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THINK BACK!

At 7:45 am., KSD Radio, St
minute local newscast.

Louis, broadcasts a 15-

It is sponsored by the Ford Dealers of St. Louis.

Those men have sponsored that newscast six days a
week, four and a third weeks a month, 12 months a year.

For 13 consecutive years. Or since that 1950 Ford pictured
above came out.

The Ford Dealers think it's money well spent. Like so
many other clients, they have long put their trust in KSD
Radio news. No horn honkin' or hollerin’. Just good,
honest reporting.

The ten members of the KSD Radio newsroom comprise
the largest staff of any St. Louis radio newsroom. They
don’t double as announcers, engineers or turntable oper-
ators. Just reporters. Good ones. Work ‘round the clock,
Turn out over 100 local newscasts a week.

St Lowts advertisers sell St Loutis on

|

KSD RADIO 58

The St. Louis Post-Dispalch Station

Charter NBC A ffiliate/ Represented nationally by the Katz Agency, Inc.
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WE'VE GOT
A WAY
WITH
WOMEN

Channel 2 brings ’em
what they want!

Our women viewers are well-
rounded more ways than one!
They want entertainment, but
they want mental stimulation,
too. That's why they're so loyal
to WIBK-TV's satisfying com-
bination of the best of CBS and
our horizon-widening local day-
time programs like the Connie
Page Show, newscasts and
thought-provoking TV editorials.
They like what they see, and
they buy what we sell. Adver-
tisers, take note!

WJBK-TV

CBS IN 7
DETROIT

MILWAUKEE || CLEVELAND FLANTA DETROIT TOLLDO NEW YORK RO ST A i SO
WITLTY WIW-TV WAGA-T\ WJBK-TV WSPD.T WHN INAIMPORTANT MARKETS

= r
MIAMG CLEVELAND LOS ANGLLI DLETROIT TOLEDO PHILADELPHIEA KY [ORER

WGBS WJw KGRS WJBK WsPD WiBG BROADCASTING COMPAN'Y

STORER TELEVISION
SALES. INC.
Representatives for all
Storer televicion stations.




THE LIEUTENANT

Molding of a Marmne

Give a 24-year-old Marine officer his first com-
mand, and you have a man with problems, even in
peacetime. If the man is as sensitive as he is de-
voted to his job, you have the makings of standout
television drama.

We thought so much of the idea, we told it to the
Marines — at Camp Pendleton, California. They
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agreed to use of the base as background, and even
assigned a Navy Cross-winning officer as our tech-
nical adviser. The result is “The Lieutenant,” an
authentic new series that becomes part of NBC-
TV’s wide-ranging schedule this Fall.

The young officer in question is Bill Rice (played
by Gary Lockwood), toughened by four years of
training at Quantico, but modest enough to know
that gold bars do not a lieutenant make.

How he proves himself on duty — in such situa-




tions as a night of rugged shore patrol, a brain-
wash experiment, and the handling of a rebellious
recruit who happens to be a close friend —involves
no stereotyped heroics, and wins him no medals.
But it will, we think, win viewers by the million.

(How he proves himself off-duty is a winning
story, too. With a young officer ashandsome as this,
it’s a rare girl who has no time for lieutenants).

Gary Lockwood, an acting protege of Elia Kazan
and Joshua Logan, earns his starring assignment

after impressive performances in Hollywood’s
“Splendor in the Grass,” and Broadway’s “There
Was a Little Girl.” The rigors of Marine camp life
should hold no anxiety for Lockwood, a former
moviestunt man and starcollegeathlete. Lest any-
onefeel we hadtosummon the Marines, may weadd
that “The Lieutenant” is only one
of a diversified span of programs

=

Look to NBC for the best combination of news, information and enfertainment.

helping to make the upcoming sea-
sonthe mostexcitingin NBChistory.
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* FIRST FULLY-ANIMATED
CARTOON COMIC STRIP OF
ITS KIND MADE ESPECIALLY
FOR TV.

« 89 FIVE-MINUTE EPISODES
IN FULL COLOR.

= ADAPTABLE FOR 10 MIN.,
QUARTER HOUR, HALF
HOUR OR AS FULL-LENGTH
FEATURE.

« THE ADVENTURES OF AN
11-YEAR-OLD BOY AND HIS
DOG—ADVENTURE FOR
CHILDREN WITH CONTINU-
ING CENTRAL CHARACTERS
THROUGHOUT EPISODES.

» IDEAL FOR INTEGRATION
INTO EXISTING CHILDREN'S
SHOWS.

6‘ I want NTA to know

how extremely pleased we are
with the TINTIN series. We pro-
gram in ealor and the guality of
these prints has been excellent.
We are programming the peren-
nial ehildren’s favorite and
Emmy Award winner ‘Engincer
Bill* in a new hour show and we
include 2 TINTIN episodes. The
response has heen extremely

gratiflying and I feel TINTIN has
had a great deal to do with the
suceess of this show,

Wally Sherwin 9 9

Director of Programming
KH]-TY
Los Angeles, Califlornia

N TA

B530 WILSHIRE BOULEVARD
BEVERLY HILLS, CALIFORNIA

444 MADISON AVENUE, N. Y., 22

'PU BL'SH ER’S A publisher’s view of

significant happenings in

R E PO RT broadcast advertising

WE'RE ONLY FIGHTING RATING WORSHIP

The other day a broadcaster who should know better said to
me, “You'll never get the industry to drop ratings.”

He should know better because never have we suggested or
even hinted that the ratings be discontinued.

When you're in the writing business it’s casy to note how
quickly, and often innocently, a point of view is garbled and
twisted out of shape.

What we have said repeatedly is that rating worship hurts the
industry, that no single factor should overwhelmingly determine
whether a station gets business or not, whether a network pro-
gram lives or dies. Yet this is exactly what rating worship has
brought to the industry.

[n my opinion ratings will continue 1o be an inportant factor
in spot and network buying decisions. But they will be harnessed
to many other considerations that have been largely ignored by
otherwise  knowledgeable agencies and advertisers.  Rating
worship may be good for Procter & Gamble with its wholesale
stake in television, although I'm inclined to doubt it for the long
haul. It certainly can’t work out for lesser spenders.

[t is now our task to put ratings in proper perspective and to
harness them to the total job of media and program seclection
and improvement. Suitable standards and safeguards will help.
Something ought to be done about the duplication of service and
expense in many markets. For example, more often than not
stations in key markets must buy two or more services because
there are “Nielsen” agencies and “ARB” agencies. 'This 1s sheer
waste.

Some relief should be found to this vexing problem—even if
the relief comes about by sctting standards so exacting that in
the course of time two or more services rendering the sane
quantitative information will become one on the basis of sur-
vival of the fittest.

So it isn’t ratings that we're fighting.  It's the bad practices
that develop as a result of overemphasis on the ratings and the
lack of proper standards.

If the industry will look squarely at its problem the outcome
will be happier for all concerned.

Y
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"I like

a market
you can
pin down."

"One

you can
really
get a

You pin down the entire North Florida/South Georgia regional market when you
fasten your television advertising to WJXT! More people are attached to us . . .
307% more homes outside the metro area and 27¢/ more homes inside Jacksonville
itself than reached by the other television station. With 46 out of the top 50 breaks,
with consistent leads in total audience, WJXT comes to grips with the problem
of putting advertisers in the total regional picture with unrivalled efliciency!

Source: Nov. 1962 NS/, Mon.-Sun., 9A.M. to Midnight

grip on."

Represented by TvAR

wuaxt @

JACKSONVILLE, FLORIDA
POST-NEWSWEEK
STATIONS s owvision of

THE WASHINGTON POST COMPANY



NO OTHER STATION
CAN MAKE THIS
STATEMENT

5 CONSECUTIVE YEARS

| Thy
. MOBILE-PENSACOLA

1962 1961 1960
February March 1963 553 l = Q 9
;h- WY .

------
-

S TR

- 50% SHARE of AUDIENCE

Exception To The Rule

WKRG TV—Moblle—Pensacola

has average(l 50% or more share of
audience in every March ARB urement
ince 1959, from 9 a.m. to mi(lnigln.*

@ Represented by H-R Television, Inc. - @

or call
C. P. PERSONS, Jr., General Manager

*3 station VHF market.
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Chains of Gold? Reg-
ulatory hold on broad-
casters by FCC “pales
by comparison with the
chains that bind the
broadcaster to the rat-
ings.,” Rep. Oren Har-
ris, head of House rat-
HARRIS ing  probe  said  last
week, In New York
SRA address, he asked why broadceasters were
slaves to ratings and replied: 1 suspect the
answer lies in the fact that the chains that
bind him are chains of gold.” Harris told
reps you get what you pay for and said indus-
try “has an obligation not to use cheap, ir-
responsible research.” He added: “1 think
broadcast licensees and persons serving them
should come to realize a radical change in
approach 1s needed. T am gratified to note
that efforts are being made.”

RAB plan praised: Radio burcau’s plans
for a recount of ratings won both praise and
warnings  from  Harris  subcommittee  in
Washington last week. RAB president Ed-
mund C. Bunker was complimented lor
promise of fast action to get radio up ofl its
knees in ratings. but warned if industry
lagged. Congress would have to regulate rat-
ings in some way to protect the pablic in-
terest. RAB plan would start with a $200.-
000 field study. results to be published by 1
January 1964. ARF would be asked to place
a scal of approval on the plan, if merited.
With or without ARF. RADB will commis-
sion the study, Bunker said. All four radio
nets arve interested, and expected to contrib-
ute. he added.

NAB to fight ad limits: The FCC may be
thinking of adopting commercial time lim-
its as set forth in NAB’s Radio and T'v Codes,
but it will have to be over NAB's very live
body. NAB prexy LeRoy Colling savs “the

Top of the news

~SPONSOR-WEEK| i s
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gorernment has no proper place in this held
and we demand in no uncertain terms that
it stay out.” Speaking at a South Dakota
Broadeasters  Assn. meeting,  he  pledged
NAB's opposition to the FCC move with “all
the power and persuasion” at its command.

Commercial winners: Top commercials of
1962 will be anmounced this Friday at 4th
annual American TV Conmercials Festival
in New York., Creative and technical work-
shop will open the session, with screenings
to follow in the afternoon.

Country Music Scores: More than 1200
members of the Sales Executive Club ol New
York and gutests were treated last week to a
County & Western show and presentation
produced by Joe Allison and Anita Kerr for
the Country Music Association. Their goal:
to sell C&W music to Madison Avenne. For
complete story on C&W music, see page 31
CMA president Gene Autry gifted the Sales

SYUNIRY Mysic

Club president with a ten-gallon hat to rep-
resent “the West, the American cowboyv and
country & western music.” The show, hosted
by veteran CEW artist, Tex Ritter, starrved
among others, Sne Thompson, pictured here.
Also, an extra added attraction, in person.
the door prize, a Tennessee walking horse.
The polished  performance,  with  distinet
country flavor was warmly received by the
responsive audience.

SPONSOR-WEEK continues on page 12
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Henry bows:
Washington, newly appointed FCC chair-
man F. Willimn Hemry  (effective 1 June),
made welcome comments to advertisers and
broadcasters.

In first press conference in

Unlike predecessor Newton
Minow, e does not favor “magazine™ con-
cept of time sales that would not permit ad-
vertiser 1o sponsor program of his choice.
Henry believes advertiser thinks of a maga-
sine in terms of image he wants to convey,
and i v, he thinks of a particular program
the siune way. On broadcast ratings, Henry
believes  broadceasters  should be  given a
chance to clean up their own rating prob-
lem before anything more is said about put-
ting them under FCC regulation. This will
be gist of his conmuents to Harris conmmit-
tee. Programing for a neglected segment of
tv andience is very much on his mind. Henry
wouldn’t force it by regulation, but would
like to have broadcasters anmounce their re-
sponsibilities 1o the public. He wants 10 sce
more variety in programing. He said pe-
rusal of spoxsor’s listing of prime time net-
work programing indicated too much con-
formity in entertainment types.

Shock to broadcasters? Appointment of
Hemry to FCC chairmanship was less of
shock to broadcasters than naming of lee
Loevinger, Justice Department  antitrust
chief, to fill vacancy left by departnre of
Minow for his Encyclopedia Britannica vice
presidency. Character of commission is now
heavily regulatory, and even further from
broadcast background exemplified by Cmrs,
Rosel Hyde and Robert Bartley. The meld
of New Frontier commissioners Henry, Cox,
and Loevinger will make a formidable team
for broadcasters and sponsors 10 deal with.
Networks will eye combination of antinruster
Locvinger, and recently appointed Kenneth
Cox with misgivings. Cox acted as special
counsel for Senate Commmerce Committee’s
prolonged probe into tv network practices

Top of the news

in tv/radio advertising
(continued)

in 1956, during hearings on bill to put net-
works under FCC regnlation. Loevinger and
Cox will he predictably concerned with mo-
nopoly aspects shonld gnestion of network
regulation come up, as it 1s expected to some
time in this administration. One aspect is in-
creased possibility of clashes among FCC
wembers. Ardent Kennedy appointees are
vigorous, mmbitious men with strong opin-
There
conflict too, between New Frontier nucleus
and Rep. Oren Harris, who holds Congres-
sional ruler over FCC Knuckles and wields

ions forcibly expressed. could be

it requently. TLatest instance involved new
FCC  chairman.  During Harris” famous
“tightrope  walkers™ speech  on  broadcast
programing control, Henry was rapped for
implying that FCC’s opinions on program-
ing might take precedence over individual
broadcaster estimate of community needs.
Harris reminded him of FCC’s avowed pol-
icy of non-censorship over individual broad-
the same
breath, Harrs warned broadcasters they

caster control of programs. In

must allow FCC's right to require overall
program accounting.

SRA awards: Station Reps Thursday pre-
sented 1963 “Silver Nail” award to Robert
W. Kelly, senior radio-tv buyer at Lennen &
Newell; “Gold Key” award to Arthur H.
Lund, Campbell-Mithun radio-tv v.p. Spe-
cial Award of Honor to retived JWT time
buyer Linnea Nelson. Lawrence C. Clay-
pool, K&E media director, was selected to
receive the Chicago Timebuyer of the Year
Award.

Pay tv stock: New stock issuc of 300,000
shares for TTome Entertaimmnent was brought
to the market last week. Immediate goal 1s
Santa Monica subscribers, with later expan-
ston in parts of Los Angeles County. Former
NTA chairman Oliver Unger is Home En-
tertainment chairman.

SPONSOR-WEEK continues on page 14
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How to churn up sales1n Cleveland

€
=
=
=)
-
-
-
=

Buy WHK RADIO, the station  and Stashower agency:*“We
which corrals 50% of all the  included WHK because the

local radio investments i a mass audience which the sta-
competitive 8-station mar- tion reaches represented a
ket. For example,The Milk large potential for our client”

Industry Liaison Committce  That’s why the number one
wanted to boost milk con- station with local business
sumption. According toMr.  leaders,and the Cleveland
James P. Kovach,account public(forover two years*)is
executive for Lang, Fisher WHKRADIO,CLEVELAND

METROPOLITAN BROADCASTING RADIO, REPRESENTED BY METRO BROADCAST SALES
JACK THAYER,V.P. AND GENERAL MANAGER. A DIVISION OF METROMEINA. INC.

i

HOOPER, JAN-MAR, 1960 — MAR-APR, 1963
ULSE, MAR, 1960 — FEB-MAR, 1963
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N Healthy Americans:
Counsumer expendi-

tures for lood are ex-

\

pected to increase 609
i the decade.
W
mist Arno H. Johmson
predicted in Chicago
last weck. He attrib-
uted growth in food ex-
penditures from $75 billion in 1962 to S120
billion by 1973 to continued trend to larger

1mext

SCHIOT  CCoNo-

JOHNSON

inmcomes, better levels of education, less man-
ual labor. and urban labor. In address to
Chicago millers, he warned that favorable
food trend would be unfavorable to wheat
consumption unless measures were taken to
change the “image” and profile of wheat and
wheat products.

Am-fm split? Reversing carlier thinking
whicli encouraged am stations to pioneer in
fm, FCC is planning for future .:t‘}):ll‘:lli()ll of
am and fm ownership.  The plan was un-
veiled in proposed new rules inviting com-
ment by broadcasters.  Separating  am-fin
ownership is a necessary long range goal,
FCC said, to meet the needs of communities.
But it noted that it soon plans to prohibit
am-fm stations from airing the same pro-

aorams more than 509, of the time.

Tachistiscope: Nothing heats a good “vis-
ual,” in or out of tv. Members of the AMA's
Advertising  Researcli Discussion  Group
caught a brief glimpse of Marilyn Monroe a
la birthday suit last week when Seymour
Smith

the tachistiscope, a device used for measur-

Associates held a demonstration of

ing the effectiveness of print advertising.
While many were unable to spot ads for
Westinghouse, Pillshury, IBM, etc., MM was
recognized instantly. "T'he small gadget with
the w-pronounceable mune works something

Itke this: Tull-page ads are flashed on a
screen for 2'10ths of a second—long enough
for the viewer, when questioned, to identify
an ad he has already read. but not long
cnough for him to recognize one he may
ouly have glanced at. Audience reaction in-
dicated success.

Newspapers take note: The ups and
downs of retail sales continued just as thongh
nothing had happened before, during, and
after the New York and Cleveland news-
paper strikes, TvB’s exec. v.p. George G.
Huntington said in statement today. “The
end of the strike saw no real increase in what
could have heen pent-up retail buying,” he
added. In another word of interest to print.
Macy's senior v.p. John A. Blumn said that
while newspapers are still first advertising
medium for deparunent stores, retailers can
reap benefits by experimenting with tv.
Blum noted newspaper circulation isn’t keep-
ing pace, particularly in the suburbs, and
as a result, Macy's is experimenting increas-
ingly with tv.

Newsmakers: Mitch-
ell Lipman, Ted Bates
v.p., appointed media
director of agency . ..
Jolm M. Couric pro-
moted to NAD director
of public relations and
Milton Magruder from

assistant  p.r. manager
to  publications  man-
ager . . . Richard J. Cox of Y&R's radio-
tv department, named a vice president .

At Benton & Dowles, three new veeps: Ar-
thur Heller, associate media director; Paul

LIPMAN

W. Bodgus. account supervisor, and Milton
director, information
management departmment . . . Don E. West
joins Donaliue & Coe as v.p.. comug from

Sherman,  associate

American Home Products.

SPONSOR-WEEK continues on page 51
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A great many people have asked me about this
series of ads I've been ruming in SPONSOR so |
thought T'd with the

following questions and answers:
Lol

satisly evervone’s curiosity

Q. Why don’t you use your ad for a station pitch?

A. No one would believe all
viewers and advertisers have to say about WWLP

the nice things our

and WRLP, Besides evervone knows we're better

also Y and Z.

than station N—

Do you get any reaction from your ad series?

A. All kinds. I never knew so many people in the
industry could write, Or were so glad “He said

I it, not me.”

Q. Do vou think vour ads carry any impact?

A. All I know is that when I did an ad on the new
Association for Competitive Television meeting in
Chicago we had the higgest turnout in our his-
tory. Also ['ve met a lot of people who just

wanted to shake my hand for saying what they've

been thinking—and a lot who just wanted to

shake me.

>

Where do vou get vour ideas for the ads?

A. 1 have a staff of fifteen communications experts
and we meet five times a day. I carefully com-

pile all of their suggestions, tear ’em up, throw

them away, and write whatever I'm thinking

about at the time.

a statement of

: WWLP & WRLP

SPRINGFIELD — MASS. — GREENFIELD

(Television in Western New England)

by William L. Putnam

Q. Sume of vour ads are regarded as controversial

—Iis that by design?

\. No. But in a business where the truth is some-
thing some guy with a lamp is still seeking.
and frankness is an antiquated noun. a combina-
tion of the two must by sheer novelty. be con-

troversial and its author some kind of a nut.

Many of your ads have an editorial overtone. Is

that your intention?

Definitely—this ad-editorial technique has been
used hy some of the nation’s top industries to
sell their general ideas to the general public.

have found that it is equally eflective in trving to

get my points across to the TV industry.

Q. What was vour basic purpose in running this
series?
I like

operate. | like the people I work with, and I like

A. Because | like the truth, the stations 1

the people who watch and listen to WWLP and
WRLD,

Q. Do you pay for this space?

A. Any resemblance between Bernie Platt of Sponsor

and Santa Claus is purely coincidental.

Represented nationally by HOLLINGBERY

il SPONSOR/20 MaY 1963
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ADDRESSES

The company she keeps

Forty of the fifty largest U.S. corporations
have a Charlotte address. Not because of
her beauty. But because Charlotte is one
of the largest commercial and distribution
centers in the Southeast. There are more
people within a 75-mile radius of Charlotte
thon in @ corresponding radius around
Atlanta, Indianapolis, Kansas City or Min-
neapolis. The largest businesses in America
are in Charlotte to reach these people. You
can reach them through WBT Radio Char-
lotte. For over 40 years, WBT has had the
largest adult audience for the 37-county
basic area...the audience that receives and
spends most of the Charlotte area’s $2,612.-
784,000 worth of spending money.* Join
the company that Charlotte keeps—through

WBT RADIO CHARLOTTE

JeffersonStandard BroadcastingCompany.
Represented nationally by John Blair & Co.
*SOURCE: SURVEY OF BUYING POWER
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> Basic facts and figures
DATA D'GEST on television and radio

Newspaper copies-per-household declines

Since 1950, the number of continental UL S, houscholds has
increased by 2590, In this same period, weekday circulation of
newspapers has shown an increase of 1195, Sunday newspapers
5. The result. as shown below, is that the number ol news.
paper copies-per-household is showing a steady decline. The
charts helow were prepared by NBC research utilizing data from
the Andit Bureau of Circulations and the Bureau of the Census.

