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Selling pet food? Talk to her now with Radio, while she's
dishing out the product . . . orin her car on the way to buy
it. Spot Radio will sell your brand at the point.of-use. Put
Spot Radio to work for you on these outstanding stations.

\

KOB . ... ..... Albuquerque WTAR Norfolk-Newport News
WSB' v s & 5w it . Atlanta KFAB .. ...Omaha
WGR . ... Buffalo KPOJ Portland
WGN . ... . Chicago WRNL . Richmond
WDOK ... .. . Cleveland WROC Rochester
WFAA ... .. Dallas-Ft. Worth  KCRA Sacramento
KBTR . ...... Denver KALL . Salt Lake City
KDAL ... Duluth-Superior WOAI . San Antonio
KPRC: & oot 5w vm & ovm c mme Houston KFMB . San Diego
WDAF . .. .. Kansas City KYA San Francisco
KARK .. ..Little Rock KMA Shenandoah
KLAC Los Angeles KREM .Spokane
WINZ .. Miami WGTO.Tampa-Lakeland-Orlandc
KSTP . . Minneapolis.-St. Paul KvOO Tuisa

Intermountain Network



IN THE INDIANAPOLIS MARKET
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Richard Elliotts, “‘typical WXLW family,” give in to new car fever!

..PUTS YOU ON THE HIGHROAD TO INCREASED SALES RESULTS BY DELIVERING
YOUR SALES MESSAGES TO AN ADULT LISTENING AUDIENCE RESPONSIBLE FOR
28.1% OF THE TOTAL RETAIL SALES IN THE STATE.** This is our audience and one

third of a booming market place. Creative research in person interviews* also reveal that the typi-
cal WXLW family enjoys an annual vacation away from home . . . and collectively controls 28.9%
of the Total Automotive Dollars spent in the State of Indiana.”*

Put yourself in the driver’s seat for greater sales results in an expanding market place . . . buy
WXLW in Indianapolis. (**U.S. CENSUS REPORT. 1960)

5000 Watts 950 Kilocycles

Indianapolis, Indiana

*Ask your Robert East man for "the i A




OON

MISS
MICHIGAN

As pert jockey CarolJean Van Valin(Miss Michigan '62) shows, odds

are that you'll run oul-ofl-the-money il you don’'t have the right mounit.

Glim the track-record tigures in the ARB or Nielsen tip-sheets which
proveihat you ﬂ miss Michigan without WJIM-TV...dominant in the
winner's circle tor over 12 years in that rich indusirial outstate area
made up 0t LANSING - FLINT - JACKSON and 20 popuious citles...
3,000,000 potenilal customers...748,600 TViickhke! homes.{ARB Nov.

‘62 where WJIM-TV 1s alone In the race

Stir(r){(up) your Blair-TV handicapper.

BASIC . n%

Strategicaily 1ocated to exclusively serve LANSING ... FLINT. .. JACKSON w, I M . II v
Covering the nation's 37th market. Represented by Blair TV. WJIM Radio by MASLA
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6. Ward L. Quaal. executive vice president and general manager,
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The local
store
knows the
score!

These prominent Washington
advertisers have been with us

6 YEARS

THE HECHT CO.

DRUG FAIR
WASHINGTON EVENING STAR
EMBASSY DAIRY
LUSTINE CHEVROLET
HOT SHOPPES

WWDG-

WASHINGTON, D.C.

represented nationally g:‘%'g,,
by John Blair & Co. PLAN
MEMBER

» Blueprint for a
federated NAB

A publisher's view of
significant happenings in
broadcast advertising

Nearly fourteen years ago, i its issuce of 6 June 1949, sroxsor
issucd its call for a federated NAB. This was accompanicd by
an organization chart showing an AM Association, FM Associa-
tion, and TV Association, cach with its own president and
board, linking with a top federated president.

Today we'd do it differently.  Instead of three associations
we'd recommend two—radio and tv. We'd have new jobs for
cach not dreamt of in 1949,

But our basic recommendation would be the same. We be-
lieve even more hirmly (and vigorously) in a federated NAB in
19638 then we did 1in 1949,

The years since we first talked federation are tragic with du-
phicated effort. waste, confusion, and lethargy within the indus-
try. Much of this would have been avoided by strong, separate,
autonomous tv and radio organizations under one big NAB
tent. Every time we looked around the industry was spawning a
new splinter organization. Without strong and scparate tv and
radio units the tendency at NAB was to hatch the baby splinter
and sit on it untl it was strong e¢nough to leave the nest. But to
shelter it permanently under its wing (as the ANPA successfully
does with its Burcau of Advertising) —perish the thought.

A federated NAB, with cach of its two competitive elements
out to show the world, would have made projects of some of the
splinters, discarded others. "They would have operated on en-
thusiasm, fight. and a proper share of the overall NAB budget.
Led by practical broadcasters, they would do the things that
have to be done for their respective media.

Yet those matters cominon to both would fall w the Federa-
ton president. his stafl. and to the combined boards.

The industry needed a federated NAB in 1949, That goes
double today. Why does it wait?

Last month sroxsor surveyed several hundred NAB station
members on the subject of a federated NAB. They favored it
three-to-one.

As we see it, federation has everything in its favor. limagine
the vitality, initiative, and followthrough of separate tv and
radio associations, bound together when nccessary, but other-
wise fiercely fighting to improve their own destinies.

And you'll save money besides!

“ 7 &M

SPONSOR /I arrir. 1963




e G e — s e e

Terrific TV Market

40th nationally in food sales
* 4lst nationally in effective buying income
* 44th nationally in TV homes delivered

Source: Sates Management’s 1963 Survey of Television Alarkets

[ ] ]
Toledo looks to WSPD-TV to be informed and entertained. When
you come right down to basics. isn’t that what a television station
. e is fof?
Television
1 3 Mirrors the Face of Toledo

-y Represented by STORER TELEVISION SALES, INC. @
LOS ANGELES J§ PHILADELPHIA
KGBS HTBC

STOR 1’*)1\;I

BROADCASTING COMPIN'Y

CLEVELAND MIAMI TOLEDO DETROIT
in GBS HSPD IRk

NEW YORK MILWAUKEE CLEVELAND ATLANTA TOLEDO DETROIT
WHA WITLTY WIn-TI I AGA-TH ISPD-TI HJBK-TH
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Among the harbmgers of Spring m New York is the sight of grum-faced
network executives, armed with pilot films and attache cases, on the hunt
tor Fall sponsors. But notat NBC. The early hunting has never been better,
and the network was substantially sold. well belore the vernal equinox.
The reason for this unprecedented sales success can be summed up
one word. ® Showmenship. For example: ® Showman Bob Hope takes a
new direction as star and host in a weekly series of one-hour dramatic.
variety and comedy shows. And the program is SRO for 52 weeks, in one
of the biggest sponsorship deals ever. Chrysler has Hope—and a red hot
show for the Fall. m Showman Richard Boone is creator. star. host and
continuing player in a one-hour dramatic series featuring television’s only
repertory company. Boone is a boon to advertisers, and |l

Reynolds Metals has him—another bonanza prospect for the

coming season. ® And so it goes. @ Thanks to showmenship Ig

—and salesmanship—Spring has come in merrily at NBC.




you always WIN when you use WGAL-TV
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Only single medium assuring full sales

power in the entire region . . . a multi-city
market including the metropolitan areas of
Lancaster, Harrisburg, York, and manyother
communities. And, area-wide, the Channel 8
viewing audience is unequaled by all other
stations combined. This is full sales power.

Use it to build sales and increase profits.

WGAL-TV

Channel 8

Lancaster, Pa.

STEINMAN STATION . Clair McCollough, Pres.

Representative: The MEEKER Company, Inc.- New York « Chicago * Los Angeles + San Francisco

10
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Broadcasters gather in Chicago

Chicago: National Asso-
ciation ol Brouadcasters
annual convention opens
today at the Conrad Tl
ton with NAB president
LeRoy Collins slated to
deliver the keynote ad-
dress  at Management
Conference luncheon,
Special - message  from
President Kennedy aud presentation of NAD
Distinguished Service Award 10 Bob Tlope
precedes keynote remarks.  FCCGo chainian
Minow, whose “vast wasteland™ speech rocked
broadcasters two vears ago at the NARB session,
is featured speaker at tomorrow’s manageiment
hancheon, with Gov. George Ronmey of Mich-
igan  headline speaker Wednesday  (for full
schedule, see page 63) .

TFE-'63: Film exhibitors, conawrrent with the
NAB convention, launch their own special
show at the neighboring Pick-Coongress Hotel,
Under the banner “T'elevision Film Exhibit-
1963,” the 18 exhibitors are staging one of the
the most extensive displays of syndicated film
ever shown. In addition, network svndication
arms and others have their own displavs at the
NAB convention itself. FThe idea for a cen-
tralized exhibit was conceived last year follow-
ing a disagreement with the NADB on their
vole at the convention.

Pre-convention: Prcceding the convention on
Saturday and Sunday were special meetings
and gatherings of a number of groups. includ-
ing fm broadcasters, ABC Radio and TV affili-
ates, BMI, Maximum Service Telecasters,
QOXR Network, Daytime Broadcasters, CBS
TV athliates, NAB Radio Code Review Board,
Clear Channel broadcasters, uhf broadcasters
and NBC Radio and TV afhliates. A\t its ses-
sion, ABC Ruadio anmnounced new show Flair
Reports, extension of and replacement for
Flair concept, to go on air in July. Show con-
sists of six 314 minute live featurettes on news
weekdays, and three each Saturday and Sun-
day. ABC Radio president Robert Pauley told

Top of the news

“SPONSOR-WEEK| i jodo st

1 APRIL 1963

afbliates “1adio’s second growth will so far
outstrip its baby years, it will exceed your
fondest dremn.” Noting growth in business in
FOG3  (up 239, in first quarter), Pauley em-
phasized radio’s “anlimited potential” Pauley
also praised Sindlinger ratings, now used by
ABC Radio in place of Nielsen. “Other radio
networks continue to undersell radio, based
on antiquated measurements. It doesn’t matier
to us any more; we've crossed the bridge from
a barren desert to a fertite land which holds
unlimited potential.”

ABC TV schedule: The 196364 ABC TV
schedule is the “boldest, most direct challenge
for leadership ever made in our nedium,”
Thomas W. Moore, ABC TV head, reported
to network’s afhliates. Fresh product, “far re-
moved from carbon-copy programing,” will
bring about “our biggest advance,” Moore
said. ABC news chiel James Tagerty said net-
work’s news budget was now more than four
times what it was two vears ago, predicting
progress “with your help.”

“Keynoters': 1n a special convention issie, six
top exccutives take the position for sroNsok:
“H T were NAB's keynote speaker. ... Block
Drug’s A. L. Pt urges the NAD 10 make its
Code Board an advisory
board to help, not re-
strict responsible adver-
tisers. B&W’s John Bur-
gard calls on broadcast-
ers to do something
about clutter. K&E’s Bill
Lewis mnotes tv's nn-
proved image, which he
attributed to public serv-
ice shows. AB-PT's L.econ-
ard  Goldenson stresses
showmanship.  WDSU’s
A, Louis Read asks for
a new definition of pub-
lic service, and WGN’s
Ward Quaal predicts the
end of black and white
tv within a decade. Burgard

SPONSOR/1 arriL 1963
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Top of the news

—SPONSOR'WE EKI in tv/radio advertising

(continued)

Nielsen on the Harris hot seat

A. C. Nielsen was on the hot seat as the fourth week of the Oren Harris House
subcommittee ratings probe moved onward. Charges of “selling confusion” and
“false advertising” were leveled at Nielsen by the subcomniittee while working
its way through explanations of samples and research methods. Much of the
criticism was directed at practices already changed as a result of an FTC con-
sent decree in January. Singled out was one instance in which only 609, of
205 Louisville homes were actually tabulated in one survey.

Goodwill stations report 30% gain

Revenues for 'The Goodwill Stations reached a record $7,919,009 for 1962,
a 309, gain over '61, according to the annual report to stockholders by chair-
man John F. Patt and president Worth Kramer. Profit was $673,118, a little
over double the *61 figure, and per share earnings were $1 vs. 49 cents. Good-
will stations are W]JR; Detroit; W]JRT, Flint, and WSAZ and WSAZ-TV,
Huntington-Charleston.

Computer essentially a zombie, Bunker tells IRTS

The computer is essentially a zombie because it can only do certain highly
defined tasks, Edmund C. Bunker, RAB president said last week in an address
to the New York IRTS. “The computer doesn’t evalute the facts, or improve
them, or fumigate them, or dehydrate them. It doesn’t even know if they are
facts,” he said.  (page 100) .

Snyder to head new tv company

Kenneth C. T Snyder has announced two major business undertakings upon
his resignation from Needham, Louis & Brorby as senior vice president. effec-
tive today. First, he assumes presidency and executive producer reins of The
Funny Co., Hollywood. a corporation he and others have formed for the pro-
duction of two hundred sixty five-minute color films. Mattel toys has licensed
the use of the story characters of the children’s tv series of the same name,
scheduled to start in major markets this fall, through agency Carson/Roberts.
Secondly, Snyder and Charles B. Koren, former vice president of MCA, have
formed a partnership, Snyder-Koren Productions, Hollywood. Snyder-Koren
will be active in tv/radio commercial and programing consultancy, with em-
phasis on a new concept called “target programing,” which they define as the
creation of programs keyed to specific product groupings and developed against
pre-determined marketing goals for the product categories.

SPONSOR-WEEK continues on page 14
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of cop

wears this
kind
of uniform...

|

|
|
'And
| uses
his kind
of
equipment?
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{
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A new one hour syndicated show about a new kind
HE of cop opens a new kind of audience. THE NEW
BREED, starring Leslie Nielsen, is a completely
IE different approach in a detective series: the inside
: story of a special clite police corps, armed with

brains as well as brawn. Guest stars like Eddie
l;REED Albert. Keenan Wynn. Tina Louise, Vic Mor-

row. Wendell Corev and the sure touch of

)

Quinn Martin (Executive Producer of t

“THE UNTOUCHABLES") made THE NEW BREED

real network power: Kansas City. 42 p

Miami, 37 per cent share*; Philadelphia, 39 pe 3

Seattle, 47 per cent share*. THE NEW BREED

that cuts across your competition with :

high quality twist. 36 hours now avail

ratings and sales in your market. ABC FILMS. IN
1501 Broadway, New York 36, N.Y.LA 4-53050
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(continued)

FCC proposal would adopt NAB Code for all

FCC dropped a blockbuster on broadcasters, just prior to the NAB conven-
tion, with decision to “institute a proceeding in which various proposals to
put a ceiling on the amount of time that can be devoted to commercial adver-
tising.” One thought ventured by the FCC: adopt the NAB Code limita- |
tions for all. Few months ago, FCC turned down similar proposal four to l
three. But new commissioner Kenneth Cox may have made the difference this '|
time. Though it referred to the NAB Code, FCC added it wants comment on I
“widest range of alternatives.” Less than third of radio stations, some two- |
thirds of tv stations go by the Code, but FCC action would extend limitation

to all. |

Wander names FC&B and Ludgin

Wander named Foote, Cone & Belding for Ovaltine and Earle Ludgin for
Sugus candy. Both formerly were at Tatham-Laird. Ovaltine last year billed
$962,300 in gross spot tv (‘TvB-Rorabaugh) and $836,563 gross time in net-
work (TvB/LLNA-BAR). Sugus, in test marketing, 1962 had spot tv billings
of $37,620.

Fred Silverman named CBS TV director of daytime programs

Fred Silverman has been appointed director of daytime programs, CBS TV,
cffective today (1 April). Silverman has been with WPIX, New York, as su-
pervisor of live programing and general program assistant to the executive
vice president. Silverman reports to newly named vice president-programs,
Michael H. Dann, who replaced Hubbell Robinson. |

Advertiser bonus provided by WNBC l

An electric billboard 75 feet high and 100 feet wide is currently flashing the call
letters, messages, and products advertised on WNBC (AM-FM-TV) New York,
in 10,000 lights and one mile of ncon tubing over-looking Times Square. The
huge sign is being used to proniote the programs and activities of the outlets and
to billboard products advertised. Community service messages, such as the inau-
gural one for the New York Cancer Committee, also flash across the sign.

SPONSOR-WEEK continues on page 58
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a statement of

WWLP & WRLP

[
)

L

v fumny thing happened to me when | ogot o the
studio the ather night,

\ lot of nice people showed up and said a lot of nice
things about statien WWLP, Mainly they said niee things
beeause it was our Fenth Anniversary party and we were
supplying the ingredients which lead to nice things being
said,

However, some of the niee people didn’t really have to
have the iungredients to say nice things about us. As a
matter of fact, they didn’t really have to say nice things
about us at all. Three of these fellows are shown in the
picture in this column with omr genial genins Jim Ferguson
who sclls things for WWLDP,

These people really didn't have to say nice things about
us beeause they help us pay the bills, As a matter of faet,
they have been helping us pay the bills for ten vears, They
have been sponsoring programs on station WWLP for every
one of its ten vears. There were a great many other ten-year
veteran sponsors at WWLI« f0th Anniversary Party, but
most of them were partaking of the ingredients that made
l:n‘m <ay nice things about us, Real nice people; we love
them,

Left to right, William L. Putnam, President and General
Manager of WWLP.-TV; Howard Codwell, President of
Western Massachusetts Electric Company; Samuel Boyd,
President of Baily Wagner in Springfield and President of
NARDA; Robert Samble, President of Belmont Laundry:
and James Ferguson, National Sales Manager of WWLP-TV,

SPRINGFIELD — MASS. — GREENFIELD

(Television in Western New England)

by William L. Putnam

some other nice people were there also. A teal nice fellow
from Boston. name of Peabody, Fndicott Peabody, bot every.
one called him Chnb. He is the new Governor of Mas--a.
chusetts, and it was quite an honor te have the state’s num.
ber one eitizen drop in and say nice things about station

WWILP,

There were some other nice people there from Springheld,
Mass. A couple of fellows with names like Ryan and Boland.
[ think they were celebrating something that was happening
the next day, March 17, and were getting an early start,
Someone introduced them as Mayar Charles Ryan and Con-
gressman Fd. Boland and both of them allowed as how it
was nice to have one of the heat <tations in the country in

Springfield. | thought that was real niee.

Our Big Brother in New York, NBC, al-o sent a couple
of nice fellows up and they were funny as~ welll A nice
fellow by the name of Frank Blair, who gets up early every
morning and likes it; another nice fellow named Paul Ritten-
house, who doesn't get up early every morning and likes it
and i very funny nice fellow named Harey Bannister who
told some funny stories which I can’t remember hut who also

said “NBC does too like WWILPY whieh | ean remember.

Couple of the nicest people | know were also there, Ms
mother and Father, and with them some of the nicest people
I have ever had the pleasure of working with. my ~taff at

WWLP,

It was kind of a nice 10th Anniverzary party all the way

around.

Represented nationally by HOLLINGBERY




FACTS PROVE

ConcLusivery !

1ENU1

IS HOUSTON'S

No.1ADULT

AUDIENCE

BUY!

Here are the latest FACTS and
FIGURES on cost per thousand
ADULTS delivered by Houston Radio
Stations. K-NUZ again is conclusively
Houston’s No. 1 BUY!

COST PER 1000

Mon.-Fri. STATION  ADULT AUDIENCE

6. 9AM. K-NUZ $ .99
Ind, “A" 1.06
Net, "A" 133
Ind, “B" 1.81
Ind. “C* 233

9.10 A.M. K-NUZ $1.12
Ind, “A" 2.04
Net, “A" 2.14
Ind. "B" 2.25
Ind. “C" 256

10 AM.-3P.M. K-NUZ $1.74
Ind, “A" 2.25
Net, “A" 2,85
Ind. "B" 319
Ind. “C* 122

3- 4P.M. K-NUZ N
Ind. “A" 2.95
Net, “A" 2.87
Ind, "B" 1,46
Ind. “C™ .00

4. 7P.M. K-NUz $l.43
Ind, “A™ 1.71
Net, “A" 2.48
Ind, “B" 2.38
Ind, "C" .27
SOURCE:

Oct.-Nov., 1962 PULSE—Rates Published
in Jan., 1963 SRDS.

lK KATZ AGENCY
INC.

NATIONAL REPRESENTATIVE
IN HOUSTON call

JNUI

16

~DATA DIGEST|

Americans growing younger

“I'he American people in the 1950s reversed a one-way |
historical trend—by growing younger. The first median
age of the population, 16.7 years, was registered in the 1820
Census. As the birth rate gradually dropped and as health
services improved, the nation’s median age increased with
cach subsequent census, reaching 30.2 years in 1950. In
the last decade, however, the continuing postwar baby
boom has, for the first tine, caused the median age to fall,
to 29.5.

“Median age varies with residence, sex, and, particularly,
color. The median for urban dwellers (30.4 years) , females
(30.3), and whites (30.3 arc higher than for rural people
(27.3) ; for males, whose life expectancy is lower (28.7),
and for non-white, who have both higher birth rates and
lower life expectancy (23.5).

“The age structure of a population is determined mostly
by the pattern of its birth and death rates. The relatively
high birth rate since World War II, for instance, has
cnormously increased the population under 15 years of age.

“The age prohle of the American people in 1960 .
will have profound cconomic, social, and demographic
cflects on the nation for decades to cone.

“The 1950-60 increase mn the people under 20 years of
age was well over the national rate.

“T'he earliest cohorts of baby boom babies are now enter-
ing marriage and parenthood themselves, and their sheer
numbers very likely will create a secondary boom, cven if
the birth rate continues to inch downward.

“The influence of economic factors was reflected n the
low birth rates during the depression of the 1930s. Depres-
sion babics were moving into the ages 20-29 throughout
the 1950s, and the proportion of the population in that
group declined significantly.

“"I'he drop in the nation’s median age was all the more
remarkable for the very large increase in the elderly pop-
ulation: thosc who arc 65 and over grew numerically from
12.3 million to 16.6 million, or double the national rate.

“T'he elderly arc now about 9%, of the nation’s popula-
tion, compared with 79, in 1940 and 89, i 1950. Back
at the turn of the century only 49 of the population was
over 65. 'The proportion would have increased further
if the simultanecous growth at the youngest ages had not
been so spectacular.”

From Population Bulletin, March 1963
Population Reference Burean

SPONSOR/1 ApriL 1963




Another important plus...

WGN-TV’s

Ed Sullivan Chicago’s
“TV News Cameraman
of the Year”

WGN-TV news cameraman and tilm editor—Ed Sullivan—was recently named “Tele
vision Cameraman of the Year” by the Chicago Press Photographers Association

Sullivan is one of 30 professional WGN newsmen who keep Chicago on top of
the news from morning to night. Just another reason why WGN-TV offers Chicago-
land viewers the best local news coverage in Chicago . . . more expert local news
footage day-for-day than any other television station.

Another important plus for WGN-TV audiences and advertisers!

WGN IS CHICAGO vev

The most respected call letters in broadcasting
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WJAR-TV first again in this three station
market of over 1,600,000 TV homes. Latest
report (ARB Jan '63) — WJAR-TV first with
17 of the 20 top programs; ““Station B” with

3; “Station C"" with none.

WJAR-TV total homes dominance con-
firmed. Delivery of well over 100,000 homes

per program.

TOP TWENTY PROGRAMS

ARB JANUARY 1963 TOTAL HOMES — AVERAGE Y2 HOUR

% MORE % MORE

A R PROGRAM WIARTY sl‘é'ﬁ’én STATION
g ngr

1, BONANZA {(WIAR-TV) 187,100 195.6 J64.3
2. MON. NIGHT AT THE MOVIES (WJAR-TV) 183,400 96.8 530.2
3. OISNEY'S WORLO OF COLOR (WJAR-TV} 178,900 122 37158
5 4. OEATH VALLEY 0AYS (WJAR-TV) 171,900° 264.2 1,145.7
"h O UT 5. HAZEL (WJAR-TV) 149,100 B9.7 3424
{ 6. INTERNATIONAL SHOWTIME (WIAR-TV) 148,600 95.9 1,909.5
! 7. CAR 54, WHERE ARE YOU? (WIAR-TY) 147,900 26.0 201.2
8. VIRGINIAN (WJAR-TY) 146.300 409.8 118.7
9, SHANNON (WJAR-Tv} 142,100° 2116 1:591.7
10. SING ALONG WITH MITCH (WJARTV) 136.300 14.0 2486
11. OR. KILOARE (WJAR-TY) 133.800 30.2 2676

: 12. TUE. NIGHT AT THE MOVIES (WJAR-TV) 128.400 9l 166.4
I o P s H ow s 13. PERRY MASON (STATION B)

14. SAM BENEOICT (WIAR-TV) 127,500 85.6 2346
15. OICK POWELL THEATRE (WJAR-TV) 126,800 945 2716.3
16, PRICE IS RIGHT (NIGHT} (WJAR-TV) 124,200 2.1 540.2
! - 17. ALFREQ HITCHCOCK (STATION B)
_I I n 18. PERRY COMO SHOW (WJAR-TV) 111,800 66.4 2115
1 19. SAT. NIGHT AT THE MOVIES (WIARTYV} 107,300 14 3452
20. OEFENOERS (STATION B)

DROVDENGE

NBC—REPRESENTED BY EDWARD PETRY & COMPANY, INCORPO-
= RATED OUTLET COMPANY STATIONS IN PROVIDENCE—WIAR-TV, FIRST
TELEVISION STATION IN RHODE ISLAND—WJAR RADIO IN ITS 41ST YEAR
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I ' | Interpretation and commentary
- on most significant tv/radio
and marketing news of the week

1 APRIL 1963 / copyright 1963

First-class fend is hrewing hetween Fo & M. Schaefer and the New York Racing
Association over tv sports rights,

Schaefer Beer lias sponsored pickups of racing events at Belmont and Aqueduct for sev.
eral seasons now, often operating on a custom-made tv network of 10 or 50 stations during
season’s peak.

Schacefer recently learned that the NYRA, prodded by special tv cousultant Herb Swope
was pulling back its tv rights, and was awarding them to NBC TV for a large-scale regional
hookup.

Schaefer may have the last word, however. When NBC carries the New York racing events,
starting 30 March, they’ll be aired from an hour-delayed tape. Thus, Schaefer can announce,
as live hard news, the winners on Schaefer-sponsored racing from Bowie, Laurel and Pimlico,
which are fed to New York, and thus take much of the suspense out of NBC’s sporting

sails.

v

CBS TV’s “The Ed Sullivan Show,” which has been something of a bastion of
single or dual sponsorship, will have multiple sponsors in the coming fall season.

Sponsorship limit has been set at four clients, however, with the Sullivan variety package
sold in alternate half-hours.

All availabilities have been sold. Two are clients returning from the current season (P.
Lorillard and Pillsbury) and two are newcomers (Whitehall and Lever Brothers).

v

Auto industry is booming, and you’ll see Detroit sales prosperity reflected this
fall in heavy radio-tv auto billings.

Sales rate in the automotive field a fortnight ago was as high as it’s been at any point
since the peak year of 1955. Pace setters are General Motors’ Chevrolet, Ford’s Ford, and
Chrysler Corporation’s Plymouth and Dodge.

Auto commercials, incidentally, are among the fanciest on tv in terins of lavish pro-
duction values. settings and location work.

\ 4

Print-oriented men’s wear advertisers in New York City are not so print-orient-
ed, now that the newspaper strike is ending.

Isidore S. Immerman of the Associated Men’s Wear Retailers of New York says that the
strike “taught the men’s wear advertiser how to use radio eflectively for spot announcements
of spectaculars” and adds that he “wouldn’t hesitate to say that retailers will continue with
radio advertising.”

There has always been a degree of men’s wear business in New York radio. from Bar-
ney’s, Bond Clothes and others. Now, specialty chains like Wallach’s and John David

have had a taste of radio, too, and they apparently like it.

v

Networks and agencies aren’t the only ones who spend king-sized broadcast re-
search budgets these days.

Four Star Distribution Corp., which specializes in off-network syndication sale of Four
Star properties, recently spent, by its own admission, “more than $20,000” for a series of ARB
studies in 80 markets plus national Nielsen figures.

For the rating history of “The Rifleman” alone, Four Star spent about $3,000.
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Rising rating of NBC TV’s “Monday Night At The Movies” is spelling firmer
—and larger—prices for participations,

When the show was first announced, NBC had to beat the sales bushes vigorously to find
customers at current pricing of $27,000 for a minute participation ($19,000 for a repeat).

Cost for 1963-64 season participations in “MNATM” will be $35,000 ($24,000 for re-
peats,—a jump of $8,000 for the original showing and $5,000 for the repeats.

For the added money, sponsors will get (1) a fancy grade of post-1948 movies, and (2)
a station lineup extended from the present 142 stations to nearly 180 stations. 1

v

If MCA feels any pain at the government-prodded loss of its talent agency, it
isn't reflected in the MCA’s earnings.

The latest financial report of MCA Inc. shows consolidated net earnings for 1962 of more
than $12.7 million. That’s more than $4 million more than the gross earnings of the

talent-agency arm of MCA in its last big year. After preferred dividends, incidentally,
MCA stock paid $2.50 per share.

The figures include MCA’s interest in the reported consolidated net earnings of Decca
Records for 1962,
v

Honors for cutest industry “April Fool” stunt go to Tv Guide, whose 30 March
issue contained a program listing to end all listings.

Whipped up by the alert Jay Ward outfit (whose “Bullwinkle” is often a masterpiece of
“in” whimsey), and set in the typefaces used for regular Tv Guide listings, the gag page con-
tained such gems as:

e VAST WASTELAND—Adventure. Fearless FCC Chairman (Wally Cox) vows
to rid tv of violence and bloodshed. When the producer of “The Untouchables”
fails to cooperate, the Chairman is forced to kill him.

e HUM ALONG WITH MITCH—Special program for people who have a hard
time remembering the words.

e VOICE OF GALLSTONE—Music. The Ballet Russe de Yonkers performs.
Donald Voorhees explains Leonard Bernstein. Jessica Dragonette sings the first
movement of “The Kutztown State Teachers Alma Mater.”

o LATE LATE SHOW : “Macheth.” A Scottish fighter, egged on by an ambitious
wife, makes the big time and wonders whether it was worth the effort. Macbeth?
Pinky Lee. Lady Macbheth: Toby Wing.

\ 4

Executive-echelon salaries of top CBS brass are listed in the proxy statement sent in
advance of the annual stockholders meeting scheduled for 17 April in New York.

Item of interest: James T. Aubrey, Jr., president of CBS TV, last year was paid
$100,000 plus $60.000 of additional compensation. Messrs. William S. Paley and Frank Stan-
ton are tied for high earners; each received $150,000 plus $138,750 additional, plus $11.250
deferred.

v

An image-building campaign for midwestern morticians? Yes indeed, accord-
ing to Mutual Broadcasting System’s April newsletter.

With considerable tongue-in-cheek, the newsletter reported: “If there ever was an area
for deathless prose, this is it. Getting a visual should be an art director’s nightmare. And
we certainly wouldn’t want to handle the jingles if any are planned.”
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| There’s a running battle on between NBC TV and Westinghouse Broadcasting
Company over the ratings of NBC’s late-night “Tonight” show versus WBC’s tape-
syndicated “Steve Allen Show.”

WBC recently claimed that the Allen show had passed the NBC series in ARB ratings
of nearly a dozem key markets, and was particularly hot in the cities where WBC owns tv
stations. Nettled at the claim, NBC’s research staffers compiled the following for NBC man-

agement:
HHOMES AND ADULTS VIEWING STEVE ALLEN VS, TONIGHT
JANUARY 1963 ARB
STEVE ALLEN SIIOW TONIGIIT
Homes Adults HHomes Adults
Reached By Viewers Per Reached By Viewers Per
14 Hour i llour 14 Hour i Illour
CITY (00) (00) (00) (00)
Baltimore 371 481 118 179
Boston 1,000 1,623 595 9249
Chicago 1.272 2,025 3.439 5,829
Cleveland 719 1.188 941 1,364
Columbus 126 168 185 281
Dallas 348 504 231 452
Des Moines 173 2064 181 271
Indianapolis 351 579 345 488
Kansas City 500 796 331 475
Los Angeles 1.165 1.572 582 764
Minn.-St. Paul 413 650 464 657
New York 1,365 2.100 4.672 6,558
Pittsburgh 1,336 2072 595 937
Portland, Ore. 139 226 195 240
San Francisco 327 128 4119 589
q Seattle-Tacoma 285 452 387 319
St. Louis 518 56 1.250 2.037
Washington. D. C. 358 48 427 608
Gross Total 10.766 16,332 15,357 23,230
. Tonight Advantage 1+-429, +-65%

v

Breakthrough on overseas syndication front being sought by TV Program Ex-
port Assn. (SPONSOR-SCOPE, 25 March) has come sooner than expected by the
group’s president, John G. McCarthy.

On 26 March, the Japanese cabinet voted—largely due to TvPEA prodding—to remove
the annual 83.3 million ceiling in Japan on imported telefilm shows, effective 1 April. There-
after, import shows can seek their own price level.

MecCarthy predicted to us that within a year Japan will have doubled in dolar
value as a telefilm market, setting a new pace for the whole Far East as a consumer

of U. S. shows.
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Closer links between American and European food firms are being forged, | ol
which may ultimately be reflected in U. S. broadcast advertising campaigns. it

Latest to join the parade is H. J. Heinz, which is currently negotiating to buy “a Euro- ‘
pean manufacturer and marketer of processed foods.” Which one. Heinz isn’t saying, but the
price will be about $10 million, to be drawn from additional financing arranged by Heinz.

Acquisition of Star-Kist Foods (canned tuna, etc.) by Heinz is also in the works, and L
will be a feature of a special stockholders meeting to be held 17 April.

Best Foods Division of Corn Products has been a pace-setter in European-American food
manufacturing deals, and has been marketing in the U. S. the Knorr line of dehvdrated
soups with heavy tv support. -
- i

Brilliant future for BBDO has been predicted by its president, Charles Brower, L
at a recent employee meeting.

Brower said that the agency was entering a period which would be the greatest in the
firm’s history.

He also predicted that more ad agencies would spring up as the U. S. population con-
tinues to grow, and that the country’s gross national product would climb to a trillion dol-
lars by the early 1970’s.

\ 4

ABC TV is in the process of changing advertising agencies.
The network has been using Doyle Dane Bernbach. However, DDB and ABC TV have
“mutually and amicably agreed” to terminate their client relationship.
Effective date: 30 April.
\ '

There’s a drop-off of nearly one-third in number of fall shows on tv networks
produced by the assembly-line Hollywood giants like Screen Gems, Warner Broth-
ers, Revue, Four Star.

This fall, there will be only two dozen shows from the telefilm majors. During the cur-
rent season, there have been slightly more than three dozen.

The difference is being made up by (1) more network-produced shows, or
more shows from network-controlled production companies like ABC TV’s Selmur
Productions, and (2) aggressive small independents.

Although fall business in new shows is off at Warners, 20th Century Fox and the other
movie firms active in telefilming, MGM is having a hot season. There are no less than six

MGM shows sold for fall.
\ 4

Single-sponsor network deals are scarce, but they aren’t dead by any means,

This fall, the following single-sponsor sales are set: Grindl (P&G); Bonanza (Chevro-
let) ; Andy Williams (S&H) ; Hazel (Ford); Beb Hope (Chrysler) ; Harry’s Girl’s (Colgate) ;
Danny Thomas, Phil Silvers and Andy Griffith (General Foods), plus the du Pont, Bell, and
Kraft shows.

v

Speaking of single-sponsor shows, it looks as though Chrysler will be picking
up the fall season’s largest program tabh.

The “Bob Hope Show” signed by the automaker via Young & Rubicam is likely to cost
about $232,000 per program, not including time. The Hope package calls for a total of
43 shows, including a Christmas special.

