi.1..,i:-u11
pre-~rlli11g tite -uperrua rkc-t vu-rmm-r, fig11ri11g tlii:- ''·'"' 1wc·1·-....•1r) in l1p:l1t 111~1lw·
wildr-ring dwiee of item- and .i 111i11imu111of dl'rk <1:-:-i!'.>ta11rt•.\1rn, <1gl"111~ rc· 1· 11d1

011 the subject :-ut'li a:- a recent -tudy 11Jade J,y Doyh· D.1111· lk111k1d1 ho·\\ .•

that the saturution point i11une-store unit- 111.iy \\1·11 lie in :-i~lit, uml th.it "'l'''' i.dty
shops ate staging a strong cumcback.

Such shops now come in variou-, lia si« form-. tlw li111it1·d-imcuton dj .., «uut
reta iler in the food field, tlu- deluxe grocery operated by :1 food l'liai11 wh ich ~(w .•

in for such frills as eharge m·cormb, tlu- "bantam "' -tor« that ¡...a -.1·;iled-do'' 11

supermarket, and tire "satellite" type of shops.
In tlre latter area, a thouglu-provokr-r is .\lucy\ -, which opn~1!t·:-a 1111111lwrof

auto ceuters near régular :\lacy stores: these ofT::;hool !-hop:-; nrny do S2.) million 01

more next year.
For I\' admen, these trend- may mean grealt'r cmplia-i« on tln- a ....i:-ta1w1· i11

product selection rendered hy -tore dark~ and consich·rahl~· le- .. pressure to pre
sell the viewer.

Radío stations aAd Aetworks won't be the pro.duction base for a stereo radie "renaissance .."
Here's the situation in a nutshel l: .\lust network and -tat ion facil it ie-, -tudio-,
mikes, sound effects, etc. - date from tlie day- of rudio 's vcmmcrci.il heyday .
.\foney for improvements has been tight . .\leanwhile. record compnnir- .. and :-pecialty
recording· studios charged into the stereo arca in 1958. and ha\ e been there e\ er :-inn·.
constantly adding new equipment and testing new tcclmique-.

\\'here once radio could count on offering the be-t facilitic- tu agencie- for
program and commercial production. this ¡,.,. no longer true. Iucrr-a .•i11gly. a!!cncic~
eyeing the growing (slowly. hut growing) stereo radio market -uch a- Young &
Huliicam, Campbell-Ewald and ~lcCann-Erick:-on arc turning lo independent
recording studios as their production liases.

There's a human factor, too. Few network and -Int ion radio c11gi11cers and tech
nicians have kept pace with stereo teclmiques the way their counterpart; in the
record iurlusrry have been required lo do. \Vatch. therefore. for .m uplu-.rt i11 radio
commercial production al stud ios like Capitol. HCA Vietor, Fine Hccorcling. Gotkrn1
and others.

Tv set manufacturers continue to look to print, not tv, ta sell tv sets.
t\:ltlw11gh such füm::- ª" Adniira l, Vlotoro]a <llld Philco were among tlw pioneer l1ig
time sponsors on I\', their acti\ ity i11 recent sea-on ...lin .. lieen rnnfi11cd to a [e,, fl inf!"
in spot or tv -peria ls, combined with he<ny print anti otln-r-medin :-t'lwdule-..

Hopes that owner,.;hip of Pl1iko l1y tv-m irulcd Ford would cl1.111~1'Pliil1·n·...at·
titudes toward tv have ber-n hla-ted, however. Philco announrvrl la-t \\.ed, it wa ..
increasing its 196), ad ln1dgct Ly .'.)0', over 106~ lrH•)-. hut 67', of tire Plulco
ad dollar would go into newspaper», with the re-t to national magati1w-. and tr.ul«
publlcatinns.

This marketing approach. Philco a l-n stated. wa- Jia ...ed on .lca lcr attitud« ... un
covered in a special -tu.lv. ;\moll~ other 1ww Philco tartic <, re~ional office-. will J,('
given the rcsponsihilitv and authoritv for a1h erti-.inp: and promotion programe.
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SPONSOR-SCOPE

The CBS o&o tv outlets continue to. protect thei.t inve;stme;nt ln latBc..:rtlQ'.d:el'f~asa:tui:~fütms.,
Last week, four of dte five CB:S-owrred tv outlets ('exc~ption: KNXT2 L¡¡A,)
for a package of 215 Universal-Internationa] ptist-1950 .feature,$~ Ttow dis11
by Seven Arts, Price for the package 1Yasover $2 mi1liun for the New York ,m.áJ:,
alone, at least that much for the other three markets. Two: of the CBS outlet,si .ill
picked up nearly three dozen MGM Ieatnrcs fer exposure in N'e:wYork and C~r'i;Qt\í'

WCBS-TV, whose film-buying operations are. headed h.yBill Lacey, is p:m'fu,~
the biggest single sale a feature-film syndicator can make. ft :fs the key tHttlet trf
group which is regarded among syndicators as. a bdhv·eíh~rin fe~t.ure hmr.f~.;'·
1963, WCBS-TV has bought some 280 pi entres, enougp tQ keep secure its·f~Ü~·
five-year supply.

It's not easy for WCBS-TV to stay in front. Featuí·es are in :sho::l't&upply, p;r.~;~
keeps edging upward, and the station's regular schedule: calls for .aver 30 £~·~,,.t~.
showings weekly .. However, the Late Show on WCHS-TV and cit.her o&o~;spr~·d.Ui
several millions yearly in spot billings, ma.kí'ng the buying, e.ffort ·~yell1"'0Tt1:n~il~.

A leading ••spok:en·word" re.c.ord co.m.irany is finding r·e,alv:aJues in fro ta1(1J'.O ~PJJOlrllSlftIPk
The record firm .is Living Shakespeare, a New York co.fic:él'•El which s.ells oD:te!~,t~
abridged recordings :fmono and stereo.) of Shakespeare plays with British cais~ ,)
$2.98 per record. Cast members include sorne hefty ho.}({ office names ·-. B;"i:~h=
Burton, Ralph Richardson, Vivien Leigh, et al., with lVlfoha~l ffo.dgra'\:~ ª'~·h~st•.,

Executives of the recording company recently appl'Oa.ched rep·<ll0fí'$l1Jtantl\tV;
Coleman to ask him how they could promote the 5hakespeare. sets on. the. a.hr. C
mall suggested that the recordings be used, with .appropriate lead-in, leacha:uts ··
commercials, as the basis of a show series, placed on a spot basis.

The series is now running in several markets. Sales of the albums' .-.- which
promoted to educators -·- are beoming;

In the network audlenee race, CBS ls ln better-than~e·ve·r Niels~Jt p.ttSiilianat ntgbt.
As its season-to-date average ( from the first óf Niels.en~s Octa.her repn.rts tlxr·o',Qo.iJ;
the second report for November), CBS has been pulling down a 1'9.5 AA..Tld1~f\
about three points better than the lead CBS had over NBC a year ago., aud is ~\tt;i;t:
siderably ahead of ABC.

\Vlrnt is doing the audience-attracting job for CBS is its roster .Qf top ni.~htt11ru11
tv shows. Only Bonanzo, on NBC, is a top-ten NieLsen show fo da.t~·which is ·11otíi•e;l!.t,1...(1

on CBS. Highest-rated ABC show, interestingly, is in 15th place in the s:e:ason·lP..:~hth '.
figur~s .. Is i:tBen Casey? Mx Three Salls? The Flin:.tstones? No, it's l)o"tztta R..eeJ;" :J

:11

A'B1CTVhas its .ownfavorite Nielsen "top ten" to push, lrased on ag.e of v.ieweis;,
Boxed out of the big AA numbers by CBS, ABC is putting stress on Nielsen hr~:a:k

1"'

outs "where the head of the house is an adult under 40/' .. IJ1

In this specialized category, ABC hás six shows in the top Nielsen rarrka in füt
current season (Domza Reed, Flintstones; Combat, My three So.,.1s~O~t.er .Liu:oiÍ!t.'B ~11"
llcllalc' s Navy). The same shows also pop up (although nut with the same n:inkin~:
in a top ten based on "houseliolds with incomes of .. 6,000-plus aitd ehlldren,"

It's long been an ABC eoutention that: the basic Nielsen. s•arrtpl:eia¥ors sb;gWii
appea ling to au older audience, including many of the shows oir CH5..

I ·l



Take a good look at this smart new model.
Herc's that "custom" appearance to satisfy
the proudest management: "custom" quality
and flexibility to please the most discrirni
rtattng cngirreers ... all in a production-model!
CUSTO.M STYL.ING-Strili.ing new lines in
bfue anJ silver hring ~I color accent to con
rrol rooms. Color-coded operating control
•1rcengineered to avoid errors. Only 39'' long,
it is compact and self-contained ... to -.ati-.fy
.new or existing arr •mgemcnts.
.(:;.1.JSTOM QlJALITY-Thc llC'-7A i' fully
lr;tnsistorized for long-term reliability. All
amplifi~rs have input and output tr anv
formers ... precise impedance matching for
both program and monitoring circuits. You
.g.cl quality stereo monitoring (I O watts out-

•....•..~··.V• ,,. 0 '1

. • '', ~- . r~-- ,,(,~,'\.'··~._.' -); - --~
; ~ '¡ : <'- '~o,,:· .

put), quality gain controls, 4uJltty lca í-typc
key switches on all program circuus.

CUSTOM FLEXIBILITY-You have inter
changeable plug-in modules ... prcarnpluicrs.
isolationybalancing units, program .unpli
ficrs, monitoring amplifiers. cue ampliticr
and power -.uppl)-;ill in one -clf-cont.uncd
unit. You get three-mode operation .. sclcc
tor switch to instantaneouvly convert trom
dual channel, parallel or vtcrco opcrauon.

We can't narnc them all here, hut \\C behcvc
you will agree that this ¡.., the kind of cu-torn
izcd st) ling, quahty , and Ilexibiluy you w ant
Let your Broadcast Rcprescnt.uiv e show ) ou
all the features rh,u nuke this convolctte your
best buy. Or write RCA, Broadcast and Tele
vision Equipment, BIJg. 15-5, Camden, ;-...J

•• THE MOST TFllJSTED MAM.E IN ELECTRONICS

Plug in n~11bll1!; 11rumpl1her1 fQf

low l~•~l $C!JfCe1 w;I¡! O" bJIJR(
onr uno!\ !or 111i11 h~' s our e e s

t-< ¡1'1 QuJ Iii m uri ¡~nge<l i!~tl
!1Pe 'tt~nu~t t~ .,riM n $!tr~o
lld ; d~l \l~P·lyp~ "h«" fl (jy¡¡
C~A~ne u se

111



lllillllllllmnnmnn111m111m11111m11111111111111111mH1111111111111111111111111111111111u1

WHAT ARE
YOUR

PHOTO
REQUIREMENTS?

DllllllllllllllllUIUIUllllllUIUlllllUlllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll

RA TES are rates the
world over, and ours
are competitive
($22.50 for 3 nega
tives)

BUT QUALITY
is something else
again .... ours is
superlative.

And SERVICE
is still another mat
ter .... ours is un
beatable!

11rm111111111111111111111m111111111111111111111111111111111111111111111111111111111111111111111111111r

BAKALAR-COSMO
PHOTOGRAPHERS

111 W. 56th si, N.Y C. 19

212 Cl 6·3476

1'llDUUILiillllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll1
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CALENDAR l. .T.he.wh...•.en.•.:i.n·<l..w..•..}:¡.: ..e.re· nJ cílmiog e.vents.
23 December 19.03

DECEMBE.R

Royal Film Archive of Belgium, 3rd
international experimental film
competition, Knokke-Le Zoute,
Belgium (26-2 January)

American Marketing Assn., winter
conference on the development
of more precise marketing tools,
Somerset Hotel, Boston (27-28)

Pepper Sound Studios, annual sales
meeting, Memphis (27-30)

JANUARY
National Retail Merchants Assn.,
53rd annual convention on "The
Challenge of National Growth,"
Statler Hilton Hotel, N. Y. (6.,.9)

, International Radio and Television
Society, first newsmaker of the
year (8); first of a series of seven
production workshops, Waldorf
Astoria, New York (9)

National Academy of Television
Arts and Sciences, dinner and
show for the New York chapter,
Americana Hotel, New York (17)

Milwaukee Advertising and Graphic
Arts Groups, Ben Franklin Ban
quet (16); 6th annual graphic arts
workshop (18); Special workshop
sponsored by the Saks Promo
tion Executives Assn. (4 Febru
ary); Exhibit and Awards Night
(15); Silver Award Banquet spon
sored by the Milwaukee Advertis
ing Club and the Advertising
Women of Milwaukee (27),Coach
House Motor Inn, Milwaukee

Georgia Assn. of Broadcasters, 19th
annual Georgia Badia-TV Insti
tute "day-long debate" with FCC,
University of Georgia (21-22)

National Religious Broadcasters,
convention, Mayf lower Hotel,
Washington, D. C. (21-23)

Advertising Assn. of the \Vest, mid
winter convention, Bakersfield,
Cal. (24-26)

American 'Vomc11 in Hadio and
Tdevision, hoard 11wctü1g,Híl
ton Hotel, .:'\ew York (2·t..•:26)

South Carolina Broadeastcrs Ass,g:"•'
17th ánnual convention, Jack:·l'·~
Poin.sett Hotel, Gree:nvtlle, S;.G...
(31-1 Feb.)

FEBRUARY

¡J\
fl! I
1:Ga
I

Eleettoni¢ Sale.s,.~.larketiag Ass;füi•''.:~
2nd ·.annual.eleetto~ie ..ffi.a.t:keth'11QI fn
conference, Barbizon lRl~za.H~t;~~:n f1

New York {3-5)
1
I\'

Advertising .FecleI7~t.ionof Ame:@~, 1 ac
•:. .. .. ... '..•. • Imíd-wínter con.ference$ St;ttl~: :~,

Hilton Hotel). \VashiU;gton,.O. ;a,1 !~to
(4~5) ¡ijh

Int.e.m•.....·..ª. ti'.º. n..a.•·1 .. •R.· ·a·di····o······a·..n.d.· ...•. T· ·•:e..··.··.l.•e.VI.··•.•.. ·•. "':s···..:l·.····~.··.·.···"·1&Ji·.·.···.tSociety, newsmaker lu.nche;,~m ~n
with NAB pr:esident LeB:oy Ctil," ft1

lins, '\Valdorl Astoria, N.Y. (.:5) :~
Michigan Assn, of Bróadcasters".&11'1
nual legislative dinner and mi:c1t
wí nt er eonventiPtí! .J·.ack 'Tttl,,~
ffotel, L~nsing, Míéhigan .(a.:.~".

1,

'.r\finnes()taAssoci~ne.d.Pte:ss Br·~~•!¡¡
casters Assn., meeting, !\:liun~·
apolís {6) 111~!1

I te.
r:!J¡
i
'.fill

?dutual Advertising A.gtmcy..~0111'.
wur.k, annu al meet ín.g, H-Ofa'1
Palms Inn, Phoenix (20.:.22)

"íllc
Directors Guild of A_.mcri'ca~ail'.f,l;~~,.Thi
awards dinner, Be\~~rly ffiiltJ:t};.

1
(L

ªº.··te.I,.H....º.·.J·l·y·''...'.'ood; ..'~.·.raklorf.hs1 1,1
toria Hotel, New York (22) ¡

I .

Intcrnatienal Bro.adcas;tihg A\~anc.&1
for 1963, banquet presen.ta~U\111"
for best commercü.Jb otí r~difi,
und television, Holl~"wood.~al~
ladiurn, Hollywood (25)

South'''cst Council of.the A1)1~.tt¡í:(!l~
Assn.. of Ad'>·c,rds•inogAig,c11l'~Í~,
annual meeting, .~lengcr flatf1iil(
San Antoni.o {27-2S)

HJ6'4. ~'aiiety ~fct:.chandise F~·i.p,~..ti,;f
the Ne xv Ybrk Ttnde '~ho\v ij:\]'jJtti:~
ing, New York {$-12)

Electro t'lic .I'.1td'l.Iíilti'.Ps.1\ss1¡,, 1tl)r;~~r·

day Sprín~ ....c~1~fercncc~,.;$t,~;tl~1
Hilton Hotct,, ~Vaishin.gton~D. C,,,,
(9-ll)



1COMMERCIAL
CRITIQUE

I~If·POTPIOURRI
:tu·a \u\"~
Iik:e pri·.~it/1'111 º" .~¡H•d11/ 11· pro jert»
(f.t· Cardnrr ld1 ertising; ·"'• Lonis

~[C1n·~11:soF 1101'1·: from tln- tv kookie
ra . ¡.1r.
The voice i11 Bettv Crocker series

nu foreign-dish mixes. Video gets

ll,..,A" for apperitc-wlu-tt ing. Copy
rl I smacks good, Back~ro111HI voices
•• 1 I ~<hi atmosphere, hut subtle impact

~~ctor is th.rt \'OÍCt'. Ilard to ele
!i:erihe. Hard to forget. A sharp. al-

i>!
1

most forgot ten t \' tool is a dist in et in·
•
11

ll'Cl not distracting voice ... a ,·oi<·e
01 ·~fiatfits the subject. This one does.
¡1 Hope.

I t The idea, even in some stnmg
•'\I '.tf'tJpact conuucrcials, isn't alwny»

1~·erhalizcd. Boosts re m e 1\1hra11 e e
;1lt1 :\rhen. it is. Good examples: .\\'i~k
' :l\'lUJs its strength where the dirt is,

;Clz\ss \\'ax gobbles up dirt. Set to
§O in ice ami snow with Prcstonc's
Oc-leer.. Things go better with

'~II·Coke. (Don't unclcrcst imate the soc l...
1 .af that Coca-Cola inflection.) \\'nrth

,go.ling: Each of above incorporates
l1rnnd name.
Thl' water is still with 11s. \fotll'ls

·11• illl hut walk on it to sell <'i~s. Ix-er.
tooth paste, what not. Confucius
siar: Farnwuy beach ,·elly fine pl.ice

.1
)I

IU~..\ .\ D \\Ii" joinrd r.nrdncr n<
rgp~·n·ritrr 193.1. 11¡1p,.tf to 1 .p, IQ 11.
tum/e n board meutln-r ant] crentii •'
d1i'rf'clor IQ lh, lnt er srr t ,.,,¡ a« U

creat]¡ r director, ,..;,¡,,. i• " rreulur
Critiqur contrilnitnr,

Tr<•111h,t1·d111iqui•s, 11ew
!>I~It·~ i11 rnclio/h·
n11111nl'TnnJ.,are evnluntcd
b,· induvtrv ll'-.!Ulc·n

FOR '63
purticipatv in tv production. Acl.un»
sav: ~o so ~ood wlu-u situut ion .nul. .
location contrived rather than p11r-
poseful.

The rnin is all wet when it dri\·1·s
C'i~arette smokers into handy slu-l
ter, when cook-outers arc forced h~
suelden shower to have t Iuir Iw1•r
indoors. 1lope: There arc those who
apply "the usefu] trouble uf rain"
to good purpose. F'rinst.mcc. Brcck
Set. Girl who's 11s1•dit walks i11ruiu
to mail-box. :\atura! d1·1111mstratio11
of products claim. ami oh. so simple .
Credit Y & H team: Eloiw Francis.
writer; Lee Scherz. art director;
John ~lcSh.me, agency producer.
Another frinstunce: :"\cstlc's Onick
premium offer of Poncho Hain Cov
ers. Boy, girl. puppet in Ponchos in
rain tell of offer. Finale: rain stops.
sun comes out, puppet explains:
"Whcu you mention Nestle's Quick.
the sun shines." Ae;cnc\', ~lcCan n
Erickson, Ine. Writer-producer Pa
tr ici.i Crossman: art director Ilnrry
Sumulot. \\'CD Prod. with Tom
Dunphy directing.
The gimmick lingers. Tlu- uow

weary hidden cruucru=-c-amlid rou
sumer cumments followed not 1111-
e\ peered ly liy .giggles. comes the
rcvr-l.uiou. Also, sans camera. e.in
did comments re hcud.u-lu-s. d.-ter
gcnts, diaper rash. And. of all
thirn?;s, deep male \ºOÍ('l' sct•min~ to
come from female lips. Peggy crows
uhout new dctcrucnt fr1·sllt'11ingher
whites. Them as know s.iv tlii-;
queer uimmick serit•s rutes "somo
what higher" than an·ra\!;1' for dl'
tcrgcnts. I lope: ª" .rrcncvs thut .i

gímmick can never ht• lookl'd 11po11
as a milestone in tv conuucrci.il
pro gres!'.

The hig~er-th:m-lifc slice of ('.1k1-.
each tender crumb hi!! ·" .1 h.111 of
bubble gum. The g;i:rnt eye which
blinks a gi.mt tear. pre luch- to re
minder (for mou ••ters:') th.it there's .1

cure for he.rd.ichcs. The scrccn-siz«
lips that tell of .m or.il .mti-vptie.
I lope: Each t.ikes .1 !!i.mt .:.tcp to-

w .m I 1111cl11tt--ruu; \ 11·.1-,1111ii,¡,.
n-trr-ut could I1ri11t! tl11 111 l 1.H k to
life ..,¡/.t', still rd.1i11i11~ <uuplicity.

"Our Iil 1· is frittn<'d away hy dt··
tail. Simplif \ . ...irnpltf~ ." ~n w rut«
Thorr-au lx-Ion- tl11· 1 lutt--r ,111<lt l.it
tr-r ol t\. I·:\.1111pl1· of l!,w.1t -;i111pl1ei·
t v with prt•t·isio11-.1111wd wll 1"
DDB'... :m.-.1T. 111.1..•t1·rpi•T<' for I .on l
B11\t1111 Or1.!.111111·r. \1.111 tluunl»
throuuh On~.1111/!'r, t lnnk-, Iii-. own
t lrouulitv, Id., 11s 111 1111 them. D1·
civiou. Ht·!!;i..,kr ri111.!" 11p S.}.íJ.) s,ill'
PmÍ<''> to Joh11 C.rp"i". pro.hu« r,
lh-11 Spi<'!.!<II. .irt din·dor, \l.iry El
len Flynn, l'OPY" ritr-r.

Tire discontent of cn·.1ti\·1· tv.un»
is om l1ig Irop«. 'I'h« hn¡ll' th.rt this
rliscontr-ut will finally ln-cnuu- vocal
cnouuh to 1•1111tlu- purposr-le ...s, the
coutr ivcd, tlu- ~inunick posuu; ª" <111
idea, the confuviru; clutter .111cl «lut
ter. Come Dauccr. co111t' Pr.nuer!
And Cod bless yo11. c-vcrv n1w! •

I

I 111111 ui vTll'\ 1l1H.\ '\·IZHI commer
c111I rnnk» /""''"' tr om "'" ·fdnm•. l t'»
sim nl», «le-nr , cl rnn arul ,¡,.Cl•ll •'.
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I t1illjlll(l·I .u ( ~Olli~ (() fll O\

g1t'.1l hoo11 to die liro.ul. ,1\ltT

11111' h i-, ,i.11in11 011 .1 q u.rl it v h.i-
II ¡, h.m ll v l!t'(('\\,lf\ !O <JU

tlu 1u.rd, ol I· DR Ill l~l'.{3. hu
,, .11i11n11_...:lo t'll!Pllll!Cr so 111

l'c"ple. 'º lu. k ilv in the wen
"1 e.' t n 1 nu-d 111111, who th i11J...rv

vt.u u-, will .ilwav-, be quo. II
Ii.HI hcc11 t he eave, there \\
h.n e been 110 telcv isiou .rt a l l
\\t' \\'011ld vt il l live in t he da
r.ul 10 on h. If rcvc.irr h IJ;1~ t•
-t rov 11,, it ¡, .1 man e lou-, w
go hn ,111-.,c tod.n our med n
tile =I n.u ion a l ;1<h·er1i,i11g
lllll .md IH.'\\''P;'IJ(T' h.ivc olH
-.,uflercd he1 :tll'l' of be J... or s
rnc.11C h. I lu: r.ul io people ;1.

gi1111i11g to re;tlí1e that t his
been 011<·ol t hc ii major d r.iwl

.11,, l.
I hope t h.u through )Ollr

cllon' vr ru <;111 cur our.u;e 1

lno;ulc;"tcr' 11r look at the po-.1
ti\ e ª'IH'< t' ol the future and real
i/c that with true r ooperut ion with

we will get fu rt her
and 'Ii> 1~-,-,,111

WHICH IS
THE .BEST-CLIPPED

TRADE PAPER
IN THE BUSINESS
OF BUYING TIME?

de.., troy.
The expert~ C\ en made the 1111\'>

t ak e of \'>aying television
ting radio -1"

.Ii11O\\', U l ild e hiS· .,,fll.F!i,,,

JH'º'- ed his ''}n..blir sen:
ificali<>11s h~'ld beén l'Oi.1~

púhlic u>.11fidt1He ü}Í'\!·*
1e•dgning ;1 Irer on lv nx:iiiii

~ . . .!o . •

\'>t\en-yc;1r :q>pointme1n; ..,
the former clrairruan

t ha\ e been ;1ppoi11.ted bt)i
in the íirst pb1(e. lf l~
-rnrr, he ha.d been 1r1~h
.e 'll1.nt1ltl have herome •}l;
nlv. Then, in his fí.rsL
..¡r he 'tU< lied "odoiilli.

1er
en year<;.

.u 1 Xcwto.111

ti moo ths, ~
<on fro u(;~

another

oadcasting,.
of years {;l
have b:een·

"It gets thoroughly read and routed
PVcry week! Frequent ly 'dipped.'"

Harold J. Bc>rby, Adi:. Jf gr,
Miles Laboratories. Inc .. Elkhart

"I often clip articles .and st>1HI tlteut
along to eliP11ts-si1H·f' vou um·o~·er
t liings we'el HC'\'f'I' knO\\' ,.

Joh11 xlorgan, Prc« .
.Joh11 D. vlorunu. Inc .. Chi("<H!<>

"Sean·eh- .111issue I don't dip two .or
thrr-r- items of i11tc>rt·<a 110!oulv tn 1ny
sr-ll hut ot!tPrs i11 tlw offil'e"

D.d<' C. Casto. \ ·r
BBDO. íl11{fo)n
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SPONSOR :? I I fr1 t·mlw1 f111, I

Admen are
to·lni.ng

lukewar ...•
K&Eon

Policy of buying time on only NAB Code-subscribing
(or adhering) stations strikes many agencies as being
gallant but very impractical. Others fear 'collusion'

(i(}()l) C0\1\11-:m I \l. l'R\C.:l ICF.••.•.•with
in or without tln- '\'¡\B Codo, un

lwco111i11g i11cn•asi11gl~· important to
tlu- h11ycrs of radio and 1t-h·\·isi011
stutiou tinu-, so r-l.rim till' 11;1ti1111's
lop il\!l'llC°it'S.

Yd d.l'spi!t• c11dor'.'-t'llH'lil of coru
uu-reial limitutious hr vtat iou«. tlu
major broadcast agt·ndc-. arcu't
willim; to gd hehiud an indu ••try
wid« hoycott against tho..;t•who t'\

ct•t•d tl1C' limit-, or wout join tlu
Codt• .. \rnl lu-rr- tlu: n•a,011.., g¡, 1·11
'an· '' ich-lv .. .

For one, 111.111~,;i~ tlH·~ don't
"·;111t to procla iIll Cod« cml11rst ·11w11t
p11hlidy bce;.111't' of pns,ihlt• <_!II\.

r-rnuu-nt .mt i-tru ..•t .ut i1111. 011l'
.1gt·m·y l'Wn1th t' put-, it tlii, ".1~:
"\\'l'0rt• in au i111po:".,¡}llt· vitu.it iou.
If \\ t' s11ppnrt t lu- l\:1·n~1111~ Ecl..
hurdt idl'a (to h11~ 0111~ ( :ndt· -t.r
tious ). \\ t' c-onld lw .1n.·11"·d of
collnvion. II '' 1· d1111t 'lw.1k 011!.

\\ cll lu- ill"l.'ll'-l'd ni lit0Íll!.! irrr-vpou
,¡hlt• ;11l(I h.1,·i11!.!no mor.rl-, or con-. ..
\l"l('llC'l'.

'\.\B pn-sideut L1·H(I\ Colliu
q1w-.tin11..; this. ·· \gl'11d1·, 1.:.111.md
vhould prnct•t•d to 1·11forn· tlu- Cod«
h~ Im~ ing Cod1·-,11h,nihing <t.r
t iuuv. \\ 1• h.iv« lx-c-n .1...kiuu t h i- for
.1 1011~t inu-. I w1• 11«1problem .ilo11g
th1• .iuti-trust liru-, if tl11· .1c:1·11l"Ít''
work incliv idu.illv to '11p¡wrt Codi·
,1.1ti1111,. ( >111~ ii a l.m.~1· nwl'lilll!
wi-n- 11rg.111iJ:t•d for joint .u-t iou
c1111ld ílu-n- lw clillicult ic-. -

\lmo'l t'\ t·r~ .1!.!1·11c~ cu11t.1ctnl
Ita-. di-.c·11,-.1•dtlu- pm-.ihilit~. m.111\
rt'l"t'11th. 111 .rdchtiun tu .mt i-t ruvt
Pº""1hilitit''· nllll'r r1·.1-.1111' < itl'd
\\ l'rt•:

~ S11/1,nipti1111 to th1 \ \H Co1!t
¡, 1111/111/ that ,¡.:.11ifi11111/ \lth1111.:.li
!/.\ (/ r11/1·. t/i1 I/ /J1 /i1T1' \(t1/i1111' 11/ii1 /¡
<ubwril« In tli1 Codi· 1111 v11nr1 ri
'/•lill'li/i/1. 1n q1fin11' nn tri 1¡111 ni

l

'
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~ .\1011y 1crll-11111 rrspousibl« stu
t ions arr not Coile subsrribrrs.

.\'¡\/3 Codes need ti.!!,lilc11ing, arr
too loose 011 ro111111crciali:afio11, r'S

¡wciullu in radio, ant! tlu-rcion',
Code snbsrriptíon docsut tell them
e11011!.!.h (1/10111 sial ions' nolicics.
( Tllf' v. \13 limits tlic 1111111/Jerof
radio conuncrcials lo 2-1per houri.

~ Heal rrsponsibí! it y of cliecki 11f.!.
<'0111111crci(/lstandards rests tcitli the
agcnci], not with tlic .\'AH Code,

.,It is all uicll, and fine, mu/ gal
lant to set honorable restrictions 011
buying, bu! for tlicmsclccs, the idea
is im prnctical. \\'hc11 tlio time conics

to make buys, the best ocoilabíiüt¡
counts uppermost; Code or 110Code.
Commercial standards have come

to the fore anew in. recent months.
Former FCC chairman Newton
Minow proposed the FCC adopt the
NAB Code for its own rules. The
NAB opposed this. Then a bill \V})S

introduced into Congress to bar
the FCC from establishing time Iirn
its. \Vhile the FCC staged hearings
on the Minow proposal a week ago,
the hill has been moving ahead in
the legislattve branch.