TOTAL CIRCULATION OF DAILY & SUNDAY NEWSPAPERS
(Excluding Alaska & Hawaii)

(000)
Year Combined Sunday US Hoverhalds
1950 53,829 46,582 43,554
1951 T 54017 46,279 44,656
1952 53,944 46,210 45,504
193 54472 45,988 46,334
1954 55,072 46,176 46,893
1955 ) 56,147 46,447 47,788
1956 57,102 47,182 T 48785
1951 57,805 T 47,044 T 49503
1958 57370 46,950 50402
1959 58,063 47,748 51,302
1960 58,629 47,507 52,400
1961 59,000 48,004 83071
1962 59,596 48,728 54,420
% change . 45 B +25
since 1950
COPIES PER HOUSEHOLD

Year C‘;ml;i’:\':d Sunday
1950 1.24 1.07
1951 o 121 TS
1952 o 119 Y
1953 1.18 B 99
1954 T o T
1955 o 117 o 97
1956 * 117 o 97
1951 B o %
1958 1.14 B Y
1959 T ) T ®
1960 112 T e
191 111 90
1962 1.10 90
% change o —11 o \——16_
since 1950
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THE MOST =~
IMPORTANT ==

The Monday stack may hide many needies. SPONSOR’s not one of them. To a buyer,
SPONSOR pops out of the pile as the most important 14" in his buying mix—that
tureen of soup in the back of his mind that needs the constant stirring in of
SPONSOR’s top-of-the-news; of SPONSOR’s significance-of-the-news; of SPONSOR’s
spotting of trends; of SPONSOR’s scouting of the future. It’s all about broadcasting
and it's geared entirely to buying. SPONSOR, the ‘‘extra margin’’ in the profession
of buying time, and the selling to timebuyers. 555 Fifth Avenue, New York 17

Telephone: 212 MUrrayhill 7-8080

SPONSOR /20 May 1963



18

Who’s generous to a fault?
(not us)

True, someone might think we
were do-gooders the way we get
so involved in public service. But
we’'re not really. It’s just that
we're dynamically interested in
the community ... and so i1s our
audience.

That's why we take extra pains.
Like our full-time Public Service
Director. He doesn’t just attend
civic luncheons. Or wait to receive
announcements written in long-
hand by nice little ladies. He cre-
ates. He plans. His goal: building
community interest (resulting in
an alert audience for your mes-
sage). He does his job well. For
instance, Heart Saturday — prac-
tically a full-day’s programming
devoted to an on-the-air panel of
distinguished doctors answering
listeners’ questions about heart
surgery, health, disease. So suc-
cessful that even with additional
lines, our switchboard was
jammed for six solid hours. And
then there was Hurricane Carla
Relief resulting in a full plane-
load of food and clothing for dis-
aster vietims. Or Sabin Oral

Sunday. Or Income Tax Day. Or
a hundred other special events.
Adding up to nearly $250,000 free
air time a year for more than 500
different organizations. Sounds
like a lot. And it is.

But that’s really only half the
story . . . when you consider the
public service concept behind
Southwest Central’s authorita-
tive, accurate news . . . or the
leadership in community activi-
ties by our personnel.

The result? Rapport with our
audience. Take advantage of it.
Call your Petryman.

WFAA
820

WFAA-AM-FM-TV
Communications Center / Broad-
cast services of The Dallas Morn-

ing News / Represented by
Edward Petry & Co., Inc.
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Interpretation and commentary
on most significant tv/radio

and marketing news of the week
20 MAY 1963

Does program length make any difference? Nielsen shows a curious track record for
network programs, with ups and downs of all sorts.

Programs of 30-minute length show new signs of strength this season, though
the number of such shows has dropped (perhaps not unrelated) .

On the other hand, 60-minute shows, which increased in number during 1962
and dropped off slightly this year, show little rating change this year. Currently, the
rating edge seems to lie with 30-minute shows as the data below reveal:

60 minutes
Year No. Programs A. A. Rating A. A. Homes
1963 45 19 9,400,000
1962 50 19 9,200,000
1951 38 21 9,700,000
LT R TR TR T R T T T TR R T v T T T T e T T TR T T
30 minutes
Year No. Programs A. A. Rating A. A. Homes
1963 62 20 10,200,000
1962 70 19 9,500,000
1961 82 20 9,100,000
Source: Nielsen Television Index: Jan.-Feb. each year.
v

And how are specials doing? On the average, very well.

During February, AA for eight specials was 23, with homes at 11.1 million.
Carol and Company topped the list with a 39 A.\ and 19.4 million homes. Classics
didn’t fair well, with both the New York Philharmonic and Young People’s Con-
cert holding an 8 AA rating.

Entertainment Specials
1st and 2nd February, 1963

AA AA
% Homes
World of Maurice Chevalier 17 8,400,000
Look At Monaco 39 16,200,000
Carol and Company 39 19,400,000
Hallmark Hall of Fame (Pygmalion) 21 10,300,000
Sounds of the City 19 9,200,000
Peter Pan 27 13,400,000
New York Philharmonic 8 3,900,000
Victor Borge Show 16 7,800,000
Avg. 23 11,100,000
March, 1963
Young People’s Concert 8 3,700,000
Arthur Godfrey Loves Animals 27 13,300,000
Judy Garland 24 11,900,000
Hollywood Great Stars 19 9,500,000
Marilyn Monroe Special 20 10,000,000
Avg. 20 9,700,000

Source: Nielsen Television Index

| SPONSOR/20 may 1963

|

19



~SPONSOR-SCOPE | -~

Something of a new peak price for tv participations has been set by NBC TV for a spot
in the forthcoming National Football League championship game.

A minute spot in the game is—hold your slide rules—$75,000.

High price (about three times the usual network price for a minute participa-
tion) comes from the fact that NBC shelled out $526,000 for tv rights alone to the
game. Production costs and airtime add a sizeable additional amount, boosting the
NBC outlay for the grid tilt to well over $1 million.

NBC, however, is telling agencies and advertisers that the high price will be
worth it, in terms of the low cpm likely to be derived.

v

Ogilvy, Benson & Mather—an ad agency with a European touch—is involved in an in-
teresting, Europe-derived marketing test.

Maxwell House Division of General Foods is currently using spot tv in St. Louis,
San Francisco and Los Angeles via OBM to test a new packaging gimmick already
in use in Europe.

The device: a metal top for containers which can be discarded and replaced with
a plastic cap. Client sources state that the packaging gimmick did not become “eco-
nomically feasible” in this country until recently.

v

Now that the ice has been broken on proposals by major Nielsen users to revise vari-
ous Nielsen techniques, watch for this gripe from ABC TV:

ABC has, for some time, held the notion that the Nielsen sample reflects out-
of-date U.S. Census figures on the number of “young” (head of household under
40) homes. These homes are a source of much of ABC’s program strength.

In fact, it's ABC’s private feeling that this alleged “flaw” in the basic Nielsen
measurement system acts to favor the “older-appeal” programing of CBS and to
down-grade “younger-appeal’” shows on ABC.

v

The Martian Monsters Are Coming!—and they may help many a tv advertiser to sell
his goods and services this summer and fall.

As reported last week (13 May) in sponsor, ABC TV and CBS TV will have
new shows this season with a science-fiction slant.

Allied Artists is already beating the syndication bushes with a “thematic” pack-
age of science-fiction and horror-science movies, most of them low-budget post-1948
product.

Now, along comes United Artists Associated—which probably has the largest
movie backlog in the business (old Warner and RKO pictures, etc.) —with the lat-
est venture in this area. UAA has put together a package of 60 feature films—"“The
Lost Missile,” “Destination Moon,” among others—from UA and other sources, and
has launched a sales drive.

Of interest to sponsors are the local ratings achieved by science-fiction and hor-
ror-science movies; almost invariably, they are high.
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British tv commercials often adapt many of the top techniques of American commer-
cials. But don’t be surprised if the situation’s reversed.

One of Britain’s largest commercial producers, TVA-Francis Montague Produc-
tions, has opened a New York office to work with American advertisers. The Lon-
don-based firm believes tv commercials have becomne international in flavor, and
hopes to capitalize on the availability of top British talent for commercial produc-
tion, plus the secrecy of foreign shooting.

Representatives of the company are now making the rounds of New York agen-
cies seeking U.S. tv commercial business.

»

The day of the big multi-market regional deals in syndication is not dead, although
changed in both sponsor and program types.

Liberty Mutual Insurance Company of Boston has signed for a 25-market
spread of the new David Wolper hour-long informational specials being syndicated
by United Artists Tv.

The business is handled by BBDO, Boston, and represents the largest spot pro-
gram buy so far for Liberty Mutual, which does not deal through brokers and agents
but only through its own sales force. The specials will be scheduled to coincide with
special holidays or national-interest situations.

\ 4

Remember a scene in “Letter to Three Wives” in which a regular gorgon of an agency
woman insists on absolute silence during commercials?

The scene is played more often than not in real life.

TV Guide magazine recently received this comment from a copywriter from
a leading ad agency:

“Working on tv commercials has ruined my home life. 'When we watch tv
at night, during the program I drink beer, eat a sandwich or ask my wife what hap-
pened that day. During the commercials I insist on silence.”

\ 4

Best Foods Division of Corn Products Company has switched the tv-active Bosco Milk
Amplifier account to Guild, Bascom & Bonfigli.

The Bosco billings, worth about $1.3 million, has been handled by Donahue &
Coe. The switch is effective 1 August, 1963. GB&B, based in San Francisco,
has been agency of record for Skippy Peanut Butter, also in Best Foods lineup, an
account worth about $2.5 million.

Nearly all of the Bosco ad budget goes to tv, mostly spot. It’s expected that
creative work on the account will be done in GB&B’s San Francisco shop with buy-
ing handled through an expanded N.Y. office.

Coup is a real feather in GB&B’s cap. One of the pioneers in soft sell (for Ral-
ston and Skippy), GB&B won the Bosco account largely on the strength of its

r creativity for Skippy.
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Spot radio users will be interested in this piece of news, which illustrates the chang-
ing trends in American music, and the effects on programing.

For the first time in record-industry history, a full-length opera is selling so
well that it is being listed on the ‘“top"” LP charts.

The album is RCA Victors “Madam Butterfly,” starring Leontyne Price and
recorded in the label's new Rome studios. Part of the original “dyangroove’ batch,
the opera has received substantial radio backing in the form of paid RCA Victor
commercials (On fm multi-market program series) and station air plays.

v

Production of radio commercials could he snarled up as the result of a new contract,
agreed upon, but not yet radified, between AFM and 4A’s.

Problem is that most radio work is placed through regional agencies which
aren’t 4A members. AFM previously dealt with radio packagers; musicians com-
plained that agencies—including some of the biggest—took shelter behind pack-
agers and used them as an excuse for tardy payment and other contractual breaches.

AFM hoped to remedy this by dealing directly with agencies; unfortunately,
4A membership isn’t strong among smaller shops which place most radio business.
Further problem is that many regional clients, especially in south and midwest,
are violently opposed to labor agreements, and will most likely refuse to let their
agencies sign letters of adherence. Quiet talks are now going on between pack-
agers and AFM, which may prove a face-saving solution (See “Special Report”, this
issue) .

New contract is still "way below SAG/AFTRA rates, even though musicians
got 5% raise. Jingle-king Phil Davis, whose Carling beer spot got top prize in In-
ternational Broadcasting Awards last year, calculates that AFM members are at
least 50%, cheaper than SAG/AFTRA performers.

\ 4

Adman finally bit Washington dog last week. It came in the form of some strong com-
ments by Bert Goss, president of Hill & Knowliton.

Speaking before the annual meeting of the American Pharmaceutical Associa-
tion in Florida, Goss—who once taught economics at NYU—pointed to “a constant
reign of accusations” from a growing number of Federal agencies which are making
“sweeping and far-reaching attacks” on profit-making institutions.

He noted that FTC alone had issued the “astounding” number of 972 press
releases during the last fiscal year. Many of the congressional probes, he felt, were
simply ‘‘headline-gettings forums” for “just about anyone who likes to criticize busi-
ness and the professions.” Goss’ remedy: refute bureaucratic criticism with a ““posi-
tive'" story of business contributions both to ‘‘a vigorous economy and to the well-
being of U.S. citizens.”
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This is a television station
WXYZ-TV Detroit
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Don’t color it

(It's already in color!)

We added a dash of color! The better to serve the ever-growing number of color-set owners
in Detroit. .. and you the advertiser. Now, with its leadership in all-important prime time
and late night entertainment hours*, WXYZ-TV offers full-dimension television! For the
viewers there is the added enjoyment of watching their favorite shows in color: MICHIGAN
OUTDOORS, THE JETSONS, SUNDAY NIGHT AT THE MOVIES, THE FLINTSTONES, ADVEN-

TURES WITH DENNIS GLENN COOPER. For the advertiser, WXYZ-TV offers a dynamic sales
Qdium now enhanced by full-range color programming! /

*N.S. 1., March'63

! SPONSOR/20 nray 1963

wxYz-Tv & DETROIT

An ABC Owned Television Station
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CHRISTAL PLAN RECALLED

One would think after reading the
article, 53 Stations Can  Cover
Two Out of Three Radio IHomes,”
(29 April) that NBC Spot Sales
had jnst discovered radio.

Henry L. Christal Co. presented
to agencies and advertisers a con-
cept of this nature some six or
seven years ago with its “Nation's
Voice.” In the Christal plan, 18
stations were all that were needed
to reach a potential of 8577 of the
nation’s  population. Ako, the
Christal Co. proposed list was cer-
tainly more select in its quality and
programing aspects.

Inspiration for “Nation's Voice™
r(‘:lsnning wis based on some pretty

L LRGN R

MAY

Pennsylvania Assn. of Broadcasters con-
vention, University Park, Pa., (19-21).

Sales and Marketing Executives-inter-
national, annual convention, Philadel-
phia, (19-22).

Assn. of National Advertisers, spring
meeting, Waldorf-Astoria Hotel, New
York (20, 21).

INPRRCETOCTPOUTLESERISEr rmenTp e

JUNE

Premium Advertising Assn. of America,
annual meeting and premium round
table, Rooscvelt Hotel, New York

(5).

Advertising Club of New Jersey, out-
standing citizen award luncheon,
Robert Treat Hotel, Newark (6) .

Continental Advertising Agency Network,
convention, Cherry Creck Inn, Den-
ver (3-7).

& Georgia Assn. of Broadcasters, 28th an-
nual convention, Holiday Inn, Cal-
laway Gardens. Ga. (8-11).

L]

American Council for Better Broadcasts,
annual convention, Nationwide Inn,
Columbus, O. (12).

Educationby Radio-Tele-
annual seminar, Tele-
communications Center of Ohio
State  University, Nationwide Inn,
Columbus, 0. (12-14).

Mutual Advertising Agency Network,
meeting, Palmer House, Chicago (13-
15).

Institute  for
vision, 331d

%IIII“IH!IIIHIIIIIHIHIHIIHII'HI'"IIIml""lllllllllllllllllIIIHYIHIIIHYIIIIlll"llll"mlll|""|IIII"""IIIIIIIIIIIIIIIIIIIIHHIII"HIIIIIHHHIIUIIII.' TRy D G L
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* CALENDAR

Letters to the Editor
and Calendar
of Radio/Tv Events

sound research by Alfred Politz
Media Studies.

Richard E. Green,
Henry I. Christal
San Francisco

\ 4

BE SURE TO GET A ROOM WITH RADIO & TV

I think vou'll be interested in a
promotion we're doing to benefit
onr arew.

As you know, this is a great Va-
cationkind. It occurred to us that
people who live here are the best
persons to invite possible vacation-
ers here.

So, we've made up the attached
folder and filled it with the bro-
chures which describe the area. On

1 WSO AEMEDOESTRECB DA ORI,

LT T

Advertising Federation of America, na-
tional convention, Hotel Biltmore,
Atlanta (15-19).

American Marketing Assn., 46th na-
tional conference, Statler Hotel,
Washington, D. C. (17-19).

International Advertising Film Festival,
deadline for entries 15 May; con-
tact Jane Pinkerton Assoc., New
York, for information. Cannes,
France (17-21).

Florida
annual
Meyer,

Assn. of Broadcasters, 27th
convention, Hotel Robert
Jacksonville, Fla. (19-21).

Assn. of Broadcasters, annual
Williamsburg  Inn, Wil-
19-21).

Virginia
meeting,
liamshuig, Va.

21st Stanford Radio Television Film In-
stitute, Stanford University, Stan-
ford, Cal. (21-17 August).

New York State Broadcasters Assn.,
2nd annual executive conference,
Gideon  Putnam Hotel, Saratoga
Springs, N. Y. (26-29).

Advertising Federation of America, fifth
annual seminar in marketing man-
agement and advertising, Harvard
Business School, Boston, Mass, (30
June-12 July).

JuLy

National Assn. of Broadcasters, f(ourth
executive development seminar, Har-
vard Business School, Boston, Mass.
(14-26) .

our three stations (WCNY-TV,
WIWNY and WMSA) we have been
inviting our listeners to send us
names of their {riends and relatives
who might be prospects for a vaca-
tion here.

We then send the folder to the
prospect, together with the tip-on
which indicates the name of the
person at whose request it is sent.
Al costs, by the way, are borne by
our stations.

Response from our viewers and
listeners has been wonderful. We're
sending the Vacationland folders
across the country and around the
world, and we hopefully expect to
see even more vacationers here this
year. Best of all, the local people
who are interested in tourism (and
that includes just about every-
body) are delighted.

Just thought you might like to
know about it.

James W. Higgins,
General Manager
Broadcast Division
Watertown Daily Times

» We're sure Jim Higgins will be glad
to send you a copy of his vacationland
folder if you can use it. Write to him at
WINY, Watertown, N. Y.

v

FAR EAST FRIEND
We are very much interested in the

following article and should like
to know if you could grant us per-
mission to reprint in the forthcom-
ing issues of our “Brain’ magazine.
L. 10 tips on improving spot TV
buys (14 January, 1963).
N. Sakamoto,
Executive Editor

Brain Magazine
Seibundo Shinkosha Publishing Co.

» BRAIN has frequently translated
article frons SPONSOR for use in its Japa-
nese language publication.

v

“T0 PUSH ACROSS A POINT”

I have remained an avid SPONsSOR
reader—in fact, I use it frequently
as a source to push across a point
in my current spot of “Sales De-
velopment.”

Barbara DeMott,
Research Director for National Sales
KTTV, Hollywood
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This is Atlanta!
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YOU MAKE ME FEEL SO YOUNG! Doug McClure, star of “The Virginian",

lends his boyish good looks to WSB-TV's White Columns . . . an Atlanta WSB-TV
landmark. WSB-TV is the most experienced station in the South . . .

| a pioneer broadcaster who reflects a growing Atlanta’s youthful ideas.  Channel 2 Atlanta

NBC affiliate. Associated with WSOC-AM-FM-TV, Charlotte, WHIO-AM-FM.TV, Dayton, WIOD-AM-FM, Miami
SPONSOR/20 Ay 1963
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as much a part of Los Angeles as the freeway

KNBC reaches out to every corner of southern Cali-
fornia for its rich and varied programming. Its cameras
travel from City Hall to the State Capitol to present key
political issues, and to the universities to explore the
fine arts and the humanities,

Civice events are always in focus. Each week Survey
'3 examines vital issues—as in Mayor Yorty's Report on
the city’s administrative problems and in Oune For The
Road, dramatic award-winner on driving and drinking.

Nationally known figures appear regularly on

KNBC's many cultural programs: Dr. Frank C. Baxter
hosts his award-winning Harvest, Lorser Feitelson dis-
cusses “The Great Art of Drawing” on Feitelson On Art,
Milton Sperling hosts prominent guests and faculty
members of the University of Judaism on Ethics, and
Dr. Robert M. Hutechins interviews world leaders on
Great Conrversations.

To help showecase southern California’s wealth of
young talent, KNBC telecast the University of Redlands’
stunning performance of Romeo And Juliet—in prime
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#§ time—as an uninterrupted 90-minute Color Special. An KNBC, LOS ANGELES
hour of prime time was utilized to introduce the winners WRC-TV. WASHINGTON
i"} of California’s coveted Harmony Awards on Debut. ’ .
a KNBC’'s community programming is the television WNBC-TV, NEW YORK
| freeway to the homes of Los Angeles—the problems and WRCV-TV, PHILADELPHIA
WNBQ, CHICAGO

rewardsof lifein the nation’s fastest-growing metropol-
itan area. This kind of community-station link—joined
1 “fwith the wide-ranging NBC Network programming of
ats fdiversified entertainment and information—is distine-
yire ftive to the programming of all NBC Owned Stations.

NBC Owned. Represented
by NBC Spot Sales.
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how do you fit a hippo into a hatbox? |

You can! . .. if you're interested in just his foot. Like ranking TV markets. You can take a
small portion of the market by using the SMSA metro approach . . . but if you want the whole
hippo, you gotta rank by total market! Consider. More than 90% of the Charlotte Market is
located outside the metro area and the total Charlotte TV Market contains 574,800 TV
homes . . . ranking 20th in the nation!* We throw our weight around too, with an 87% lead
over the market’s second station.* Throw your hat into our coverage ring — it’s a whopper!

[ — *ARB TV Market Digest
| ]

CHARL®TTE

JEFFERSON STANDARD BROADCASTING COMPANY
Represented Katlonally by Television Advertising Representatives, Inc.
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‘Bud’ popping sales cork
as competitors try to tap same keg

“Pick-A-Pair” promotion proving prime profit power
with Anheuser-Busch setting pace for beer industry
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| SPONSOR/20 May 1963
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f imitation is the sincerest form
I of flattery, August A. Busch, Jr.
was obviously feeling flattered re-
cently. In his firm's annual report,
Busch, president and chairman of
the venerable St. Louis brewing
firm of Anheuser-Busch, said:

“Our main competitors are study-
ing our marketing philosophy and
methods very closely and are trying
to duplicate them. This is prob-
ably as good an endorsement of our
policies as could be given.”