Other expensive shows include the Judy Garland and Danny Kaye series on CBS TV
(8150,000 each) and Jerry Lewis on ABC TV (8190,000).
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SUPERMARKETS AND STRIKE ADVERTISING
In the current issne ol sroxsow, 1l
Mavch, page 22, the top item in
Sponsor-Scope talks about the su-
permarkets” reaction 1o the return
of the newspapers in New York. As
vou will note, the iften goes on 10
say the supermarket operators have
done well during the strike, and
you wind up the bit by saving “su-
permarkets are understood to have
used little in the way ol supple-
nientary air-media advertising.”
Question: Does this mean to im-
ply the snpermarkets were nsing
considerable air-inedia advertising
belore the strike, and, thas, for this
reason  have pretty well found
newspapers dispensable? 1 this is
not what one can read into the
item, I'm assuming the item then
is of little consolation 1o air-medii
sales people.
REGGIE MARTIN, vice president & general
manager, WSPD, Toledo, O.

Regarding vour comments about
the supermarket profit and loss pic-
ture during the strike—

I think vou should bear in mind

IF]

N | Letters to
the Editor

thin many ol the chams lone o
very heavy yearround  schedule
primarily on radio, with sone on
ty, wnd it is onn leching that this has
done a great deal to keep their
business moving.

While they may not have used
very mach supplementary advertis-
ing, the point 1 wish 10 ke is
that their basic approach to the
use of broadcast has undoubtedly
kept them strong and healthy
throughout the entire year.

MARK OLDS, general manager, WINS, New
York.

v
SOUTHERN CALIF. 1S IMPORTANT MARKET
'm detighied in the interest on the
part of spoxsor in the activities ol
Soatliern California advertising and
broadcasting. Those of us who are
a part of it know that that it s
rapidly becoming the most import-
aut marker in Amncerica.
ROBERT M. LIGHT, president, Southern Califor-
nia Broadcasters Assn.

-
FOOD BROKERS AND AR MEDIA
Please send 50 reprints of the arti-
cle, “Food Brokers—Grass Roots

APRIL
Boy Scouts of America benefit lunch-o-
rce for advertising, publishing, en-
tertainment  people, organized by
Benton & Bowles; tickets through
BSA and chairman William Hesse,
president of B&B, and co-chairman
William H. Hylan, sr. v.p. sales,
CBS, and John Mitchell, v.p. sales,
Screen Gems. Waldorf Astovia, (3)
American Women in Radio and Televi-
sion, New York Citv chapter, " Projec-
tion ‘63" panel discussions. McCann-
Frickson conference room. N Y. (6) .

Assn. of National Advertisers West Coast
meeting. Santa Barbara  Bilunor
Hotel, santa Barbara, Calif. (3-3).
Brand Names Foundation, 20th anniver
sarv  banquet,  hmpevial - Ballroow,
Amcticana Hotel, New Yark, (iH)
Society of Mction Picture and Television
Engineers, 93rd conventien and equip-
nient exhibit. The Travmore, Atlan
tic Ciny, N. J. (21-26)

Advertising Federation of America, “th
district convention, Akron, O.. (11
13) : hih distiict conveution, Cherry
Mazn Htorel, Ovlandeo, Fla., (25-28)

MAY

INinois Broadcasters Assn. spring con
vention. Springficld, HL, (1-3
Montana Broadcasters Assn., annual con-
vention, Bozeman, Mont., (8-10)
Advertising Federation of America 9th
disntel convention, Schimel Indian
Hills tun. Omaha, Neb., (10, 1) ; 2nd
distriet conmvention, tnn at Buck Hills
Falls, a., (10-12) .

A~ademy of Television Arts and Sciences,
Chicago chapter, Emmy awards for
oxcellence.  Pick-Congress  Hotel
Chiicago, (13

Ohio Assn. of Broadcasters spring con-
vention, French Lick Shevaton, (16
9.

Sales and Marketing Executives—Interna-
tional, aunual convention, Philadel-
phia. (19-22) .

SPONSOR | aprir 1963

ITnllnential”
25 LFebraary

We are also interesied i ousin
excerpts from the article in on
inonthly publication 1o reti gro
cers, drggisis, buyers, wholesalers
and other menibers of e food ane
dhing trade inour arca. | think
ing partienbaly inorerms of ex
cerpis from the portion of the ar

that appeared o the
1ss1e of sroNsor

ticle  headed  “Coumnnems  frown
wokers.”  Enclosed  are  several
copies ol “Merchandiges ‘hich

will give yon i idea of how we
use the “Broker’'s Corner,” wlhierc
we plan to use excerpts from the
sroxsor article. We will, natural
Iy, give proper credit 1o sPONSOR.
BAILEY W. HOBGOOGD, promotion manager,
WFMY-TV, Greensboro, N.C.

PUBLIC SERVICE PROGRAMING WILL SELL

We want to thank you, first, for
pemuission o reprint the section
ol youmr article in the March TH s
sue of sroxsox which highlighied
“Focal Pomt.” We have made
fairty wide distribution of this re-
print through both our local and
national sales orgamzations

\We would also like to staie that we
fecl vour treatment of the general
subject of pablic service program-
mg was excellent.

JAMES E. ALLEN, general manager, WBZTV,

Boston.
| 4
UHF TELEVISION CORRECTION

Congratulations on a very fine ar-
ticte abour uhf television ioday.
We were very interested to read
the opinions of the station men
queried. TThf television is of vital
Hirerest 1o us as we represcut som
ol the outstanding uhf stations 1
the country

There is one point we would lik
to call to your atiention in the his
ing of uhfl stations n the article
You hist the network afhliarion of
WLYH TV Lancaster Lebanon
and WSBA-I'V—York-—-as  \BC
Both of these stattons are CBS aff
lates and with WHP-TV f(orm tl
Kewstone Group. the onlv CBS sen
ice for Central Pennsvhvania, W
woukl appreciate f
these two errors r
nihcant point ro us and the siatio
ivolved.

Thanks very much and keep 1l
finc. informative contents of srox
SOR up 10 its present high levels
DONALD H. RICHARDS, } f rch
Blair Television.
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If you want to reach the people who buy time—

you gotta go where they are.

You'll find more of them reading SPONSOR than
any other book in the broadcast industry.

They’re not reading just for fun, either. They’re much too
busy. They’re reading for information. The kind of vital
information about the broadcast industry that can

be found in no other publication.

SPONSOR information is pinpointed exclusively to
their interests and needs . . . written by the
most capable and experienced staff in the field.




It you want these “buyers” to “buy” you, it makes
sense to buy a schedule in SPONSOR. Because in
SPONSOR you'll get only those readers who can approve
the orders. The only kind we deliver is the kind
who can deliver for you.

And by almost every independent survey SPONSOR delivers
more of these decision-makers in a more business-like
frame of mind than any other book around.

SPONSOR

555 FIFTH AVENUE, NEW YORK 17
MURRAY HILL 7-8080




*ANCISCO . . .

¥ R PP 7 s

If yvou lived in San Fi
5

...you’d be sold on KRON-TV
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. executives
sound off on
this topic:

S { | were NAB's
§ keynote
speaker



If | were NAB’s

|

vice pesident-advertising
By Alfred L. Plant / l:lml{ Drug Company ¢
broadcast convention is unlike any other industry
A gathering in my experience, There frequently
seenms to be an air of defensiveness rather than of
achievement.  As your keynote speaker 1 sense that
you are expecting me to attack. rather than to praise.
After all, isn’t the thing to do today to stand up and
pan the audience that you are invited to address?

Let’s review, however, the purpose of your meet-
ings. You are gathered not to pat yourselves on the
back and not necessarily to be slammed against the
wall.  Rather, you are here to discuss problems that
are pressing your business and your industry and to
suggest areas of positive direction and solution.

Why am T here? Obviously, mv interests and
thoughts concern television as an effective commer-
aal medium.  H you had invited a representative of
government or the public, you'd be wondering wheth-
er this time the target would be programing, license
renewals, violence, or another aspect of the broad
spectrum of commercial broadcasting.

It is precisely because your medium is so mass, so
much a part of all our lives, that evervone takes a
swing at you. [It's flattering, really. Only when we
outsiders—your customers—stop worrying about what
you in broadcasting are doing, when we stop caring,
will you have an insurmountable problem. Today
your problems are still very much surmountable.

I care because the compuany that I'm part of has
grown significantly through advertising in your me-
dium. | want the medimn to remain effective for us.
And for other advertisers to grow and thus help our
economy to keep moving upward.

28

% keynote speaker I'd say:

“Make your Code Board aun ‘Advisory Board’ of
experts to help, not restrict, the respousible
advertiser ... It is your vespousibility to
develop a systewm to insuve that the advervtiser
gets what he pays for. Theve is no question
that the tools are available . . .”

Because T care and because T want to help, I have
talked to a number of advertisers and agency men,
The common agreement with this entire group is that
the problems are in three areas:

(1) Content of commercials.

(2) Rates and availabilities.

(3) Your basis for selling.

As advertisers we are being told by a host of au-
thorities what we CAN'T do. We are told by the Fed-
eral Trade Commission, the Federal Communications
Commission and others. And moves are afoot to sad-
dle us with still more “cant’s.”

Your Code Board implements the “Cant’s” and
“Don’ts” realously, legalistically, and sometimes ex-
clusively as censors. There are advertisers who al.
ready are discovering that they cannot present as
complete and dramatic and interesting a story in your
medium as they can in others.

This is ironic, of course.  For it is precisely the dra-
matic qualities of television that have made your
medium so forceful for advertisers. I understand why,
by the same token, these dramatic qualities also make
television advertising more liable than other media
to attack by the watchdogs. But in pleasing the nay-
sayers, you must not go over the line in restricting
these most valuable qualities.

I want to suggest, therefore, that the Code Author-
itv of the NAB set as its primary objective the task of
telling us what we can do and be prepared to show
us the most effective ways of accomplishing these ends.
Make your Code Board an “Advisory Board” of ex-
perts to help, not restrict, the responsible advertiser.

This may mean an entirely different kind of staff.
A staff with experience in writing and producing com-
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meicdiatls rather than legal or censorship oriented peo
ple. A stdl whose opimons e ves ¢d and can
depended upon to be consistente in their ticann

all advertisers and in all circumstinces. Not
Wt [llcm to cveate ol \\lil( 0l ]H()(lll( our «
meicialsy but we want therr advice and help whe
there are problems.

In short, ' asking yvou 1o stop giving tl
advertiser’s birthright—the opportunity 1o u ou
media with maximimn eflectiveness

Fhis means liberalizing vour copy dlearance po
cies as much as possible 1o help the advertiser tell hi
most clfective story. Tvmeans reviewing all the restric-
tons Yvou'sve imposed to see if they really serve in tl
interest of all parties  public, advertiser, and vour
self, the television station principals,

You're thinking: “It's easy for hiim to say, but we'’r
the people who have to come up for license renewa
every vear.  We're the ones who live with the com
plexity of yendering a public seivice on governmen
controlled channels, while runming a commercial busi
ness.”

Knowing that, 1 still suggest: When vou have
reasonable position to 1ate, you have the responsi
bility to vourself and to vour custonmers to look the
governmmental ageucies straight m the eve and argu
vour position with all the courage and conviction
vour command.

Enough about advertising content.  Now, let’s look
at point number two—rate strunctures and the prob
lems of availabilities. Are your rates as equitable a
they should be for laige and small advertisers? Isn
it time vou restudied your discount structures?

As individual statons, apparently you can opera
profitably with a “six plan” that offers at least a 25
discount and a “12-plan” that frequently cuts 4
costs in half or more. I this is so. then maybe vou
single spot costs should be cut drastically and di
counts limited to 1077

If vou are seriously thinking about vour business
five vears and ten vears [rom now, it is certainly im
portant to encourage the smaller advertisers. both at
the local and at the network level. Otherwise, wh
will vou get the 1973 “Alberto-Culvers” or ever
“Block Drug Companies’?

Isn't it true that a few large multi-brand advertisers
control most ol the highly desirable local spots?> The
can do this because if one product drops a spot sche
ule then another product of the same company picks
it up: Abo, one by one thev weed out the weake
spots and hold only the blockbusters. The result
that the better spots seldom become available 1
new advertiser or the advertiser who cannot aff r
hold a fAfty-two week schedule. This isn't an
mountable problem if you realls want to solve 1

You might consider a method tha ild en
vou to encourage these other advertisers. For instan
a svstem of setting aside a certain numbe
pots for yotation among nv adver
solution.



If | were NAB’s

w keynote speaker I'd say:

chmn., ANA Broadcast Comm., v.p.
By John W. Burgard / adv., Brown & Williamson Tobacco

medium available to the advertiser of 4 mass con-
sumer item. How long will this situation continue?
The margin of superiority is vapidly diminishing and
il the present wrend continues it may disappear com-
pletely.

Why is this happening? There would seem to be
three obvious reasons. First, costs continue to rise at
a rapid rate without a corresponding increase in the
number of television viewers. Since this is an obvious
fact, 1 shall not belabor it, even though a glance at the
financial statements of those broadcasters who publish
a financial statement would indicate that a vhl televi-
sion lcense in a metropolitan market bears a marked
resemblance to the proverbial “license to steal.” The
broadcasters, however, are in business (o make money
and so long as they are in a sellers” market we can only
hope that good business judgment will prevail in the
setting of rates.

The second reason would be the constant curtail-
ment of product protection afforded the national ad-
vertiser by the network. A number of companies,
including my own, have spent a good deal of money
and time in an eflort 1o determine the negative eftect
of the networks’ scheduling commercials for competing
brands within a constantly decreasing period of tinte.
T'he results have always been the same—the eltective-
ness of the selling message is appreciably lowered when
there is not adequate product separation,

The third point is the most difficult to understand.
Tlie broadcasters are rapidly diminishing the cffective-

T()dﬂy, in my opinion, television is the most eflective
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“Itis difficult to understand why
broadcasters who ave members of
aund give lip service to the NAB
can coustautly violute the
NAB Code and still display the
NABR Seal of Good Practice”

ness of what they have to sell with no oftsetting gain
in profits or flexibility of scheduling by the constantly
increasing encroachment of non-entertainnment ele-
Nents into entertainment time.

There are a number of studies, conducted by dif.
ferent people with difterent methodology, which would
mdicate that a commercial message surrounded by
other commercials or other elements, such as promos,
credits, etc., is between 25 and 5007 less elfective in
its setling power than the same commenrcial contiguous
to entertainment content. Yet we find in many in-
stances that the networks will devote more time to
such extraneous material than they do to the com-
mercials for which the advertiser pays an average rate
ol over $10,000 a minute. This practice is also harm-
ful to the individual broadcaster who is interested in
selling spots, since the spot he sells in the station break
is now no longer in a break between portions of enter-
tainment but is somewhere in the middle of a six to
ten-minute clutter of non-entertainment elements. A
psychologist looking at this sitvation and seeing the
broadeast industry debase the value of the product it
has to sell, while at the same time increasing the cost
of this product, could only conclude that the broad
casters as a group are imbued with the “death wish”
and want to go out of business.

That the advertisers are taking a very serious view
ol this vitiation of commercial effectiveness as a result
of clutter was indicated by the program content at the
ANAN Television Workshop held earlier this month.
Tinte and again various speakers made the point that
reach and [requency and cost-per-1,000 were no longer
suflicient to determine the value of television advertis-
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ing. In Lact, these rather standard measm enents are
now just the beginning as more and more companies
are doing vesearch o determine the veal sales elfective-
ness of their television advertising.

My own compiany has just rvecently cancelled i
paticipation in a well known television show tha
enjoys i good rating and a cost-per-HOOO appreciably
lower than a number of the shows we are continuing
to use. In this particular show, however, four ont ol
the »in positions were not contignous to entertainment
thme and the conmmerdial ellectiveness was harther re-
duced by wriple billbourds, both at the opening of the
show and after the middle iveak. s a result of ye
scarch which was conducted, it was determined thar,
ol all owr programs, this show was by n the least
cllicient in werms of sales ellectiveness,

It is dithcule to understand why broadeasters who are
members ol and give lip sevvice to the NAB ¢ con-
stantly violate the NAB Code and stll display the
NAB Seal of Good Practice. In Section L, paragraph
b, of the Code it states:

“Commercial material tor both individual spon-
sored and  participation programs  within any - 30-
minute period ol prime time may not exceed four
minutes. plus total station break time in the aggregate
ol 70 seconds.

SPONSOR/1 AprRIL 1963

—— -

“Commardial mareriab m prnne ume mcludes bill
boaids, public service imnomncements, promaotional an-
nouncaments lor other prograns, as well as commer-
cial copy.”

Many shows do not contorm 1o this rather liberal
requirement. When other non-enteriinment inaterial,
snch as bumpers, overly-long titling, producer credits
and other aedits, is added it s found that non-anter-
tainment time will lequently ran six to eight minutes.

Pmagraph 3 of the same section of the NAB Codc
states:

“In prime time a station break shall consist of not
more than two immouncements, plus non-commardial
copy such as station ddentilication or public scrvice
announcements.”

In rather extensive monitoring over hours of o
graming and prime time, we have not found a single
station that did not frequently carry at least a promao,
two commercials, and station idemihcation at the
break. By the defmitions quoted above this is a fla-
grant violaion of the NAB Code.

It would seem to me that the NAB is in a position
to become “a knight in shimng anmor” to the viewing
public, a triend indeed to the advertiser, and the savio
of the broadcast business by making the NAD Seal of
Approval meaningful. H this were done, I could casily
foresee the day when the advertiser’s first question
when considering the use of a show or a station would
be—"Does it carry the NAB Scal?”

HATIOMAL
ASSOCIATION OF BEROADCASTERS

SEAL
OF GOOD

PRACTICE

TELEVISION CODE
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" If | were NAB's

Keynote speaker I'd say:

- . chinn. of bd.. and dir. of creative
By William B. Lewis / services Kenyon & Eckhardt

Th;mk vou for giving e an opportunity to welcome
delegates and their guests, and your list of distin-
guished speakers, to the NAB Convention.

This is an unusual year; for one thing. you find
a slight change in the conversation today. Mortimer
Caplin will be as widely discussed as Newton Minow
has been in the past.

As vou prepare for your business meetings this
week, vyou will be observing, probably without your
knowledge, an anniversary which may be have escaped
vour attention. This is the 13th anniversary of measur-
able television.

Prior to 1948, 15 vears ago, television belonged to
the engineers and gadgeteers, and if you owned a set
at the time, you were inclined to think it belonged
to the neighbors.

Then in the vear 1918, television became a subject
of study for the computers, and the mid-century revo-
lation in communications and entertainment was offi-
cially under way. It has been a rough decade and a
half, an interesting one, and if we chose to accurately
reveal our thoughts, we would admit it has been an
enjoyable time in our lives. For we in the broadeast
industry have stood as men accused and men admired
at the same time.

Al has not really been bad. The worst they have
said about us is that we keep plowing the same furrow.
Our critics nray have chosen different and other words,
but whatever way they phrased it, it amounted to the
same accusation,

But as one who spent most of his boyhood in the
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“There will alwcays be some children
who will throw pebbles at the most magnificent
cathedral. With the enormity of television
growth, scope, fascination for the multitudes,
it is natural the medium provides a testing target
for those who speak, write,
legislate and investigate.”

State of Missouri, 1 can tell you what when the corn
grows tall, plow the same furrow again next year. Itis
essential to profit, essential to staying ahead of the
sheriff.

I recall that in 1948, a pivotal year in television and
communications, and likewise an election year, a dele-
gation of actors visited Washington in justifiable be-
wilderment. The problem: television, even in its in-
fancy, flung deepening shadows ahead for those who
earned substantial incomes in the field of entertain-
ment.

The imaginative and adventurous executives of Hol.
Ivwood, the actors pointed out, were willing to under-
write the hieavy risk required to supply employment to
film actors and actresses and allied groups.

But how about the makers and sellers of soaps,
cereals, automobiles—would they pay the bill for tele-
vision? And how promising is the career of an actor
il his welfare must depend upon television’s future
advertisers?

At that time, the motion picture industry had just
finished counting the income from its all-time high
income vear (19416) when box office receipts were
$1,799,400,000 and 98 million people went to movies
every week. At that time, the industry lived in fear
that television would simply become just big enough
to skim profits from motion pictures: in fact, to dam-
age movies and at the same time not become a major
industry of its own.

How well has broadcasting done since then? Last
year, as most of you know, the income of television
alone was $1,744,800,000, plus another $709,000,000 in
radio, plus the income of other substantial industries
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imolved in the making ol commmercials lor welevision.

It is Hkewise miteresting to note that during the same
15 vears. radio billings 1ose Irom S361,000,000 e 1918
o 5700,000,000 ur 1962, 1lowever, we are all awme
that during tha period radio’s actual share ol the ad-
vertising dollar has decreased.

Thus we have the answer to how willing and/o
capable advertising has been to pay the bill Tor a
thriving industry.

Now that the industry has out-exploded  the e
ploding population, we have evidence that we e
reached the situration point in nuuber ol homes
owning receivers,

Many in our audience, our educational systems, and
our burcaucracies at least pretend o be distunbed over
the tpe of programs produced by the dream lactonies,

We have an answer for this il we clea to use it
If programs lack sophistication, why do people con-
tinue to view thent i sach large numbers, and why
has there been no measurable dectine in the wmmount
of time spent viewing?

The elementary lessons ol history 1end to point 1o
the answer. When there is bigness and innovation, the
critics gather, and manv ol them are articulate. T'here
will always be some children who will throw pebbles
at the most magnificent cathedral, With the cnormin
of television’s growth, scope. and fascination for the
multitudes, i is natural that the mediom provides a
testing target for those who speak. write, legistace, and
investigate,

In my opinion, we have passed the peak ol the
stone-throwing, harring accidents, The time has not
come to relax, however, and we should apply the les-
sion we have learned from the Westerns: never sit with
vonr back o the door,

We have demonstrated that we can withstand al-
most any and all assaulis. amd if we are to be seriously
hurt in the fumre, it is likely to be we who will hurt
ourselves, through inertia or over-confidence.

If broadcasting is the nation’s most powerful and
glamorous medium, hroadcasting should begin telling
people the story of broadcasting, a campaign T have
been suggesting for vears. You cannot expect com-
petitive media or the phrase-making politicians o do
it for vou.

I broadecasting claims to blow the shiniest hoin
for ity advertisers, broadcasting must relax its timidin
and blow the same shiny horn in its own behalf.

In my travels around the conntry and in conversa-
tions with many people, T have come to the conclu-
sion that within recent months television’s image has
improved tmmeasurably, and I say immeasurably be-
cause I know of no measurable image of television.

This is due to the extended scope of public service
programms on networks, and a general tend toward
more sophisticated programing.

Sponsors have shown an increasing willingness 1o
sponsor public service programs. and in many in-
stances these are sponsors ising straight,  hard-sell
product conmmercials.

SPONSOR/1 AprIL 1963

e —

However, there s toom for anprovement ne the
local level. T am aware that many stations, nclid-
tng WALV and the Woestinghouwse statious, lave
built docimuaentny units tor treanent of local edaca
tottal aud nilotmational service, bur many have oo,

While not all stions swing budgets capable ol
building documentary wnis, local programs ol the
Mceet the Press type and roundiable discussious are
within the financial reach of all statious,

Radio’s willingness 1o serve seemns 1o be o the in
acase on almost all stations 1 have head.

While we acknowledge and accept o respousibadiny,
up to a degiee, for presentation of informational and
cultwral programs o the public, we cannor Tose sighi
ol o lar greater md Lar more vital responsihility,
This is a aesponsibility which we should live no
hesitancy or tanidity in admitting 1o be our numb-
one objective: inereased sales of e products we
advertise.

A a dme a few vears back when vy economists
were gloomy about the future of our gross aational
product, Jack Van Volkenbuig made a speech of a
more positive natme, Television was stll in its early
days, but he pointed out that its dynamic ability 1o
create o market and demand for goods and services
was so great tut the medinu virtally assured us of

(Please turn to page 51)
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keynote speaker I'd say:

pres., Amer. Broadcasting-
Paramount Theatres

By Leonard H. Goldenson /

he selection of an entertainer to receive this year’s
TNalional Assn, of Broadcaster’s Distinguished Serv-
ice Award should serve to reinind us of a fundamental
fact about broadcasting. It is a fact that may have
becn obscured in recent years as some critics have
proselytized for their private notions of what the
broadcast media should do and be.

Stated quite simply it is just this: For most people at
most times entertainment is the prime reason for turn-
ing on their radio and television sets. Any broadcaster
who ignores this fact does so at his own peril.

Jut our recognition of Bob Hope’s contribution to
the .American public through radio and television over
a period of more than 30 years goes still further. Be-
vond illustrating the primacy of entertainment to our
media, it vividly dramatizes the one element necessary
lor success in broadcasting’s functions: Showmanship.

Showmanship is the foundation of all the roles of
radio and television, whether theatre, concert stage,
vaudeville, cinema, sports arena, lecture hall, political
platform, classroomn, news or advertising mediun.
With it, a lecture on the warift question leaves not a
drv eve in the house; without it, cven a parade of
heauties would get no move than a passing glance.

Like so many basic concepts, showmanship is not
casy to define. The dictionary tells us that it is the
capacity for effective visual or dramatic presentation.
Of course, the key word there is effective, which can
mean many things to many people. \We are not likely,
then. to discover the real meaning in the dictionary.

Neither are we likely to discover it—as too many
people in broadcasting and advertising have tried to
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“Any broadcaster who ignores this fact does
so at his own peril: for most people at most times,
enteriainment is the prime reason for turning on
their radio or television sets . . . the one element
necessary for success in all broadeasting’s
Functions (is): Showmanship.”

do—Irom the slide rule. In radio and television all
that the slide rule is good for is to multiply or divide
dollars. 1t does not add quality, talent, or creativity.

A slide rule is, of course, useful in engineering and
the physical sciences (o work out a formula or to re-
produce something that has happencd before, but as
Wagner demonstrated in “Die Meistersinger” creativ-
ity is not reproducible by formula: it ends up being a
parody of itseH. And the public is not {ooled for long.
Despite the claims of dyspeptic critics that the public
always prefers the iediocre, the record shows that the
winners in the race for public favor are ahnost always
the best in their class.

"There are many examples of what has been called
“the persistence of the first rate” in broadcasting.
Among the old-timers at ABC whose showmanship
skills have come through over many years are, of
course, Don McNeill, Sid Cacsar, Fred MacMurray,
Victor Borge and Ozzde and Ilarriet. Incidentally,
Don is celebrating his 30th year in radio, and the
Nelsons (Ozzie and Harriet) first started broadcast-
ing, on radio, 29 years ago.

Showmanship can mean taking risks, big risks. .\t
ADBC, we are putting more than S100,000,000 into
new television programing, and we think our '63-'64
schedule will be the strongest in our history. But ad-
vertisers and agency people who have seen our pilots
are recognizing the showmanship values of backing
two 45-minute programs into a 90-minute Adrrest and
Trial, or the fresh handling of Robert Louis Taylor’s
Pulitzer-Prize winning “Adventures of Jamie Mc-
Pheeters.” The spounsors are coming into these and
other ABC TV programs—but showmanship came first

A lot ol evebrows were raised when our radio net-
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work paid 300,000 for the rights to the Patterson
faston fight Last vears Bt the fact s thiae we delivered
the largest audience for any commercially sponsored
avent in broadeast history—radio or television—and
madde @ profu on it in the burgain, Creauvity and
\ll()\\'lll.’lll\lli'), count and sell and atmract audiences.

Failure to observe this axiom has spelled many a
disuster not only in television and radio bue in othe
media as well, mednding motion pictures and maga
sines. “The pach to lost audiences and lost readership
is littered with the corpses ol rigidhy applied lormnlas
in the face of competition from new sonrces. 1 see no
reisont to think that broadeasting will be immnne o
such compedition both trom within the indnsory and
from other competitive media. We at ABC welcome
this competition: we leel it will spir ns 1o new heighis
ol shownumship, and progress.

1t seems to me that our best chance Tor survival as
an industry in the long run is to 11y w0 create those
conditions within broadecasting that will insure vital
iy, thar will give creativity the opportunity it needs
to show what 1t can do. For the real danger, as Gilher
Seldes pt ic in 1956, is that radio and television
“ . .owill sucanmb 1o their own rontines, that experi-
ments will become lewer and lewer, that new things
will be only snperficially dillerent (rom the old and
good things will not he allowed tinie enough to 1ake
hold, to root themselves, to live.”

But alter adl, acativity is o rare and precions thing
It cannor simply be mamnlactmed. How <
broudcasting presume 1o guariaiee it 1o onl I\

We am't,. But we can remember one reason i
areatnity snd originahiey are so rare m il
there s usially o certinne amoymt ol dunger in «l
lenging old ideas and old ways ol domg thin |

oltct the young man who perlorms well ar
tomary is the one who is enconraged and promo
On the other hand, the greatest mmonnt ol creat
is lound where change and new ideas are welcor
cuncowaged, and rewarded. 1 wonld urge, thevelor
that we in broadaasuing pay more attenuon in the
futire than we have in the past 1o the developmen
ol new talent—creative, performing and executiy

For if showimanship and creativity are ne |
thev will be needed even more tomorrow, not 1
in themselves bue as the andertying means of servin
the pubhic mterest. We must never lorget that we
hiave assembled the greatest audiences in histor

.Y

Mis of
(7- 1
Bob 11

I M
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virtue of our promise to provide cvery cabim, r
house, apartment or mansion in every village, whistl
stop or metropolis with front row seats for the g
show on carth.

Showmanship provic EY to
promise . . . and it’s good business v

111
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By A. Louis Read / 7% %% STy New oricans

or the past few vears, broadcasting has been a ship
Fslecre(l by the winds of criticism. Instead of relying
upon our own judgment as broadcasters, we have been
bending and swaying all too often in a futile attempt
to court favor with those people who seem to have the
least understanding of our business—the self-ap-
pointed critics who can be found in almost every walk
of hfe. Rarely has a major industry so allowed itself
to be pushed and pulled around, with the predictable
result that we have seldom been more troubled and
confused.

Broadcasting’s biggest problem stems from trying to
satisfly three masters simultaneously: government ofh-
cials, businessmen, and viewers. In theory, the govern-
ment official and the businessinan should be satished
as long as broadcasting continues to fulfill its respon-
sibility to the viewer. In practice, however, something
quite diflerent occurs.

‘The government official almost invariably begins
with the assumption that something is wrong with
broadcasting, and that it is his mission to correct it.
T'his is at least partially the result of an ear ailment
peculiar to government officials—over-sensitivity to
the loud voices of the critical few who are totally un-
representative of the massive many. As we are coming
to learn more and more, broadcasting is doing an ex-
cellent job of satislying the vast majority of its viewers.

What is needed, it scems to me, is a new definition
of the words “public service.” Broadcasters are re-
awakening to a basic premise which most of us learned
a long time ago—that the primary reason for our ex-
istence and growth is our function as a medium of
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" keynote speaker I'd say:

“There has been a manifest improvement in
taste to the point where the public is demanding
better comedy, better drama, better news
and information programing, better advertising.
Only by moving ahead on all these fronts can
broadcasting make meaningful progress.”’

entertainment. If the overwhelming preference of the
public is that it be entertained, then entertainment
certainly renders a valid public service.

This is not 10 suggest that the informational aspects
of our medium be ignored. On the contrary, no re-
sponsible broadcaster can overlook the tremendous
potential of his station as a vital news source, and a
positive influence in community affairs. But the broad-
caster who loses sight of his mandate to entertain is a
broadcaster who will not stay in business for long.

Many intelligent people are disturbed by the taint
which appears to have attached itself to the profit
motive in the past few years. Producing products for
profit is a perfectly acceptable motive; it is the dynam-
ism which has actuated our free enterprise system, and
it is time we refocus our perspective toward this fact
of business life. Additionally, there is no reason why
a product produced for profit cannot render a distinct
and valuable service. If I may use a roughly-drawn
analogy, an automobile whose design and performance
must be tailored 1o the public taste can be utilized as
a vehicle for entertainment as well as a vehicle for
service. The same automobile which carries the family
on a leisurely Sunday drive also carries members of
the family to school, to the doctor's office, and to
church.

The commonly accepted definition of “public serv-
ice” qualifies it as a cuphemism of the first order, and
numerous sins are committed in its name. Many of
the programs which carry this label represent nothing
more than the perfunctory discharge of an artificially
imposed obligation, and make a mockery of the real
concept of “public service.” It is high time we stiffened
our backs and resisted the pressure of bad programing
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cloaked m the respectalnliny ol “pubhc service

Quality vather than quantety
oncern i both the network end local le | (
wol ks p;nli(nl:n:'. migat proh lront w harder look
this direction.  An over-emphasts on news and pnb
Uliirs programs has Ted o many less than
cflorts on then pant. Where a chowe ha be n
the aliernatives should be weighed object m
this resalts mthe conclusion that the choice 151
an average entertamment show and an mlerio 1hlic
aflinrs program, let’s have the courage to recognisz
that the average entertannnent show may well be more
desirable.

Broadeasting is awwre ol its triple hiciion
medinm ol entercaiment, imformation, and sales
I'hese three are perfectdy compatible so lon the
relationship between the broadcaster and his andienc

remains direct, clear, and unfettered. The broadcas
er’s survival depends upon lus ability 10 accura
perceive and respond 1o the demands of his audienc
and it is only when he concentrates on domge this that
he is truly acting in the public interest. o fly m th
face of public preference is not onty economic suicu
but a sure path to the eventual vitianon ol hroad
ing's eftectiveness. Our 10ols lor measuring  the
quirements of our audience are still relatively prim
tive, but they are 1mroving

We must learn 1o trust the public—t0 1 ipon
their continuing growth to hroaden our own vistas
In the short space of a decade, we have seen z
cant sophistication of the public taste. "I'h s

comedy, drama, news and information progia
and even advertising which were so avidlv absorb

ten years ago are no longer acceptable. The 5
been a manifest ln]])h()\(.ll]Clll n 1> ]
where the pubhc is demanding better comedy

drama. better news and information programing, m

hetter advertising. Only by moving ahead on

ironts can broadcasting make meaningful progress
I'his is the challenge we welcome. W

audience to demand better broadcasting. |

kind of motivation wiich is health \citing

ewarding. \nd this is the hope [ our indu w
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| keynote speaker I'd say:

executive vice president and general
By Ward L. Quaal / manager, WGN, Inc., Chicago

It is very gratilying to have this opportunity to visit
with this distinguished body of delegates assembled
lor the 41st annual convention of the National Asso-
dation ol Broadcasters.

In my brief remarks today, 1 should like to con-
finc my comments to color television, which is “bust-
ing out all over” at progressive-minded major televi-
sion stations throughout the country.

With 19 manulacturers now turning out color re-
ceivers, indications are that upwards of one million
color sets will be sold this year, almost double the
1962 figure. Currently, nearly 400 v stations are
equipped o carry color and more than 60 local sta-
tons at the present time regularly originate programs
in color.

And for anyone who still wonders whether there is
enough color tv programing on the air to warrant the
expenditure, they might well consider that 30 spon-
sors are using color shows and color commercials on
NBC, which has pionecered commercial color televi-
ston since 1954,

In my opinion, color tv has now entered the second
and dedisive phase of its development as a mass enter-
tainment medium and a profitable business venture.
In Chicago, WGN-TV has played a major role in the
introduction and successtul marketing of “color,” the
qualiny reception ol which has been considerably en-
hanced in1ecent times through improvements in cam-
eras, lighting techniques, tape recording, circuitry and
receivers.

The future impact of television as a dynamic ad-
vertising 100l will be tremendous with the addition of
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*The most potent new “ingredient’ for (v
is color ... Within the next ten years,
I predict that black-and-white transmission
will be virtually a thing of the past. The entire
Future of television rests in this thrilling
new dimension in the medium.”

color, which adds a powerful dimension to the enjoy-
ment of the viewer.

The entire future ol television, in fact, rests in this
thrilling new dimension in the medivm. And in the
years to come, the world of color tv will expand to
even more exciting proportions as witnessed by CBS’s
recent telecast of Princess Grace’s Tour of Monaco,
which emphasized anew the impact of color.

In a number of statements I have made in the past,
including an address in Indianapolis last October, 1
stated that, with a few exceptions, there has been a
“leveling off” ol television revenue and that, if we are
to truly make progress in the years to come, as we
have in the first 15 dynamic years of this business, we
must “feed new ingredients” to sustain our develop-
ment.

The most potent new “ingredient” for television
is color and, within the next ten years, 1 predict that
black-and-white transmission will be virtually a thing
of the past.