In the meantime, Kenvnn & Eck
hardt announced it was buying time

A formal plea from NAB, 1961
"\\'e need 111on' coopcrnt ion - 1101 j11sl anions; broadcasters
a1U/ <1111011.!!.adrcrtisrrs, lmt 'bct u cen' brondcastcrs 'atul'
ndccrtisrrs ...

"As- yo11 knoir; S1\H has been de cot ins: increasing attention
fo ifs men Codes. So111e spcudul results hare been acl1it1red ...

"\\' t: need mu] anxionsh] seek yo11r h<'lp ( tli« ogniri<'s' help)
i11 tlus« rfforfs. These Codes, llkt: your otcn efforts of sci]:
dlsripluu-, rcnrcscnt tlu: best possib!« insurance for the COl!
t innri! cuh.anrrnu-nt of broodrastius; as tlu: 1corlt/'s 11HH"i
<'Ut·ctii:r 111rdi11111for athcrtísing. ...

"I 11rg<' yo11 lo ffC011111H'11tl tlir plm:r111r11t of tjnu¡ adccr
t iscuu-uts u'itl: statious snbsciibini; to the Code ...

"Tlu: fart that /u.Hulmsfi11g is n nutss mrt!i11111 docs 110i
uairaut ltnrrrins; of 011r ,,·id1ts ... a« a 11w~·s-<·om1111111icotio11
111<'<li111111cr luir» a uuissir r rcs¡)()11si/Ji!ity to rrurl¡ for liiglwr
goals. -L1·:HoY CoLLI!\:s,President

'II

on .only th~se stations who '.:.r~!i.'.~
Code suhscrihers ..K&.Eoffered t ... rir
help to any_of like minds)but B't@ ~~ek·
has come ~n the way of sup~ ~
from other .agenoies, {º1·•

\Vhile NAB opposed the govfm'.fi~íl
ment getting into the act, it has in:l. rrrn
b . .h irl . . f . ......s. :;edeen agamst t e 1 ca º age.o.c;1,,
supporting the Code itself. As }:Qi':. '.Coi
ago as April 1961, Governor Col{t~ pui
in an address to the 4A, urged ~f tr b
pladng of commercials on Cocll :.Co
subscribing stations.
Here is \vhat índividtial ageo~ti

say:
• Benton & Bowles 'Tm (.!~f

cerned abotrt the legal asp.e~\1$!
says. Bern Kanner, v.p. director i:1
media. IIthe government gív.esi¡¡¡¡¡!
o.k. for agencies to act toge.tl1c.
without fear of legal infringc1t1'.el'l1
however, Kanner mentioned ~E
agency rnight speak. up.
"We will not buy triple-spnt~

positions or buy into positi~
where the station exceeds the ~
cepted number of commercials. ~i~
half-hour. \Ve have the stati~r
monitored by BAR.. If we find
requirements are not followed ¥\1:

ask for reruns or our money hat:ill
\Ve have been doing .this for yeaér
"I hope the K&E policy will :s.i~

other stations into subscribir1s¡:
the Code. If they dofi't reg.tt'Í.2£·
themselves the government n1ayr d
it for them," says Kanner. II

• J. VValter Thompson "\Ve ti;.}f
huy the best stations," says JJ
Hylan, sr.. v.p. in charge of bt~l),1!
casting. Hylan says the inedia .p:~G
ple arc a\\'are of what stations SlIT~

serihc to the Code. However, ma:tf
good stations do not belong, not
cause they are irresponsible, but
cause thev arc not joiners, d(i !it~

w•.mt to sÍ.wnd. the mor..W).', or. s.'º."mtil',,;'..
other reason.

I 'j
• Lemten & Né\V.ell Herh Zeltn;e
medía director, reports his agéflflj '!
is sympathetic hut he also fe,ds t:i ·•
problem is applicaJion. ldénttfiti~~' m
tion with the cause, Zclrnt'I' £~~1
would SUl)jecttl1¢ .agency W char~.t~.1C
of collusion,

• L&N also st1hs<Jriht'sto U.All tl
check st;:Itions."It is the schcdtl):f>r;¡:
dol'i11gthe time perio:ds \Ye w~nl'.f
huy t1u1t we are int(>rc.stctl in.," l
say:a1.Stations snch as Y\'Q:Xl~h.
c<n1sidcrs ns havh;ig high ·st~111Jl{;tfi~
even tJlough thc•y du not subsJ:r~b.
to the• Code.

..\~
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- Foolt', Cont• & Bt'ldi11)!. ".\d
d 111'~,jt~tedl) Wl'. l~t> huy '.11,111~: nou
• I' l~ird1•- xulrscrihiru; . 't.it1011•-. s.1) s

i'rm1k Cromer. a~t'fü'\' nu-rlia di
~(·lor. "but \\'t' do temÍ to [nvnr the•
\yh..nil ll'r-. t•n ·11 thou ~I1 w1• h.rve
111 rrou-c-l.ul rule. \Ve lt.rvr- di'>
t'IS>il'rl i11tc.m.llly t lu: nu-rits o[ huy-
1:ic: Code· suhsc-ril n-rs.
"I t liiuk the K&E thine; is a dl'sir

ct: ,;.bh· lw~irn1ing, hut i11 Ill)' opinion
1, 1 bi.· Corl» allows for a pretty loosl'

1peralin11 in ti-rrus of 1111111lwr of
·t1nrntt•rci.ils ullowecl 011 om· stu
hm1. 111 111\' opiniou oiu- ean over
anunu-rr-i.rlizc- and still he w ithiu

"''lhi· Code," Crouu-r notes.
•• MtC:1nn-Eridmm The agency

~

ª.•.•.s.·cliscusserl tlu- rcbti,·e ~n·.it!ltt
: 1 tat sltn11ld ~>l: giwn t.o hnyiiu; 011
..,, t>dr•-s11lil'>t'nl un!:!; stat 1011s hut 110

'H.r:t•dfrt• has hecn sv11t to buyers 011
b.ti suhjed yet, a spokesman says.
It is a good idea. hut we H·aliz~· in

•••

11~Jí11ycast's we'd have to 111;1ke au
!tfrrior hu y. There is a lot of inertia
fJ, this busíncss. I know, hut the

,1 1lfrt is \\"t' have a great deal to do
']l~nd don't have time to go 01~t and
'¡rusadl'. In the field of radio the
ithnn1erc ÍH I n-s t rictions dnu 't mean
tl'.hch anyway, They allow for ;1
,·~ry liberal dose of commercial
tfn11:' •••

• BllJ)O "The K&Epolicy is very
1:th1011s and t•,·eryhody appl.iudx
h(' ;1gencv for it. hut I don't think
'b;íng; ar<'. that cut and dried in the
'~~IIworld," Nlikc Donovan, '"P· and
nerlia t11a11agt•r, said "Everv <ll!J'llC'\'

'--- " ' "
.liítl'i; a rcsponsilulity to set up its own
;;11:\t of principles and order within
lurse principles. If all other things
!iE~'equal. we'll take the ~¡\ B sta
io1.1. hut I'm not prcparerl to say Wt'
;~ill support K& E's idea. \\'l''ll just

11•
•• ff hack and :1¡1¡1!.n1d."

1!ll Young nml Hulricam .-\ media
·~t>'t•ntin·says the age11cy d1ws not
hf}tlH to hoyC'ott any station. "It
¡~·1.nildn't1nake practical seuse. This
s snmcthing vnu It.in• to cvulu.itr
'~í1vuur owu. The use of a hovcntt
:$'.ift going to accomplish a11ytl;i11~...
'·~Compton "I don't think a firm

,)ffücy boycotting nou-Corh- suh
!.('.tiln·rsis necessary." Frank Kemp,
t;li:'di;¡ director, reports. "It could lu-

,,. 'h~ll slat ions arc n-sponsihl« cvr-u
h~1!1t!h thev are not subscriber» to
ht' Code. ·on the other h;rnd ;111

111•~<.\BCude-sulrscribinu stations an·
1'.~:t that perfect either. You c.m't
tl:t' Code suhscript iou as .111evcuso

for not 1•\,1llli11i11~ t lu- ,1.111011' your
sel f."

• N. \V. Ayl'r "At 1111, p11111t wt·'tl
like..• to set• 111or1• lt't'll1 111 t lu- Codi-.
then we'll t hiuk 111or1· .ihuut how ii
sliouk] inlhu-ru:c our clt'l°i'>i«lll'>,w
couum-utx C:l'or~t· S. llurruwv,
1111•cliaílirt'dor. \\'1· h.tvcu't Id t lu
K&E dn·isio11 ;1fft•d ;my of 011r
polil'it'S. Jmt l>t't'o\IP,l' st.it iou« vul»
St'rilw to tlu- Codi· it tloL''ill't 1111•;111
tlu-y follow it.

• C:1111plll'll-Ew:iltl Th« agc•m'y
has talkl'd ;11 ~n·.1t length 011 tile'
suhjvct. .rccordiru; to Carl ( :eon~i.
[r., ,·.p. .uul ll1C'cli;1 dircctnr. ".\lml

of 011r dil'11h lu·i11c; ,111101111!1111p•·o
pit• t lu-y liuy 1110-.th ne t w or], l\ .1wl
r.uli«. 111 r.idin \\ 1· u.rt ur.rl lv " mt
dr ive-t inu- .11111W•' h.l\t' In t.1!-.1· t ln
lx-st \\t' r.m ~d wl n-t lu-r it'< :...: \B
or 1111t.011r 1>11\'t•r..;.m: .iw.m: of t lu
Codi· -.1111,nilll'r.,, hm\!'\t'r, .111d
wlu-u c·\·1·r~tliuu; c·l.,1• ¡., 1·q11.d tlw~
11s11;11ly couu: 011t Oil lop, \\ 1111•·1111'
viul.itor« e1111w n11i elowu tlw J¡..,¡ "

• Dancer - Fítz~t·ralcl . "i;11nplt'
••\\'c've hcc-n t hink inr; about K&E\
idl'a hut w« 11at11r;dl) h.1\ t• \\ orrit·"
.rhout ant i-trust vnitv." ;111 .11!,t'lllº~

t'\t'Clllin· uotvv. "\\'1· 11,1\c• lo lx
rurvful not to pl.iv f.1, 11riko,. It j,11'1

.. . formal respons.e from K&E, 1963
"Quilt' simply. our ¡inliq¡ is t/11\. \\'/11'rt'ffr pr11ct1ral. mill
where 1n· ca11 s<'Cllri' the a¡>proral of our client», 11,. IL ill co11-

fi11l' 011r tclrvision a/HI rodio ,,¡wt purchusr-. to vtnl ion» 11hit h
suhscrilu: to tlir .\'. \H Code or to "" t'1¡11irnlo1t roclc: Or to
stations ll'liirli ra11 shore "". that tlicy < ui orr« 11¡11i1alc 11t rulc »
uitlumt urtuclh] .~11/Jscrih111!!. to a [orin«! cod«,

"\\'<'derided to co a/wad afia rnrcful c11w/y,¡, of all cxist in«:
rodes i11 the /Jroac/,·ast iurlnst n¡ aiul a/to 't11d11111!.! cod, oprru
tious i11 the lo¡>.)() tr markct « atu] the fPJI :!i radio 111t1rk1·f<; .

".\ly [u»! rail is lo rrrn] r1 'Jl""''ililt· tul» e rt isini: a...:1 net¡ i11

our fide/. I 11r..:.<· cae Ii of them to ta kt· a low.:. awl <rrious look
at tlic Ki: [ ¡wli1·y tuu] tlun lo tal«: action 011 their llll 11

"I uant to say that l\.l·E oljN ..• to assi«! 1111•1 111/i, rtisin ;
aucnci] that co111<'" to "·' icitl: a viturrc inter, vt 111 our polio¡
\\'e uil! lil'l¡i t/11·111 i11 1111y 1rn11 11·1· 0111

S l l 1·111'" Dn11.. 1-:x<111f11 ,. \ ·111 l'r¡ ,1d1 u!



quitr- as simple as it sounds. .il
tliough the pr inciple is good, and it
wnulr] make 1·n·ryone's joh more
simple. Still ions may all say t hey
ahidt> Ii~ till' Code whether they're
mernherv or not. You'd have to
monitor them ull constantly to he
sun'. and then if you found a cir
cumstuncc where the station didn't
;1biclc and you stopped buying t imr
tlu- station could challenge you for
taking an isolated situation."

Another media man, from a top
15 ag<'ncy, frels the support of Code
subscribing stations is a good idea if
it gt>ts support from enough agen
cies. But I elon't f1•d this will arouse
any more active interest than <qr.ency
appeals 011 product protection. I
really don't think it will go far. Few
people are going to go in and pass
up ii good availability just because
the station is not a Code subscriber.
The competition is too strong. os
pccially in tv.
"There is also the anti-trust prob

lem. Look at the fix Y&H got into a
couple of years ago on a barter deal.
They agreed on taking united ac
tion and had a lawsuit on their
hands," he added.

The agency spokesman also re
ferred to the Procter & Gamble
policy a short while back. P&G said
they would not huy into stations
that triple-spotted. On the other
hand thev told the agenc\' not to" . ~
pass up an exccllr-nt avails lrocanse
of the po lit-y. "Yon 1-it hr-r have a
policy or you don't, ..spo kl -smn 11said.

STATION RESPONSE

Sten· Dietz. K&E exc-cnt ive v.p.
and primary spokesman on the
agency's IH'\\' policy, says he has
heard from "a number of" radio and
tv stations that not onlv show inter
<'-.t in joining the Codi' subscription
list hut '\,I\· tlu-v 1cíll subsrribe,'
II<· did not l1•t•I lie could releas<·
tlw numos. ho\\ c-vc-r.

Tlw :'\:\ B Codt• .-\ntliority s.1ys it
has not sr-c-n <111\ 1m11s11al iutcrr-st in
vubsc-ript iou from either I\ or radio
xt.rtious. En·11 if it liad ii would Ix
diffín1lt to n-latc- s11d1 :1di\ itv tt i re
cr-nt .H~<·1H·~·dis cu xxiou» 011 the n ·
b tin· 1111Tits of huviru; 0111~ Code
<;fation'\. ·1:1i<'~ \B doc' not kno\\
\\ )i, vlat iou-, w.mt to join or 110!

join, \\'hilt th1·~ do k11m\ wc-ll ¡..,
th.rt <1 un-ut llla11~ st<1tio11\ haveut.
\! pn·,.c·nt. .i lit Ile· morr- t lum I\\ o
!lm d, cil .rl I\ ...1.11ín11•.• .m- Cnd1•

subscribers; fewer than -40o/o or ra
din stations helong.

"I do think the K&E policy is
creating interest among radio sta
tions hut I have not seen any notice
able reaction her(\" Ch}1tlcs. Stone,
manager for radio, NAB Cod« Au
thority. "Haclio Code subscription
has had a fairly steady rate of in
crease -over the past two years,
about 13 to l-4o/r each year," lw
says.

According to Ed Brorrson, man
ager for tv, NAB Code Authority.
five new tv stations applied for sub
scription last month, hut the Code
office cannot attribute any of them
to changing ag<•ncy policies, "Sev
end stations have expressed interest
in the K&E policy," says Bronson.
"but I believe they were alreadx
subscribers."

Perhaps the only station to admit
publicly it has made official changes
in light of the K&E policy is
\V~1CA.

A recent letter from Stephen B.
Labunskí, v.p. and general manager
of \VJ\1CA, to K&E stated that the
station was reducing its total adver
tising time and the number of com
mercial units per hour, even though
the station's. regulations were al
ready under the maximum require
ments set by the NAB Code An
thority, \V~ICA's reduction involves
an average decrease of two to three
units per hour from its former pol·
icy, Luhnuski estimated.

"The K&E letter (asking what the
station's policies were) prompted
11sto write and make explicit what
we had recentlv arrived at and al
ready prrnnulgated." according to
La hu nski.

Even if other agencies jump 011

the bandwagon station response
may lw slow, savs one industry mrm.
Those stations who do not wish to
adopt t lu- starnlards set hy the NAB
cannot he Iorcr-d to. Thus. tlu- sta
tions with honorulil« intentions that
do s11hscrilw to t lu- Cod« an• pen
alized hv not havim; as much l'OUI-. '
nu-rt-iul t iuu- :n·;1ilabl1· ;1s tlw mH1-

suhsl'ril ll•rs.

THE AGENCY SPARK

h ..•tall'd pn-viuuslv , Cm c-ruor
Collins, and otlu-rs; hav« lwr·n pro
moti11g mort: consideration ol
CodP-suh~L-rihiu~ stations hy nclver
t i«-rs for :.rnne- time. Yd it was not
.in \1111·rit·an adman that ...purrrxl

Steve Dietz ~ltK&E to col)¢t>.iVet!b:tJ
new policy.

The idea took slrape when Úíe:g
heard a BritJsh adv.erli'ser dc.s.cdfa
what had hern don.t• in England wt
behalf of sc·lf-regnl.ation. "So náW·él

' , . ... ··~'~

ally I began wondering what. bo~l~~I
he done in the U.S. under O!Jí
~round rules," says Dí.ctz. In ail:dif.,J
lion, impending government aeti'átl'
on over-comrrrcrcializatíon p.róYi.'!,
ed a major rnotívatton to a¢t {Fe~!,.
t•ral Communicatirms Commí$Sil:'{fll
Chairman E. \Víllíam Henry r~,,
eently told the International Radle: ..
and Television Society that som:i
solution to the problem of QV~r•
commercialtzatlon is needed, ana; º!J.
broadcasters don't seek and a~111
tlreir own, they very likely will :dt~i•1
cover the government, thrott¡I~!
FCC, getting into the act.)
And so Dietz went. to work ..~~I

ting the machinery st<1rted..Aftet'i0
meeting of the K&E inecffa pol,tq,
committee in X.lay, of which Oi~b
is chairman, projects were put intr
operation. Heprcsenta+ives v1;;·~t
queried regarding their stationstr~flll'
lrercnee to the Codes. St.átions ~tJf
groups that didn't subsctihc 1\t·~ri;l.

asked why. In some cases their º"
codes were considered adequate ...:;~
study was made of tv stations· m
the top 50 markets and radio Sif!\1i
tions fo. the top 2.=J markets, as t@~·
ed by K&E.

In October a proposal to bo~·ccxtt
stations not adhering to the ~11\i!
Code was passed by the cxecu:eí"\~
committee. Last mmtth and tloct.•1
month K&E clients, which sf,}~"![~
ahou] $-40 million ht hroa.C:fo~,
media annually, are being .cmrt~
cd. These include' Beecham, ~,[e;¡¡¡;Ji
Iohnson, H. T. French, lntcrnatfü:dá:'
·1,atex Isodine Division. Nali'<;~u¡:r
Biscuit l't>re;1lsand do¡z;. food .cslj.:\"'.li
sions, Pahst Htewi!tg, 'Vhirlr,1cml
Q11aker St<lk Refinii1g:,.F1J:rd :~f:ct~d11
Co., a1l(l l,inboln-.~krcury.

))futz. made n formal stafeJW(f!IJ
to ad men in other agt.'ncíes h.ü~1'.r
N ovemher urgingi them to 'l~~ll ti
long and seriou1' 1od~ lit th!(:~ '"tit1i1
poIÍcy arul then to take ncthJ.rTix(
their º'"'n" (s(~t' box for more r~"
cc·rpts 011 his a ppPa 1).

If othf•r agt>rrdes a.nd uchT1'lis[li¥!;~
take a similur <lctlt>n it is <1tiih' }I(IJ8'·
...ihlc- tluit tlit· .-<('Jf-teguhnioü £um::;((;!-•
wil] he 1ri\'cn t•nmrrth .'ltwncrth to.~'}~- - - b- "• ; -- ;"!' ~'
rlu- c•11fmn·nn'nt _jtih \\·itlrntit ::i..n~:
lu-lp from th<' PCC. l.



ADVERTISERS

íil

''LEGAL VIOLATIONS,''
NAB HEADACHE

111111

1··
Advertisers and agencies see just how far they can go
without actually violating NAB Code, often r.ely on
broad interpretation of taste. NAB hands are tied

W m·:-1nut it's a college student
who luis fi!.!ured 011t 'how to ~d

Cükes out of the Coke machine
without usi11g a dime, or an execu
tin· w ho is rt•\·isini,! his tax structure
to take alk;111tagt• of a llt'wly dis
cuvr-rccl loop ho It>, or a lrouscwif 1•

who has dPd<led to stretch a meat
loaf hy addillg bread crumhs. the
process is the s.uue: a built-in part
of the Anu-rican \\';1v of Life is the
challcn!.!t' to ..heat the system"
SIuucl II)\\º.

This is just as true in t\ adn·rtis
ing as anywhere' clsl'.

There's hardly a major ath l'rtisl'r
and .1gc11cy unfnmiliar with th,=
pr iut-ipal cod1·..; gm·t·rni11!.!what you
can or can't do i11 tv conuncrcialv.

B11t there's hardlv an ;ul111;111011
thl' tv firing line w ho hasn't C) ed
the codes-?\.\ B. network, stution
grou p 11r ''I ra te\ er-.md looked for
a loophole. or who has wondered
[ust ho« for 111· t·o1ild go. and gd
aw.I\· w ith it.

Since such ;1 pruct ic.- is tlw .ul
' ertisin~ s1.•eo11d-co11si11to the tech-
11iq11l' of ··c,1mcsm;rnship" (a pas
tiuu- invented h) Hrit.rius Stephen
Potter. .111d which involves winninu

g;1111e:-.\\ it huut .1d11all~ dlt'ati11!.! •,
it might \\ 1·11 lu- <:1ill1·d ••Bri11k111a11-
ship."

Brinkmanship rr-prr-svut-, .1 pruh-
11•111 i11 tv, both for its \.!l'IH'ral pop
ula rity .1mo11g a(h 1·rt ísers .uul fo1
the possible Clllht'q111·m·1•, which
111ight .1rist' frrn11 it. I

It '' dtlfü ult 101 t lu- '\.\B or
lld\\ or], vt.nnl.ircl-, dcp.1rt111•·11h. or
;111)uu«, to t.u !..le Bri11k111.111-..h1p. \,
f.tr ,I\ i11di' idu.r] w!.!111111h e.o .• 1
c-omuu-rr-i.rl miuht he .1<.'<.·cpt.1hll' ll\
Code st.nul.rrdv. but ·'' an on r.111

., .- '



ADVERTISERS

i<lea it could he objectionable. ..\\'e
are often accused of splitting hairs,"
savs an '\ \B spokesman. On the
otÍicr lr.md, the \'AB feels it must
do somothint; about the mfrinae
ments or the public just \\'OJÚ be
licvc in or listen to connncrcials.

Stockton Helílrich, head of ~A.B's
;\ l'\\' York Code office. believes that
many complaints b~· viewers about
"the length" or "loud sound" of com
mercials arc really an outgrowth of
a basic disbelief in advertising on
tv. Viewers feel a distasteful ele
ment, hut do not know how to ex
press themselves - so they voice
their smaller irritations.

\Vl10 is guilty? Too many advcr
tisers, and agencies alike. "It is in
conceivable that advertisers and
agencies don't know they are tread
ing on thin ice," savs one industrv

~. . . ..
man.

Different product categories are
often guilt~· of a particular t~1)e of
"crime." Tov eommercials on tv for
awhile, back in 1961, were rampant
with misleading claims, although
the field .has reportedly been clean
ed up now. The Code Authoritv re
cently approved over 100 tov com
mercials for the Christmas holidays.

Last year it was personal prod
uets for women, often violating
good taste standards. Other prod
uct categories with problems: tooth
paste, cosmetics, foods, medicine.

Tlw Federal Trade Commission
has said "The problem of deceptive
television nclvort isin a, ;ilthont?:h re
cent in oriuiu. is 11rnkin~ its appear
.mce 011 tlr« Commisxiou's docket
with increasín!,! Freqm-ncv."

But the ~reatci,;t concern is the
1•\'1•11larucr numlx-r of cornmcrcials
t lr.it .11T not l'h<11l1•nt!P<l IH' the FTC
or disappr vrxl of h~· the '.\:¡\B sim
plv becan ...· t lu-v are on the so-

2·1

called brink but not quite over it.
Sl'O);SOH did some delving into the

different areas bf Brinkmanship and
came up with the following:

MEN IN WHITE

Earlv this vear the NAB's Television
Boa;d of ,Directors, acting on the
recommendations of the TV Code
Review Board, drastically tightened
provisions· of the Code against the
use of doctors, or "men in white" in
commercials.

The new Code amendment, effec
tive since July, prohibits the use in
all tv commercials of physicians,
dentists, nurses and other practi
tioners of the healing arts, as well
as actors who portray them in any
connection with medicine. Yet Bayer
Aspirin, for one, attempted to use
a cardboard model of Dr. Kildare
in a commercial not long ago .. The
idea was turned down by the NBC
talent department so the question
did not have to he discussed in
terms of standards.

The "men in white" problem
came to the foreground about two
years ago. Sam Jaffe was one of the
first to get involved. Dressed in a
doctor's garb, Jaffe did a public
service announcement for the Kid
ney Foundation. Network standards
reactions were mixed. Today such
use of a "tv doctor" would be re
jected. However, Ilichard Chamber
lain was used not too long ago to
make an appeal on tv for the Multi
ple Sclerosis Societv, without prob
lems. The difference was that he
was not dressed in white or identi
fied as Dr. Kildare.

NAB's Ilelffrich believes that the
f "l " luse o tv e octors to p üg non-

medical products, such as toys, is
all right. Dr. Kildare rccentlv intro
duce~l a stethoscope on tv which
was elcar lv identified as a tov, A "tv
doctor" co~ild also support a ·car, for
example, savs Hclllrich. In such a
case he \\'ot;ld he used merelv as a
status symbol, not as an implied
medical endorsement for a product
iuvolvíng health considerations.

ALCOHOLIC BEVERAGES

The :\':\ B Code provides that the
rulvcrtisinr; of beer and wine on tv
is :1eec•nt¡1hk' onlv when presented
in tho best of goo<l taste and subject
to existinu laws.

I Iowcvr-r, a prolrlcm has come up

several times of advertisers sú.h!
suggesting the liquor interest'~
their companies as well as él!_~,
pertaining to wine and beer. h
a fine distinction was brought
in relation to Schenley. Not too le1t1
ago Schenley advertised wine .0m:
and at the verv end ofthe couJim:t;~
cial showed the logo with :([~1
something like "another fi1;re pill
duct of Schenley." The last ·tlTot1(
lingering in the víewer's mind '~'.\''{ir
probably be Schenley liql.iot.

There are a few cases, ~o:~h
Dubonnet, where a trade nam~,~;Jl1

wine is registered as a p:er1n:ir
There are other cases \Vlrerlll' '
perrnittee is a distributor n0\L
volved in distilling (Benfield
porters for .M<trtin.i& 11.ossiJ. 'lfh.~
are several other instances, su:G;b
Cinzano (National Distillers Pr:ad
cers Co.), where the pcrm.iU~:ed~
company directly involv.ed v1>.•ítli.
dístilling of hard liquor.

An executive at Nonmm (it:¡,
& Knrnrnel, agency for Sdt:e:1~:Jtij:
Dubonnet wine, savs, "\Ve tr.f~®
get awav \v:ith it hut cmuldntf ·1
~nu.se th~ company~s whiskr l's ill
called Shcnley. Com111erdals. Ii
list. Dubonnet Co. as the petrid~lf~
A 'problem arises beC<.\tlst'•

prohibits nny gnituitous refer~tu
to, or identificatín.n \A'íth ligu.om;,·
though Ht the same tinJe: the t~·
crnment clel1Mnds it J..1uc.k•r ¢.et'iw
ciremnst aiTCl'S. ."¡,

S..:•ction ():} of Ileguhtion ~f!}. .~1

of the U.S. Treastrry D:epartu1~ ;w
issued under the prcwf.si.ous oÍ ':ti



•dl·r;il Alcohol Admi11i,tr;1tio11 \d,
1h·d ".\l;111d.itory Stah·11w11ts," n·
,lfró th:lf wiru- mh-t·rti.sl'llll'llls
,1tl' tlit• Ha1r1t•and :HJcht•'s of th«
rnnilti.:·t• who is n•,po11-.ililt· for tlw
t1otko.sL (A ''pen11ilh•t•" ¡, .mv
,!;f:so11lmltli11~11li:1sic p1·n11il 1111der
~AH takes the pnsit ion that i11 all
¡ses th(• ma11d.1tory ~takn1t•111
l~t1:1lly i11 t lie fot111 of ;1 dosi11!.!
1rídvidoo super ) must he aL'('l'pl1·d

tch•dsion. The decision \\,1'
1s:ed 011 the Iact that such a11 ;111-
t:mce1ne11t is for ide11tHicntinn, 1101
ílvi:("rtising.~o cnnunerciul in this
1~1dnct eatc~ory would he con
!t-"rt'd uccoptublc if n special at-
111.ptwas muele to clruw attention
ti.u· company. Yet the dillcrcnce
l~~~<'l'Ue~plnitation of a name and
iJtiffc;1tinn is often a matter of
~:e!rptt'hll i< in., -

"~thics and taste in advcrtisinu
~liaicinc are of primary concern.
iis a dangerous arca and one in

'"'Jll~ich t.hc public is c~1sily misled.
,í\nac111 has been in the news a
)~ t inu-, challenged for the copy

1:rwsc "like a doctor's prescription;
:,t. is. a combination of i11grcdi
.s:· BayPr Aspirin has also been
'ler observation and 11p for hear
s at the FTC.

_:,~lnong the concerns nowadays
1 arthritis and rheumatism claims

l:ch sonwtilllcs enter into the gra\·
11á':i of Briukm.mship.

•1R:s· yet all the causes of arthritis
· l rheumatism art' unknown and

·íit arc no complete cures for all
~-s. 'fd several medical products
/~ implied they could provide
a¡1rl~¥tablc Ireatnu-nt. The audio
l: l:'ÍJSual message Oil tv must state
l the product c~111only provide
lil?Ot~iryrelief of minor aches and
11\~.Ackertis.ers have been asked

tu ;iniid a11~ 1111phc.-.1t1011t lr.r! t lu
prorluct dm·... 111on· tl1.111 rc·lit'\ 1•
111i11or;idws ami p.1111-..Thi, u·-.trit·
t ion could iuchul.- th1• 11,1· ni -.II( h
terms ••, ''<1!.!1111i1i11~:·..tnr tun-." .111d
In-Inn- .111<1.illt'r 1·11111p.1raso11'd<·
monvtr.it im; .i clr.uu.rti« 111.irkt·d 1111·
prnvc-nu-ut of joint 111mc-uu-nt ,

Tln- l·-rC's Si!.!urd ;\ 11dl'rsn11 lH'
li1 •\'t•s that crn111tl1·.,.,crinu-s .m- c11111-
mined liy advert i't'r' "in t lil' 11<1111t·
of health and ln-nliuu."

MORALS

The problem of "showinu too m11d1"
or usi11g tlu- luiman bodv in a dis-, .
tasteful way can \'cry easily aris1•
when advertisers want to displ.r,
products like foundation garments,
soups, oils, and deodorants.