Competitors had no choice but
to watch the methods used by An-
heuser-Busch. In 1962, when in-
dustry-wide total of barrels sold
rose but 2.59, A-B recorded a 69,
gain. And while total beer sales
topped the 90-million-barrel mark
for the first time, A-B sales moved
about nine million barrels, another
first for any company in the field.

The financial picture for A-B al-
so was good. With net sales of

$327.2 million, earnings were 517
million, both new records for the
company. If there was any sour
note, it might be this statement
elsewhere in the annual report:
“Consolidated operations of the
Cardinals and its subsidiaries for
their fiscal year ended October 31,
1962, resulted in a net loss of
$73,173.”

For Anheuser-Busch, the new
prosperity represents a considerable
come-back from the mid-fifties,
when in the face of an industry-
wide decline in per capita beer
consumption, sales leveled oft or
declined, resulting in reduced earn-
ings.

In the years since, Anheuser-
Busch has taken a number of steps
which have made competitors take
notice. In the late fifties, the de-
cision was made to tailor distribu-
tion for Busch Bavarian Beer to
advertising, rather than having ad.

29



vertising follow distribution. And
recognizing the importance of tele-
vision, wholesalers were assignecd on
the basis of where the tv dominance
came {rom, LEach county was cred-
ited to the tv market which deliv-
ered the major coverage.

Later, all Anheuser-Busch beer
distribution was oriented to the
same concept.

And in 1957, the “Pick-A-Pair”
theme was developed by Budweiser
and its agency, D'Arcy Advertising.
With the steady growth of beer
sales in supermarkets (more than
half of all beer now purchased for
otf-premises consumption is sold
through food outlets), the buy-two
idea was a natwural.

The campaign began on a modest
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Merchandising vital
Budweiser emphasizes superinarket pro-
motions, providing all iypes of displays

30

scale in 1958, But by 1962, the
two-month promotion resulted in
the sale of more than 31 million
six-packs of Budweiser.

No wonder then, in the words of
Jack  Macheca, v.p. and account
executive of D'Arcy, that the com-
pany decided to “stick with a win-
ner,” rather than seek a new pro-
motion theme,

To the original theme, has been
added the slogan “A Smart Way to
Juy” to indicate a bargain avail-
able to those who purchase two six-
packs instead of one. During the
promotion, retailers are being en-
couraged to give an incentive price
break to customers.

The promotion gets under way
next Monday (27 May), running
through June and July. More than
S2 million will be spent in this
period alone, of which total $700,-
000 is allocated to radio and tele-
vision. Some 600 radio stations and
300 tv outlets will be used, in ad-
dition to eight national magazines,
outdoor and other media.

The overall spending f{ollows
closely the year-round media ex-
penditures by Anheuser-Busch. The
largest single measured media ex-
penditure in 1962 was for televi-
sion, when gross time billings for
the company were $5467,288
(Source: TvB). Outdoor billings
last year were $4,625,936, maga-
zines $2,080,615 and newspapers
$905,700.

Media conferences held

To obtain both understanding
and support for the campaign, A-B
recently staged a “Pick-A-Pair” pro-
motion in Hollywood, Fla. for me-
dia representatives. Two full days
of the meetings were devoted to in-
dividual sessions for radio and tv
reps and station people to discuss
merchandising support planned for
the 6th annual “Pick-A-Pair” pro-
motion.

While each station can create its
own special merchandising, D’Arcy
and Budweiser provide assistance.
J. Donald Ratchford, D’Arcy pro-
motion manager, notes ‘“We hope
spot radio and tv will go along with
outdoor and networks in using the
Bar-B-Q theme where possible.”

Budweiser ad manager Ray
Krings makes only one request of

Work with wholesalers
Budweiser ad manager Ray
urges media to work with wholesalers

Krings

media regarding nerchandising:
work closely with Budweiser whole-
salers in their area.

Again this year, Budweiser is em-
phasizing supermarket promotion.
The buy-two concept has been tai-
lored to apply to every item on the
grocer’s shetves. Under the “Pick-
A-Pair” slogan, retailers will be
asked to promote two ol everything
in the store. This store-wide trade
promotion has proved successful
both to Budweiser and stores. To
aid stores, Budweiser furnishes
stores with displays, “Pick-A-Pair”
over-the-wire hangers, price cards,
posters, etc. Most of these do not
carry the Budweiser name, just the
“Pick-A-Pair” slogan.

While stressing store promotion,
Budweiser also reports progress in
improving beer’s acceptance in res-
taurants. As a result, new effort is
being placed on merchandising in
restaurants during the promotion.

Not only is Budweiser advertis-
ing making sales, it is also drawing
critical acclaim. RAB president
Edmund Bunker, at the Florida
meeting, said “I'm sure that 20
vears [rom now, some scholar will
sit down to write a text book on
radio and say that the Budweiser
. .. radio commercials represent a
classic. We don’t want to wait 20
years to give this accolade to the
‘Where There’s Life’ scries of ra-
dio comimercials. These are classics
in their time.” L 4
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The C&W sound
captures U.S.
heart & purse

Over 1400 stations beam
country music to loyal
fans, both urban and rural

he current rating success of The
TBeverly Hillbillies reflects more
than American public taste in tv
comedy. It's a reflection of a major
trend in radio as well—namely,
the swing to “country & western”
music which has heen causing wide-
spread changes in the popular
music field since the early 1950's.

On one hand, C&W stations serve
up a folksy, corn-flavored brand of
musical entertainment which creates
listener lovalty the like of which
Madison Avenue timebuvyers would
be hard put to find in other radio
entertainment areas,

For example, a Pulse study for
the Jack Masla station rep firm
recently showed that 50,000-watt
KCUL — a C&W station in the
Dallas-Fort Worth area—had a siz-
able audience, and that 969 of the
station’s regular listeners ‘“never
tune in other outlets.”

On the other hand, the spread of
CRW music has broadened the aud-
ience base for such programing. No
longer is the “typical” C&W fancier
a backwoods farmer on the low end
of the economic totem pole. Farm-
ers often are avid CRW fans—bhut
so are lawyers, doctors, factory
workers, truck drivers, college pro-
fessors, industry leaders, airline
pilots, among others.

They are loyal and responsive, as
CRW music fans and as consumers
of products sold on C&W-slanted
stations or using (as do advertiscrs
like Kellogg) commercials in vari-
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Major advertisers go C&W
Above Grand Ole Opry, has clfectivedy
sold it clients wares for 38 vears.
Below, «(&w commedicnne,  Minnie
Pearle s currendy promoting Carna-
tion via national spot radio campaign

= L. 5

ous broadcast media which have a
definite C&W appeal.

Music men argue endlessly about
the true definition of country music
and country artists. The point is
that such best-selling “pop” artists
as Connie Francis, Brenda Lee, Ray
Charles and Nat King Cole arc
turning out hit records after hit
records—singles and albums, many
of them wmillion-sellers—of country
music songs.

In addition, such top “country”
names as Marty Robbins, Jim
Reeves, Bill Anderson, Kitty Wells,
the late Patsy Cline, Skeeter Davis,
the Everly Bros. and others turn
out country hit after country hit, in
the millions, until these artists are
no longer selling only to the coun-
try record buyers, but to the pop
field as well.

Billboard, the leading music
trade journal, stated: “Country &
Western music has, once and for
all, broken out of the narrow pre-
cincts of the strictly rural concept
into an all-embracing medium.”
Whether big-city sophisticates be-
lieve it or not, C&\W music has be-
come an integral part of America’s
taste in music.

Radio programing has changed
to meet the trend. The Country
Music Association, trade association
dedicated to furthering the cause
of C&W music around the world,
recently conducted a radio survey
on country music and the results
have just been released. Highlights:

s Over 1400 stations program
SOIMe country music.

o 115 of these are full time coun-
try stations.

o Three of these are 50,000 watl
outlets, one is a 35,000 wartt station,
and all are in urban markets:
KRAK, Sacramento, Cal.; WGUN,
Atlanta; KCUL, Ft. Worth. Tex.:
and KCMK, Kansas City, Mo.

» Fight of the full time C&W
stations have a power output of
10,000 watts, 22 are 5,000 watts, one
at 3,000, 49 at 1,000. 16 at 500, 1-
at 250 and one at 100.

The majority of fulltime C&W
stations use live talent, a plus for
the advertisers in the way of extra
promotions for the sponsors as well
as extensive merchandising.



In cach of the factors mentioned
above, there has been an increase
since the CM’s last radio survey of
the CRW scene in 1961.

I'his past week, CMA, under the
direction of CMA President Gene
\utry, produced a show and pres-
entation for the Sales Executive
Club of New York. (See separate
story, page H). CMA’s goal was
to introduce advertisers to the prof-
it potential of the C&W radio au-
dience. The clients attending the
luncheon constituted a glossary of
leading radio and tv advertisers.
The show, produced by Joe AHi-
son and Anita Kerr, starred Don
Gibson, Sue Thompson, Leon Mec-
Auliff and his Cimarron Boys, Les-
ter Flatt and Larl Scruggs, and the
Anita Kerr singers.

Tex Ritter, noted western per-
sonality, served as master of cere-
monies, stating during the event:

“Qur music is the most influen-
tial in the world. The most re-
freshing, interesting, and sincere
songs are country & western . . . ur-
ban sounds with suburban songs.”

Advertisers today are becoming
increasingly aware of the growing
buying power of the diversified

WDON, Wheaton, Md., uses remotes
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Country stations are in show business
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KFOX, Long Beach, Cal., has wrapped up new accounts through extensive use of
out-of-the-studio live-talent promotions, such as this recent dept. store event

C&W radio audience. The results
of many C&W station audience sur-
veys, shows that the blue-collar
worker or industrial worker (as de-
scribed in U. S. Dept of Commerce
report) is the chief country & west-
ern radio fan. He’s a good target;
the average industrial worker’s in-
come is up over 50097 in two dec-

One of the many stations to promote effectively specific sponsor via remotes,
this was for the local Rambler dealer with station disc jockey Eddie Matheily

32

ades, from $18.50 to $102.00, plus
a working wife and /or children cre-
ating a multi-salaried income of
over $7,000.

He’s the man who accounts for
more than half of the big ticket
sales, inctuding such items as hi-fi
sets and air conditioners. 589 of
the nation’s spendable income is
in the hands of the blue collar in-
dustrial worker. He’s the “middle-
income majority.”

The only study ever made of the
country & western market (sample
of 11,000 homes in 18 markets)
was undertaken by Charles Bernard
Co., Inc. (Country Music Network)
and conducted by Pulse. One of
the factors developed of interest to
potential advertisers on C&W sta-
tions was the family income char-
acteristic of the market which re-
vealed that 669, fell into the $3,000
to $7,500 blue collar class.

The balance of the C&\W radio
listening buying market, or approx-
imately 329, is composed of the
urban white collar worker and the
rural and farm worker, who rep-
resent 429, of the nation’s spend-
able income.

Many advertisers, representing
varied products and services, are
presently pitching for this lucra-
tive market.

A sampling of the major adver-
tisers today include such stalwarts
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of American industry as Whitehall
Pharmacal, Brown & Williamson,
Pet Milk, Sinclair, American To-
bacco and Robert Hall. Other blue
chip clients who have purchased
campaigns on C&W stations are:
Gulf Oil, Esso Standard Oil, Gen-
eral Motors, Chrysler Corp., Lin-
coln-Mercury, Bristol-Myers, Gen-
eral Mills, General Foods, Stand-
ard Brands, Coca-Cola, Pepsi-Cola,
Seven Up, Budweiser, Lever Bros.,
Purex, Colgate, Du Pont, Union
Carbide, National Biscuit, General
Electric and many, many others.

Currently, Kellogg, through Leo
Burnett, is making effective use of
the popularity of country & west-
ern music. In spot radio’s biggest
campaign in years, Kellogg has
hited the corny country-comedy
duo of Homer and Jethro with a
C&W jingle. Kellogg is also one of
the sponsors of The Beverly Hill-
billies, which is certainly country-
oriented in content and theme (the
noted country songwriting and per-
forming team of Lester Flatt and
Ear] Scruggs wrote and sing the
show’s theme song).

Kellogg is also one of the many
sponsors of WSM’s Grand Ole Opry
in Nashville, a Saturday night fea-
ture on the station since 1925. Since
the start of the national spot radio
campaign Kellogg has reported a
10 per cent increase in sales.

Carnation Milk, via Erwin Wa-
sey, Ruthrauff & Ryamn, are using
three well-known country artists,
Carl Smith, Minnie Pearl and Eddy
Arnold in a national spot radio
campaign beginning today (20
May) and through 18 August.

EWR&R  buyer, Jane Drum-
mond, said, when questioned about
the utilization of country & west-
ern artists to sell Carnation Milk,
“Our surveys have convinced us
that country & western music has
become extremely popular. It has
that earthy, sincere quality.”

Commenting on the effectiveness
of commercials on one C&W outlet
used, Miss Drummond added, “The
station is extremely powerful with
this special segment. In addition
they have excellent merchandising
methods.”

(Please turn to page 66)
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Closed-circuit

hotel tv system makes the

grade commercially

8
E

he first anniversary of TeleGuide, regarded as the world's

largest closed-circuit (via cable) television network hook-
ing up some 40,000 rooms in 38 New York midtown hotels,
will be happily celebrated next month. There will be ample
cause, according to Charles F. Dolan, president of Tele-
Guide, owned and operated by Sterling Movies USA, Inc.

TeleGuide has three specialized channels and is “close to
being in the black” according to company executives. Pro-
gram service is designed primarily for out-of-town visitors
and is on the air from 7 a.m. to 1 a.m. with continuous 60-
minute programs.

A Channel 6 TeleGuide viewer usually gets a succinct
wrapup of “What’s Going On In New York Today” consisting
of ticket availabilities to Broadway shows, concerts, sports
and special events, late-night entertainment report, movie

(Please turn to page -19)

Non-public channels
TeleGuide, offshoot of
Sterling Movies, pipes tv
inforimation service and
commercials for advertis-
ers into 40,000 N.Y. hotel
rooms from its own pro-
duction center via cables

AT O RO ORGP
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LOCATION OF FACILITIES @ MOVINGTO
NEW C8S BROADCASTCENTER
—
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Prime-time digging: With winter out of
the way, construction men moved into the
spotlight for CBS, performing daily at the
new headquarters site in New York City

34




BS has by {ar the Lugest number of viewers among
c the three tv networks—if you count only the side-
walk superintendents watching construction ol new
CBS facilities at locations in New York City, Santa
Maria, Calil,, and elsewherc. The major attraction
in the building schedule is a new CBS headquarters
going up at 51 West 52nd S, at 6th Ave, in Manhat
tan. Also 1n the lineup is the new CBS Broadeast
Center on West 57th St., between 10th and Flth Aves.
in New York City, and the new Columbia Records
plant due for completion this year in Santa Maria.

[ir additon, CBS on 1 July will take possession ol the
Army-Times Building in Washington, D. C., and wurn
it into 1ts mew CBLS News D. C. headquarters in 1961
The 1wo New York projects will house operations
scattered about the cityv in several dozen locations.
Also being readied for CBS is a data processing cen-
ter for the Columbia Record Club at Terre Haute
and refurbishment by Columbia Records of the re-
cently acquired Bradley Recording Studios at Nash-
ville, center of the booming counuy music industry.
Photos sample CBS’ “big dig” tor the future. v

Action on other fronts: Crews flying the
CBS banner put up a wall for new Co-
lumbia Records plant (1) in Santa Maria,
Calif., and work on roof-decking atop
new CBS Broadcast Center (upper r)
in NYC. Above is Army-Times Building.
CBS News will take possession 1 July
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SPECIAL REPORT:

Tv clients ask: “How high is
‘up’ onstalent costs”? |..omenn..

forming talent of the tv commer-
cials business. Buyers and sellers
come together in October, for a ses-

UﬂlOﬂS answer that present $25 ml”lon sion that's already billed as unique,

and which also could become the

commercials tab mightn't be tops "% winion ki,

representing current annual pay-
ment to commercials performers. In
fact, the tv spot is one of the most
highly-priced mass art forms the
West has yet developed, a condition
which may or may not induce re- &
flection at bhoth sides of the confer-
ence table.

Because it's contract year, talent
buyers already are creating a pre-
dictable amount of protest at “ex-
tortion” rates. This is inevitable
and discountable. But what can't
be glossed over is the genuine con-
cern of most major advertisers, the
pressure which big agencies are get-
ting from their clients, and the evi-
dent fact that—for better or worse
—the present high cost of talent is
forcing deep changes in the physical
structure of tv commercials.

For the Screen Actors Guild and
the American Federation of Televi- |
sion & Radio Artists, this year’s ne-
gotiation may be the most critical
and certainly the most difficult |
since the first three-year contract
was hammered out in 1950. The
unions’ problem is that, for the
first time, they have neither the
bargaining edge of economic hard-
ship nor the pay-scale inequities k
which existed earlier, and must rely
on subjective arguments about how
much a performer is “worth.”

The real significance of the 1963
contract is that, for the first time,

Paperwork problem

K&E agency’s Gordon White here ex-
amines a complex of contracts needed |
to sccure talent in only one spot
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umons will talk directly with men
who pay the bills, in the shape of
a joint committee of the American
Assn. of Advertising Agencies and
the Assn. of National Advertisers.

In other years, SAG/AFTRA ne-
gotiated with networks, to which
4\ and ANA acted as advisors on-
ly, abiding by the final union-net-
work agreement. This year’s change
is the result of evolution, according
to 4A committeeman and Ted
Bates' attorney, Harold J. Saz. *It
was inevitable,” he says, “that par-
ties directly interested would even.
tually do their own negotiating.”

A sharper reason may be client
dissatisfaction with the last net-
work-union session, in which out-
of-program spot performance fees
were allowed to rise steeply, com-
pared with in-program rates which
remained relatively stable (see
chart, page 38).

Many advertisers still contend
that the networks anxiously safe-
guarded their own interests. with
little regard for buyers of spot
time. Last year, there were cries of
a “network sellout,” and prediction
that spot business would be ruined
—an unfortunate forecast which
the unions will no doubt be eager
to recall in their favor.

Now, advertisers and their rep-
resentatives have taken affairs into
their own hands. The unions know
that 1963 will be a stiff challenge,
not only because they're now deal-
ing with principals instead of mid-
dlemen, but also because clients are
not likely to enjoy the delicate ap-
preciation of intangibles which net-
works had supposedly learned in
decades of dealing with radio and
tv performers.

The performing-talent unions
thus enter negotiation on the de-
fensive, since they have been forced
from a somewhat sheltered position
and into direct fire of the ANA’s
biggest guns. Also, they lack objec-
tive weight to support further fee
increases. In the nature of things,
this knowledge can be expected to
make the unions obdurate, and
probably, intransigent.

In the offensive caunp, advertisers
and agencies are seriously per-

!turbcd at fees which they consider
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THEN: Lavish crowd-scene treatment was production
backdrop for late Dick Powell in 1958 Ford Thunderbird

commercial by Group Productions. NOW ?: Zero Mostel

is sole on-camera performer in recent Producing Artists

commercial for

unconscionably high: v admen fig-
ure that where performers repre-
sented about 5-109; of the total
production cost on tv commercials
six years ago, today talent fees eat
up 509, of the production tab.
Clients are no less determined
than the unions; both parties will
be on unfamiliar ground in their
dealings with each other, and the
result could be a descent into the
fixed-position, trench-warfare tactics

Crown Zellerbach,

cutting residuals

of the First World War 1911,
However, both parties have
shown some ability to maneuver
freely. SAG currently is in negotia-
tion on its theatrical ilm contracts;
the union announced beforehand
there would be no demand for an
increased minimum, nor for changes
in working conditions which would
materially add to movie costs. In
trying to revive domestic movie pro-
duction, SAG has shown itself not
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THE RISING COST OF COMMERCIALS

Rapid growth ot spot fees. compared with network commercials.
Average payment to one performer under SAG scale.

1

s

1953/55 1955/58 1958/60 1960/63

500

400 °
/ 310

200 - — 260

SPOT USE .
1§-PROGRAN -
10 70 80

Average increase in cost of some
commerctal elements, 1953/55 1o
196063 is charted below

Original music 100%
Animation 53;/::
Union wages 42.8%
Film processing 25%
Musicians 2;’/:
Studio rental 5°/:

Estimates for chart at left are for one on-camera performer in one commercial. The in-program figure is based upon one use of the commercial
upon one network only; the spot estimate is based upon a 13-week schedule, entire country/100 units plus New York, Los Angeles, Chicago.
Chart should be read as a relationship between the two factors, rather than a comparison of absolute figures. Estimates prepared by control
division, Kenyon & Eckhardt Inc., as approximate levels under normal woring conditions

insensible to economic argument.

From the other side of the table,
a 4A committee recently concluded
its bargaining with the American
Federation of Musicians.

As with SAG, this was the first
time agencies had acted directly
(musicians previously dealt with
packagers) .

In this round, the .\FM lost one
major point; instead of a two-vear
contract, they agreed to agency de-
mand for a three-year signature.
The union also allowed itself to
be quickly tatked down from an
“asking price” of 2597 straight fee
increase.

The musicians scored a substan-
tial improvement in rehearsal-time
and other working conditions.
Agencies were happy to agree on a
597 basic increase in lees, and what
amounted to a 1007 increase in re-
siduals, through extension of the
residual  period from 13 to 26
weeks. The 1A committee, whose
members essentially will be those
dealing also with SAG/AFTRA,
recommended this draft as “a fair
and equitable settlement.”