The rise of color tv sets as an advertising force is
shown in figures on newspaper ads for color sets,
which jumped 1619, last year over 1961, accord.
ing to a 149-city check by Advertising Checking Bu-
reau. In a special report on newspaper advertising of
electrical appliances, ABC said color tv ads accounted
for 13,112,000 lines in 149 cities checked, compared
with 4,959,000 the previous year.

In ten years, while there will be some black-and-
white sets in use, new purchases will be virtually nil
at that time. Even portable sets will be avilable in
color within the next three to four years.

By 1975, 1 feel that the demand for color television
will be so great that, equating the population growth,
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WONSTY should cover an area Iaving 3,200,000 color
sCts.

I realize that these higwes may appear 1o be “lar
out,” but I think that in the final inalysis they will
be proved to be “conser vative.”

With color, we have the old story ol which comes
first, the “chicken or the egg” T do not leel tha we,

as a medium, cin await the ume lor people to by
receivers.  Instead, we must do everything we can
through  programing to cause them to want this
fowrth and all-important dimension in connuunica.
tion's finest wedium.

I'he expanded oflering of color tv programs is the
main factor in making it easier lor retailers to sell
color sets. NBCG now vansmits more than 75°, of
all ity nightdme programs in color.  ABC initiated
some shows in color this scason. T'wo animated pro-
grams, The Flintstones and  The Jetsons, are regu-
larly i color. as well as some Sunday Night Mouvies.

CBS, on the other hand, which broadcast 76 hours
of color in 1936, has consistently reduced this until
last yvear it showed no color,  CBS. which has sched-
uled only three hours of olor tor 1963, including a
"Tour of Monaco” with Princess Grace, has an-
nounced the network would not expand olor pro-
graming i this time becanse ol “lack of advertiser in-
terest,” probably due to the number of color sets in cir-
culavion compared to black-and-white.

in theiv annual report to stockholders, Elmer W,
Fngstrom, president. and Brig. Gen. David Sarnofi,
chairman. noted that color sets and tubes were the
largest profit conuibutors ol any product sold by
RCA m 1962,

Now that thete are 19 makes ol color sets on the
market including one tor the 200 Scars, Roebuck
Stores, the vear 1963 can truly become the real begin-
ning for color as a mass-produced. mass-accepted
commadity.

In WOGNSTV'S coverage area. we expect that the
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sattmation ol color sets will exceed 907 in the ey
1970°s, and generally in most arcas, will be above o
dav's black-amd-white circulation percentage because
color is a vistly supetior seivice and the Latest ol ow
mation’s “status” svinbols.

The impact ol color will be so projomnd thut a new
“rredium.” in w sense, will be born ol tiis engiea

Al

g triumph, largely due to the grewn faith in color by
General Smnoft. who has otten explained: “What is a
vose 1t black-and-white? What iy the world withouw
color, without the douds and skies and the vainbow?
Color definitely is not a gadget. Color is a dimension
by fisell.”

Aie advertisers really color conscious? “T'here is no
doubt in niy mind, tor color motivates evervthing we
do and, in our daily lives, color is everywhere. Nor-
man E. Cash, president, Television Bureau of \dver-
tising. has long contended that advertisers want color
television =, . L because it will add one mome dinen-
sion to the aheady multi-dimensional mediam of tele-
vision.”

Sol Polk. president of Polk Bros.,, major Chicago
chain and veputedly the world's largest aetaiter of
color sets, has stated that WGNSTV's colarcasts of the
Cubs and White Sox baseball games. starting \pril 9.
will Kick off his gieatest selling of the vear. e ex-
pects that color set sales in his store this year will in-
crease H0¢ 0 over 1962

At WONTTY, we believe in color and in 1963 we
expect 1o telecast more than 2,000 hours in color. 1
do hope that before tong. we as broaddaast leaders,
can “harness” color television as a selling ol o
potential sponsors and reap the havest of - ‘new
money.”

The day s not too f awiy when the abscnce of
color on television programs will be moie noticeable
than its presence—and the pot of gold is at the oot

of the rainbow. v




Computers won't replace -
human judgment,

Blair emphasizes , ~;

Today, John Blair & Co. marks its 30th
anniversary. Its founder, who as a young San
IFrancisco advertising salesmian became con-
vinced of radio’s tremendous selling power—
and formed his own firm—uwill also be marking
another anniversary at the NAB convention in

. Do you sec any changes in
broadcast advertising in the next
few years?

A. | think we've reached a degree
of stability. However, | think color
television will make quite a few
changes. There’'s no doubt about
that. It’s going to be a slow process,
however.

Q). Have advertisers shown much
mnterest in color television from a
spot standpoint?

A. Advertisers are doing a great
deal of asking, and in the next two
years, | think we will see a great
many commercials in color.

Q. Do vou believe station reps
are making a major contribution
to broadcasting today and in what
areas?

A.  Well, of course, we are in the
commercial end of the business. Our
primary job is to secure dollars for
our stations. In radio, (and many
people are not aware of this), over
50% of the dollar income of many
of our stations comes through our
company. In television, about 35 or
40% of total dollars comes through
our company. It has also been my
feeling that if a station, either radio
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or television, is to do a top flight
job and make a strong showing lo-
cally from a programing standpoint,
it must have the money, There
are still quite a few radio and tv sta-
tions that do not. They just do not
have the wherewithal to do the
things they would like to do. With
the proper income, obviously, they
can step up their local activities, in-
itiate important service features, im-
plement their news, and add the nec-
essary personnel to do top flight edi-
torializing—which is becoming more
effective today. These are among the
local factors that are so essential to
a top-flight station.

Q. Do you think the station rep-
resentative can make a greater con-
tribution to broadcasting in new
areas?

A. | think the representative is
making a distinctly greater contribu-
tion to broadcasting all the way
along the line, in addition to pro-
viding the necessary means. For ex-
ample, ten years ago we had one
man in research. Today, we have
nine men in research. We had one
girl to head up our sales develop-
ment department. Today it's directed
by several top flight men with ade-

in attendance.

Chicago. "T'his will be his 81st consecutive year
For his observations on the ra-
dio and television industry and its future,
sPONSOR last week asked this broadcasting pio-
neer and leading station representative a series
of questions. These, with his answers, follow:

quate assistance. We've also gotten
into marketing recently. In other
words, the services we are providing
for our stations have been stepped
up tremendously. We will continue
to emphasize more research and
marketing tools for our salesmen so
that broadcasting can be purchased
by the agencies more easily and
more effectively and will produce
more results for the advertiser.
That's what we're all after.

We have moved into several other
areas in the last six or seven years.
We talk to stations about program-
ming and promotion, as well as re-
search and marketing and we have
specialized people who undertake
these projects. We were the first
representative to add these services
and | know that they have paid off
for us and the stations.

The representative today is no
longer a nice young man with a rate
card and a coverage map under his
arm who goes around trying to get
business. He is a professional. Our
business is settling down. It's a real
business today and it's highly com-
petitive.

Q. New mechanical elements are
coming into the industry. Many
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what the computer will do aund
what it won't do. Do you thiuk
these new wmechanical advauces will
change the vole of the station rep-
resentative?

A. We've had some experts in from
IBM who have studied our business
and they feel that the computer will
not help us. This business changes
rapidly—availabilities change on a
daily basis. The basic information
and marketing information that does
not change rapidly can use com-
puters and that is why | think agen-
cies will be getting to it more and
more. I've heard it said that the
greatest trouble with the computer
is that different agencies ask for
such different types of information.
I know they're finally getting together
and correlating their thinking to the
point where they're asking the same
questions. We will be able to pro-
vide answers to those questions,
which will be put into the computers
and which will tell them how to
reach a certain type of audience, the
best times to use a station, etc.

Q. Wil computers replace human
beings in your business? Or will
they enable people to handle a
growing work load more efficiently
and rapidly?

A. The computer will not eliminate
anyone . . . time buyers or salesmen.
Judgment is still going to be an im-
portant factor because advertising is
far from a science; consequently,
the human role will always be im-
portant. The time buyer and the rep-
resentative will have more informa-
tion at their fingertips through the
use of the computer. They will be
able to use their judgment more ef-
fectively rather than be replaced by
a machine.

Q. Do you belicve telcvision is
pricing itself out of the field for
many advertisers?

A. Yes, it already has for a number
of the very small advertisers. It did
become a mass medium and it de-
livers many, many homes. Rates
have gone up to a point where |
think it is pricing out the small re-
tailers and distributors who are not
in the same league as the large de-
partment stores and manufacturers.
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They just can't use the coverage and
I think they are turning to other me
dia.

They are in a position to use local
radio, however.

Q. Does this bar the small adver
tiser from getting into tv?

A. No. The local advertiser can
utilize daytime television very effec
tively and at a price he can afford.
Or he can always think of radia!

Q. Wounld you like to comment on

4 [
/] SRA itk h

A. In our particular business there
are certain organizations that ar

very important as far as we are con:
cerned. There's TvB wh

a fine, constructive job under Pete
Cash. RAB has stepped up its activ
ities and we're very pleased. Our
dues are very well spent with RAB
Ed Bunker is going to do an increa

ingly fine job. Ed is a very capabile

person.



SRA is primarily an organization
of representatives and its purpose
is to try to establish various trade
practices and set up standards. They
have been quite successful in de-
veloping forms of a standardized na-
ture with the thought of making both
radio and television easier to buy.
That is its primary function, through
the various trade practice commit-
tees—to make radio and television
easier to buy; and we feel the sim-
plification of forms and their stand-
ardization are very important.

O. What is yonr thinking on
gronp selling plans and do you
think they will increase?

A. A few group selling plans have
died recently. There's good reason
for it. The value of any group sell-
ing plan is directly related to the
stations that make up the plan, to-
gether with having a sufficient num-
ber of stations in the major markets.
We've had a multi-million-dollar suc-
cess with our group plan because

we have the finest group of radio
stations represented by any com-
pany or network.

With a strong group of radio sta-
tions located in key markets in the
country, our men can go to the top
people of any national or regional
advertiser and discuss marketing op-
portunities with them and then put
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together a tailor-made radio plan
using our group of stations as a
base, and invariably developing ad-
ditional money for other radio sta-
tions as well. This kind of action is
probably the most rewarding the
salesman can experience and results
from seeing a campaign develop
right from the very beginning.

We feel one of the greatest chal-
lenges or opportunities facing the
advertiser is making his national
message a part of each local com-
munity. Through our group selling
technique we've been able to do
this on a national basis. We have
been able to show national adver-
tisers and their agencies that they
can once again cover the USA on
an important group of radio stations
with the simplicity of a national
magazine or a network buy. Sales
results of these advertisers have in-
variably resulted in the renewal of
the original schedule.

Q. Do most advertisers like this?
A. Those who have used it have
renewed time after time. Almost
every advertiser who has used the
Blair Group Plan has renewed it.
Our most recent renewal is Mennen
for the fifth consecutive year. Dur-
ing the first quarter of 1963, which
is not yet complete, we have sold
more group plans than during the
entire year of 1962. Many of these
were renewals, but many were also
advertisers who had not generally
used spot radio in the recent past.

In the case of our list of stations,
we do not always sell a group plan,
but the group plan is a useful de-
vice to tempt an advertiser who has
not been a user into a test. In every
case that we know of, the tests have
been successful just as the major
group plans have been. We know
the group plan is coaxing additional
dollars into the spot radio business.
We feel that this is a very important
way to expand business for ourselves
and our stations.

Q. lHow do you feel about net-
work option time. Do you think
the system needs to be examined?
A. Yes, it needs to be examined
and is being examined. Fundamen-
tally, unless a network has a call on
a station’s time, they do not have
a network. How much time they

should have is highly debatable. We
are in competition with the networks
and we would like to see them have
less time than they have. Networks,
being in competition with the spot
field, would like to have more time.
| feel that a limit should be set for
the amount of time a network can
have on a station to, say, three hours
at night. That would please the ma-
jor stations able to sell on a na-
tional basis, but many of the smaller
stations wouldn’t like that too well
because the networks provide pro-
graming they would otherwise have
to provide at great cost to them-
selves.

Q. Do you feel too much emphasis
is being placed on the numbers in
spot buying?

A. It is certainly a fact of life that
the agencies, to buy intelligently,
must have vyardsticks of certain
types. We all know that the cost
per thousand figures are not proper-
ly used and we should get back to
good sound judgment and interpre-
tation of the ratings. We all know
that certain programs with relative-
ly low ratings do a fine sales joh
for certain types of accounts . . .
even a better job than programs with
double the ratings. So you simply
can't buy on a cost per thousand
basis. Again, it's interpretation and
the use of good judgment.

Q. Is there much rate cutting in
your business?

A. There are two things you must
understand about the problems of
selling radio and television. First is
that broadcast station rates must
be set realistically and bear a rea-
sonable relationship to the audi-
ence position of the station in its
market. If the rates are set un-
realistically, then the station be-
comes difficult to sell.

The second thing to understand is
that the station itself sets the terms
of its own rate structure and we ad-
here strictly to the policies which a
station in its sole judgment dic-
tates. Obviously, we work very close-
ly with the stations in setting up na-
tional rates since we have to sell
them. Once the rates are set, they
should be maintained. We, as a
company, have no control over the

(Please turn to page 50)
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New sound from RCA Victor
gets fm stereo sendoff

/

stenets o the  stereo-aninded
I_ QXR Network last night (31
March) became an automatic part
of what RCA Vicor's advertising
duccior, William L. Alexander,
calls “nndonbiedly the biggest cam
paign in record industory history.”

What fm aadiences heard in
mote than -10 cities (26 cities car-
ried it as a multiplexed stereocast)
was an hour-long special, the third
in a series of RCA Victor Premiere
Showcase pre-taped shows.,

The program featured a pair ol
RCN's audio experts, Messrs. Jack
Pleifler and  Jack Somer, inter-
viewed Dy music aritic Martin
Bookspan as well as recorded se-
lections  the Scherzo o from Mah-
ler’s First by the Boston Symphony
wicler Lemsdorf, ete.—trom RCA
Victor's Latest bateh of LI releases.

The comimercial slant of the pro-
gram, both in the single minute
spot which is its “othcial” commer-
aal and in the interview segments,
was toward what RC.A Victor calls
“an evoluttonary technical devel-
opment in sound”—Dynagroove.

What makes the periodic stereo
fm specials particularly interesting
is that they represent a break with
the mostly-print advertising RCA
Victor uses to promote its line of
long-play records.

Last vear, the RC.A allimedia
budget was about S9 million, cov-
ering v sets, phonographs, wash-
ing uachines, RCA  appliances,
records and other items.  Of this,
about 32 million went to newspa-
pers. andd nearly St million to mag-
azines.  Another 32 million or so
went to network v, mostly for the
promotion of RCA tv reccivers.
Far down the line. in spot radio,
about $§140,000 of “factory money”
was spent by RCA, with about
S20,000 going into national-level
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Radio specials break
with print tradition

RCA Victor admen have added
series of stereo radio specials,
heard on QXR fm network, to
print, tv and other media promo-
tion for record firm’s new “Dyna-
groove” sound. At top: William 1.
Alexander, label's ad-promotion
director, and Robert C. Mclintyre,
Grey a/e, confer on show plans,
Center: George Levine, Grey a/e;
Roger Coleman of QXR; Dick Lay-
ton, Grey copywriter; Paul Rubin-
stein, Red Seal ad mgr.; Mcintyre
in tape control room. Right: Martin
Bookspan, RCA audio specialists
John Pfeiffer and Jack Somer.




promotion of RCA Victor Records.

Some RCA Vidtor record deal-
crs buy local-level radio shows on
their own, often aided by co-opera-
tive advertising funds. The firm's
dealers, in lact  accounted  for
spendings ol over $600,000 in spot
last vear.

“some dealers use a lot of radio,
mcluding m sterco. Most do not,
hose RCA Vidor dealers who do
use radio are mostly multi-line re-
tailers who cnry ‘white goods’ as

Y

‘Dynagroove’ puts new zing in old masters

Although RCA Victor's competitors claim that new ‘“Dynagroove”
system is simply a refinement of existing recording and pressing
techniques, the end product provides a sound quality for both pops
and classics which is highly merchandiseable in fm stereo. Above,
Erich Leinsdorf conducts RCA lItaliana Opera Orchestra for “Ma-
dame Butterfly,” one of first Dynagroove albums. Studio used is
new facility in Rome which RCA calls “the largest studio in the
world built especially for recording.” Campaign includes net tv.

s> out lor an even larger slice of
the adult mmket which buys rec-
ord albums.

Record companies, induding
RCA Victor, have a peculiar prob-
len in radio advertising: the prod-
uct they sell is, at the same time,
the basic program source of radio
todav. T'here is always the chance
that stations will misconstrue busi-
ness from any individual record
firm, and will give the label's rec-
ords an extra-heavy airplay.

well as records,” explained the
RCA Victor account executive at
Grey Advertising, Robert C. Mec-
Intyre.

Things will be different this
vear, with the RCA Victor nation-
allevel stereo radio shows spear-
heading the air eflort. The record
fom iy pushing hard on Dyna-
groove—which is not so much a
single 1ecording technique as it is
a collection of step-bystep im-
provements in record-making—and
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Several major record labels (Lon-
don, Columbia, Mercury, among
others) have flirted around the
outskirts ol major radio campaigns,
buying spots in a few long-estab-
lished “good music” shows whose
program policies are above re-
proach.

Nobaody, outside of RCA Victor,
is involved this season in a large-
scale radio promotion effort, par-
ticularly in the newest clectronic
ad nedivm—stereo fm radio. This,

again, is odd because sterco fin re-
lies heavily on new record albums
as the basis of its progiaming. In
its advertiser-packaged radio music
specials built around RCA Victor-
recorded music and a minimum of
actual commercial time, RCA Vic-
tor feels it has at least one good
answer.,

The RCA Victor Premiere Show-
case series is not the only air-media
promotion which will be operating
this scason on behalf of Dyna-
groove,

First of all, there is a current
joint promotion  with the Buick
Motor Division of General Motors,
in which a special LP record is
being made available for $1.00 at
Juick dealers. The record is actu-
ally a sort of “sampler” of the first
10 Dynagroove releases.

The DBuick-RCA Victor promo-
tion includes a weekend saturation
radio campaign by the motor firm
in 82 major markets over an eight-
week period. Some 3,000 spot an-
nouncements will be aired plug-
ging the new Buick line and the
Dynagroove album. Additionally,
Buick is in the midst of a cycle of
special minute commercials on
NBCs Sing Along With Mitch, in
which 15 to 20 second of each tv
commercial stresses the album,
Other Buick-RCA Victor schedules
are set for consumer magazines,
newspapers and co-op ads.

RCA Victor has been devoting
part of its commercial time on the
Disney-produced The Wonderful
World of Color on NBC TV 1o
Dynagroove, according to Alex-
ander,

Additionally, an open-end 50-
second radio commercial has been
prepared on Dynagroove which
can be used in co-operative radio
campaigns staged by dealers.

“So many different ad media are
used by RCA Victor that it’s im-
possible to tell what, exactly, has
brought a customer into a store to
ask for a specific album,” says
Grey’s Mcintyre. “However, we're
convinced that a pioneer use of fin
stereo at a national level will do
a lot 1o help us sell records to an
audience which has the income
and the leisure time to enjoy

them.” -4
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what they are doing

CORNER| ™™™

East is East and West is Wese at Jo Walter Thompsou, or Divided
We Stand: We suggest all veps note the Latest information, regarding
the Liggetr & Myers account at JW (New York), All spot buys for
all Liggett & Myers brands are now being handied by Gene Hobicorn
for the western part of the countiy, and by Carrie Senatore for castern
U. S, Madelne Blount and Sara Wind me buving network only,

Rumored along Madison Aveuue: The sroxsor Open Far hears that
Marty Oser, buver (Simoniz) at D-I-S is switching to D'Arey, and that
D-F-8's Dick Newnham will titke over Marty's chores. Also, Bob Fer-
raro is now radio buyer for Bayer Aspirin at D-I-S,

From out of the West via our western correspondent comes i mes-
sage from Dancer-Fitzgerald-Sample (San Francisco) buver Ann Rule.
Ann tells us that she's received a flood of phone calls from reps and
station people wanting 1o know about the La Pina Flour spot radio
buys reported in the H March spoxsor. (We should add here that
La Pina was buving Spunish radio only for six weeks to round out
their usnal 52-week fiseal vear radio schedules for General Mills)) We
wrongly noted D-F-8 media director Sever Toretti as the buver, in-
stead of Ann Rule, but, says Ann, “The credit line didn't matter, it
wis all those phone calls Trom everywhere that broke my arm answer-
ing them and explaining the buy to all concerned.  spoxsor sure has
a lot of "instant” readers. L

Lady off the sick list: We're glad to hear that Zee Guerra, buyer at
Wexton (New York) is now over the mumps aund feeling fit again.

Living in a world of our own: lmagine. to the people down the
block back home, spring flights means the robins are back again,

(Please turn to page 46)

BTS billboard: it walks, it talks
Broadcast ‘T'ime sales a.e. Stan Feinblatt (1) visits Gever Morev Ballard buver
Robert Kutsehe to present for his approval exchiive BTS promotion idea,
colorful tape recorder cover sign. and to play station presentation tape
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“TIMEBUYER'S
CORNER

The South is heard from: Patricia McKemie upped to senior time-
buyer at Harris & Weinstein (Atdanta).

Continued from page 45

1t happened at McCann-Erickson: Dale Paine, an ex-Cunningham
& Walsh gal estimater who moved to McCann-Erickson last year, has
been elevated o broadeast buyer on the Nabisco account. Good news
for hopelul estimators everywhere.

In New York—changes, changes, changes: Bob Decker, senior broad-
cast buyer on the Standard Brands account at Ted Buues, is leaving
that firm to join Ellington as broadcast media director 8 April.

Phil Scumbo, McCann-Erickson, switched from purchasing for vari-
ous accounts to buying for the Nabisco account.

Jack Fennell has left Esty for buying chores at SSCRB.

Mike Keenan recently moved from Lennen & Newell where he was
associate media director, to Fuller & Smith & Ross, where he holds
the same title.

Bob Carney, buyer (P&G's Tide and Crisco solid) at (nmpton
jumps the fence to join Blair TV I April.

Just so you'll be in-the-know, our most traveled correspondent re-
ports that media people in Boston get together at Nick's Steak House.

Don’t worry about that ringing in your ears: It's September wed-
ding bells for Frank Malone, assistant buyer (Filbert’s Margarine) at
Young & Rubicam (New York), The bride-to-be? Virginia Diggins,
with the media research department at Foote, Cone & Belding, New
York, and formerly with WC&DB in Chicago.

On the ad scenc: The first day of spring found us journeying up to
57th Street in the midst of a snow flurry to reach the offices ol Fletch-
er Richards, Calkins & Holden. There we met vice president and
media director, William C, Dekker, who challenged us to spell cor-
rectly his home town, Saulte Ste. Marie, Mich.
(We couldn’t) Bill Dekker assumed his pres-
ent duties with FRC&H last November, after
two vears with Lambert & Feasley, where he
held the same title. Before that he was with
McCann-Erickson for eighteen vears, first as
director of broadcast media, and for the latter
half of his tenure as vice president, media di-
rector. In observing that recently the broad-
cast rating services have been under fire from
many directions, Bill says he’s always felt that
rating services serve a defimite directional
purpose in guiding broadcast buying, but that
because of their different samples and meth-
ods, he doesn’t think these services should be regarded as absolutes,
but as invaluable aids in program and spot assessment. Bill points
out that even a compass with a 107 deviation can most times bring
a sailor home. Bill Dekker, a graduate of the University of New
FHampshire, is married and the father of three children, and makes
his home in Darien, Conn.

William C. Dekker
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PEOPLE-TESTED . .. “‘personality” radio that's
i dynamite in the Albuquerque area. Person-to-person

KQEO, red-hot with New Mexico listeners and ad-

vertisers alike . . . because it's program-proved with

people. KQEO promises “bang-up” results — people
[ who listen, like it . . . people who buy it, love it!

KQEO
1S
I PEOPLE-TESTED

LR BN BN BN S BN % S 4

L AR AR R
P S WY

L 25 20 20 R B B 2R 3 4

WHAT

BLAST

6 KRMG K10A KQEO KLEO
THE JOHN BLAIR STATION

TULSA. DES MOINES. ALBUQUERQUE. WICHITA,
OKLAHOMA 1OWA NEW MEXICO KANSAS

robert e.
eastman & co., inc.
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~COMMERCIAL

By AUSTEN CROOM-JOHNSON

Topping my list ar the moment
is a new tv commercial for the
Gaines people. Tt features four
ducklings sharing a bowl of Gravy
Train  with an amiable Great
Dane. 1 find it the most refresh-
ing concept ol sell for this kind of
product in a dog’s age. The Irumor
revolves around the enormous size
of the Dane, and the four tiny

Analysis, trends,

evaluation in tv/radio

CRITIQUE|

GOOD THINGS LAST A LONG TIME

and the photography need no as-
sistance in putting across the mes-
sage. It not only entertains, it
sells.

During the winter watch, amidst
the maelstromm of animated intes-
tines, snifl tests, and the voices of
germ  warning, Maxwell  House
Coflee continued to attract the ear
as well as the eyve. Eric Siday was
responsible for dreaming up the
musical  effect that comes forth

ducklings who persist in telling
cach other that the dog isn’t there
at all; this, so that they can better
stuff their bills with Gravy Train.
Good sales copy 1s cleverly woven
into the duckling dialogue, which
winds up as follows: Duck 4+ . ..
Say, this stult good for dogs? Duck
I ... Sure, it’s so rich in vitamins,
minerals and proteins it's a com-
plete balanced diet. The Gaines
people know what dogs need and
what dogs like. Duck 3 ... That
so? Duck 1... Ask that dog. Duck
% ... what dog? Duck 4 .. . 1
don't sec a dog. Duck 2... Do you
see a dog? Aml the announcer
puts a pin in it with a chuckle,
sayving, “Gravy Train makes
its own gravy.” ‘T'here’s no music
in this one; the writing, the voices,
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from the percolating pot. It is
good to note thau it still ‘percs’ af-
ter three years and will, 1 guess,
continue its cheerful message for
many a cupful to come.

When something good arrives on
the scene, its wear-test survives over

a long period. You may remem-
ber 1 wmentioned that Pall Mall's
tag, “Outstanding . . . and they are
mild” had been used for 17 years.
Joth the adveruser and the agen-
cy obviously had the courage of
their conviction; and right now
when so many of the boys are
afraid they migli not be earning
their keep unless they produce
something new all the time, it is a
worthy and successful practice that
should be emulated. It’s the Pall
Mall copy in the main, that ap-

pears to lhave doue the job for
them . .. not, 1 think, the series of
musical endeavors with which
these words have been burdened
in the effort 1o arrive at a good
singing commercial. The Pall
Mall tag itself will undoubtedly
coutinue its long-time job of trav-
elling the sales further, despite
the un-noteworthy overtures.

While we're up, how about those
“Look for the Spear . . ."” Wrigley
commercials?  In my book they
couldn’t be better. 1t takes a lot
of courage to introduce a “tease”
music cmipaign and then let it
flower mto singable and likeable
spots.

Along with the vernal shot in
the arm, let’'s have more of the
same . . . better commercials, with
a few winning characteristics and
some new ideas. All it takes is
imagination, selectivity, hard work
and sell.

Forgive and Forget
Delta Airlines: “/t’s Delightful
to Fly Delta” Perhaps, but not to
listen to this ‘gal with piano’ rep-
resentation of a responsible carrier.

Holland House Coffee: “The
Coffee That Sells Itsell.” Judging
from the material given the singer
and the ‘tin can’ accompaniment,
it will have to do just that.

—— AUSTEN CROOM-JOHNSON

Austen Croom-Johnson. creator
with Alan Kent of “Pepsi-Cola
Hits the Spot,” is a widely known
writer-consultant specializing in
the field of musical advertising.
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A special November election-night
survey by Western Union proved again
the power of KCBS. 1000 phone calls,
at random in 6 counties, placed
KCBS first by far, with a 15% share.
Listeners in search of fact put the
next three stations (independents)
10% to 15% behind KCBS.

The second-ranking network placed 5th
in the survey. Surprising?

Not when you consider the regular
format of KCBS. Foreground
programming -- including thorough,
professional news reporting, analysis
and discussion -- has made KCBS

the air of authority in the

San Francisco Bay Area. Affluent
listeners give it their full attention.
The result is better-than-ever action
for advertisers.

Get your share on

RADIO/KCBS

A C8S OWNED STATION REPRESENTED 8Y CBS RADIO SPOT SALES

19



ALFRED L. PLANT
(Continned from page 249)

‘The problemr at the nerwork
level is not oo dissimilar. .\ rela-
tively lew very Linge  advertisers
now enjoy a unique advantage in-
asmuch as they have o maximum
discount position on one or all
ihee networks.  What about the
smaller advertiser—and that is hu-
morous in itsell, masmuch as we
are talking about spending a mere
million or two o three million
dollars?  He is asked to pay open
rates or established rates or quoted
rates.  Frequently he pays half as
much again as the maximun dis-
count advertiser for the same type
ol availabilities. What's more, the
smaller advertiser frequently finds
he has liule chance to get the
choice availabilities.

My third point has to do with
the basis of selling vour product.
More and wore thoughtful adver-
tisers today are sayving that it is
your responsibility to develop a
system to isure that the advertiser
gets what he pays for. You will
not be surprised to learn that 1
agree.

Almost all other media guaran-
tee circulation and their charges
are based on what they deliver.
They publish guaranteed rates and
when necessary alter their rate
cards. They don't all have the same
rate base either. The advertiser
willingly pays more for certain
tvpes of audiences and certain
types of editorial enviromments.
The pulp magazines never try to
get the same page cost per thou-
sand as do the slicks.  Reader’s
Digest with its huge mass audience
can properly be priced lower than
The New Yorker or Vogue.

The same principle would work
[or television. and the advertiser
would know ahead of time what
minimum he was going to get for
his dellars. There is no question
that the tools are available for
getting good audience measnre-
wments. It will cost a little more
money than is now being spent,
but it would be well worthwhile.

Here is an area where the NADR
can and should exercise maximum
leadership  and statesmanship.
Within your ranks there are bril-
liant miuds that can overcome all
of the problems and within a vear
produce a workable counterpart to
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the Audit Bureau of Circulanions.
The cost will ultimately be passed
on to the advertiser as a normal
part of doing business. Both the
large and small advertiser will
benefit from a guaranteed circula-
tion basis of sale. The first by
minimizing  multi - million  dollar
mistakes; the second by having a
more nearly equal buying oppor-
tunity.

You, as telecasters, will do well
too. In the first place, this will
give vou complete control of your
broadcast patterns just as the pub-
lisher of any magazine controls the
editorial content ol his magazine.
I haven’t heard anybody lately tell-
ing Henry Luce that he has to run
a comic strip—or advice to the
lovelormn column—or anvthing else
in Time or Life.

There will be risks for you as
telecasters, of course, but that is a
major part of being in business in
our system. With risks, vou will be
entitled to fair profits. This, too,
is a major part of our system.

Finally. 1 believe the public
would benefit as well. Programing
placed under the centralized con-
trol of highly trained and responsi-
ble executives should be better bal-
anced and should achieve higher
standards. The public will have
more opportunities to see new
products and improved products as
you open up the airwaves to new
advertisers.

Who wins? The economy—yours
and mine and above all—that of
our nation. And without that kind
of growth. none of us will enjoy
good health for long. 4

(Continued [rom page 12)

establishment of a station’s rates.
We are the agent, or if you prefer,
the employee of the station.

As a company with a well estab-
lished place in broadcast reoresen-
tation, we would prefer to sell from
a public and well established rate
card. However, there are times when
a policy determined by the station
makes this impossible. What is true
of us is true of any other representa-
tive, in this area.

Television is a great advertising
medium and to sell it at rates which
are not openly offered to every ad-
vertiser, is a great depreciation of
the medium. We would prefer not

to do so, but frankly, we and others
in our business are not free agents
in this matter.

Q. In nctwork television we've
seen the almost complete switch to
participations, at least on two net.
works. Is there a great deal of con-
fusion between network and spot
today?

A. The spot business has been
good. The networks are just trying
to syphon off some of the spot busi-
ness. If | were in the network busi-
ness | wouldn't blame them for that.
Also, there’s the increase in net-
work costs. There are a great many
small and medium size advertisers
that just can't afford to buy pro-
grams anymore. The only way they
can afford to buy television is to
buy participations.

Q. Do you think, as in foreign
television, tv will go to all spot or
participations?

A. The trend has been that way.
Whether we'll continue or not or go
back to more of the sponsorship for-
mat is very difficult to say. My feel-
ing is that it's just about reached its
peak now. Things will go a little fur-
ther in the participation business,
but ) think most of it has been done.

Q. Do you think spot will move
ahead of the networks?

A. | think there will be a tendency
to go ahead. A station's revenue is
greater from spot than it is from the

network.

Q. Do you sce “clutter” as injur-
ous to television or is it over-cm-
phasized?

A. I'minclined to think it is a little
over emphasized. But | just don't
know. It's hard to say. Every now
and then | hear people say the com-
mercial was more interesting than
the program. | thought that was true
when | was in England. 1 liked their
commercials very well. Their ap-
proach is more sophisticated.

Q. Can we learn from the British?
A. Of course, we can learn from
anybody.

Q. What doyou think is the great-
est challenge facing the broadcaster
today?

A. There is no question that the
major problem facing the broadcast-
er primarily, and the advertiser sec-
ondly, is government regulation, plus
state fegislation. In the State of
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Minnesota, for example, there I1s a
house bill which, if passed, will
eliminate all cigarette advertising
on radio and television. Cigarette
companies are tremendous adverti:
ers, so that bill could very easily af
fect broadcasters.

Q. Do you thinl that the sovern
ment really will suceeed in causin

change or do you tlunk 1t pose

only a possible threat

A. | think that the threat of govern
mental action is having effects even
now in connection with programming
on both radio and television stations

Q. 1t's not through  legislation
lhowever?
A. Well, it's through continued
pressure.

Q. Tu your 30 years in broadcast
ing, what has been the greatest
tonerd o Your career:

A. The greatest amount of satisfac-
tion I've had is watching the growth
and evolution of our company and
by surrounding myself with fine peo-
ple . .. many of whom have become
my best friends. | think that is where
the real permanent satisfaction
comes from rather than from a sin-
gle event. L

William B. Lewis

(Continued from page 33)
unprecedented  prosperity if used
with wisdom

His prediction has come true, but
few people have bothiered 1o give
tv the Lrge ~have of the credit it
deserves for the prosperity the na
tion hus achieved i post-war years.

Who can say with assurance wha
standard ol hiving we might have
enjoved or hLiiled to ¢njoy without
tnnoand s power to sell and s
power to get across new products?

Now we have the warning, issued
by the President here in Chicago
last week. that unemployvment may
rise to 7 per cent even without :
depression.

\utomation makes the unem
plovment  problem more  critical
and the challenge greater. But, un
lortunately. the scope of this prob
lemy is bevond our control

Not bevoud our control, how
ever. 1y the abilitv and the prime
responstbibity of broadcasting to in
crease the sales of advertisers and
to so contribute mightilv 1o th
prosperity of the nation and the
employment of its citizens. L 4
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Sphing Has
analy Boguw

But as usual, we are busy as bees selling
our clients' products to 325,600 TV homes.
With 10 years experience - we're the best
selling bees in Virginia’s number one market.

Buzz your necarest Katz representative—he
will tell you what busy bees we are!

WSLS=TV 10

ROANOKE , VIRGINIA

THE KATZ AGENCY, Inc
National Representatives

“THERE IS NO SUBSTITUTE FOR INTEGRITY"




SPONSOR-WEEK Advertisers & Agencies

L&M tests new ‘triple-filter’ Lark

Liggete & Myers has gone the
other tobacco compaties one bhetter
—commg up with a “uiplefilter”
king-size cigarette which it will un-
veil the week of 7 Aprilin an ini-
tial test campaign using heavy spot
tv i Columbus, O and the ti-city
marketing  area  of  Albany-Troy-
Schenectady. . Walter Thompson
is the agency.