Sume advertisers have tried to
show women cumiuz out of t lu
bathtub, in the shower etc. Others
have made dummies of nude wom
en which were so lifelike as to lJI'

offensive anyway. An ~:\ B spokes
man says that many a commercial
has had to be edited heavilv for
such reasons, To avoid run-ins and
maintain good taste m.mv advcr
t isers in the personal items c;1te~ory
use ectoplasm, a technique which
makes the model and the back
ground black. ami therefore docs
not show the female shape but
merely the product.

The infriugcmcnts or near in
Iringcmr-nts discussed so for have
been limited to particular arcas of
use of "men in whitr-," alcohol refer
ences, medical claims, and taste as
related to usuue of the human body.

There are other arcas of Brink
manship more generic in nature
which cross over into many product
categories. Some of them arc the
use of mock-ups, competitive cl.ums,
deceit by implication or outriuht
dnu b le-t.i! k .

MOCK-UPS

It is well-kuo« 11 Ih.it m,my advvr
tis1 rs follow the :'\.\ B ;m1101111cc
mvnts .111d the FTC d<'ci...ions \"t'r)
closr lv - some hcc.i usc Ihe\ w .mt. .
.;inc1·rcly to remain well within t lu-
lm1md.1ri!'s of \\ h.11 ¡, accvpt.ihh
.mrl ot lurs because the~ \\,111t to ~cl
,¡-; cfo,1• lo the liounduric-, .1s pos..;i
hie.

The ch-ci -;ion" on Ihe lonz-d iscon
t inued "v.md papc-r" conuncrci.il-, of
H.1pid-Sh.n·e. .i Col !!.1te-Palmol in·
product. for l'\ampl1'. wen· fo Jim, ed

.1....I pin' de 1111.d I .l\I' l !11 I Oll!Hl• I

t 1.if, \\ 1·11·t 11.ill.-111.!•·d11\ du I· l <
,,.., lwirn.! l.dw .111d i111\l1·.1d111'

\\ 111!1· llw p.11lat11!.11 l.11r-, ul 111•
t.1-.i• \1'1'111 111\1.d tl1n 1.11-.,·d dw
hro.ul q111·...11011\\ b( t lu-r 1110<l, 11p...,
or si11111l.1lc·d prop, t rndd lw 11"1·d 111
t v t·o111111cr< i.rl-, \\lie 11· 1 lw ,111dw1111
i-. told Iii.it 11 ¡, '>ITÍll~ 1J1w tlii11;.!
'' hn1 .n-t u.rllv it ¡, -.n·im~-.n11wtl1i11~
1·ls1'.

TI«: :'\:\ B ;111d till' l·-n:bot h li.1\ ,.

1111ohj1·1·t i1111 lo the 11\c'of 111rnl-up-.

or s11fi,1it11tt' 111.11<·ri•.J, "lwrc· t lw\
.m- 1111k "iuvidcut.rl" lo .1 crn1um·r
da) and an· 1101 JHº<'" 111i'd .i'> pr1111f
uf a prod11C't\ q11.tlit\· or .ippc-ar.uux-

For example, there i" 1111 objec
tion to showing a person drinkinu
what appe<1rs to he iced te.i, e-ven
if for technical rc.rsuns it i' .u:tually
colored wutr-r, aml -;,1ying, ..I love
Braud X tea," ussumim; the appear
ance of the liquid is merely inci
dental ami not pn·-;cntl'd as proof
of the fine color of the tea.

Similarly. au a 1111011mTr on I\
may wear a blue vhir t which photo
graphs while; hu! lie m.iv not adv er
tís« a soap or dcrcrucnts whitr-niut;
qunlit ics hv point inc; to tht' "hite
111•<;.;of his hluc xhirt ,

COMPETITIVE CLAIMS

The ~AB Codi• st.1tc" th.11 cop~
should cont.iin no cl.um-, d1-.ili11c:
unfairly with courpct itor v, compet
irn~ prodnctv, or oilier iucluvtr ir«.
prnfes-.iom or iuvtitut iou- "\".1t11r,1lh
.m Í11\·id iou-, com p.rr i-on \\'011 Id IH'
over the hriuk hut m.111\ .ulvcrti-« r-,
"till t.1k1• tlic lilu-rtv of l omp.rr int;
-i11 a I.rir .uul Í.H'lu.d ".n. hut
lll'\Cíllwlc'"' p11lli11~ ti.e ir product
in tlu- f.n or.ihl« lid1t TJ.11, if nnh
In uuplir.it iou. t lu- ( omp.mxou ¡...
ro11.,.idnl'd di,t.hlt'fnl lmt not 1111

l.i« ful .111d 1101 .111 .utu.rl \ inl.itinn
nf the Codi'.
·hknti"n" rh.11 1.1k1· .id' .111t.1c:c
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of s11chstrong compditi\ e compari
vous: \11wrica11 Airlines, Henault,
Rncr .\-,pirin, Volvo, .\II dctl'n~cnt,
.unom; otlwrs. Such advertisers do
not l1t«;itate to either 11<1111<.'the com
pc-t itors or ma kc them easily idl -nti
fi.ihlc In l'<'Ícrring lo the products
'' oll-k now n scllim!: fools, such ns
..,)ogans.

Rn er Aspirin, perhaps the most
f'itcd example, has succeeded in air
ing the Iollow ing copy: "One yelled
I han· extra iugrcdicnts (Anacin) .
.\ncl one S<l\'S I'm 50'7r stronger, ~
( Excedrin ). And one says I'm the
modern drug for pain ( Bufferin) ...
" test of five leading pain relievers
shower] that two oxtra-ingrodicnts
products upset the stomach the
most and thev weren't unv stronger.".. ~. ..._

"But at least the sttuation is bet-
ter today than in the past when an
advertiser could claim his product
could curt- anything from asthma
to foiling arches," says one irulustry
man.

Claims like "whiter, brighter,
cleaner, smoother, softer, than anv
other product" are considered han~
less puffery todav and not within
the objectionable areas of brink
manship. Even statements like Fan
tastic "doesn't break like some other
long line lipsticks," or Comet "gets
stains out better than any other
leading cleanser," usually go un
challenged. The NAB really ~ets
tough when it comes to medical
claims, however.

NAB-FTC COOPERATION

The i\JAB-FTC relationship is om·
of cooperation and respect. Al
though both work indcpondentlv
the opinions of each are n·s¡weted
by the other. The NAB Code Au
thority TV N1•ws is devoted in great
part to ¡mhlicizing FTC decisions,
for example, "\Ve pass on what we
believe is right or wrong rt>ganlless
of what the FTC docs. liut when
the FTC makes a <11'eision\\'C eon
vidcr it ns a g11iclelin<' for om ac
tions," says an :'\AB spokesman.

Hq~anlless of the N.\ B, tlw FTC.
the network standards departments.
and t hr- individual station vvalnu
tion of commercials, the arous of
taxtr-, ethics. and grn)<l judument
cannot alwavs lw dl'fined. and thcr1·
fore not alwnvs cuforced. The rr-
<ponsihilitv [or t lu- \1•rncit~; of a
«onuncrci.rl lil''i first \\ ilh tlu- .ulvr-r
t ivr-r .nn] tilt' .ig1•11e\'. •

Pulling a fe.w international s.tri~og~
.1 (

'f.'
Ir

I

1 li
Podreces Piccoli l\larionéttes perform a Latin American uumhet"itt ~re¡1:a
ration for hour Christmas special to be aired by Centra]. .-\weri;cm' l'.·y
Network in six countries sponsored by Essosa (Esso, South Am¢fi(i).á),via
l\lcCann-Erickson Infl., ~fiámLProduced by Triangle, the s_pecfal is.ht1.s1ed
by Dick Clark and will be aired in Guatemala, C0sta Rica, .El. Sah•.:.1:dq11;,
Nicaragua, Honduras, and Panama during the curreüt hdlida)' .seusóh.¡

'

NAB's Collins fans llames
in cigar.ell1e ads con'lrownrs:,

11·:n;
~(

tne
o(¡

PHESIDEXT Ll'Ho\' Collins of NAB
continues to H.~reup publicly on

the subject of cigarette ndvertis.ing
aimed at minors.

Ilis latest plntfonn: Nntíona!
Educational Television's wccklv
half-hour series, At Issue, carried
on sorne 80 non-commercial sta
tions. Collins was one of a panel
gathered to discuss "Tobacco
Troubles," including two U.S. sen
ators and n-prcscutativcs of the
tobm:eo industrv and medical pro
fess iou,

Ile reiterated his irritation with
the Lucky Strike couuncrt-ial :thnut
"separating the men from tlreboys,"
calling it "a brazen ..cvnicnl flotHíng.

L ,;,. .\._

of the concern that millions uf par-
1•11tsand others have for the \'P\llh
of America." Brondcasters must "ex-
1•reisc greater control iW<'rci:g~Hf'ttt.•
conunr-roials," Collins elmrgcd.

But broadcasters will he relieved
to notr- th.it Collins did not iJl;)qc
t otrrl rcspnusil iilit-,' oil thl'fr shortd
crs. The hazard of smuki:ng Is a rra
t ion al rcsponsihilítv, he> ' said. "I

. . , . l'~e
d ..~n't.··t·l·1·.in·k····t···1·1·a·t· ..•.••.. ·t···l.1..e•_.·_.·.· ..l.··.J.eo.._·••.·.Pl•e··.··_..·• s..·.,···1···1····.·Q..•.._··.·n.. 'B.·.ri.·expect the broadcasters to 'Qa:tr l.
the whole lead uf.th.is,-:-~r the ll:~~· llDI'
papers-or the. ad\'.crtls111g ineflili I
beca use thrs respoüsibiltry s't.~x
rt•ally, long b0fo.re rem i!i§et t@. t:
l t.. 'd. ,,ar ver 1smg me m.
Clifton Bead, vice prcs.ide.nt l

pnblit infonnntion u11.d edti~rn~.
for The .Atneric~ü Cnncet S..01~j!
tt'pó.tt("d on Hs tifforts;to chan¡~~ t"
imago of the s1nokcr fnr yrnm~s'f:i
The sncietv wns .able to tJ~~
the ~ladisÓ11 ..A.Y!?t'lne ~1.gettr~·

1_••1.•_<• 1.c.·k_·.J1•.da. _)1 ·t\··.ss. ·.o.·..·..('.·ia..·•··..t.·.· e··.····.S·.·jn······.. l..J_.·1~rxoit·ll,'n1~I.c;unpaign to make tlrc "s:1111vl\ül
" '1 R 1seem a square, sam ', .e:a;c. :.,

Tbe result has been :a s1er;i'I.':"~
public service ads fc:ttt.Jri
;.lfhk'te~:<DiUt>h ~'f::rthh1s .(lftG
Fotd on ..,,,hv th.£''\'' d.C)n't rs;n;"J':Gíí
So for th(' ¡;iteh .iras- b~f'll 11;1'.IW

rnn·ely to pd11t nreclin. T.t .s1~-ll:'fl.f~,
likely that it \\ftJl1kl :ílrOJJ,<>t? ,;1r1~th
h11t the' hf'ís:t.ílity of :hFaíl:(letllSíl
t\·ho d0p<md .so henY'tly on t.cib~
.b:illin•rs- hut tht:n ~: ave: C]í,H'lit,,6.,.;¡~ ''I·' ....•. •• ·.·- ..·.. ····-,.,~"'-· ..C.,· .. ·:.. ..:· .. ;.:;Ji__;.,_·c.~

rapidlf ii1 the $t'lit~king a.te:Oil!,,



:~~01111"' 1·111pl1,1l1<· po-.1111111 011 1111-
~)or-a¡>¡w,d t·it.:.irl'llc• .1<h c·rtisi11t.:
i11.1~ lie· .111 i11dú·.ilirn1 ol 111orc· tlii11gs
lD ('Ollie'.

\1110111.! utlu-r-, .1ppc·.1ri11~ wr-ri
~.1·11,. '\c·11hc·rt.:c•r ( ()., ( )n'.) .uu]
~Jorto11 ( n.. ·¡..~.).. 111<1Cc·orl.!c' \l
fr•11, ¡m·,id1•11I of 1111' Toli;1t·l·11 111-

•
appointed pres.

:Bristol-Myers Canada
'"J~J:.{oiiu L. I l.rll, 1•\1'1•11tiv1• \ Íl't' prcsi-
!'.11.·11t.111d gcn1·ral 111.1n.1g1·r of Bristol
t\:ly1Ts Ccm1(M11~ of C.u1ad.1, l.ul..

has hl'c'll a p
pni11t11d prr-s i
d 1• u t of the·
\\ liollv - m\ 1wd
s11bsidian. II.ill
joií1t'd t lu- com
p;1 n ~· as 11L1r
~di11~ director
i11 1!>6~. Pre-vi-
011s Iy, he liad
h l' t' 11 a n a e -
co u u t s u p c-r-

1xrí;~nr wit.lt Ouilvv, lk11•m11 and
~Inther Ltd. in Turuuto, ami hcíore
tbat. with the Toronto olfü:t• of
Ynun~ and ltuhieum. Tlu- a11-
U~)1111c1.·m1·11t \\'as muele hv ~ Ivers B.
Gatllltr, C'l1ain11a11 <lÍ th¡. b1;anl oí
·tlwCanadian company. In addition.
Gathers is cxccntive vice president

'1111!~Jlf Bri.stol-~l~·t·rs Products Division.
P. S. division of the Brbtnl-~lq·r!'-

:~1•b<1rnp;111~·. .

Parker Fair pavillion:
,~,penpal's paradise
1'l:.~'hat may pruve to he the most
nJ:~t1numth i'\pninwnt in mass
¡~mmtmic;1tiu!,! is tlu- promotion
l{lm1ncd hy Parker Pen for the New
:í'tltk \\'orld's Fair.

Called the "lntcm.uional Pen-
kit·ml Prngram," t ln- project will
fi:ülleli a million or more persons of
'\Ü nations hy dl'ctnmic computer.
~f::irnt•sare eurrcnt ly hc>in~ gathered
;~; Parker affiliatt'S around the
ilolre. He~i:-tnmts c.m select the
taJ1~uagt• in which they wish to
~trt•sp.oml. the area of the world to
~.·hichthev desire tu write. and can

''•~hO<l.St'fro.m 359 spcci fie su bjeets of
tnll"ft~Sl ahont which thcv would
íliilr.C' to wtitl' ( includlug ad\·crtisirn!.
~~1\thy care, cxistcntia lisrn, ret ire
m:rrH. and t.ivcs ).

Topples mystique of
Ivory Tower thinking
I t·-.1ut.- t 111·d.11111\ ni 111111\ ¡wnplc'.

tTc".1(1\ ii\ ¡, 1111t t ln- 1111r.u le· drnc
il1.1t liri111~-. J111•..i111·-., \.!Ill\\ tJi ,11111
\\c·al!l1 Fur loo 111.111\ p1·11pl1• t·1111
111'>1' 1111' l!l'llilll! ni idc".I\ \\ it h tlw
1·.11 r~ i11c; 011t ol idc•;p, Tlw\ 1·1111f11...1·
e H'.1ti\ ii\ \\1111 pr.idit'.d 11111m.r
Ii 1111."

l'n1po1111di11c; t lu- t',l'••' lor .it Ii• 111
.uul .i 111t"1'11n· 111 ",111d.1l·11\ ." Hit 11.
.u« l S. lh-y11old v, [r., d1 ••irn1.111 ol
11w lio;m I of He·~11old, \ ld.1 k ad
dr1•-.,l'd tln- t.:r.1<l11.lli11g d."' 111 ti ••.
l '.S. \rill\ \l.111;11.!;1·1111·11tSd1011l.

\'o sh art aü«, In• Ml')'-~

Tlu-n- is 1111xhnrt.un- of <Tc".1lh1·
p1•11plc i11 lrnsi1wss. lie 'aid. 'Tl11·
\('an·1• ¡woph• an- tho-«: \\ 110 l1.1\ e'

t lu- aliilitv , c·m·q.~~·, .uu] 1·11t<•rprisc
to c.irrv 0111 idea' th.it tlu-v lwlil·\·1·. ....
Ill.

He\ nolds defiiwd manaucnu-n! as. .
tlu- hringin~ of ..culu-xiun and \'il,d
it) lo the human t•lfort w it hin ih
control." It should ''changl' idt·as
ami materials into units of l!rt·att-r

v.rlu«, lo .1dd \,d1w I le· 11011d 11!.11
d1ni11t,! llu p.a'I -,o \•· 11' 111111.1"•'
11w11! 11.1' t l1.111111·d 1111111 t lu- · rnw
1,,,,," pl1il11\npl1\ lco .i ruultipl. d
fort li111 tl1.1I II\ IH11d.111w11t.d p111
pn-.c· I\ 1111' \,11111'

"Tl w 111.qu11t \ ol 111cl11\l 11.d t 0111
p.11111' .11111111~ilw !np 100 lod 1\ -

.uul 1'111 plc·.1'>1'11 lo ,,I\ lk\ 1111ld, ¡,
01w of tl1c·'>!• 1110 11·.11lwcl !111, po
.••it iou hcT.111w llw\ d1d111 pl.1\ 11
,,de•,' .. lw t·c11Hl11d1·d · ¡ ¡,.., .in liw
d1ll'r'. tlw i111111\.rt or-, . t lu- t 11111

p.111Íl'' \\ 110 11.1\t• \l.Hic'd Ill'\\ 111(111"
t ric-v, iutrrxh« 1·d 11• '' pni<lm I\
op1·1wd 111•\\ 111.11kch ·11,.., .1H' t Iw
rnw1. \\ itl1 .1 111.111.l!.>;t•1111·11tth.it real
i/t'' 'ºIll<' 1111·.1-.11r1·ul .1111l.1t1t~ for
f.!l'CI\\ th .111<1pro-.1wr11\ .·

Nielsen denies rumors
Cliarc:1·-. uf 111\1dficic11t v.nupluu;
;111d rumor' t li.it 11 ¡, drnppi11~ v.rri
rn1' 11w<1..,11ri11~ '~ -.1<·111., lr.ivr- lw1·11
1·111pl1.1lil'all) dl'11i1.'d 11~ \ C. '\i1·l
,1·11 of Ca11ada. Lid.

It .iuwvcrcd 011 behalf of l1otli Ilic
Can.«l ia11 .nul l.' 11ikcl St.II e., vc-rv-
Í('t ''·

ROLL OUT THE BARREL

Gelling rcütly to fill record 7..3-millinnl h h.1rrd of Sehl iir Bt•l'r arc l-r1
nn:'<iih:111Holn-rt .\. l'ihll'in; marlclini:-t·oqwrah· pla1111i11i:, .p. Fred n.
Haviland, Jr .• aiul rackinc machine 01wrator John \kC.1rth'. \;e\\· record
\\·;1,, renched vecorul week of December anti lops prl'\ ious jo«, Sehl it1
Hn:" in~ Comp1111,·hieh of fi,"lf>':l.(I:;!!) harr cl-, rc·achnl nt end of la,¡ 'car
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Wishing upon a Telstar

Three-way shake consummates plans for two-way, live telecast between
Minnesota ancl Xorway via Tclstar II on 17 :'\lay, anniversary elate of
Norway's independence, which is observed annually in Twin Cities with
a public celebration. Arrangements for the special programing were
worked out by (l-r) Axel Moltke-Hansen, consul general for Norway in
Minneapolis¡ F. Van Konynenburg, exec v.p.sgcn. mgr. of \VCCO-TV; and
C. A. Holmes, general marketing mgr. in Minn, for Northwestern Bell
Telephone Co. Telstur II is an experimental project of the Bell System

' "'<.""'•" -~

SNEEZIN' SEASON '64

~¡""'I'. \•1c1·1v, J\lt·1.·m·' li"11cs' popular cartoon character wifh the h¡g
cold. hm hcg1111 hi~ ninth venvou of promoting sncczin' seuson relief.
Tl1i' year S11t·e1y ride, into tht· cold season a~tride a motor hike and
vnrrv int; a Full-vise, 'Pring-opc11 umhrolln lo help promote the new
l\lt·1•11t•J1Drin• tierl lo Iv m1' Icnturiuu lht• I Inrrv jnme» "trumpet test"

Specifically disavowed \V.er~,
claims that Nielsen is pülling. out:
of metered systems £.or rneasuim;~
television vie~vin.gll;i the u. s. an~
Canada-> in Iaet; said Nielsen, th~
plan is to expand thelocal area ap
plication of the Recordime:ter/ Aui
dilog system-and that Nielsen Oe~
toher 1963 NB1 report for the T~·"''
tonto area was produced using re~.,
ords from only 46 sample homes,
The fact is, said Nielsen, that the:
report used records received fton't
473 different households (185 ín th!!l
Toronto Central area and 288 in th~
outer area}.
"\Ve invite elients to visit our Q'{k

fices to reassure themselves of th~
continued thoroughness· of .ourtech"'
níques and the number of b(.)m:é'
records actually used £.or each rei•1
port," coneiuded executive vi'.®1
president George Ralph.

J. ·~: ~;

ti
I

Tape firms merge
Tele-Tape Productions becomes th.e1
nation's largest írrdependent lnob«~;
video tape producer vi;,tthe acq~¡,,,
sitian of Video Industries Corp .. r;i1
America (VI COA)., accordID.i~ t:o:
board chairman \Villiam J. Mat
shall, Jr.
Both companies. are on-locati~!l

producers of eormnercíals, tv sho~li''IS.1,
and industrial closed-eíreuit,
Tele-Tape retains its name ~'81

well as its executive and sales he!il~·
quarters in New York and Chica~~~
Firm's engí11ecring and techniqal'.
facilities and eqnípment will c:óm~.,
tinue to be centered largely if'ii
Ridgefield, N..J.
Until the merger., the fdur~~,e~J~"

old Tele-Tape outfit had 011erat~a
prineipallj; in the northeastern arrcil
southeastern states, while VICO:~
established in H16Q,.had been p1.füi1~
aril« aetive throughout the n:rim,,
\ve;t. Under the ~e\\' set-nF, £111.é·
firm can service every part of 'Ul'é
eonntry except west and southwe~~.

LNA instaHs ;C.ompU1:1~J:·
Latest mm~e has Lending' iM:~v
tíonal Advertisers, staitistienJ.s;er.\'·!~
firm, illst~1lli,11ga Honey\.:veU·~&I
eomputcr nt "its Sc1Ut'b: • Nar\\~~1~;
Crnm., 1m.adqu.art't>1;s.The elcctrn:1;r'.&
data pro.cossing systc1il\Vill J'r&i~z111~
11LB staHsliC!a"l .~1n~lyscso£ nn1~{\Ulltl~
<td\'ettish)g a:n<l the LNAlHJ~ll X~~~
work hr nnaly¡ses.



Mover a.1·m·sIv at lots,
P·-.·1··.•••. k.····-~· u· p·· ·lo·· ·a·· .. ·d·· o··· 1· -~a···1 •• ~
- •.• •••• - ....• ·' ·•···r ..·· ... • . .. ·••·• / •••.. ·. u;••

1f!.onfe;stawarding plastic replicas of Mayflower vans
~Ins friends and influences business for coast firm\.,

Ü(
T, ~1·•.l!is.·..\CH.\~HSIO, .\l;1.yflow.1•rmoviru;

...van drivers arriving at a hnnu- to
st·~U-ta household move have grown
l):.(.icnstonu-d to hei11g gret•t r-cl l>y
~'iJgPr, wicle-cycc] chilelrou the i11-
$~,;~mtthr•y step down from a truck.
The children arc waiting for a plas
tic scale moclel of till' hig gwen and
}lellll"W Ma~·llowt•r movinj; van that
\Nill soon hegin tr.msport iug their
~Mt'nts' household belongings to ;1
ftc\Xr home. They Wt'T<' promised the
tClf van on Sucnunoutu's KXT\'.

The 1110\"ing jnh itself was more
than Ukdy the result nf a decision
b:\' Lawrcncc-Mavllower .\lm·i1H~ &.

·~.· "' •..

$Jtoragc Co .. franchised .\'la~·flower
o..g~·1)t in Sacrurucnto. to risk a por
tiou of Its $:2.~.000-a-\:(•ar ;Hh-crtising
b11d~ct on a new d.epartun• for it~-;
imd11stry-sponsoring of a children's

1 pt.ogram on t v.
Dick I Iuhhard. sales manager for

tbe company, noted that all .\lay
flow.~·r:1grnts alwavs had the tov.... . ..
~afi'I$available to them throuah the
{():ntt>t1t ,·\ero-Mayílower in lndiau-

'ü:1. I
I]~

·11
'

npulis, and almo-.t all ;1gt·11h l!i' t'
tlu-m lo clrikl n-u of f.1111ilii·..,t lw~
move. It was just a ru.rttr-r of tukiui;
;Hlva11tagt• of h11si1wss pos,il>ilitit·-.
involved in tln- good-,, ill gin·-aw.1~
of tlu- vans. lu- said.

Agreeing wit Ii l lulih.ml was Bill
I lihhirt, C<H>WJH'r of l,;1wn·11n·
.\layflowcr, w ho assignl'd tilt' com
pany's ad age11l'y, Ccrrh, Brown,
Clark & Elkus of Sacr.uncuto, to
come 11p with a plan involving till'
vans.

The agt'IH'\" cl1•citlt•tl Ihat a chil
drr-ns tv show would provide the
right audience al a practical cost,
and account exec Boh Cline came
up with an idea for a <"Onlt'st in
which no one would lose.

Children were uskccl In submit
drawings of a \layflower van as
their entry, with first-prize winners
being awarded the toy vans. I low
ever, all entries, regard less of their
distinction, were gin'll a "dime a
piece" die-cut currlho.ml Xlayfhrvvcr
van kit.

/

:l

I
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Dnrim; Jul~ .nu l .\111,!11...t. ,1 \I\·

Wt'l'k '>t lwd11l1· of íiO 111i1111t1·p.irt ic i
pat iunv i11 J\::\.'l \'\ 1·.1rlv 111orni11~
d1ildw11\ ...how l .rrri.-d t lw uffn lw
twer-n 1J-1J:.10 .1 111. \loml.n "· \\'t·d
lll'\d,1~ s. a11d Frid.1\ v, \\ ith t·o11mwr·
d;d~ t.1p1·tl hy prn~r.1111 110-.t /Ji1 er
IJa11. Fin· '' uuu-r-, w 1·r1· \1·l1·dl'd
t'\º<·r~ l\\o \\'t'l'\.....,, .11HI .ill Iirvt-pl.n«
t•11lr.111hwr-rr- i11\ilfod to .1pp1·.1r 011
tln- /)j¡ rr Diu, Show" it 11tlu-ir p.1r
t·11ls to H'l"ein· t lu- ri·plic.1'> of tlu-
1110\i11\! \";111s.

At tile' r-iu l ()f t lu- -.i\ \\1·1·k-,, .i
Iola I of l ,:J.~(i dr;m i111~-.we -rc n ·
l"l'in ·d. Fiflt't·11 ,·;11p.;wr-rr- ~in·n .r
way .is first pri1.1·s.. 1••• wr-l] as an
other 26 to f.1111ilit•\whose moves ln
\byflowt'r were directly attrihut
ahle lo the t v off«·r.

Snvs llihhitt: "In tln- local com
petition fur 11w\·i11~ huviru-s», wlun
there is really no basic point of
difft·n·m·t• i11 t lu- ~t·n·iet..''> offl'red
by various comp.mies, a sru.rll tliín~
like a toy van can actually he ;i hig
factor. In Iact, wt- continued to \!d
so many jobs from the tv advr-rt ís
ing, we decided to begin .mot lx-r
kids contest. This time we're plac int;
a single spot on Saturd.ry. siuc«
children are in school now." .\l.n -
flower agents in the KXT\' covr-r.un
an-a are shur im; costs 011 the I.itcst
contest. •

At le]: is entrv Hpi<al of th<>«' mlm1111N/
Aboi «, l\.'(TJ ·.~ "/Ji1,.r Dnn" (\orman
Jlafr.d Jr{Í1 ors th» \la\"f/01H'r <ommrr•
rial ami tell» childr en about th» ront ect,

29
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NEWS NOTES

I lill hook due out: "The vlaking of
t Pnhliv Hr-l.rt ions vlan" h~ John\\'.
11ill. chairman of I Iill & Knowlton,
tells the colorlnl storv of pnhlic
re l.rtions in terms of II iil's person
al t•\¡wrie11Cl', jn:-.t puhlixhed hy
David '.\lcKay. In tlw hook, llill re
ports 011 m.mv of t lu- personalities
ami inciclcn ts of the past :30 yea rs
i11 which he, as a public rc-lations
advisor, has played a part, includ
i11g the Little Steel strike in 1937,
President Truman's seizure of the
steel mills in W.52, t ln- uin-ruít in
dustry's hurtle to keep the nation
alert after World \\'ar II, and the
natural gas industry's battle against
Federal rate controls, to name a
few. \\'ith a Presielentinl election
coming 11p next year, there's added
interest in 1lill's analysis of the role
public relations is playing at the
White I louse and his chapter,
"What is the Public Interest?", an
analysis of the late President Kt>11-
neclv's ¡m hi ie re lat ions ae1111w1L

Orient leads off: Orie11t l~.\·¡m·ss,a
program alinnt t hc- trans • Enrope
train of the sanu- llame, is the lead
off program in the first of :26 NBC
T\' specials Humble Oil \\'íll spon
sor in 1964. Orient Exwcss will ht·
telecast 7 [ar.uary (10-11 p.m.), ~lc:
Cann-Erickson is I It 1mhlc>s agency.

Biggerud spin for RCA clises: HCA
Vic-tor Hecords, who's traditional
tack has been an advertising cnt-off
after the introductory campuign-«
lt•adng new releasl's to gfrn•nlte
their own salt•s momentmrr, is boost
ing its mkNtising budget .SOC( in
W64. New philosophy calls for ad
vertising and promotion emphasi»
on product with proven sales poten
tial, as well as on newly introduced
artists, for as long as that product
sustains its market appeal.