The 4A’s presumably could af-
ford to be sanguine, since the bulk
of radio commercial production is
arranged through regional agencies

38

which, most times, are not mem-
bers of the association. The AFM,
dazzled by the glamor of dealing
with top business brass, may vet
find this a costly error.
Advertisers. however, will prob-
ably set the tone of SAG AFTRA
talks.  Public opposition to high
talent costs might be dismissed as
pre-conference propaganda but in
day-to-clay work with their agencies
the concern of clients is revealed as
genuine.
Reports Gordon White, of Ken-
von & Eckhardt’s control division:
“Our clients have become sharply
aware of talent costs. This is new.
They’ve always known about it, in
a sense, but today they’re beginning
to query the budgets regularly.
“The production-company end is
OK. Agencies developed the sys.
tem of competitive bidding and it’s
become a tough, sharp business.
Jut K&E is spending about S1 mil-
lion on talent, and dlients and our
own minagement arc asking if the
hill can’'t be cut it's never
happened before: you never had
someonc like Harry Schrocter
worrying about this kind of thing
...7 (Note: Ad director of Nabis-
o, Schrocter is co-chairman of the
joint negotiating committee.)

Source of this worry is total pay-
ments which appear out of line
compared with physical production
costs. .\ sampling of recent K&E
food and drug commercials yields
these examples:

Production cost, $7000, talent,
$10,000; production, $6360, talent
for 8 months’ use, $8894; produc-
tion, S6240, talent for 9 months,
S16400; production, $6170, talent
for 11 months, $17,650; production,
S6150, talent for 4 months, $19,330.

These dollar figures are not atypi-
cal. At the Compton agency, which
spends considerably more than $1
million on talent, it’s not unusual
for high-usage spots to end their
campaign life with 709, of the
budget having been spent on talent,
and only 30%, on production.

Compton’s experience suggest an
average in which talent is never less
than one-half of the total cost.
Striking a mean through lavish and
modest commercials, through big
and small campaigns, and commer-
cials which don’t even get onto air,
Compton advises its clients they
must now be prepared to cap each
production dollar with at least an-
other dollar for talent alone.

Frank Brandt, vp and the agen-
cy’s commercial production direc-
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tor, confirms that many Compton
clients—which include Procter &
Gamble—are starting to take a stifl
line on the matter. Reason: talent
costs are aflecting the number ol
commercials which < be pro-
duced, and the number of spots
that can be bought.

“No matter how big the cam-
paign budget.” points out a financ-
ial executive of another agency,
“there's always a point at which
another 830,000 or S$10,000 would
be a great help, either to secure
more markets or to refresh the cam-
paign with a new commercial. It’s
at this point that the bill for talent
begins to loom much larger . ..”

In fact, the impact of residuals
is no longer confined to the produc-
tion budget. It has become a time-
buyer’s problem: in spot planning
the effect of SAG market-units has
now to be calculated as closely as
signal overlap and pre-emptible dis-
counts.

For talent fees to snowball until
they become a limiting factor in
campaign planning is absurd, many
admen feel. Distribution of a na-
tional product might as logically
be limited by the mileage-fee of
company salesmen.

The healthy growth of spot tv
doesn't disprove the point. If even
one campaign is curtailed because
of talent fees, it's an unnecessary
loss to the entire industry.

The whole of television may fair-
ly be said to feel the weight of the
unions in the production field.
Every commercial made today re-
flects in great or small degree the
cost of residuals.

“Because of these increases,” says
production chief Don Trevor, at
Dovle Dane Bernbach, “agencies
are constantly trying to find ways
of cutting the client’s cost. When it
comes to deciding the number of
performers on-camera we've got a
mighty sharp pencil.”

Tv directors and commercial pro-
ducers feel the cut. Robert Berg-
man, a Filmex v.p., knows that
commercials are fewer and cheaper
as the squeeze becomes tighter, and
“the production guts are bheing
stripped right out of them.”

Robert Carlson, of Group Pro-
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Getting into tv
is hard; staying with
the money is harder-

The young hopeful at left is Fran Lee,
118 Ibs., glove size 7, blonde or brunette
. as desired. Like a thousand others,
- she’s trying to crash tv commercials.
“| read about one girl who made $60,-
000 in a year,” she breathes reverently.
A former receptionist, Fran quit and signed with a talent agency
six months ago; promptly was told to lose weight, learn to pose,
and begin a $1200 tooth-capping venture. Made-over like new,
she next needed pro photos; couldn't afford $50 to $200 pix fees,
and so began haunting studios for the chance to stand-in on test
shots. Fran found “most photographers want to have a party first
and give you the pictures afterwards,” but eventually, with an
album of sorts and virtue intact, she hit the Madison Avenue ad
shops. In four or five cattle-calls daily, she competes with a herd
of other neophytes for the casting director's nod. Closest she’s
come is a film test for Commander cigarettes, and “l think | got
that because | can sail a boat.” Fran’s stamina is still holding out,
but now she’s studying nights
to become a stockbroker. Tv
success brings new problem:
consider the case of Nonie
Carol, “housewife and spokes-
man.” An ex-legit actress,
she's a roaring success at her
specialized craft, with clients
like Timex, Chevrolet, Hazel
Bishop, Corn Products. Clairol
and Savarin. The investment’s
heavy; around $3000's worth
of “lowa housewife’s clothes
from Bergdorf” and the risks
considerable. Nonie can't af-
ford to work for a product
whose sales are slipping; can't take too many regional accounts
lest she cut-out of the national money; has to strike a daily bal-
ance between over-exposure and the shortening life of a per-
former. “Like all actors,” she says, “I'd rather get less appearance-
money and work more often.” Her estimate of average earnings,
for real tv pros who work at getting work, is around $10,000 a year.
The best guess is that a couple of dozen performers work every
week; a handful reach the .

$100,000 bracket like Bill Sl

Shipley Long-time spokesman
for blue-chips, Shipley is a
happy victim of the law of
diminishing  returns; few
sponsors can afford him.

Lee
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Quairty stays, quantity cut

Fewer commercials with less people is
result of high talent fees, accord-
ing to Filmex head Robert Bergman

ductions, regrets the strangling of
the spectacular comunercial (see
stills, page 37.) The lavish spot
had a legitimate place in the pro-
duction repertoire which exists no
longer. Even routine commercials
are affected; where the script once
called for 10 performers, producers
now make-do with five.

The fee burden not only is reduc-
ing casts, but is forcing a general
change in directors’ techniques.
Carlson says: “You can see in most
commercials a clear distinction be-
tween principals and extras
Keep the extras out of the fore-
ground; shoot with a shallow depth
of focus so only the principals are
recognizable.

“When I look at tv, I find I'm
seeing the backs of a lot of heads.”

Not everyone agrees that this de-
velopment is undesirable. Chicago
film-maker Lincoln Scheurle argues
that talent unions have unwittingly
encouraged a logical process, where-
by the product becomes the star of
a commercial.

“In the Hollywood feature,” he
says, “‘the message is more likely to
be carried by people than by the
production techniques. Many a
commercial is more successful as
advertising without people, as such.
. . . The film becomes simpler in
concept and execution and achieves
greater advertising impact. As the
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Music fees have hiked but still are 'way below SAG/AFTRA

Leading music and jingle packager Phil Davis was hit by 59, rise in new AFM
contract, negotiated by 4A'\. But a second look showed hiin music was still a
good buy. On two radio spots for a beer client, Davis paid five AFTRA singers
$1763 for limited-use; six AFM musicians, with no restrictions cost him
only $735. Disparity is even greater in tv commercials, many executives say

product is the star, the mob scenes
and the big 18-piece orchestra are
not only unnecessary but actually
interfere with most commercial
messages.”’

Scheurle maintains that high al-
ent costs are also partially respon-
sible for a re-examination of type
styles, textures, directional lines
and tonal areas for giving greater
impact to cinematic advertising:
“T'ype, and the cinematic handling
of words, have sometimes replaced
people entirely in commercials.”

Whether it’s for good or ill, these
leading film directors agree that
SAG and AFTR.A\’s recent contracts
have reduced the number of per-
formers who find employment in
commercials. It's also possible,
though difficult to prove, that the
number of completed films has de-
clined.

High rates have also encouraged

agencies to search elsewhere: the
current crop of commercials display
showbiz personalities ranging from
Ldie Adams to Zsa Zsa Gabor.

The reasoning’s simple: at SAG
rates, the client might as well use
someonc who's really well-known—
and the result is less work for the
average (v pro.

It's this lack of contractual dis-
tinction between ability and a mere
appearance that is the core of cli-
ents’ irritation. Even commercial
directors, whose close dependence
on performers should make them
the most sympathetic advocates, are
losing their patience.

“You could train a chimpanzee
to do it,” says Bob Bergman. “If it’s
a feat to have a steady hand so you
can hold a cigarette, then that’s
what you're being paid for. Most
talent fees are way out of line with
the slight ability that’s required.”
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The more thoughtiul performers
adimit this. Nonie Carol, one of the
most successful tv “housewives” m
the business, complains she some-
times earns as much or more for
tag-lines, dubbing, or a walk-on, as
for commercials which require days
of preparation and a genuine deliv-
ery. “It’s ridiculous,” she says. “I've
heen paid far too much for some of
the easy work I've done and far too
little for the difhcult.”

Augie Marsh, a rugged ex-Marl-
boro cigarettes man, makes plus-
$50,000 a year, but says he’s given
up trying to figure out where the
money will come from. “A girl and
I banged out four cheming ginn
commercials in a day,” he says, “I
made a fantastic amount out of

them. But I've been on lavish jobs,
where the agency flew me down to
the Caribbean and all that jaz—
didn’t make a nickel.”
Unfortunately, the arguments
against the present SAG/AFTRA
formulae are seldom based on the
real weaknesses of the contract. In
the plushier spots of Madison Ave-
nue it's fashionable to grumble at
unidentified performers being paid
thousands of doltars for a few min-
utes” work. This sometimes hap-
pens, but it is by no means the
normal reward ot performers, and
the general level of individual earn-
mgs is lower than most crites

would 1mmagine. (See page 39.)
A veal case can be built to prove
that talent fees often are out of hne

with value delivered; that the rigid
SAG/AFTRA  requirements are
forcing «reative  admen into
straightjacket, and that escalating
1esiduals have become a curb on
campaign planning.

The 4A-ANA committee will
hopefully approach this year's con-
tract sesston with a factual brief on
these lines. Only a solid, docu
mented presentation will be able
to shake the unions’ basic position
—that v sells goods and more thne
1s bought each year despite higher
charges, that upon the filmed or
taped commercial rests the final
success of $114-billion investment
in airtine, and that talent pay
ments are onlyv one-sixtieth of that
investment. L 4

p——
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Goodbye people, hello product

High talent fees help connmercial dire
tors, says Lincoln Scheurle of Film
Makers (1) by forcing them to simplify
and think in terms of the product. As an
in-store package and a home snack
(above), product here s the “star”
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Irv Schwartz McGavren-Guild Co.
V.P. & Gen. Mgr.  Mid-West Time Sales
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what they are doing

CORNER|™™"

Welcome to New York: Wesley Parma is the new media supervisor
at North (New York). He was a buyer with the agency’s Chicago
ofhice, and belore that handled buying chores at Leo Burnett (Chicago).

Follow-up report: Robert Guthrie, who joined Wesley Associates
(New York) last month (‘Tinebuyer’s Corner 29 April) as media direc-
tor has resigned because of “irreconcilable media diflerences.” He was
formerly an account exec with Weed (New York), and his [uture plans
are unannounced. The agency has not yet replaced him.

Over the fence: Liz Mallon takes on duties 3 June as assistant buyer
at Herlitzer, Waring & Wayne (New York), new agency specializing
in children’s products. Liz will leave Blair TV, where she is a sales
assistant.

Speaking of Herlitzer, Waring & Wayne: Mary Lou Benjamin,
formerly senior buyer at Kenyon & Eckhardt (New York) is media
director at the new agency.

= :
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Chicago Timebuyer of the Year

Larry Claypool (1), Kenyon & Eckhardt’s Chicago media director, received the
Chicago Award plaque from John Roberts, Chicago chapter president of the
Station Representatives Association, at the sixth annual SRA Award Luncheon

Delayed action: Kudner (New York) expected to move into new
oftices at 605 Third Ave. on 3 May, has delayed the move until 24
May. Agency will occupy eighth and ninth floors in the new building.

Springtime in New York: PGW's annual Springtime Open House
party for buyers drew such New York regulars as Mary Ellen Clark
(Morse Int.), Joan Stark (Grey), and Henry Cleeff (Ogilvy. Benson &
Mather) as well as a duo [rom across the wide Hudson River, Tom
Flanagan and Lorraine Schulze (Riedl & Ireede, Clifton, N. ].).

(Please turn to page 14)
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Wall, American stylc

We have our walls, too. But the big difference is the
purpose. And our kind of purpose keeps such walls
standing, keeps Americans rallying to defend and
strengthen our country. The Payroll Savings Plan for
U. S. Savings Bonds is a good example of how Ameri-
cans rally to a good cause. When you install a Plan
in your company, you harness the power of your pay-

roll in strengthening our country. You help encourage
thrift that increases reserve buying power and individ-
ual independence. Keep our kind of wall standing for-
ever. For help in installing and promoting a Payroll
Savings Plan for U. S. Savings Bonds, call your State
Savings Bonds Director. Or write Treasury Depart-
ment,U.S.Savings Bonds Division, Washington 25, D.C.

Heep Freedom in Your Future. .. U S SAV' NGS BONDS

The U. 5. Government does not pay for this advertisement. The Treasury Department thanks, for their patriotism, The Advertising Councii and this magazine.
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The
Man

Who
Knows

KONO
Radio

X

What’s

in a
Name?

A great deal when dealing with car buyersi
Tam Bensan, President of Tam Bensan
Chevralet, baught a dealership with a lang
established name. It was necessary 10 imme-
diately establish prestige and confidence in
the new “Tam Bensan' name.

Knawing that the greatest number af peaple
had ta be reached with impact in the shartest
periad af time, Tam Bensan selected KONO
Radia in San Antania,

KONO penetratian was so effective very few
San Antanians remember that Tam Benson
Chevrolet use ta be...uh...naw what was
that name???

If KONO warks far Tam Benson...KONO
will work for you. Dan't take aur ward for i,
call Tam Benson at CApital 7-1662, Area
Code 512, COLLECT.

For other details contact KATZ Agency,

KON O

860 KC 5000 WATTS
SAN ANTONIO

14

“TIMEBUYER’S
CORNER

What's doing at SSC&B (New York): Tom Carson now with the
agency as assistant media director, was associate media director at
Compton (New York), Jack Fennell (formerly Esty, New York) and
Ray Fertakis (was with McCann-Erickson, New York) are now senior
media buyers there.

Continued from page 42

New media director at Dobbs (New York) is Karen J. Bensen. She
was formerly assistant to the media director at Hockaday (New York).

Gaynor & Ducas (New York) has named F. William Somers as media
director. He was with Marsteller (New York) in the same capacity.

Promotion at Ogilvy, Benson & Mather (New York): Buyer Art
Topol has been upped to media supervisor. Art buys for Lever Bros.,
Bristol-Myers, and KLM.

Back to Campbell-Ewald: New supervisor of network broadcast buy-
ing at Campbell-Ewald (Detroit) is Charles Campbell, who goes to the
agency after a tenure of 10 years in the media department and as an
account exec with MacManus, John & Adams. He joined C-E for the
first time in 1950, after graduation from the University of Michigan.

Hal Davis gazes out at New York from a sunny corner at
Sudler & Hennessey, where he is radio-tv director. Hal's
job involves timebuying as well as production, and he is
especially intrigued with the subject of frequency of com-
mercial exposure. He feels there is definitely a high rate
of tune-out when a tv com-
mercial is repeated too of-
ten, and that tune-out starts
much sooner than is gener-
ally thought. He'd like to see
a study on this subject,
which has been pretty much
ignored. ‘“What happens the
sixth or seventh, or the tenth
time a commercial is ex-
posed? Are viewers tired of
it ? lrritated? Why not inves-
tigate and find out?” asks
Hal. With the thought that—
like a leaky faucet drip, drip,
dripping—a too often repeat-
ed spot is ignored or tuned
out, Hal makes it a policy to
rotate spots to avoid tune-
out. He figures the problem is not as great in radio; that
the life of the radio spot is longer because of its milder
impact. In 1959, Hal Davis left ABC, after a tenure of
seven years, to join S&H. He was tv production supervisor
at William Esty (New York) for the five years prior to his
stint with ABC; was a student at Blair Academy (Blairstown,
N. J.) and at the University of Connecticut before that. Hal
is married, has a son, six years old, and a daughter, three.
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WJAR-TV — continuing
leadership in a 3-station
market . . . serving a your Edward Petry man
responsive audience of for the dramatic facts.

— *Television Megezine — March, 19463 I R o v I D I N c I An Outlet Company Station 'g
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Trends, techniques, new
styles in radio/tv

commercials are evaluated

CRITIQUE ,| by industry leaders
1

JUDGING THE 1963 ENTRIES

By WALLACE A. ROSS

In the American Tv Commer-
cials Festival, this was a vear in
which the rest of the field came up
to run with the leaders. 'The gen-
cral level of submissions was so
high that in many instances it was
not possible for judges to pare
down category finalists to the de-
sired number of five, and it was
exceedingly difficult to pick win-
ners. As a matter of fact, the com-
petition was resolved in two or
three product categories by flat-
footed ties . »o that duplicate
statuettes will be presented at the
award luncheon in the grand ball-
room of the Waldor[-Astoria on
Friday, 24 May.

On the other hand, the judges
found that there were only a hand.
ful among the 1,367 submissions
which broke through with demon-
strated superiority . decidedly,
a less significant number than in
past years. This presents a provoc-
ative paradox—i.c., the general
level of commercials is indeed
higher, and therefore it is much
more difficult to be distinctive.
The Festival has, by stimulating
creativity, bred a new challenge to
the creators.

How have the creators of tele-
vision commercials attempted to be
distinctive?  With technical stunts,
exciting cinematography and dem-
onstrations, wildly fast-moving
graphics., uncarthly music back-
grounds, identifiable sound eflects
and fascinating optical effects. In-
dependently, and with absolutely
no knowledge of related ap-
proaches by others, no less than
four different production teams
concocted remarkably graphic cam-
e1a studies of drops—drops of oil,
drops of milk, drops of cosmetic
hand cream. No less than a half-
dozen employed exciting helicopter
photography, both in color and
black and white. The quick-cutting
cditing technique attracted so many

16

users that it has inspired us 10
name the Festival’s annual film re-
view of the year’s trends “Quick
Cuts of '63.” It will be premniered

2z Ty
SR AT

American  T'v Commercials Festival
winners will receive these statuettes

k

at the Waldorl on the 24th and
then used to introduce the reels of
winners that are shown to ad clubs
and civic groups all over the coun-
ty.

On the creative side, as opposed
to production technique, there are
some interesting things to note as
well.  First and foremost: respect
for the viewer’s intelligence con-
tinues to rise in the choice of in-
gredients for a top commercial.
The best of the work has contin-
ually demonstrated this approach,
but more and more producers now
recognize that a more intelligent
sell will work better than a blatant
sell.

The copy has been simplified,
clarified, and minimized. The screen
is less cluttered. Humor is sophisti-
cated and grows out of real-life
situations, or, in animation, out of
adult thinking. The analgesic and
cold remedy categories are becom-
ing less and less of an embarrass-
ment and more of a creative pace
setter.  Even the jingles are more
agrecable. If there are two lagging

product areas in the eyes of judges,
they would be the tobacco prod-
ucts and dentifrices. The judges
are scriously considering withhold-
ing any “Best” in these categories
on the grounds that this past year
saw only a holding on to existing
approaches, with little or no dem-
onstrated freshness of concept, €x-
cept for some humorous cigar work.
It is ¢uite apparent that technical
proficiency has caught up with, and
now passed, advertising creativity.
The new challenge is to harness
technique more effectively and ap-
ply it to a more imaginative adver-
tising concept.

This heightened competition for
distinctiveness in advertising has
given rise to some debate in the
minds of our Festival planners
about how well the project is
achieving its goal of raising the cre-
ative level of commercials in gen-
eral. The question has been posed

(Please turn to page 67)

WALLACE A. ROSS

Founder of the Ross Reports on
Television in 1949; public rela-
tions counsel to the Film Pro-
ducers Association of New York
from 1956 to 1959; American
delegate to the International Ad-
vertising Film Festival at Cannes
and to four other European film
festivals in 1959; initiated the
first American Tv Commercials
Festival in 1960 and has spent
most of the time since publiciz-
ing advertising’s positive story in
addresses to advertising groups,
accompanied by the reels of
award-winuing commercials.
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If you lived in San Francisco...

- ¥ 3 - _"'.
L P e e H Qg_,s . -amw A L
DA £ F NS P el % %ﬁ&%

...you’d be sold on KRON-TV




WE SQUEEZED
THE AIR OUT
AND LEFT
NOTHING
BUT AIR IN

All broadcast. All buying. All-important. That’'s SPONSOR, designed as—and still—a
buyer’s book. Not pedantic, mind you. Not tabular. Not gossipy. Not an ounce of fat, ]
funny or otherwise. We present the top of broadcast news, quickly; the meaning of
the news, deeply; the trend of the news, perceptively; the future of the news, daringly.
Do we ever annoy? Offend? Disrupt? Yes. We also enrich the buying mix in the back
of the buyer’s mind—with the stuff that helps make the difference between ‘‘order-
ing”” and “‘buying.” That’s why the buyer reads SPONSOR, the broadcast idea
weekly with the fat trimmed away. 555 Fifth Avenue, New York 17, Telephone: 212 ~
MUrrayhill 7-8080 :

""&
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HOTEL TV SYSTEM

(Continued from page 33)
recommendations, stock market re-
ports, hourly 'TWA weather re-
ports from principal cities here and
abroad, Gray Line sightsceing bus
tour information, DBulova time,
UPI world news, latest New York
hair styles by Eve Nelson, shopping
hints and news, World’s Fair pre-
views, dining tips, UN programs
for visitors and special convention
and trade show features.