The spot drive will consist of
approximately 10 per week for the
length of the campaign on each tv

L&M takes the wraps off new Lark filter

others: (2) it has charcoal granules
while others have charcoal powder;
(8) its charcoal is in a separate
chamber while the others have
chavcoal dust worked into  the
paper throughout the filter,

The Lark campaigir has a male
model displaying the back of the
pack in a close-up, extolling the
brand’s merits. He added that radio
is not being used at this time be-
cause of the cumpaign’s “highly
visual” techniques,  L&M  began

FILTER CIOARETTES

With the outer “cork™-finish cover peeled open, a magnified view of Lark’s new three-piece Keith
Filter shows how two conventional cellulose acetate filters are teamed with an inner one of
fortified charcoal granules to refine the smoke and remove more irritating gases from cigarettes

station involved. In addition, news-
paper ads will be used, as well as
local inserts in magazines, includ-
ing Life, plus Sunday supplements.

Called Lark, the new cdigarette
features a Keith Filter, named after
Dr. Charles H. Keith, one of its co-
inventors. T'he hilter is comprised of
two cellulose acetate segments sur-
rounding one of activated charcoal
granules used to purify air, The
granules are lortified 1o remove a
greater quantity of irritating gasses
from the tobacco smoke.

An L&M ofhdial said Lark dif.
fers  from other charcoalfilter
cigarettes by: (1) the Keith filter is
some three times the weight of

no

shipping Lark to the test areas 18
March, and they are now being
sold there. With a cork-finished tip,
Lark comes in a soft pack and is
priced in line with other filter
cigarettes.

Pepsi-Cola profits soar
to record $15.4 million

A hike in net profit of 7.397 put
Pepsi-Cola profits over the $15 mil
ion mark for the first time in the
compiny’s history, This record was
attained in spite of the plow-back
of gross profits on promotion of
T'eem, the lemon-lime drink, and
the investments for introduction of

Pepsi-Cola in six new  countries
OVOrseas,

Net sales in 1962 climbed sharyp.
ly to $191,630,223 over the 196]
siles figure of $173,851,126, a 10.29,
increases. Income equaled $2.36 5
share on common stock comparel
with $2.21 a share at the end of
1961,

Agencies 15% cheats
advertisers: Gallagher

Advertisers are dissatisfied with
agency service, media costs, and re-
sults, publisher Bernard P, Gallag-
lier reported last week to the New
York Financial Advertisers, Noting
the squeeze on profits and the fail
ure ol advertising to grow, Gallag.
her proposed a five-point solution
to the problem.

Top management control of ad-
vertising, upgrading the advertis-
ing director, measuring advertising
effectiveness, revised advertiser and
agency functions, and a new method
of agency compensation are needed,
he said. The 159, agency commis-
sion, Gallagher added, cheats the
advertiser, tempting agencies to use
mass media rather than selective
media.

General Mills to acquire
all assets of Duffy-Mott

General Mills has purchased the
assets of Duffy-Mott Co. thru the
exchange of 925 shares of Gen.
Mills common for each outstand-
ing share of Duffy-Mott (ommon.
The transaction is pending ap-
proval of the Gen. Mills hoard and
Duffy-Mott’s stockholders and di-
rectors.

Orchard-Hays tops firm

Systems Programming, Inc. a
new computer-oriented firm, has
been organized by William Or-
chard-Hays. former C-E-I-R, Inc,
vp for information processing and
programing services, with C-E-1-R
as part owner.

With Orchard-Hays serving as
president, and assisted by several
former C-E-1-R employees, SPT will
work closely with C-E-1I-R, both as
a sub-contractor and as a supplier
of technical counsel and services.
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IRTS forms foundation

The Intemmational  Radio
I'elevision  Foundation  has
[ormed by TR'TS to expand the ac
tivities ol the lndusuny  organizi-
ition.
C Willimn K. McDaniel, executive
vice president of NBC Radio and
cirrent president of TRTS, is presi-
‘dent of the foundation.

aned
been

New agencies: Nat Brandon, vet
erim Nashville adverrising man,
opened Brandon & Brandon with
ollices in Room 311, Security Fed-
cral Ollwee Building. s latest as.
‘.\()(‘l.:lli()n was with Doyvne JAdvertis
ing Agency where he was vice presi-
dent Larry Pickard, former
director of news and special prog
ccts for WDBZ'V, Boston, and
"nanaging  editor ol NBCG 1V
1 Today  program, has formed  his
own public relations firm—Pickard
Associates—with oflices at One State
Street, Boston.

Campaign: Zenith Sales will spend
SL600,000 in its spring ad drive in
local and national newspaper and
magazine schedules.  Bailt around
the theme of the company's 5th
Anniversary - vear,  the  program
speirhends the introduction of o
special series of Zenith color and
black-and-white tv products,

New look for AFA: A face lifung
for the logotype of the Advertising
Federadion of America gives a mod-
ern look to atl AFA communica-
tons. New design s a trangnlar-
shaped symbol with AF.\ cast in
modern lettering.

PEOPLE ON THE MOVE
Fred Isserman, Jr., to vice presi-
dent and  account supcr\'isnr on
Ielene Curtis at Edward H. Weiss.
Sanford Alan Haver to creative di-
rector and vice president of Mogul
Williams & Saylor, and a member
of the executive committec.
Charles M. Amory, divector of tv
and radio for the past four years,
to vice president of Wesley Asso-
ciates.

Goldie Heller, creative art divector
of Wesley Associates. to vice presi-
dent.

Elizabeth Pender, account execn-
tive, promoted to vice president,
Phil Dean .Assocs.. New York tv
and radio promotion fivm.
Dorothy E. Hazzard and William
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C. Hantihon 1o consuma
group, lleag & Provandie.

(()l))

1. Jack Csaky 1o media depart-
ment nunager of Litler Neal Battle
& Lindsey, Richmond.

Johm R, Malmo 1o assistant adver-
tising manager ol 1. 1. Bruce,
Fred Maeding. fonmerly time buy-
er supervisor lov the Kellogg ac
count at Leo Burnet, to Aiberto-
Culver as assistant international ad-
vertising manager.

Charles D. Ewart to vice president
of Americm Bakeries to hill new

post ol makenmg divector, rom
vice president and account supa
visor ol Needham, Lowis & Brothy
Robert L. Lubbers o adyertising
manager of the Fargo division of
Super Vilu Stores,

John M. Gutheil to director of
west coast marketing seirvices for
Bw limgion Industries.

Gerard Cnetin to dinector of adyva
tising and sales promotion for Fa
G clopaedia Britannica,

Mary E. Kulilman to directo of
consumer service, Dr. Pepper,

AVERAGE HOMES DELIVERED

PER QUARTER HOUR
[November, 1962 ARB — 6:30 10 10 p.m.)

LINCOLN-LAND® “A"

(KOLN-TV /KGIN-TV} . ie...80,500

DMAHA "A™ i i i ey 57,900
OMAHA “B™ .......ciiiiininn, 55,000
OMAHA =C* ., ... R 52,800
LINCOLN-LAND® “B" .......... 23,600
LINCOLN-LAND® ™C* . ..........19,200

*Linceln-Hostings-Kearney

e J;fj'ﬂ elfens
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YOU'RE ONLY

HALF-COVERED

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

.. . covering a bigger,
better Lincoln-Land

One slip is one too many when you're
looking for the top mark ets. Miss
Nebraska's big. rich TV warket called
Lincoln-Land and you'll miss more 1lim
half the buying power of the entire stale.

Lincoln-Land is now raied the Tith
largest market in the US.7, based on the
average nnmber of homes per quarier
hour delivered by all stations in  the
markel, The 206,000 homes delivered by
Lincoln-Land’s KOLN.TV KCINTV are
essential for any advertiser who wuanis 10
reach the nation’s most importan) markels.

Ask Avery-Knodel for the full story oa
KOLN-TV KGIN.TV — the Official Basic
CB3 Outler for most of Nebrasha aad
Northern Kansas,

CARDB ranlinz

KOLN-TV [KGIN-TV

CHANNEL 10 ® 314,000 WATTS

CHANNEL 1) © 314,000 WATTS

1000 F1. TOWER 1049 F1. TOWER

COVEIRS LINCOLN-LAND —NEBRASKA'S OTHER BIG MARKET
Avery-Knodel, Inc., Exclutive Notionol Representotive



“WASHINGTON WEEK ::::
\ in U.S. Government
that affects sponsors,

1 APRIL 1963 / copyrignt 1963 agencies, stations

In the Washington ratings probe, as last week wore along, A, C. Niclsen Co.
scemed to be getting into an ever-deeper hole before the House Commeree Investi-
gations subcommittee.

There were some open accusations, but for the most part the trouble appeuared to lie more
in subcommittee impatience with statisties than with any allegations of specific shortcomings.

There was, however, a long way to go. The subcommittee stafl appeared confident that it
would supply the instances of shortecomings. Already there had been charges of Nielsen “fili-
hustering”™ (a reference to repeated attempts to explain things statisticallv). There were also
charges that Nielsen encourages users of its ratings to depend on them to fractions
of a percentage point.

Rep. John Moss (D.. Cal.) said a Muskegon. Mich.. tv station should appeal to FTC and
Justice for restraint-of-trade prosecution of Nielsen because of refusal to redefine the Grand
Rapids-Kalamazoo metro area to include Muskegon.

\ 4

It developed further that in 1952 Nielsen had attacked the method of Broadeast
Measurement Burean in computing station coverage.

Then, in 19306, Nielsen had used a method similar to defunct BMB. Nielsen executive vice
president Henry Rahmel tried to explain that clients wouldn’t pay the extra cost for the hetter
method.

The subeommittee throughout refused to accept statistical documentation. and at
length Nielsen witnesses had to ahandon much of their prepared testimony. Moss said the sub-
committee wanted “facts.”

v

Questioning sometimes ranged hetween national tv surveys and local radio, and
beecame confusing,

On local radio, staff prober Robert Richardson raised doubts about validity of the sample
and Moss commented that “under other legislation 1 have worked on. this would he called false
labelling.”

For smme unknown reason, Rahmel permitied this line of questioning to continue for a
long time before he pointed out that the practices in gquestion had been stopped under
the FTC consent decree.

lichardson noted that network tv reports are broken down to cost-per-thousand for adver-
iiser clients. He charged this is “making a very good science out of it.” Rahmel denied Nielsen
represents it as an “exact science.”

| 4

Sterling Drug and ad agencies Thompson-Koeh and Dancer-Fitzgerald-Sample.
suceessful in New York distriet conrt against a motion for a preliminary injunction
by the FTC. have now denied FTC false-ad elaims against them.

The complaint involved broadeast and print ad campaigns based on the famous FTC-
financed Baltimore test of pain relievers.

Sterling claimed that the New York court in a decision which the FTC is appealing, had
found none of the advertising false and misleading. The company and the ad agencies went on to
accuse F'TC. itself. of false advertsing in a press release which was “ineorrect and misleading.”
They added that the complaint misrepresents the contents of the advertising.

Kenneth A, Cox at long last substituted his vote for that of retiring FCC Com-
missioner T. A. M. Craven at last week’s FCC meeting.

He was sworn in last Tuesday. and Newton Minow special assistant James B. Sheridan took
the vacated Cox position as chief of the FCC’s broadeast hureau.
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THE WEEKLY MAGAZINE RADIO/TV ADVERTISERS USE SPECIAI—

ON WISCILLOWA'

the TV station with

a 3 billion dollar market!

Channel 3 coverage of WISCILLOWA
(Wisconsin, [llinois and lowa)

delivers a real Money Market

without which no television market

list is complete.
Talk it over with

your PGW Colonel.

o
\\‘ ‘\-‘ .\f° .s{»

WISC-TV

MADISON, WISC.

VISIT SPONSOR AT CONRAD HILTON SUITE 2506

On hand to greet you at our hospitality suite are the SPONSOR staff and a

special photographer who will take your Polaroid photograph, in color.
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FROM HERE TO ETERNITY »

TVESTEQN EDITION

he New fJork Times.

“...IRONICALLY ENOUGH
INSTEAD OF DIMINISHING
IN APPEAL AFTER 15
YEARS OF TV, THE
FEATURE-LENGTH FILMS
APPEAR TO BE, IF
ANYTHING, MORE DURABLE
THAN EVER..."

JACK GOULD
N.Y. TIMES, WESTERN EDITION
JANUARY 16, 1963
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Now...another 13 great

are available for TV
... great ones like these!

Distributed Exclusively by 2 g%



see what’s growing on KTVI

St. Louis has been looking around and
changing TV habits. January ARB Metro shares
compared with November document that change
toward KTVI. Mornings are up 57 percent;
afternoons are up 20 percent; late evenings are

* 9.00 AM—12 NN, M-F
12:00 NN—6.:00 PM. M-F
10:00 PM—12 MD, M-S

citad

up 13 percent.” Programs that earned their new
share include GIRL TALK, DIVORCE COURT and
STEVE ALLEN. Now is the key time to take a
fresh look at St. Louis for your client’s future
plans; see what's growing on KTVI!
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Broadcasters endorse federated NAB

SPONSOR survey shows three-to-one margin in favor
Ratings cited as prime project for NAB to tackle
Broadcasters favored for top radio and tv posts

6U

6

CONVENTION SPECIAL

he 1963 convention of broad-
Tcuslcrs opens at a time of un-
precedented prosperity for the in-
dustry. Unfortumately, the prosper-
ity does not even begin to spread
to all. Many v stations, including
those in large markets, as well as
some ubf outlets, will not enjoy
the bounty, still measuring their
progress in terms of cutting down
losses. And in radio, though total
industry profits may be impressive,
there will be many a broadcaster
involved in a life and death strug-
gle.

Concurrent with the business
problems many will face, will be
the increasing pressures from gov-
ernment and critics for which all
will have to account. The FCC
Omaha  hearings, the always-
mounting pressures from the self-
appointed guardians of the pub-
lic taste, the Harris hearings on
ratings, the Celler investigation of
newspaper ownership stations, are
but a few of the harbingers of
trouble which lie ahead. To be-
lieve that such issues will ever
diminish would be to flaunt the
record of the past decade. Broad-
casters in particular, and the ad-
vertisers which support the indus-
ry, cannot expect escape.

For broadcasters, however, there
is an obligation to their customers,
to best protect them against the in-
cursions from without, in order
that advertisers may sell their
products in a healthy atmosphere.

Despite  prosperity, radio and
television must not be lulled into
a false sense of security.

What better time is there for ac-
tion, than now, for the broadcast
ing industry to take arms against
its troubles? The times, sroNsor

believes, call for a strong, unified
front against all comers by as
many facets of the industry as can
be mustered together.

Sronsor  recently  completed  a
survey of broadcasters on the subj-
ect of a federated NAB. By a three-
to-one margin, broadcasters reply-
ing endorsed the idea,

For many years, the subject of a
federated NAB has been debated
throughout the industry. As long
ago as 6 June 1949, spoNsor pub-
lished an editorial entitled “Blue-
print for a Federated NAB.” Since
that time, it has frequently pre-
sented articles and  editorials on
the subject.

Sroxsor’s version of a federated
NAB embodies separate radio and
tv divisions, each with its working
president and board of directors.
It would receive a portion of the
total NAB budget. The two sepa-
rate divisions would deal with
radio and television projects re-
spectively. These projects would be
handled autonomously.

An overall president of NAB
would be in charge of the total
NAB. Matters common to both tv
and radio, such as Congressional
activity and liaison, labor rela-
tions, regulatory matters, conven-
tions, and the like, would be
supervised by the NAB president.

The responses to SPONSOR’s ques-
tionnaire indicate a strong prefer-
ence, by all who would like to sce
a federated NAB, for having many
of the organizations now outside
NAB under the wing of the top
president,

In answer to a SPONSOR question
which projects broadcasters would
like to see undertaken, responses
varied, although it was obvious
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hat wany felt more things should
e done.

Oue general manager called lor
‘a firm stind against government
intervention i programing.”

Another urged building a better
image and a program for develop-
ment ol personned.

A New England station execu-
tive saw the need for a “public
relations and ageney campaign to
clevate radio’s bad publicity.”

From the [ar west a broadcaster
urged  “inauguration ol an inde-
pendent rating service and a con-
centrated  campaign to limit the
intnsion ol government.,” Ratings
also were cited by a number of
others replying.

A Texas exccutive noted  that

“RAB shouldn’t be necessary if
NAB  Radio  functioned as 1t
should. Tt was born of NAB's f[ail-
ure in radio.”
{ .\ few  admitted  they  didn’t
[know enough to express a valid
opiaion, but in the words ol one:
“Believe 1t merits  consideration
and  should be given exhaustive
study by anindustry group.”

On  the opposition  side.  one
{ broadcaster said he didn't like the
[idea at all. “T'he present way is the
{I)cxl. The public thinks of ‘broad-
doasters” as radio and v, The FCC
thinks the same. Agencies think
the same. And many broadcasters
think the same.”

A Nevada station president felt
the “split wonld be a backward
step and undo the work it took to
combine them over the yean.”

With union of the many splinter
orgimizations  now  existing  into
one lederated NABL there would
develop, we believe, a strong or-
gaization which could deal with
problems ol the industry more ef-
fectively.

In passing. it should be noted
that of the many  organizations
now outsile NAB. there  were
strong  feelings  toward  separate
sales organizations for radio and
television, as well as those who
would like o see TvB and RAB
incorporated i o the lederation.
Such sentiment. related to the tra-
ditionally  separate  functions  of

SPONSOR 1 aprriL 1963

editorial and sales, might dictate
RADB aued 'I'vB remaining antono-
mous, Separite sales organizations
however, are not ncecessarily  es
sential to the suggested unification.

As to persons who might head
the separate radio and  television
divisions  within  the  federated
NAB, one Liirly dlear-cut pattern
cinerged Trom the response to our
questionnaire. Broadcaasters wonld
like 10 see indostry men rather
than outsiders head the separate
divisions.

Such details, however, are not
for a publication to suggest. Those
decisions  rest with broadaasters
who support NAB and other or-
ganizations. Yet it is within our
province o suggest  that broad.
casters do have an obligation 1o
advertisers 1o put their best loot
forward throngh a strong, nnifred
organization  which  can move
ahead effectively to face the chal-
lenges constimtly being thrust at

them. 4

NAB President LeRoy Collins
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OUR JOB GETS 6 MILES LONGER EVERY WEEK

Long ago we discovered that air-borne coverage of Los Angeles traffic
was too big a job for one man. We added a second helicopter, a second

pilot. But the Los Angeles Metropolitan Area builds streets and freeways

at the rate of 6 miles a week. So KMPC has added a third airplane. A

fixed-wing craft that can scoot the 175-mile breadth of the Metro Area '

in the tick of a few minutes. It takes this kind of winged expansion to
keep pace with an area where nearly 2 million motorists spend a daily
average of 1 hour and 36 minutes behind their auto radios. Only KMPC
does it. That's why, in Los Angeles, only KMPC matches the market
by moving with it.

KMPC Los Angeles
Represented by AM Radio Sales Company

Golden West Broadcasters cowwes « KSFO San Francisco « KEX Portland + KVI Seattle-Tacoma




NATIONAL
ASSOCIATION of BROADCASTERS
CONVENTION

CONRAD HILTON, CHICAGO

REGISTRATION: Suturday, 80 March, 9 aan-5 pan; Sunday 8P March, 8 aan.-6
p-an: Monday, 1 April, 8 ame-6 pome: Tuesday, 2 Apnil, 9 aan-
5 pan: Wednesday, 3 April 9 aame-5 pane Lower Lobby,

EXHIBITS:

Sunday 31 March, 12 noon-0 pan.; Tuesday, 2 April 9 aan.-7

p-mes Wednesday, 3 April 9 aum-6 pone East and West Exhibit

[Talls.

Convention Highlights

> General Assembly, Monday 1 April, 10:30
a.m.-11:45 a.m., Grond Ballroom. Presentation
of NAB Distinguished Serveice dward to Bob
Hope.

> Management Conference Luncheon, Monday
1 April, 12:30-2 p.m., Iuternational Ballroom.
lddress: LeRRoy Collins, president, N L.

» Management Conference Luncheon, Tuesday
2 April, 12:30-2 p.m., Grand Ballroom. .ld-
dress: Newton N, Minow, chatvman. Fedeval
Communications Commissvion,

» NAB Television Code Review Board meeting,
Tuesday 2 April, Room 18,

» Management Conference Luncheon, Wednes-
day 3 April, 12:30-2 p.m., Intcrnational Ball
room, Address: George Romney, Goooinor of
Michican,

» General Assembly, Wednesday 3 April, 2:30-
5 p.m., Grand Balhoom. Panel diseussion:
Fedeval Communicatyony Commosion,

B> NAB Radio Board of Directors meeting,
Wednesday 3 April, 5 p.m. Room I3,

> NAB Television Bnard of Directors meeting,
Wednesday 3 April, 5 p.m., Rooa 10,

DAY BY DAY MANAGEMENT EVENTS

GENERAL INFORMATION:

A NAB convention and stofl offices are located on
the third floor of the Conrvad Hilton Hotel unless
otherwise designated.
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N EETTTES €573 o U Astoria Room
Banquet Exchange Desk .......ccovveevrrereirenen. Lower Lobby
Membership Certificate Desk ... Lower Lobby

Saturday, 30 March

9:30 a.m. National Assn. of FM Broadcasters
Business Session—Waldorf Room

10 a.m. QXR Network
Meeting and Luncheon—Rooms 18 and 19

2 p.m. National Assn. of FM Broadcasters
FM Session—Waldorf Room

3 p.m. ABC TV Affiliates
Meeting and Presentation—International Ballroom

5:30 p.m. ABC
Reception—International Baliroom

7:30 p.m. ABC TV Affiliates
Dinner—Grand Ballroom

Sunday, 31 March
8:30 a.m. Assn. of Maximum Service Telecasters
Continental Breakfast—Bel Air Room

9:30 a.m. Assn. of Maximum Service Telecasters
Membership Meeting—Beverly Room

9:30 a.m. National Assn. of FM Broadcasters
FM Session—Waldorf Room

10 a.m. Daytime Broadcasters Assn.
Membership Meeting—Williford “C” Room

10:30 a.m. Broadcast Music
Board of Directors Meeting and Luncheon—Parlors 25 and 26

11 a.m.-5 p.m. ABC Radio Network
Affiliates Meeting—Williford *'B™ Room
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12:30 p.m. ABC Radio Network
Affiliates Luncheon—Williford “A” Room

12:30 p.m. CBS TV Affiliates
Board of Directors Luncheon—Board Room 12

1 p.m. Assn. of Maximum Service Telecasting
Board of Directors Meeting—Bel Air Room

2:30 p.m. NAB Radio Code Review Board
Board Meeting—Room 19

2:30-5 p.m. Radio—NAB FM Day Program
Report of the FM Radio Committee chairman, Ben Strouse, WWDC-FM,
Washington, D. C. Panels: "“Enhancing the Station Profile”; “Stereo—
One Year later”; “FM Forum.” Continental Room

3:30-5 p.m. Television
Panel: “Secondary Market Television Session.” Moderator: Thomas C.
Bostic, KIMA-TV, Yakima, Wash. Waldorf Room

4 p.m. Assn. for Competitive Television
Membership Meeting—Room 14

4 p.m. Clear Channel Broadcasting Service
Membership Meeting—Room 18

4-6 p.m. Tour of WGN Mid-America Broadcast Center
Buses leave 8th St. entrance of Conrad Hilton at 4 p.m.

6 p.m. CBS TV Affiliates
Reception and Banquet—Ambassador West Hotel

6:30 p.m. NBC Radio and Television Affiliates
Reception and Dinner—International Ballroom

Monday, 1 April

7:30 a.m. Assn. on Broadcasting Standards
Membership Breakfast-—Room 14

8 a.m. TV Stations, Inc.
Breakfast Meeting—Mayfair Room Sheraton Blackstone. Speaker: Syl

vester L. Weaver, Chairman of the board, McCann-Erickson, Interna-
tional.

10:30 a.m.-12 noon General Assembly
Grand Baliroom. Special message from the President of the United
States. Presentation of NAB Distinguished Service Award to Bob Hope.
Remarks: Mr. Hope.

12:30 p.m.-2 p.m. Management Conference Luncheon
International Ballroom. Introduction of the speaker: Clair R. McCol-
lough, Steinman Stations, Lancaster, Pa., chairman, NAB Board of Direc-
tors. Address: LeRoy Collins, president, NAB

2:30 p.m.-5 p.m. Management Conference Assembly
Grand Ballroom. Panel: “Broadcasting in a Free Society.” Moderator:
Erwin 0. Canham, editor, “Christian Science Monitor.” Presentations:
Roscoe L. Barrow, dean, College of Law, University of Cincinnati; W.
Theodore Pierson, Pierson, Ball & Dowd, Washington, D. C. Respon-
dents: Charles H. King, dean, Detroit College of Law; Lawrence Laurent,
radio-television editor, Washington *Post”; Donald H. McGannon, presi-
dent, Westinghouse Broadcasting Co.; Philip M. Hauser, chairman, De-
partment of Sociology, University of Chicago.

Tuesday, 2 April

10 2.m.-12 noon Radio Assembly
Grand Ballroom. Report of the chairman of the Radio Board, Willard
Schroeder, WOOD, Grand Rapids, Mich. “Radio Month Roundup.” “The
New RAB Presents a Blueprint for a Second Growth in Radio”’—Edmund
C. Bunker, president; Miles David, administrative vice president; Rob-
ert H. Alter, vice president, national sales. “Radio: The Lively Corpse!”
—Mitch Leigh, creative director, Music Makers, New York
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8:15 a.m. Television Assembly
Continental Breakfast, Waldorf Room

9 a.m.-12 noon Television Assembly

Waldorf Room. “Computers—Friend or Foe?"—Norman E. Cash, presi-
dent, Television Bureau of Advertising; Warren A. Bahr and Joseph F.
St. Georges, Young & Rubicam. "The Station Image-—Local Programing
and Public Service”’—Moderator: Mike Shapiro, WFAA-TV, Dallas, mem-
ber, NAB Television Board of Directors. Panelists: John F. Dille, Jr,
Truth Publishing Co., Elkhart, Ind.; Harold Essex, WSJS-TV, Winston.
Salem, N. C.; A. Louis Read, WDSU-TV, New Orleans; W. C. Swartley.
WBZ-TV, Boston. “Here’s How"—TIO Presentation. Introduction: Clair
R. McCollough, Steinman Stations, Lancaster, Pa. Presentation: Roy
Danish, TI0. .

12:30 p.m.-2 p.m. Management Conference Luncheon
International Ballroom. Address: The Hon. Newton N. Minow, Chairman,
Federal Communications Commission.

2 p.m.-5 p.m. NO SCHEDULED SESSIONS
There is no program for this period so delegates may visit exhibits and
hospitality quarters

2:30 p.m. NAB Television Code Review Board
Board Meeting, Room 18

2:30 p.m. All Industry Television Music Licensing
Committee
Meeting—Room 14

7:30 p.m. Broadcast Pioneers
Banquet—Grand Ballroom

Wednesday, 3 Apr'l

9 a.m.-10:15 a.m. Labor Clinic (Closed Session)
Grand Ballroom. Moderator: James H. Huibert, NAB. Participants:
Abiah A. Church, Storer Broadcasting; Louis P. Gratz, Time, Inc;
Joseph 0. Schertler, Westinghouse Broadcasting; David L. Loughty, NAB.

10:30 a.m.-12 noon Radio Assembly

Grand Ballroom. “The Importance of Radio's Dollar Volume Figures.”"—
A presentation of the Station Representatives Assn. directed by Ed-
ward Codel, president, and featuring spokesmen from advertisers,
agencies, and radio stations. NAB Radio Research: Melvin A. Gold-
berg, vice president and director of research, NAB. “The Next Time
Around”—Robert T. Mason, WMRN, Marion, 0., chairman of the All
Industry Radio Music License Committee

10:30 a.m.-12 noon Television Assembly
Waldorf Room. Television Board Elections. Special Feature: Informal
Discussion of Proposal to Adopt NAB Code Time Standards into FCC
Rules. Participants: Hon. Robert E. Lee, member, FCC; William D.
Pabst, KTVU, San Francisco-Oakland, Cal., chairman, Television Code
Review Board, NAB Code Authority

12:30-2 p.m. Management Conference Luncheon
International Ballroom. Address: The Honorable George Romney, Gov-
ernor of Michigan.

2:30-5 p.m. The Annual NAB Business Session
General Assembly. Grand Ballroom. Panel: Federal Communications
Commission: Hon. Newton N. Minow, chairman; Hon. Rosel H. Hyde,
Hon. Robert T. Bartley, Hon. Robert E. Lee, Hon. Frederick W. Ford,
Hon. E. William Henry, Hon. Kenneth A. Cox, Moderator: Clair R. Mc:
Collough

5 p.m. NAB Radio Board of Directors
Meeting—Room 18

5 p.m. NAB Television Board of Directars
Meeting—Room 19

7:30 p.m. Annual Convention Banquet
International Baliroom
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ABC RADIO
GREW
THE MOST!

In the last twelve months, for example, Seven 50,000 WATT
STATIONS joined the ABC Radio Network.

WCKY, Cincinnati; KCTA, Corpus Christi; WHAS, Louis-
ville; WHADM, Rochester; KRAK, Sacramento; KWKH,
Shreveport; WWVA, Wheeling.

Four of these stations joined us directly from other net-
work affiliations. The other three dropped affiliations to be-
come independent, then joined ABC Radio. Their reason? It
made the best broadcasting and business sense. This state-
ment by WHAS management is typical:

“We have been impressed by the aggressive fashion in
which ABC administers its netswvork. This coincides with our
strong convictions about Radio as an important medium to
the people.”

In total, ABCachieved a net gain of 36 stations during 1962.
Some of these stations represent new markets; others repre-

4 N i

sent market improvements thrrough better facilities. All rep
sent our establishment of a “balanced” network representi
both power and inside coverage.

Our long-time affiliates haven’t stood still either. For
three per cent of them effected power increases during 19
furthering their coverage and competitive effectiveness.

That's why advertisers on the ABC Radio Network were able
conclude a twenty-six or fifty-two week campaign with mt
stations, and greater effectiveness than when they began. It w
be a fact 52 weeks from now that the same was true in't!

Add it all up and you will find that now is the time to:|
evaluate network radio because: TH ACTS A '.’Ol.{c

NTL{
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NETWORKS

ABC Radio CH 2306A-11A

Robert R. Pauley, pres.; James Duffy, exec.
v.p., nat'l. sales dir.; William Rafael, v.p.
programing; Earl Mullin, v.p. station rela-
tions; Tom D'Brien, nat’l. news editor; Jack
Mann, v.p. Radio West; Frank Atkinson, mgr.
station relations; William Cochran, mgr. sta-
tion refations West; Robert Holmgren, dir.
sls. & bus. admin.; Robert Chambers, mgr.
station clearance; Edward Bishoff, dir. sls.,
central; William MacCallum, Midwest prog.
dir.; Donald Schlosser, adv. coord., mgr. sls.
development.

ABC TV CH 2306

Leonard H. Goldenson, pres.; Thomas W.
Moore, v.p.; Robert L. Coe, v.p. station re-
lations; Daniel Melnick, v.p. nighttime pro-
graming; Armand Grant, v.p. daytime pro-
graming; James C. Hagerty, v.p. news, spe-
cial events & public affairs; Edgar ).
Scherick, v.p., tv network sales; Mortimer
Weinbach, v.p., asst. gen. counsel, AB-PT;
Donald Shaw, dir., tv stn. relations; Joseph
Giaquinto, dir. tv stn. clearances; Chester
Simmons, pres., Sports Programs, Inc.

CBS Radio CH Cairo Suite, 1806-04

Arthur Hull Hayes, pres.; James M. Seward,
exec. v.p.; George Arkedis, v.p., network sls.;
W. Thomas Dawson, v.p. information svcs.;
Fred Ruegg, v.p. station administration; Wil-
liam A. Schudt, Jr., v.p. affiliate relations:
Davidson Vorhes, v.p. operations; Alvin
Balkin, clearance coord. net sls. svc.; Arthur
G. Peck, dir. net operations; Sidney Garfield,
dir. press information; Gerald Maulsby,
admin. mgr. affiliate relations; Richard F.
Hess, asst. to v.p. station admin.; Alfred N.
Greenberg, field mgr. affiliate relations;
Eric H. Salline, nat'l. mgr. affiliate relations;
Ogden Prestholdt, dir. engineering,

€CBS TV CH 2320-25

Dr. Frank Stanton, pres., CBS, Inc.; James
Aubrey, Jr., pres.; Frank Shakespeare, Jr.,
v.p. & asst. to pres., CBS TV

SPONSOR 1 arrin 1963

HOSPITALITY SUITES

CBS TV Afifiliate
Relations CH 2325-26

Network: William B, Lodge, v.p. affiliate re-
lations; Carl Ward, v.p., dir. affiliate rela-
tions; Gordon Hayes, national mgr. affiliates;
Jack Cowden, v.p., public information:
Charles Steinburg, v.p., press information.
Stations: Merl Jones, pres., stations; Craig
Lawrence, v.p.; Hal Hough, v.p.; Harvey
Struthers, v.p.; Bruce Byrant, v.p.

08&os: Clark George, WBBM-TV, Chicago; Jack
Schneider, WCAU-TV, Philadelphia; Norm
Walt, WCBS-TV, New York; Gene Wilkey.
KMOX-TV, St. Louis; Robert D. Wood, KWXT-
TV, Los Angeles.

Keystone Bdcstg. Sys. CH 804-5-6

Sidney J. Wolf, pres.; E. R. Peterson, sr.
v.p.; Miss Charlotte Tucker, dir., station re-
lations.

Mutual Bdcstg. Sys. CH 1604-6A

Robert F. Hurleigh, pres.; Joseph F. Keating,
v.p. programing; Frank Miller, asst. to the

pres,
NBC Radi S-B liesidentia
NBC TV Suite

Robert W. >arion, cnairman of the board:
Robert Kintner. pres.; David C. Adams, sen-
ior exec. v.p.; William McAndrew, exec. v.p.
news: William K. McDaniel, exec. v.p. radio
network; Tom Knode, v.p. station relations:
Aaron Rubin, exec. v.p., treasurer.

REPRESENTATIVES

Adv. Time Sales Essex Inn 301

Thomas B. Campbell, pres.; John A. Thomp-
son, v.p.; William N. Davidson, v.p.; Alan J.
Bell, dir. promotion. research.

AM Radio Sales S-B 2643-45
Bill Losee. pres.; Jerry Glynn, v.p.

Avery-Knodel S-B 1108-910
J. W. Knodel, pres.; J. S. Stewart, radio

John Blair & Co.

Complete guide to location of Hospitality Suites
of networks and other industry organizations

sales mgr., N. Y.; Robert J Kizer, tv sales
mgr. N Y.; Elizabeth Ann Barrett, asst. sec.:

Arthur  O'Connor, Detroit. Wilham B Mc-
Kinstry, St. Louis.

Mort Bassett Co. Essex Inn
Mort Bassett, pres.

Elisabeth Beckjorden S-B

Elisabeth Beckjorden, pres.

Charles Bernard, Inc.,
Country Music Net

Pick-Congress
Charies Bernard, pres.

S-B 608

John Blair, pres.; Arthur McCoy, pres., Blair
Radio; touis Faust, v.p., sales mgr., Blair
Radio; David Lundy, pres., Blair TV; James
Theiss, v.p., gen. mgr., Blair TV; Frank
Martin, exec. v.p., Blair TV.

Executive House 2011-12

George Bolling, pres.; Dick Swift, pres., tv;
Dick Koenig, v.p., radio; Ralph Kelley Chi-
cago.

Bolling

Brdcst. Time Sis. Exec. House 3211

Car! Schuele, pres.: Ronald Durham Ch'cago
district sales mgr.; Karen Turner Milwaukee
mgr.