Photolab acquired: Technicolor
Corp. of America, a subsidiary of
Technicolor, has ucqnired all of the
assets and assumed the liabilíries
of Town Photolah in exchange for
1:3:3..500 shurvs of Tcr-hnir-olor's corn-

nron stock .. Additjoü;Jl Te~·br)i~(;)l;4~~ltlll!
sl1ares, if any, up to 13,3..50 :sha:{:~~ITT!ü
may ht' issued tu the Tc>S\'.ll sba:n~· t'~f·
holders 1md"°1 a rnarleet price £0:r'r 1i])1

rnuln Ctmtaincd in the denl. Tu'í~'1l, r
husin~·ss in th~ fields of c:.onsumf..t ,\lib
photogrnphic processing. and '~l!t tw
sail' of film, photographic equ,i;i~~
ment, and nccessor ies ·w.ill he CO;J;l·· ~ell'

tinued under the Tov...·n manag~·· l!IDI

ment as part of T.echnieulor's 0®1tl,1 )t(r
sumer Pnnlnets Oivisióo. That diÍi!'t :~rJ
sion will alsu ü<H1thHn? to ma1tt1f'.rrt1' ,-.£
t un- une] se II fü>or ntaintt.>ntlt1ce ~~~· ~a\'
tlnctx .throngh Town's DU-EV IJ1lvt ,.nu
ston in its B.rooklyn, X.Y.. plan.f. ,f;irl

f!l"I
From moose culls to ¢rickqt thir~:¡ 'Jm
Sound specialist Frank Alldíe:f:"ft "J"'
tried just about everything till '&;<; I

came up with the musical sltd~~g1

whistle 'black our" which is. f~~, 'l1t

tnr<:>din the current American 9,a'f~. ~
ty llazor campaign. Both radio .a:ucli ·~d
tv commercials are tcstim::on.i~fa 1 111

from users of Pal and Pcrsotrlt'.J· 11·~·,

stainless steel blades. Idea of thlt.
black out was to allow the mei1 t'
speak freely nnd naturally \\'ithroxr.lkllJlll



l1l'i.11i.,: inluhitvcl 111 tltt"ir n·m.1rh
C~.Hl('t'rtlÜlt!; cumpet it iv« hluclcs .. :\11
nvcr<lj.,!t'of t•ight spot.; p1·r \\'t•1·l will
run 111111ii11·CHST\' -.l11m' duriru;
th1· rl''f of tlw )l'ilr, w it h ;uld<'d
p11-.l1 in m.ijor m.rrket«. lk11t1111 &
Ho,, 11•, ¡... tlu- a!.!cm·y.

11~cw Gl'll. \tills mi.'-:.\ l:!-\\t't'k I\
L~1n1p;1ig11 will pan• tilt' \\ .1~ for
Ilu- Hi1li1111.d introrhutinn of \'i1•1111.1
Prva111 ltirs, C1·11t•ral ~.till.;' si\!l1
enoky llli\ 011. t lu- nat inual market.
l);.iy awl niuhtt inu- spots liq,!i11 i11
l:11111<1r}'. da :\1•t>dl1a111, I.011i-. &
Hnirhy. Print udvcrttsiui; "ill lw
~'Ult'·P·•i!t' Iour-culur ads i11 t ln-
.Murch i-.sm•s of Fa111i/1¡ Cirr!« and
,.~\'·owa <1°.\' Du!I· .

11ai1C.;nl!Jim stay' wit h t v: :"\ l'l " or J... a 11d
''*l>Of Iv form t ln- 1n.1i11stay of t lu
, fi~J(l-J ad plan.; for Calg1111 watr-r
·eundiJi<•nt•r, Gdgonitc. ami Cal.1!011
, Hu11q11l'I (Kr-tclunn. .\lacLl'od &
1Qrow ). :'\BC T\''s To<1i.d1t S/w1('
J:tm; lw1·11 sign<'d 11p for tlll' xivth
l~~t1nsi•c11tiw yc;1r. Otlu-r NBC pro
lgrauis are Lorrtta YotW.!.! Thratrr;

\/ 1s.\i11g Liok,~. ;1ml \\'on/ /or \\'on/.
111 ;iddit it111 le 1 ft·l1•\ ¡,¡1111, Cali.,:ot1
will 11\C' 11;1ti1111.1l 111at,:a1i111·' .111tl
lit'\\ -.p.q>1·r \l.q>pl1•1111·11t-..

~m·n·,,ful yt·ar fur .\HF: "'i11111t·uf
l>ro;11h-.1,ti111Ú hil.!g1•\t dit·11t-; jni1wd
tlw 1.111ks of t lu- .\(h 1·rti.,Ílll.! Ht·
-.1·.nd 1 F111111datiou 'im'I' I J .11111.1ry
l~Hn.Total II('\\ uu-mlu-rvlrip of .n
irn·l11d1•\ Hi rq.~11l.1r 1111·111l11·r-;(.ul
' 1·rtiwr-.. illh 1·rtbim,: .1t,:t·11d1·-;, .uul
11wd ia ), I ·I a-.soeiat1· intoru.it inu.rl
uu-urlu-r« (.1lh 1·rtb1·rs, a1!1·11ci1·'· ;111d
uur] ia l'lllH'l 'fl I\ opr-rnt i111-.!0111\Ídt'
till' LT.S.), t hnx- .1..;sol'ialt• ª''º('Í;i
ti1111 nn-rnlu-rx. .uid t1·11 a.,.,m·i:11t·
.u-iuh-mic nu-mlu-rs. A1111111~ tlu
"n•1,!11Lll's" wi-re: ( :1111.!.1t1•-Pal111oli\'t•,
II 111111iii· Oil & Hcfl 11i111!. O war
\lay1·r & Co., \11•111H'11, .\IC\l, Pfl-
11•r Lahurutoru«. uurl H.11'!1111 P11-
ri11;1.

.\l:1~1111s.,c11 ~i,cn m c m h e r s hip :
\lag1JC1sse11 .-\(kertisi11g .-\gc11cy of
Fort \\'orth, Texas, has been l'l<>l'll0d
to mcmlu-rship iu t lu- Anu-ricau
.\...,11. of :\dv1•rtisi11!-! Agencies.

NEWSMAKERS

\111111111H Y1111\I to \!11· pre·\!
dt•lll of B11rd1·11 Fe11><1' Co, .111d 1

1m·111l>n uf th diri·t 1111\,!1111.inl. I Ii
\\,I\ pn•-;id1·11t e1f CJld l,u111)1111
Food,,\\ Iii{ 11l11'l·.111w .1 p.irt 11f Beu
d1·11 ).,,, 1111111111.

E\111 e: J1111,"1' In l'\('(1111\•
dinTle rr ol \ 11wrh<111 \ l.rrkr-t iul!
\..s11. I h- w.o, f «ruu-rlv J.!1·1wr.d 111.111

.11!1·r of t lu- 111i1h\1''I di\ j,j1111 111
1'1·pp1-ri<k1· F.1rn1.

p,1·1 11 l..it 11111111'1. to .Hhnti-.1111!
111.lll.11!1·r of tilt' pl1utnl!r;1plii{· film
di\i-.io11 ni :1\1 Co.

'-i \I.I' Do-, \Ill 1 lo din-ctor of
-..d1·-. pn nnot iuu .uul p11hlicity fut
tlu- Lo-. .\m:1·l1·-. Iirrn uf D1·\\'t·1·..,e
Dt·,il.!11'. Slit· w .r-, .111 1·,1·c11t¡,t· of
.\1111!'lt1· B11ll11l'k.

F11 \\,ct\ \l. B1I'll!111 tu v ic« pre..,
idvnt , m.rrkvtuu; fur Ed" .ird D...d
ton Cu .. a di' iviun uf .\l1 .•1d Joli11-
'º11. \\'illiam :\. Fru-a-r to' i(·1· pn·,
idcut for s.d1·-;.

F11,:-.....: S. \11..,n111., to -.t.tll' p ..
HC.\ pat1'11t op1·r<1tio11s.

PI
P2
PJ
?4
PS
PG
Pl
PS
P9
PW
PTI
P12
Pl3
P14
p~
Pl6
PU
Pll

WFAA-TV
Oa.l!'ás·fQr't WQrfh

A'r:tnlfr:(nG,emenr Rate Card
1/WK
S{Q"l)(l

800
640,
512
408
326
2.60
208
168.
134
10.8.
86
&8
52
42
34
28
22

3/WK
l918
734
588
470
374
300
238
190
154
122
10.0
78
62
4B'
38
32
26
ro

5/Vi'K lQ/W!(
$864 $816
692 648
544 518
442 416'
352 332
282 264
224 212
180. l.68
1(4 134
116 W8
94 86
74 70
5g: 5.6
46 44
36 .!A
3!0 '28
24 22
18 16

I

I

You'd be a connoiseur of fine beef •.. and a good
judge of TV time .. B.oth have much ia cornmen. You'd
know when ground round was masquerading as filet
... or marginal spots gelling prime priées: You want
what you pay for. That's why we developed a simple,
equ1tab.le an.d highly .versatile rate card that's easy
to follow as a menu. We didn't efactly think of it, but
we're willing lo accept the hono.rs. We líke to brag ifs
the. kíod af rate card that gives you a tee·ling of
quality b.ecause ifs 'custom-cured' to tit your par·
titular requirements ... providing chake time pur·
chases on the ba.sis of their individual values. Simple
. _ . púrposelul ... aoalyted buying power. Want quality
spots? G.111 Petry.

WFA.A-TV
ABC. Channel S. Có.rnrnurn ce tro ns Center I
Broadcast Services of The Dal as 'V1orn1ng
News/Represented by Edward Petr-y .& Co Inc
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arlez-vous le
French-Can·aclian?
Commercials can be an art form to some Canadians, anq

there's more than a language barrier between tv admeh

in Canada and the prosperous, French-speaking. segme.ht

ft W. HAHWOOU,
director r./tv sér1ik13:5,
Cockfield, Brousn. & Co.

W rrurx tTmProvince of Qtiehii
there is 'ª world. apart fr~"

the rest of Canada and of N:n:r:Q
America-the world of Fr.cnch.tele1
vision.
The English-language adved;i2~si

wishing to use French tv to ~11ili
his. wares in Quebec kno\YS i.tóE!~
a. tremendously p.owe:rful medÍJ;rñl
but often feMs:that it cai;lhe. a '.Ullíl•~
for the unwary.
Montrealers ·dose to the Fr.e·.,1!'1

~elevision.··.s.ee.n.e.•....claim...·..·th.ª.t.t·l·1· is ~fg;·'····~· i
IS not altogether wananted. C~r ;t
taínly, they add, there are gi'óutft
rules to watch and \vhat applies ft
English does not necessarily d<:J''St
in French, but if the television s
is in competent hands there is __ r:·

to fe.ar...Thes..e··.·.h.ª.n.•.d..•....s.•.·-..·...•..•t..h..e.\...'.·•n:.•.··~.··.".-._... ;u.·e·····'li ~.·should be French-Canadian: .. · [1
It is agreed generally that TV~ ¡1

a more important form of entertu;m \i
ment to the French Canadian ·flit¡
to the English speaking Cana.t:l':i&il¡
The French Canadian is less ~
posed to the U. S. líteratttre ~flll.1
films which come into C~n:nida~¡
thus his tv has a more promm~w
place In his ever.yday Hf.e.
Of interest is the f<tet t11atilo:ri3

real is the world ee:otre' of Fi;,~~1
television; prod1lcing .a ~realer·:~
portion of "live" French .Langu~
shows. than any country. These~·~
course, are necessary to o~·étc.©~
the language barrier, for the Q'a;~¡
düm Broad castín.g e.or pD r a.l\1q;
frowns on vs'ing Frcnclr du.wb
versions of U. S. :canued sl-i·rn~~.s..i.m
little comes to Quebec froin Pn~ifl!
save feature mm·les.
The two most hnportan.t sii

in. approaching Fret1<¡Jh.C
television are: vdítcle 'r!:tícl rr
French Canada vie:\vcrs

sports, partíeularly hockey ii:..
bowling. Quiz shows are: pe,¡;tol;
especially where there is a ll~W'·f
Soap operas, based 011 the F!:1e~

Ca1;1adfan'''~1yof Jif.e eifücr iJ;y~'
present or :from the past, nr:'.€ '.ll
ticnlarly in ·favor.. ···
The skillful French C.n

\vrit.cr frcqneutl)" iind. ·delil'l'er'~ill.
neglcets plot aüd ~1ction:fo t1l~'~"
.c.txtphasi~i11gdJ!'í:ra:.eteri~a:t]on~1'it
tradition. ·

y?b 'f' . ·1 •f! ·1· 'Jl •.111..ec.1:1o ···senie;rser : t m hr Jii1e, ú ,
tlre province ha\'e ©ftcn ~Jdtfili~
the loyalty of the Eren~b-~·c~1fr~d;,~



'·~tc~~·er.Tlwy point out tita! <,hwlit't'
:~the only placo in till' worlrl that
·t1:J:l produce soap opt'Lts i11wc'l'kly
:~'fü1us, t•auh soction a "dill-l1.i11c:·
t." To .vnjoy tlu- St'rit•s, .1 \\.itdwr

11•1r1ust ht• at his tl'lt.'\ isiou set at the·1p'f?Piu.t~·d hour uud t'\t•11in1! l'ac.li

I
.~i.!i·'·'."".•.·.k···· Ih:.1t ma.ny tl.1011.s~111ds.·arc· ix
t'P~·stt'<I hy the fact that one- s11d1

•1 ',~<!popera, ~Lt•s lkllc·s 1listoin-s
1~ Pays d\•11 1Iaut" bas tlu- '.'\mu

'~ .J~rTwo rating in tlu- provine,- ami-,l~~~been in operation for tln- p.ist
i ~i;.1')'t'.;.lr1>-first on radio uudvr an-

1 "th(;'t name and now on television.
h~'r(·nch-Canada also likes person

ttey shows, for it has created its
\\~mtv personalities. Thev are stars

11

.l·i·.·.··.•l.··t·:··.· s. '..•..\.Ütc·.h)..'. p<.>pula.r cons<··11.t,and1~re·"home grown," as it were, ami

1

'·tn~·enotbeen subjected to any pop
~ktd:ting process as practiced by

JI f~}l\':\\'Ood.

I,¡· !l~oso artists arc born, developed,.I •la:y often brilliant roles ami pass
•n,,.gcnernlly without causing a rip
ifo1 elf interest in the great English-

,i(I.." , ··· ' I~.I d..,inJgua.gc universe w ne 1 surroun s
1''rli.,\üeh-Qucbccon all sides.
1 lt',f('il\ch television has a great
~f~:lthof talent from which to

:i11l1~.gc.To a large extent this is due
~the healthy state of French then
rc:.fo Montrc.al, the production cen-
e' ~Qrboth tv and theatre in this
'f'~"''°ifié'c'. The theatre is most often
h~'lr:~1.i11i11ggrou1~d for the artist be
'1rl!>'Ins venture mto tv, and today
'any perform in both inedia.
'~iumtning up the difference be-

~«!1%líl:td,t~ln¡is 11·hic11 aro nrceptahl» in
,f1Lt1í4'1f.h(lte ritiiculous in Fr encl: .••
1·:G?réoch íí uonh] ¡,,. ridiculous to m111.·,.
'!r~•,l:'<i :ato.ke t>f ~011µ ••• los r is
i¡&-lt$nnql 1}¡ ing,"

"It ;., 111u•·1·tl 111111111JZFrenrlt
l1m1f1111gf' II pruducor s 1/1111Frrurl,
conunerciuls "'"·'' /,,. lwli1•111blf'."

tween Ern~lish and Frl'11d1 l.1n~uagc·
viewers. it \\'011ld Sl0c111 that-po-.si
bly apart from soap opcrns-s-tlu-ir
tastes arc similar. AIHl perhaps not
even in soap operas; "La Famille
Plouffe," for example, was well re
ccivcd in Em~lish-Canml.1.

The experts arc in ugrecmcn t.
however, that the conuucrcial mes
sage is another story. It is hen' that
the English-language advertiser can
most readily fall in error.

As one Frcnch-Caundian tv ex
ecutive rereutly put it: "If you don't
understand the French-Canad ian 's
attitude, his Íl'elings towards him
self. his life, his family, then your
comrncrcial is going to fall flat on
its face."

A second speaker noted that "A
costly French t\' series deserves
origiunl commercials. One cannot
translate the bubble hath commcr
cials of an English show and trans
plant them into a French dr;1111a. "senes.

Certain things which are accep
table in English arc ridiculous in
French. :\11 example of this was
gi\'en recently at a tv session when
the speaker pointed to a commercial
showim; a girl carcssinulv so.ipint;
herself in the hath. ··111 French it
would ln.· ridiculous to make Ion·
to a cake of soap," lie deebred.
"Love is a persona I thinu."

It is agreed amonu Frcuch-lan
g11age tv producers that French
commercials must be bcIu-vablc.
Women need not ncccss.ir ilv alway,
he vounu, slim and modern .. \re
hou~ewi,~es never plump? On French
tv, yes.

Other admonitions to the Eng
lish-bn~nal!;,C' advertiser are: \\'hen

prq).iíÍllC: ,1 Fn-i« Ii l n11p.1H!,ll II'>«'.1
French persou.rlit y-c-uot .111oil\ 1rn1'
E11~1i,li t) ¡>1', .ivoul tlw h.ird v-Il
.1pprci.1tIi; cn·nt1• ~011r Fn·11t l1 ,111d
E111!li,J1 l'o111111c·rd.il... 'li1111ilt.1111·rn1\
I~',it\ lwt1n-,11ul dw.qwr.

It Ita., lwt'll fo1111d tli.1t .1d.q1L1
t iou-: arc· lwtkr th.etc tr ..t11 •.•l.1t1011\.
111 tc·...t-, l'ornhll't1·d Ii\ Sd1wni11
S~·-.tc·111sLimited, Toro11!0, of IOO
Fwm·l1-l.111c;11.1c:1·t' rumuu-rci.rlx 111

mc·,1s11n• their C'lfn Ii\ «11c·<;-;it \\ J\
fo1111d th.rt t lu- tr.111...l.rt ionx uver
ac;c•donly about iO' r •• ., ..ffc·('tÍ\·c· ,1-.
their E11c;lisli vr-r ...iou« liad ht·1·11.
The udupt.uiou. however. :l\'c•rac;c·d
more than 50' é lw!t<•r th.in their
E11t!lisli conntcrp.rrts.

\n aclaptution nsu.rll'y r-ntuil« re
ca~ting with Fn·11d1 talent, use of
French sctti11c;s and perhaps a more
idiomatic rl'nderi11c; of tho spokr-n
copy.

\\11at is the sic;11ific;mct' of tlww
differences to the E11c;lish-bng11agc•
advertiser?

Obviously the answer is that Fore
warned is forearmed-and with thr
accent in changing Frcuch-Ouchcc
heavily in Favor of n.uionalism, it
behooves the advertiser to tread
warily and ulwnys with competent
French-Canadian counsel.
The chancinu pattern i11 the pro

vinco is hrint!ing a chanaiug market,
and the English-hm1!11a~c advertiser. ~
must keep himself iuforuuxl of these
variable winds if lie is to find the
right approach to his French-Cun
adian viewers,

It is r;cncr:1lly ;1t!n•ed that Enc
lish-J;mgtwc;e m.irkctcrs, particular
ly those with hc.idqu.irters in
Ouchec, .irv well aware of the
idios) 11erasil's-as they effect advcr
tisinl.!-whid1 m.irk the differences
hctwix-n tln- two r.iccs. The most
likr-lv offenders an• newcomers from
outside the province who some
times "ill not .rcc.-pt wise counsel
until tlw d.11n.1c;c ¡., done.

Then- h.i-, lx-r-n much s.rid and
w r itteu about the alleged diffcr
c•no·s between Ent!li<ih ami French
la 11{!;11.H.!l'Iivr- tv .inclicuccs. Those
close to the ,n•m• cl.rim th.it there
is little or no diffcn·m.:t•. The French
Ca11,1dia11 h.1s liio; funny-hone in the
snnu- pl.rec ,1s his E11!.?;lish-lanl!11.11.!c
Friend. The s.nnc íokl's are l.11H~hc·d
.rt. Pie in t lu- f.1ce is still hnsic.

I lowcv er, "here there is a chflcr
cuco. till' experts cl.nm. is in the
.rttitud« nf tlu- Frcuch-Ianauaue
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pt'r'.'.1111in his or her approach to a
sl1<m. The~ w ill go to sec some
thing e\.p<'ding to enjoy it. They
w ill lu- more than half sold on the
prohaliility of its success before
t [u v sec t 11!' show.

Englí sh-l.m g11a!.!<' people, it is
t laiuu-d, <Ire far more dubious, They
t:;o lo a t v show with a "pron· you're
1?;ood !" a tt i!ud. -.
Thero is a school of thought

which IH'lie\·cs that French per
formances arc gi\'<'n tremendous
reality because most of them deal
,,·ith the French-Canadian home
and the writers, producers, actors,
d al, are products of the same
milieu. They have an instinctive
feeling, an understanding, which
cannot be acquired.

Though comparisons are odious,
it might he of interest to note that
there is a fairly widely-held belief
that, wlu-re drama is concerned, the
French-language tv group is super
ior to its Euglish-languuge counter
part. IIO\\'e\'Cr, the contrary is be
Iievcd where variety shows are
involved.

111tv teclmology, including such
thinus as special effects, li~hting,
cte., the nod is given the English
group hy many observers. The
French attitude is rather the play's
the thing-let's not worry too much
aliou t the sma II things.

Most recent figures show that 98
per cent of French-Canadian homes
arc wthin the range of tv, and 93
per CC'11tof homes have sets. lIouse
hold members spend 40 hours per
\\'l'l'k viewing tv. The audience is a
potential 4,000,000 people. •

"'iru"i "º" i.< (ll.1•fHt•d to luu .r C1111t1·

tli1111 m/1111111 U. II . ll eruoud, direc
tor of Codrfi .eld , Ilrou n & Co.'~
rw/111 Ir -"'rI ur« i11 Ylontreu! $ill!'I'

1111·,, "·' ,, gu r«! contributor ropr e
"'O/t•1l I" tlu « «rticle, lli-lin1t111il
!""'!"' or-di rrrt nr 1lt1r11 oo«! l11m11·.\
¡/,,. f'r,.11d1-C1111111li1111 m ark ct u.oll

:I

Color animation on tv tape
- -1

¡;
11

~-
ll

1r

Frame-by-frame animation of color tv OJl vídeo tape witb tlre i\q1·pe~
Editcc time element control system and the Eleetrouíc Editor ''"ªs demol1-
stratcd recently at joint SMPTE-AES meeting in NBC studios ¡i.,t Jlurb.a'JJk,,
At left, a one-frame image of a puppet is rccerdcd on tv tape. Papp.ct 'is
then moved into different position (center), and at right is in the se:c.ond.
position being taped for another frame. Animation results bY acltling'
single frames to the tape as often as necessary. A. I0-.secoüd color com
mercial with sound was produced at the dcmonst.rat.ion i1~ 20 miirutes

·-,;

Agencies entering lor.eign •:11iQf'fL

tell innovator.s, not imi.falo.rs

HAVE ADVERTISIXG AGE).;CIES.mcrely
followed their trail-blazing cli

ents into new international mar
kets? Or are they pioneers in their
own right?

According to Arthur Grimes, ex
ecutive vice president of ~kCann
Erickson (I ntcrnational), tlro an
swcr is a hit of both. \Vhile the
trend has been to follow business
abroad, once in foreign markets
agencies are wolconted as innova
tors, not as imitators. Grimes, wlrc
addressed the joint meding of the
International Advertising Assn. and
the International Executives Assn.
in New York, is an informed ob
svrver of the international S('l'lll'.

lle has lu-lped set 11p :w1111· 14 ~k
Caun-Erickson operations in ..,,,
countries on fin· continents.

In addition to increased local
sophistication. Grimes sees three
major tn-nrls wlrich makv the inter
nat ional company a formidable nml
imp11si11c: client for the mlvcrtising

agency.
First is the accelerated pace ré

competition since the last '~1!i'
~lany factors, inch1cling the cnr.i11f
ling of hist<>ticnl sp.bc:res .pf i11;lil.t
cnce and the'· e1ncrg¢>nee .of s~:r:tl
of new nations, have e>ontribu:teil \t
the reduction of trade harriers. 1;1
tcnratromrl coinpauie-s HOW .eh'iai
len~<:' each other in nJI 'tc>J;tit~ri~
anil must also nteet the rising'tfo-:pF
of st1·nng<.'rJoc~1lcornpetHítm.
The' stepped-up pace of inn('.),~f~

tinn .E•ncnuragcd by int.crntttii12¡m
facilities poses t]w s0.cw1dbi~db'fl,
l.cn~e, said Crinws.
'These first tw•o ¡);1ri·11Uc:J n: rhlt

tréütl for i11tc•rtl;1tionnl con1pa·rd!~l
the ü1te1'1lation;dizing of their jl'.!lJ
sorrne]. 'l'bis inch.u:le,s cle,•,dopt:i:t~t
of mcth1Kls .for gisin~e'~,oft'tlbií-t
and tedmid;,111s the nch·1111ta~~$,1;e¡
e:\pcrit'IH'~' wli ich tbdr' .co:mpm1:~~·acr.
ttiü)ulat<'s from m<tny· pa.rlis o:E ·ti'
\\türld.

IIow tlnt' agcney .1treets .the!\,!? ¡cbsr



ft•.11t!¡t'i.111.1\ li1·'.'>tlw j11dgnl, .u-curd
jirg to C1i1111·•,, ··¡,~tln- l'Pl1triL111ti1111
tlw .1~1·1H·~ m,1k1•, to tlu- .11h1·rti.;i11g
fa11.,in1'"' "h1-r1•\ r-r it 11¡wr.1l1·.,." Lik1·
tbr rlir-ut, the .1~1·m·\ 11111';! i111w
~,.1ft'. lllll.,.t lrriru; "'''' k11m\ l1·dg1· to
ocl i11;1rk.I'!. It 11111<.tl'll1lfrili11tc· tr-r-h
í'1iqt1<"s, p1°1"'io11111·ltr.1i11i11g, dliic;il
ft".1dcr..,liip. .111cl Ill'\\ 111.1rkdi11~
('C)lí('t'pls.

''\\'h1'11 tilt' 1Tc·dih .nu l dl'1tll'rits
.J.1.·1· tot.1kd." Ill' 1·011d11d1·d. "t lu- i11-
~rít1.1tio11.rl ;1dn·rli'ii11~ .1g1·11t·~ that
h..h 1111tlu-lpocl 11pgrad1· tlu- l1•vcl of
·~Hhl'rtbing i11 its .m-a ol adi1111
11\.1'1"'<1'.I'.'>woulel )¡;I\ I' d11111• lu-ttr-r
tlJ h.rvc :"la ycd ;1I h1111w." •

Bowen

Yount;

El&.B names four to
tc;)p management level
Slti'nlon & Bowles has unmed four
u1:1nagenwnt supervisors. They an·
[nhn S. Bowen. with rl's ponsihili ty
Flot Procter & Camhl« toilet goods
;r4Tor11H; Ah-a C. Cuddeback. for
Tt•saco; .\lid1;wl C. Turner. for
E:Jsh•m Air Lines: ami Holn-rt F.
~·:Pung for Instant .\l;\\well l l1111sl'
:1rn.I th<' Caines accounts. Bowc-n
'j:oinl'd the agency in H).')~)as .1cc111111t
t"·xt•:cnliVt'. I le lx-cauu- .m account
!!'.ll{)1'.rvisor 011 Cn-st i11 IH60. and ,,·;1s
l'lPIWd to vice president in HJ61.
C:1,1ddrh1ck cm1w to B~B as account
t'*~'cíHÍH'011 C1·111•r;rl Foods in HJ5S.
Jn Hl6:2, he was 11a11wd vice pn-si
d~nt on Toxaco. Turner. who joined
:fhe agency as assistant account
~·~r.cuth·<' 011 Zel-1 and lvorv Snow in
Hl5ll, w;)s n.uned acc111111t ewc11tin·
i.11 19;"Ytand s11ccvssin·ly supervisor
.mid vie(' president in IH:J<J. In l 960

Ill' \\,p, .t ho.m l 1111·111)11l of Bc·11t1111~
Bowin. Ltd Y111111~joi11nl tl11· corn
p.111\ i11 l!J.-)(i ,,, ,i('("llllll! l'\t'l nt tv 1·.

111 l<J.")1J Ill' \\.I' 11.111wd .wn11111t
sti¡wn ixor :r111I .1 v i, e· prnid1'11t i11
l'JíiO. I Ii< Ji..,, k111dlt•tl hoth l'rn< t.-1
~ C.1111hl1· ;¡II() C1•1ll'r.rl 1-'uod,

Agency incorporates
Eí~lrt l'\1·<·11th ,., of Tilt' Lo\\1' H1111-
kh- Co. l1an· i11n1rp11r.1!1·d t lu- ()l.,.
l.d10111a Cit\ ;1g1·11n. lorm.-d i11 t ln-
1!):20\ J,~ H.I\ K. Cl1'1111 .11111opi-r
ati·d 1111dt"r H1111kli·\ indiv idu.r]
ti\\ III' rs lrip s im·1• I O l<i.

Lish-d as incorpor.rtors \\ itl1 prl's
ident H1111klt• .m-: 1'\t•c11ti\1• dt·1•
prvxiclc-nt 1111\\;ird :'\1·11111•11111;vic«
president (hear I11•111,¡•r;v icc- pn·-.
ident Hog1·r p¡.,1111~: 'ie1• pn·,id1·11t
Vr-m .\lon•lol'k: 'i<.'I' pri·sid1·11t Ken
l\:;1~: trr-asun-r ami uxxist.mt s1•cn•
t;1r~ Ct'or~1· \litt1·11: aud s1•crl'lar~
Boh :'\:c-vvt 011.

Lan.~1·:-.t il~l'llt'\. i11 tlu- st.rtr-, Lowe
' .

llnnkle is a nu-mlu-r of till' -L\ and
The Continental Advertixim; Agen
cv :'\:e-twor k. Stock will lx- Iimi ted
lo those within tlu- company.

Major appointments in
MJ&A administrative

JOlli'\
I11 .1 n·.dig1111w11! 11! l11p .id1111111,lr.1
Ii\ e• pt -rvoru IC' J. Dn11.dd E J Ill IC''> h.1'
l11T11 .1ppoi111t-d .1 \l't1inr \it 1· pn -.1

d1·11! .It \1.H \l.11111'" Joli11 ~ \d.1111,,
.11111 111.lll.1\!IT ol !)II' .rd vr-rt ivuu;
ac:1·11c~\ 't'\\ ) or], opn.1tiu11\. Holi-
1-r! L. C.1rri-.11n. ,¡},,., .1 ,1·11ior 'HT
pn-virle-nt. w lu: li.i-, lw1·11 \IJ~.\\
'''" York t liu-l 11111\t'' to tlw
,l~l'lll'~ 's T" i11 ( :iti1·., ullin• .i' n·
gio11.1l din-ct or \\lit>"' '"PtT\ ¡,.,r~
íl''lHll1Si)1iJiti1•, \\ ilJ i11d11d1• t lu
\\·,.,t C11;1!'.t. ~·ll1n·t·t"<li111! J11111·' ·"
I.os \ ll\!l'l1'S 111;111;1gl'r i-, Jolin \.
\f ;ro;t1·r,011, \"Íl'l' pn-vidr-nt ;111d 1!r1111p
~11p1•n·isor i11 '.':t'\\ York. Jo1ws join
ed tlu: ;1~1·11cy i11 )<).)l.

Agency sells itself on advertising

Om:tlrn \ Lloyd .\ch·Nt i'ing recentlv C'mpli11,ill'cl its belief in nch NI i•i111:
hy huyiuu a vpot cantpaiun on K\IT\' to adHrli,t• itvclf , Thi' i., the fir,t
such use of h hy the auencv, which prcviou-Iv 11itdu·cl itvclf via radio
and hillboarrlv. The K\rf\' vchcrlulc, enn•i'>tim: of IO and ~O vccoud
i.lid1n• and uudio, wav airerl durina tdeNut~ of the h;1>1·hall \\oriel ~cric•.
ancl others an· duriuc thc 'talion\ locnl :mcl uetw ork 'IH't·i•.t,, \ho\ e,
Llnvrl lkrl! 'Íl!n• contract w ith the loen! ,nit•, mnunuer , Jot• II. Hnker
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these are

the more
important

Judgment becomes
ín timebuying
decisions,

the more important
SPONSOR beco.me:s ...