Commercials are limited to 214
minutes per quarter hour.

Present basic rate card for chan-
nel 6: 60 seconds per hour, 120
times per week—S$900: 60 seconds
every other hour, 60 times per
week—38540; 30 seconds every hour,
120 times per week—3$600; 30 sec-
onds every other hour, 60 times per
week—3$360.

Sightseceing and  entertainment
rate card: 60 seconds every hour,
120 times per week, $292.50; 30
seconds every hour, 120 times per
week—3$195.

Advertisers have included E. J.
Korvette, TWA, 4 Man For All
Seasons, This Was Burlesque,
French Line, Merrill Lynch, Pierce,
Fenner & Smith, Pan American
World Airways, Grumman Aircraft
Corp., Fairchild Control Corp.,
‘Careers Inc., Bulova, Gray Line
Tours and Freedomland.

I Ultimate goal is to provide
Gothanm information for visitors in
some 62 hotels. Dolan said this
might be realized by the end of
1963. Soon TeleGuide will start
airing foreign language features
and news on channel 3. Languages
will include French, Spanish, Ger-

' man, ltalian, Portuguese and Jap-

anese. TeleGuide also will get un-

der way shortly on channel 10

with closed-circuit transmission of

convention and exhibition group
news. From a central studio, con-
vention management will be able
to telecast to delegates in any num-
ber of different hotels. Telecasts
will include daily schedules, last
minute bulletins, speeches, high-
lights from previous day’s sessions
and panel film discussions. Tele-

Guide won’t charge convention

groups for use of its facilities.
Meanwhile, channel 6 is plan-

ning to introduce a new across-the-
board 10 to 11 pun. feature en-
| titled Executive Screening Room.

| SPONSOR/20 MaY 1963

[t will consist of 30-mninute com-
mercial films with high informa-
tion content for business men.

Hotels now receiving TeleGuide
include Americana, .Astor, Bilt-
more, Commodore, Pierre, Plaza,
Roosevelt, Statler IHilton, Suminit
and Waldorf-Astoria.

Among hotels contracted and to
be connected are Algonquin, Cha-
tham, Executive, Howard Johnson
Motor Lodge, Knickerbocker,
L.oew’s Motor Inn, New York Hil-
ton, Sheraton Motor Inn and Sher.
aton Russell.

TeleGuide's studio equipment is
housed at 13 West 61st Street and
main oflice is at 375 PPark Ave. Fx-
ccutive v.p. and general manager is
Thomas A. Cronin; Sophie C.
Hohne is v.p. in charge of sales;
Fred Green is chief engincer and
Joan McDonough, program mana-
ger. (. Roger Cahaney is director
of advertising.

TeleGuide got permission from
City of New York to lay its own
coaxial cable. It was the first such
permit granted by the city in nem-
Iy four decades. \ 4

In Pittshurgh,WON +WON=

|

Caley Augustine has won it again!
For the second year in succession
(third time in four years) WIIC's
dynamic Director of Public Rela-
tions and Promotion has captured
first place* in the NBC Promotion
Managers’ Awards Campaign. We
thank the judges for again recog-
nizing WIIC as NBC's top pro-
motional station.

If you're interested in promoting
your product in the big Pittsburgh
market, let WIIC help put you in
first place, too. *Over $700 category.

CHANNEL 11 =
WI I c Pittsburgh's promotion-

minded station

- Represented nationally by Blair-TV

i'!

WIS Caley Augiifine.t -

repeat-winner of tha:NBC
Pr

onManagers Award
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News from nation’s

interest to admen

~WASHINGTON WEEK| o

** Closing weeks of May find broadcasters racing to stave off threatened
government regulation of rating services, curbs on commercials, and
cutback in jostling AM service.

During resumed broadcast rating hearings last week, Investigations
subcommittee chairman Oren Harris asked Census Bureau spokesmen point-
blank if Census could set up a broadcast audience survey, and at what ap-
proximate cost per household.

Assistant director of the bureau, Dr. Conrad F. Taeuber, said the field
would be brand new to them, but if Congress asks, and funds are appropri-
ated, Census has the expertese to produce the survey.

Subcommittee's special counsel Robert Richardson gleefully con-
trasted slipshod broadcast rating practices brought out in the probe, with
Census Bureau's precise, triple-checked field work, its tamper-proof ran-
dom sample selection, and sample data which is 95% unweighted and simon-
pure at the computers.

Yy Industry onlookers feel Census testimony may have been a scare tactic
1o prod broadcasters and rating researchers into all-out effort.
Census cou.d perform—but would Congress want to put government in the

uneasy driver's seat of broadcast rating business?

NAB President LeRoy Collins, due to appear later at rating hearings,
may win stay of execution with reform blueprint. Subcommittee was restive
last week about failure to get Collins appearance date finalized.

** For Wednesday hearing, Radio Advertising Bureau president Edmund
Bunker was scheduled to give his forthright views, which include new
deal for radio in ratings entirely divorced fromtv alliance.
Bunker wants radio to go for national advertisers with industry-
financed surveys of audience reach. NAB could counsel, but not rule.

Y% FCC is reported ready to launch rules to curb commercials, while
broadcasters still smart over new fees of $100 for major tv applica-
tions and $50 for radio, set by the agency.

Major irony is FCC's rumored intention to use broadcasters' own asso-
ciation code limits as a regulatory base—over bitter protests of NAB Pres-
ident LeRoy Collins.

Roughly, NAB code limits tv commercials in prime time to 4 minutes per
half-hour program, plus 70-second station break—other hours, 6 minutes
plus the break. In radio, limit is 1 minute 30 seconds per 5-minute seg-
ment, and up to 7 minutes for a single-sponsored full hour. Participating
sponsorship limit is 18 minutes per hour, 5 minutes per 15-minute segment.

Smaller stations have asked, and would probably get, leeway in commer-
cials, to keep out of the red. Congress would probably come to rescue, if
FCC rulemaking is too starchy for small broadcasters.
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SPONSOR-WEEK I Advertisers and Agencies

Intl. advertisers hablan Espanol
as time costs stay simpatico

A half-hour prime-time buy for
all six markets of the Central
American Tv Network, six-nation
web jointly owned by its member
stations and ABC, now costs $366,
only 309 more than when CA'TVN
was formed as a fivestation system
in May, 1960, although the set
count has grown 1319 over three
years ago.

CATVN originally reached 48,
000 sets and charged §281 for a
prime-time hall-hour when it was
formed by Costa Rica, Nicaragua,
Honduras, F1 Salvador, and Guate-
mala. This total steadily grew and,
when Panama became a member
in April 1962, and added 30,000
more sets, CATVN was able to
boast 110,000 sets, making it “a
continually better buy for interna-
tional advertisers,” says ABC Intl.
president Donald W, Coyle.

Programs telecast on CATVN
during its three-year history and

the intl. advertisers who have spon-
sored them incude:

My Three Sons (Canada Dry),
Panic  (Nestle), The  Detectives
(Nestle), Dick  Powell  Theatre
(Westinghouse Electric, 8. C. John-
son), Ifda Lupino Theatre  (Vick
Chemical, Parker Pen), Star Per-
formance (Scott Paper, s. €. John-
son), Cirens Boy (Corn Products
Refining), Charles Boyer Show
(Admival, J. B. Williams, Murine),
Markham (Pan American Airlines),
Man and the Challenge  (Good-
year), Lawman (Philips), Flint-
stones (8. C. Jolhmson, Scott Paper),
King of Diamonds  (Goodvear),
Peter Gunn (]. B Williams, West-
inghouse), Ben Casey (Esso), Biog-
raphy (Pan American Insurance),
a  Mexican-produced  daily serial
(Colgate-Palmolive), Thin  Man
(Pan. American  Airlines), Going
My IWay (DBreck Shampoo, Parker
Pen), and Jetsons (Nestle).

Boy meets girl in 10 second scent sequence
_This gentleman, in the brief 10 seconds of an 1.D., is beguiled by a passing female who is wear-
ing @ Caron fragrance. Although unseen by the viewer, his reaction suggests “‘The woman you

wears Caron.” The Paris perfume house (via Albert Frank-Guenther Law) takes

this departure from usual perfume ads in its first tv venture with spots in N.Y. Chicago, L.A.
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Nation-by-nation breakdown
showing set count increase:

Costa Rica—in 1960, TI-TVCR,
in San Jose reached 3,000 sets. To-
day set count has reached 14,000
and is still growing. The station
recently instatled three satellite re-
peaters which carries its signal to
parts of Costa Rica not belore
reached by wv.

Guatemala—in 1960, TG-BOI.-
TV, Guatemala City, telecast 1o
22,000 sets. Last November the sta-
tion moved its transmitter to the
top of a mountain enabling its sig-
nal to cover the entire country. Set
circulation has «imbed to 32,000
today.

Honduras—HRTG-TV  reached
3,000 sets in 1960, Six months ago
a satellite station covering the in-
dustrialized north coast section near
San Pedro Sula was erected, and
sets have increased to 5,000,

Nicaragua—YNSA-TV, in 1960,
operating on Channel 8 with its
transmitter in the heart of Ma-
nagua, reached 3,000 sets. .\ year
ago the station also acquired Chan-
nel 6 and erected a high-powered
Channel 6 transmitter on a moun-
tain peak, thereby enabling its sig-
nal to reach the entire populated
area of the nation. The station
now operates on both Channels 6
and 8 and today reaches 6,000 sets.

El Salvador—YSEBR-TV reached
17,000 sets in 1960, Today it cov-
ers 24,000 receivers.

PPanama — Televisora Nacional,
Panama City, joined CATVN n
April, 1962, making 30,000 addi-
tional sets available to the network
in the important nation of Panama.

Bank advertising seen
topping $202-mil. total

“Commercial bank advertising
has come ol age,” savs Gabriel
Hauge, vice chairman of Manufac-
turers llanover Trust, New York,
pointing to a 7009, growth in bank
advertising between 191659 and a
better than 10097 rise since 1957.
He also saw commercial bank ad-
vertising, currently estimated at
S202 million, remaining at a high
level and “going higher.”

Hauge, who on 1 July becomes
president of Manufactuvers Han-
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over—world’s fourth largest bank
—cited the new policy of cultivat-
ing the so-called mass market as
“the basic reason for the ten-fold
increase in bank advertising since
1016.”

He told an AFA Ynd  district
conference at Buck Hill Falls, Pa.,
that competition among banks to
develop new and useful services “is
fully as keen as the competition in
vour industries for new products,”
as emphasized by the bank’s “more
than 80 separate services” outdis-
tancing even the long-advertised
37 varieties” of Heinz Foods.

VTU's Summer by the Sea

Nice work if you can get it. Video
Tape Unlimted hopes to dispel the
“summer doldrums” of commercial-
making with its “Summer '63 Pack-
age” plan which offers advertisers
and their agencies 63 background
settings from the Atlantic Ocean
to lighthouses to horse and cattle
farms.

Headquarters of the project is a
scashore motel in Sea Bright, New
Jersey, just minutes from all de-
sired on-location sites and one hour
from Madison Avenue.

ATU helps local banks
make their way into tv

More and more banking institu-
tions are entering tv advertising, as
evidenced by ATU Productiony’
signing of 11 additional areas for
its Friendly “Syndividual” series of
commercials. Built around the serv-
ices offered by local banks to their
customners, the series is given a cus-
tom-made look for each client, with
ATU taking care of all production
activities, including writing, talent
relations, filming, etc.

Latest banks to sign are Maryland
National Bank, Baltimore; First
National Bank, Reno; First Nation-
al Bank, Las Vegas; Farmers and
Merchants Bank, Stockton, Calil.;
Beehive State Bank, Salt Lake City;
Genessee Valley Trust Co., Roches-
ter, N. Y.; Old National Bank, Spo-
kane; Fidelity Philadelphia & Trust
Co., Philadelphia; Albuquerque
National Bank, Albuquerque; Pied-
mont National Bank, Spartanburg,
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RATE CHANGES
WFTV, Orlando, Fla.: New rate $575 per evening hour,
effective 1 October. Foriner rate $525.

WKYT-TV, Lexington, Ky.: New rate $250 per evening
hour, cffective | October. Former rate $200.

WTVM, Columbus, Ga.: New rate $525 per evening hour,
effective | October. Former rate $475.

WOI-TV, Ames, la.: New rate $800 per evning hour, effec-
tive 1 October. Former rate $750.

WHTN-TV, Huntington, W. Va.: New rate $900 per evening
hour, eflective 1 October. Forimer rate $850.

WNEP-TV, Scranton, Pa.: New rate $700 per evening hour,
effective 1 October. Former rate $650.

S. €., and Savings Bank of Utica,
Utica, N. Y,

They join current users Deposit
Guaranteed Banks, Jackson, Miss.;
State Bank, Jacksonville; and Den-
ver U.S. National Bank, Denver.

Lord & Taylor fashions
new look in advertising

Forging its fust long-term, con-
tinuing contract with any radio
station, Fifth Avenue’s fashionable
Lord & Tasvlor is dressing up the
commercial roster of WQXR, New
York, with sponsorship of Duncan
MacDonald's  Observation  Point
three days a week (2:30 p.m. Mon-
day, Wednesday, and Friday) and
Il one-minute  announcements
throughout each week.

It's quite a coup for local radio,
which has long courted the news-
paper-oriented stores. The con-
tract is. in fact, a direct outgrowth
of the New York newspaper strike
which prompted Lord & Taylor to
launch  on-air advertising  just
a few hours after the 8 December
start of the Il4-day deadlock.

“We are very pleased with
WQXR as a public relations fac-
tor and as an advertising medium
of unusual flexibility and im-
mediacy, praised Sarah Lee, vice
president of the store.

Weekly WQXR merchandising

reports are distributed to buyers,
department managers, and various
information  centers throughout
the store. Prepared by WQXR in
cooperation with the advertising
department of Lord & 'Taylor,
these reports keep store personnel
informed of features mentioned on
the broadcasts.

James R. Flanagan is the agency.

Kiddie-angled ad agency
opens doors on Mad. Ave.

The first national agency to spe-
cialize in the marketing and adver-
tising of children’s products set up
shop in New York with $2 million
worth of billings and eight major
clients. It's Helitzer, Waring &
Wayne and about 909, of its con-
sumer media billings is headed tel-
evision way. The remainder will
go into print and radio.

Heading the executive line-up as
president is Melvin Helitzer, who
has been advertising director of
Ideal Toy Corp. where he admin-
istered a $3 million budget. Saul
Waring, vice president and treas-
urer, was account executive at Grey
Advertising and broadcast vice pres-
ident Andre Baruch held the same
post at Cole, Fisher & Rogow.

Clients include: American Doll
and Toy Co.; Curtis Publishing for
Jack and Jill children’s magazine;
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Irwin - Corp.  division of Great
American Plasties Co.; Greenman
Bros.; Town and Country Depart-
ment Stores: Master Juvenile Prod-
ucts; Stetson Co.: "Uransogram Co.

The children’s market accounts
for about $50 bhillion dollars a year
in disposable consumer income, ac-
cording to lelitzer.

APPOINTMENTS: 'The Water-
melon Growers aud Distributors
Assn., Atlanta, to Walter S. Chit-
tick, Philadelphia . . . Ballacicco
Baking Co. to Vinti Advertising.
Tv. radio. and newspapers will be
used Ramsay Industries to
Alfred Davidson Associates .

Business Management magaszine to
Guild, Bascom & Bonfigli, New
York . .. Fram Aire Co., Hender-
son, N.C., to Henderson-Ayer &
Gillett, Charlotte . . . Bakers Iran-
chise Corp. to Richard K. Manoff

for Rite Diet Bread and other
products. effecuve 1 July . ..
I. Mcltzer & Sons to Walter S.

Chittick for its Imel Foods division
. . . Hanes Hosiery to Gray Adver-
tising for the U.S, and Canada,
from James R. Flanagan Adver-
tising .. . Alberto-Culver reassigned
to JWT Command Concentrated
Hair Dressing and VO-5 Shampoo,
from Compton and BBDO respec-
tively . . . Warner Bros. Records to
Gordon, Weiss & Arbusto
Party-Tyme Products. new company
in the food and beverage field, to
Frank B. Sawdon. Initial budget
has been set at $250.000 . . . Endo
[.aboratories, manufacturer of ethi-
cal pharmaceutical products. to The
Shaller-Rubin Co. for a new prod-
uct, Valpin .. .. The Duosonic Corp.
of America to Byrde, Richard &
Pound for its i and (m auto
radios.

JOINING UP: The Jack Melvin
Co. of Las Vegas is the first south-
ern Nevada agency to be accepted
into 4.\ membership. Agency was
founded in 1955 at Las Vegas, em-
ployes 17 people and bills $2 mil-
lion annually for 27 accounts, most-
ly regional. There is also a Reno
office . .. The ANA has added 13
new members. They are: LX:M;
Massey-Ferguson; Reeves  Bros,;
United California Bank; Ex-Lax;
Miller Brewing; C. J. Petterson;
United Fruit; Bryant Manufactur-
ing; Portland Cement Assn.; Bin-
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An adman’s work is never done
Compton media v.p. Frank Kemp, basking in the sun in the Virgin Islands, is notified by a
hotel aide that he has iced first prize of $250 in an annual contest conducted by Duluth’s
WOSM (AM & TV). He correctly guessed when the ice would melt sufficiently to permit a ship
to navigate from the lower lakes through the Ouluth ship canal entry. Over 5,000 competed

ney & Smith; Century Electric;
Burry Biscuit—division of Quaker
Oats.

international agencies and a mem-
ber of the Interpublic group.

DIVORCEMENT: Stephen Goerl
Associates resigned the AAA Inter-
national Travel Department ac-
count, due to disagreement in ad-

MERGER: Publicidad Stanton,
S. A, and Pritchard, Wood Inter-
national, one of Britain’s largest

BORDEN'S CONODENSED MILK;

vy
Vo Ferh € omtle nacd

4.14 Fot raiten

T e e TN e e e e D o A e 2 N R S ST |
g CONDENSED IR, T e e e |
5 A FA RN P 2 J\ . v
. 2l TIIE 3AIL BORDEN 2 G Bian Lreem e mimos ‘ E
o EAGLE BRAND. N S . _
.,: ..... ,E.AG " L AND e w -
5 e \\\L—E.a.'-h BR2-=y pirmkcad sy
S VEW YRR ONG ASED MILR COVPANY, o il - e i
- IRTTR ELITRS 251 5y F— ) b S, L 1 " |
- 43 v vas i
= VA Condmmnd MUk Cor
l;u'\ll
|
]

CrFI°3 NEW Y23X COWIINERD MILK {0
I Merray Fireet Vo Tmd

Bordens

EAGLE BRAND

LR
NAson 9 e meve
o ol 2 cxcens ¥
nrw s artagab
2wt ok e MDYV
W o ¥ oot br e
P e et to
et

Borden looks back to go forward

Eagle Brand, title selected by Gail Borden in 1866 to identify his condensed milk, will be ad-
vertised by Borden Foods on a regular tv schedule for the first time next month, using NBC’s
“Price Is Right” “Ben Jerrod.,” “Your First Impression,” “Concentration,” and “Play Your
Hunch.” Wordy original Eagle Brand label (upper) is contrasted with modern one (below)
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vertising policy. The Goerl agency

lhas lundled the account for 14
}CZII'S.
ALL IS WELL: Federal District

Judge Archie Dawson has upheld
1957 sale by Monsanto Chemical
to Lever of its detergent All Just-
icc  Department  anti-trust  suit
charged reduced competition, that
Lever with All had more than 2097,
ol detergent  field.  \cquisition
aided competition, rather than im-
peded, Dawson said. With heavy
advertising and  promotion, All’s
market share increased from 5.5,
in 1956 1o 6.97 in 1960. Justice
Department is weighing appeal.

SALE: The capital stock interests
of Mogen David Wine Corp., Chi-
cago, bought by Westfield-Sommers
Foods, Westfield, New York. Pres-
ent management and personnel of
the company will continue with
Woestheld-Somners president Rich-
ard 1. Schofield becoming presi-
dent of Mogen David and former
president Henry Markus moving to
chairman of the board.

EXPANDING: Johnstone, Inc.,
fashion and soft goods agency, and
a subsidiary of Interpublic, has
established an international fash-
ion olfice in Europe. Valerie Feit
will head the service, with head-
quarters in Paris, at 17 Rue de

.

CAl sitting on Top of the Fair

Advertisers and Agencies

Moncean. 'The new oflice will serve
as an informational and service op-
eration for Johnstone and com-
ponents ol Interpublic. Tt will sinz-
ilarly serve mannfarturers and mar-
keting organizations not associated
with Interpublic.

NEW ON THE SCENE: \ forma
J. Walter Thompson agency execu-
tive has opened offices at 5110 Wil-
shire Blvd. in Los Angeles as Jean
Replogle & Associates. Firm will
specialize in advertising and public
relations, Distaff president will be
assisted by Dee Davis.

ALL’S QUIET: Screen Directors
International Guild and Film Pro-
ducers Assn. of New York reached
agreement on a three-vear contract
which will include increases in pay
scales and fringe benefits. DBoth
sides expressed their conviction
that production in New York will
continue to prove its vitality and
maintain the rate of growth it has
experienced in recent years.

CAPS ’'N GOWNS: The Henry L.
Doherty Educational Foundation
awarded 199 scholarships to child-
ren of Cities Service employcees cov-
ering the 1962-63 year. The Foun-
dation is supported by donations
from employees and matching con-
tributions by Cities Service and
since 1940 has made scholarship

Communications Affiliates, Inc., has been named to handle advertising, marketing, sales promo-
tion, public relations, research, and related activities for Top of the Fair, which will operate a
restaurant, cocktail lounge, and banquet department atop the Worid's Fair Heliport Building, and
be highest vantage point at the exposition. CAl has also been named to handle the Terrace
Club there, designated Officiai Club of the World’s Fair, featuring exclusivity for a high price
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awards totaling more than $500,000.