CBS Radio Spot Sales CH 1824

Maurie Webster, v.p.. gen. mgr Ronald I
Gilbert. N. Y. sales mgr.; Charles Bu ze
Chicago office; Fred Ruegg vp of station
administration; plus Chicago staff

Henry 1. Christal CH 1306

Henry Christal, pres.: Irvin Gross v.p. gen.
mgr.; Philbin Flanagan, sales mgr John
Fouts. Detroit: Richard Charlton Chicago

Oevney Organization Exec. House

Edward ). Devney. pres.; John Markey. Chi-
cago mgr.
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Bob Dore Assoc. S-B
Bob Dore, pres.; Ed Sherinian, Chicago mgr.

Robert E. Eastman Executive House

Robert Eastman, pres.; Richard Arbuckle,
exec. v.p.: Joe Cuff, v.p. in charge of sales;
George Dubinetz, v.p., Chicago mgr.

FM Group Sales CH

Art Sakelson, pres.; Mike Gilroy, v.p., Chi-
cago; James Morrow, treas., Chicago.

Forjoe CH
Jaceph Bloom, pres.

Gill-Perna CH 2400
Helen Gill, pres.; John J. Perna, Jr., exec.
v.p.; Dan Bowen, Detroit mgr.; Walter

Beadell, Midwest mgr.; Marshall Black, sales
exec., Midwest.

Herbert E. Groskin
Herbert Groskin, pres.

Oxford House

Harrington,
Righter & Parsons SB 808

V. R. Righter, pres.; James 0. Parsons, v.p.;
John Dickenson, v.p.; Arthur C. Elliot, v.p.;
Maurice Rashbaum, v.p.

CH 1600

George Hollingbery, pres.; Ed Spencer, vice
chairman of the board; Harry Wise, pres. tv;
Fred Hague, pres. radio; Warren Nelson,
v.p. tv; Robert Pierce, sales mgr.; Phil Cor-
per, v.p.; Richard Hunter, v.p.; Roy Edwards,
v.p.

George P. Hollingbery

Hal Holman Co. CH 2122A
Hal Holman, pres.
Bernard Howard CH

Bernard Howard, pres.; Jack Davis, exec.
v.p.

H-R Reps. Executive House 3711

H-R TV: Frank M. Headley, chmn.; Frank E.
Pellegrin, pres.; Dwight Reed, exec. v.p;
Edward P. Shurick, v.p.; Jack White, v.p.;
Grant Smith, v.p.; Avery Gibson, v.p. H-R
Radio: James Alspaugh, exec. v.p.; Bill Mc-
Rae, v.p.

The Katz Agency  Exec. House 3803

Eugene Katz, pres.; Edward Codel, v.p., cli-
ent relations.

Jack Masla & Co. Park East
Jack Masla, pres.; Allan S. Klamer, v.p.
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McGavren-Guild

Daren F. McGavren, pres.; Ralph Guild, exec.
v.p.; Edward Argow, New York sales mgr.;
Robert Mahiman, Chicago sales mgr.; Ted
Chambon, Chicago a.e.

Executive House

The Meeker Co. CH 1700

Robert Meeker, pres.; Jack Hardingham, dir.
sales devel.; Charles Standard, v.p., sales;
Martin Mills, research-promotion dir.; Herb
Hahn, radio sales mgr.; Robert Dudley, sta-
tion relations dir.; Edgar Filion, v.p., West
Coast (San Francisco); Don Palmer, Los An-
geles mgr.

Metro Radio Sis. Sheraton Towers
& Wrigley Bldg.

H. D. (Bud) Neuwirth, v.p., dir.; Robert Car-
penter, New York sales mgr.; William Lauer,
Detroit sales mgr.; LeRoy Rizor, St. Louis
mgr.; Richard Schutte, San Francisco mgr.;
Robert Jones, Los Angeles mgr.; Richard
Kelliher, Chicago mgr.

NBC Spot Sales Ambassador East
Richard H. Close, v.p. in charge.

Peters, Griffin, Woodward S-B 705

H. Preston Peters, pres.; Lloyd Griffin, tv
pres.; Jones Scovern, v.p.; Charles R. Kinney,
tv v.p.; Arthur E. Muth, tv v.p.; William G.
Walters, tv v.p.; Lon King, v.p.; Ray Stanfield,
radio v.p.; Thomas Taylor, radio v.p.; William
W. Bryan, v.p., Detroit mgr.; John G. Butler,
radio mgr., Dallas; Paul Wischmeyer, tv a.e.,
St. Louis; Arthur Bagge, radio v.p., Chicago;
William Tynan, tv v.p., Chicago.

Edward Petry & Co. CH 1400

Edward Petry, board chmn.; Martin Nierman,
exec. v.p.; Ben H. Holmes, v.p.; Roger Le-
Reau, v.p.; Bill Rohn, v.p.; Bill Larimer, Los
Angeles mgr.; Joe Sierer, radio mgr., At-
lanta.

Roger O'Connor Essex Inn

Prestige Representation Org. S8
Sam Brownstein, pres.

Radio-Television Reps. CH 800

Peggy Stone, pres.; Sol Frischling, dir. of
research; Sy Thomas, v.p., Chicago.

Paul H. Raymer Executive House

Paul H. Raymer, pres.; Fred Brokaw, exec.
v.p.; Stuart M. Kelly, v.p.; Powell Ensign,
v.p.; Robert B. Rains, Detroit; John Rath,
Chicago magr.

Robert Richer Reps.
Robert Richer, pres.

Palmer House

Select Station Representatives S-B

Albert B. Shepard, exec. v.p.; Irvin Unger,
Chicago.

Spanish Intl. Net Sis. Palmer House
Rene Anselmo, v.p.

Spot Time Sales Executive House

John Erickson, pres.; Carl Loucks, v.p.; How-
ard Shulman, sales mgr.

Storer Tv Sls.

Peter Storer, pres.; Francis P. Barron, v.p;
gen. mgr.; John D. Kelly, eastern sls. mgr,;
Julian Kantner, Midwest sls. mgr.; Richard
Helledy, Charles Lieber, Bud Mertens, Sam-
vel Eadie, Midwest sales.

TvAR Drake Hotel

Larry H. Israel, pres.; Robert McGredy, v.p;
Ben Margolis

TV Stations CH 2024A

Herb Jacobs, pres.; Grace Jacobs, v.p.; Dan
Menchel, v.p.; Ron Krueger, sales.

Venard,
Torbet & McConnell CH 2100

L. G. Venard, pres.; Alan Torbet, exec. v.p.
James J. McConnell, v.p., treas.; Steven R.
Rintoul, v.p.; H. B. Meyers, v.p., Chicago.

CH 1100

Adam Young, pres.; James F. O'Grady, Ir,
exec. v.p.; Cliff Barborka, Jr., v.p., radio;
John Stella, gen. mgr., Chicago; Richard
Freeman, gen. mgr., Detroit; Roger Sheldon,
gen. mgr., St. Louis.

Adam Young

Weed, Weed TV
J. J. Weed, pres.; C. C. Weed, v.p.

Town House

Grant Webb S-B

Grant Webb, pres.; Kenneth Schaefer, mgr.,
Chicago; Michael Farrish, a.e.; Gregg Ma-
cafee, San Francisco.

Visit the SPONSOR
suite

During the NAB Convention,

SPONSOR's hospitality suite

will be located in the Conrad

Hilton, suite 2506.
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but

WTMJ-TV

-~ consistently

attracts more

Milwaukee
viewers

{and more
adult viewers)

EVERY
TV STATION
HAS ITS
BRIGHT
MOMENTS

%1

S ee fo r 0 u rself ' Every station can show sparkling figures foi
¢ individual program segments. But the truest

gauge of popularity i1s Total Day statistics

The ARB figures at left show that WTNMILJ- T\

' Station T_T“a' Homes I Total Aduits f is consistently first in the eyes of Milwauke
T II In addition, WTNM.J-TV attracts more adt
Mon. - Sun.) pAtilknyg _ &2.200 91,100 viewers buying viewers. This is emph
9 AM. TO X | 50,100 : 63.800 | sized by the ARB figures for the Mond
MIDNIGHT [T~ ™ 59700 ] through Sunday, 4 to 6:30 P.M., time segmer
; . i i | when the greatest number of both adult
WTMITV | 71.500 | 97.800 and children are available for viewing
MOR) SO} "X 43500 | 42500 | Remember the station that con
4-6:30 P.M G - ———————t—————1 shines brightest in Milwaukee, f
l I 1 _ e ] 22400 | ers and advertisers WTANLI-TY

Source: ARB Report, January, 1963.

WTMJU-TV
THE MILWAUKEE JOURNAL STATION

epresented by: HARRINGTON, RIGHTER & PARSONS « NEW YORK, CHICAGO. SAN FRANCISCO, AT

SPONSOR 1 \viir. 1963 ‘



MUSIC IS USED
EVERY DAY ON
EVERY NETWORK
...100 TV SHOWS
EVERY WEEK...

MONDAY

TO TELL THE TRUTH .. CBS
I'VE GOT A SECRET...CBS
THE LUCY SHOW ... .. CBS
DANNY THOMAS SHOW CBS
ANDY GRIFFITH SHOW CBS
STONEY BURKE . ....ABC

THE TONIGHT SHOW . . NBC
AMONG OTHERS

BM | -
on

page
3% 72

BROADCAST
MUSIC, INC.

589 Fifth Avenue
New York 17, N. Y.
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TRADE ASSOCIATIONS

AFA Sheraton-Chicago
Mark F. Cooper, pres.
T T ’ K
Int'l Radio & TV Society S-B
Claude Barrere, executive director.
Station Reps. Assn. Univ. Club
Lawrence Webb, executive dir.
TvB CH

Norman Cash, pres.; Jacob Evans, v.p., Mid-
west operations.

AB CH

Edmund C. Bunker, pres.; Miles David, ad-
ministrative v.p.; Robert H. Alter, v.p., nat'l.
sales; Harry Averill, v.p. and dir., member
development.

x

10 CH 1124

Roy Danish, dir.; Lawrence Creshkoff, exec.
dir.; Ben Wickham, mgr., station services;
Carl Burkland, general mgr.

-

GROUPS

S-B

C. Wrede Petersmeyer, pres.; Charles H.
Tower, admin. v.p.

Corinthian Broadcasting

Rust Craft Broadcasting CH

Jack Berkman, pres.; John Laux, exec. v.p;
Fred Weber, v.p.; Lee Gaynor, nat'l. sales
mgr.

RESEARCH

ARB, div. of C-E-I-R CH 900

James W. Seiler, dir.; Jack L. Gross, dir. of
sales, NAFA div.; James Rupp, station sales
dir., dir. of marketing; Ralph Crutchfield,
station sales mgr.

A. C. Nielsen CH 1000

J. K. Churchill, v.p.; E. P. H. James, v.p;
J. H. Shoemaker, v.p.; George E. Blechta,
v.p.; W. R. Wyatt, v.p; J. R. Matthews, v.p.

Puise CH 2200

George Sternberg, sales dir.; Allen Klein,
West Coast dir.; Clay Forker, Midwest dir.;
Kenneth Gross, sales mgr.

MUSIC/BROADCAST SERVICES

ASCAP CH
Lou Weber, mgr., radio/tv div.; Milton Grey.

Assoc. Program Service
(div. Muzak) CH 1205

Charles Cowley, Muzak pres.; John Esau,
APS gen. mgr; J. W. Roberts, exec. wp
Muzak; Dave Bain, Muzak product mgr,

BMi CH 505
Carl Haverlin, pres.; Sidney M. Kaye, hoard
chmn.; Robert J. Burton, v.p.; Richard Kirk

v.p.; Justin Bradshaw, station relations gir.
Russell Sanjek, public relations dir.

Capitol Records Essex Inn

A. Bruce Rozet, mktg. v.p., Gencom iy

sion of Electro Megatyne Inc.; Max Ellisan,

western mktg. mgr.; Jerry Cudlipp, eastem
region. mgr.

Exhibit booth 4E

Conrad Hilton

Exhibit: Two complete studios and contral
rooms, one completely automated.

Commercial Producers CH 9184

Lang-Worth CH 1314

John D. Langlois, pres.; C. 0. Langlois, Jr.
v.p.; Robert 0. Boehmer, general sales myr.;
Herbert Rossin, sales dir; Robert Bechir,
sales dir.

Mark Century CH 11154

CH 15184

Mars Broadcasting

Charles Michelson Palmer House

Peter Frank Org. CH 2000

Peter Frank, pres.; Morton J. Wagner, exec.
v.p, and mng. dir.; Herbert N. Eusemin
asst. mng. dir., sls. PFO Radio/Tv Produ:
tions: Rod Kinder, Tom Merriman creators
producers. Richard H. Ullman, Inc.: Geme
Daniels, Bernie Edelman, Joey Levine, ot
ert Hanna, Fred Winton, regional sis. mgrs.

Pams Productions CH 1033a

RCA Recorded Prog. Svce. CH 500
Al Sambrook, mgr.; Don Axt, assistant mgr.

CH 908A

Alice Heinecke, v.p.; W. F. Myers, station
relations dir.

Sesac

Exhibit space E
Conrad Hilton

CH 2000

Richard H. Uliman, Inc.
World Broadcasting
System, Inc. CH 1300

SPONSOR/1 apriL 1963
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Beware of the
commercial
on the conference
room screen!

TV viewers see it on a tube—
where today’s best-selling pictures come
from ScotcH BRAND Video Tape

On a movie screen your commercial may rate Oscars;
but on the family tv it can lay there like cold popcorn.
Trouble is, home audiences don't view it theatre-style.
It reaches them (if at all) on a tv tube. And the optical-
clectronic translation loses sharpness, presence, tone
scale gradations, and picture size.

On the other hand: put your commercial on “*Scotcu™
BRAND Video Tape. view it on a tv monitor, and sce
what the customer sces—an original, crystal-clear pic-
ture with the authentic “it's happening now™ look of

( X

A Y
Scotch §

-

SPONSOR /I Aprir 1063

tape. No sccond-hand images, no translati no pic-
ture cropping. Video tape is completely compatible
with vour target: America’s tv sct in the living room,
Proof of the picture’s in the viewing! Take one of
vour filmed commercials to a tv station or tape pro-
duction house and view it on a tv monitor, side-by-side
with a video tape. You'll sce at once why today's best-
s¢lling pictures come from *Scotcii’™ Video Tape.
Other advantages with “Scorcu™ Video Tape: push-
button speed in creating unlimited special effects, im-
mediate playback, and no processing wait for either
black-and-white or color. For a free brochure “Tech-
niques of Editing Video Tape™, write 3M  Magnetic
Products Division, Dept. MCK-43. St. Paul 19, Minn.

See us at the NAB Show Booth [9VWW

Magnetic Products Division Bm

CONVENTION SPECIAL 17 o



MUSIC IS USED
EVERY DAY ON

EVERY NETWORK

...100 TV SHOWS
EVERY WEEK...

TUESDAY

THE UNTOUCHABLES . ABC
MARSHALL DILLON . . . CBS
LLOYD BRIDGES SHOW CBS
JACK BENNY SHOW .. CBS
GARRY MOORE SHOW . CBS
LARAMIE ..........NBC
EMPIRE ...........NBC

DICK POWELL Theatre NBC
AMONG OTHERS

BM |

page
* 78
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MUSIC, INC.

589 Fifth Avenue
New York 17, N. Y.
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NEWS SERVICES

AP S-B Sheraton Room

Louis J. Kramp, asst. general mgr.; Oliver
Gramling, Tom Coleman, Burl Ely, Fred
Strozier, admin. assistants; Douglas Love-
lace, Louisville, special membership exec.

CBS Newsfilm

Syndication Water Tower Inn

John Cooper, mgr.

RPI CH

Michael J. Minahan, v.p. and gen. mgr.;
Michael P. Mallardi, business mgr.; Richard
Duglin, sales rep.

UPI CH 600

LeRoy Keller, v.p. and general sales mgr.;
R. T. Eskew, exec. sales mgr.; Thomas E.
Cunningham, general sales exec.; Dale M.
Johns, central div. mgr.; Richard A. Litfin,
Pacific div. mgr.; Dean C. Miller, national
broadcast news mgr.

OTHER
AT&T CH 253%A

Better Brdcst. Bur.
Clifford J. Barborka, Jr., pres.

Racquet Club

Bonded TV Film Service CH 1218

Broadcast Service Co. Pick-Congress

Buena Vista Distribution,

subsidiary of Walt Disney CH 1224

Broadcast Clearing

House Pick-Congress

Lee P. Mehlig, pres.; Jock Fluornoy, admin.
mgr.

LEO BURNETT CH 1500

Tom Wright, Jr., v.p., media; Harold G. Till-
son mgr. media.

Community Club
Awards

John C. Gilmore, pres.

Pick-Congress

International Good Music CH 835A
Georgia Assn. Brdcstrs. CH 1134A
Robert Kerr Org. CH 1235A
Kline Iron and Steel CH 233%A
MCA-TV CH 2300

Moseley Assoc., Inc. CH 1234a
Fred A. Niles
Communications Centers CH

Softness Group Executive House

Standard Rate & Data
Service, Inc. CH 1706a
TAC CH 700

Telescreen Advertising, Inc. CH 1318

EQUIPMENT
Alto Fonic Tape Service CH 18354
Ampex Corporation CH 5054
Automatic Tape Control CH 1724
Clark-Root
Collins Radio

Continental
Electronics Mfg. CH 2539

Dresser-ldeco CH 1618

Electra Magadyne Essex Motor Inn

Gates Radio CH 1324
General Electric CH &5
General Electronics Labs. CH 1300
Gotham Audio CH 24224
ITA Electronics CH 2319
Johnson Electronics CH 1734A
MaCarTa CH 935A
McMartin

Industries Essex Motor Inn

Pepper Sound Studios CH 13354
RCA CH 6034
Stainless CH 1506
Surrounding Sound CH 823
Sarkes Tarzian
Utility Tower
Visual Electronics

Vitro Electronics

SPONSOR/1 APRIL 1963



ORP. EMBASSY PICTURES CORP. EMBASSY PICTURES CO
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stands for -very

thing that is " xciting &
xtraordinary about the
ntry into television of

/i



| who made the name of EMBASSY syn-
} mymous with Showmanship, is bringing 33 powerfully pre-sold
lew features to television for the first time. From the flam-
[ voyance that made “Hercules” a household word, to the finesse
' that culminated in an Academy Award for Sophia Loren in
‘Two Women” EMBASSY guarantees pre-established acceptance,
(Jia 1ts own special brand of showmanship, for each of the
33 features now available for television. Agencies and advertis-
ars are aware of the impact of dynamic merchandising that re-
sults in each EMBASSY attraction being pre-sold to audiences
ill over the nation.

Added to this are the power of star names, story values and
Academy Awards that make EMBASSY —the most Exciting name
in Entertainment—the most Exciting new Entry into television.



33 NEW FEATURE FILMS FOR TELEVI
FROM EMBASSY PICTURES CORP.

TITLE RUNNING TIME CAST
APHRODITE (color) .. ............c...... . 86 minutes. .
*ATTILA(coIOr) . .. oot e e e 83 minutes. .

THE BEAR (COIOT Ju < 2 w/a Sntoia s o v it . 86 minutes. .
BIMBO THE GREAT (color) . . ............. . . 96 minutes. .
ICANDRIU (COIOT) ke stirit & nie 5 5% aiis sl SRS S 118 minutes. .
CONSTANTINE AND THE CROSS (color) . . ... .114 minutes.
CRIMEDOES NOTPAY ........ivivrivnn.. . 159 minutes.
DEVIL’S WANTON . ... ... .. 77 minutes. .

DIVORCE ITALIAN STYLE ...
(Nominated For 3 Academy Awards)

FABIOLA ... e . 100 minutes.
FABULOUS WORLD OF JULES VERNE...... 87 minutes
FACE IN THE RATN S e et § e e 90 minutes. .
FURY AT SMUGGLERS BAY (color).......... 96 minutes. .
GASLIGHT FOLLIES...... ORI = oo . 90 minutes
*HERCULES (€0lor) . ... ivte ittt i, 107 minutes. .
HERCULES UNCHAINED (color)............. 101 minutes.
JACKTHERIPPER................. it 21 4/ I 89 minutes. .
THELOVE MAKERS .......... ... u.... 103 minutes. .
COAA DI BRI NG o e 110 minutes. .
MADAME (€0I0r) . ..o v ittt inineae s rnennns 104 minutes. .
MORGAN THE PIRATE (color) .. ............. 93 minutes. .
NIGHT IS MY FUTURE. ...... A i SN e B 87 minutes. .
Or K. NERO 5= ruue gws ow.aa 5000 e s eioh s ik ary 90 minutes. .
PASSIONATE THIEF.........cou . 100 minutes. .
YOUNG GIRLS OF GOOD FAMILIES......... 104 minutes. .

THE SKY ABOVE—THE MUD BELOW (color) 90 minutes

STRANGERS IN THE CITY...... . 83 minutes.
THIEF OF BAGHDAD (color) .. ............... 89 minutes. .
TWO WOMEN (Academy Award Best Actress). .. .. .. 99 minutes. ..
WALKINTOHELL (color) . ... ....oovurnnnn... 93 minutes. .
NO PLACE LIKE HOMICIDE. ............... 87 minutes. . .
WHERE THE HOT WIND BLOWS............ 114 minutes. .
WONDERS OF ALADDIN (color) .. ............ 93 minutes. .

.Isabel Corey, Antonio de Teffe
.Anthony Quinn, Sophia Loren
.Renato Rascel, Francis Blanche
.Claus Holm, Germaine Damar, Elmar K
.Michele Morgan, Danielle Darrieux,

. .Cornel Wilde, Christine Kaufmann, Belin
. .Richard Todd, Danielle Darrieux,

.Birger Malmsten, Doris Svedlund

............. 104 minutes. . . Marcello Mastroianni, Daniele Rocca

. .Michele Morgan

.. .Lou Tock, Ernie Navara
.Rory Calhoun, Marina Berti
.Peter Cushing, John Fraser,

.Steve Reeves, Sylva Koscina

. .Steve Reeves

.Lee Patterson, Eddie Byrne

.Jean-Paul Belmondo. Claudia Cardinale
.Jean Pierre Leaud,

.Sophia Loren, Robert Hossein
.Steve Reeves, Valerie Lagrange
.Mai Zetterling, Birger Malmsten

. Walter Chiari, Silvana Pampanini
.Anna Magnani, Ben Gazzara, Toto
.Ziva Rodann, Fred Clarke

. .Kenny Delmar, Robert Gentile
.Steve Reeves

.Chips Rafferty, Francoise Christophe

.Melina Mercouri, Marcello Mastroianni,

.Donald O’Connor, Vittorio DeSica

Hildegarde Neff, Charles Denner

Michele Morgan, Pierre Brasseur

100 Stars of Yesteryear!

Marie Pisier, Barbara Lass

Sophia Loren, Jean-Paul Belmondo, Raf V.

Donald Pleasence, Shirley Eaton, Dennis

Gina Lollobrigida, Yves Montand

*HERCULES and ATTILA made their television premieres on New York’s independent WOR-TV ; the first tw¢ | :

titles shown, out of the thirty-three purchased.

In January, “Hercules” had the highest rating in history for any single movie ever presented on this station, o

whelming all competition with 46.1% of the viewing audience, according to Nielsen Station Index. The
average quarter hour rating exceeded that of the three networks combined!

ATTILA, which followed in February, was ranked No. 1 in its time period (7:30-9:00 PM), again outrating
of the three networks, achieving a 24.7 average quarter hour rating according to the Nielsen Station Inde

had 32% share of the audience.

IN CHICAGO, premiering on WNBQ Saturday, March 9, “Hercules” topped the three competing stations—
a 22 ARB and a record breaking 46% share of the viewing audience in the late evening time.

Write or phone for our illustrated brochure, containing full information 'on every title listed above
Television Department, Embassy Pictures Corp., Time & Life Bldg., Rockefeller Center, N.Y. 20, N.Y. JU 2




SYNDICATION
EXHIBITORS AT NAB

3

=or the first time, 18 of the lead-
I- ing v film distributors  will
tage their centralized display un-
:lcr the banner “Television Film
Exhibit—1963" at the Pick-CGon-
,:;rcss Hotel, one block from NAB's
I-()nvcminn headqguarters  at  the
Conrvad ilton. In addiuon, the
1_i|cl\\'m k' syndication arms and oth.
|ors will be offering their own dis-
ir:l:n's at the N AB convention itself.
! In recent years, displays of syn-
%:Iicalors at the NAD conventions
have been widely scattered, a de-
! velopment causing chagrin among
! broadaasters.  Suggestions by NAB
that film distributors should ex-
|hibil at regional conferences
{brought Little applause, and no
[support. Furthermore, several syn.
|dicators  and feature-film  houses
[held Associate Member status in
|NAB (at costs of over $1,200 an-
'nually), but felt they got little
from it.

When a tv station executive goes
[to the annual NADB meeting, he is
! interested in discussing the state of

his business. The basic commodity

| of this business is, of course, pro-
grams. And one of the three basic
sources of this commaodity (with
the networks and the stations them-
sehves) is syndication.

That distributors of syndicated
programs and features should seck
a major role at the broadcasters’
convention is therefore understand-
able.
| The idea for a centralized dis-

play was conceived in some anger

at last year’s convention. Through-
out last summer, spade work on

SPONSOR/I ApriL 1963

TEES63 members e oddubitmg at Pick-Congress

(abone).

the idea continued.  Other distrib-
utors  were polled and arrange-
ments were made for an exhibit
arca on the third floor of the new
Pick-Congress FHotel.

In September, the co-chairmen
of an ad hoc exccutive committee
met in Washington to disclose the
group’s plans to Governor Collins
and NAB. And the next week,
Television Film Exhibit—1963 was
announced.

It’s been a long road from the
conception of the TFE idea to its
fulfilhment this week in Chicago.
Through the infinity of details and
arrangements tended-to by a vari-
cty of distributor executives—
strictly on an extra-curricular basis
—there seems to have been nary a
hitch in the development of the
plan.

TFE—'63 indeed seems to be one
practical solution to the misunder-
stancling between NAB and  the
syndicators that started back in
1955.

Why, then, did it
vears for it to happen?

Well, perhaps it's just one of
those things. Perhaps nobody
thought of it before. But, on sec-
ond thought, syndication is a very
different business today from what
it was in 1935,

A glance down the list of TFE
companies offers one casy clue to
this change. More than 759, of
those names would not have been
found among the 1955 exhibitors:
they weren’t in the syvndication
business then. Some of these. of
course, are explained by name

take eight

Othar syndicators e a1 Conrad Hiliou

changes o mergers. Sull, more
than 3077 of these companices ware
not operating in syndication cight
years ago. Most of those that werc
are now under new management.

There are fewer companies and
also fewer persons in the syndica-
tion business today. In 1955 the
trend was still toward the massive
sales force, with a 40-man aew
considered desirable and a 75-man
force (like that of Ziv TV) con-
sidered a reasonable objective. To-
day, a six-man sales force is per-
fectly respectable.

Of course, many of the same ex
ecutives are in the business today,
though with different companies.
But the whole style of the business
has changed, and the survivors are
perhaps  those who best proved
able to change with the times.

In 1933 the dominant mode of
syndication was the half-hour ad-
venture series.  Poday that kind of
program is exceptional.

Also. in 1955, feauwe films were
still being called “old movies.”
Since then we've seen the entry of
major-studio libraries, and post.” 18s,

Also, since 1955 we've scen the
emergence ol the local afternoon
Kid strips.

Close to 1007 ol all syndicated
film sales are now made directly 1o
stations.  \nd this more direct de
facto relationship between the s
tions and disttibutors — combinad
with a greater stability in wn in-
dustry that may have finalh out-
grown its growing pains—these fa¢
tory are perhaps what make a TFE
possible todav. \

For list of exhibitors please turn page

CONVENTION sPICIAL 23 o 77




MUSIC IS USED
EVERY DAY ON |
EVERY NETWORK
105 TV SHOWS
EVERY WEEK...

WED.

DOBIE GILLIS .......CBS
DICK VAN DYKE SHOW CBS
ARMSTRONG Circle Theatre CBS
GOING MY WAY .....ABC
OUR MAN HIGGINS . .. ABC
NAKED CITY ........ABC
PERRY COMO .......NBC

AMONG OTHERS

More
on
page
% 82
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ABC FILMS

Suite: CH 2305-A
EXECUTIVES: llemry G. Plitt, pres.;
Harold J. Klein, Sr., v.p.; world-wide
sls.; Johar F. "T'obin, v.p., domestic syn-
dication; Irving Paley, dir., advig. &
promo.; l’llilip Conway, cast. ngr.;
Michael G, Gould, cent. mgr.; William
Seiler, south. mgr.; Howard M. Lloyd,
wost, mgr.

PROPERTIES: The New Breed, 36
one-hour programs, oft network; Girl
Talk, series of five-per-week half-hour
discussion programs starring Virginia
Graham and guests, sold in 13-week
packages: and 20-plus other series cur-
rently in circulation.

ALLIED ARTISTS TELEVISION*
Shelby Room, Pick-Congress

EXECUTIVES: Robert B. Morin, v.p.,
general sales mgr.; C. P. Jaeger, nat’l
program mgr.; Barry Lawrence, dir.,
prom., adv.,, pub.; James C. Stern,
central sales mgr.; Roy George, S.W.
sales mgr.; Sidney Cohen, west. div.
sales mgr.; Elliot A. Benner, a.e., cen-
tral div.

PROPERTIES: Calvacade of the '60s—
Group 1, 40 post-'48 features; Calva-
cade of the '60s—Group 11, 32 post-'50
dramatic comedy. mystery and adven-
ture films; *Science Fiction, 22 post *48
suspense  features; *Science  Fiction,
Exploitables; Bowery Boys, 48 episodes
of rollicking fun; Bomba, the Jungle
Boy, 13 adventure stories of the jungle
saga.

BRITISH INFOR. SERVICE
Pick-Congress
EXECUTIVES: Alan Waple, dir. of

news.

CBS FILMS

EXECUTIVES: Sam Cooke Digges,
admin. v.p.; James Victory, v.p.
domest, sales; Ralph Baruch, v.p., intl
Fred Mahlstedt,
int’l
sales personuel.

PROPERTIES: ‘t{llave Gun, Wil
Travel, 52 half-hours, off network;
tDeputy Dawg (3rd serics), cartoons;
{Jimmy Wakely, 52 hall-hours, color;
Phil  Silvers, off nectwork;
tKukla and Ollie, 195 5-min. programs;
Honeymooners, off network; CBS
Newsfilm; Call “Mr. D,” off network;
Wanted: Dead or Alive, off network;
Beat, oft network;

sales; mng. dir.,

domest.  and oper.; numerous

grams;

San  Francisco
IVhirlybirds.

DESILU SALES*

Suite 311, Pick-Congress
EXECUTIVES: Richard Dinsmore, v.p.,
gen mgr.; Peter Cary, western sales
mgr.; lvan Genit, S.W. sales mgr;
Tom Scehof, castern sales mgr.; Jack
Swart, S.E. sales mgr.; Chuck Whip
ple, sales Jerry
Franken, press-promotion,
PROPERTIES: {Fractured Flickers, i
programs, classic silent films, with new
sound tracks and new plots; Desify
Playhouse, 39 hour drama specials;
Guestward Ho, 38 off-network lalf-
hours; The Texan, 78 half-hours, siar-
ring Rory Calhoun; larrigan & Son,
with Pat O’'Brien as a hard-hitting
Junior  All-Stars—Children,
pitcher Don Drysdale and baseball
greats meet the kids; Journey of a
Lifetime, 39 color half-hours, journey-
ing through the Holy Land; Desilu's
Little People, wizardry in puppetry;
Juzz Scene, U.S.A., Steve Allen hosts;
Rod Rocket, 130 314-minute cartoons
with authentic space background;
IVindow on the World, documentarics
that blend public service and enter-
tainment; Doctors at 1Work, tv close:
ups of medical met at work; Travel
Time, U. S. citites and landmarks
filmed for youngsters; Universe, half-
hour journey to the stars and outer
space.

midwestern mgr.;

lawyer:

EMBASSY PICTURES*

Suite 327, Pick-Congress
EXECUTIVES: Joseph E. Levine, pres.;
E. Jonny Graff, v.p., television; Leon-
ard Lightstone, exec. v.p.; Jerry Lid-
diard, sales Arnold
Friedman, adv. dept.

PROPERTIES: 33 feature films, offerad
to television for the first time; all pro-
duced between 1951 and 1962. 12 u-
tles are available in 1963, 11 in 1964,
and 12 in 1965, because these films do
not have their theatrical exhibition
completed until those dates. “Lan-
dri’* premicres in the U. S, in April
1963: “Constantine and the Cross” is
now in American premierc engage-
ment. .\vailable “Hercules,”
“Attila,” “IHercules Unchained,” “Fab.
ulous World of Jules Verne,” “Jack
the Ripper,” and others. Others to be
released: “Morgan the Pirate,”” “Where
the ot Wind Blows,” ‘“Two Wom-
en,” “The Sky Above—the Mud Be-
exhibiting

western mgr.;

now:

low.””  Embassy is  also

>0 . 9
(Please turn to page 82)
*Metnber, Television Film Eshibit (TFE). 3rd floor,

Pick-Congress llotel,
tNeunly or recently released for symdication,
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Our new selection of critically acclaimed

feature motion pictures is assembled in Volume 6,
“THE INTERNATIONAL VOLUME"—
Seven Arts new release of “Iilms of the 50's.”

See them at Seven Arts’ TT'E suite 1n the
Pick-Congress Hotel, Chicago, March 30—April 3

or call vour nearest Seven Arts’ representative.

e've gone around the world...to bring you Volume 6

HE INTERNATIONAL VOLUME

z
\&
i

l'f' ';Ph SEVEN ARTS

%1: ,3 ASSOCIATED

A SUBSIDIARY OF SEVEN ARTs PropucTioss, LTo.
Yorxk: 270 Park A 3
C 4630 E
D $:5641 C
Los Ax
Torox
! \

I 1



%
LOOK IN AT THE LION’S DEN when visiting TFE *63 in
Chicago, March 30-April 3. That’s where you’ll find the usual

MGM hospitality —and a full complement of TV programs for sta-
tions. *MGAM Television, Washington Room, Pick Congress Hotel.

[



sleuths are now available for the first time on a market-by-mar- o e S
ket basis. Get full details about The Thin Man series at the )
MGM suite at TFE ’63. "Phyllis Kirk, Asta, Peter Lawford. A

LOOK WHO'S BACK Amcrica’s favorite light-hearted “_rl o4 ‘I

1540 BROADWAY, NEW YORK 19 « CHICAGO « CULVER CITY « TORONTO

| .
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MUSIC 1S USED
EVERY DAY ON |

EVERY NETWURK ’

105 TV SHOWS
EVERY WEEK...

THURS.

WIDE COUNTRY .....NBC
DR. KILDARE .......NBC
FAIR EXCHANGE . . ...CBS
PERRY MASON ......CBS
0ZZIE AND HARRIET .. ABC
DONNA REED SHOW . . ABC
MY THREE SONS ....ABC

PREMIERE .........ABC
AMONG OTHERS

More
on

page
¥* 86

BROADCAST
MUSIC, INC.

\ 589 Fifth Avenue
\ New York 17, N. Y.
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tratlers  and sildes, available o sta-
tions, and distributing a 40-page color

brochuarre.

FLAMINGO TELEFILM SALES
Chicago Sheraton
EXECUTIVES: Ira Gotulich, pres.

FOUR STAR DISTRIBUTION*
Victorian Room, Pick-Congress
EXECUTIVES: Tom McDermott, prcs.,
George Ellers, exec. v.p.; Len Fire-
stone, v.p., and gen. wmgr.; Mauny
Reiner, v.p., int'l sales; john Herlihy,
exce. admin. asst.; Burt Rosen, exec.
admin, asst.; Leo Guuman, adv. dir.;
Bud Brooks, Dick Feiner, Bill Hooper,
Al Shore, Jerry Weisfeldt, sales repre-

sentatives.

PROPERTIES: tDick Powell Theatre,
60 one-hour allstar drama; {The
Rifleman, 168 half-hours, western ad-
venture; tTom Ewell Show, 32 half-
hour, all-family comedy; Dick Powell’s
Zane Grey Theatre, 145 half-hours,
Dick Powell host; The Detectives, 67
half-hours, 30 hours, law enforcement
series; Stagecoach West, 38 hours, dar-
ing men on overland stage route; Tar-
get: The Corruptors, 35 hours, expose
of organized crime and corruption;
‘The Law and Mr. Jones, 15 half-
hours, humorous stories about a dedi-
cated lawyer.