... bsesuse SPUNSOR provides I

the basts of good Judgment, ..
because SPONSOR is where the

buyers are, in broadcast
adverti,sing



111 r~~ppraisal has been agonizing. Formulas are thoroughly shaken. Buying is now seen as the complicated

1p~iss n has always been. It involves intensive probing under, around,and beyond the numbers, for the dií-

1ll~:c~sbetween stations-. some subtle, some not so subtle. These are indeed days of judgment, for which the
1 (and your advertising in it) is the fastest, surest, most economical ' -~ broadcast trade press

means of protection. Never .._.,, has the trade press been more vital to buyer or seller.
If
I"" ¥l.hich trade magazine? Today more than ever the answer is SPONSOR,because SPONSORconcentrates
t;Q'.n:e mission alone: to feed buyers of broadcast advertising with information and illumination. SPONSOR

H~·trtswhat's being bought and what isn't ... what's working and what isn't. SPONSORpoints up changes,

l;~:s,,techniques,and direction. In the process. SPONSORhas become more vital than ever in buying decision.

O f,akeour word for it. Ask to hear the frank, unbiased tape recordings on trade paper values as given by
11tlisrtten from 20 key broadcast buying agencies. These are days of judgment in frade paper buying, too.

1tlrinescall for probing behind the kinds and sizes of numerical claims, to determine how many are relevant

~QWmany are not. When you do, you'll find that SPOMSORgives you the inside track on the judgments
1L.
IPO/ .·..N, so·...·,R·'.. of the "few who do the choosing".

1'.l:.1:~
. ·',' e • • ,, \ •• • .' HAPPY MEDIUM BETWEEN BUYER AN.O SHUR
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AGENCIES

Geoffrey Martineau to
Geyer, Morey, Ballard
Ct'offn'\. Vlart nu-uu to cn·atin· di
rector. ~n·stern div ision, of Coyer.

~lorl'~', Ballard
in Chicago. I I~·
\Y<lspreviously
a creative
group head at
Leo Burnett &
Co. in Chicago,
was with the
azencv for 11....• .
vcars. Ile has
~von art and

J\larti1wau copy awards
from t 11<• Chicago Copywriters'
Club, tho Advertising Club of Chi
cago, and the Ne\\' York Advortis
ing Club. If e is a graduate of North
western University, Medil] School
of Journalism.

NEWS NOTES

A new trend- The commercials pro
duction ho11st•s may logically he
stepping along right behind the·
many advertising agencies who
have established thomselve» abroad
in the last few years. Case in point
is Croup Productions, lne., which
has alrr-ucly produced inany tv corn
nu-rciuls abroad and which is now
opening a permanent offic<• in

Home, to service "t he l''-P<m<lÓig
murker of Arnertcun companies in
terestcd in having their commer
cials produced in Europe .." Duilio
Ciovagnario has heeu nann-r l direc
tor of European services <llld will
head the office, located at 30 Vi(1
Donna Olimpia. He has worketl in
the past on many of the Group ecru
uu-rciuls filmed in Europe including
a series for. Pan American Airlines
ami those for the Federal Savings
& Loan Assn. which are currently
hc-íng shown in this country. He
recently directed ami photographed
the full length movie, "The Fisher-
111a11,"soon to be released here. The
Horne location is the sixth of
Group's operation offices. Other lo
cations are New York, Detroit, Hol
lywood, Toronto, and \Vindsor.

Insurance plans to Knox Reeves:
Xl innesota Hospital Service Assn.
appointed the Minneapolis agency
to handle advertising programs for
Minnesota Blue Cross and Mim1e
sota Indemnity, effective with the
nc-w year. Other accounts changing
agencies include Auerbach Corp.,
Philadelphia, to The Ullman Organ
ization. Auerbach is a tr-chnieu] sor
vices organization specializing; ín
design and development of <lata
and information systems; Kirkwood
Moving & Storage Corp., Greatel'
St. Louis agent for North American
Van Lines, to Stemmler, Bartram.

9/""-'...;. . ~

Where are they now? - Here!

Hc·nl'\\ ing 1H·q11ni11l1111c·c·'111 eichth 1111111ml"Alumni ;\s~oeiatiou" n·11ni1111
(uud Cliri,111ui' pnrtv] of th(' Ioruu-r Du \,(nnl Tv :\'.Mw11rk arc (l-r) J<ll'
\ lndrh-u, now ".¡1.-l·o11I ruller, \kt ropo Iit au Hroadcns! Ín~; !\kl Goldlwr~ •
.'\AH n·wmd1 dirt·l·.lnr; Dr. Allen C. Du J\lont; Jim O'Grá<I~., exec v.p.,
\dnm 'I ounu t•11111¡1<111ic';nnrl Ted lkrg111111111, Cliarll·r l'n11h1díon~

1, ki >.T ·p . . it ··T1·· ~!. sa -,~ .~ .. ayue, same c1y. ;l'lt° :¡
is the finn'.s .Br~t ~ippoíntrnent of 'J~ i~
agency and i!1dicatesplans for ra1~ii~ ~·
expansion, according t;a sales x·.inl1· 1

president Charles: Vogt~.Mürefl~J;c1·~a
Valley Estates, cm11n11mrty of ü;e~'i
horru-s in northeas] Philadélphia, ~~ _rr¡
Ball Associ<Jtes of thnt city, Agen~1
h~lí1dles sevt·ral other housing. a~.
velcpnrents, \Valter H... Gay1Ierl1
housing projects in California tí'
Vioeyard-Hetnly &.Associ~n~·s; Th:!
Stephan Gompat1y tn C;Jrnn,h~b
\Jjthün, Chic<tgo, from Post, K8r~~,
Gardner.

Goo.cl news for nen' Chi. s:hQ;g¡¡
Arnold E. Jnhn~on Ass.ociiites.
Chicago has foliüd íts first client
Go<Jd Ne\\'s 13r.c>.<HkastingCn. :ro.I:
Lincoln, Neb., a non-profit org'ai\il
zarion opernting an íntetoati.~nli
series of religious radio prográ~m~
No newcomer itself, Good Ne~!!!
cckhrates its 25th year ne~t ~J:n~1•

employs 200 people in its L:h1cciilin
headqnnrters, and maintains offier!ií.$'
in nine for:eign countries with ~~~
proximately 70 einpl:O)"ees. A,}101¡t:f
J olmson As~ocfatt's, presídertt Í~i
Arnold Joh11son,.vice, prnsídent an:éI
hrondenst facílities director rfiJ'
Necilhan1, Louis. &. B'rarby. .El~'
taking a part-timé le@V,e(If ~hs~l!!~~
to set ~vhccls üt motion on th·h
project, His <1ssociates am Crace I
Jordan, vice presiden ti and. HITteylJ'
B. ~.lackenzie, rsecretaf:)1-frea~t1J~l:
Other nccount shifts inch.Ide Min;~··
Food Packets to $. E. Z\rbr:CJ~~'
Curled \Vire Corp. and E. U. ll..lllUiJt·
& Co. to Sh;;tffc•r-B.othenherg. 11;1~
Chicago; \V~A. Brosrn ~l;;ln0~)é1J:íif>i
iug. C1>.,prmlucet of p:hofon1ech~~
cal equipment, to the Chica.go o•
of Heath, McClintoni Spice C:l'tr~
Foods of Hurlin!Zarnl-: to the :5.{ll\f:
Franeisco offi.ct' nf Po.st-"ey·:es~Gfi:rd:
ncr for its· new lnst.a11t Koü~. Cq·(~
iutrodnccd }ast sUn).1J1efon fho:·\~\~~'ÍI;.
CO<l'.S:t ;ind ii) nm..v.;;JJ), General .distr1~
hution (ii1 this and ·other prodnfl)·
is phtunt•tl.

'l'rpography in this ¢.~n.tHt~';tir:il
Inti.,n1atio1utl C~'J1tet for UtE;lTnD.~1
~1·111ihkArtli h<tSiSiSttl:'i.la co1npl<..,t;i
tion e¡tll for 011ts.fatu.cliug C\X1a11:Í:t_s11~·~
of typugra.pfa~f ÍJ'l 2.Q (l)ffer§'IJÍ C'l:ítí~1
~orit<:'l.,frtdn~ling t<.'11e:vd:si;O;I1 '(¢l!)!t~11···
11tc·reials,tillés, t~tilérS.,.t'•.tc.J All :~:1~·
tri~·¡;1ll1Jst bt· l)<>S.t·nmrk<.\tl mi '':r fa(!)>
fol't' l F~'1:1ru;.1ry ..1~16.4·nn:d .. j1.11.l~,llf,~
will takt> plm:.1c•In TPnmtn in ,~t~!I



Ii J'fpt11r111ud11" :.?.O, ,,.., tltt· t·111l1•cti1111
..,;[ sekt·h·d t•11trit'" will lie· C'allrd.

11;~'.~iUh:I\'t' ih initial ,J,m~i11t! i11 :\1·\\
lork 111Octnlx-r .• 111tlwill 1lw11 trn\ -r' (o ruajor l'Íti1•-; tl1ro11gluílll tlw
i'\\11rld. All \1•l1·d1·d 1•11tri1•..; IH·c·omt·
f:!,:lrl of Ihe pen11.111t •111 arvl 1iyc·s of
ilu· H~TA-a rt>,1•ard1 c·t·nl!'r for
i),t~'!igill'rs. t'd11eator ...• ,111tl1·11h .. 111tl
PtlíPÍ'S. ('tllll't.'íllt ·ti w it h I~poc:r;1ph it•
l:!tl'ílll1·m.,, Tlu-rr- i., an 1·11try 11·1·of

•1•$::.1 for U. S. .uul C.111.1di.111 t•ntrit•s,
t¥hirl1 may lx- sent lo H. I l11111t'r

111'\···J·i·d.dll'to11,Sndl'ly of ·.r) po~raphi<'
I :\,rtss, e o Lmllow Typnj.!raph Co ..

1,lJ,1:2 Cloylio11m h1·11111>, Chicago
t'·t Ill.

ll;an h1 u J.!ood ...tart: .\ 111'\\' San
I lQrt<·~oac:1·1~ry. In ing Ak-v.mrh-r A1l
~·t''rl1' ing. al'q 11in ·cl fi \'t • ;wcm m ts i11

111:hi•. RrM two \\t>ek:. of opvration« in
11l"·l~t· Sprcckcls B11ildi11!,! tlu-n-, ac
.. ;"1fiírcling to pn-sidvnt In ing .\It•\·IIn1,9:t·r. They an• S;~•.•.Dit·g_o \=lass &
I .P~mt ($100,000); I1111t•Sanngs &
~~ln ;\ssn. ($í"0,000); Duos. Inc ..

·1IA1::tiH of automotive- cn11t'rs; Disco.
Hl Oxnard cliscm111t store: and Da
td!i;; Furniture Ston•s of San Diego.

'.)i~:idt·udtledan·d: I'apr-rt. Koe11i~.
J9:i·s will IHI)" U ecnh pvr shar« of
,\\/' st1.1<;'.k for tlu- q11:írh•r ending
iiÓ' )S°.n\·.c.•mht•r. lo ~tockholckrs nf
:•~~e•ird30 Deccmlx-r Inf~lIt will he
·v~H~"d7 Janna r~ .

~'~ií1..·t\c.·son \\'e.'\l C.'1>a,t: Joe \\.ol
lült~Jl<rr Ass()t•iatc·s. public rvlations
1u:~Eh in the lm>;Hkast-c·11tcrl;1i11-
1tmü irHlmitry, has dropped its aí
i'.lr.J!Ütm with \1.cFadclcn & Eddy 011
/:t<? \'~·.c.·.st coast and tic·d 11p with
;{~dn1rd Carter I'uhlir Hclnt lons.
·~3 S1111set Bini. Tht• \\'nlhamllt•r
~1IU~tc.•\\'ill ep11t inru- to handle 11.1-
:irmn.I ¡mhlicit\· 011 m-t work I\' pro-

l< ! . .
;r:<iUl'i 1111df•t t lu- llame· of \11d1t'IH't'
·~1(Udtul;!Co1111.\dor".

; :·~líl,1'~ :1m 1.ot11u::t:•s a w a rd : J. :\ .
fíh1tr•, charnn;111 of the C111acli.u1
1lih~ú'tiising llt•se.ucli F111111d.1tion.

"'~tl>!'l1:11m1..·t·dkto;I w1•1•k the l'~l.1hlislt
lt~lYt c:rf an award o( ~ l ,000 to lit'
ft'"'·!'Oh·d for now and oriuin.il eon
pffarttkínl' in the fü·hl nf adn•rti"iuc
'\1N1rdi. Tln- :1111111al,I\\ .m] will ht•
Üül.~~:u :Is Hw M.1el •.m·11 .\d\'crtis
\:!it' l~Pl!t';1reh .\\\;lnl .111d will lw
t:&:tfl'Wed in HJHi tn tlw .11rtlwr ni

" u• l}t'SI tlwnn·lil';1l '\11l11tio11 Iii ,1

·' 'rnfalt•ni Í.t('f•cl in t lw nu• •.1s11n·nw111
I I ., .

CBS strikes oil
Slml•··r Co., 1 ;., .'t1•n1. II nltrr» & Simm"'''·
Chir·ngo, hu« ·"'' 11 ll1-11•···k c11m11ni¡m on
Cll8. R,,r/io "~ -'l"'""'r o/ th e lh111¡c f:t/.
uar ds 5 nm , utu] -; ti.m ; dri¡ ,...timP np11·.•
1111u-erkrlev», 1•:\CP'fll \111ml11.\, stnrtine iri
Fi-hrunrv, TJw fl",m¡mn. IT i.,., rrunpn n»
u-ill [eat ur e it" Ui.-lon1• oil ulln» for n111<"
in major ·'firing und [all Pi¡cht-11 ec]: 1'""
motion., n.• pnrt of ir- overall l'>l•I ,,,¡
drire, lareest i11 ih hlstor »

nf media c>ffc>cli\'t'llC'ss. Entrit·s tor
the 196-l award 11111sllw made on or
befon· 31 vlarch, HJ&I. and will lw
appraised hy a p.uu-l of j11dc:1·<;to lw
anuonnccd ..¡0011.

\I urkctin g \'It-mo: Ikw an· ol o\ 1-r
<·1111trnlliut; !ht• l«''I 111.1rkt'I vitu.i
ti1111, warns "Vl.rrket inu \11·11111." a
iu-w hnlh-tiu of m.irkr-tim; ami nu-r
('handisi11~ for tlu- l'lliit·al clmc
fi1·lcl. It vv ill lx- i-.sm·d pt•rindieall~
h~ The Shnllt-r-Hnlun Co .. a!,!t'llC~
w ho«: C"li1·11trovu-r im·l11dt•-. a 1111111-
lx-r of firlll' in tlu- t'!hkal fit·ld. Tl n
firvt ¡,,.in· dl'als '' ith t lu- rt'\¡, in!,!
of old proclru-t-, \ ia It''' mnrk+tv.

NEWSMAKERS

Ihr.n D. \\º111t.111 to prl'i.idc11t ol
t lu- Portl.uul \,sn. 11f \<h1·rli,im!
.\c:1·11cit·-.. l~YI 1wn \. vlrtc m 1 1 to
\'ic·t• pn·.,id1·11t. .111d 11 \1111' \ \\ n -
'º' to '''tT1·t.1rv-lrc.1,11r1·r.

\\.1111 \'\I F. Sc llOI l. tn ,·in· pn·-;j.
d1·111 of T1·d H.111·, ~ Cu.
n\'l<.ln B \lllll .llld I I \II\ I\ F11 Ill·

~u In \it t' p1t•,idc111 ... ni Compton.
\I \Im F11\11\1 In 'ic-1• pn·,id1·11t

Ill l IJ,lr\.,\C' <If .Ill IHlltf 111.!ll,1\.!I1111llf
.111d pl.11111111~lor l.1·011 "iii.din C11l
uir-], .\1hc-rl1'>111~ 111• \\ ·" ,,di·' .iud
111.1rkdi11t! d1r1"1 t11r fur .111111d11,1r1.d
dw111il',d 111.11111f.1c·t1m·1.

e:. Fu\'" J011''''' '" .wn11111t I'\
t'l'lllÍ\ 1· with tln- \I i.1111i 111fiC'1' uf
( :r.111! \<h vrt i.•iug. 111· ".i., pre·\ 1

1111,I~ d in-ctor of pro11111t11111 for
Bro\\ 11·F11rn1.111 Di,1illi11c: Corp.
\\'\l. II.IIK. \\'11 ¡.,;,,, .111d \\' \11111'

H. J \C 011••11-.. lo \ ÍtT 1m·-.id1·11h 11(
Suclh-r t.: I l1·111w-..,c·\.

J1111' L. So1··111vun, J 11. In ,1·11ior
\'it·t• pn-vidi-nt of \kC.11111-Erkk!<.1111
.111d a 11w111lwr of tilt' ho.ml of m.ui
.1~1·111t·11t,honu- offin·.

Tu) C\llH.11 Cr.r vv t r i >, to 111.1r
kdiuc; l>llpt·n·i-;or at Lc·o Bunu-tt i11
Chieaj.!o. Ill' wa-; fornwrl~ '>1·11ior
\'Í<'t' pn-vidr-nt :111d ;1 clirr-ctor at
Compton .\chl'rlisin~.

Ho111·:11r So\\ 1.11...• In 01,!iln. Bn1·
-.1111~ \ latlu-r ª' atT01111t ...u pr-rvivor
011 C1·111·r;il Food« I It' \\.J'i a<'C'111mt
'11¡wr\'Ísor .it Batt1•11, B.1rlo11, D11r
'ti11C' & Chhom.
Sl'.\'d.n II. T'vv r.on tu tc-h-viviun

.1<.Tn1111t s11pC'n ivor i11 th.- Los .vn
C:t•h•s oHin· of Kla11-\'a11 Pic-tc-rvou
D1111lap. I h- \\ 11s a v irr: previdr-ut
.111d purt m-r nf '\ or ma n Hoo;1 • &
\ ssoc,

ll\1101.11 C11111-.11\'''' to vie«
prl''idt'11t of \ \'adl' \<h vrt ivim; in
Chicauo: Fn."" lh11t.HK in Lo'
.\nt!c•lt•s; llF'\11'1 J. Or-r-i uxr v-, i11
~l'\\' York: ami ,\,1111n\ J. C)tº\U.
,ifo.;o in Cl1iea!.!o.

Fiu:n C. CzlTI'\ to 'it'I' pn-vuh-nt
of Cardn!'r .\ch 1·rli..;i11c.

Jou-.. Co1.1.1-..-. .111d I.AH I'~ \I.E to
.1n·rn111I t'\t'<:11ti\ 1'' at C111111imd1.1111
~ \\'al ...h. Collins '' .1o; '' itli tlu- C.)1-
vr-rt di\ ision of Jnwplt E. St·.1~r.1m
~ Sous. S.l\.!t' joí11' í lu- .1c1·111·\ [n un
BBDO
C. \111 10-.. (;o,\!· IT to tn·.1!i\1'

dínTtnr of Crn11ptn11 .\d\ nti,Íll\.!.
Ha 1 \ \le ;\\\I \II\ to \ it·c• prcvi

d1·11t of Cr.11!1 .\ch 1·rlt..,i111!. ...,¡II' \\ ·''
\\ ith \\ 1·-.h·\ '""ºl'.

Fm.111111c~ II. l l vw xrv-, 111 Doh-
1·rl\. Clílf orcl. Stt'l'r' l\ "ilu 11fit·ld .1-.
.111·.1t·t·1111nl 1·\1ulli'1· n11 Pl'I vi.u
111• ".1-. lor nu-r lv "1tl1 L \I l'roh
lich,

II \lt11111 P. J(,,1 10 .1'"'''t1.1k r•·p
n·w11t.1li\ 1· '' ith tlw P.itt \It 1),,11 dd
Cn., mo·di.1 lir11k1·r, i11 \11,ti11. T1 \,1,
l-.:.1111', pn·\ in11.., '''' w r pn·,1d1·11!
.111ll l,!t'llt 1.il 111.111.11!1r ••I \\ I<)( 1\.1
dio 11m' \\\.'.I 1.11111-.111\\11 '"II
lw h•·.1dq11.irt1·ro·d Ill Pl1111Iii\
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Happy mix:i.gems & tv
Family-owned Florida jewelry firm for past sev~n
seasons has found local tv program sponsors.hip to be
a strong sales partner in low- pressure approach

HEm~'sa one-minute exercise in tv
media selection:

You're a successful jeweler in
Daytona Beach, the upper-income
Florida resort community. You're
looking for a local tv vehicle which
will reach those with high dispos
able incomes. You're willing to put
as much as 9.5% of your advertis
ing-promotion budget into it. l'Jow,
what do you buy?
The answer, as far as the \Villiam

A. Hitzi & Sons jewelry firm in Day
tona Beach is concerned, lies in
Market Report, a five-minute eve
ning series cm \VESll-TV, Daytona
Beach-Orlando, Florida.
Here's how William A. Hitzi,

head of the fourth-generation jew-

elry firm, sums ttp his basic ap
proach:
"When we went on television, we

wanted to reach an affluent group
of adults who prefer quality-e-and
can afford it. \Ve are not pitchmen,
and stay completely away from the
dollar-down, dollar-a-week method
of selling jewelry. Our firm has been
in business since 1881. Consequent
ly, we have a reputation for quality
and service that must be main
tained."
To a cynic, such a policy would

seem a nice attitude to take-until
the practicalities of jewelry mer
chandising make necessary a switch
to hard sell. Hitzi, however, is no
newcomer to the ranks of tv clients;

his jewelry firm has sponsored :f.b~
evening (6.:25~6;30 p.m.) sko:~k"
market newscast for over seven a;~j
a half years, with family memher~
appearíng in the commercials.
Docs the low-pressttre metl1~:

pay off? The sales figures \\.'ot:ilii
certainly indicate that it does,
"The first Jew years were pli.cc.

nomenal," says Hitzi. "Our sales r~f'
35% the first year, and :$5% t)¥r~i
that the follmving year. Sines th~P'i
in the face of a major increaise 'fit
competition, we have enjpyed, ,ill
to 10% Increases each succeeé
year. Television brings rést1.lts.fl!Ilij
has ever since we've been on rel!~
air. \Ve've used. radio and ne&\~:
papers in the past with no m@t-X&~lt
able response. But, \Yith tv, \~·h~t
we draw customers from as 'Ínt
85 miles to our Daytona B!El~~l
store, we know w~re in the ti~11
medium." . [



RATE CHANGES
h:OTA-T\'. lh1pid City, S. D,:
New rate $:2.)0 ¡wr t'W11i11g
hour. efh·<Ylivc•I J.11111ary.For
mer rail' $.:2:2.).
VVL\\'D, Dayton. O.: New
l'<i'lt~$1,300 per evcnim; hour,
t•ffcd in· I J .mu.rry. Former
r;1te $1,:200.
~I IOL-TV, Kcunrev, ~eh.:
~ew rute $.300 per l'\'l'11í11~
hour, .t··ffcctivc l Ja1111;ir). For
mor rate $400.
'VJJJ.P-·rv, Augusta, G;1.: Z\e"
rate $6i5 per evening hour,
dfcC'tivc l January. Former
rate $600.
VVJHL-T\', Joh11so11 City.
Te11n.: New rate $·17.3 per eve
ning hour, dfectiw 15 [uuu
ury. Former rate $-1:"!.5.
\YSTV, Stcuhcm:iUe, O.: New
rate $725 per everriut; Imm,
dfecrive 2.G January. Fonner
rate $625.
wwrv, Cadillac. ~f ieh.: Xew
rate $'.450 per t•,·ening hour,
offecth·c l February. Former
rate $·125.
&VTV? Sioux City. Ia.: ;\;.t'''
ratic ~550 per evening hum,
r:fFC'C't'\\•c1 Fchruary. Former
r:ttc $525.
K.DAL-TV, Duluth, Miuu.:
New rate $675 per evcuiiu;
hnur, effective 1 February.
Fonner rate $650.
\iVllEX-TV, Bockforcl. Ill.:
New rate $630 per evening
hovr, eíleetive 1 Fehru.iry.
F'7:onnor rate $600.
\i\'RMQ, Chicago. Ill.: ;\;<'"
rate $-t,600 per 1.c•\·enin~ hnur.
eff:('lctivc 1 Fehrunry. Former
rate 3-1,500.
~Al~l)-TV. \Vichita. Kan.:
l8.\"ewrate SSOO per cvcnüu;
lronr, efkctin• l Fchruary.
l~ormcr rate $700.
iCl:lA·T\'. s,1,cta í11t·11to, Cn l..
W1t:!v%•rate $1,200 per cvcniru;
hour, cffrctin· I Ft•lm1.1r~.
lfotn1l"r rate SI, 100.
\iYCl~l-1''\', Colurnlm». .\fi.,s.:
~!<t\V ratv S:ZOO per t'\ <·11i11g
'henrr, c\Ifl'C'tí'l:c 9 Fchrn.irv.
Fórnltn· rn t <' $.130.
~\,'AGM-TV.Presqt1c h.le, Mc.:
S:r';v ralt> $173 pt•¡· t'\"c11i11!.!

I~

hour, t<ffcdh-1• l.) Ft·bruar~
Former r.itr- $1.)0.
KL.\S-T\', l.;is \'e~""· Xn.:
;\;l'W rail' $17:5 pvr 1•\'c11i111.:
hour, l'fltTli\t' ~3 Fl'liru.ir:
Foruu-r 1.1!1•$1.)0.
KO:\.\t-T\', Pitb.hmgh, Km1.:
;\;l'\\ rute $12;) per t•n·11i11!.!
hour, dh·ctin· I .\l.1rd1. For-
111l'r rate $-100.
KYT\', Sprinulirhl, .\lo.: ;\;l'\\
rate S·l7.) per l'\'t•11in!.! hour,
cílectivc I \lard1. Former
rate $1."iO.
\\"SA U-T\', \Vaus:iu, \\'i,...:
;\;ew rate $350 per cn·11i11!.!
hour, cfkcti\'c 16 \larcl1. For
mer rate $.'500.
\\'A VE-T\', Louisville, K~-.:
Xcw rate $1,650 per even itu;
hour, dfl'cth·c I \larch. For
mer rate $1,5.30.
KCBD-T\', Lubbock, Tex.:
Xew rate $500 per cveuint;
hour, dTL·cti,·e I Xlarch. For
mer rate $17.5.
\\'FLA-TV, Tampa, Fla.: Xl·w
rate $1,~.30 per ewning hour,
dfocti\'c 1 \larch. Formr-r
rate $1,100.
\VTBF-TV, \\'hct'ling. w.v«.
Xew rate $SOO per rn·ning
hour, cffectin_' l Vlnrch. For
mer rate $750.
KEXD-T\', F:1rgo, X.D.: .:\ew
rate $ 100 por evening hour.
effective l April. Fnmu-r ratr
$300.
\YCKT. :\tiami, Fla.: :\l'"
rate $1,3.30 ¡wr cveuiuu Imm.
df cctive I ¡\ pril, Former rate
s1,:200.
KHCH-T\', Hcclding,Cal.: x.«
rate $:275 per even i11g hour.
effocti,·c I April. Former rah'
$:2:2.5.
KXAB-T\', Ahcrclecu, S. D.:
Xew rate $17.) ¡wr t'\ l'llÍn!!
hour, dfectin· l \pril. Former
rate S100.
WIB\\'-TV. To pc k a , Kan.:
:'\"l•w rate $.)00 pn l'\ 1·11ini::

hour, cffectiH· :) \lay. Former
r.1te S·l.30.
\\ IlDH-T\', Bo-ton. vu«.
Xl'\\ r.it« $.3.:2.)0 pn l'\ l'llÍll!!

hour. df(•d ¡,e 17 \ l.iv Form
l'f r.it« .'$.3,000

Weston is NBC dir ..
unit mgrs., tetesales
'\BC T\' 11.1., .1ppni1111-d l.,t1·pl11·11
\\\·-.11111 "" d1rn tor. 1111il 111.111.1~1-r'>
.111<1tt-11· v.dt•\,
\\'itl1 tl11· lid

\\ elr k " I 11l' I'
ll),):l. lu· li.1'>
lw1•11 Ill t h r
hu- ..i111·s..•aff.1ir'>
.II(';! '\ÍIH'l' I<J(j()

,,

.1 s m ;1 11a I! e r ,
pr<>!.!r.1111lnu It!
ds aud '>l'I"\ iC'

inu,
\\'t•sto11 lw- \\'r,11111

t!·lll wit Ii .\.BC ·" ,1 1111it11w11.tt!1•r,
workim; 011 s11d1 ,110\\''i ª" I/it Par
ode ;111d011 \ nriou« 'Pt'l"i.il., ·'" Tlu:
Drvil allí/ Dunicl \\ ·, bstrr ami those
hcacllini11g Art C;mH'\. \'idor Bor-
1.!;t'. and Ct·or~i.1 C:ihb ..•. 111· h1•!.!.111
liis tv carr-vr wit Ii I )11 \font in l<) IC),
and was a t v director wlu-n lu- l1·ft
to join ~BC.

Willie Harris to v. p..
Harbenito B'casting
\\'illie l l.rrris. Jr. Jia., lw1·11 cl1·lfrd
vice president of lLirhcnito Hro.ul
casting Co., \\ liid1 opcratvs KCBT
T V - A ;\I and
KELT-F.\I in
the Lower Hio
Grande \'alll'\"
of Texas. l l.rr
r is, a n c p lu-w
of Con g r e s s
man Oren I l.ir
ris, has hcen a,.._
s o c i.1 t ed with
K C BT for _
seven years. I le Harris
was first cmpln: ed .is .1 local ne
count executive. ;111<l for the p.ist
three years ha-. lx-r-u .rssoci.: !l'd " it h
n.rtional-reuiou.rl :-.dev. I le- vv.i-, .ip
pointed nat ion.il :-..ilc" m.ui.nn-r for
hoth ;\\I .nul F\1í111%:2 . .i pmition
lie st ill holds. to \\ lriL h 11.1' lw1·11
.nlrled the tit le of vir« pn-virle-nt

Wolper goes dramatic
D.I\ id L. \\'olper. producer of I\
clocuuu-nturv films, Ii.is .umouuced
his intention to hr.nu Ii 011t mio t lu
field, of dr.un.rtic l\ prour.un-, .ind
the.rtrie.rl hlms.

\\"olper rt'CTÍ\ t·d lnn~-!t rm fi
n.mcinu for hi-, IH'\\ vcntur.« In.m
\\\•.,tl.111d C.1pit.1I Corp .• 111d tht

11
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Cit~ :'\atio11al Bank ol fü·\crly
I Iills. Tlu- 1110IH'\ will he used im
incdi.uc-lv for tl;e elev clopmcut of
panel .u«l da~ Iirn« tv pro gm ms and
motion pieturc--.
\\ olper i~ 01wning a .'.\e\\ York

-.,¡)(', offie(' this month, and sales
people w il] lx- hired to represent
\\ olpr-r Productions i11 conjunction
w it h t ln- \\'illiam \forris Agency.