FINANCIAL REPORT: Helene
Curtis Industries scored record sales
of $71,627,196 for the vear ended
28 February 1963, compared with
$63,311,119 for the preceding year.
Net earnings were $2,579,849 com-
pared with $3,216,118. Several new
products were introduced during
the fiscal period. On tap for com-
ing months: a new product which
“results in mmmediate, visable re-
duction of wrinkles with the effect
lasting for a number of hours.”

LOOKING FORWARD TO: The
13th annual International Design
Conference at Aspen. Colo., 24-28
June. “Design and the American
Image Abroad” will be the theme
of this year's conference. Material
to be presented will be visual com-
munications designed to shape the
American  image overseas.  Sup-
ported by individual and corpor-
ate contributions, the conference
has been an annual event at Aspen
since 1950 when the late Walter
Paepcke, then chairman of the
board of Container Corp. of Ameri-
ca, led the first session on design as
a function of management.

KUDOS: Mervin P. Bickley, eastern
sales manager for United Air Lines,
elected president of the Advertising
Club of New York .. . William E.
Holden, senior vice president and
mimager of Fuller & Smith & Ross,
elected chairman of the New York
Council of the 4A’s. Elected vice
chairman was E. Esty Stowell, presi-
dent of Ogilvy, Benson & Mather.

MOVING: Francis Lanigan, vice
president and management super-
visor at Denton & Bowles, elected
a senjor vice president.

Richard Rogers to Marketing Eval-
uations, Manhasset, as rescarch an-
alyst.

Donald C. Creswell to district mian-
ager for Ampex Corp. at Dayton,
0., succeeding Thomas W. Harle-
man, who moves to midwestern
regional manager.

Arthur C. Ericksen to vice presi-
dent and account supervisor of
MacManus, John & Admmns.
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Stephen J. Balas to account execu-
tve and Humberto Toledo to
radio-tv  producer, Robert Otto-
Intamn, Inc.

y Keith Gould to art dirvector at
Fletcher Richards, Calkins &
: Holden.

i Howard Swenson to art director at
Kuox Recves Advertising.
T James Macpherson, vice president
and account executive, and Glen
«  Fortinberry, account executive,
named to the board of directors of
Maxon. Fortinberry was elected a
vice president, as was James Bley,
assistant marketing director.

Fred W. Dickson and Donald A.
Leslie elected vice presidents of
Coca-Cola.

Donald K. Weltmer named presi-
dent of the Brandywine Mushrooin
division of Borden plus vice presi-
dent and member of the directing
board of the parent company.

William F. Rosenthal to regional
account executive for Budweiser at
D’Arcy, Chicago.

1 Lowell J. Kuhn to the Chicago
w  headquarters office of Clinton E.
I Frank as an account executive.

Ronald L. Seichrist to art director,
© Cargill, Wilson & Acree, Rich-
" mond.

David J. Jacohson to vice president

of Robert S. Taplinger Associates.

w  Wesley E. Parma, Jr., to media sup-
4 ervisor in the New York office of
.1 North Advertising.
n « Douglas Lowndes elected chairman
and managing director of Benton
& Bowles Ltd. succeeding John
v Cuff, who has resigned.

B

Donald H. Wallace to vice presi-

dent and associate director of
broadcast services, Clinton E,.
. Frank.

pt  James L. Schisgall, Grey Advertis-
‘¢ ing account executive, transferred

to London to work on package
¢ goods accounts at Charles Hobson
© & Grey Lud.
Thomas P. Hawkes to president,
chief executive officer, and a direc-
tor of Piel Bros., succeeding Henry
1 J. Muessen, who continues as chair-
man of the board and a director.
Hawkes came up through the sales
and advertising departments and
per - has, since 1956, been vice president
) lof marketing.

{Dan F. Will to assistant manager of

'

Jatk

N
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Clock-watching is good business

T Emese

Mrs. Ruth Graze, president of Impact Advertising, and Jim Ford, account exec at WMAL-TV,
Washington, check time after arranging a two-week, around-the-clock schedule of 89 announce-
ments for Temple Business School campaign, geared for 10,173,655 viewer impressions

advertising for the Dodge division
of Chrysler Motors.

Treadwell Covington 1o radio-tv
director, Moulton Farnham (o0
copy chief and Julian Snyder to
director of corporate services, all at
Tri Inc.

Sim Myers to post of administrator,
press and information, RC.\ Victor.
John Talley 1o president and Oel
Johnson to vice president, Coca-
Cola Export Corp.

Clyde O. Hess, Matthew W. Har-
rison, Jr., C. Eugene Moore, and
Frederick A. Stoner 1o managers in
the newly-formed public relations
and public affairs deparument of
Armstrong Cork,

Erwin A. Levine, vice president of
Ted Bates, appointed an associate
creative director of the agency.
Stewart L. Maws to assistant brand
manager of Airwick Brands.
Robert H. Davidson to vice presi-
dent in charge of marketing for \.
L. Staley Manufacturing.

Albert K. Burwinkle to creative di-
rector of A. C. Gilbert.

John Rindlaub and Dana Black-
nur to copy supervisors at Young &
Rubicam.

William M. Wall to associate cre-
ative supervisor. and Richard J.
Ende, an art group head. elected
vice presidents of Benton & Bowles.
Adrian James Flanter 1o director of
sales promotion for the retail divi-
sion of Rarvette.

Lee W. Small to manager of devel-
opment, a new post a Needham,
Louis & Brorby.

Lynn Kimmel to senior copywriter
at McCann-Marschalk.

Arthur C. Ericksen 10 vice presi-
dent and account supervisor of
MacManus, John & Adams.
Stephen K. Zimmerman, Charles
J- McCann, and Melvin Elliott, ac.
count executives, to vice presidents
at Lennen & Newell.

Eward C. Simons to Street & Fin-
ney as vice president in charge of
the drug products division.
Shirley L. Roy, director of planning
and development, elected vice presi-
dent of Kinight Management Corp.
Patrick C. Tims to the Chicago of-
fice of Foote, Cone & Belding as ac-
count executive on Kraft Foods,
Rodwell (Rip) Van Winkle Todd
to copywriter at Papert, Koenig,
Lois.

Jolm H. Giroux, former marketing
manager for the Perkins-S.0.8. di-
vision of General Foods, to the Chi-
cago oflice of Foote, Cone & Belding
as an acount supervisor.

Robert L. Paterson and Vincent N.
Gannon elected vice presidents of
Hill & Knowlon.

James Scanlon to SSC&D as ac-
count executive.

Sam Vit, media vice president at
DCSXC, appointed vice president
in charge of media and program-
ing.
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Broadcaster proposes
the audience disposes

This fact of industry life was laid
bare by CBS Radio president
Arthur Hull Hayes before a group
of parents and students in an ad-
dress at Dunbarton College of Holy
Cross, Washington, D.C. In con-
trast to the intense public scrutiny
under which broadcasters exercise
their responsibilities, “far too little
has been said about the responsi-
bility of audience,” charged Hayes.

Pointing to audience disinterest
(gleaned from ratings) of several
network public affairs and educa-
tional offerings, both specials and
series, Ilayes urged parents to take
as much care in directing their
children’s broadcasting intake as
they do in other areas like litera-
ture and movies. “In doing so you
help to create your children’s tastes
and to enrich their lives. You also
help to determine the kind of
broadcasting we will have tomor-
row.”

Captive CBS audience

CBS TV ismakingsurcit’s getting
all the viewers it can for a number
of its series—setting their showing
before a captive audience of some
70,000 Navy personnel aboard
about 60 capital ships around the
world, via closed circuit. The net-
work has made available 16mm
film prints of programs for distribu-
tion by Armed Forces Television
Service.

Among those being screened are
Captain Kangaroo, Stump the
Stars, Ted Mack and the Original
Amateur Hour, 've Got a Secret,
To Tell the Truth, Password, Ed
Sullivan Show, Garry Moore Show,
G-E College Bowl, U.S. Steel Hour,
Armstrong Circle Theatre, and
What's My Line?

SCHOLASTICALLY SPEAKING:
THE NBC OPERA CO. donated
$2.000 to the University of Califor-
nia at Los Angeles suminer school
Television Opera Workshop. The
donation was made by NBC gen-
eral music director Samuel Chotzi-
noff, on behall of NBC. Workshop
plans call for accepting no more
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than -0 aspiring opera performers
or tv directors interested in learn-
ing through participation how to
stage and perfornt opera on 1ele-
vision. Up to -0 additional enrollees
will be admitted as observers,

Everybody into the pool

Physical fitness expert Debbie Drake extols
the virtues of Pittsburgh Plate Glass Co.'s
“Pittchlor” water purifier for swimming pools
in new minute commercial to be aired on
PPG-sponsored “David Brinkley's Journal” on
NBC Tv 3. 10, and 17 June, at 10 p.m.

NEW AFFILIATES: WHN'T-TV,
Huntsville, Ala., joins CBS TV on
or about 1 September as an extend-
cd market plan affiliate . . . New
station KECC-TV, ElCentro, Cahf,,

to ABC TV. Outlet is expected to
begin operations on 1 September.

ON THE GROUND FLOOR:
Gates Radio Co. reports it's busy
filling what may be “the largest
single order for sound control
cquipment ever placed by a U. S.
company.” Order in question comes
from CBS TV and it calls for the
design, construction, and delivery
of over 3500,000 worth of (ransis-
torized audio consoles and ampli-
fiers for the new CBS Broadcast
Center under construction on Man-
hattan’s West Side. An inside note
[rom Gates: transistorization in the
new building is being carried *“to
a point never bhefore realized in a
broadcasting Tacility of this size.”

KUDOS:  Our hats are off to
Mr. Ed, the talking horse who
stars in his own show. He's
been voted the best Performing
Animal Television Star of the |
Year (PATSY), for 1962, an an-
nual honor which goes to the ani- !
mal selected by hundreds of enter-
tainment editors throughout the
nation . . . The Defenders emerged
as “‘the best” and Going My Way as
“the most disappointing” series of
the 1962-63 season in The McDer-
mott Company’s fourth annual poll
of 365 navonal tv editors and col-
umnists. Chevrolet was winner s
the series sponsor doing the most
effective job of selling while not |
impairing tv’s image. Hallmark
placed first as a specials sponsor,
Sponsors singled out for censure in-
cluded Crest, Bufferin, and Dristan,
This season’s voters in more than
509, of the cases failed to associate
programs with sponsors.

MOVING: William M. Materne
to CBS TV vice president—eastern
sales.

James Gessner to New York ac |

count representative for .ABC Ra-
dio West, succeeding Anthony Roc-
co, who becomes account executive
for ABC Radio’s transcontinental
network.

Edward Rissian, production execu-
tive at ABC, to Bing Crosby Pro-
ductions as special executive assist-
ant to Basil Grillo, president.
William Inge, Pulitzer Prize-win-
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“Eskimo for a Day” in the Kitchens of Sara Lee

Jack Bailey (), host of ABC TV's “Queen for a Day,” and Kenneth Harris, advertising director
for Kitchens of Sara Lee, donned parkas and mitts to inspect bakery products in the mammoth
freezer in Chicago where Sara Lee cakes are frozen right out of the oven. Sara Lee commercials
are regularly featured on Bailey's program as well as other daytime shows on all three webs

ning dramatist, signed agreement
with CBS TV to develop a one-hour
dramatic series planned for 196-4-65,
tentatively titled All Over Town.

Lawrence White rejoins CBS TV
as director of program develop-
ment. He had headed the network’s
daytime programing operations
from 1959 to 1962 when he joined
Goodson-Todman Productions.
William W. Firman to director of
sales for news and public aftairs
programs and James T. Shaw, Jr.
to assistant daytime sales manager
for ABC TV.

Iry Wilson from ABC TV sports
and special programs sales super-
visor to director of sports and spe-
cial programs sales.

William Cooke will represent CBS
TV network sales in Canada, head-
quartering in Toronto.

Goodman Ace to head writer and
Gregg Garrison to producer-lirec-
tor of Sid Caesar’s bi-weekly ABC
TV series for Dutch NMasters Cigars
next season.

Clyde Bennett to chief of transport
for ABC News,
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Leonard H. White to director of
program development for CBS TV,
Hollywoodl.

Joseph Francis Gagen to ABC
News' Ireland correspondent, the
first ever stationed in that country
by an American network.

William A. Corley to manager,
news, in Chicago, for NBC News,
Sid Garfield, director of press in-
formation for the CBS Radio net-
work for the past five years, to
CBS TV as director of exploita-
tion, press information depart-
ment,

Nancy Hanschman Dickerson, ra-
dio-tv  newswomen, joined NBG
News as a Washington correspond-
ent.

William G. Porter to the newly-
created post of executive editor
CBS News—tv,

Robert Costello, producer of Arm-
strong Circle Theatre for the past
eight yvears, named producer of
The Nurses.

Robert Stephen Haft to director of
international business aflairs, CBS
TV stations division.

STORY
BOARD

WTREF-TV

NINDOW  SHOPPITIG! sign in
a pet shup window. ‘Lonely
kitten desires position with
little girl—will do light mouse-
work.'

wirf-tv Wheehing
CONSUMER RESEARCH! Mis-
sionary: "“Why are you staring at me>"
Cannibal: ““I'm the food inspector "'

Wheeling wirf-ty
PARKING FROBLEM? A bachelor we know
says the most selling feature of small cars is
“‘there’s no room for argument.'

wtrf-tv Wheeling
A TOURIST bought an old canvas in Rome,
and lugged it 1o Clearwater's Artist Market
Callery to ascertain its true worth. At first
sight,” said dealer Bowen, “'I'd say its either
a Titian or a repetition.'*

Wheeling wtrf-tv
A KINDRED SOUL! Wealthy-looking man: ‘|
have no cash on me and my watch has only
sentimental value.”” Robber: “Fork it over. |
feel like a good cry anyhow!'

wtrf-tv Wheehng
*ENGINEERS ESTIMATE WTRF-TV's new tow-
er will pull in 529,300 TV Homes The !aunch-
ng date for the ““High & Mighty’ structure
is July 15. Ask Rep Ceorge P. Hollingbery to
give you the latest on the WTRF-TV Wheel-
ing/Steubenville Market Cet ‘double exposure’
on your next ad campaign

Wheeling wirf-tv
MISSING PLUGS? Just thought of it, another
benefit of the automotive age It stopped
horse stealing!

wtrf-tv Wheeling
DILLY! DILLY! That's a couple of dillies!

Wheeling wirf-tv
CREEPING PHLOX! Gardeners may boast of
their colorful patches of creeping phlox but
it still sounds hike an undesirable condition.

CHAMMEL
SEVEM

WHEELING,
WEST VIRGINIA

E

Wderful
Unduplicated

F ABC-TV Coverage
of 23

lorida counties in the
rich expanding
Central Florida
commercial,
ele

agriculture and

Space Age
market,
LR ‘
ision

%FORMERLY WLOF.TV

g gl
POWERFUL

Phone: Adam Young, Inc.

ORLANDO - FLORIDA
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Lee launches full-spectrum tv

Although a few cities in this
country boast as many as seven tv
stations. seven of the 100 most pop-
ulated U. S. cities currently exist
in wasteland which finds
them without even one v channel
to call their own. Although the
three networks and several hundred
stations still slug it out for a slice
of the national advertising dollar,

vast

Robert K. lee, chairman of the
Commitee for the Full Develop-
ment of Al Channel Broadcasting.

Last week, while astronaut L.
Gordon Cooper circled the globe
in his MA9 space capsule and
words as unfamiliar as gantry and
lox flew almost as fast, Commis-
sioner Lee and his conunittee of
broadcasters, educators, and manu-

‘““Group W” joins broadcasting alphabet

GROUP
\{

In a strong bid for better advertiser-
agency identification, Westinghouse
Broadcasting will become “Group W”
in all but the legal sense, starting to-
day. From internal memos to station
ID’s, the new symbol will be placed in
the forefront and WBC in the back-
ground. Decision to make the change
was made following a Psychological
Corp. report which found only 37% of executives interviewed
knew for sure what a broadcasting group is and does. In con-
sidering broadcast advertising purchases, the report said, ex-
ecutives think in terms of networks and independent stations,
primarily. Recommendation was to inform advertisers and the
public about broadcasting groups in general, their nature, func-
tions and in particular, their advantages. Basic objective of the
new designation, WBC president Donald McGannon points out,
is to be recognized by advertisers and agencies, with added
awareness from public and influentials. McGannon notes there
are values for the public from the multiple owner, including the
ability to sustain all facilities at certain minimum levels regard-
less of finances. He feels there is an advantage to the group
to stress these values. The new “communicative name” (West-
inghouse will retain its corporate name) was designed by Lip-
pincott and Margulies and will be used by all six radio and five
tv stations. The use of the W was decided upon to retain the
equity of the name Westinghouse.

the population-exploded future will
see these same advertisers and some
new confrers standing in line for
a bit of broadcasting time in which
to champion their causes to count-
less new consumers. Although this
may sound like an assignment for
Thomas Malthus, it's a problem
which falls in the lap of the FCC
and which has been adopted with
particular real by Commissioner
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facturers came 10 New York for the
first of several clinics in various
cities 10 tell the country about
three words as foreign to most as
the lift-off lexicon—ulura high fre-
quency,

How 1o insure the continual
growth of the television industry
within the confines of very exacting
enginecring restrictions has been a
top priority problem at the Com-

mission for some wn years. The
approach taken back in the carly
50's—that of liberally intermixing
vhf and uhf channel assignments in
the same cities—proved u failure.
Advertisers were quick to transfer
their business to new vhf stations,
network alhiliations were switched,
and by 1953 103 uhf stations were
bankrupt and lorced ofl the air,
The passage last year by Congress
of the all-chainnel v receiver legis-
lation, shapes up, trom early indi-
cauons, as a nore satisfactory solu-
tion.

The Full Development Commit-
tee has been in operation for sey-
eral months with three subcommit-
tees: the first to investigate and
propose measures for optimum de-
velopment of uhl tv transmitting
and receiving equipment and tech-
niques; the second to study and re-
port on factors pertaining to uhf
broadcast station operation; the
third to recommend procedures for
developing and disseminating in-
formation to the public, distribu-
tors, dealers, service technicians,
and manufacturers concerning re
ception to uhf. Now opening all
guns to pave a smooth way for the
30 April 1964 all-channel effective
date, his third group has launched
the open-house clinics with the
door particularly open to those wha
will be selling, installing, and serv-
icing all-channel receivers. The
first was held in New York I4 May.
Another is scheduled for 22 July
in Chicago. A pilot study was held
in Washington, D. C. last Novem-
ber. At that time just 8% of all wv

!
I|
J

ﬁ

sets sold were all-channel. One in-

dication that these clinics may bhe
successful in their public-informa-
tion purpose: in April of this year,
509 of all receivers sold in Wash:
ington were all-channel sets. Los
Angeles, which has a Spanish-

)] 22

The vnigue non-profit placement opgency
...specialists in disabled personnel
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Statioh team |-'eady to bat out sales pitch

Storer’'s WJW-TV, Cleveland, has outfitted its sales team with plastic protective helfr]ets. which
were also sent to the station’s national sales representatives as a reminder of its weekend
baseball schedule. Holding the special sports calendar is sales secretary Laverne Wollerman

speaking uhf, is converting at the
rate of 5,000 a week.

Exploring the full tv spectrum is,
to broadcasters and advertisers, as
bold a new world as the far reaches
of space. 'The FCC hopes within a
month to issue, as a proposal, a
new allocations table which will
provide about 2,500 assigmments,
vs. the current approximate 1,700.
These allocations ideally would
provide at least one chamnel for
every town from 10-30,000 in pop-
ulation; three channels from 50-
100,000; five for 100-500,000; seven
for 500,000-2 million; nine for 2-5
million: and 11 for cities over 5
million. There are currently 120
uhf stations in operation in the
country today. Since passage of the
all-channel bill, FCC has Dbeen
flooded with 67 applications for
some 40 facilities in major markets.
What the ultimate effect will be
on advertising and networking is an

{unknown right now but it is clear

L & B R LT

that the frontier of television lies
within that continuous block of
channels from 470 mc to 890 mc.

Change gauge: Firestone

Syndicators who claim that their
series have been sold in 100 markets
or 200 markets are tossing around
meaningless figures, insists Len Fire-
stone, v.p. gen, mgr. of Four Star
Distribution Corp. The important
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figure is the total v homes reached
in each market, he expains.

“I'he big markets are the first 60.
You can sell 200 markets after these
markets and probably not reach
more than an additional 109 of
the total tv homes,” says Firestone.
“If you don't get New York, Chi-
cago, and L.\, you have to sell 20
or 30 smaller markets to equal the
reach ol any of the top three.”

G-T becomes ‘3rd net’
for entertainment shows

Goodson-Todman  Productions
has become *“the third network” in
terms of entertainment programing,
according to just-released figures
for 196263 season.  G-T-created
programs outnumbered entertain-
ment shows produced by ABC by
almost three to one for the period
October, 1962, to April, 1963, and
lagged only a few hours behind
both CBS and NBC. It had eiglt
shows accounting for 510 hours on
network air for that period.

According to estimates from N BC
and CBS, an average 138,181,000
viewers tuned in to G-T" shows per
week in '62-3, to give the packaging
firm of Mark Goodson and DBill
Todman its most successful year in
its 17 vears of existence. Eight G-'T
shows are currently on network air
for a total of 1714 hours per week.

and another G- production, the
hour Richard Boone Show, bows
on NBC in September as a weekly
series.