HOLLYWOOD TELEVISION SERVICE*
Suite 319, Pick-Congress
EXECUTIVES: Malcolm W. Sherman,
western div. mgr.; Ken Weldon, cen-
tral div. mgr.; Bryan D. Stoner, mid-
west div. mgr.; C. E. Feliner Jr., south-
Vonn Neubauer, south-
eastern  div.

cern div. mgr.;
ern rep.; David Bader,
mgr.; David Bloomn, gen. sales gr.

PROPERTIES: Science Fiction Cliff
Hangers, 191 chapters, 13 minutes;
Jungle Adventure Cliff Hangers, 104
chapters, 13 minutes; Republic's Fa-
mous Cliff Hangers, 16 titles, 206 chap-
ters; 140 Post-'48 Constellation Fea-
tures, 40 now available in color: 29
Post-'50 Saturn Features, released the-
atrically as late as 1959; 3 in color;
The Mighty Forty, 40 fcatures, 13 with
John Wayne; Five science fiction
“shockers”; 33 Mystery Features, Ellery
Quccn, etc; 26 Comedy Features,
Olsen and Johnsou, cte.; 137 Special
Features, all fullllength; 65 One-Hour
Features, edited for a one-hour slot;
14 Roy Rogers Features of the 50%,
nine now available in color; Rov Rog-
ers-Gene Autry Library, 67 Roy Rog-

crs, 56 Gene Autry features, edited tc
53:30; Action Theatre of the 50's, 60
post’50  Western  features; 23 Rec
Ryder and Little Beaver, based on syn
dicated comic strip; 15 John Wayne
150 Outdoor Action West
crns, Babby Hayes, Andy Devine, Bob
Steele, etc.; Stories of the Century
“Emmy” Winner for best Adventur |
Series, 39 half hours; Frontier Doctor,
Dr. Baxter in the vanguard of civiliza-
tion, 39 half-hours; Stryker of Scotlane
Yard, Authenuc made-in-England se-
ries, 12 half-hours; Commando Cody—
Sky Marshal of the Universe, outer
space-science  fiction series, 12 half-

Westerns;

hours.

INDEPENDENT TELEVISION CORP
(ITC)*

Suite 325, Pick-Congress

EXECUTIVES: Abe Mandell, excc. v.p.;
Harold L. Danson, geu. sales wmgr.,
syndication; Irving Klein, dir., adv;
lLee Stone, William Vidas, Bill Guen-
ther, Frank L. Shechan, Hugh Simp-
son, Ted Swift.
PROPERTIES: tjo Stafford, hour se-
ries with guest stars; tMan of the
World, hour adventures, Craig Ste-
vens; {1 The Saint, hour scrics, Roger
Moore as Leslie Cluarteris hero; tFire-
ball XL5, half-hour adventures in
outer space; fMr. Piper, Alan Crofoot
in half-hour of fun and fantasy. in
color; Supercar, half-hour adventures
in Super Marionation; Broadway Goes
Latin, hit wunes from Broadway musi-
cals in Latin tempo, with guests; Sir
Francis Drake, Terence Morgan in
seafaring adventures, half-hour; South
America: The Awakening Giant, hour-
long documentary.

JAY ARK FILM*
Lakeshore Room, Pick-Congress
EXECUTIVES: Harvey L. Victor, v.p.
and gen. sales mgr.; Reuben Kaufman,
pres.; Jon Oscher, ae.; David Martin,
dir. adv. & prom.
PROPERTIES: Bozo the

Groups 1 and 2, 156 six-minute car-

Clown,

toons produced for tv, in color; Bozo's
Cartoon Storybook, 52 cartoons featur-
ing lead-ins by Bozo, in color; Holly-
wood Hist-O-Rama, 5-minute factual
portraits of Hollywood stars; Jayark’s
Post-'50 Blockbuster Features, 56 fea-
tures.

KING FEATURES SYNDICATE*
Tally-Ho Room, Pick-Congress
EXCUTIVES: Al Brodax, dir., tv; Ted

Rosenberg, dir., v sales, East; Mauric
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§JURY- FOX

James Michener's

Adventures in Paradise”

Viewers find the lure of the islands most irresistible. 91 'S
hours from the top quality studios of Twentieth CGentury Fox TV., Inc.

444 West 56th Street, New York 19, New

ADVENTURES IN PARADISE" Stars Gardner McKay as Adam Troy And Features Guest St S A P
lulie London « Ricardo Montalban «+ Dan Duryea - Gloria Vanderbilt -+ Vince Edwards + Eva Gal - A Francis » K
Vincent Price + Yvonne De Carlo ¢ Juliet Prowse + Agnes Moorehead - France Nuyen - Jan Ste + Re M
Wohns - Rita Moreno - Tuesday Weld ¢« Margaret O’'Brien - Betsy Von Furstenburg : Viveca L

| N




They told Police Chiefs

of a plan to televise their
Departments in action, in |
a case that (1) dramatizes |
the forces that lead to
crime and (2) adds a |
chapter to the record of !
heroic police service. |

...and the Police came running...

More than a score of metro- _
politan PD’s responded T (W
enthusiastically. They are
bringing before the camera
the REAL culprits, the
“innocent bystanders”,

the victims and the. officers

. involved in A REAL AND
A\ T IMPORTANT CASE IN ° ,
the ITS ¥ILE. Result: |

WIBG-TV Altoona—-Johnstown WGN-TV Chicago }
; 4 my WSBTV Atlanta WKRC-TV Cincinnati
-
UA T%?: Ho p:?;ﬁt;tmom 1T WMAR-TV Baltimore WTVN Columbus
TELEVISION FILM EXHIBIT ﬂ/l y! WHBF-TV Binghamton WFAA-TV Dallas i
Pick-Con_reqs Hotel s WHDH-TV Boston WLW-D Dayton
Chicago Mgar 30-Apr. 5 = WSAZ-TV Charleston— Huntington KLZ-TV Denver
’ i ’ :'m WLYH-TV Harrisburg-Lebanon-York WJBK-TV Detroit

WZZM-TV Grand Rapids—Kalamazoo WJIXT-TV Jacksonville
SAVANNAH SUGAR REFINING 11 Atlanta; Charleston & Columbia, S. C.;

F



Documented Drama
of THE LAWLESS
AND THE LAW

Available in COLOR
or black and white

In city after city,

, LEE MARVIN talks
j to real lawbreakers.
their victims,

witnesses,

arresting officers.
Before your viewers'
very eyes, he
reconstructs the crime
—the “why?” of 1t
—the “wrap up”

by The Law.

filmed WHERE THE LAW
IS BROKEN
at ‘‘the scene of the crime”

—WHERE THE LAW
GOES INTO ACTION
at headquarters, on patrol

—WHERE THE LAW
EXACTS ITS PRICE
in police court, prison

UNITED
ARTISTS

=2

KFRE-TV Fresno WNHC-TV New Haven WSLS-TV Roanoke

. TELEVISION

{ KPRC-TV Houston WDSU-TV New Orleans KGW-TV Portland, Ore ’ f

II WLW-I Indianapolis WABC-TV New York KSD-TV Saint Louis : ;

! KABC-TV los Angeles WEFTV Orlando, Fla. KOGO-TV San Diego .

I WMCT-TV Memphis WFIL-TV Philadelphia KRON-TV San Francisco 555 Madison Avenue, New Yorl
WTVJ Miami WIIC-TV Pittsburgh KING-TV Seattle

I WTMJ-TV Milwaukee WCSH-TV Portland, Me. WTVT Tampa
WLOS-TV Asheville KXTV Sacramento WRGB-TV Albany—Schenectady—Troy

. b{:'rm'n_‘sboro-Winslt_)Lz-Salcm, Charlotte & Greenville-Washington, N.C.; Bristol-Johnson




MUSIC IS USED
EVERY DAY ON
EVERY NETWORK
..100 TV SHOWS
EVERY WEEK...

FRIDA

THE PRICE IS RIGHT .. NBC

MAKE ROOM
FOR DADDY ......NBC

I'M DICKENS—
HE'S FENSTER . ... ABC

THE FLINTSTONES ... ABC
ROUTEG6..........CBS

| LOVE LUCY (Daytime) CBS
AMONG OTHERS

More

on

page
¥ 88

BROADCAST
MUSIC, INC.

589 Fifth Avenue
New York 17, N. Y.
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Greshaa, dir. ty sales, West; Gene
Plotnik, dir. creative services.

PROPERTIES: {Beetle Bailey-Barney
Google & Snuffy Smith-Krazy Kat, 150
new cartoons based on the comic strip,
in color, Poyeye, 220 tv cartoons star-

ring Olive Oyl's boyfriend, in color,

MCA TV
Suite 2300, Conrad Hilton

EXECUTIVES: D. A. Werblin, pres.;
David V. Sntton, v.p., film syndication
div.; Lou Friedland, Hal Golden,
Frank Brill, Keith Godfrey, v.p.s; Ed
Aaronoff, adv. and publidgty dir,;
James Stirton, Chicago; DeAry Barton,
Cleveland, Bob Greenberg, Universal
City, Cal.

PROPERTIES: Bachelor Father, 157
half-hours  available, John Forsythe
stars, comedy, ofl network; Dragnet,
276 half-hours available; detective
drama starring Jack Webb, ofl net-
work; M. Squad, 117 hall-hours avail-
able, Lee Marvin stars as a special
plainclothes operative of the Chicago
police department, off network; Love
That Bob, 173 half-hours available,
starring Bob Cummings, offl network;
Thriller, 67 full-hours available, Boris
Karlofl as continuing host and star of
some of the stories of suspense, off net-
work; Frontier Circus, 26 full-hours
available, stars Chill Wills and John
Derek, with Richard Jaeckel featured.
Gnuests include Mickey Rooney, Sammy
Davis, Jr., Barbara Rush, Thelma Rit-
ter, Irene Dunne, and Stella Stevens;
Checkmate, 70 full-hours available, sus-
pense drama starring .\nthony George,
Doug McClure, and Sebastian Cabot,
with guest stars including Jack Benny,
Charles Langhton, Julie London, Sid
Cacsar, Tina Louise, Cyd Charisse, off
network.

MGM TvV*

Washington Room, Pick-Congress
EXECUTIVES: John B. Burns, v.p.,
sales; Richard A. Harper, dir. synd.
and feature sales; Edward Montanus,
central sales mgr.; Charles Alsup, west-
crn sales mgr.; Louis Israel, southern
sales mgr.; Richard G. Yates, Paul B.
Karl Von Schallern, Alex
Horwitz, a.e.s; Williain Robinson, Ca-
nadian sales mgr.; Herman Keld, sales
coordinator; Alfred Ordover, research
dir.; Keith Culverhonse, dir., adv, and
prom.; Bob Chandler, publicity.
PROPERTIES: 30/61 Features, 30 post-
18 MGM  films; 30/62 Features, 30
post-"18 MGM filns; 30/63 Features,
30 post18 MGM films; Pre 48 Fea-

Mowrey,

ture Film Library, over 700 titles;
Cain’s lundred, 30 full-liour ofl-net-
network drama series; Asphalt Jungle,
13 [ull-hour off-network police series;
The Islanders, 24 full-hour off-network
adventure series; Northwest Passage,
26 half-hour adventure series in color;
Y The Thin Man, 72 half-hour comedy-
mystery series; MGM  Cartoons, 135
fully animated cartoon comedies; Qur
Gang Comedies, 52 episodes of chil-
dren’s comedy; Pete Smith Specialties,
101 short subjects by P’ete Smith; The
Passing Parade, 69 short subjects by
Jolin Nesbitt; Crime Does Not Iay, 48
short subjects of true stories from po-
lice files; Billy Bang Bang Movies, 150
five-minute children’s programs.

NBC FILMS
Presidential Suite, Sheraton Blackstone
EXECUTIVES: Morris Rittenberg,
pres.; William P Breen, national sales
mgr.; Cliff Ogden, sales, Cal.; Robert
Blackmore, sales, Chicago; William
Wineberg, sales, Columbus, 0.; llank
Profenius, sales, Greensboro, N. C;
Con Harstock, sales, Littleton, Colo.;
Bob Brenner, sales, Forest Hills, N. Y.
PROPERTIES: tdAstroboy, 52 half.
hour cartoon series; tLaramie, 124
one-hour, off-network shows; {Michael
Shayne, 32 one-hour shows; {87th Pre-
cinct, 30 one-hour, off-network shows.

OFFICIAL FILMS*

Columbian Room, Pick-Congress
EXECUTIVES: Seymour Reed, pres;
Howard B. Koerner, v.p.; Robert A.
Belirens, v.p., sales; Johnny Johnston,
dir., nat’l sales; S. Allen Aash, Ken
Byrnes, Stan Byrnes, Al Lanken, Joln
Louis, sales.

PROPERTIES: Biography 1, lives of
famous people narrated by Mike Wal-
lace, first run; tBiograply 11, lives of
famous people narrated by Mike Wal-
lace, first run; Little Rascals, 90 shorts
available; Decoy, adventures of a po-
licewoman, stars Beverly Garland; Car-
toons, 11 cartoons: Little King, Bunny
Bear, etc.; Almanac, 377 5-minute films
of great cevents, one for every day of
year; Greatest Headlines of the Cen-
tury, 260 5-minute films tell dramatic
stories of this century; Sportfolio, 260
l-minute films of dramatic moments
in sports; Peter Gunn, 144 episodes,
ofl-network, staring Craig Stevens; Mr.
Lucky, created by Blake Edwards,
Jolm Vivyan stars, off-network; Yancy
Derringer, 31 episodes available after
two years on network; Wire Service,
programs, off-network;

39  one-hour
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My Lattle Magie, 126 hall-homs with
Gale Stoom and Chiales Farrell, olf-
newtwork: Frouble With Father, 130
cpisades, oll-networ k, with St and
June lawing The ddventuies of Robin
lHood, | vears on network; stars Rich-
ard Greene in 113 ('pis()(l('\; Ntar Per.
formance, 156 cpisodes, oll network;
formerly Four Star l'l:lylmuw; Inuvist
ble Man, Lilmed version ol 110 G
Wells' dlassic,

SCREEN GEMS*

Roosevelt Room, Pick-Congress
EXECUTIVES: Jerome Hyams, v p. and
gon, met.; Robert Seidehman, vp.
charge ol svudication; Dau Goodman,
castern sales mgi: Don Brvan, south-
crn sales aogr, Willam 1lart, nud
Frank
soutliwestern sales mgr.; Robert New

western sales  mgr; Parton
gard, western sales mgr; Marvin Kor
nun, adv-promotion wgr.

PROPERTIES: Naked City, 99 hours
and 39 half-hours, avatlable now: Top
Cat, 30 half-hours animated cartoons
prodnced by Haa Barberra, wall:
Winston Churchill: Fhe Valiant Years,
26 half-hours and one hour, fall: Col
umbia  and  Universal-International
Features, more than 300 post-’50 and
films: Ianna-Barbera Car-
toonus: Touche, 1Wally, Lippy, 156 five

post-'6t

minute cirtoons in color; Festival of
Pecforming Arts, ten hour shows pa
formed by concert. theatre stars; Shan
non, George Nader stars as combina
tion cop-scientist; Medicine of the Six
ties. 21 hour epixodes depicting actual
operations; Manhunt, San Dicgo po-
lice at work: Vidor jory, Pat McVey;
Tightiope, Mike Connors as an under
Two Faces 1West, twin
brothers: a doctor, a cowhand, in the
1870°s:  Award Theatre, an  Enuny
Award-winning network series; Pick a

cover (()p_

Letter, many ideas arc explored with
rhyvmes and dGirtoons.

SEVEN ARTS ASSOCIATED*
Buckingham Room, Pick-Congress
EXECUTIVES: W. Robert Rich, v.p.
and gen. sales mgr.; Donald Klauber,
v.p. and nat’l sales mgr.; Lloyd Krause
castern div. sales mgr.: Jack tleim, ac
count Robert  Hoffman
midwest div. sales mgr.; J. W. Mc

exeeutive:

Gough, midwest div. account execu-
tive; George Mitchell, western  din
sales mgr.: Alden Adolph, western div
account executive; Dave Hunt, south
\ wost div. sales mgr.; Carl Miller, south
west dive account executive; leonard
Hamuner, dir. station reps. and nat’l,
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sales; Herbere Richek, div. ol operas
tions; Harvey Chertok, din. ol ady.,
promodion, publicity; Nonman B. Kate,
vp. foreign operations (Seven At

Prod. Int’l, T.ud.)

PROPERTIES: {Seven ity Films of
the 50°3—Nol. 6; 30 Iuternational Fea
tures; 27 Spedial Featmes:  Boston
Symphony Orchestra, 13 onhour v
concert speaialsy [ The Emmett Kelly
Show, 39 lhalf-hours teaturing dreus
down Fmmewt Kelly; Films of the 50's

Vol 1, 36 featwre fibns ftom Waine
Bros.; Films of the 50's—\Vol. 2, 4] [ca
ture films hom Warner Bros.; Films
of the 50°s—Vol. 3, 11 feature filims
from Warner Bros.; Films of the 50's

Vol -1, 40 feature films from 20uh
Cenury-Fox; Films of the 50°'s—\ol. 5,
53 featnre Olms from Wainer Bros,
VEn France, 26 half-hour French les.
sons filmed in Paris; {Mahalia Jackson
Sings, 82 five-minnte programs; {lafls,
65 oneminute live comedy acts in
color

SHOW CORP. OF AMERICA
Executive House
EXECUTIVES: Robert Manby, pres.
I'red  Schaeter, v.p Bill Finkeldey

sales mgr; Bure Manby, sales mgr.

1
onc-hom  drima series
Jaur Movies 1, 42 Inst tun
in colm

STORER PROGRAMS, INC.
Suite 3511, Executive House
EXECUTIVES:

Buddy Ray, operatioins mgi: Jacques

Terry DL e

Lichengmh, general sales mgr.; Tank
Dinvis, national marketing igr
PERTIE { 0
new  half-hour  adult  action  series
avatlable for fall 1963 star 11
London, a Germume Sheplierd; bised
on motiou picunce of the same name

TRANS-LUX TELEVISION*
Carter Room, Pick-Congress
EXECUTIVES: Richard Brandt, pres
Richard

[ rans-Lux Felevision: Roslvie Kairan,

| rans-Lux; Carlton, v.p
coordinator, Encyclopedia Britinma
Filin Librarv; Barbara Wilkens, dn
publicity; M. E. “Bud” Ormond, S.I
div, mgr.; Arthur Manheimer, western
div. mgr.; Murray Oken, castern div
mgr.; Marvin Lowe, midwest div. ngr.

PROPERTIES: Encyclopedia

nica Film Library, 800 titles, in olor,

Britan-

5 to 30 minutes; The American Cihil

STATION OR
GENERAL SALES
MANAGER

AVAILABLE FOR INTERVIEW DURING
NAB CONVENTION—CAN BE CONTACTED
IN CONRAD HILTON, ROOM 1244

Recently separated fram W KST-TV
(Channel 33 ABC) in oll.-UHF
3 statian Yaungstawn market

V.P. AND GENERAL MANAGER OF STATION FROM MAY 1961 TO DECEMBER

1962, STATION GROSSED $336,000 IN 1960, AND RUNNING BEHIND 1960 FIG-

JRES AT TIME | TOOK OVER. IN 1962 STATION BILLED $535.000. WITH OFP-

ERATING PROFIT OF $175,000, PLUS PAYMENT OF $20.000 "CONSULTING FEE"

TO PREVIOUS OWNER AND ABSORBED INTO OPERATING EXPENSE. I'M MAR.

RIED, WITH TWO CHILDREN. AND WILLING TO RELOCATE ANYWHERE IN
THE COUNTRY.

My experience includes sales on
national, regional, and local levels,
rep sales, research, and sales management.

1 we can’t mect at the convention, please write or call:

PHILIP J. RICHTSCHEIDT
3664 SAMPSON ROAD
YOUNGSTOWN 5, OHIO
Telephone 747-9995 Area Code 216

I ————————

CONVENTION SPFCIAL




ILar, 13 hall-hours compiled from the
works of wartime photographer Ma-
thew Brady; Animal Parade, 39 quar-
ter howss, newsreel technique, over 90
birds, beasts, denizens of the deep;
Frontiers of Knowledge, 26 half-hours
revealing advances in science; Junior
Science, 39 10-min. programs, narrated
bv cducator Dr. Gerald Wendt; Fea-
ture Pictures, prize-winning films in-
cluding “La Strada,” “Hill 24 Doesn’t
Answer," “Dance Little Lady” “Lov-
ers and Lollipops”; I's a Wonderful
IWorld, 39 half-hours in color, filmed
in foreign countries; Zoorama, 78 hall-
hours, film or tape, at the famous San
Dicga Zoo; The Mighty Hercules, 30
514-min. cartoons about Hercules and
his enemv, Daedalus; Guest Shot, 26
half-hours of Hollywood personalities
enjoving their hobbies; Felix the Cat,

?

3 o, .
Faecutive committee of “TFE-63” ex-
amines Pick-Crongress floor plan: (I-r):
Dick Carlton, Trans-Lux; Bob Rich,
Seven Arts; Harvey Victor, Jayark; Bob
Seidelman, Screen Gems; Alan Silver-
bach, 20th Centurv-Fox Television

260 four-minute cartoons starring the
well known cartoon character; tMagic
Room, 39 half-hours, tape, great peo-
ple, places, and events.

TWENTIETH CENTURY-FOX TV*
Music Room, Pick-Congress
EXECUTIVES: George T. Shupert, v.p;
\lan M. Silverbach, dir. of syndica-
tion; William L. Clark, eastern div.
sales mgr.; Crenshaw Bonner, southern
div. mgr.; John P. Rohrs, central div,
mgr.; Donal Joannes, western div.

l"gr.

PROPERTIES: Century I, 30 fcatures,
16 in color; Adventures in Paradise,
91 hours, Gardner McKay, adventures
in South Seas; Hong Kong, 26 hours,
Rod Taylor as foreign correspondent,
guest stars; Five Fingers, 16 hours,
David Hedison, Lucianna DPaluzzi,
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guest stars, espionage; Follow the Sun,
30 hours, Brett Halsey, Gary Lock-
wood and guest stars; Bus Stop, 25
hours, Marilyn Maxwell, Rhodes Rea-
son, guest stars, dramatic series.

UNITED ARTISTS Tv*

Lincoln Room, Pick-Congress
EXECUTIVES: M. J. “Bud” Rifkin,
exec. v.p., sales; Edward Broman, V.p.
Chicago; Ray McGuire, eastern sales
mgr.; Jack Martin, western sales mgr,;
Robert Reis, a.e.; Albert Goustin, gen.
mgr., special plans.

UNITED ARTISTS TV
PROPERTIES: { The Lee AMarvin
Show, documentary scries re-creating
police files cases; The Story of . . .
a jockey, a marine, a singer, a pris-

oner, ctc.; Ripeord, skydiving adven-
tures, in color; Leave it to the Girls,
witty encounters between male guests
and 4 girls; Fverglades, adventures set
in famed swamp area, color.

ECONOMEE TELEVISION
PROGRAMS
EXECUTIVES: Pierre Weis, v.p. and
general mgr.; Ken Joseph, Dick Law-
rence, Jim Weathers, div. sales mgrs;

Leon Bernard, James Ricks, a.c.s.

PROPERTIES: Ann Sothern Show,
Ann Sothern as Katie, irrepressible
hotel manager: Lock Up, MacDonald
Carey as attorney for unjustly accused;
Bat Masterson, Gene Barry as the
famed western  hero;
Tombstone Territory, Pat Conway,
Dick Eastham in Tombstone Epitaph
tales; Sea Hunt, Lloyd Bridges stars
in underwater series; Highway Patrol,
Broderick Crawford as highway patrol
chief; Economee Package, 35 series,
2164 episodes.

UNITED ARTISTS ASSOCIATED
EXECUTIVES: John McCormick, asst.

general sales mgr.; Paul Kalvin, east-
ern sales mgr.; Jerry Wechsler, mid-
west. sales mgr.; Bruce Collier, S.\V.
sales mgr; Amos Baron, western sales
mgr; Fred Watkins, a.c.
PROPERTIES: U.4. Showcase for the
Sixties, ‘33 DPost’50 action features;
U.A. A-Okay’s, 32 Post-’50 action fea-
tures; U.A. Box Office Group, 26 Post-
'50 action featurcs; Popeye Cartoons,
234 theatrical animated Popceye car-
toon adventures; [Varner Bros. Car-
toons, 337 theatrical animated Bugs
Bunny, Daffy Duck, others; RKO Fea-
ture Library, 100 RKO fcatures; IWar-
ner Bros. Featine Library, 761 produc-
tions.

cane-wielding

VIDEO HOUSE
Suite 323, Pick-Congress

EXECUTIVES: Albert G. Hartigan
v.p., gen. sales mgr.; Johanna Masucci
secretary.

PROPERTIES: t Out-of-The-Inkwell
100 5-minute cartoons created by May
Fleischer, featuring Koko the Klown
in color.

WALTER READE—STERLING*
Suite 315, Pick-Congress
EXECUTIVES: Saul J. Turell, pres;
Elliott Abrams, sales; Bernice Coe,
sales; Alan Gleitsman, western sales
mgr.; Kenneth Jaffe, sales; Robert

Schlessel, midwest sales.

PROPERTIES: t Cinema 70, 84 feature

films; The Golden Age of Hollywood:

Silents Please, early film classics—39
half-hours; The Special of the Week,

26 hour-long special progriuns; The |

Golden World of Opera, film versions
of great operas, 26 feature length or 39
hours; Adventure Theatre, 78 half-
hour adventure films; Abbott & Costel-
lo, 52 half-hour programs produced
for tv; Chatter’s World, 150 5-minute
films, antics of Chatter the Chimp:
The Big Moment in Sports, 150 5-
minute Ims, greatest sports events ol
past 35 years; Time Qut for Sports,
52 quarter-hour fAlms; Bowling Stars,
52 hall-hour matches, commentary by
“Whispering” Joe Wilson;
Satlorbird Cartoons, group of 184; Cru-
sade in the Pacific, 26 half-hour docu-
mentaries by The March of Time.

WARNER BROS. PICTURES*
Park View Room, Pick-Congress
EXECUTIVES: Joseph Gotler, v.p;
William P. Andrews, western dis. sales
mgr.; John W. Davidson, S.E. dis. sales
mgr.; Michael S. Kievman, central dis.
sales ingr.; Jack E. Rhodes, N.E. dis.
sales rep.; Gordon A. Hellman, sales

pron. ngr.

PROPERTIES: t Cheyenne, 107 hours
starring Clint Walker; {1 Hawaiian
Eye. 134 hours, Robert Conrad, Con-
nie Stephens; Maverick, 124 hours,
stars James Garner and Jack Kelly;
Sugarfoot, 69 hours, \Vill "Hutchins
stars; Bronco, 68 hours, starring Ty
Hardin; Surfside 6, 74 hours of mys-
tery, with Troy Donahue; The Roar-
ing 20’s, 45 rollicking hours, starring
Dorothy Provine; Bourbon Street Beat,
39 hours, stars Richard Long and An.
drew Duggan; Lawman, 156 half
hours, starring John Russel.
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GENERAL EXHIBITS

Some 100 firms, in addition to the syndication compantes listed on the previous pages, will exhibt
& thetr products and/or services al the NAB Convention. Those exhibitors in the list that follow con
be Jound in East or West Exhibit Halls of the Conrad 1ilton Hotel, unles otherwise indicated.

‘ THE ADVERTISING COUNCIL
|

West exhibit hall

AITKEN COMMUNICATIONS
Space 64-W
IPRODUCTS: Complete or partial
automation  systems, am-fm and
sterco. New this year at the conven-
tion—an automatic spot selector.
olds 96 accounts with as many
48 Len spots per account,
REPRESENTATIVES: Kenneth
ken, Dexter Haymond.

ALFORD MANUFACTURING
Space 21-W
PRODUCTS: television broadcast an-
tennas, fm broadcast antennas, di-
plexers, coaxial switches, vestigial-
sideband filters, rf measuring in-
striments.

Ait-

 REPRESENTATIVES: Ilarold H.
l.eiach, Gerald Cohen.

AMPEX

Space 26-W
PRODUCTS: Ampex Videotape tele-
vision recorders for both mono-

chrome and color broadcast record-
ing. Ampex Videotape television re-
corders for closed-circuit applica-
tions.  Ampex/Marconi television
camera channel  and  associated
cquipment.  Ampex  professional
audio recorders in both studio and
portable configurations.

REPRESENTATIVES: . Gus Grant,
v.p., mgr, video & instrumentation
div.:Thomas Davis, mgr., sales &

service:  Thomas  Merson.  video

 product mgr.; Fred Ramback, i
| deo product wmgr.: Gregg Perny,

mgr.. public relations; Jack Miller,
admin, mgr., advertising/sales pro-
motion: George Shoaf, midwest re-
gional manager.
ANDREW CORP.
Space 70-W

PRODUCTS: Mati-V, fm broadcast
antennas: Helifax, flexible air die-
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lectric  cables; rigid  transmission
lines; coaxial switches; telescoping
Masts: microwave aitennas.
REPRESENTATIVES: John Gyurko,
Douglas Proctor, €. Robert Lane,
Robert €. Bickel, Henry F. Miller,
John M. Lenchan, Edward ]
Dwyer, Dr. Victor J. Andrew.

AUTOMATIC TAPE CONTROL
Space 22-W
BALL BROS. RESEARCH
Space 23-W

PRODUCTS: complete station auto-
mation featuring automatic tape—;
controls “Systems Programmer”™
and associated ultra-flexible compo-
nents—; FCC Approved Automatic
Program Logging. A'TC 55 multiple
cntridge handler, ATC portable
audition  players  and  recorders.
ATC portable player with tone cue.
\TC cartridge playback units and
recording amplifiers.
REPRESENTATIVES: Vernon A, Nol-
te, Robert S. Johason, Lee Sharp,
F. N. Franklin, Jr., Ted DBailey,
Jack Jenkins, George Stephenson,
[r.. Timothy R. Ives.

BAUER ELECTRONICS
Space 56-W
PRODUCTS: 50 watt, 1060/250 watt,
5000/ 1000 watt and 10,000 watt am

LI

SHOW HOURS

All exhibits are located in
the Conrad Flilton FHotel in
the East and 1West Exhibn
Fralls (Lower Level).

Sunday, March 31:
12 Noon
Monday, April 1:
9 am.
Tuesday, April 2:
9 am.
Wednesday, April 3:
9 a.m.

IR
[N I TR TGN FS

to 9 p.m.
to 9 p.m.
to 7 p.m

to 6 p.m.

tansimitters;  automatic  logging
cquipment; Sparta-Matic tapc o
vnidge  equipment;  Spatta-Matic
portable  audio Spanta-
Matic portable studio; Spanta Matic
timecaster; Spinta-Matic phono e
amplifiers.
REPRESENTATIVES: Fiits
Paul Gregg, Fervell,
Lynch, Joln Felthouse, Ben Gieen-
haw, Jolm Winchester, Johin Brooks,
Jess  Swicegood,  Chester  Faison,
George Wilson, Gordon Kevworth,
Richard Fensternucher, Bill Over-
hauser, IFloyd Overhauser, Jack
f.awson, Dave Lvans.

console;

diuer,

Job (us

BOSTON INSULATED WIRE & CABLE
Space 71-W
PRODUCTS: iclevision camera ca-
bles, connectors, and cable assem-
blies for Marconi, EMI, Pyve, RCA,
GL. Grundig. Fernseh, and Dage
commercial broadeast and special
application television cameras and
Microwave equipment.,
REPRESENTATIVES: Alden (. Davis,
v.p. (Canada); Tlubert Goodwin,
mgr., broadcast cable sales; Jack T
Ferrer, midwest regional manager.

BROADCAST ELECTRONICS
Space 14.E

PRODUCTS: Spotmaster magnetic
tape cartridge recording and play-
back equipment: Spotmaster c-
tridge tape winder (UP-1a): Spot-
master lazy susan cartridge rack
(RS-200y: Spotmaster equalized
turntable  preamplifier (17720
Spotimaster “Sterco”  model 5008
and 5058,
REPRESENTATIVES: BDen
Row Beville, Jack Neff.

CHARLES BRUNING CO.

St1ous

Space 41-X
CBS LABORATORIES
Space 72-W
PRODUCTS: Audimax automitic
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MUSIC IS USED
EVERY DAY ON

EVERY NETWORK

..105 TV SHOWS
EVERY WEEK...

UNDAY

BULLWINKLE SHOW . . NBC

DISNEY’'S WONDERFUL
WORLD OF COLOR .. NBC

LASSIE.............CBS
DENNIS THE MENACE . CBS
THE REAL McCOYS . .. CBS
THE JETSONS ....... ABC

MAJOR ADAMS ......ABC
AMONG OTHERS

More
on
page
70
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level controls; broadcast test rec-
ords for testing all audio equip-
ment—ant, fm &mx—including bal.
listic calibration of vu meters; VA-
I transistorized video distribution
amplifiers; trausistorized video pulse
amplifiers; SMPTE test generators;
digital display devices for clection
return reporting and other statisti-
cal reporting (stock market, weath-
er, el .

REPRESENTATIVES: Elliot R. Kuriz,
Marvin Kronenberg, Emil L. To-
rick.

CHRONO-LOG
Space 47-W

PRODUCTS: Step system for tv au-
tomation: performs station break
switching automatically: chrono-log
Digital clocks.

REPRESENTATIVES: Arthur Frei-
lich, v.p.: Sanl Meyer, v.p.; Bill
Nobles, Richard Maves, Ken Greg-
erson, Ed Nemec, Butler Sanchesz.

COLLINS RADIO

Space 27w
PRODUCTS: 830F-1A 10 kw fm
transmitter, 830D-1A 1 kw [m
vansmitter,  A830-2 fm  excitor,

786N\ -1 fm stereo generator, 20V-3
am transmitter, 212G-1  console,
808A-1 remote corsole, 21211-1 re-
mote amplifier, 642A/216C  tape
cartridge system.
REPRESENTATIVES: Gene Ran-
dolph, Jack Chenoweth, Jerrell
Henry, Jim Liuldejohn, Lin Leggett,
Howard Hepler, Charles \Valters,
Jim Speck, John Stanbery, Ray
Evans. Forrest Wallace, Tohn Gos.
lin, Blair Dobbins, 1. L. Tavlor, A.
Prose Walker, T. L. THuebsch, J. E.
Wahrer, C. R. Rollert. B. V. Hite,
R. E. Richards, K. E. Vanghn C. L.
Dixon. E. 1. Malonev. 1. E. Winter,
IT. I. Swoenson, D. E. Bartelt, F. H.
Damm.

COMMERCIAL RECORDING
Space A

SERVICES: Station 1.D. and promo.
tional jingles, plus commercial jin-
gles.

REPRESENTATIVES: [ohn ]. Covle,
president: Buddy Harris, Walter
Wienecke, Bud Curry.

CONRAC DIVISION
Giannini Controls

Space 7-E

New color monitors,
monochrome mont-

PRODUCTS:

transistorized

tors, large screen audience moni
tors, kinescope recording monitors
Standard monochrome wiility mon
itors, professional monitors, pulse
cross monitors, audio-video receiv
ers.

REPRESENTATIVES: \W. ]. More
land, general numager; R. M. Al
ston, operations manager;
Jones, chiel engineer; R. N. Vende
land, sales manager: A, Slater, dis-
trict manager: P. Wickham, engi.
neer: William Ems, engineer.

CONTINENTAL ELECTRONICS
Space 25-W

PRODUCTS: Am broadcast transnuit. ©
ters and transmitter remote control,
closed circuit television.
REPRESENTATIVES: James O. Wel-
don, Mark \W. Bullock, Thomas B.
Mosely, Vernon Collins, Richard P,
Buckner, James T Hamilion, Rich-

ard Edwards, Wm. E. Waldrup, J. ¢

C. Nickens, Stan Ponte, Joe Sain-
ton, Jim Anderson, Charley Reyn-
olds, W. O. Crusinberry.
CUMMINS ENGINE
Spaces 36-W—37-W
PRODUCTS: Standby generator sets.
REPRESENTATIVES: .

man, R, B. Sonntag, J. W. Friwz, G.
\W. Paine, V. R. HIIL

DRESSER-IDECO
Space 61-W

PRODUCTS: Towers — tv-fim-micro-
wave; desigi - construction - inspec-
tion.