Nettere to gen'I sales
mgr. of ABC Spot Sales
Fred L. .:\cttere has been promoted
lo the new post of general sales
manager for ABC T ele-vision Spot

Sales. During
the past year,
he has served
as eastern sales
manager and
has been with
A BC Television
Spot Sales
since 1961. His
broadcast sales
experience in-

Nettere eludes associa-
tions with CBS Television Spot
Salt ·s, \'BC Telcvision Spot Sales

and the Katz Ag<:'HC)'. The organic.a
tion is the national sales represent
.rtive for the ABC owned stations:
\\'ABC-TV, ~cw York; KCO-TV,
San Francisco; \VXYZ, Detroit;
KA BC-TV, Los A ngl'les; and
\\'BKB, Chicago.

RCA· set sales strong
Harlio Corp. of America sold more
television sets in the first ten months
of HJ63 than in all of HJ62; and both
color and hlack-anrl-white set sales
achieved the highest tv dollar vol
ume in company history. A third
quarter national survey of consumer
purchases shows industry color sales
running at an annual rate of at
least 750,000 receivers, according
to HCA, which estimates 1964 color
sales will top 1.2 million sets. Color
sales to dealers by RCA Victor dis
tributors currently are 59% ahead
of the similar period in 1H6:2when
sales were at an all-time high-sub
stantially ahead of the previous
year.

Black-and-white unit sales by
RCA Victor distributors are now
10% ahead of a year ago the com
pany disclosed.

Judge Surto.rt ala.e.tes
president tOf aMJ,, l..rJC,
Judge Hohei;.1¡ }a~·l3ur;ton has be~
elected pte$i:dont of J3rm.t:dcí,\f~'f
~1usic, Ine., müsie performing rig¡hlt;¡¡
l.ice ns in g or
ganization.
Iudgc Burton
succeeds Cad
H<lverlin, pres
ident of B~ll
since 1947. A.l
though he bas
retired his post,
Huverl in wí ll
act as a con
sutant to BML
The new president was exc>cnd~¡;
vice president of the cnmpany ~.
the time of his appoírrtrrterrt. l-{c h¡¡:i
been Actiner Cítv Judse of N'e~~~. ;,· t"'i

Rochelle shtce 1960 and víee I)f'i[~
dent of the New Rochelle Board~
Education. He is also chairrrran. n
the Copyright Coinll1ittc:e o£ ,tlkí
American Patent Law Assn. and. ;·
trustee of the Copyright Socic:t)' t):
the U.S.A. He hasalso.been ~idt~
man of the Rmlio and Tele~·($'.t!'.í'r
Committee of the Fedet{tl fütr A~.
of N'cw York.

[J

f¡

l·Vhose survey (not ours) slao,.eeil
SPONSOll ~sreg11la1• 1·eE•tle1•sl1ip
highest in its history~ and lirst
1•1nongbroad~ast boo6s ~
Sorry. Can't tell you in print, because the survey wasn't ours. But our
salesmen can tell you about this one, and six other surveys that show yot.J
SPONSOR's quality story.

That's not all. We have the tape-recorded words of key buyers in 2.5 fop
broadcast advertising agencies, enthusiastic in their SPONSOR response
even beyond our wildest expectations.

Why such response? Why such unanimous survey findings? Because we are
the SPOT specialists ... edited for spot specialists. They need us for
vital information. You need them for spot sales success.

i1

it
.In!

¡«

lll J¡

·~·

I ~

SPONSQ;R Happy M·edium Between Buyer and Seller 555 Fiflh Avenue, ~6WYurk 17 MUrr~yHill.J~IOl1

II



1P&O MAINTAINS
~NUMBERON1E PL,ACE l1N
E.··T· ·w> " ..·o.·./···.·.·.·.·R.···.·.K··.· ... H...E·.A...···R.·.· "T:.·.s. ·• •:•• -~/-'-J';_ .. _ .. -,~-- - - ---.·--- --.--__ -__ ,-.:-~

P l\O< 1111 l\ (.\\11111, tc·lc \l,_¡011..,

l1i~~1°\t ( ll\(01111'1, l'HJl(llllW\ to
p.1cc• lle h\ 111k !1-lc•\ l\IOll ,p,·11d111'

I11 .1 co111¡11l.t11011 ni 1wl\\ ill k h hill
ill'.!,\ rc·lc•.1\c'd 1,,..,, \\1°1·k II\ ., , 1, \I
,11111B11r1'.lll of \1h c•rl 1•.ill:.! tlu

ESTIMiATED EXPENDITURES OF NETWORK TV ADVERTISERS

PRODUCTCLASSIFICATIONS Jan.·Sept. 1963 % Change
Agriculture .&. Farming
Apparel, l.ootwear & Accessories
Automotive, Automotive

A.cc..essories &. Equipment
Ba.er, Win:e
BuTlding Materials, Equipment

& Fixtures
Confectionery & Solt Drinks
Con.sumer Service
Drugs.&. Remedíes
Entertainm1nn & Amusement
F:o.od& Foo.d Products
Freight ttrdustrial &

Agricultural Deve.Jop.ment
Gas.olime, Lubricants & Other Fuels
~.¡¡rti'c.ulture

Hous:ehold Equipment & Supplies
ftou1s:ehotd Furnishings
Industrial Material.s
Insurance
- - - - -
Jewelry; Optical Goods & Cameras
Of:fit:e Equipment, Stationery &

Writing Supplies
Pets & Pet Supplies
P'plifü.al
Publíshing •~·.Media
R·adfo, rv Sets. PhonogNrphs-

M.usical Instruments, Accessories
~e:tai.1& Oi-rect by· Mail
Sim'Q~tngMa·terials
$p,;aps. Cleanser.s & Polishes
Sipl)rtín•g Goods & Toys
Toíte"trí'Bs& Toitel 6 ood s
Tr¡;¡•v·eI Ho,Ms .~ Resorts
MTsc.ellaneous

$ 24,400

6,870,700

41,984,200

6,214,000

6,669,300

13,804,700

2,703,900

86,298,600

1,050,300

102,522,800

68,700

6,931,900

569,200

23,876,800

2,249,000

12,258,600

12,081,500

6,635,500

3,007,100

9,142,000

655,700

3,071,500

33,400

70,895.100

65,828,000

4,934,600

119,666,800

1.826.200

180 100
$612,054,600TOIAL

Jan.Sept. 1962
$ 102,900

5,839,700

76.3

17.7

34,514,000

7,048,300

21.6

11.8

3,666,200

18,735,800

4,338,800

73,402,900

679,400

100,547I100

81 9

26.3

37.7

17.6
54.6

2.

76,600

13,663,000

304,300

23,833,700

2,584,800

14,625,400

11,025,500

8,095,300

10.3

49.3

• 87.I

.2
13.

16.2

9.6

18.

2,645,800

6,494,100

6,900

881,700

13.7

40.8

10'1
25.6

3,604,300

137,600

65,151.200

64,889,900

4,405.700

107,985,400

691.500

159.900
$580.137,700

14.8

75.7

8.8
I 4

12.

10.8

164. l

12 6

+ 5.5
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~iaut advertiser ranks as number
one- spender, with third-quarter
1963network billings of $16,780,900
- leading runner-up American
Ilome Products (8S,3Y6,l00) by
more than $8 million. The rest of
Ilic top ten third-quarter network
tv advertisers, in order, are Bristol
\h crs, Ceneral Motors, Lever, Col
gate-Palmolive', H. J. Reynolds,
General Foods, Cillctte, and Alber
to-Culver,
Top hilling network brand in the

third quarter of 1963 was Anacin
tablets, with $2,937,200. Second
place Alkn-Seltzcr, with $2,607,700,
was followed by Salem cigarettes,
Crest tooth paste, Winston cigar
cttes, Buffcrin, Chevrolet passenger
cars, Excedrin, Bayer aspirin, and
Camel cigarettes.
Automotive billings in network

tv for the nine-month period jump
ed 21.6%, from $34,514,000 Íl'l
1962's first nine months, to $41,-
984,200 this year. Other product
categories with substantial increas
es in the medium were drugs and
remedies, with a 17.6% rise in net
work tv, from $73,402Jl00 in 1902
to $8~,298,600 this year; smoking
materials, up 8.8% from $65,151,-
200 to $70,89.5,100; and toiletries
and toilet goods, which climbed
10.8%, from $107,985,400 to $119,-
666,800, to become the leading
product category in network tv.
TvB's network billing figures are

compiled by LNA-BAB. On tho
preceding page is a breakdown of
nine-month 1963 spending by prod
uct classification. Below, leading ad
vertisers and brands in the third
quarter. •

LEADING COMPANIES IN N.ETWORK TV
ADVERTISING THIRD QUARTER 1963

Souncis: TvB ILNA-BAH
Procter & Gamble 1 $16,780,900

--- -

American Home Prod. 2 8,396,100
--

Bristol-Myers 3 7,671,000
-- -

General Motors 4 6,737,500
Lever Bros. 5 6,533,900
- --
Colgate-Palmolive 6 6,240,200

- ---- --
Reynolds Tobacco 7 6,183,300
---
General Foods 8 5,229,900

--
Gillette 9 5,032,400
Alberto-Culver 10 4,259,100

LEADING BRANDS IN NETWORK TV
ADVERTISING THIRD QUARTER 1.963

SoL'llCE: TvB L:\':\-BAH (Est. Gross Time Billing)
Anacin Tablets 1 $2,937,200

2,607,700
--

2,287,900

2,181,100

2,105,000

2,031,000

1,798,500

1,761,600

1,602,500

1,578,600

Alka Seltzer 2
Salem Cigarettes 3
Crest Tooth Paste 4
Winston Cigarettes 5
Buff erin 6
Chevrolet Cars 7
Excedrin Tablets 8
Bayer Aspirin Tablets 9
Camel Cigarettes 10

II
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~

Another s~le on ..sports series; Siti ~'
tol·J\Iyers (DCS&S)ho:ught into 1.'b C
NBC Spotts. Sprtt~l .·series wihíe ;;
debuts 4 January (4:30~6 p,i,iij:, .b
The 90-minute tv prog·.rams 'lM; ',

.ti

cove~ a variety of. sports events, ~ .1

eluding track and field, hockey,,'tll!I'
basketball, Other sponsors síg;o1"
so far are the Autolite divisi~Il
Ford ~fotor Co. and Consolid~tt
Cígar Corp.

:i<·i

Oklahorná sta'H()n sold,;: Johe
Cdffin and Jarn~s G, Leake, ·~~:
had owned 50 pet cent of the -~"ClU.
mon stock of Oklahoma Telcv~s~i. .,!
Corp., acquíred. all.. outsta~d~1 f1,
common and preferred stock 111 .tt · J
corporation, which operates K\i11
Oklahoma City, Sellers' are ·
Turner ~mdLother T. Dulane}r.
had owned 25 per cent each of !
common stock, and Edgar T:. Jil
whose interest was in pref.¡¡_i.tJi
stock. Buying c.orporation is KA;'jj
Inc., wholly-owned by the Crí!·
Leake families, which als.o ñ~.
KATV Little Rock, and ·~
Tulsa. New ownerslríp has .sigtn;¡~·
five-year contract with Bell to ~
tínue as executive vice pxre&itcb.
and general manager of K\VTir.

Headed for ABC TV? Re¡-sr
Studios is beginning prodnctí:CJn
a new half-hour siuatfon comef'
Ma and Pa Kett.Je, based 011 tbe:tlí1
motion pictures of the same 11m
Andv Devine and Patsy Kd.hr·i~:
star Ín the series, whicl;· is desirm
according to a Revue spokesJTI•1
for ABC TV next fall.

Sidewalk suavity :re\>i'ardcd~F'tl
prtecd New York City, \\d1ert~iJ
scrapers are risiJig and foliií'JI
almost c,it'ty corner, took tí1tJ~ ~
to notice an unusual sense Of ~Q'l
pride and responsibility." Ci~
CBS for the mnrrner in whi.cll
carryirrg out cunslructicm of i:ts·:1.1·•,.., '--
headquarters building, Ar·cü1lJ'f,
the Amcric.as Assn. :noted ~'it'ii
freshing to find sOI11í:'()J)(.• "'hn, ;:i~(
and beyond the C<1ll.of dnty
zcod nci<Tbhor •1i\·c.scm1siéll'l't'\i£b . ;'b , ·b

le) the appoarnnce of its fX11~i:lf!
and the welfúrc uf tlrc?St .• \Yb11 Íil1
pass l1y-¡., en E 'has íü t tt1d~JCt'Ó¡;i,
ries of in1Hl\'~Hi.cJ~tsand sf~í:'.c.i~tl:)J:
sures dt1signt'd to ffvoid cc)n~&sit,



.I!
u,d ineu11n·1iie11n· ;111d t11 irnprm't•

1}:{;t1 uppeur.mco of tlu- hluekfront
~tween 5:'.!nd and 51rd streets
,~11ilcthe 3S-storr skyscraper is

1,g lmilt. P;trti(;·11l..1rly citt'd was
sitkwalk ft'Jlt'(' 011 which CBS

!á~tuaiutarnod ~• display rl'eallim.~
'(TJ!!ntorahie news t'\'<111 ts of tlu- p.ist
.:1 yt•ars in both plmtugruph» and
'tJUtld.

l:k~k to c11lnrgc ou tdcca\t: A hook
.¡•unt•1iui11~most of the couvers.rtiou

·~)t<kd for a special one-hour CBS
:fe~·sdocumentary. The Dia/of.!11cs
/:'Archilmld Ma~Leish and .Únrk
'iiu.1 Doren, will be published Iry E.
',. Du ttou. \\'hile the tt·lccai-.t, :2
11rgust 1962, used edited st•guwnts
'f l~ hours of recorded conversa
Qll, the hook will contain about IO
Qttts..of their dialogue. The hook
~l?heduled for publication in Sep
·mhcr 1964.

:,!:o;1:n:merdalsinto museum: All
·miring radio ami tv commercials
1 the annual International Broad
~tihgAwards competition, spon
,~!i.td,hy the Hollywood Advertís

.•!!(g: Club, will be contributed to
h:1¡1"ncwHollywood Museum. Near-
7i50 commercials, including 1960-
UlA trophy winners and finalists,
tíl foau the nucleus of the collec-
on For the museum's archives. Cat
µ:gu€ld in the Museum's clcctroni-

1•1Il•1r controlled library, the com
:©Et:.folswill be availnhlc to ad cx

i•"l:l'.tf.i\:'Cs, producers, and educators
trl'>ughout the world.

iSl,[;;(.'{sbook in classrooms: Col
~,··~~s ahd universities have adopted

r elassroom use Giraud Chester's
:.ID:k, "Television and Radio." Since
SJf. spring's third edition printing.
4 colleges in -40 states have or
rlted the hook for classes. Chester .

.~.li·! program administrator, for
:iS'(}.TY wrote the hook with Prof.
¡aiitttct Tl, Garrison and Edgar E.
·t~J}sof ~lichigan U.

brcy;t,ro.11itinuovatioru ~BC Eruri-
11 ;,~dngDept. has announced the

'<~~lo1?n1entof a new system, Aud
l§,,.d1c•s.igncd to synchronize tlu
O;:i~Jeasting of tv pictures from
1i;fo>;Jy sep~~ate:d remote locations.
1~tllok consists of t.rkíng a sub
ult1'ple (below 5,000 cycles of tho
,$00 synchronizing g~·ncrntor sig-

Nee scorea collegiate TD

l\"BC bás ohtaincd the ri1.d1ts to
telecast l\"C.-\:\ football camcs Ill'\!

season for a record hid of $13.-
04·1,000, toppim; both :\BC and
CHS a~ well a~ Sports Xctwork.
ens obtained the righh two years
ago for SIO.::?million. This time it
was third in the hiddin.1!. Partici
pating in contract ~ii:ning arc (l-r)
Asa Bushnell, :\"C:\:\ Sports tv
program dir., l\"BC Sports v.p, Carl
Lludcmann, jr.; Paul \\'. Brechlcr,
l\"CAA T\· Committee chairman.
l\"evt major bidding spree on the

horivnn is rizht s to ;\FL i:amc~.
which comes up in January. CBS
paid $9.3 million to air the pro
tilts pa'! two scavons. It ¡, C\·

pccted to hid lrich to off vet Im~ oí
colle ce game\.

\\'ithin hours of the acquivition
of the rights, :\"BC wa' ahle to
report the gall)c~ mid. Each huv
ing a quarter sponvorvhip were.
Chrysler Corp. ami Ccncral Ciaar
Co. (Young & Ilubicam]¡ l.illcttc
CHa\on); and Texaco (Renton &
Rowles).

V. l. P.'s feted for 'V. l. P.'s'

CJ..:L \\'-TV. Dctrnit- \\"i111hor. rcccutl- hovted r.o top people at reception
J..ic:kim: off its ··v.1.P.\'" 1Vt·n, Important Picturcvt verie-. l.ool..inc over
11lailli for the pro aram are tl-rl S. C. ltitchie. prcviclcnt and cencral man
acer of CK L\\"-.-\\I.TV; Donald L Baile'. di ••tr ict •.1ft•, 111a11.1ca for
Colcate-I'ahnoliv e; and Ci\LW sale~' director I:ii" in C. \ldcalít·



THE"MAVE
MARK

Sunny ties up what the
"Sunshine State's" business
magazine, Florida Trend,
cites as "FLORIDA'S MAV
ERICK MARKET."

WSUN's home county has
the nation's highest incidence
of auto and stock ownership;
brain power industries; high
discretionary income . . .
Florida's 2nd market should be
l st on your list.

WHAT A MARKET,
AND SUNNY SELLS IT!

WSUN
TELEVISION - RADIO

TAMPA-ST.PETERSBURG
Notl Rrp VENAl!O. TORBET & McCONNELL

S E l'l•p JAMES S AYEl'IS

It's the little thirtgs that ·a:o'li.lirtt

~
Johnny Philip ~fo.r.rís,'live srrn'hol of Philip MPrris, Ine., visits ''!Youtfi: 66'"
starring Glenn Corbett {I) and ~lar.tr Milner .on locllHPn a.t SaYll1111JlP··
The tobacco company is a sponsor of the 'weekly .sé;riesa'ire:d on cm.8 'T'\'

nal) ami transmitting this signal.
phase-controlled over an audio cir
cuit, to a distant remote city and
thus controlling the remote pictures
so they arrive at the originating
city in tlu- same time phase.

New Hiken series: \\'riter-prodnccr
d irector Nat Hikcn and comedian
Alan King havt.• signed with CBS
TV for a new half-hour comedx
series for 1964-'6.5. The show is
slated to hl' a comedy-panel type,
rather than a situation comedy.
Hik<.•n produced hoth the Phil Sil
cers (Sgt. Bilko) Sliou: and Car S4.
\\'h<'f<' Are Yo11?

Horse of another color: Independ
ent Television Corp. is plann ii1g ;1
new, "modern-look" version of its
Fury series. The current version nf
F11ry is tl'll'cast S;ttllnlay morning
hy ?\BC TV. and has been Jot
l'iglit years. Prodnction pluns 011
the new Fury call for tho half-hour
scril's to he Glmvd in culor 011 loca
tion i11 California. Lt "ill lrc• gPan~d
for a11 <'\'l'IlinC: t.inn- slot, ;111d \\ Ill
katur1• the- addition of a t<.TllHgt•

~· . ' ..~:~

cla11¡.d1tl'r and "more rn.tn m-" stor~
I it ll'S.

Permi ..•siou .~muted: KPlT Pnrf
land. On·.. has he1'n granted ap
prov .il of its npplit-ation to eonst.-11d
.1 nr-w tr:111-.111i-;sio11tmn'r, Tho o.;hr-

NEWS MAKERS

V
\I

tion, in gaining the appro"·;.d of d:'l:!
.Multnomah 'County (Ore.) Pl~1·
ning Commission, won over ~r~~
residents who {lhfcc~ted to: tht'f 'rti%'.~'
tower. The .:KPT\7 tower wíll he tbi'
third in the nrea; tlre otherJS'
operated hy KG\Y..TV m1d K~'t·r
TV.

I
h

ABC TV-20thpilot: V.n.leatinr/s.1.'k:¡
a rrevv .2.0tb-Gcntnry-Fox .scriei; la£
ing prrnluced in canjnncti.011. ~ii'!'
ABC TV, has µ<mt' Jnto prodiJíJ.·'t'.11:t
in Ho IIY\\"(ind. .A11tl1qu}· Fraü~Il~'
[nck Soo, <tlld AnJR' Fntnci~ ;~t;'{l
Gt•or~(' ~1'lnrshqll i's dir(?'cfül~ fa
.tc'~fi'('ufi,·p p:roclnm~r Hal &a.ntc•r•.

ArEn. J~·\Y to pt.(•Sirtl'Irt (Jf .tbe: Jt
larrta rdÍaptur of tht• Sales Pra.1n.d~b
l~-.:Pcutives Assn. He is p:rcmi~l!:Ir:
managi..·r of \\'AGA-T\' AthJil'fil:ii

Bou 0Hm.~i\s.T1•:1~'tq \:\"t\.1J-T\F1;t
l:~üt•.1 üs :-;aks !<i.l'I''l"iec' üí;:tn:¡\iíZ.~'r.l.
"·as 1nedi1..1l?bmn.>r at CJ'tlf Aihr
tising.

J 1vcc;,i1,.;r-;s Jlüt\·Iit;\ hl 'i1:ir i;rsrr:
<l.c>nt '<.t11d dii~1:.·t·11wnf sü l{•i>ftir ,~.u·
A'.'.l-T'\7 ~(i\' Y:btk.

ltmny ~l;rnIJENto Üi;rt'.·t·f1ff 1{f!llf)
d;ÍJ nG''íV'!S prnJC't'h~ fo:r ~HG. . .

Jo:u'!\" J. B t·''nv<>.t'>,•J to ;a J\l'.c'Ixif:t
1if the• .hoard Of <:Hu•cf!;ri¡>'.~:li(~
('.:'ros lc-v Hi'1'i~t<Í(\;\$fín~ Ci ltp~



TIMEBUYER'S1

COR'NER
• New uuxlia director at C. J. L.aHoclw: John
.\lcl.augh lin becomes 111edi~1director at C. J.
La Hoche (New York) today, witl1 responsibility
for such accounts as Norclco and the ABC T\'
0:'ctwork. John was a media supervisor at
Ogih-y, Benson & .\lather (:\cw York) on the
P1-•p¡>N,idge Furm, Schweppes tonic, I Ielenu
Rubenstein, and Tetley tea accounts.

• 1\'e-.,·s Iroru the marrying-est agency: Young
& H11hica111 (New York) senior mt•tfo1 buyer
Fred Bocbcn (Ccnerul Ci~ai·, Borden's, Drake
Bakeries, Dictaphone) and hi.; wife, the former
Patricia lluczcla, who is also with "f &H, lurvc
returned from their honeymoon. .\larricd 16
No'\'l'1tlbct, Freel and Pat spent their honey
moon at Montego Bay, jamníca.

• Eaton goes to \\'&L: Charles A. Eaton, Jr.,
has Joined Wurwíck & Legler (Xcw York) as
vice president and inedia manager. I le goes to
\\'&L after more than six years at C. J. La ltoche

DIC.K OLSEN:
if the viewers drown what?- . - . - ' ' . - ' , -

''St)ot tv today is ridin~ on the crest of
p.nisperit)'. Xever before have there b1.·e11
,ll m:n1y advcrtlscr» in tv, a situation
which is making it incrc.'asi.ngly difficult
to h11y µnod spots, especiatly in major
markets. This," savs Doherty, Clilford.

,. .,. ¥

Sk!.'r'- & She11field media supervisor Dick
Olsl'll, "has brought on the problem of
spiralhn; rute iucrcuses." Dick fre)-; tli~1t
stutious and reps should t-e~líze they're
rt•athh1g the point of clhninbhing return»
-that rate inercnscs arc 1--rc:üin~ proh
le111-. in hu) ing ami planning, pricing
venue ach crtiscrs out nf the market, caus
in-; udvertjscrs to tum to piggyhack-;, ant]
gj, in~ viewers :.1 picture of over-commor
cinlizatima, Dick asks, "If the llood of
commercials starts clúving the viewer
away from his sct-the11 ,,·hat?.. Dick,
with DCS&S (Xcw York) almost four
years. plau« for Jax beer, ~nrrn~a1.1!\ett
hccr, Bri8lúl-~h·,cirs' Solflquc, :'\fanhattan
shirts, Eastman Kocld, U.S. Tobueeo. and

.Mcdtn peOtlle, what they
are doing, b1ryln~ nnd sn•rlng
23 Dt•ct·mb"r lOOJ

(Xew York), where he had been vice president
mcdi.. director, ami a plans hoard member.

• Ellington buyer joins ~l;ittel: Cwcn :\la'ínn,
most recently a media [uiyr-r a:t Ellington (Xew
York), and Formerly a timebuycr ut I li,,011 &
Jorgf'nsc11 (Los Angclr«), has [oim-rl \latte!, Inc
(Hawthorne, Calif.), toymakers, as tv advertís
iiu; .ulmiuistrator.

• D-F-S media deparrment on the move: The
~.t'\\' York Danccr-Fítzzcrald-Sampk- nu-cli.. dc
partrm-nt , formerly located 011 thl' 3rd .md Gtlt
floors at 3-t7 ~Iad ison ;\ venue, are now on ti u-
5th ami 6th Iloors. Tlu- Ct·m·1-.tl .\lilh .1tT01111t
rncdi.i people have 1110\'('d from the 6th to the
5th floor, ami tlu- Sterling Drug folk have
moved f rorn 3rd to 6th.

• CFRB Radio presentation: Among the a~en
cy media people and advertisers atrt·rnling thP
recent CFHB Radio (Toronto, Ontario) lunch-

Pct \Ulk lle was . .a .ti11teht~yer with the
\\."illiam Esty Co. for OH'T f.n' years,
:1fkr 1,!raduation from IIofstrn College
and :\.Y.U. A 11.athe :\cw Yorker. Dick
'".;Ids ;1 little" and plays cnlf. l Ic and his
wife Phyllis H"'t' in Sea Cliff; Lonj; Island.

47
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23' December 196:1

con presentation at the Sheraton East in Ne\,.
York,the Corner noticed YolanToro and Arlene
Crossman, Peerless Aclv.; Robert Kutsche and
Don Lumsden, Thompson-Koch; Don Aberg,
marketing director, and \Villiam Crccnaway,
advertising manager, both of Vick Chemical;
füdph Butler, Xew York Advertising Services;
Robert Pape, Compton; Larry Colen, Benton &
Bowles; and Joan Rutman, Wesley Associates..
For more attendees, see photos below.

• Spot campaign brewing at Burgermeisten
Burgermeister Brewing (San Francisco) will
utilize 200 radio stations and 38 tv outlets in 17
major western markets in 1964 "RoB Out the
Burgie" advertising drive. Agency is Post-Keyes
Gardner (San Francisco).

TV BUYING ACTIVITY
~ Pet Milk (St. Louis) will use a heavy spot tv
sked along With four national magazines to
introduce its two new flavors of Sego liquid diet
food fla~ors - cherry and chocolate-coconut.
New "candy-dish" flavors were tested success
fully in 10 markets; accounted for over 20% of
the volume in one test market's "most influential
chains" after only two months on the shelf, ac
cording to Pet Milk's brand manager, Larry
Youngblood. The television spot activity will
start on various dates very early in 1964, de•.
pending on distribution, with the number of
spots varying by market. Campaign will be
national in scope, utilizing daytime fringe and
late night minutes. \Vith the two new additions,

." ~.-·:~~ ~)~

NEW "CANDY.DISH" FLAVORS: Spot ti- w¡tJ be· uti
lized uhen Pet Milk begins national di'.st11ibution o.f tico
n1111:Sego liquid diet food flat«Jrs very early in 1.964

Sego now oflers dieters a total of 11 flavors.
Gardner Advertising (St. Louis). is the agency;
Fred Webber heads the buying group. ·

~ Nabisco's Millbrook bread campaign being
readied for an initial nine-week Hight to start
i3 January in about 15 selected markets. Buyer
Bob Storch at McCann-Eríckson (New York)
interested in daytime minutes.

~ National Dairy campaign of minutes for Seal
test iee cream products will get nndcr wa.yearly
in January, utilizing flights of varying Iengths
to run throughout the year. (Sealtest docs not
dístríbute west of the Rockies, and has very
little distribution west of the Mississippi Híver.)
During the third quarter some kid show partici
pations (20s) will·probably be used. Buyer is
Jim Egan, media supervisor is George J\IcCoy,
at N. \V..Ayer (Philadelphia).

BUYE1RS GATH'ER .FOR CANADIAN PRoESENTATION

Cf'JW u i\CJIEO.\' IS ,\'Ell vou): Cl1T: Aget1c)·
modi« foll• got tafl,1°1/11r rere-ntlv for lunch, libution, arid
u slid» 11r1•sr11t itiou ¡¡11cl1'.rd 11 ith [acts ahout Cf/f/I Rm!í'o
(Toronto) •. 'ilw1n:i abot·c lit lrft are U·r) :llaryA:rm /fo.
li1w:, l/or,~t· l ntorruüinnal ; Char.fe.~J. Ü'Donnell aud.

·18

U11tilni HtrYkel. Jfarnn At/r.; Artliur Sc.un. Jr. c<1t1.d
Curmon Cirnnlit1 • Adiun folmg., Inr .: and IC"i.llinm JI.
'11rl>1u11111,.Cf'/Ul Rmliv. Cluutiui; at rig/u .(Jrf' ·ll>T) N:tt;t,/¡
11a)'t'r. Parkstm Adt·.; ll elcn Thomas, Sfreet t~ Fin~;~_n
Aurora /Jlm1do, .Uorst! lnt.: & .J.dmtJ 1'"011,t:íg•• u!.J} p.rfis.