Most popula G-T show, in terms
of total audience, was To Tell the
Truth, which diew a weekly aver-
age of 311 million viewers [or one
nighttime and five across-the-board
daytime performances.  Password,
also on the air three hours per
week, attracted an audience of 28.8
million to kand No. 2 position.

Most popular G-T created show
on a single performance basis, how-
cever, remained 've Got a Secret,
now CBS property. Seeret’s Monday
night charade was watched by a
total 26.7 million. 1What's My Line?
attracted 23.2 million viewers per
Sunday night.

Other Goodson-Todman  shows
are the long-run Price Is Right,
which moves to ABC in the fall,
Play Your Hunch, Say 1WVhen and
The Match Game.,

Hurdle the figure barrier
Baker counsels reps

With all the attention being paid
these days to obtaining accurate
rating information, the advice of at
least one agency veteran to time
salesmen is to forget the “numbers”
system as an effective sales tool.
Samm Baker, who recently retired
as Donahue & Coe vice president to
devote full time to writing and con-
sulting, spoke to the sales stafl of
CBS Radio Spot Sales.

“I don’t think the advertising
manager, if he's a smart one, and
most of them are, as are the account
men, is as combative about figures
as the media people,” said Baker.
“If you can get past the media per-
son and to the account man (pre-
[erably through the media person
by taking him in and showing how
smart he is) you can get by the
figure barvier and get into a crea-
tive selling pattern.”

Niles adds tv ad tests
Advertisers whose tv commer-
cials are produced by the Fred A.
Niles Communications Center are
now able to tie in a pre-test pack-
age taking in four regional mar-
kets, with those ads that test out
as most “on target” to be refined
and delivered for campaign sched-
uling. Research for the Niles-pro-
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ONE BUY to
saturate the
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in Hlinois

{outside of Chicago)

PROOF:
Channel 13
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Rockford ' |
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WEREX-T'V

cnannerL] ZJ rockrono

J. M. BAISCH
Vice Pres. & Gen. Mgr,

aTrophy

WMTs “Gold Pork Chop
Award,” presented at the
lowa State Spring Market
Hog Show, went to the
exhibitor of a 202-pound
Hampshire-Poland. The
award, a gilded cast of a
pork chop from the late
champion, is suitably pol-
iched and mounted on a
walnut plaque shaped like
fowa.

WMT Radio

In industralized high-on-the-hog

cCountry
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duced commercials will be done by
James Witherall & Associates, Chi-
cago-based fum.

Mr. Niles, who conceived the
plan lor combining rescarch with
production, said the two problems
facing tv advertisers today “are the
steadily spiraling time costs of ty,
plus the increasing expense of pro-
ducing commercials. With these
Kinds of massive investments in tv
campaigns, it ts imperative that
advertisers pre-determine their
chances for the proposed message
gewting through to its target.”

Honor radio vets

As if further proof were neceded
that broadcasters are nostalgic, the
NAB will present special awards to
four veterans of the industry as
part of this month’s annual ob-
servance of National Radio Month.

The two entertainers selected
are Arthur Godfrey of CBS, who
broke into broadcasting in 1929 as
host of an amateur hour broadcast
by WFBR, Baltimore, and Don
McNeill of ABC, who started in

Corny promotion attracting early birds

Kellogg's Corn Flakes and JFG Coffee have joined with WSJS, Winston-Sa!em, to promote' early
morning radio by selecting a businessman each weekday as “Early Bird of the 'Day." For
exercising “real get up and go, a bright morning manner, and wide-eyed zip and z'mg,' each
winner receives a bag containing corn flakes, instant coffee, a new coffee cup, and gift coupons

1928 as a $15-a-week announcer for
a Milwaukee station. Two com-
mentators were chosen. They are
Morgan Beatty of NBC and Cedric
Foster of Mutual.

Liberty Mutual banks wad
on high-brow Wolper tv

H lJast week’s sale to Liberty
Mutual Insurance of Boston
(BBDO) is anv indication, United
Artists Television is sitting pretty
with its newest release, the hour-
long David Wolper specials. The
insurance firm bought the pro.
grams for 25 markets, including 23
ol the top 50, ringing up the larg-
est firstrun syndication order to
caross the UATV counter in the
past 18 months.

Liberty Mutual's assistant vice
president and advertising manager
Robert Mattox explained the buy,
the company’s largest in spot tv
programing: “‘Since our insurance
protection is not available [rom
brokers and agents but only
through our own salesmen, we

. James D Chand)er
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have a dithcult advertising prob-
lem. To inform the public of our
exclusive services we need stand-
out programs. The Wolper Spe-
ctals are one-of-a-kind,” he said,
pointing to their ability to be pro-
gramed “to take advantage of a
particular holiday or situation of
national interest.”

Riddle over middle

“I've been called a lot of things
in my time, but nobody’s ever given
me a middle name,” says Ted
Rogers, personality at KEX, Port-
land, Ore. With this thought in
mind, he has initiated a ““Name the
Ted” contest, with listeners asked
to submit a middle name and their
reason for choosing it. And to
make up for his parents’ “over-
sight,” Rogers says he will pick two
names.

STATIONS
CHANGING HANDS: WFPP,
Park Falls, Wis., bought by North-
land Broadcasting whose president
is D. H. Callaghan, from Gordon
F. Schluter. Hamilton-Landis han-
dled the $90,000 transaction . . .
KLIX, Twin Falls, Ida., sold by
KLIX Corp. for $126.000 plns a
real estate lease of $55.000. Pur-
chaser is Regional Broadcasting Co.
of which William R. Vogel is pres-
ident. KLIX Corp. retains KLIN-
TV. Edwin Tornberg handled the
sale ... KMON, Great Falls, Mont.,
sold by Copper Broadcasting to L.
A. Donohue and George Buzzas for
$270.000 cash. George Hatch is
president of Copper which is also
licensee of KGHI.. Billings. and
KOPR, Butte. Tornberg  was
broker. .. WDOT, Burlington, Vt,,
sold by Fortune and Anthony Pope,
who also own WHOM (AM &
FM). New York, for $187.500 to
William Hunter & Associates. Hun.
ter is presently with WPTZ (TV),
Plattshurg, N. Y. Blackburn brok-
ered the sale . . . Julian Gross of
Hartford officially took over owner-
ship and operation of WMAS,
Springfield. He is president and
treasurer; Erwin B. Needles is vice

|president and general manager: and

Geraldine Ray is secretary,  Gross
is also president of Grossco, Inc..
owners licensed to operate WEXT,
West Hartford, now being con-
structed.
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CAP ’N GOWNS: Staffers and
management of KNX, Los Angeles,
contributing to a fund to set up an
aunual student award at the Uni-
versity of Southern California de-
partineuts of journalism and tele-
communications in the name of
newscaster Frank Goss who died a
vear ago . .. ARB reports that more
than 60 major colleges and univer-
sities—all offering degrees in va-
dio and television— are participat-
ing in the special University Pro-
gram instituted less than two vears
ago.  As participants they receive
mailings of local market and na-
tional reports for educational use
in addition to special mailings of
article reprints, special reports, and
newsletters . . . Seventy graduates
of the Spring, 1963 Time Buving
and Selling Seminar of the Inter-
national Radio & Television Society
have been awarded completion scr-
tificates . . . The West Virginia
Broadcasters .\ssn. has formed an
Assn o High School Broadcasters
and has also established a scholar-
ship at West Virginia University . . .
For the second cousecutive year,
WCBS-TV granted scholarships in
the amount of $4,000 to the Board
of Education of the City of New
York for out standing students in
the All City High School Chorus
and Orchestra 1o continue their

studies in the field of music. They
were presented during a broadcast
of the concert of the Chorus and
Orchestra on 8 May.

FINANCIAL NOTES: During the
first half of RKO General Broad-
casting’s current fiscal year (Octo-
ber 1962-Marchl1963), national ra-
dio and v billings rose 389, over
the same period last year and 439,
compared with two years ago. Na-
tional sales director Donald ]J.
Quinn termed “especially gratify-
ing” the 3197 increase in national
billings over last year . . . Metro-
media increased its holdings with
the $5 million cash purchase of Ice
Capades and its related enterprises.
In an annual meeting last week,
president John Kluge predicted that
Metromedia stock will earn about
$2 per share in 1963 versus $1.40
in 1962, He reported net income of
$703,283 for the first 18 weeks of
1963, equal to 40 cents per com-
mon share. This compares with
S138,732 or seven cents per conumon
share for the same period a year
Zlg().

ALL THAT GLITTERS ISN'T:
An 1th hour about face by FCC
regarding the authorization of new
call letters to John Poole’s KBIG
(AM), Los .\ngeles. was resolved,

White Owl! takes wrapper off new promo

General Cigar president Edgar M. Cullman (I), Patti Searight, information director for WTOP
Radio, Washington, and George Reichart, advertising director for the cigar company, discuss
ad plans for White Owl at General Cigar hgs. in New York. White Owl will offer baseball
book during sponsorship of Senators games on WTOP, plus radio and tv coverage of other teams
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nuch o the station’s dissatistaction.
Originally granted a green light
to use the letters KGOL, station
“poured thousinds of dollars into
promotion of K-GOLD.”  After
what  general manager  Kevin
Sweeney terms an “arbitrary and
capricious”  revokation,  station
adopted, on 1 May, the letters
KGLM, aud will promote a tic-in
with Golden Music. Commission
thought listeners would be con-
fused by the similarity of KGOL
to KGIL and KPOL..

GENTLEMEN’S AGREEMENT:
WPPA, Pousville, I’a., has just cel-
chrited  the 5,000th  consecutive
broadcast of the Kaier Sportbook of
the Air, heard nightly 6-6:15 p.m.
The program started 16 years ago
with a [3-week contract from the
Chas. D. Kaier Brewing Co., and
then continued with merely a hand-
shake and a clause stating cancella-
tion could be made upon request
and two weeks notice.

HOMELY BUT SAVORY: Wom-
en’s editors at stations interested in
beefing up their recipe backlog
should get in touch with the Michi-
gan Bean Shippers Assn., Eddy Bldg.,
Saginaw. This enterprising group
has put together a 32-page book all
about beans and it’s yours [ree of
charge. Included ave the secrets 1o
General Eisenhower’s Baked Beans,
Jacqueline Kennedy’s Baked Beans,
and Bourbon Beans for a Big Buf-
fet.

EXPANDING: WCUE, Akron, be-
gan broadcasting on a full-time
schedule after 13 years as a day-
timer.

LOOKING INWARD: Have vou
noticed the unique series of ads
WFMY-TV, Greenboro, N, C. has
been running in spoNsor? Each ad
features one of the cities in the
S1-county area served by the station
with pictures and copy describing
busiess and cultural life and his-
torical landmarks. As the ads ap-
pear. the station shows a slide of it
on the air and explains how it's
being used nationally. In addition,
reprints of the ad are sent to com-
munity leaders in the city being
featured.

SOUTH OF THE BORDER:
Nightly I3-minute broadcasts in

Russian  directed to Soviet na-
tomals in Cuba being beamed
by WBT, Charlotte, N. C. Orig-
inally scheduled to start 25 Feb.
ruary, the broadcasts were can-
celed when Premier Khrushchev

promised to remove Soviet per-
sonnel from the Caribbean. The
programs are prepared Dby the

workldwide facilities of Radio Liber-
ty and narrated by Boris Orshansky,
former Soviet Army Captain who
defected to the West in 1948, Ob.-
jective, according o Jefferson
Standard president Charles Crutch-
field: “to supply Russian nationals
with a current undistorted view of
international  affairs which
hopelully will evoke some serious

TvB Sales Clinics

THEE AT e

20 May Providence =
South Bend =

Milwaukee =

Terre Haute =

- Wichita =

21 May St. Louis Z
22 May Portland, Me. =
Toledo =

La Crosse =

Topeka -

23 May Bangor =
Cincinnati =

24 May Presque Isle 2
Detroit =

Rockford =

Wheeling E

Kansas City =

28 May Burlington =

29 May Albany =
31 May - Springfield

3 June Boise =
Abilene =

_ Minneapolis =
4 June Ouluth =

5 June Seattle =
Odessa =

6 June Fargo E

- T June Portland, Ore. =
= El Paso =
- Bismarck 2
10 June Sacramento 3
Albuguerque £

12 June San Diego &=
L Salt Lake City =

14 June Phoenix S
Oenver 2

.21 June Monroe £
= 24 June New Orleans =
_ 25 June Baton Rouge =
27 June Hattiesburg =
28 June Meridian E

£O DT e gsinm o i
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questions in thieir minds as to the

reasons beliind  their presence in
Cuba.”
NEW QUARTERS: KIOA has

leased the building a1803-809 Keo in
downtown Des Moines. Remodeling
should be conpleted by late May
at which time station will move
ito the building, agged “Broad-
cast House.” . . . WFOL (FM),
Cincinnati, opened a new, maional
sales office in downtown Cincinnati
at 915 Terrace Hilton Hotel. Niel
Buckley, sales nanager, is in charge
. . . Metromedia will move its
northern  California oflice within
the next several weeks, with the
executive offices of the Foster &
Kleiser division headquarted in
downtown San Francisco in the
Sethlehem Building, 100 California
Street; and the northern California
regional headquarters at W. Grand
and Prairie in Oakland, adjacent
to the Nimitz Freeway.

MAN BITES DOG DEPT.: In the
midst of the plethora of public serv-
ice awards constantly being doled out
tostations, WHEK, Cleveland, turned
the tables and honored the organi-
zations and individuals who have
been outstanding leaders in the
public service field. Station pre-
sented awards to winners selected
on the basis of creativity, local ap-
plication, cooperation, and interest
and the usage of radio . . . Another
station to pull the switch is WSB,
Atlanta, which presented its “Shin-
ing Light” award to Dr. Noah Lang-
dale, president of Georgia State Col-
lege. The honor is set up as me-
morial to the college’s founder and
former president, the late Dr.
George M. Sparks. Selection of the
winning nomination came from
500 entries in WSB's 1equest for
the tribute to a deserving citizen.

SALES: WPIX (TV), New York,
sold its 25 May telecast of The 1963
Sebring Sports Car Classic (7-7:30
pm.) to F&M Schacfer Brewing
(BBDO) ; Bristol-Myers for Vitalis
(DCS&S); and P. Lorillard for
Newport (L&M) . .. Special sum-
niertinte addition to the WEBR,
Buffalo, schedule, a series of tral-
ficopter reports on Sunday after-
noons will be sponsored by Erie
County Savings Bank . . . New ac-
counts at WTRY, Albany-Schenec-
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tady-Troy, mclude Petite Paris, an
Albany restaurant; White Motors,
auto dealer; Penny Home Supply;
Laugmore Farms, ‘Troy restaurant.

PUBLIC SERVICE: As another
step forward in helping 1he greai-
Iv-increased Spanish-speaking pop-
ulation adjust to the area, WMIE,
(AN) and WPST-TV, both Mi-
ani, are cooperating in a project
tagged “Sintulcast '63.” Here's how
it works: viewers who tuite in Paul
Frank’s 6:15-6:25 newscast weekdays
on the v station, can turn the
audio down, tune in WNMIE on
their radios and hear Alberto Gan-
dero translate Frauk's newscast to
Spanish . . . San Francisco Radio
Broadcasters and Stanford Univer-
sity got together last week as co-
hosts of a unique seminar in which
hundreds of community leaders at-
tempt (o pin-point the most critical
problems facing the Bay Area. The
community’s needs were examined
i two broad areas—the personal
values of morality, and the physical
and social problenis created by the
Bay .Area’s dynamically expanding
population.

KUDOS: Horace S. Fitzpawick,

vice president and general manager

ol WSLS-TV, named president of
1the Roanoke Sales and Marketing
Executive Club ., . Ted McDowell,
nanager of news and public afiairs
for The Evening Star Broadcasting
Co., 1o president ol the Chesapeake
AP Broadeasters Assn., succeeding
Charles Roeder of WCGBM, Balii-
more . . . Quite a tribute was paid
to WISN-TV, Milwaukee, when
Procter & Gamble requested a kine-
scope ol its locally-produced Mil-
wankee Reports program on De-
tergents and Our Water Problem.
The soap giant wanted the record-
ing to show at a meeting it held in
New York last weck,

MOVING: William Bradley to mu-
sic director and Edward Raito to
trathic-othce manager at WORI,,
Boston.

Michael . Schwimmer to account
executive in the central
oflice of Tv.

(li\'isi()n

Tom Lawrence to progrim man-
ager nd Sid Thompson to news
director ol WANC,  formerly
WAFT, Terre Haute.

James B. Luck, assistant program
manager for WOWOQO, Fr. Wayne,
resigiied 10 join WCI'T, Lima, O,
as its first general manager. The

The “outs” find a way to get “inside”

Barred from the courtroom by Canon 35, Amarilio’s KFDA-TV found a way to broadcast a trial
live, with aid from a sympathetic judge. It set up a camera with Zoomar lens in the corridor
outside a glass door, placed another in the jury room adjacent to the court, and picked up sound
via a “shot gun” mike angled from the jury room. The trial was carried live in its entirety
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Station signs jockey for Soap Box Derby
Robert M. Lambe (1), president of WTAR, Norfolk, signs Joseph Urick to drive vehicle sponsored
by WTAR Radio-TV Corp. in 1963 Virginian-Pilot Soap Box Derby, in ceremony televised live

station is scheduled to go on the
an 15 August.

Kenneth Hooker and Alan Schultz
to account executives at KGLN
Los \ngeles.

Al Maflie to sales manager of the
Yankee Network.

Wade St. Clair, program director
of WBT, Charlotte, granted a year’s
leave of absence to accept a post
with the Natonal Aeronautics and
Space Administration, effective 27
May. He will develop a series of
educational radio programs on the
work of NASA.

F. 8. (§id) Tibbetts to general man-
ager of WFTL (FM), Ft. Lauder-
dale, scheduled to go on the air full
time 1 June.

Charles J. Mathews 1o general sales
manager of WLBW-TV, Miami.
William G. Hengstebeck promoted
to assistant program director of
WXYZ, Detroit.

Leroy E. Lattin elected president of
Home Entertainment Co. of Amer-
ica, developer of a pay tv system.
D. D. Palmer reelected president
and treasuver, P. A. Loyet reelected
vice president.William D). Wagner

OPPORTUNITY FOR SALESMAN
CONTACTING TV STATIONS

If vou are a salesman selling produets or services to tele-
vision stations and would be interested in carrying an
additional station serviee, we have an interesting proposi-
tion for you. An exclusive territory will be made available

to vou. Our staff advised of this advertisement.

Box 35, SPONSOR
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promoted to vice president as well
as continuing as sccretary, all with
Central Broadcasting Co. and Tri-
City Broadcasting, Davenport-Des
Moines.

Richard G. Cahill to account exec-
utive at KPAT, San Francisco.
Murray Horne to account executive
with KPAM and KPFM, Portland,
Ore.

J. Alvin Jeweler to assistant man-
ager and program director of
WHEFS, Bethesda.

Joseph F. Parsons from general
manager of KFMU (FM), Los An-
geles, to sales executive post with
KABC, same city.

Weston J. Harris to program man-
ager of WNBC-TV, New York.
Marshall L. Faber, director of pro-
gram development for Ml ullins
Broadcasting’s  KBTV, Denver,
leaves the station today, 20 May, to
open his own film production facil-
ities at 312 S. Pearl Street. He will
produce industrial motion pictures,
tv commercials, educational films,
and classroom instructional filns.
Harry Heuston to the newly cre-
ated position of production director
of WISH stations, Indianapolis.

Howard Zwick from KBIG, Los

Angeles, to account executive with
KH], same city.

James L. Tomlin to general man-
ager of WLUCTYV, Marquette,
Mich.

Dave Clashy to program director of
KGLA (FM), Los Angeles.

John F. Merrifield to fann director
of WHFB, Benton Harbor, Mich.
Jack Hansen to the local sales staff
of WCCO-TV, Minneapolis.
Ronald Beaton upped to sales
manager and Benton Paschall to
national sales manager of KIEV,
Glendale, Cal.

William C. Cook, former research
and development director, named
local sales manager, and Ira I.
Hewey named national sales man-
ager, WHAI (AM & FM), Green-
field.

Al Pryor to KMEX-TV, Los An-
geles, as merchandising director.
Andrew C. Edgerton to sales man-
ager of WRFD, Columbus-Worth-
ington, O.
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Robert M. Storer to WAGA-TV,
Atlanta, as sales promotion direc-
tor, transferring from the same
position at KGBS, the Storer sta-
tion in Los Angeles.

G. William Givens, formerly ex-
ecutive producer at WBZ, Boston,
to program director of WHANM,
Rochester.

Len Chaimowitz, feature writer
with Newsday for the past three
years, to the information services
staff of WCBS-TV, New York, as
a press representative for the sta-
tion’s public affairs programing.

John S. Allen resigned as general
sales manager of WLBW-TV, Mi.
ami, to join the Miami-Washing-
ton, D. C., public relations firm of
Venn, Cole & Associates, effective
15 May.

Cal Thomas to program manager
and Jim Baker to production man-
ager of KGO-TV, San Francisco.

Jim Kinkade and Robert Tugwell
to account executives at WLVN,
Nashville.

Mike Hamlin to publicity and pro-
motion director of WZZM-TV,
Grand Rapids. He's been sales
service representative and continu-
ity director for the station since it
went on the air last November.

Richard Yoder to manager of the
Keystone  Broadcasting  System’s
branch office in Detroit.

John Kieran, Jr., named director
of public information for WCBS,
New York, replacing Joe Cook
who was named program director.