REPRESENTATIVES: Dan Byrd, ].
Roger Hayden, Tom Singell. John
Groseclose, Robert Sload, Orville
Pelkey, Robert A. Vaughan,

DYNAIR ELECTRONICS
Space 49-W

PRODUCTS: Transistorized video
and pulse amplifiers designed in
“Key Function™ modular units. Re-
mote-controlled, expandable solid-
state video switchers for switching
any number of inputs to outputs.
Precision  closed-circuit  television
transmiters, wide-band modulators-
demodulators,  Reasonably priced
broadcast television transmitters.
REPRESENTATIVES: E. G. Gram-
man, pres.; Omar E. Lallue, v.p.;
George . Bates, manufacturing
mgr.. Joseph G. Petit, chicl engi-
neer: Dwain A, Keller, applications
engineer,
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ELECTRA MEGADYNE
(Successaor to EM1/US)
Space 4-F

PRODUCTS: 114" 1.0O. &
television cmnera chains (1emote
control, ete),  broadcast  control
room cquipient  (solidsstate verti
cal interval switching and distribu-
tion systenws,  trinsistorized  qudio
mining, tape deck and intercone
mumncation equipment, and video
recording tape).
REPRESENTATIVES: .\. I3. Ravet, M.
Ellison, J. Tucker, F. . Cudlipp.
[. Neitlich. P. S, Nicolinvsen, PP Mas.
farkme, .\, Laue, G.. Krutilek, R,
Striker, 11 McKeon, PP. Weisel, T
Baker, . Welcome.

vidicon

ELECTRONIC APPLICATIONS
Space 20-W

PRODUCTS: AKG studio and hield
microphones, AKG dvnamic head-
sets, shock-prool microphone stands.
Nagra HIL portable tape recorder.
REPRESENTATIVES: V. J. Skee. T.
M. Skee. [. B Anthony, Chet My
lin. "Fed Pappas.

ELECTRONICS MISSILES &
COMMUNICATIONS
Space 53-W

PRODUCTS: Vhf and uhf transla-
tors, translator
transmitters.
REPRESENTATIVES: Dr. . \V. St
Clar. Robert F. Romero, Ienrv
Shapiro. Melvyn Lieberman, H. C.
McKenvie.

accessories,  uhf

GATES RADIO
Space 44-W

PRODUCTS: New kw am transmit-
ter. new Ikw am transmitter. Hkw
and Ikw [m transmitters. 10 want
fm wransmitter. Exccutive stereo
console,  President  dual  ¢hannel
comole, Ambiassador single channel
comsole, Cartritape 11 cartridge tape
ssstem (operating), turntables,
transistor amplifiers, remote anpli-
ficrs, remote conwol svsiems, fre-
quency and modulation monitors,
limiting and level amplifiers, com-
plete stereo equipment, antennas
and other broadcast equipment.

REPRESENTATIVES: I. S. Gates,
pres.s Lo o Cervone. vip. sales: N.
L. Jochem. v.p. engineering: Frank
i Parish, promotion  mgr.:
George Yasell. western regional
sales mgr.: Eugene Edwards, sales
engineering mgr.: Ed Gagnon. mgr.
special projecis: Norman Peterson.

sales

1SPONSOR T arrn 1963
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mgr. andio sales: Franz Sheiny,

nmgr. transimitter sales,

GENERAL ELECTRIC
Command Systems Division,
Technical Products Operation

Space 19-E

PRODUCTS: 23kw ulf transmitter,
IKw vl high channel vansmiteer.,
2000 e microwave antenni, heli-
cul antenna, zig-zag antenna, porta-
ble and rack mounced 2000 me re-
Loy, new microwave aepeater, ()
1-O color camera, new 37 1.0, BRAY
camera, new 15" 1O BRW came-
cra, |)l‘nf(‘ssinll.l] live vidicon cam-
era, BXW fihn vidicon camera, ol
or fiilm camera, BEW continuous
motion film projector, film center
multipleser, BXW calibration mon-
itor, v uulity  monitors,  relay
switching syvstem, trimsistorized syne
generator,  stereo
transistorized, remote audio ampli-
fier-tiansistorized, complete line ol
audio equipment, new educational
t studio package, color light vabve
projector,

REPRESENTATIVES: R. I.. Shetland.
gencral mgr., Commuand Systems Di-
vision: R. L. Casselberry, general
mgr., technical produces operation:
I . Smith, mgr. maketing: 1 ar-
old 13 mgr engineering:
J. Wull, mgr. sales, broadcast equip-
ment: C. . Simon, mgr. product
planning & market research: Go 11
Metcalf, mgr. maufactiring: M. R,
Duncon, mgr. aistomer services; \W.
V. Ferris, legal counsel.

andio  console-

Towlon,

GENERAL ELECTRONIC
LABORATORIES
Space 41.W

PRODUCTS: Fin transmitter 1 kw.,
5 Kaw, 15 kw, 30 kw: stereo genera-
tors, sca generators, stereo control
consoles, fm relav receivers, GIL
1ust remote control equipment. au-
tolog.
REPRESENTATIVES: sal Fulchino.
Arthur Cestaro, Ben Newman, Bill
Dunbav, Jack Langford, Milan Leg-
gett, Howard Dempsev, Bob l.ced-
him, Ralph Owens, Revis Haobbs,
[Harold 71 Al Fulchino, Gor-
don Swan. Richard Burden.

“avlor,

GPL DIVISION—GENERAL
PRECISION
Space 12.E
PRODUCTS: High resolution svidi-
con film chain model P \530, vidi-
con film chain model PA-350, studio

vidhcon camera cham model P
8RO, Jimn telecast projecton model
PALT200, Jutontatic
trol model PA B0, video 1ecordars,
SYIIC genciatons,
widehand SHILL

CAposute con
video  swatcher
lLaders, NUCTOW AV

\)\l('lll\.

REPRESENTATIVES: N. M M\l

shalll Fooo Manzo, AL G Balletes
L. L. Powmciau, v F Brandage
HARWALD
Space 68-W

PRODUCTS: Muark IV Anto-Toad 1
spect-O-1Film leatmg
clecaonic graph recording sach
detection, Model Uz Mink 1 In
spec-O-Filme: Junior “Deluxe™ .
spect O-Filme: o Splice-O-Film - ato-
matic splicer; Sonomatic and .
matic  continuous 1ear projeciion
slide projectors,

REPRESENTATIVES: Rav L. short,
Jr., Robert Grunwald, Richard Wl
lace, S Caldwell, George Casa
nave, Phil Baron, Howad Bowen.
Richard Samojla.

macchine

INTERNATIONAL GOOD MUSIC
Space 65-W
PRODUCTS: I1GM Simplimation

(auomation equipment), lleritage

CENTRONIC

l--l--l-l-l-l-lnl.-nnnn..--...............
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CONTACT
Irv Schwartz
Room 2114
Executive House
MN.A.B. Convention
Chicago
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MUSIC IS USED |
EVERY DAY ON'
EVERY NETWORK
105 TV SHOWS
EVERY WEEK...

SAL.

JOEY BISHOP SHOW . . NBC
SAM BENEDICT .....NBC
THE DEFENDERS . . . .. CBS
HAVE GUN, WILL TRAVEL . . CBS
GUNSMOKE ........CBS

MR. SMITH GOES
TO WASHINGTON . . ABC

AMONG OTHERS

M | More
B s
page
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programing, Premier programing,
Sovereign prograniing.
REPRESENTATIVES: Rogan
Charles  Sprague,
Homer Griflith.

Jones,
Gene Wagner,

INTERNATIONAL NUCLEAR
Space J-E

PRODUCTS: Model TDAZ2 transis-
torized video/ pulse distribution am-
plifier, model TCA3 transistorized
camera amplifier, model TDA26
transistorized high gain video am-
plifier.
REPRESENTATIVES: Raymond L.
Wetland, Sondra Darlene Fwing.

ITA ELECTRONICS
Space 15-E

PRODUCTS: Fm transmitters, am
transmitters, fm & tv antennas, con-
soles, documentor, accessorics.
REPRESENTATIVES: Henry E. Rhea,
A, E. Timms, Juan Chiabrando,
lgnacio Hernandes, C. A. Siegrist,
P. A. Tyrrell, Joseph Novik, G. P.
Wilkinson, Robert Jordan, Phillip
Sam, Paul Sam.

JAMPRO ANTENNA
Space 39-W

PRODUCTS: FOR FM—high gain
wide band fm transmitting anten-
nas for sterco broadcasting: feld
tuning features enable 1.1 to 1 VS
WR for entire 400 k¢ fm channel.
Complete line up to 20 bays. Tower
leg mounting methods permit pat-
terntern circularities of better than
4 DB. Vertically polarized types
available. Certified pattern fm di-
rectionals. Line also includes [m
diplexers and high attenuation fm
harmonic filters.

FOR TV—turnstile batwing an-
tennas for channels 2-13. High
power and low power types avail-
able, with ratings up to 50 kw. Low
power series with 2.5 kw per bay,
Tv hybrid diplexers, single linc
notch diplexers, and harmonic fil-
ters. Vh{ translator antennas. Uhf
tv directional antennas and uhf tv
standby antennas.
REPRESENTATIVES: Peter K. On-
nigian, general mgr.: Larry Seese,
field service mgr.; Taro Yodokawa,
production mgr.

JOHNSON ELECTRONICS
Space 52-W
PRODUCTS: Transistorized cquip-
ment for the background music in-
dustry.  “Transistorized multiplex

nmers and amplifiers, and transis.
torized combination tuners and am-
plifiers.

REPRESENTATIVES: Jean Cauchois,
Jr., Eugene C. Johnson, Clyde Red
wine, R. L. Weber.

KLEIGL BROS.
Space 1-E
PRODUCTS: T'v lighting hxtures, ac-
cessories, wiring devices and light-
ing selection and control equip-
ment for monochrome and color
telecasting:  SCR - semi-conductor
dimmer using the silicon controlled
rectifier; new quariz tine lighting

fixtures.

REPRESENTATIVES: Herbert R,
More, v.p. & mgr., television dept.;
Robert Bullock, james Byrne, Al-
win Lassiter.

KRS ELECTRONICS
Space 38-W

PRODUCTS: STACT broadcaster
model SB-600, 6-deck cartridge re-
corder with reversible cartridge;
STACT SL-300, 3-deck tape car-
tridge recorder.

REPRESENTATIVES: K. Rey Smith
11, C. Robert Paulson, Walter Rees,
Don Patterson.

LOGOS, LTD.
Space F
SERVICE: Color tape to film trans-
fer—16 or 35mm; color video tape
duplications, complete video color
production facilities.
REPRESENTATIVES: Charles F.
Riley. chief engincer; Frank
Thompson, asst. chief engineer;
Richard P. Sullivan, sales mgr.

MACARTA

Space 42-W
PRODUCTS: Automatic magnetic
tape cartridge recording and play-
back equipment; automatic tape
magazine reconditioning and  re-
loading.
REPRESENTATIVES: G;. D. Andrews,
president; Gren Andrews, Del Blom.
strom, William E. Moulic, Robert
J. Moulic, Edison Moulic, John
Burmeister, Roy Grubel; Carl Mar-
tin.

MAGNE-TRONICS
Space 46-W

PRODUCTS: Magne-Tronics— T ape-
Athon automated equipment fea-
turing co-ordinator; Magne-Tronics
motivational background music
service for fm multiplexing and/or
wired line transmission,
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Clarke, Jr., press Joseplt FoThnds,
o Thomis Aye, George Anthony,

McMARTIN INDUSTRIES
Space 43-W

PRODUCTS: Frequency
modulation  monitors,  SCA-mula:
ples mouitors, fin stereo re-broad-
cast receinets, ol lellll““(‘l'\. Im mul-
tiplex receivers (tubed and transis.
torized), sthreceivers, s hl communti-
cation receivers, fixed lrequency te-

lREPRESENTATIVES: I'homas L.

MONILors,

ceivers, audio amplificrs-transistor-
i7ed.

! REPRESENTATIVES: Ruv 8. M
Martin, press Leovacd B Hedlund,
chief engineer; Ray M. Unrath,
marketing mgr.: Dick Cleary, ast
ohl. engineer.

MINNESOTA MINING & MFG.
Space 13-W

MIRATEL ELECTRONICS
Spaces 34-W and 35-W
PRODUCTS: Transistor video moni-
tors and tube type video monitors,
Conelrad equipment, audio opera-
ated relays, program failure alarm,

broadcast translators.
REPRESENTATIVES: \W. S. Sadler,
. J. Klindworth, N, C.. Ritter, Dan
schulte, Pete Vogelgesang, R, TTack-
enberger, 11T MceAdums,

MITCHELL VINTEN
Space 62-W
PRODUCTS: Television camerit piun
and tih heads, pedestals, dollies,
and studio crane.
REPRESENTATIVES: \W. I’. Vinten,
AL R Macmath, WL B Hakes.

MOBILCOLOR
Space 60-W
SERVICES: Developers of synchron-
ized sound and color presentations
Tor major radio promotion: Mobil-

' color spring radio promotion: Nlo-

bilcolor Christmis  radio  promo-
tion.

REPRESENTATIVES: Bermard Block.
Richivd Thies, Fred Way, Tom
Tiflany.

MOSELEY ASSOCIATES

Space 48-W
PRODUCTS: Ruadio remote control
svstenms, wide remote control sys-
1em, SC.\ subcarrvier generator, I
stereo generator, 10 wate i exciter.
10 watt fm transmiter.
REPRESENTATIVES: John .\. Mose-
ly, pres.: Howard M. Ham, Jr, en-
gineeving mgr.: George Kladnik,
production mgr.

SPONSOR/1 apkiL 1963

0ZALID PRODUCTS
General Aniline & Film
Space 63-W
PRODUCTS: Ovzulid duplicating
cquipment wnd naterials lor copy
systems, lor mvailabilities-contiol,
order-invoicing and walhc-control,
REPRESENTATIVE: Richard 1y,
wational rep. 1o the bhroadcsting
industry: Chicago district rep.

PEPPER SOUND STUDIOS
Space D
SERVICES: Custont inusicil produc-

tions for radio X television: 1adio
station libriny service.
REPRESENTATIVES: Willium .
Taouer, Pres.s Wilsornr Nottheross,
exec. vice-pres.: Rodger May, Mike
\ger, Mike Eister, Rulph Staicheon,
Russ Stnner, Jack Runuill, Nor-
man \zoon, Frmk Ragsdale.

RADIO CORPORATION OF AMERICA
Spaces S-E—6-E
REPRESENTATIVES: (.. 11. Colledge,
div. v.p. & general mgr., broaddast
& communications products div.: .
F. Inglis, div, v.p., communications
products operations: |, PP, Tavlor,
mer., nuwketing  services; Lo C
Tracy, mgr., broadcast sales; M. AL
Trainer, megr.. Dbroadcast  studio
mdsing. & engineering dept.s V.
Trouant, chiel engineer, broadeast
X commumications products: ] C.
Cassidy, mgr.,, sales support & serv-
ices; I\ Greenmeyer, mgr., broud-
ct & closed circuit advertising: T
T. Grilhth, mgr.. customer relations
and sales services: Eo N Luddy,
mgr., broadcast transmitting equip-
ment mdsgs W B Varnum, mgr.,

studio equipment mdsg.

RADIO CORPORATION OF AMERICA
Electron Tube Div.
Space 10-E

PRODUCTS: Image orthicon, vidi-
con, large power tubes, clectronic
instruments,  microphones, nuvis.
tors, intercoms, bateries, dark heat.
er tubes, Novar tubes, aritizen band
tadio, minirveeds, tnansistors. high
fidelity components,

REPRESENTATIVES: 1. (.. Vance,
W W Winters. . . Kelley, G\
Lucian, G. . Rvan, D. B Beadie.

RAYTHEON
Equipment Div.
Space 11.E
PRODUCTS: K'I'R microwae tele-
vision relav svstems for intercity re-
lay remote pick-up or STL appli-
cittions, 7,000 and 13,000 mc. porta-

NEW
YORK'S

~xeiting East Side Hotel
comforl, convenience, luxury ol
reosonoble roles . . . from $8.85
single, $11.85 double, including TV
ond oir-conditioning . . . plus free swim-

ming in Olympic pool on premises.
Speciol fomily, week end ond |
group rotes . . . Convenien’
to 5th Avenve, Grond Cenlirol

Station, Air line Terminols,

'y
i
|

Mid-Town Business Appoint-
ments . , . All good reosons

Pt e p——

for wide acceplonce by busi.

ne1s ond pleosure trovelers

who know

Sl
~ =

( %
I
Hotel
Lexington Avenue

48th to 491h Sireets
TEL: Plozo 5-4000

YEAR 'ROUND POOL

]
¥
1

$1.11

an hour

staffs your station
with IGM
SIMPLIMATION

I Get the details! Find the way to bigger

audiences, lower costs, higher profits with
unparalleled flexibility and consistently
, better sound. Write for free folder, “The

Sound of Money.”

| GM SIMPLIMATION
P. 0. Box 943, Bellingham, Washington.
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ble nd rack-mounted for NT'SC
color and simultaneous audio. "T'MA
program audio channel units for
application to existing systems. Mi-
crowave waveguide accessories, in-
cluding  antennas. waveguide, di-
plesers, etc.

REPRESENTATIVES: George Hink-
lev, Don  Smith, Robert Keller
Hugh Bannon, Henry Geist, Jack
Buanister, Gene Love, Phil Cinss,

RIKER INOUSTRIES

Space 58-W
PRODUCTS: Decmonstration of new
all-transistor video modules: special
effects generator, video switching
svstems, video transmission test sig-
nal generator s— multiburst, stair
step, window, sinc. All rransistor
syne generator. Stabilizing ampli-
ficr. Color bar generator. Vertical
interval reference generators. Port-
able tost sers. Video and pulse DA's,
REPRESENTATIVES: H. Charles Ri-
Ker, James A. Leitch, G. Kut Bu-
tenholi.

ROHN SYSTEMS
Space 50-W

PRODUCTS: Am, fin,

microwave

(e \

M

* Trademark
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towers, rellectors  aud  associated

equipment.

REPRESENTATIVES: R.
(.. Rooker, ). Rohn.

. Kleine,

SARKES TARZIAN
Space 17-E

PRODUCTS: "'clevision studio cam-
eras. film vidicon camera systems,
solid state vertical interval switch-
mg systems, heterodyne microwave
relay systenis.

REPRESENTATIVES: Biugio Presti.
Russ lde, Neff Cox, Jr., Dale Buzan,
Jolm Guthrie, Bill Tarr, Jack Ro-
den, Morrell Beavers, Nubar Dono-
yan, Dale Matheny, Dick Swan, Joe
Ryan, Charles Moore, Joe Phillippi,
Nelson Alquist, Bob McCoy, Miles
Blasek.

SCHAFER ELECTRONICS

Space 73-W
PRODUCTS: Program automation
systemis,  spotters,  transnier  re-

mote control equipment, automatic
togging equipment.

REPRESENTATIVES: Paul C. Schaler,
James W, Harford, Dallas Barnard.

SESAC’

Space E
SERVICES: Recordings and special
program packages. Series ol 60-sec-
ond musical renditions for heavy
spot saturations; 160 selections for
S19.95.

REPRESENTATIVES: \W. F. Mhers,

Sidney Guber, Charles Scully, Glenn |

Ranwsey, Frank Watkins, Vie Vick.
ery, Hal Fizgerald, Ray Vanlloos.
er, Earl Pollock, Earl Brewer, Alice
H. Prager, Ed Cooney.

SONY CORPORATION OF AMERICA

Space 51-W
SOUNDSCRIBER
Space 54-W
PRODUCTS: Autonutic  program
logging.

REPRESENTATIVES: Gerald North-
ern, Charles Stancik, Robert Cook
sv, Donald Fox.

SPARTA ELECTRONIC
Spate 56-W
PRODUCTS: Cartridge tape systems
and related studio equipment.
REPRESENTATIVES: Wm. ]. Over-
hauser, Jack Lawson, .Jess Swice-

g( )()(lv

Stop in at the SESAC Exhibit Booth E
to audition a special program series of
60 second show stoppers. 160 selections
on 10 Hi-Fi albums . . . $19.95.

And be our guest at the SESAC
CELEBRITY SUITE 906 -A.

Continuous Live Entertainment

\ Am\ersm\- .
%‘\'\c\&wm n Brothet

warren Covington

Til Dieterle
Roy Prusky

s aa
I’vr.\‘mmhm N

ON

4 anvdet
Bl snye
pilly Taylo!
Plus
Qurpre
Guests

oy GibbS
'I\L:)‘O\(\\ He\‘.man
Betly Na(hga\nv
Ri(-\mw\ Matthny
Jorge ™ ore

ll 10 oF 1 Hf!’ s,
(ltl f Taf d 1 ll!'L

NAB Convention
March 3ist-April 3rd
Conrad Hilton, Chicago
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VOTED
RADI
SONG HIT

OF THE

YEAR

By the Nation’s

Radio and Television Editors*

WHAT KIXD OF FOOL AM 12°

By Leslie Bricusse and Anthony Newley

from the Broadway Hit Musical

“Stop The World—1 Want To Get 0"

BMI

*

*21st Annual BROADCAST MUSIC, 1NC.
All-American Poll 589 Fifth Avenue. New York 17. New York
conducted by Cl Los Angeles. Nashvill
Radio-Television Daily Torouto. VMontrea ]

1963
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SURROUNDING SOUND
Space 76-W
PRODUCT: Sound cquipment,
REPRESENTATIVES: M. DBrucker,
pres.; S, R. Brogna, v.p., gen. ingr.;
AL Victor, R, Hansen.

TEKTRONIX
Space 29-W

PRODUCTS: Video-wavelorm moni-
tors, Vectorscope for color tv phase
measurements, trace-recording cam-
era, test vquipment, oscilloscope
carts.

REPRESENTATIVES: Charles
Rhodes, Ron Olson, Keith Wil-
liams, Ralph Ebert, Cli: Briesenick,
Frank Elardo, Terrell Jamison, Joe
Gardoer, Paul  Whitlock,  Jerry
Coomber, Bob Siegert, Ed Vaughan.

TELEMET
Space 2-E
PRODUCTS: "TI'ransistorized genera-
tors, test sets, amplifiers, phase cor-
rector, color tv utility monitor, col-
or standard, color encoder.
REPRESENTATIVES: ]. Horowity,
bon Dudley, S. S. Krinsky, Eric
King, Sidney C. Gunston, Alex
Kwartiroff.
TELEPROMPTER
Space 31-W
PRODUCTS: T'elepro 6000, 314 x 4
slide projector with RA-60 random
select changer, Teleprompter Mod.
V', Amphicon 200 large screen tele-
vision projector, Fidelipac tape car-
tridges.
REPRESENTATIVES: George Andros,
Irving B. Kahn, Peter Funk, Ger-
ald G. Griffin, Bradford Macy.

TELEQUIP
Space 3-E

PRODUCTS: PYE 414" camera, stu-
dio lighting, portable lighting,
stair climbing equipment dolly,
camera cable test aids, studio struc-
tural aids and a new film processor.
REPRESENTATIVES: John W.
Schlageter, Howard L. Ryder, John
J. Camarda, Derek Clowes, Robert
1lair, William Jones.

TELEVISION ZOOMAR

Space 59-W
PRODUCTS: Image Orthicon Zoom
Leases and Vidicon Zoom Lenses.
REPRESENTATIVES: Jack A. Pegler,
3l Pegler, Dr. Frank G. Back.

TOWER COMMUNICATIONS
Space 24-W
PRODUCTS & SERVICES: Towers-
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microwave, refleclors, portable pre-
built buildings, paradomes, tower
design, crection and  foundations,
maintenance,

REPRESENTATIVES: \W. I1. Miller,
J- E. Skarda. G. 8. Chesen, L. .
Tokarcnk, E. H. Moore, K. R.
Areh.

U. S. ARMY

Teleradio Branch

Spaces 66-W—67-W
EXHIBIT: Depicts the Anmny's week-
Iv television series The Big Picture,
and the Ariny’s weekly radio series,
The Aviny Hour.
REPRESENTATIVES: L.t. Col. Basil
I.. Mistowt, Lt. Col. Williain I, El-
lington, Lt. Col. Pat Klein, Major
Johm R, Swee, Major Philip |.
Mohr, Swanley Field, §/Sgt. Joln
Darcy.

U. S. NAVY RECRUITING SERVICE
Space 69-W

EXHIBIT: Depicts Navy's radio and
v spot announcements, feature pro-
grams and selected 16mm sound,
color motion pictures for 18-weeks
tv series.
REPRESENTATIVES: Commander H.
Harold Bishop, and representatives
of Navy Recruiting Office, Chicago.

UTILITY TOWER
Space 40-W

PRODUCTS: Manufacture and in-
stallation of all types of radio, tv,
microwave towers.
REPRESENTATIVES: C. E. Nelson,
Jerry Nelson, V. G. Duvall, Pat Du-
vall, D. D. Giroux, M. N. Sholar,
J. D. Nelson.

VISUAL ELECTRONICS
Space 14.E

PRODUCTS: Completely transistc.
ized image orthicon cameras, in
and 114" models, (v program aut
nation systems, VIR test equi
ment and new “moddemod™ ¢hase
lor upgrading V'FR's, a comple
line of modular transistorized
broadeast  master  control  equi
ment.

REPRESENTATIVES: James B. Ga
Iagher, F. Cecil Grace, Jess Ralsk
Charles E. Spicer, Leo L. Darrigy
Robert Bolen, George H. Wagne
Richard Quinlan, Richard Koplit
Morris AL Mavers, Hendrick J. A
tonisse, Felix Donvouloir, Shirlg
sonvouloir, A, W, Greeson, A. |
Hopkins, Wayne Marey, Richar
Witovski, Lyle O. Keys, Allred )
Kallman, Lynn Christenson, Ju
Sims, Harry Bowmaster, Al Casta
do, . D. Thompson, Jim Howar
Bill Willis, Charles Halle. l"l“
Burke, Duane Hoisington, Linto
D. Hargreaves, Louis .\, Whitson.

VITAL INDUSTRIES
Space 30-W

PRODUCTS: Solid state stabilizin
amplifier, video distribution ampl!
fier. pulse distribution amplifier
rack mounting frame. :
REPRESENTATIVES: William Bocl”
me, Marvin J. Moss, Robert Beville

VITRO ELECTRONICS I
Space 46-W !
PRODUCTS: Phase monitor, sped
trum display unit, broadcast receiv
ers, field intensity meters, phas
meters, patch panels, video jack
and plugs.
REPRESENTATIVES: K. B. Redding
K. B. Boothe, J. K. Birch, |. Andre
J. W. Smuih.

aser. WE ARE

Where?

Question: What else do you do?
Work like hell!

In over 364 markets!
No Kidding? No Kidding!

AIR CHECK SERVICES CORPORATION OF AMERICA

1743 West Nelson Street, Chicago, lllinois

auestion: BUt who’s monitoring radio?

PHONE 549-6225
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DIRECTORY OF CHICAGO TIMEBUYERS

convement guide to Chicago ng('n('i('.\‘ and bnyers for convention-goers

rencies & Media Buyers

aorey, Finlay, Marley & Hodgson, 1 E. Wacker 329-1600
ixon L. Harper, v.p., farm r tv dir.; Joan Lindell, timebuyer

MW, Ayer, 135 S. LaSalle.....vicuiininsinnnan. AN 3-7111
EDO, 919 N. MIiChigaN..ireereereeeeeeene SU 7-9200
arl Sutphin, media dir.; Russ Tolg, r tv dir.; Cora Hawkinson, James
{ North, media buyers

Enton & Bowles, 20 N. Wacker......ccceevvneecennne 782-2891
ichard Burton, mgr.

fzell & Jacobs, 205 N, LaSalle.....ccvoeeeevenenn. CE 6-0870
*hilip Rouda, v.p., r tv; Glorya Bakken, timebuyer

lo Burnett, Prudential Plaza..........ccoovevrreenrennn. CE 6-5959

homas A. Wright, Jr., v.p., media; Harold G. Tillson, manager media;
)r. Seymour Banks, v.p.. media research; Ron Kaatz, mgr. media &
»gm anal.; G. Stanton, G. Pfleger, B. Oberholtzer, D. Coons, D. Ar-
J0ld, supervisors: D. Seidel, M. Saxon, D. Carlson, D. Amos, K. Eddy,
{. French, B. Harmon, B. Eckert, assoc. supervisors; V. Auty, E.
Jeatty, C. Wilcox, M. White, S. Wilson, G. Miller, M. Ruxton, J.
Aacmarek, C. Lehwald, J. Calvin, D. Mincheff, M. Kennerly, D. Switz-
er, L. Bumba, J. Kelly, R. Taylor, B. Cherkezian, J. Riley, P. Mazzone,
M. Miles, J. Stafford, timebuyers

nmpbell-Ewald, 230 N. Michigan..........cceuun.n. CE 6-1946
R. D. 0'Connor, mgr.
impbell-Mithun, 913 Palmolive Bldg................. DE 7-7553

Warren Menaker, Robert Zschunke, media directors; Dwight S. Rey-
nolds, Katherine Thulin, Harvey Mann, Edwin Berg, J. Haller, media
buyers

ompton, 111 W. JackSOn......veeeeeceenrcececreereeenee 427-4642
Clifford Bolgard, Andrew Zeis, media dirs.: Edith Hansen, Cecelia
Odziomek. Pat Brower, Almeda Wilbor, timebuyers

'Arcy, Prudential Plaza..........cccoeveeeeceereercciennnn. WH 3-3600
William R. Barker, media dir.; Tom Henry, broadcast dir.; Melba Bay-
|ard. media acct. supvr.; Paul Gillette, med. research mgr.; Doug
Slye, med. buyer; Gordon Gredell, Ted Giovan, timebuyers

(. B. Doner, 35 E. WacCKker.....cooevececveenan. AN 3-7800
Robert Cohen, med. sup. and timebuyer
oremus, 208 S. LaSalle....cvceeieecereee e, CE 6-9132

Charles Greene, v.p. & med. dir,
oyle Dane Bernbach, 645 N. Michigan..................943-7722
Daniet J. Sullivan, mgr. Chicago
tWRER, 410 N, MiChigan. ..o 467-1880
George Anderson, v.p. r tv; Angelo Antonucci, broadcast production;
’Holly Shively, Irene Hess, timebuyers; Helen MacWhorter, asst. buyer
oote, Cone & Belding, 155 E. Superior........... SU 7-4800
Edward M. Stern, v.p., media dir.; Robert E. Ryan, mgr.; Gwen Dargel,
head timebuyer; Chambers, Fromherz, Hart, Taboloff, buyers

\Ibert Frank-Guenther Law, 1 N. LaSalle............ DE 2-6424
Ponald Fulton, broadcast media
:linton E. Frank, 2400 Merchandise Mart............. 527-5900

A. 8. Trude, Jr., v.p., media dir.; Ruth Babick Lewis, timebuying
supvr.; Buckingham W. Gunn, Sr., v.p. & dir. of broadcast services;
Judy Shapiro, timebuyer

| “uller & Smith & Ross, Wrigley BIdg.......ccooo...... 467-6800

prert Powell, med. dir.; Miss C. Levenson. Maureen Geimer, Mildred
Richardson, timebuyers

Faeyer, Morey, Ballard, 645 N. Michigan.............. MO 4-8400
' Richard C. Art, media dir.; Jack Stilwill, r tv dir.
Sourfain Loeff & Adler, 35 E. Wacker................. ST 2-0616

Marlene Pohn, timebuyer: Jaqueline Pond, asst. timebuyer

Grant, 919 N. MIiChigaN.......ccnirirerererinennecenreraens SU 7-6500
Reginald L. Dellow, v.p., media dir.
George H. Hartman, 307 N. Michigan................. AN 3-0130

Leonard Kay. media dir.; June Kemper, timebuyer

Hill, Rogers, Mason & Scott, 6 N. Michigan........ AN 3-3138
George Kleitz, media dir.; Harry Sager, asst. med. dir.; Marian Man-
zer, media group supvr.; Selma Lock, Nora McMahon, Martha Mc-
Aliister, Barbara Miller, timebuyers

Kenyon & Eckhardt, 221 N. LaSalle...........c.coeuue.... Fl 6-4020
Richard Trea, media dir.; Joan Blackman, med. buyer; A. James
Foley, Jr., timebuyer

Klau-Van Pietersom-Dunlap, 520 N. Michigan........ 644-3061
Chas. J. Nesbitt, v.p.

Marsteller, 1 E. Wacker Drive.........vveveverenreenennas 329-1100
Elaine Kortas, media mgr.; Linda Pollak, asst. med. dir. & timebuyer

Maxon, 919 N. Michigan......ccueeineeiicneierenennns WH 4-1676
Richard S. Sachsey, r tv

McCann-Erickson, 318 S. Michigan........ceeeun... WE 9-3700

Bill Grame, med. dir.; Andy Purcell, asst. med. dir; Ruth Leach,
timebuyer

Arthur Meyerhoff & Assocs., 410 N, Michigan... DE 7-7860
Francine Goldfine, supvr.; Evelyn Adell, Pat Gray, Edmund Kasser,
Tom Spasari, Carol Spring, Rose Paras, timebuyers

Needham, Louis & Brorby, Prudential Plaza...WH 4-3400
Blair Vedder, Jr., v.p., media dir.; John Cole, mgr. broadcast section;
Arnotd E. Johnson, v.p. & dir. of broadcast facilities, J. Scott Keck,
v.p. & dir. tv r programing; George Riedle, Don Putzier, Everett M.
Nelson, Gordon F. Buck, media supvrs.; Marianne Monahan, Mark S.
Oken. John Stetson, timebuyers

North, 2100 Merchandise Maft.......cevrernenrercnenee. 527-5030
Martin Ryan, dir. of med.; Betty Lavatym, media supvr.; Marianne
Lixie, Sarah Hoyer, media buyers

Ogilvy, Benson & Mather, 624 S. Michigan......... 922-0035
Bob Powell, mgr.

Post-Keyes-Gardner, 919 N. Michigan................ WH 3-2880
Dr. Ho Sheng Sun, media res. dir.; Helen Wood, r tv media mgr.;
Miss Merle Myers, head timebuyer

Reach, McClinton, Prudential Plaza.................... SU 7-9722

FRC&H, 400 N. Michigan......coovieemcineceereenene 467-5970
Virginia Monfredini, r tv dir.