·rl

I~

¡.•



Jq·.ADIO MEDIA

Ra·dl:o pay:& o·tl
In· ;Kr.age:r drive
:Cle.veland '.Sell· o· Ramá' ties in WERE pe r s o n.a ll t l e s.,

with each one assigned to promote specific product;
t·~sults of innovation exceed company's expectations

'F. ;l\'Dl'\l..'1.11i11_n11\,1tic111l--r lood 1111·1-
. d1.111dht11t!"' 11-.11.tll~.1 prt'll~ h.ud
lir'ik, hut \\ EH I·: and hl"tlt!t'i" i11
Cl1•\ 1·l;111d l';11111·11p '' ith .1 "Si-ll-o
It.n11,1" l\1111p.1i1!11 t lu-nu«] 1111.1 p1'1'
.{¡;1,111.tli,,1·d.,,iii·' dlort .uid p.1d,,tl!t'd
lut11 ,, 0111·-\H·1·k ,p;i11 "itli .111.ill-unt
~1t11r;1tio11 radio prrnuot iou. l '11lik1•
i:if,111\ otl11•r "hi itz" dri\ t'\, tlu-ir cr
fort r111plo~ t'tl tite 11'1' ol ,¡H!.dt•
p:rod11d crn1c1•11tratio11'\ ... hut \\ it lr
:1 "'' il('h.

l~d t>;111l. 11.1Ii011.d Sil11·-. di rt ·dor
'.f;t:1f W1·:1u·:. said it \\,I'\ Ir-It t h.rt "rl

'1,1 ,¡111!11·prml11el c111pli.1,is prod11t·1•,
:1 '<.lí'0111!';iii•, pit-tun-, t lu-u tlu- s.11111•

c111pl1.1'i' w it h t lu- .1dd1·d -.111·11~tlt
ol r.ulio p1·r-.u11.dit~ til'-i11 ,Iunild
t'\ t'll du11hl1• tlt1· result»." Tlu- 1d1·.1
\\,I, put l ort h .it .1 11w1·li111!nf .1 111111-
111.111 couuuitr-«, i11d11di11~ P.1111.
'' liid1 \\ ,,, Imuu-d lo l.1~ 1111·!_!rn111Hl
" or], .111d dt•\ i-.1· ,1 li.1..•ic vtructure
lor tlu- 1-.1111p.tit!ll.

Krn1!1T, '' ltid1 11w-. \\ EHi·: 1•\

d11"h 1·1~ i11Cl1·' t'l.111d. !'111plu~ 1·d it-.
1·\i'<lÍlll! r.uli» ,dH'dtilt'. pln-, .uldr-d
pr oiuot iou.r I a111101111c1·1111·11t' to
rt1111HI.0111 tlu- ..~('ll-o-Ha111a." lt1•111s
\\1°r1• wlccll'd to In· 11wd ª' "\\'EHE
F1·;1tm1• Prod11d-; ol tilt'\\ l'l'k." ;111d
1•;1d1 ..•1.1tio11 p1·r,1111alit~ '"1' tl11·11

"'''1!1t1·d In 11111·"l>f't 1fü pr11d111 I
\\ EHE 11111rui11~ 111.111B11l1 '\,.,,¡

lr".ll1111•d ·~l..i11ln, Fr.111k.." ll.1111h
I l.rl] \\ lin-.1· prn~r.1111 ¡, t!1·.irc·d In
t lu- l1rn1,c0\\ rlr-. tic·d i11 \\ 1tli "Kr11~1·r
Hw.1d." \\ EHE 111id d.1\ ¡1r-r,n11.d11\
I),.,< '..11d p11111111t1·d f...1111..!;1r < >r.1111!•'
l111n· .. Tlw t rn1w1h 11'.1111nf B.1\ln
?:... Hil1·\ ,pl1t l\\n prrnl1u t-, 111l\\1°111
1lw111 "kr111.';1't D111111t-.".111d "t...,it •.11
d111 '-,!111.1~1· l'nt.!1111·....M E.erh ,., ,._
11111~ m.111 \lil..1· \Lm 11 l1'.1l11n·d
F.m l..Hh l.1q11id D1·t1-r!,!1·11t · \1111
\\ EHF .11Hl1or 111.111Di1I.. ('nm.id
li1·d i11 \\tilt "l·:.i1111nn• \l.1n.!;.tíllli ··
Tiii' I"" \ti11.d11\ iu11~1· \\ ••, 1·11

l1.111<Td I1\ .di pt i11!1·d 111.etn1.d < .rr
1\ i11~ hotl1" p1·r,n11al11\ pi( l11n· .11111
tit<· t iv-iu In '' liid1 lu- It.id lw1 11
•••.•...ic1wd. \II kro~1·r -.tore· 111.111.11.!n'
.1hn n1op1·r.1!t'd. \\ itl1 1-.1111 'lore·
l10,tl11ri111! di,pl.I\' 111 tlu- priutr«]
111alt-ri.11. .11111t lu-rr- w r-rr- ,d,n ...lull
t.dkcr,, h.tvv.ut di-.pl.I\ v, .111d i.:1.1111
\\ i11dm\ h.111111-rs. ~.tid I\ n >t!«-r t!;ro
ct ·n 1111·rd1.111di•••·r Clwl I ,m\ 1·: '"I lw
n· ...ult ..• \\ 1·r1• lit•\ 011d u11r •º\P•'l l.1
t iouv." •

~
"~1e\l.l·o'..Rama''c.omrnJnee: U·r) Kroger ad·saJé·sprom'o·p7. dir. lawre.nce Flinn; WERE's Paul; Kroger's Lowe; Flinn's asst. Tom Kinsella

,.,



RADIO MEDIA

Joseph elected v. p.
for NBC Radio o&o's
\I ich.u-l Josqih has lwe11 named to
the JH'\\ h created position of vie-o

. president, ~BC
ow n e cl radio
stations. Ifr'll
report to Hay
mond \\'. w-).
pott, executive
vice president
in d1an.?;<' of till'
:'.'\BC owned
stations and
Spot Sales di
' ision, Joseph's

can·<·r in radio has been primarily
i11 t ln- fi<'ld of programing, hut he
also has s1·n·cd in a vnrietv of diver
sified positions in till' industry, start
i11g as a11announcer in Cleveland in
I9n and becoming vice president
in ('harge of radio for Capital Cities
Broadcasting in 19.59..Most n•cently
ho served as a program consultunt
for Trans-Continent, Corinthian,
and the Fc-tzc-r Broaclcastuur coni-
panics.

fJet*~ Stúe
OF THIS RICH
AGRICULTURAL
AND INDUSTRIAL
MARKET~

,,,•.1.•·'"
Re·pre1ented by

~
--
.

H·R TELEVISION, Inc.

2. £,&..& a ~·''-J

FOR DOMINANT COVERAGE
or NORTHERN ILUNOIS and
SOUTHERN WISCONSIN

Standing Pat
l'ion eor Clwin Sain •. sub$jdiary of Out
board \/urine Corp., luis ronetcetl sponsor
sh il! of fi t'P·m i.r111te, t Iirice-u-neolc 1fo11'11

rutlio sltou: 011 o rer .500 Keyst on» Aetwork
outlets featuring crncleer-burrel comediou
Put lluuram, Slime began tlireo-ounuli run
in SP[Jtember ami i.~renetced for spring.
List of ruarlcets to gN the shou: is worked
out botweeu Pioneer's ml department and
salesmen icho, in turn, work icith their
lineu u of distributors to t ie in ro-op tam·
[WÍ{WS for foca/ dealer tcf PTlti/icatÍOn

New mgr. in Pittsburgh
Andrew F. Hofmann has just been
appointed gcncrnl manager of
\VPIT Pitts
burgh, a Hust
Craft Broad
easting station.
lle r ep la ce s
Don t s o.l o t ,
managing di
re et or, who
will retire the
first of year.
Hofmann, who ' 1111'

was sales man- Hofmann
ager with Storer Broadcasting'»
\\'\VVA \\'heeling, will also super
vise \\'SOL Tampa, and \\'\\'OC
Buffalo, additional radio stations
opcrutccl bv Hust Craft Greeting
Cards. · L

No aired ads on yule
:-\o conmwrefols hut hourly de\'(>

tional annonnel'IH<-'nt:; will he the
orrlor of the day for \\'BAB-A~I~
F,\1, Babylon, :'\.Y., 011 :2.5Deeom
lx-r. Agwt'mc•nt of several huntlrerl
national ami local sponsors to tbe
day hiatus was nrmouncecl hy Sol
Ilorcuxtoin. president of tho sta
tions.

I.oc-a] dergynwn han· ta1wd tlw

spec-ial sclredu le of Chri:&t111a-sltl~í'
. ... lllísagps.
\\'hile' 2.5 D.e.~·e1:rlh:etis ~·hus·

as usnal" for nrost st<:rtions,,,·r1
is nnt 'np lo '''orkaJlay schedi¡l),'¡ 1''

on rnanv ....Nnthmal and local aCl•\'1"
Jis(:'J"S Jl~'<}r)yall tun gteeting; ¢.©¡£~r
rather than $tta.ight sell, A11n!1i: ;·
faétor in the ltolidav co1nnwt~. ·;ir

• . . • . . • •. /'··· .,¡
scene rs the special holida y a
tiser. the sponsor with (•(1r11n
greetings, sorne of whnrn buy ;¡r
holidays, and sorne buying, "';'}J4"'1}1l1
possihlo., a .statiotls cntirc• brn.;1d:~~1,·0
rluv. X

NEWS NOTES tnai
;¡ff

Stc.cring t>mnmittcc:1 Gcor~~~ &J
Storer, Jr. n.rmccl clrafrman nf· ·t1)1

HAR - NAB Radio Alethodnl:~1
Study Steering Committ1J.e, \\·Iii;
held its first organizational nu.1c·tt1:
in :'.'\t'\\' York, is seeking ·~oltt'
more valid methods of met1su:P11,
the foll radio audience." .\Jeit\ll\
appoinwd. hy XAB arc: ...Pl;ilft•r11·
Beville, i\BC; Tom Carr, \NB~
Balthuore: Halph Glazer, Grnu¡7'11'1 ,¡"·
.\lclvin Goldberg, ~AB, B<'ü S~r!ili~~
ers, KICD Spenecr,.la.~ Ben füt:(~~~Ji'oo 1

\\'\\'DC \\'ashh1gto.11, .D.C, ~1;11
Vincent T. \1V;1silewski, NAB.. ~
pointed by RAB am: Mil.cs IlrtNn;'
HAB; Charles E. Gates, \1\'G~Cf
e¡1~0; H.ohett F. Hn:rleigh, ~El
Rob<~tt Kk\'é, \\'BBS Roehr~t¡t
\llny \kKernui., Mrüo1nedia; ~l'
llum D. Shaw, KSFOS<m Fra11~t~~
nucl Alfred \Vatsm1, RAB. ~fr~;.~
Kenna heads: a spec>ial tedinrea:ls•
cnn:nnittee .cons:is.ting. of B:e..,v!l
G<>ldb<'rg, a11d '\Y'aJscHr.

Triürtglé ra.~H<:1~!?ti<fs; AmnCt..~1~i~(fl1ff!;
i11 Son tui, rr st~:r'f<!~:of JCJ rl;l.<lit:l s'lío:,
Jinked to irnportant <it.tl}'!S rit
y1J<.\T,is b.eillg pr<1dnec.d tiJud :s;yn
ented by Tdan.~le~taHons~ •pr.n~~
sale.s arm, Sh: bJ1lidar's .a·1~d~í'f~
dz~ys of t.ci1J)t:@inii1en! p00;1
''mong t Ii.e e\*~:í.U.s.to be tll
the indivithtal rs~h1t~~- 'Tb~ a•J
grains, \.d1ich..~re ·i:r~..riro~1~l,~tl~tl'.
Tdaug.le's \\'FlL-TV J"lril.~1il~IJi.:il
are design1Jd fm annual rq:n?<~if
n11 sy11difüte.d tn1.t'll'ts"

L:.Hí(' 11e\~'l(:';\tf..(:'t'íl ldriJ;c!t LJ~J~e~~Ii.
c•·ralnn1nagt't of J\:OO:L, (A~{.~.,,
Pl1cw1tis, is lhll' new r1r:t>S'i'(l!:"·I1'.t ¡£
!964 irf t11c) ..Ar.iz.oua 8.-tate> :Bir'fi>t
cn.st.ets t\$s.1:r.1 Ofb('r~s l'leett'{I ~
fütv Snmc.:kt•1\ KTAH-TV 'f;Jlm~111:\•• - . •. -- ,.. ,..., .•·._. '· ' .. _- • -''-··.,-.•,c.-•



\,kt· pn·,id!'lll, .111d \\'ill.ínl !->111w·
1c1·.1ft.KI KO Cloli1·-\I i.uui: K.\TO
.iall'urd. and "I:\() \\'imlo". '''l'l'l'

tarv-ru ·•1.•••1m -r.

~()vdal ('lt'ction: Huli.m l D. D11d-
,,.l~·}.\\S.\11 \\'a11 ...•111, \\'i., .. "ill fill

1'111• '.tl'Ultt'\ 1111 tlw '\'.\B IL11lio
hu.ml 111 din·d11r1., n1·.1lt'd Irv tlw
de.it!. of C1·11r1!1' T. Fn·dl!'lll',
~\'Fl IH \\'i,rn11.,i11 H.1pitk Tn111

11w••pin·-; .11 t lu- 1·11tl11f till' l!JO-i '\ \ B
Cnm c11tio11 \\ lmh "ill Iii• lu-ld in
Un· 'Pri11~. D11dl1·\ i-. Imm th!' lJtli
di ...t. ut.

''fri.am;le ;,.,pmh pach: Tli.1111!11· Pro-
1:tra1n S.ilcs li.1., lw~1m vv udic.rt iou
tiJ Kritrr Co11lt1< ts, .1 st'rit'' of fj, 1•
rninnt» radio -;porh iun-rv ir-w •.•fca
!nrin~ Le.; Kvitr-r. <ports director
t11' \\'FIL Hadio 'I\·. Plril.rdvlphi.r.
'flw ~·writ's is c11m•11tl~ !wing aired
on \\'Fl L "" well as Tri.mulc» otlu-r
fom radio stut iouv: \\':'\BF Bi11~
hn111tnn: \\"FHC .vltooua: \\':'\I IC
~c·.w I lavi-n. and I(FH I·: Fresno.

~;(:'\\' r;1dio property: "KOL:'\-T\'
LJ1H·nln. and l\Cl:'\-T\' Crund Is-
, hmd (hot h Xchr.rska). are syndicat
Íif.l!.!;1 daily om--hour radio prourum,
'the• Jot• ~fortin Slmw, The slum,
\:~"11i1·h It-atures music hr Al Lumm,
' ~ucst stars, and records. is spun
~t,>Jvdby Storz Hrcwuu; of Omaha
.rüd Blnl' Cross-Blue Shield of :'\c
l)t;aska. Ontll'ls si~lH'd to dat(' in-

'5i·r:i,driir Paint, 1r(iirh sponsors Clf'N" Hob.
f'tJ'j .l'li~'•Hprogram on /{ 11) (Jlolf.n1"md I.
1,Í¡gn;~ l"t>ntrnrt [or •<·f"f'ktln:o· .5 /IJn. nulio
••h;crh .. Front 11rf'rompiln\ '"I'· l l arrv ;..;fo.
r'fr,¡J¡r t lt ami ndv, i.p, II ~indair. In
fi~fif'& t l-r J arr •!O:"nn· principal (;un·
'í!!Íi.rr!fnw; Roberts : um/ 1n· Um~·in. cc
t"i'.i'íNll tUt'f:lltin• for tli» UKO .<.talion

Yes, there still is a Virginia

Dr .. 1..aurn \'ln~inin Douulnv, \\ho "" a i-~car-oltl drl 1m1111¡1lt·tl tin·
f;11111111\m·w,pa¡wr cditorinl, '"\ ev, Yiruini«, Tl1t·n• 1, a ~a11l:1 C:lau,,"
,.¡,¡" with \\'SY H-T\ (~~ rucuvel pn·,i1ll'11I E. It \ 111ll·hnm·11t·ur\\Ii ale
taking purl i11 11vpcciul In he aired twin· h~ t he 'talion Chrivtma-, EH"
The i-1-~t·ar-old Dr. I>nugln, now revide .• in :"orlh Chatham, \. Y.

dndl• K \l~l.j Grand Island, and
\\'j1\G ="nrfolk (hoth :\1•hraska),
and "KF:'\F Slu-u.mdoah: "KHCD
Counr-il Bluffs; and KTIT Cnlmn
hus (all Iowa).

CBS ('\(.'C clics: 1\:1•11\H'th\l. Ficl-.dt,
nO. assrx-iat« director of CHS Hurlio.
died I t Dcc1•rnlwr. Fu-kett jouu-d
the radio network us an a-....oC'iatc
din-ctor in l!Jt l. and w ith t lu- 1•\

ccpt ion of a short absence, was c·o11-
ti1111011sly aíliJi;111'd wit h ii until hi'
deal Ii.

Pre xc u t u t io n: :\d\·1·rtisiHI! t'\t'l'll·

tives in :'\1•\\ York. Chic.u;». San
Fruncisco. ami I.os .\ngl'les, I.1st
\\'l•t•J... \ icwcd a pn·st·ntation from
\\'BEE. Chicaco :'\ecro-(lricntcd
.-.tation. Tlu- presentation iucludi-d
tlH· 2.1 uu-rcluuxlisiru; 'il'í\ ices of·
Íl'rt'd by t he station. ami 1·mhracim~
a tiv-in with :JOO .\ & P -;tores i11
Chi ea go.

H.I. powcrbous« to Cill-Pcrnu:
\\'LI\:\\' Prov id1•11C't'. tlx- only .JO k\\
r.ulin st.ilion in t lu- ...t.1!1• of Hhodc
Isl.md. h.1s .rppoinn-d Cill-P1-rn.1 ·''
ih n.rt iouul n·pn•s1•11t.iti\ t'.

NEWSMAKERS

Tm.oixnu: \I. \\ 11rn11.1 to .1ct·1111111

1'\1•cuth 1• for \\.\BC ll.ul io. '\1·\\

York. 111• \\'as t lu- Pliil.1d1·lpl1i.1 rc·p
rt''\1011latin· for \l1·tro11wdi.1 T1·l1•\ i
sion Salt's.

Fin"" J. Vlom 1 1 1 I 11 c1 m-r.rl -..d1 ...
m m ivrr of ,,-nn. Vlh.mv-Sc lu-u
l'cl•1<k-Trm.

I\( 1,ll 1·-. Hin vm v to \ice prni
dent ami director of ~.111·.,for\\ ( >H
\ Vl-TV, ;\1•\\ York. lh Ill' L\\1111111
In vic« president .md dirt•( tur uf
sales planniut; for both st.uiou-.
Tr.nm \\'oon to production m.m

·•1.!t'r of \\"FL\ H.1dio. T.unp.1-""t
P1·tersh11rg.

B vmu) L. Br1:11r to 11!'\\.., ni.tor
of \\'\IC.\ Hadio. ~<'" York. I It·
k1s lwc11 ;1 conum-nt.itor 011 \\I'\..,
'.\'ovv York.
Jo11' H. C \I.Iº" to tlw ,,,It-, d1-

' isio» of t lu- vlutu.r] Bn1.uic .1••tin ;
S\0'\l1'1ll ,I<; .rccount l'\ITlllÍ\ I'. J 11
\\.IS \\ itli the Stor--r ..,,.¡,.•.. crn11p Ill

\'1·\\ York.
Hom 11r L. I ln..,¡..1'-1. to c:n11 r.d

-..1lc-. 111.1n.1!,!1•rof\\ (·B.., H.uli• 1 ''"

York.



SYNDICATION

Local firms buy
shorty features
Radio syndicator Alan Sands finds caps1.,.1li:zedshows
with informational slant lure specialized sponsors
seeking 'made -to- order' audience for their s.e.rvices

LOC·\L radio stations arc success
fullv lunnu local advertisers who

kn l' ;.1voídcd the medium for years.
Baie Sevorul slrortv features with
a sped al izcd amÍ informationu I
sluut which virtually provide a
nuule-to-ordcr audience for the spe
ci.rlized udvr-rtisr-r.

The abbreviated programing for-
111at-11s11ally -45-seuonds to a min
ute-is working \'ery well for at
ll'ast one syndicator. Ala n Sands
Productions of l\'e\\ York now k111-
cll<'s se\ ·c1> such series.

.\d\·1·rti.s<·rs lurve balked at lruvinu
tlu-ir m<'ssa~es sandwicherl between
n·t·onls, says Sands. But uppetities
can lx- whetted by providing an at
trnt ive .unl ience an<l an atmosphere
of ma\im11111 acceptance. Sands lw
lic•\<·s that by preceding commer
cials with compatible minute fea
tmes, the lx-st cl i111ate is created.

11<·cites as an cxnmplr- ,\/ i1111te
Tins 011 l'om Child aud l'ou, a series
of :WO recorded capsulos, each
around one-minut e long, oHcring
mot hers construct ivc tips on hring
i11t?;up hahy from info ucy to the
,11.!<'of 1<'11.Stations han· been able
to attract previously impenetrable
b1111dr~ and diaper services, drug
-.torl's, milk companies, juvenile Iur
niturr- ami toy shops, etc. to sponsor
tlw -.<'ri<·s.011<·imuuinativ« manager
.,old it to two advertisers. a cl.urv
c0111pan~· ,111d sa\"ings bank wl1os;.
(".1111p;1Ít!;11tlu-uu- was "Vlotlu-rs. start
.1 "ª\ iit~s acco1111t for vour cl iiId
lr11111crib lo ('Oll<'I.!<'." ·\;1olhl'r st.i
t ion .,o)d .\li1111f" Ti¡»; to <111i11s11r
.11w1· hrokc-r w ho-.« pitch \\"<t'i that
\\Jtl1 tl1t• imT<'a'><' i11 tlw l.uni lv , tlu
lw;1d of tln- lirn1wl1old ..,JirndtÍ tukr
rnli .ukht ron.rl Ín..;11r,lJICT.

Dnie:-.ton·" .1n• .urot ln-r priuu- e•\
,1npl1· 1 I tlw .1p1wal of tlw xhort ,
1l1 1 1 iiLwd pn >~r.1m, Sands h;1.,

f. •1111I Tlw dn11.!;•.•torr- opr-r.rtor \\ .111h
p111"1 1111111{! t 11.ll ¡.., .urthoritat iv« .mcl

sincere, he notes-prograrnh1g that
will prompt intense- lislc.,•ni11gwhich
carries over to the cnmrnercinl. On
this basis, Sands' outfit has sold sta
tions on the idea of rour Guide to
Good Health, another program in
his hopper. \\'llBC Canton, O.,
recently bought the series and im
mediately sold it to a local drug
chain. Paul Cilmor, station's general
manager, came up with this twist.
I le comhined three of the -45-second
capsules, added live commentary,
and thus created a five-minute
show. KITN Olympia, \\'ash., sold
it to local Hexall drugstores.

Hudio sales usually sag in the
summertime, notes Sands. Yet, there
are local businesses that only come
to lifr dnri11g the warm weather.
The Ilexihlc short format again filled
the hill. Sands hegan offoring Boat
ing Tips with BilJ ;\fcKeon, one of
the top boating authorities. Stations
used the programs as a hook to sell
schedules to boat dealers, boating
suppliers, marinas, and even region
al soft drink uml ln-cr bottlers who
mgcd boa tmc-n to stock up before a
weekend of cnrising. \ \11'\A\', An
napolis, sold the series to a local
yacht yard; \\'IIDII, Boston, made
use of the material as a weekend
inforrnat ion feature with other pro
gram material keyed to outdoor
weekend activi tics.

Sands is impressed with other ad
,·a11tages of the program briefs hc
sid<>s this spcoia lized uclvcrtiser at-
1rart ion. They µ;in• a station <I pro
~r<1mi11~ idcutity distinct from tlu
competition ami, hy sehcd11líng: the
eaps11les each day at the same time,
the stution can also cucourace a
daih- tune-in habit, lw sa\'s. ,...,

Ii; addition to t lroso 1~otcd. the
Sancls catalogue of short program
series inchal<·s .\/ orrit1,!!J'. lkfor<' and
. \ftf'I':. \111y \'awlcrhilt; Grco.tAml'l'
icon \\ ºomrn: L<'t's Talk It OrN. •

~Rifleman" does strip
for ha If i·ts outlets

F.•·º•.t1r·..·S····.t..ar····D·,····i·..•st·..ri··.b·····.··.1.···.'·t·1··..·.•.º..···n··.·.·.·········r·.·.··e······p·•.......º.•.·...·.r....t·.···s·..•···.····t······1·· ...:·.·.···~•.~·.··.·.·a..;... !ti..
50% .of the statwns program111t, 0
its. Riflem.an seríes strip it duri1i, 1~
late afternoon. Thirty·four st:rti:ai rt
use the series un a once-a•\\1~: I (
basis, while the <')lher 34 prograrq ~
daily. (The 168 episodes can lb:
programed five• times- ü -Week a1¡r
run for almost two years withóJ
repeats ..}

Stations stripping the off-net\\F~r
series include KTVI, St. Lnui~
\VHC-TV, \\'ashiogton; \VGR-T~,
Buffalo; andKPTV, Pótthmd~ Üt:.¡,i
\VABC-TV, Xew York; KDKA-T\· ,
Pittsburgh, and KPIX, San Fntn~!r-~
co, are among those .airing Riffon11£1

once a week . . .. . . . . . .. i~·
In. '.lcld..itinn to. th~ 6.8·.s.t.'.üions.'.·...l~..:::;····.-~cnrrynu; the stones. rune üth~ ·~.

have not yet scheduled it. Sorne~, \.
these nine purchased H(flemrm x¥-'It. ·
an option to delny the starting. d~u-~.
as la te as September 196.5<U1d trli
stockpiling it for programíng n~):
sea sou . :m

NEWS NOTES
r,

Christmas buys: Five mure stntí't11n.ll ·~
h<ive purchased MGM TV's Gli:it(
mas i11 the Holy Land, a OJ1e"h~L
color special of Art Linkletter on Jl';i;.
pilgrimage to lsrne] and J ot~'fl !!
Thev are \VGI IS-TV Chatlcs.tmr,
\V. ·va.; \VFT\' Orlando; KG1)1\ll:
TV Harlingen, T1?x.; \\'TVT Tmnp.~
and K\'IQ·TV Eurr-ka, C.tlif .. l\i.bi:r;,,,.
~'ign sales _of ~lG.\l. !" ¡~rnpt>d~:~·~¡,
include Sci.enee .A.II Sta.rs m .l1t1pi'l'11

Elcvellth Hour to So11t.hcn1 T' •'itt:
Southampton, Engh.ihd, :and ]~~)'~
desia (Africa) TV L'teL 13:) ,\~:r:!J
Cart.0011s fe> Pa.n<tnwrí(..'a de Tí~l~X'~f.
ion, Lima, Peru; Fnt/u?1·· oftlue l~1t;ítit
to Hediffusiun Ltd . .of Uong K.nn~
a scconel season of Sti.lio.nnl '\t~k!Ú
to Assucio.tcd Hediffnsí<m. .ho1:1~l!it!
and 50 prc-'4& fl•n.tures to C]IC\.T1~.

Sault St('. ;\(¡hie, Ontari<>. D1~>1ü;r~fü1
s<rles íiw•h¡.<.h'oost-'4S:i hJ KT'HQ-í¡f'
A11stin. and KJFl-TV~hhth~ I!~~iilJ:t-1

ptt•-'4Ss to KC~lO-TV K~ittS~\.S:t;l~~~
13.3 .UG:\l Certmrus f<> IXTTV lJJ
\ngdes; Tire· 1.')landi·rs In V\:'J~~
1'\'J. ~· ..\.I ·· ,. .1"1 · · ··1· ,.\· ..""t'vn". · t. .. }.:c•rs, · a., ~nu L 1);,,

Ev;1usvil1e.. hnl~ .52 Our Cmq~ ét!O
l'dit'S' to KHJ-T\' L~JsAngelt''S.;. ~él.71

He1wditt ami Ccrin 's 11u11d~·fit.l "t
\YT\'\V alld \Vl.~K-TY; {f1t:d; :~



,¡mlwlt }H11::,lr to \\'T\'\\'.

JJA Canada: Uuitvcl .\rti'>h Sluvu»
·e;•r:1.~t' f nr tia· 'fWs lias ad.tl1·d 1:3 morv
..,,f~Hio11..,,d1•.; i11Cauad.r, hri111.!i11g lo

;12 thv 111111illl'rof Cuu.uh.in st.it íuus
'lt!U.tr)íne; tlw h-aturr-: s , La!t':-.t ~.iii•,
in C.111,1d.1 \\l'rt' madi· to CFH\.-

11
1'11"'\' Edtw 111!1111,Altu.: C 1IBC-T\'

I ~~lown.1, JU:.; C:J...:Bl-T\' I'ruuc
,,,~Jlu·rt. S.1·d,.; Cl IC.\-T\' Hnl Dt·1·r.
;.;\)t;1.; CJLll-T\' l.t'tliliridgc. \lt.1..
·e~X-T\' Br.uulou. \L111 . \ \ inv
\,\'hite I lor-,c, Y11ko11 Trrr itorv .

j,r~T~\.\:·1:-T\'~\'i1111i~H'1!. \l..111., .<.:~:
I '~C~-1 \ H1·1!;111.1, S.1:-.k.. L"'HS-1 \
:I :.J~.·.•!nq11i1.·n-,v-. C!~.l.1'_l':'IY ~".111·
I ~ttlll\'t'I', B.C.; CBlll-1\ l l.rl il.iv,
,~N'.S.: .111tl Cl ICT-T\' C.1k.1r~ •• \lt.1.

1~~>~,¡:;rn..,to <.B~ J.!ro11p: ~1·\1·11 \rh
'~s;¡¡o('. It.ts :-.nld its :21.) l111Í\1n.d
}:~ll.:-.t-'.)0l't•atmc:- tu four of t lu- !in·
(;B!-i-m\111·d ¡, st.itirn1..,-\\ C:BS-T\'
~!.'''' '\ork, \ \ BB \1-T\. Chit -.1'.!11.
\A'C.\l -T\' Ph il.r d o l p h i.i .. 11ul
.K\.10~-T\·. St. L1111i'>.

J!í> ju 7.'-1: lt1tlqw11tlc11t T1·lt·\ ¡.,¡1111
Gorp.':-. Jo Stafford S¡wda/., Ii.is
hecn sold to thr1•t• ad\'(·rti-;ns [ur
nf.m· m.irkctv, hrinl!;illt! its total tu
¡,~·.Cold Strikt• Stamp Co. houuht
\h, llf t lu- ouc-hour m11:-.iC'als lur
~r..'h'n in.rrkct«: S.dt L.1kl' Cit~.
flnHc. Cr1·at Falk Billing:-.. T" in
F.111.s.ld.iho Falls. and Boist'. l lar
rb & I.me .\<h. is the .tt!t'IH'\.
~.011tlwm '\c\\ E111!;aml Tl'lt·phrnw
Clí. hmruht till' wri!•.., lur \\\,!JC
T\' Xl'\\ II.n t'll. w hik- 17th Stn·t'!
\i.11tinn.il Ban], ol Dem tT honuht it
Í:dt KLZ-T\' Dem er.

Sipt•(·ial 'lbttk Linc': Offlci.d Film«.
''hidr h.i-, 'º Lrr r.rckcd 11p 12.2.l1.S.
t11.ukd o;,d1·" for it..; Iirvt-rrm lklflc
l.,J111·writ''· ¡, pruducinu .1 "Pcei.11.
haM·d 11111•pi,nd1·-. from tite :-erit•-;,
which w ill Ill' m.uh- ·'' .rilahl« to
~t.ation,'' ltid1 art' <'arr~ int?: the full
~ri('\.