SYNDICATION

SALES: Seven Arts signed seven
more stations for its £n France
series of 26 half-hour French les-
sons, bringing total markets to 18,
and its 13 Tv Concert Specials now
in 33 markets . . . Six additional
stations  purchased Allied Artists
Tv's Cavalcade of the 60's Group
IT package . . . With sales to six
stations, total number of outlets
now carrying NTA’ off-network
feature films has expanded to 112
stations . . . Laramie, the NBC TV
serics placed in syndication only
three weeks ago by NBC Films,
sold to nine stations so far. WNBQ,
Chicago, and KABC-TV, Los An-
geles, are positioning the series as
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an acaross-the-board strip in late
afternoon time . . . Tele Features
sold Courageous Cat cartoon serics
of 130 episodes to KCOP-TV, Los
Angeles . . . Sales of its half-hour
off-network series to 17 additional
stations reported by MCA TV f{iln
syndication division . . . The Ex-
ploitables, the second Alied Artists
Television Science Fiction feature
package put into distribution four
weeks ago, purchased by 19 sta-
tions thus far. All 19 had previ-
ously bought the first package . . .
Economy Tv Programs’ off-nctwork
Stoney Burke sold to 11 markets
within once week of its release to
syndication. Markets include Los
Angeles, Chicago, Detroit, Dallas,
and Indianapolis . . . Showcorpora-

The “Schnozz” blows into Syrause

starting in October. The regional
is the second for the second year of
Biography. The other is Pacific
Gas & Electric via BBDO for San
Francisco and six additional Cali-
fornia niarkets. These and station
sales bring renewal total to 61
markets.

NEW PROPERTIES: Elaine May,
distall member of the comedy team
of Nichols & May, is preparing
scripts {for Halfway House, a hall-
hour situation comedy series based
on an idea by Harold M. (Bud)
Austin, executive vice president of
Goodson-Todman Productions . . .
Sixty feature films with science-fic-
tion and science-horror themes

have been put together for tv dis-

Jimmy Durante and his long-time associate, Eddie Jackson (), made a surprise on-air visit to
“Dennie Sullivan and the Gang” on WSYR-TV’s daily music variety show during trip to Syracuse

tion sold its new AMillion Dollar
Movies package to nine group own-
ers for showing in 20 markets,
bringing total markets to more
than 140. Involved are: CBS in
New York, Chicago, Philadelphia,
and St. Louis; Time-Life in Min-
neapolis, Denver, San Dicgo, and
Grand Rapids: Westinghouse in
Pittsburgh: Corinthian i Indian-
apolis: Trans-Continent in Buf-
falo; Meredith in Syracuse; Scripps-
Howard in West Palm Beach; and
Crown in Portland, Ore. . . . MCA-
TV scored 12 new sales on its hour-
long, off-network programs

Official Films’ Biography renewed
for regional spousorship by the
Kansas Bankers Assn. (Forbes) in
Wichita, Topeka, and Pittsburgh,

tribution by United Artists Asso-
ciated in response to a survey it
made of station requirements.
Eleven features from UA are being
released for the first time. Others
have been gathered from various

sources, including Wamer Bros.,
RKQO, and UA Pathe News
compiling excerpts from Frank

Fontaine’s Showtime v series into
an hour-long comedy special for
national or regional sponsorship.

TAKE OVER: A group headed by
ex-agency executive William War-
wick completed negotiations for
purchase of 507 of the stock of
Producers Studio.  Warwick will
be president, succeeding Fred Jor-
(Please turn to page 68)
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COUNTRY MUSIC
(Continued from page 33)

Proot of advertiser satisfaction
with  C&W  programing can  be
found in the contiuity and long-
evity of the perennial favorite,
Grand Ole Opry, which has been
on WSM for over 35 years. Many
clicats have renewed vyear after
vear: Stephens Manufacturing Co..
27 vears: Martha White Mills, 22
vears:  Jellerson  Island  Salt, 17
vears: Delited Preserves, 12 vears:
and Coca-Cola, 10 years.

Although tv has managed o kill
off a great deal of live radio enter-
tainment, CRW programing is still
a stronghold of live-talent appear-
ances. Many CRW radio shows are
staged before live audiences in lo-
cal auditoriums and theatres.

Even when C&\W talent is off the
air, it is working for C&\V sponsors
through personal appearances at
state [airs, carnivals, [arm festivals,
and on tour.

Dick Schofield, general manager
of KFOX, Long Beach, Cal,, states
that CRAV stations have the “great-
est opportunity to be in show busi-
ness.” He reports KFOX has “ac-
quired a great deal of billing
through out-ol-thestudio promo-
tions” using live talent as well as
station deejays. In fact, some of
these accounts might not otherwise
have been sold.

Another true “oldie” in the suc
cessful broadcasting of counury &
western music 1s Ralph D. Foster's
station KWTQO, Springfield, Mo.,
heart of the Ozarks.

In addition to local accounts dat-
ing back 31 years, KWTO has re-
gionals like Missouri Farmers As
sociation (MFA). Foster says they
stay because country music sells.
“People who listen to country mu-
sic are more faithful. They buy
something because you ask them.
They believe.”

By the mid-10’s KWTO had off-
handedly been in the syndication
business long enough 1o decide that
this was a field for expansion. Radi-
Ozark Enterprises, owned by Fos.
ter was formed. Created and sold
by Foster's managing vice presi-
(lénls, John B. Mahalley and E. E.
“Si” Siman, Jr., its product is basic-
ally network and syndicated coun-

try music vadio programs. Their
1963 ofterings, all open-end quarter
hours, are The Tennessce Ernie
Ford Show, more country in con-
tent than his ABC-TV daytimer,
230 stations; The Red Foley Show,
108 stations, and The Smiley Bur-
nette Show, 58 stations.

Forty uew stations were added
to the Ernie Ford line-up in April,
thirty of them through a multiple-
market purchase by Melgrim-Few-
smith, Inc. Cleveland—a Ford trac-
tor agency—for its dealer-distrib-
utor network in Georgia, Alabama,
Kentucky, Ohio and Indiana. The
current Red Foley RadiOzuk se-
ries is strictly a tailored-for-syndica-
tion package; however, the firm has
carlier sold him as a network com-

..... T s PO

Television §
as ad medium '
for tv receivers

Why some television set manu- }
facturers are veering more and
more toward television in the
sale of their black-and-white ‘!
and color receivers. Here's a
special report on what the
giants in the industry plan to

do in broadcast media. i
NEXT WEEK IN SPONSOR |
modity — sponsorship  including

Dow Chemical (agricultural chemi-
cals), Hess & Clark, Inc. (animal
nutrients)  and  Massey-Ferguson
(farm machineryy).

For these sponsors Foley did two
seasons on ABC Radio, then three
on NBC Radio. Smiley Burnette’s
RadiOzark series is sponsored in
various regions by Staley’s Sweetose
Waflle Syrup (A. E. Staley Mfg.
Co.) and United Suates Tobacco.

What does it all add up to?

Simply this: advertisers interested
in reaching a ready-made audience
with substantial buying power and
proven loyalty to sponsors should
consider investigating this relative.
ly untapped diversified market for
sales results.  Chances are it will

pay oft. v
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COMMERCIAL CRITIQUE
(Continued from page 46)

UGN LISTENERS and ADVERTISERS

them powerful factors in the con- '
ception and production of a major
share of the nation’s tv advertising,
looking studiously at the annual

product, won’t they bhe mfluenced

to imitate, borrow and adapt from ’

each other to such an extent that ;
all tv advertising will soon show a
“saimeness,” even though it may be

at a considerably higher creative COUNTRY
level?”

The answer, on the basis of spo- M Us I c

ken reactions by judges to work

they see. would appear to belie s I A I ION
that possibility. “Oh, Lord, T was

just going to do the same thing, ’
now I'll have to scrap it,”" was

something T heard a number of IN THE NATION s
times while screening the entries
in Chicago. Dallas, Los Angeles,

Toronto, and New York. If the No. 2 MARKET
festival is a leveling influence, al-
beit at a higher level, it is also a
stimulant to rejection of what sud-
denly has become cliché.

I have often stated that the fes-
tival really takes place all during
the judging process in March and
April. when key people in our in-
dustry have the opportunity to as-
sess the field both within product
categories and on an overall basis.
The forum aspect of our project is
never more evident than in the dis-
cussion among judges. Once the
awards have been announced, the
forum aspect is broadened, of

course, as product reels and win- g a dWESTERN
ners’ reels make their way across : ! n

the counury, into Canada, and to , ot MUSIG f
advertising groups around the . i Ur
world. At the 4A’s, and AFA, and

ANA conventions and in the US Angeles,
woody roomns of British advertising 5 >~ L B h d
agencies, I have sensed the waves 7 Ung eac an
of approval and of dismay, and 1 0 c t
have never failed to become en- range Uunv
gaged in a post-screening discus- . =
sion with members of the audience
on the subject of improving the
breed.

Jut enough of all this talk. How
about the winners? ell, by all

means, do come and see them on * B'GG EST UNDUPLIGATED AUD'ENGE

Friday, 21 Mav, in the grand ball- .
ol (e B b oria, st Represented Nationally by Adam Young, Inc.
York. L 4 3 B S
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Newsma kers inulnu OB AR ¢ OGBS (letin o page 65)
dan who becomes chairman of the
tv/radio advertising

board. Both will be chief execu-
tive offlicers. Producers Studio, lo-
cated at 650 North Bronson Ave.
nue in Hollywood, contains nine
sound stages and has long been
active in tv film and motion pic-
ture production,

IR

Jackson Martin Fleming

He has been appointed station manager
for radio station KOOL, the CBS affili-
ate in Phoenix. Fleming, who formerly
managed KBTR Radio, Denver, and KGW
in Portland, comes to KOOL with 20 years LOOKING FORWARD TO: Syl-
radio experience in sales, programing vester L. (Pat) Weaver, Jr., chair-
and management. Homer Lane, KOOL vice man of the board of McCann-
pres. and gen. mgr. announced Fleming Erickson, and Jules Power, execu-
would assume his new post immediately. tive producer of ABC TV’s Dis-
covery, will speak at the second
annual Television Affiliates Corp.

[T 11 TR 111]

William F. Craig
Formerly associate director of Young &
Rubicam’s television and radio depart-
ment, Craig has been named vice presi-
dent in charge of Benton & Bowles’
Hollywood office. He had been director

(TAC) programing conference
scheduled at Chicago’s Sheridan
Hotel, 13-14 June. Forty program
directors representing TAC sub-
scribing stations, will attend the
conference.

[

LTI

of television for Procter & Gamble and
was also associated with Grey and
William Morris. He succeeds Albert
Kaye, who will retire in August at 65.

MOVING: Charles Britt to south-
ern sales manager ol Embassy Pic-
tures’ tv department, with head-
quarters in Memphis.

Al Maffie

Al Maffie, past president of Hallmark
Trading and vice president and direc-
tor of VIP, both companies oriented to-
ward retail and super-market incentive
sales activities, returns to the Yankee
Network as sales manager. Maffie will
concentrate his sales efforts on Yankee's
chain of 30 radio stations located
throughout New England states.

Ken Hildebrandt to special sales
consultant, West coast, for the
newly-formed Jack Douglas Co.,
organized to handle all sales and
distribution for The Golden Tee,
90-minute tv special.

Frank Brill, associated with MCA
TV Ltd. in the film syndication di-
vision since 1954, joins the com-
pany’s network sales staff in a gen-
eral executive capacity.

QN IHATE

Edward G. Gerbic
A director of the Advertising Council
and former chairman of the board of
ANA, Gerbic has joined Chesebrough-

REPRESENTATIVES
APPOINTMENTS: WKWK,

Pond as v.p. and general manager of the
company’s cosmetic division. Prior to his
appointment, he was senior v.p. and a
member of the board of Heublein, and
formerly v.p. in charge of advertising and
merchandising at Johnson & Johnson.

Francis X. Paone

Pet Milk has announced the appointment
of Francis X. Paone as director of mar-
ket research. He will succeed Shelby A.
Robert, Jr., who is now general product
manager of the company's Musselman
Div., headquartered in Biglerville, Pa.
Paone had been director of market re-
search at Wilson & Co. James A. Dodge,
Pet v.p., made the announcement.

YT 1111 JII0H LT PR T B L A 1

LT TRITRTTH TR T
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Wheeling, to Robert E. Eastman,
from McGavren-Guild ... WTTT,
Ambherst, Mass, and WAAC, Terre
Haute, to Roger O’Connor . .
WPIT, Pittsburgh, to Mort Bassett
... WKMI, Kalamazoo, to Venard,
Torbet & McConnell, effective 1
June . . . WQAD-TV, Davenport,
Ia., to H-R Television. The station
will sign-on 1 August.

MOVING: Frank Morello to ac-
count executive at Peters. Griffin,
Woodward, New York.

John (Kerry) Markey to the Chi-
cago radio office of Peters, Griffin,
Woodward, as an account execu-
tive, from The Devney Organiza-
tion.
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“VIEWPOINT

A column of comment

by industry observers
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AFTER THE ACCOUNT HONEYMOON, WHAT?

By JON T. CAUDLE
promotion manager, WSOC-TV,

Charlotte, N. C.

At one time or another, most of
us have attended a course on sales-
manship. You will doubtless be
able to recall the instructor. He's
the type with the spring in his step,
and the beaming smile radiating
health, happiness, and enthusiasm,
who fairly leaps to center stage and
in a rich, booming voice welcomes
you to the meeting. He then pro-
ceeds to preach that these very
qualities, plus persistence and an
ability to remember a client’s first
name (“there’'s no word in the
English language more Dbeautiful
than a man’s own name”) are the
qualifications necessary to become
a successful salesman.

That sales counselor may be
right, but he often fails to go far
enough. Particularly in the field
of tv sales, an organization should
place primary emphasis on follow-
through. It may be true that the
salesman’s job is completed when
the contract is signed. However,
the progressive operation will seize
this contract as a golden oppor-
tunity to win a new friend and
pave the way for future repeat
business. How is this accom-
plished? It's almost too simple.

Keep counting

How many broadcasters stress
the importance of maintaining
contact with the local brokers
or manufacturers’ representatives?
How many stations will “romance”
an account when a campaign be-
gins, then lose interest and turn
their attention to the newer busi-
ness on the horizon? How many
stations render fine merchandising
assistance, then fail to report this
to the agency or the client?

These are a few points involving
effective follow-through, and if you
give the appropriate answer to
each question, then your station is
adhering to a sometimes profitable
philosophy. But, in demonstrat-
ing this extra interest in an adver-
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tiser, how do you best maintain the
client-station relationship?

A majority of stations seemn to
place this responsibility in the
hands of the promotion manager
or, if they have one, the merchan-
dising director, Other stations
simply depend on the salesmen on
the particular account to handle it
as a secondary duty. The latter
method is possibly the most expen-
sive to the operation, yet is the one
most widely used.

Aids sales department

It is with the idea of increased
efficiency as well as development of
a more personal relationship that
WSOC-TV relies on the position
of client relations director. Al-
though completely divorced from
sales, the client relations director
is a valuable asset to the sales de-
partment. He uncovers new busi-
ness by calling on clients, discover-
ing seeds of “unhappiness” and cor-
recting them, reporting directly to
the agency, client, and station rep-
resentatives on merchandising ac-
tivity, and building up a close rela-
tionship with the brokers who can
wield much influence when new
season buying begins.

More body in the sales

He provides an “extra” body in
the sales, promotion and merchan-
dising areas, relieving each depart-
ment of burdensome detail work.

Close communication with the
station’s rep salesmen keeps him
abreast of buying activity involv-
ing national spot busincss. When
this buying activity materializes,
the client relations director can
alert the prospective advertiser’s
local broker or sales representa-
tives with advance information on
what's new with his product. This
type of service and cooperation is
greatly appreciated, especially when
unsolicited.

Later, when the schedule actual-
ly begins on-the-air, our man fol-
lows with a personal call outlin-
ing the campaign to the broker. In

on broadcasting/advertising,

fact, he is respected as a {riend by
the client’s local sales people, often
providing aid toward securing max-
imum impact for advertising cam-
paigns  placed in the Charlotte
market.

Always reflecting the station’s
sincerest interest in its clientele,
the position of client relations di-
rector has unlimited possibilities.
At our station, the client relations
director boasts previous experience
in programing, production and
other arcas. Naturally, with these
qualifications, he supplies further
service to the post by being able to
answer any question with a high
degree of understanding and intel-
ligence.

Change is continuous

The competitive nature of the
broadcasting business is continu-
ously on the increase. It is the sta.
tion that leaves no stone unturned
in pleasing the advertiser, that
keeps his foot in the door for the
new business that will keep him at
the forefront. L 4

JON T. CAUDLE

Jon T. Caudle, promotion &
merchandising director for
IWSOC-TV, joined the station
in 1957 as a member of the
promotion staff. A native of
Raleigh, N. C., Caudle re-
ceived his A.B. degree from
the University of North Caro-
lina in 1954. Prior to coming
to Charlotte, he served as
public information officer at
Charleston Air Force Base,
South Carolina.
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Significant news,
' - trends, buying
in national spot

Sunr;ny DX Oil (Tulsa, Oklahoma) allotting 6097 of their total ad budget
to an allspot seven-week broadeast schedule, due to start 20 May., One of
the largest promotions ol its kind by a regional (17-stare) oil marketer, the
campaign will introduce Sunray DX's “Parade of prizes” contest, in which
grand prize is an income of 8600 a mowh for five years or a new Cadillac
every vear for five years. Spot schedule will follow generally the year-round
radio and 1v buys, but will be intensified in some markets. .\n additional 21
radio and 1v markets were bought primarily for this campaign. The tv spots
will utilize prime and fringe time periods. Balance of budget is invested in
newspaper, muagazine, and outdoor support. Buyer is Dan Fineberg at
Gardner (New York).
TV BUYING ACTIVITY

o Bourjois, Inc. buying four-week schedules for two fragrances, Christmas
in July, and On the Wind. Campaign will run in 43 top markets across
the country 3 June through 30 July. Of these 10 to 15 spots per week will
run in the top six markets, 6 10 10 spots per week in the remaining 37 mar-
kets. The bulk of the schedule will be placed in prime, fringe, and late
evening time, with some running in the daytime. In 28 additional markets,
only Christmas in July will be promoted during the same time period, with
4 1o 7 spots per week. Buyer is Anita Wasserman at Gumbinner,

o Liggett & Myers Lark cigarette campaign expected to start in several
eastern markets 26 May. Five-week drive of fringe and prime minutes, and
prime 20s being bought by Carrie Senatore at J. Walter Thompson (New
York). Lark test campaigns were aired in Columbus, Ohio, and Albany-
Troy-Schenectady, New York, recently.

¢ Squibb’s Sweeta campaign slaied to start 10 June for eight weeks. Buyer
Tom Peschel at Benton & Bowles (New York) interested in late night
nrinutes.

e Carter Products still buying for the April-September budget perind,
Buyer Tom Aylward at SSC&B (New York) concerned with early evening,
and prime and late nighuime minutes. Number of markets varies with
products. .
s Colgate Palmolive campiign for Wildroot siarts 2 June and will run in
markets across the country until the end of the year. Marty Ozer at IV’ Arcy
(New York) secking fringe minutes to reach the male audience.

RADIO BUYING ACTIVITY
o Ford goes into high gear the end of May for a two-week drive in the top
50 markets. Trafhic minutes being sought by the group buying pool at J.
Walier Thompson (New York).
o P. Lorillard siarts a push for Kent and Newport cigarettes in their top 20
sales markets about 1 July for 10 weeks. Bob Kelly and Sally Reynolds at
Lennen & Newell (New York) buying traffic and weekend minutes, 30s and
I.Ds.
» American Tobacco's Montclair cigarettes going into 50 markets 1 July
for 13 weceks with trafic minutes. Buyer is Wayne Silbersack at SSC&B
(New York).
o Ammens Antiseptic Powder campaign due to begin the end of May for
a 15-weck run in approximately 20 eastern markets. Buyer Mary Glasser at
Doherty, Clifford, Steers & Shenfield (New York) interested in daytime
minutes.
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Why go looking for market statistics

when they’re right in your hands?

SRDS Consumer Market Data Summary
United States, Regional, State Totals
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| A survey of SRDS Data Inc.’s National Panel of Media Buyers
1 taken in 1961, showed that 92.9¢2 used SRDS Market Data
within the preeeding six months in these six phases of buying:

[ . by —_—
[

1. Formulation and allocation of budget.

2. Faamination of market information.

3. Formuiation of the general media plan,

4. Evaluation of the general media plan.

8. Seicction of specific media.

6. Scheduling and contracting for space (time).

SRDS is the only media, market data scrvice in the country
| that provides current media buver-oriented consumer market
data, media maps and media listings all in onc place cvery
month. And you have the assurance that SRDS market data

v figures are the latest and most accurate available to you. Every
K L] gl . six months the figures arc completely up-dated, based on latest
T T available government statistics. SR DS May issucs, for example,
) _‘. — 14 : - H e =§ reflect estimates of January 1, 1963,
! : o o4 ‘ § £ ;'6' S; An extra plus is the additional murket data provided by media in
1 s S ) R ] P2 Service-Ads in SRDS.
I D e s 2l _
YT+ 3 SHeyes: b
H] i - i $2 :’Vewl—;—ru—"a; &2 All SRDS Consumer h-Iai'l'\'er Data are recorded on IBM
£ # O I § ! :/?E_l § Qe < puncl'{ed cards and magnetic tapes. SRDS's statistical serv-
o i Sy %’ |! ice will run specialized tabulations for you, or you may
H— . S purchase the cards or tapes for your own use.
= 3 4 . °

SZDS Standard Rate & Data Service, Inc. @ 2 om

THE NATIONAL AUTHORITY SERVING THE MEDIA-BUYING FUNCTION C. Laury Botthof, President and Publisher
5201 OLD ORCHARD ROAD, SKOKIE, ILL. YORKTOWN 6-8500 ¢ SALES OFFICES—SKOKIE, NEW YORK /ATLANTA/LOS ANGELES
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