Roche, Rickerd-Henri, Hurst, 520 N. Michigan......467-1966
Lee Carlson, med. dir.; Isabel McCaulay, r tv dir. & timebuyer

Tatham-Laird, 64 E. JACKSON...cccocoivvrvuriririrccnceneiene 427-3700
George Bolas, v.p., media dir.; Jack Bard, med. dir.: Dan McGrath,
Roy Boyer, media supvrs.; Annette Malpede, Mary Rodger, George
Stanton, Joan Temple, Larry Olshan, Morton 0'Meara, media buyers

J. Walter Thompson, 410 N. Michigan................ MO 4-6700
John deVevec, v.p., media dir; A. G. Ensrud. E. K. Grady, David
Haughey, Lowell Helman, Robert Thurmond, assoc. media dirs.;
Ed. Fitzgerald, r tv mgr.; Harry Furlong, Sylvia Rut. Margaret Well-
ington, Larry Claypool, John Harper, med. buyers

Wade, 20 N. WaCKET......c.coeivimirieeierirerneienerieseraenieranns Fl 6-2100
D. S. Williams, v.p., media dir; ). G. Schroeder. assoc. media dir.;
R. A. Coolidge, media mgr.; Avid M. Anderson. Leonard Materna
Nancy Sweet, Fran Stoll, media buyers

E. H. Weiss, 360 N. Michigan......ccccocoeverierennene. CE 6-7252
Nathan Pinsof. v.p., media dir.; Armella Selsor, Harry Pick. Marilyn
Wolf. Fred McCormack, Bruce Galler, media buyers

Young & Rubicam, 1 E. Wacker......coeveeeeenne 329-0750
Richard Anderson, dir., media rel.; Frank Grady. media mgr.: Rich-
ard G. Stevens. senior buyer; Margaret M McGrath timebuyer



The Mark of
the Newest in
TV Tape Recorde

In the TR-22, RCA presents a “New Generation” o
TV Tape Recorders. .. fully transistorized! It gives
you new ease of operation, new space-saving econ
omy and new reliability. The TR-22's are already
in operation in the USA, Canada, and Europe..| |
assuring superior picture quality.

|

The Most Trusted Name | |
@ in Television




USE THIS CARD \
o For your own personal copy of SPONSOR each week...
o For the latest, most useful news, ideas, facts and figures about tv/radio
advertising — at little more than 15¢ a copy’
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SPONSOR-WEEK Networks

‘77 Strip’ back for 6th;
ABC slots Barry series

ABC 1V has set a two-hour Fri-
day night block in its fall schedule,
beginning with 77 Sunset Strip
at 7:30 pan. and lollowed by a new
drama series starring Gene DBarry
as a millionaire cop. The slotting
of Strip ends rumors the peren-
nial wouldn’t be back for its sixth
scason on  ADBC. The network
stressed renewal ol the Warner
Bros. product was on its own initi-
ative, rather than advertisers.

The new DBarry series has no
title as yet, but has signed one ad-
vertiser Manley & James Labs for
Contac, via Foote, Cone & Belding.
Produced by Four Star Television,
it was originally a segment of the
Dick Powell Theatre and starred
the late actor.

In addition to Barry, the series
will star Gary Conway and Regis
Toomey. The pilot was produced
by Aaron Svelling and directed by
Hy Averbach.

RCA asks satellite stock

RCA Communications, Inc., has
applied to the FCC for authoriza-
tion to purchase shares of stock in
the Communications Satellite
Corp., which has been organized to
own and operate the nation’s com-
mercial satellite communications
systems.

The RC.A subsidiary told the
FCC that as a prospective user of
the comununications satellite svs-
tem, it “desires the opportunity to
participate in its development, es-
tablishment and nperati«)n."

Ford, Marlboro signed
as nat'l NFL sponsors

CBS TV has signed two national
sponsors for quarter shares each of
the 9tgame regular season Na-
tional Football [League schedule.
To run from 15 September thru
15 December, this will be the net-
work’s second successive vear of ex-
clusive NFL. coverage.

National sponsors are Ford Divi-
sion of Ford Motor, thru J. Walter
Thompson, and Marlboro Cigar-
ettes, via Leo Burnett Co. The re-
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maining half sponsorship will be
on a regional basis.

Three games will be aired coast-
to-coast, and the rest on a regional
basis, with CBS TV presenting
seven of the contests simutltaneous-
Iy most Sunday afternoons. Tiwelve
regional networks will carry the
gamnes, with two-man  teams of
sportscasters to be selected for their
coverage.

NBC spending $1.25 mil.
on new color equipment

NBC this spring will complete a
§1250,000 color v project which
involves equiping its color cameras
and color tape machines in the two
major broadcasting centers of New
York and Burbank, Cal.,, with the
latest equipment, to further stabi-
lize the network’s colorcasts.

In addition, for live color hroad-
casts all NBC color cameras now
include the latest precision colo
components, consisting of self-reg-
ulatory equipment which makes
the camera’s internal operation
like a thermostat. If a picture be-
gins to shift or drift camera cor-
rects itsell automatically.

Included in the many color tape
machine innovations is the locking
together of two of them so that un-
iqure photographic effects, such as
synchronized dissolves, can be ob-

tained during the taping or editing
ol a color program,

Kudos: ‘The premiere cpisade of
NBC TV’s Sam Benedict series has
been nominated for the American
Bar Assn.'s 1963 Gavel A\wards, to
be named at the annual meeting in
Chicago 12-11 August. .. Presenta-
tion of a student award to CBS
newsman Walter Cronkite will
highlight the Prolessional Day pro-
gram of Boston Tniversity’s School
of IPublic Relations and Communi-
cations on 2 April. .. The Interna-
tional Rescue Commitiee gave a
special award to NBC for its tele-
cast of The Tunnel, a 90-minute
documentary on the building of an
route under the Berlin Wall which
resulted in the rescue of 59 refugees
from East Germany.

Sales: Reynolds Metals (L&N) pur-
chased fulk-hour alternate-week
sponsorship of new Richard Boone
Show, Tuesday night enury in the
1963-64 schedule for NRC TV.

Colgate-Palmolive, via D’Avcy,
signed as fullsponsor of Iarry’s
Girls, NDBC TV hall-hour series

PEOPLE ON THE MOVE
Arthur Sulzburgh to assistant re-
search director lor CBS'TV stations
division. He’s been promotion

manager for SRDS Data.

P e
ABC cops tv rights to '64 Olympic Games at Innsbruck

Thomas Moore (r), ABC v.p. in charge of the tv network, couldn't be happier about the program-
ing coup which gives his network world-wide {except Eurovision and Intervision) rights to the
ninth Winter Olympic Games. Dr. Heinrich Drimmel, pres. of Austrian Olympic Committee, signs
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SPONSOR-WEEK Stations

Computer just a zombie Bunker

“The computer is upon us, and
it promises very great advantages
for hetter media selection and mar-
kCling strategy. But we must now
develop hener radio research wo pu
into the computers or sufler annihi.
lation by drowning in a cascade ol
invalid data spewed out by the
computers oo rapidly for us 1o
keep up with it and explain away,”
according 1o RAB president Ed-
mund C. Bunker.

e twold the IRTS newsmaker
luncheon last week that a computer
is essentially & Zombie like those in
the Grade B wovies ol the past, in
that cach could only do certain
highly defined tasks. “The com-
puter doesn’t evaluate the lacts, or
improve them, or fumigate them,
or dehydrate them. o doesn’t even
know it they are facts,” Bunker
pointed out.

“TThose in media measurement
ought to devote time to experimen-

ONE BUY!
FOUR
MARKETS!

® ALBANY

o DOTHAN

® TALLAHASSEE
® PANAMA CITY

GRAY TELEVISION

walb-tv
CHI0-ALBANY,GA.

wjhg-tv

Raymond E. Carow Q. ;o) NAMA CITY
FLA.

General Manager

366,000
TV HOMES’

* ARB, Nov. ‘61
One buy—one bill—one
clearance!
Or stations may be bought
individually for specific
markets!

Represented nationally by
Venard, Torbet, McConnell, Inc.
In the South by James S. Ayers Co.
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tation to prove that the data they
have is worth being whirled around
at such great speed in the com-
puters,” he said. ““Fhe past experi-
ence in radio has demonstrated the
inherent dimgers to our medium in
allowing firms to measare us who
have noc thoroughly  developed
their methodology or who  have
lailed to keep ap with the times.”

Bunker also noted that RADB has
just issued findings of a study it
commissioned which measures ra-
dio more completely and suggests
how o fit media together with their
strengths complementing one an-
other. Tited “Why DBuy Radio
Now That T'v I So Big,” it di-
vides the v audience into fifths—
or uintiles—covering adults only.
“who are the actual buyers for iost
goods and services.”  (‘This will be
interpreted in the 8 April issue of
SPONSOR.)

Looking to RADB's tuture, Bunker
said that in addidon to the prime
target ol more eftective research.
the orgamization plans o divide its
cffort 1o provide separate services
for small and Luge wmavkets. This
entails setting up a Small Market
Division which will “fght and work
to do a job tor the smaller-market
station.”

He also indicated o separate
Plans Board may be set up consist-
ing ol stations and other broadcast
firms which operate in smaller may-
kets.

Bunker emphasiced that il we
can make @ contribution o better
radio selling in smaller markets,
then bigger markers gain . .. My
only concern is that we tuly serve
the small markets—and  that we
truly serve the big markets—with-
out a push-and-pull of direction be.
tween them ... We can do loy each

segment of radio what that segment

is willing to have done.”

Int'l pix pack, new series
into syndie tv via 7 Arts
seven  Arts Associated at the
weekend placed into ty distribution
30 international “Filhins of the "50s™
comprising Vol, 6, plus The -
mett Kelly  Show, Eu Franee,
Mahalia Jacksou Sings and  Laf]s.
The motion  picture  package,
which includes some color filims, is
dubbed in English. Vol. 6, as well
as the series, were introduced at
the TFE63 exhibit during the
NAB convention in Chicago.
Kelly consists of 39 half-hours
strmg  tamous  clown Emmett
Kelly: £En Frauce Teatures Dawn
Addams in 26 half-hour French

Station swamped with 2,160 labels in month-long offer

KV0O, Tulsa, listeners who sent in the front of a 50-pound bag of Aureomycin Crumbles to the
station got a free livestock kit. Some 2,160 labels flooded the mail representing over 54 tons of
Aureomycin Crumbles. Offer was made on Carl Meyerdirk’s program sponsored by American Cynamid
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fessons: the Mahalia fackson skeim
stars the gospel singer in 82 hive
minute programs, and Laffs com
prises 65 one-ninute shows leitur-
g comedy sketehes with accom
panving funny background music,
cach a complete “blackou™ gag.

Official’s ‘Biography II’
lensing Willkie actuality

Oftlicial Films'
Biograpliy will include hall-hour ty
actuality frhms on the lite of Pope
Pius XI1. John H. Glenn. Jr., Fidel
Castro, Konrad Adenauer, and
Famon de Valera, in addition 10
the now lensing one on Wendell
Willkie.

Produced for Othcial by David L.
Wolper and navvated by Mike Wal
lace, Biogiaphy 11 will also look
six women: Grace  Kelly, Helen
Keller, Babe Didrikson, Eva Peron,
Princess  Margaret,  and  Mme.
Chiang Kaishek.

Mid-States’ $1,750,000
buys three Mo. stations

Mid-States  Broadcasting  Corp..
ol East Lansing, has purchased
KFEQ (AM-TV), Se Joseph, Mo,
and KLIK, Jetterson City, Mo., for
SEZH0.000, subject o FCC approv-
al. Mid-States corvently owns fm
stations WSWNL East Lansing, and
WODC, Midland, Mich., and has
substantial  terest in WGN/Z
(FNID). Fling, and WABX (FND), De
ront.

The sellers areJesse D Oscar Ko
Isadore ], and Eugene P Fine,
Theodore M. Nelson, and Marvin
Cohen. Nelson continues to own
WSCM, Panama City Beach, Fla,
Othcers in Mid-States are John I
McGolt.  president. and  NMichael
Dow, Philip Munson, and Clarence
L. Rhoads. Negotiarions were han-
dled by Hamilton-Landis & Asso-
clates.

KFLEQ-TV is o vhi afilinge ol
CBS: KFEQ-AM s a 5,000-wan
fulltimer, and KLIK 15 a0 5.000-wan
davimer.

second year ol

Half-mil. in syndie sales

for hr. ‘Powell Theatre’
The Dick Powell Theatre, wind-
mg up its second season on NBC
I'V, has been placed o oll-net
work syndication by Four Star Dis-
tribution Corp., which has already
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Correction

lind ncorviedt

Uhe following table
frigraes qu the |00 v and 300 f. histing

1962
Monday through Friday

run e Data Digest, 25 Mareh isviue

Jan. April July Oct.
Time March June Sept. Oec.
1:00 p.m. 274 21.1 21.0 22.3
1:15 21.5 21.2 21.8 23.0
1:30 27.4 21.6 22.7 23.9
1:45 27.0 21.8 22.8 239
2:00 p.m. 25.1 19.7 20.4 21.8
2:15 25.1 19.3 19.9 216
2:30 24.7 18.6 18.9 21.0
2:45 25.1 18.8 19.1 20.9
3:00 p.m. 24.6 18.4 189 19.9
3:15 25.5 19.1 19.4 20.7
3:30 254 19.0 19.0 21.2
3:45 26.1 19.7 19.5 22.6

Nielsen “Felevistim Frlex
Total U S0ty hames using tv, guartevly averagse
\veraze udience ner minnte during daylinme quarter honrs

$H00,000 ver, Colorado,

The hour series, wlnch pre
miered in the lall ol 61 with
Powell as executive producer and
host, received seven Emmy nomina.

racked  up sides o

WNDBQ, oko in Chicago: WDAF-
'V, NBC aftliane in Kansas City,
and indies \WPIX, New York, and
KCTO-TV (formerly KTVR), Den-

gives you

28.8% more WOMEN

Since Nov.-Dec., 1957, NSI Reports have never given
WAVE-TV less than 28.8¢ more viewers than Slalion
B in the average quarter-hour of any average week!

And the superiority during those years has gonc
as high as 63.6¢ more viewers!

More viewers = more impressions = more sales!
Ask Katz for the complele story.

LOUISVILLE, Channel 3

WFIE-TV, Evonsville = WFRV(TV), Green Bay * WAVE Radio, lauisville
All NBC, All Represented By THE KATZ AGENCY
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SPONSOR-WEEK Stations

tions in four categories during the
'61-°62 season and produced a win-
ner in Peter Falk's Price of Toma-
toes segment. There are 60 epi-
sodes available.

Have camera, will travel

That scems to be the motto at
busy WSYR-TV, Syracuse, where
cameramen lave Luely wraveled to
Guantanamo Naval Base, Cuba,
Jamaica, West Indies, and New
York City to firm public service
shows.

The show on Guantanamo was
an hour-long venture called Free-
don’s 1Wedge which featured se-
quences of Syracusans and  (heir
families attached to the base. Two
other programs were shot all in
color, the first such to be made by
a Central New Yoik station. Ja-
maica School Marm was a 60-min-
ute film documentary on the Peace
Corps and International Flower
Show a hall-hour on the world’s
largest floral exhibition held in
New York.

NAB asks FCC to delay
new log, transmitter regs

The FCG hias been asked by NADB
to postpone the eflective date from
8 April 1o 8 June on its order im-
posing new transmitter inspection
requirciments on broadcast stations,
NADB sought the delay to aflord sta-
tions sufficient time to pat the new
requirements into practice,

The FCC order would pernit
stations to keep their operating log
by automatic means, establish a
new log to be known as the main-
tenance log and require a five-day-
a-week inspection of all am and
{m transmitting equipment by a
first-class engineer.

Big boon for fm

A still rare phenomenon—a pack-
aged-for-fim-only radio program—
has been picked up by the Lincoln-
Mercury western regional dealers
assn., via Kenyon & Eckhardt's San
Francisco ofhice.

Half-hour show
Continental — Arts

called Lincoln
Concert was

Laniched on 22 stations in 17 citig
i Oregon, Washington, Nevad:
("tah, Colorado, New Mexico, an
northern Calilornia. Show runs pr
marily on weekends in early eve
ning slots for 13 weeks.

Sports Network fed 125

Goodyear, Texaco, and Reynold
Tobacco were among the sponsor:
as Sports Network, Inc., providec
some 125 stations with live telecast
of all games in the 1963 NCAA,
basketball tournament. '

Coverage included regional elim.
iations, regional finals, national
semi-finals and the championship
tilt.

Grass Roots

On the sales side: Continental/In. |
ternational Productions sold its-
syndicated radio programs in 14

domestic and over 30 foreign mar-
kets. C/1 produces and distributes '
This is Steve Allen, Sammy Davis, *
Jr. 'That's Entertainment’, Johnny '
Green’s World of Music, The Mil- !
ton Cross Show, as well as the new

I 00T OO O T A

Newsmakers in tv/radio advertising

istration  at

had

Ted Eiland, inanager of sales de-
velopment for Rust Craft Broad-
casting Co., has been appointed
general manager of WSTV TV,
Whecling-Steubenville, flagship
station of the Rust Craft Group.
Previously, Eiland was v. p. and
general manager of WLOS TV
(AM/FMN) in the Carolinas. Prior
to that he was general manager
of WPTVTV, Palm Beach, Fla.

L

Pharmaceutical

L S
‘ "
‘l.

LTI T

Richard L. Matthews has been
named to the newly-created post
of director of advertising admin-
Warner-Lambert
Co.
formerly been
with Procter & Gamble where
he gained wide experience in the
advertising and marketing of
consumer products in domestic
and international fields.

Matthews
associated

Bhie Shield.
cal sales

T 1 P S

Lloyd E. Cooney has been pro-
moted to vice president and gen-
cral manager of KSL-TV in Salt
Lake City. Cooney joined the
station in 1951 as an account ex-
ccutive after serving as public
relations director of Blue Cross-
He was named lo-
manager
1961 he was appointed station
manager of KSL. television.

Dick Harris, former KOA-TV,
Denver, sales manager, has been
named station manager and sales
director. He joined KO\ in 1953
as pronwotion manager. Previ-
ously, he was with Cowles Broad-
casting.  \lso, Gene Crubb,
former KO.\ (\AM/FM) sales
manager, moves up to the post
of station manager and sales di-
rector.

i 1939, In

S B PO I 1.3
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v comedy series Sebastian Cabot
qud the Crime Busters . . . Setting
vhat may be an all-time record for
v spot sales, KTTV, Los Angeles,
. iol(l out its Friday Mowvie the same
‘ ’lny that the program was an-
pounced  to the station’s sales de-
yartments. Series kicks off 19 April,
eplacing Colgate Theatre in the
Friday night, 8-10 p.m. period . . .
I Reynolds Tobacco purchased one-
hird sponsorship of 1963 Milwau-
¥ kee Braves bascball telecasts on
' WTMJ-TV, to join Pabst Brewiug,
%\'hich also has a third.

ity

Programing notes: When 200 high
‘whool seniors take over the State
tlouse helm as student government
fficials on 5 April, WNAC-TYV,
Boston, will telecast the inaugural
teremonies from 10-10:30 a.m. and
WNAC will broadcast the same
— portion from 8:15-8:45 p.m. that
W pight so the students may hear
themselves. . . Children’s reactions
flo situations form the intriguing
basis of The Paul Winchell Show
swhich debuted 31 March over
[ 'KABC-TV, Los Angeles .. . Two
Sunday special report series on
I "WLIB, New VYork, originally
planned as a three-week grouping
in the public interest, have been
extended through mid-April. The
! programs, presented in cooperation
with the New York City Commis-
sion on Human Rights and with
HARYOU (Harlem Youth Unlim-
ited), are being heard Sundays 1:30
b lo5 p-n and 5:30 to 6 p.n. respec-
tively ... KYW, Cleveland, is salut-
ing the arts with a special series of
! Friday night programs devoted 1o
bomusic, poetry, theater and painting.
First program was an hour-long
4 documentary called A Musician in
the House, teaturing a look mto
¢ the home-life of the musicians who
"form the Cleveland Symphony Or-
chestra,

{7

Days of wine and roses: One of the
rmore sparkling station anniversary
promotions comes  from KTVU,
San Francisco-Oakland, saluting its
filth anniversary this month.  It’s

tactall and sparkling bottle of Cali-
fornia White Burgundy.

You can get in touch with: Robert
O’Connor and Gary Eckard, two
Bolling executives who recently set
up their own shop—Roger O'Con-

. SPONSOR/I Aprn. 1963

"

we

TvB Sales Clinic Dates

4 April Wilkes Barre-Scranton

Newv Haven
Fort Wayne
Champaign
Pittsburgh

Altoona
Indianapolis

Lebanon
Grand Rapids
Peoria

~ Miami
Montgomery
Roanoke
Columbys
Tampa
Augusta
Greensboro

Jacksonville
Atlantg
Pparlotte
Des Moines
Charleston
Norfolk
Ashevi!l_e
Waterloo
Columbia
Richmond
Greenville

15 Aoril
16 April
17 April
19 April

22 April

24 April

25 April

26 Agril
29 April

30 April

T e R e e i e T

nor, lnc.—at TN 7-9595.  Addiess
is 270 Park Avenue, New York 17.

Another dme around: Fred A.
Niles Conmunication Centers will
produce a second series of £d Allen
Time, a syndicated exercise show
now in 32 markets. The new 39-
week series is comprised of 195
half-hour shows and will be avail-
able 2 September.

Sales: MCA-TV added 11 station
sales for its off-network hall-hour
series, with Bachelor Father having
the greatest spurt with sales to
WOC-TV, Davenport; KCRA-TV,
Sacramento:  KNTV,  San  Jose;
KEZETV, Eugene; WRCYV, Phila-
detphia: WAGA-TV, Athinta; and
WGRA-TV, Bultalo . .. Allied Art-
ists Tv's Bomba, the Jungle Boy
features to cight more stations,
raising total markets to 70
Foreign sales for Bill Burrud’s
True Adveutnre color series to As-
socitated  Rediffusion in England,
Trans-Global in Japan, and J. A,
1.aPoinme, Ltd., for French Canada
. Fremantle sold I'BS Six-Pac,
series of Vicor Borge/Scelden hour
specials to Nederlandse ‘Televisie
Stichting in Holland and Vilamese

Television in Belginm . . . United
Artists Associated’s Showcase  [or
the Sixties passed the 101-station
mark with sales to KPR, 1lous-
ton: WIM], Milwaukee, Peoria;
WOEAL, Lancaster: WWLP, Spring-
field; and WFLA, Tampa.  New
sitles were also scored on the A-OK
pickage of UN movies and  Box
Office 26, Nine stations renewed
the 231 Popeye cartoons.

GRASS ROOTS
Changing hands: Dickens J. Wriglu
Associates has 1taken over control
ol KRE (AM & FM), Berkeley.
Wright  was  former  owner ol
WPAT, New Yok WGTC,
Greenville, purchased by Roy L.
Park Radio [or $200,000, from .
W. Lewin, president of WGTC
Broadeasting Co.  Park said that
rapid developrient of (m would be
undertaken at once.
Appointments: Mort  Bassett ap-
pointed  nattonal sales rep  for
WRGM, Richmond, and the seven
stations of the Connecticut State
Newwork, including WIAY, Hart-
tord, WNT1C, New Haven, WNAB,
Bridgeport, WS'T'C, Stamford,
WATR, Waterbury, WTOR, Tor-
rington, and WICH, Norwich . . .
KRL.A, Los Angeles, to  Avery-
Knodel, [or all areas of the country,
viit @ supplementary agreement ...
WIHIILL, Boston, \WOCH, Cape Cod,
WRAM, Monmouth, WNBI, New
Bedford, W1ZZ, Streator, and
KAIL-TV, Fresno, to Vie Piano.

PEOPLE ON THE MOVE:
O. B. Snow 1o sales account execu-
tive for WZZNYTV, Grand Rap-
ids.

Robert L Queen, fonner managing
editor of Radio Television Daily
and copy editor for CBS Radio, 1o
director of information services lor
Pratt Institute.

John Petey elevated 1o generat sales
manager of KPTV, Portand.
John E. Kane to manager and
Walter Emery to local sales man-
ager ol WHEBR, Portsmouth.
Edward G. Sheridan, Jr., to gen-
eral manager ol KBOX, Dallas,
from execcutive vice president and
general manager of WAVY  (AM
X FM), Norfolk.

Chuck Howard to sales manager of
KFMX (FM), San Dicgo, from the
same post at KJLN (FMY, also San
Diego.
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HARRY STRAW, OF THE DRY HAIR ADS,
DIDN'T MAKE THE TRICORN CLUB

He just dida’'t know that North Caro-

lina’s No. 1 metropolitan market is
the fabulous 3-city “tricorn”"—Winston-
Salem, Greensboro, High Point—No. 1
in population, households, retail sales.
Knowing that gets you in this exclusive
club, Harry. Then schedule WSJS tele-
vision, the No. 1 way to saturate the
Tricorn Market, and you'll get a Club
hat with feathers provided it fits your
tousled wig!

WSJS

TELEVISION @

WINSTON-SALEM/ GREENSBORO / HIGH POINT

Represented by Peters. Geffin, Woodward. Inc.

TWO MARKETS

WALA-TV is the only Mobile sta-
tion that also delivers city-grade
coverage in Pensacola . . .

PLUS coverage of the rich Missis-
sippi Gulf Coast; the industries
and military installations of West
Florida and dozens of inland cities
and towns.

ONE BUY...

CITY-GRADE
COVERAGE OF

The WALA - TV Market—
Over A MILLION PEOPLE with
nearly $2 BILLION to spend!

Contact:
Select Stations, Inc.
or
Clarke Brown Co.

TALLEST TOWER ON THE GULF COAST

WALV 10

MOBILE - PENSACOLA
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Duvid G. wwydson o direcior ol
stition aelations for "I'vl ol Can-
ad.

Kenneth R Groes 1o geaeral siles
manager ol KERO-TV, Bakershield,
veplacing Roland T, Key who e
signed.

Robert E. Gilbere to production
manage WRCTV, Washing-
ton, D. .

lor

Kent E. Wilson to uew post ol di-
vector ol operiations, KERO-TV,
Bakenshield, ltollowing the promo-
tion of Kcuneth R. Groes (rom
program director, and Roderick E.
O'Harra to local sales manager.
PDuane L. Wadts to the board ol di-
rectorsol KHAS TV, Hastings. He's
general manager ol 1the Nebraska
station.

Charles .. Bowdain 1o progrinn di-
rector and Pac Fallon 1o account
exeentive, WWRI, West Warwick,
R. I

Thomas E. Gildersleeve o sales
manager and Lloyd C. (Bob) Story,
Jr 1o vice president and opera-
tions nanager at WHIH, Norlolk.

Richard William Matchews to na-

ol WILHIINM, Providence, Trom g
gional sales mauager ol WPRC || ¢
Provideace.

John K. M. McCaflery 10 WPIN |
New York, news counnentator ¢l
lective 27 Moy, Vl
M. R, (Lefty) Huntzinger 1o sale
excontive ol WLW-1 Indianapolis |
Nicholas P. O'Netll 1o national ag |
connl exeentive with RADB. |
Thomas L. Davis, general managa
ol WANF, Chicago, Tor past 1Y
vears, to vice president ol Cory
Belt Publishers, parent firm ol sta 'l
tion and  publisher ol among
others, Drovers’ Journal.

W
!(’le.n
aniot
it
1e v
Paul Plunkedw, Bernie Perling and fgm
Mrs. Arvthur M. Schwartz (o vice e
presidents ol Old Pueblo Broad- ghacue
casting, owner ol KOLD-FV, "aee |l

SON. o
Ken Stratton 1o sales manager ol [T ®
KCBS, San Francisco. et e
. . g Juld
Chuck Heiser to national sales vep- | i
. S . f [

resentative lor WCAU, Philadel- |
. TR

phia. ;
. - Libon
Paul LaGasse 1o the WWJ[, De- .
troit, sales staff. A
Kll\l)d-

Jay H. Smolin (o manager, adver- | nede

tional sales coovdinator Tor KYW.  tising and promotion, WNBG-TV, { wol
Cleveland, replacing John Dinge-  New York. § ool
thal who moves to KYWTV in Jack B. Weiner resigns as director N EY
similar capacity. of public reliations of “U'vi3, ellec ':“‘“’
Lee Bickford to general numager tive 15 April. v \]l
| Whey
s he
1l be
|| e
||} sho
1 | iy
1| ol
| i
|niliti¢
U)hf'
i
(tmir
1 —
|
{
Chicago admen welcome SPONSOR’s New midwest editor
The Carriage House in Chicago was the scene where CBS Spot Radio and Compton welcomed Wini-
fred Callery. Here (I-n): Compton’s John Hartigan; CBS Radio Spot Sales’ Charles Burge, sales
manager; Winifred Callery; CBS Spot Sales’ James Francis; and Compton’s Thomas Lauer |
SPONSOR/1 AvriL 1963 m
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"SELLER’S o e rone

president
Telesynd division

VIEWPOINT |+

Syndicators prepare for color tv

Wolor television his come ol age

J technically, but it still has a few

ears to go before its Tull financial

woteutial will be utilized. There

re presently slightly more than a

iillion color sets in use through-

at the country. Surveys indicate

Irere are 2.3 viewers for each black-

nd-white receiver, but 5-6 viewers

er set lov each telecast in color.

[hus, when all three networks

chedule  color, color television

. hould have between 15 million
ind 30 million weekly viewers with-
N WO years.

o Although 95¢, of NBC affitiates
ww are equipped to transmit the
network's shows in color, only 2597
fiave the [acilities o originate their
swn color shows. Within the next
several vears technological advances
will economically permit local sta-
tions 1o hoth tramsmit and originate

' wlor. -

When the chingeover takes place
on the local level, the syndicators
will be able to market their color
product on a national scale. Not
all shows lend themselves to color
viewing. For example, situation
| comedies and dramatic shows. shot

primarily indoors, gain little by the

! addition of color. The best use of

color will be in programs utilizing

amaximum of exteriors, bright cos-
tuming. and last outdoor action.

Telesynd, a division of Wrather
Corporation, currently has two ac-
non-adventure series in color, but
only one is being made available
Tor syndication in color at the pres-
ent time. A few years ago Wrather
Corporation purchased 78 episodes
ol Sergeant Preston of the Yukon
in color. Although few people in
the industry could loresee a [nture
for color at the time, Wrather Cor-
poration recognized the potential
and consummuted the deal. The
Sergeant Preston shows have been
syndicated in black and white in a
handful of major markets and have
only recently been made available
to stations in color,

Some techmicians Teel that color
filim looks better in black and white
than black and white ilm. Trans-
mission of color on stations with
only black and white fadilities adds
depth and sharper defiition to the
picture, according to the broadcast
engineers,

Telesynd also owns <10 half-hour
Lone Ranger episodes in color, and
is presently studying the possibility
of releasing them. Already, a full
length Lone Ranger Teature filim in
color has been sold by Telesynd
in 50 markets.

The potential buyer ol color syn-
dicated shows naturally wants to
know how much more it will cost.

Hardie Frieberg, president of Tele-
synd, a division of Wrather Corp.,
started his career as a pablic rela-
tions man, then entered television
and radio  production with Faye
Emerson and the Gabor sisters be-
fore enteving tv syudication. Prior
to election as president of Telesynd
i August, 1961, hie served first with
Ziv, then with Television Programa
of America, and later with Inde-
pendent Television Corp.
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New methods ol producing color
shows on tape and other advances
will make it possible 1o sell color
shows on a realistic price  basis.
When color reaches Tull maturity,
the price will be approximately 15-
2007 above black and white, tape
being cheaper, 109, or lower for
color. OI course, the accuracy of
this estimate will be determined
finally by mamy Tactors sull to be
resolved.

The television industry is draw-
ing heavily upon the motion pic-
ture industry’s vast experience with
color film. The picture industry
does not employ color capriciously.
but only to heighten the ellect of
certain types ol productions. For
this reason, although  Hollvwood
has had color for many vears, only
a small percentage ol its films are
today produced in color.

Color television presents less ol
financial risk 1o producers than was
faced by carly producers ol color
motion pictures.  Television pro-
ducers often know in advance that
their series has a definite network
and /or sponsor sale, else they con-
fine produciion to one pilot film.
Fyen today. movie producers do
not kuow their financial position,
alter a heavy investment, until after
the film has had s run of the
theatres.

Although the era of full-scale
color syndication is several years
away, the industry is abready an-
ticipating the demand. Many of
the first-run color shows presently
on the aiv will eventually be dis-
tributed by syndicators.

On a more personal level, we at
Telesynd foresee that at the very
least we will double ouwr annual
gross sales when color ielevision
comes of age.

We also foresee the untoreseen—
in other words. that the adoption
aud Inll acceptance of color televi-
sion will bring in its wake new de-
mands, new products, new selling
techniques, and new opportunities
that we cannot even begin to think
about or analyze today.

Also, the industry’s producers, in
the knowledge that the {ull poten-
tinl of color tv—meaning local
transimission, by most stations—is
inevitable, are rechannelling their
thoughts and their budgets toward
that eventuality. There e excit-
ing days ahead. v
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| T Significant news,
SPO - sco PE trends, buys in national
spot tv and radio

Gift Stars, a new idea involving in-package gift coupons, will start a v
campaign consisting of 60s, 205, and L.Ds oun 22 April. Campaign will
run for seven weeks in a few selected West Coast markets. Radio cain.
paign will rimin same markets, starting with an intro drive on 1 April
running for three weeks, and an impact campaign starting 22 April for |
seven weeks. Duyer at Kastor, Hilion, Chesley, Clifford & Atherton is §
Ro Gordon,

SPOT TV BUYS

Golden Press will start its campaign [or Mechanix llustrated encyclo-
pedias in about 50 markets, running two and three week flights. Start
date varies through April and May. Buyer Zee Guerra at Wexton looking
for day mimites and prime 205 to reach housewives and the male aundience,
General Insurance buying fringe minutes in 15 markets to reach the
male audience. Drive due to start 21 April, will consist of two flights
for a total of 15 weeks. Marie Vitanza is the buyer at Lennen & Newell.
General Mills’ campaign for Red Barn Flour starts 15 April for a two-
week run. Buyer Jack Cornet at D-F-S looking for night and daytime IDs
Lever Brothers starting a 24-week campaign for Lux Liquid on 7 April.
Buyer Larry Reynolds at J. Walter Thompson interested in night and
daytime minutes.

DIF Waterless Hand Cleaner campaign through Zubrow (Philadelphia)
varies in start dates from 16 April to 16 May. Buyer Dave Lane interested
in fringe, prime, and day minutes for the seven-week campaign.
Prince Matchabelli will start a drive on 21 April to run three weeks.
Buyer Dick Macaluso at J. Walter Thompson iterested in nighttime
chainbreaks and IDs.
General Foods Birdseye Peas and Corn campaign slated for 15 April to
run four weeks, being bought by Paul Theriault at Young & Rubicam,
Buyer is looking for early and late Iringe minutes.

SPOT RADIO BUYS

Cinzano wine spring campaign will start soon in a number of major
markets, and will run for several weeks. Buyer Jim Kelly at Fletcher
Richards, Calkins & Iolden interested in cocktail honr minutes to reach
the adult audience.

Fisher Body campaign due to begin 8 April is designed to reach at least
4597 of all listeners with auto registrations, mostly adult males 25 years
of age or older. Campaign of minutes and 30s will run on several stations
in each of the top 55 markets for from six to eight weeks. Buyer is Maria
Caryas at Kudner,
Phillies Bayuk Cigars is planning a campaign of heavy flights of minutes
in traffic time to start soon lor a three-week duration. Buver at Werman
& Schorr (Philadelphia) is Terry Falgiatore.
Sunshine Biscuit five-week campaign scheduled to begin in 50 arkets
the end of April. Plan includes 15 60s and 15 30s per week directed
toward the housewile. “Tom Della Corte buying at Cunninghamn & Walsh,
Rainier Beer out of Doyle Dane Bernbach’s Scattle office starts a heavy
schiedule of 1.Ds 1 June 1o run lor 18 weeks in Oregon. Washington,
Idaho. and Montana. Bill Zarkadis is the buyer, ©

SPONSOR/1 APRIL 1963




¥
T

3
X

o/ Bt

ct

'y

D
%

”




hour

(LARAMIE)

after hour

{(MICHAEL SHAYNE)

after hour

(87TH PRECINCT)

after hdr

(CAMEO THEATER)

after hour

(OUTLAWS)

... of quality, diversity, quantity—in the top Hour Pack-
age in syndication.

B LARAMIE — captures the West at its wildest, during
those hectic years after the Civil War. Action in scenic
Laramie, Wyoming. 124 Hours (60 in color).

B MICHAEL SHAYNE — brings the adventures of one of fic-
tion’s most popular private eyes to life. 32 Hours.

B 87TH PRECINCT —focuses on realistic action, routine,
tension of police detectives at work. 30 Hours.

B OUTLAWS —re-creates the action-saga of the taming
of the Oklahoma territory. 50 Hours.

m CAMEO THEATER —encores great network hit dramas
from Matinee Theater. 26 Hours. (Al in Color.)

Here's a total of 262 Hours (with 86 in color) that will
work day after day building audiences and winning
sponsors in your area. When these five programs were
still on the network, they were favored by such blue-
chip advertisers as Block Drug, Bulova, Ford, Gillette,
Revlon, Sunbeam, Union Carbide. Use one or more or
all these program series for Hours of extra impact. Find
out exactly how they fit into your lineup through

NBC Films.