't'.orn1pten: mi m11\e: Four S!.1r I)¡,.
1rih11tin11 Corp., w hich pt:-.! l.iunc h
t·11l .1 m•\\ promut inn a I cam pa i1!11lor
tf'i Turtict: Tlir Cotrnptor«. h.rs re-
1mrtHI t hrc1 · -..tl1 ., in Iht' first wc1 ·k
nf the dri' <'- KTYI. St. L1111i'>.
\~'}..:O\\'-T\'. \l.1disn11. \\'i-. ..• md
IC~U0-1'\'. L1 ....\'1•g,1s. purch.rsccl
t:h(' st•ri!'s after '>t't'Ínt! Four St.ir\
s~tlt•); kit !~i11~ in cnrn-nt hc.ullincs
\Kith tlu- '>!or~ lines of Tururt.

Jockeying for audience

k< >U >-T\ H1 110. k~L-T\' \.ilt L1k1·
('ii\ .• 111d I\:\!... E-T\' \\It l11t.1. Tin
mot ion put Im ••• \ ('¡,,.¡\I 11111\ ( Ill ¡1/
h.i-,h1·1·11 purr !1.1,1·d In klH >'\ 'I\
"i.111 Fr.1111N·11, \\ ( ;H-T\' B11ll.1li
\ \ D \ F-T\. !....111..,.1,( ;¡¡~. f....( I< J T\
D111\1·1. \\ '\)"i-'l\ '-.\t,u11-.1 "-"'!
T\' ~.ilt L.1k1· C:1t\. 1-,.l'.HO I\
B.1!..1·r-.I icld. kl l.H-'IY Bill111';..!-...
\\CI \-T\' Cl1.1111p.1i!._!11. \\ Fii\
CnTll ILi\. k\ \L-T\ Fn!.!tlH
Ort'.. "-vro.rv I:m1·L1. C ilil
~tri\ < :n·.11 r..u-. \lo11t h.< .ur
T\ l l.nlmu.-n. T1,. \\LE"- T\
P1·mi.1. !.... Pl IC>-T\' Pline 111' .11111

wn u 'I\ ·11·rr1 ll.11111'

( 'hie:11.:o\ \\ C'-T\ wl up IIii, ""a1111i-m1 Cliariol" lo p.ir ,«!« llirood1
'I'Iu- Loopª' a pro111olio11 for it- 111'\\ 't·rÍt'' of ~Ii ""111·dat'l•lor" 111111'.rircd
"alunl;I\ 11id11'. 1'11nh.1wd Irorn \ktlalli1111 I'u tun-v. patk.1c:1· intlmln
""011 of "ª11111,011," "Fur~ of I Icr cnlcv." and "\ .1llt•\ of tlu- Liou." 1'11!1111·.!
fi11i,hi11c: lo11chn 011 tlu- dwriol ;11t• \\(.'\-'I\ nu-rch.cudiviru; '11p1·ni"'r
lad.. l>t•\lin, ;11111¡.¡, pro111olio11-r1•,1·a1d1 ª"i'l;ml. \Ii" "iu-rn ( 011cdo11

'Bo\ OH.in.' \.!l"tl\\ v: J>n.r O[fw1· :!JJ,
l º11i!t'd \rfr,h 'I\ l1-.!111n· p.ick.it!;t',
¡.., IHI\\ 'iuld i11 1:10 m.rrkr-tv. Lt!1·,!
,,tl1·, wr-r« m,id« to l\FE<,>-T\- St.
J11-.1·pl1, \lo.; \r~P \-'I\' Sp.rrt.m
lim!.!. S. <> \\ TCC-T\' ~.n a1111.d1;
\\ BOC-T\' !-i.11i:-.l111r~.\Id.;\\ H\. \
T\' llic-luuond: \\'PL\ San Fr.111-
d,rn; \\ H\L-T\' Hal1·i~lt. "\. C.:
\\ SOC-T\' Ch.rr lottr-: !\:FD \-T\'
Vm.uill»: .111d \\SI l~-1"\' Ch.nlr-s
!011. \\'. \',1.

.\.\-T\' vuhvcrilu-r-« Fi\ 1• ••1.t1it111'>
li;l\1' 111•1•11.uldcd to t lu- ¡¡..,¡ ol tho-«
earr~ int! \llicd \rtht" ')\ ', ~f'i1·11c·1·
Fictíon Frat urc v. Th1•\ .m: \\kB\\
T\' B11ff.tl11. wrr« \\ .rxhiuutou.
\\ cur.rv l l iuh Poiut , '· C;
K\\'E-T\·. C.1rl,h.ul. '\. \I, .uul
l\:~B\\ -T\' ~.din.t'>, C.dif.

C'hri.,t ma ....cheer: -.,!'\en \ rh n -port-,
..,,ill'-. of it-, Slt1r!f 11/ ('/,,.¡,,,,,,¡., tn 11
...t.1ti1111'.. 111tl \ ( 'hri'>llll.1'> ( '..irol tn
17 ....t.i t ion-. ~I tlr{I of ct,r ist 111tlv, ft '.I·
turim; vl.ih.ih.. J.1l l..,011. \\""-.old tu
l\:COP-T\' l.n-. \11t?:1·ln, kOB-T\
\ II111q 11t' rq 11e . \ \ T\' I' () t' l-.1! 11r .
!\:BT\º Donv cr. \\'FH\º Cn·1·11 B.1,.
IXL.\~-lY L.1.., \'1·<_!.1'>.\\ 1\:0\\'.T\'
\l.1di..,1111. w«, \\O\\'-T\' < >111.tl1.1.

NEWS MAKERS

I.II ~\\\LI !11 tH.111\i d1Htl<l
of Elt-ktr.1 Film Prnd111t11 11... 11,
,11n·c1·d.., t lu- l.rtr- . \h, Ii"\\ h·• d1• 1 l
I I)t'n·mlwr.

~I'''''\ 1'1 \LI II in ¡1111\ln1.1¡ d1
n'l'tnr w rt h l'111t1·d \r11••i... l1i1\I

-.1011
'\ r \' Do'\ 10 lo ,.!t lit 1.d m.111-

.1<_!1'1"uf l nitc-cl \rt1-.¡.., ·1d1 \I'd• u 111
Cau.nl.). l l.: \\,l'o w rt h ...,lH•ll (.¡1' ....

nf C,m,1d.1, Ltd .1-. d1rn t1 1 <•I n 1
Iion.rl -..de-,
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STATION REPRESENTATIVES

Spot tv costs are up
Semi. annual Katz summary shows dollars for daytime pace spot tv cos;t Et~

TOP Fl FTY I I · \IAHCll l9fi:l PlUl\IE Tll\IE DAYTl\IE

TELEVISION MARKETS
I \larkct ranking includes T\' Hoines I I Y:!llour 20 Seconds \finute Minute'

circulnticn, of sntrllite operation. Base Base 3 Per G Per G Per 12 Per (i Per
: Hat1 i11cl111/essatellite operatio11. (I-Time) O-Time) \\'eek Week \\'eek \reek \\'eek

:"\<.,,. York, ?\.Y. . . . . . . . . . . . . . . . . . . $ 6,120 $ 2,400 $ 2,400 $ 2,400 $ 800 $ 440 $ I 800º $
Los Angeles, Cal. . . . . . . . . . . . . . . . . . . . 3,000 1,250 1,2.50 1,2.50 42.5 260 '4.')()º
Chicago, 111. . . . . . . . . . . . . . . . . . . . . . . . 3,000 1,300 1,300 1,300 .'50() 300 980º
l'hiladelphin, Pa. . . . . . . . . . . . . . . . . . . . . 2,.500 1,200 600 500 412 302 612º
Boston, \Jas~.-\la11che~ler, i\'.11. . . . . . 1,800 800 800 800 24.5 192 27.'5º
Detroit, \lich. . . . . . . . . . . . . . . . . . . . . . . 1,980 1,100 1,100 1,100 160 150 231
San Francisco-Oakland, Cal. . . . . . . . . . 1,380 800 800 800 123 96 160º
Ch-vr-lund, Ohio . . . . . . . . . . . . . . . . . . . . 1,320 775 640 560 22.'5 180 280
Pittsburgh, l'a. . . . . . . . . . . . . . . . . . . . . . 1,500 700 700 .525 188 150 281 º
\\ºashington, D.C . . . . . . . . . . . . . . . . . . . 1,110 4.50 450 4.50 140 105 170º

Total Co~t for 1st 10 \larkets . . . . . . . . . $ 23,730 $10,775 $10,040 $ 9,685 S 3,218 $, 2,175 S 5,239 $;

St. Louis, \lo. . . . . . . . . . . . . . . . . . . . . . 1,260 395 395 39.'5 183 134 213º l!b'1
Baltimore, \Id. . . . . . . . . . . . . . . . . . . . . . 1,050 42.5 42.5 425 115 100 1:20º li
Dallas-Fort Worth, Tex. . . . . . . . . . . . . 1,200 400 400 400 112 105 10.'5º
Cincinnati, Ohio . . . . . . . . . . . . . . . . . . . . 1,050 380 275 240 70 60 115º
\limwapolis-St. Paul, Minn. . . . . . . . . . 1,200 475 475 475 105 91 2:25º
fl'ford-:\cw l Iavcn-c-New Brit., Co11n. l,JlO 400 400 400 173 150 135º
Providence, R.l. . . . . . . . . . . . . . . . . . . . . 1,000 350 350 3.50 110 80 140
ludiunapolis-c-Bloomington, Ind. . . . . . . . 840 380 380 380 9.3 80 50º
\liarni, Fla. . . . . . . . . . . . . . . . . . . . . . . . . 925 500 500 500 128 94 10.'5
\lilwaukc:c, Wis. . . . . . . . . . . . . . . . . . . . . 900 370 3.50 330 98 84 126

Totul Cmt for ht 20 \tarkcts......... $ :l4,2G5 $14,850 $1:3,990 $13,580 S 4,407 $ 3,153 $ G,573 $

f\:¡111~asCity \Jo 840 375 37.'5 280 11.'5 90 198º
Charlotte \ C . . . . . . . . . . . . . . .. .. . . 840 290 290 290 113 113 G8
Saeram1·11't~~S.11;eki1~1·1:·¿;¡". ·::::: : . : : : 880 3~9 3~~ 30~ 1.-) G.'5 3.'5º
~eatt le-Taco11n \v ash 900 3 ID 3 10 37 0 9.5 85 9.'5
Atlanta Ca , . . . . . . . . . . . . . . . . . 720 300 300 28.5 105 99 GO
Buflalo:7'.\·.·:::::".:::".:::".::::::::· J,000 500 .'500 .500 115 100 l.50º. "'60 ':)7- :)..•_ 9"'-
Jolimto\\'ll-A ltoouu, l'a. . . . . . . . . . . . . . ~g ~ 0 :.10 ..•1.") 98 85 98º
~a11ea~ter~llarri~burg-York, l'a. . . . . . ¿:.o :.40 2~0 2~0 101 81 101
(.rand Hapids-e-Kulamazoo, \lic:h. . . . . . ~00 40~ 309 32.5 90 80 100º
l louvtou, 'fl'~. . . . . . . . . . . . . . . . . . . . . . . 180 32.":> 32.":> 32.5 100 88 1:26

Total Co,I for 1,1 :JO vlurkcts . . . . . . . . . S 42,5:15 $18,28) $17,:liO $LG,7i5 $ 5,414 S 4,039 S 7,604

D.1,·1011Ohio 720 28.3 285 28.'5 56 40 8.'5°
\l1.-111pl;i,, Tenn. . . . : : : : : : : : : : ..." ~~lo ~2.'5 22.'5 22.'5 ~o 48 iw•
Tampa-St. i'l'ler,l)l(r~. Fla. . . . . . . . . . . ~~O ~~~ ~~~ 2~9 1,<J ~-'> 70
Columbus Ohio 1-0 -1·"J :.1.") 21."J 80 ,() 80
l'ort lam I ()re. . · · · · · · · · · · · · · · · · · .'5.tO 250 2.'50 2.'50 80 70 80
'nrac11s1-' :\.Y.I .. ··················· 6G0f 3.'50l 2201 2.:Wl lOOl 70¡ IOOl
\\ lwc·lin~ \\. \'a:_:_\,~.;,b~·;,~.¡¡j¡.·Ol;i~· · 480 200 170 Jo.t.'5 GS oo G5
<.r'll\ ·1i-......:~parta11h'g. SC- \slll'~."I(' :\é 480 Ii~ li~ 10~ .')(j 4.5 .30
\.,1,ll\ ill", ·11·1111.. . ' GOO 22."J 22.") 22:) 7.") 60 64º
B1rn1111gl1.1111.\la · .. : : : : : : : : : : : iOO :300 aoo 300 80 H.'5 :Js
'I'otul C°'t [or ht 40 \larkl'b . . . . . . . . ~ 4SJW5 $20,795 SHJ.72.5 819«)."lO $ G,l:l(i $ 4.H27 S S,28[) $

'"" orl,.1m I 1 700 :32,') .'300 27.'5 70 ()(í 170
'I

1
' · ••· · · · · · · · · · 700 ·J')O .,,.r ·"10 L'() -(I ,_( 1.1rl'\IOll ll1111t111"lo11\\ \"1 -- -· - __ .") ...•. o . I, "'tt)

II
. j-, • • •• ••• • iJOI ·)8·' .,,s-1· .-,--l (1-¡ v-1 ·-1\ 1.111~ Sdu·1w< t.ulv lrov \,) I .' -•:)• -'} ...to · .") ºª' Sh

Lrn1M Ille. ¡,., . · ' . . . . . ~10 2MI 260 260 12.') 12.'5 12..')
l· l111t S.1g111:m B.n <·¡I\ \·I,. I. (~OO 200 200 200 i.'5 OH 48

. • • 1. MIO ..,00 ·JOO ..,,l.(I --e·- e·I
(.r1"11,l1oro-\\1mtou-S.dn11 \.C · :"'. - -·... ¡;> J.") J(.
1,,1, do Ohio ' .. 800 .100 280 2GO H7 72 600' . . . . (i(IO ..,••,, .-,-- ,.,-- r>- --l. 1m111g On1111d.1g.1 vlu h . -1• -1·") :.1;., o.) .").") l.40
11t1.11.~1. n11ri..1111.\, e: · ~oo :?.<~O 200 mo HO 80 60º

<)JO 180 180 180 80 GO 48
I otal ( ml [or ¡vt :JO \larket<. · - -· · · -$ a5,:2 I¡) :23.2 I() 822. l .m s21.:i-15 s <iJfüs s .5.:l<fü $. f),l:H $

, , SP·ONSQ.R2:l fll hi Xüli I{
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siprilatlon covers top 200 markets for "rule of thum.b" budget estimating
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A ll\11111'>111-. 11111..,t.dlt>! ,il1rn1I I I''
nu m: 11111111'\!o 1111\ d,1\ 111111'111111

1tlt''\ i11 t lu- top .->0 (or t11p ~00 (\
111.1rkt'l.., tl1.111 tl1n dul '>I\ 111011111..•
.ic;n.

Tl11" t''>lirn.ilt- tl1·ri\t'\ lm111 tlw
dl''.'>ksid1· c;11id1· lo "PºI 1111111.!l'Ipl.111-
11i11c;-tlu· :H1l1 ~pot Td1•\ iviun \d
\ ert io,i11c; Co•.t S11111111;1r~ ¡11..•1 11111
lm111 Tlw l\:;!11: :\c;1•m·~. Tlw top 200
111.1rkds ;n1· 1.111k1·d .ucorcl iu i; to i11-
d11<..tr~ -;i('('l'plt•d I\ 1101111·..;d.11.1 .uu l
r.rtr-s. liawd 1111 tlu· lriulu-st-prur«!
vt.it ion i11 t•adt 111.1rkd, awl 11.1\1·
Iwt'll rcvi-« -rl ,1('n ird it 1I! to t I u· I:>
Sqllcmlwr SHDS.
Tlu- S11111111ary11111'.'>!Ill' 11s1·d c.111-

t io11sly a11d 0111~ lor 1·,ti111.1ti11c.
wuru-, Kutz rl''.'>t';1rd1 dinctor D.11ii1·l
D1·111·11lml/., ;1s in s111111•(',1-..1·.,.1 '11h
st ant ial \Í\-1111111th d()lbr lii\..1· i11 tlu
<11!1!n'l!;1t1· cost for a cm11p of 111.1r
kds 111ay lx- pn-cipitun-d Ji,· rnw or
two stati1111s.

\\'ith this in mind, m lvc-rt ivr-rs will
1101<· th.it while pri1111· I i1111· is st ill
n·ry 11111(·htlw hit!; cl.1dd~ of t lu- r.iu
Lunilv. d.rvrinu- is It''' ;111d It''' tlw
poor n·l.1ti1111 ii lllH.'t' \\ ,1..,. ..,1111\\i11!_!
a rutr- t!l'O\\ th gn·atr-r t h.ru .im otlu-r
Ii1111•da'.'>sific.rt ion.

";\l1011t 1111n11al"' ¡, tlw '' .1\ D1·11·
1·1il1ol1: \\mild d1•..,t:rilw tlu- 1·..,ti1n.1!
t•d 'iÍ\-1111111tlt t:ost im ..Tt';i"cs. lh·.11li11!.!
.1('1'11''.'>t lu- ho.ml for .1 lop-.){) lmv ,
the 0111·-tiuu- r.it.: for t lu- popul.ir
prinu=t inu- ~() ¡, 11p .1 litt lr- It''' t h.ru
:2r r , ,1, ¡...•tlu- pri111t·-ti1111' lr.ilf l11111r.
11.1~t inu-, ,1, noti«]. li.1., ri ...1·11 t I',.
.111d 1111' l;1k-11i!.!hl miuute- \\ itl1 .1

viv-pi-r-w t'd. f n-quc-ruy ) ¡, 11p vunu
,')r r , \\'hilt· tilt' ot lu-r 1:mt dith-rr-u
t i.il-, hold vnl ivt.urt i tll~ 1111' -..11111·
throuuhout t lu- 200 111,1rl..1·h. 1.111'
niuht ddi1·.., .111.d~,¡, .111d .q>pt'.lí\
11111'>!\ ol.rt ih- 1111.1 m.rrkr-t-hv -111.1rkd
li.J<;i,. 111m.rrkct-, lik« CltiLn!o .11111
Cle, 1·1.111d. tllt'rt' '' ,,., .1 ,¡t!11ifü ..111t
r.tlt' hno!'.l in t hi-, t iun- pcrioel. i11

otlu-r-, of tlu- lop '">() '>lll'lt .1-. Ci11l'i11-
n.it i, l'rov id1 ·11n· .• 111d '\ t'\\ Orh ·.in'
l.rtr- niuht co-.h \HTt' ..,J.1,lwd For
tlu- tot.rl ~()O 111.1rkt·h. l.111· 111!!11t
<'º"" h.m·I~n,..,.. II .rll 011 ,1 '"-pl.111
h,p.,¡., .rnd fell off 011 the l:?-timc
pl.111. •

) )



STATION RE:.Pt<t.~l::NTATl'VE,S,

Computers seen boon
to local media buys
".\! tli« ;112;e11c~pl.muing level. com
p111t'r-h.1..:.cd systems will lead i11
t iuu to murh more detailed con
'HI< r,1!11>11of the merits of 'inrlivid-
11,d lrn .il un-d ia.' as contrasted with
t lw pn-sc-nr. rather nrhitrurv , gross
IHr<lgl't ulloeation procedures."
Tlr.rts the verdict uivcn in a studv....• .
of elt>dro11iC' processing of media
1111~-; pre-parcel hy Tlu- Diebold
( :ro11p for The Katz Agency.

The Diebold specialists expect
t hut in the next fin• y«ars, decisions
con(·crni11g local medi.i buys will he
maclr- imn·a~ingly at the planning
I<'\ <'I, "aucl, to ;r large extent, the
clistiuct iou lx-twrr-u nutionn l and
loC';rl med i;1 will tend to disappear
'' it h time." Thi' n-port added, how-
1·\ er. that there will lw a "lorn; in
tr-rim period" before media sck:c
t ion 1·q11ip111cnt is operutional, and
"tlu- responsibility for clccisiou-mnk
inu on local nudin will remain
lan.!1'1~ at t ht' llllyinµ; level.

.\ftcr\\'ard. the report continued,
"spot r.ulio .uul televixion earn
pai\!;11s w ill 111ost likolv he treated
.t\ .m ·<'q11i,·al1•11t nel\,.;irk of spots.'
\\ 111'11 t lrix is clon«, the practical
imp.n-t of its 11s« 011 the Katz sales
llH'll dcali11g ,,·ith t lu- huvc-rs will
lw 1wgli~ihlc. Its llS<' «m result in
.i dl'!1'1'111i1ution at tlu- planning
It·',.¡ tlwt l'CJ'lain p«1«:c11tag«s of the
a\ .ul.rhl« lmdgd lie spout for vari-

ous media, (Jlld Katz salesmen \\'fll
then deal With the agenc,fo.s n'l';ctlia
buyers as they !low do :fri erder' to
obtain as rrmclr nf the available
mon('Y ns possible for the vehi~les
I "t 1ey represent.

·--¡...·,_ ~·.; . ':

a
~lcCoy

Executive changes at
John Blair .& Company
E'.ffcctin' 13 [umurry, John Hlair &
Co. will make soverul changes at
the executive level. Blair will hP
eouu: chutnnan and chief exeentivc
offic«r and Arthur l-1.. '.\lcCm: \\·ill
assume the title of president of the
overall company. Replacing :\lcCoy
as president of Blair Harli« will be
Tom l Iarrisou, currently vice pn-si
dent in chair.12;1·of Blair Hadio's
ChiC'ago offic«. I larrison, in turn.
will h<· replaced hy Stu Cochran,
11 urrison 's assistant in the Chicago
office•. \lcCoy, who has. been in the
station n-prcsentatives fü·ld for
nearly :2.Svcurs, has heel) ussociatr-d
with the firm since 1!J55.

l'la1111i111.:[utur« t·a1111wii.:H" al rvccpt inu 1111,11-d In \ll~Cauada Rudin &
I' at ( .uunrliun ( :luh iu '\ .. ) . an· (1-r) I .nui-, Dor],in, v.p.vaccount t'\CC
al l);m1t·r-Fi11i.:nahl-Sa111nl1', '\. ) .; H. llid,t·rlon. \11-Cauada Radin
~. 'I\. '\. '.: ami r:. T. Caler. nd-vnlr« v.p.; Slerliui.: Drni:: of Ca1111da

\\That's h:rppunio:~ 'tiJ} N'ottb~;~ot1
don Fr'rrls; vr:e:side:pt of R;til't0o
Te]evisÍillJ Ileprnsenta'tive's L~
w;1s elected presddent oI the 8trr>t!t:lt'
H(?prc>sentatives .As.s:n.of DanadQ,
s11C'Peeding Andy ~:leDermott m
Hadio &. Television Sales.: Otbé1
new officers of tlro 13Huei'til.'.)'!'?'~
group, include: first vieu .pr.e:&i.d~ta~
Pn11l ~lüh·ihill, of the cmnpan~~·(¡)~'
the sünte name, second vt<::e p.res.!1
d.1c•nt, John Mallqy, s:alr$ ni~l.IJ.~t;ge:
of tho CBC; sr>eretarx, Lorrie Pi~t~
wlm heads Lorrie Potrs &Co. Tr~~);,~
mer Gaston Belanger nf P~J;l:
L'Anglais, was re-elected. Smurnin~
11p the:' yeur; tbr group eonsicl~i;
the continuing suoeess of tlw J3:;'llij~
& Telt·,·isinn Execirtives Cloh f&
gre>at est achievement. snxc dÉ'\:.ffÍ'
oped thr project three years a;~¡,
and actin·ly participates in ;~~
Other successes include deffa'.il1
plans For providing radio ;rs '"°"~n~
tv advertising £gores on a tpurrt~~l~
lrasts: sorne he-arlwav in soh·ing,···éfa~,. .,...,

national-loen! rate confllet, eo~~¡>
1•rati.on with CAB in setting up tª~
accurate 1nailin.g scr\·ict; tn pro~h·
in the industry; :sueees~ful ini:p.~'
rucntntíou of the use of the 111@'\~

broadcast order forms, with all bin
one rep confrmmug ..

Colorado uutlet s\\"itchtfü~ K..¡:rr
the CBS T\' 'affiliate fnr Colütü:él!!
Springs which i~lfocíl)ll'd to G-<Jt~:~·~
Cormnuuicntimts Svstc'I1is, l[l('., t~ ' .
11<1\\' represented l1y .A,·ery-1\;nniwl

island Imp.ping: \feed Tt'k'YÍ~i1,ü:í1
now n'prcsentiu.g KTHG-T\1, ch'.!tm
nr-l l:3in Honolulu, lL.íw¡1i).

For ABC TV: fü•vn1' Stmlin!i 1111~1

l1egun prrxluclimr on J.'igbt Pen,71>1.1
one oí several )ieríes lR•íug -lJ:e·
Y.ehrpnl in a.s.s,o.eiaticrn \:Viti.I -.~Ji~
TV. ,\!íglit People p<'>rtra:rs p0<~.~'.l:
who ht'.gin their d;h'~\\'heü 1'í)lj~.·~i
to :o;k1·p'.Oüe p1í~·-l)uur ~.bow,,¡ffJl:t•·1
shot t'ntirel~ · on location in L:1íl
.\ngeles.

I~1<'.:4;.\¡;;.ftJ~to pn>tnütfrí!I ilirt~f~
•It \lc•Ca\'l'cü-Cuil<L '~h1· ,qt.$: ¡,l'!1"t!1'1
(ÍI)."'~"°Il1(•dia ~llp1t1»dJoi<lTnt ~·,LH:lfü~;I
Cnlig and Kumun-l.



WASHINGTON WEEK
:\ ews from ruation' 1
cnpitn! of spedal
intrre·'t lo admen
2:J December lOíl.1

** National tv adv.ertising looms as half, villain, half hero, in the FTC's
recent order f.or Proct.er and Gamble to spin off 1ts 1957 acguisi tion

of Clorox Chemical Co.
lt will come as a shock to advertisers and networks that the commis

si<:>nimplies it can decide when intensive national tv advertising of a
particular product is a pr-aí sewor t.hy competí ti ve expense--and when it is
a "wasteful" type of product differentiation.

ln this case, FTCdisallows P & G claim that substantial savings in
advertising costs would be one benefit derived from the merger. P & G said
acquisition of the Clorox company would be more economíc a I than bu í Ldí ng
up a liquid bleach of its own from scratch.

Cmnr. Philip Elman, author of the opinion, admits P & Gcan, by í ncIud
ing Clorox in its multiple product advertising on national tv, get sub
stantial volume discounts not available to the bleach previously. P & G
network tv programs can saturate regions where Clorox is weak, without
sacrificing national lineup. P & G can show that with the $1.7 million
dollar tv budget of Clorox in 1957, the larger firm could inc r-eas.e tv
advertising reach by one-third or more.

** But FTC~ ,E! g_ cannot prove the savings areª matter of •.efficiency"
and "e.conomy"valid to justifyª merger.
Although the quest ion of advertising vas to have been only· one of five

factors in the decision for divestiture, it seems to have gone from a minor
to a major role in an opinion that embraces some odd contradictions.

** .:'Tltere does reachª point at which..:...!...!..mass advertising los_es its
informative aspect and merely entrenches market leaders'."
This is FTC's justifying quote from a Houghton publication on

•Mergers, Superconcentrations and the Public Interest.• Apparently, FTC
feels qualified to decide on Which product, at what point in its sales,
national advertising ceases to be valid in a company's overall operation
and expans íon , FTCcan also decide when it is or is not of ultima te benefit
to the. consumer.

** In ª reverse view of tv advertising, Cmnr. Elman regards the rising
volume of advertising .Qy Clorox, before the 1957 merger, ~ com=iend

able .me·thodof acquiring 50%of market sales and promoting its brand name.
The 1957 Clorox ad budget comprised nearly 10%of its 540,000,000

annual sal·es, and Sl,150,000 was on tv. Said FTC: "As a result of Cloro·x's
long-continued mass advertising, its trade name had become widely knoYn
to, and preferred by, the consumer notwithstanding its high price and lack
of superior quality.•

Proof of the advertising value, says FTC, is P & G's willingness to
pay a $30,000,000 purchase price of which $17.,400,000 was for good will
and actual assets only $12, 600, 000.
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** '¡'he FTCorder also takes ~ kindly view of t.he way Clorox managed t(;J)
outpoint rival firms irt .the liqy,id, blE:lácht"ield via VYadvert is:ing.
FTCpoints out that C'Lor ox' rival, Purex, also advertised heavily"

but was not able to link national d,Lstribution with national adver-t t s.í.ng
of its bleach.

"It is apparent that the e·ffectivenes.s of advertising in med.ía of
mass circulation normally is enhanced if the product is sold nationally .."
se Clorox wonmajor share of the market. But: "Allegiance to a particular
brand created by mass advertising tends, in ttie case of' low-cost, high
turnover household products to be somewhat ephemeral," says FTC.

By way of example, the commdss í on says Purex pu't on an intensi ve ad
campaign in Pennsylvania, won 30% of the 50% held by Clorox--but was p.ut
downwhen Clorox got í.ntens íve , too, and won it all hack except for 7%of
the market--and all happened in a matter of a "few weeks."

** The hi~ volatile nature of advertising and marketing is thus rec
ognized in the order--:-but the ~·! Q opinion still .rests .£!! six-year

old da_ta.
FTCfinds the delay "regre.ttable," but goes on citing 1S57 history.
The order says P &: Gspent $80, 000, 000 or mor€)in advertising, largely

on tv , in 1957, and total net sales were $1,i56,000,000 .• Heavy advertising
of P & G's new "Comet" cleanser won :i.t 3·6% or the .nat í oneI market in 2.0
months, on an advertising outlay of $7. 2 million dollars.,.

FTCfinds n10 fault her-e-o-th í s is a cleanser, not a bleach. Point seems
to be that liquid bl.each has always been bas ical],y a smal1-f ir!Ií in~::.tstry'
and FTCwants to keep it that way.

** FTCsays b:i,gness per S_§ is n_ot the questi(jrt in thi~ case.
Bigness itself is not necessarily anti-competitive-but whenbigness

acquires liquid bleach, the result could be dete:rrent to new errt.r-íes ,
The reason: "Weare dealing in this case with an industry ü1 wl:licn

advertising figures very prominently as a r act cr- in cotapet í. tion • . •
the dí scount, structure of the advertising industry favors very large
national advertise.rs to an unusual extent."

** ~the end .of the FTCprder, ty advertisl,ng and its volume discounts
~merg~ as full-sledged villains in .the life of ligui(L bleach.
The commission says net volume dí.scount required spending, at Least

$3 million on both CBSand NBCnetworks in 1957. The single-product eloTox
Chemical 80. had to spread its $1,1.50,000 tv bud.get, and so was only .ablé
to get minor discounts--as are other s í ngLe-cpr-oduet; bleach mar:ruf·acturers.•.
P & G can get Clorox the multi-product volume. discount, which means at
least a "potential" kill of future oompet í tí crr, FTCclaims.

The P & Gor-der-, bound for the courts, came out on NewFrontier moUleO:""'
tum. President Johnscn ' s request for "more coeper-at ton and less c1ont,r.ol
action" by agencies mayput brakes on decí s í.ons with so wide a wi15lSS'J?Ii'ead.
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