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The WGAL-TV market is stab+e, divet$'r:fi'e:rt,
prosperous, Its 4.990 manufacturing es.tafu;.
lishments are highly important to the o'i(etaU
stability of this area, which has a pro.spe;rp:Q~~
population of nearly three million. Prime prcc*s­
pects for you-this Channel 8 station react:re.J!
them, sells them. In its area-WGAL·T\t l~
more resultful than any other station. has¡ J!1'!1I~
viewers than all other stations combin:e'd...•

•Statoshcsb•std '°"ARB data and sub1ectIQquahf1u·
t1onsnsued by thatcompany. avJul:abff upan r.ea.u:e:\l
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Late news
in lv/ndio 11dvt:rtblng
11 :'l.'o\'<"rnb<"r HlG.1

Ap,peal 'tQ individua.ls: "This is the· age of
custnm. Iragmentcd ma rkrts," says Allx-rt I l.
~l<'ssf'r. presiclcnt of Brand :\ames Founda­
tion, in descrilii11g tht' "consumer revolution .•
-the SI0,000-a~~«·ar family quickly taking

k . 1·1·"1on mass 111~uct proportions-e-w 11c1is r rang-
i·ng the h11yi11ghahits of the American public."
The.• "rcvo lut ion" has created "a new look ••
for national advertisers. '.\le~s.er said. "Orig·
inally. advertising was meant to sell. In the
fragmented market, with the new consumer.
it is adding to its function by becoming a con·
ditioning agent leading to the direct sell at
the local level."

Sprín:g.field Tv Corp. seeks 3v's: FCC has re­
ce'i,·ed application of Springfield Tv Broad­
casiting Corp. to set up vhf stations to sen-e
Sacramento· Stockton; Danville - Champaign.
UL; and Scranton-Wilkes - Barre. Company
currently operates uhf s \V\VLP, Springfield.
and "rRLP, Greenfield. both Mass. It seeks
channel 7 in all three cuses, to operate at suh­
standard mileage, locating California one in
the town of Jenny Lind; Illinois one in vicinity
of Hossville ; and Pennsylvania one near
Shickshinny.

R·e,dios g.o,Greyhound: Bus company is add­
ing radios for its passengers. each al.le to Le
tuned individnnl ly to stations in vicinity of
routes, thereby providing advertisers with
another potential audience. Designed by :\loto.
rola especially for Greyhound. the transistor­
ized am receivers will he installed initiallv in
200 dual-level Super Scenicruisers ami rent to
passengers for a minimum oí 50<: for 12 hours.
By year's end the radios will be in buses out
of "·ashington, Raleigh, Jacksonville. and
Miami. and by next year a projected 1.9-lS
siugle and dual-level transeont in en ta 1 hu ses
will be equipped with a total of 75,000 sets.

Strike?: Talent unions headed bc:t week to·
ward 13 :'\owmher broadcast industry contract
expiration elate. talking strongly and pr<"¡XH·
ing to strike. AF'TIL\ meetings in Lo- Angclr-s,
Chicago, and :X"w York gaw boa nl a uthority
to ca ll strike. AFTHA executive secretary Don
Coua way, at ,:\;cw York meeting nttcuderl hy
less than 90 of 5.000 members, sa irl hi" union
would not "he der imatr-d hy Lovr-r Bro=.. Gen­
eral Vlotors, and Ford through the joint ncgo­
tinting committee" (•1A-A~A group negotiat­
ing commercial contracts this year for first
time. For complete rleta ils. see sroxson, 30
September}. AFT HA and SAG have l1f'en ne­
gotiating with the networks since 2 l Septem­
ber. and with joint committee -inre 20 October.
Conaway charged industry wants 30r~ reduc­
tion of prcsont rate- for tv, rejects radio spot
changes which would place cities on unit ha-is.
He said instead of the current rute of S52 for
radio spot for entire country. joint committee
wants to raise it only to S60. Calling it a
"revolting concept." Conaway lashed newly
proposed "jndemuificat ion fund." which would
set aside part of talent fees to !>e u-ed to pay
advertisers, if performer violated agreement.
worked for competing client. cte. Rcf<'rring to
joint negotiating committee. he said it was
"conceived in infamy, dedicated to rcgres­
sion." SAG meets tomorrow ( 12) in :\'cw
)' ork for strike vote abo. Po-irions at week's
end seemed worlds apart. -tronglv pointing
toward strike.

Pulse to syndicate QPD:, On the hasi« of a
Cleveland expr-riment with the "qualitative,
personally placed diary." Pul-e w ill -vudirate
the one-clay record of a udicnce e-timatos. In
UH: Cleveland study. the rliar ics were per"-on·
ally placed and rollcctecL Of l. 750 diaries
placed, 1.517 were returned (86<'~ ). On the
national scale, QPD diaries will he personally
placed, but returned by mail.



Justice. Presidentially proffered candidilte
John R. Reilly, graduate uf Ju.'Stlceservice, got
the wiretap questions, chiefly from Seti. Strom.
Thurmond, Otherwise, candidate Reilly~ De.in·
oerat, up for the first tinte, and .Philip Elman,
no-party, veteran of a two-year stretch as·FTC
member, Were asked little more than if they
intended to serve full seven-year terms, and
do their best. Not surprisingly, the candidates
id ,.,y· " ·..· b th'8a1 . es to o .

"°SPONSOR-WEEKI 11 N•v.m.be> 1963

Newspaper critics hit: It's not surprising that
newspaper editorial writers are in forefront
of those ready to crusade for fewer cornmer­
cíals on radio and tv, says Robert S. Tyrol,
outgoing president of Conn. Broadcasters
Assn. and sales v.p. of WTIC, Hartford. In his
end-of-term report, he points out: ''We can
expect to hear more from the editorial writers
whenever they have an opportunity to support
anyone who would like to see a reduction in the·
advertising support our industry receives ...
But we hear little, if anything, about the tre­
mendous increase in the ratio of advertising
to total newspaper content that has occurred
while we were allegedly 'overcomrnercializ­
íng'." Tyrol notes that in 1941, 40% of the
average newspaper's total content was adver­
tising matter and 60<,Y'anews copy. Today,
those figures are reversed. ''In other words,
the newspaper has become the ad paper with­
out a breath of criticism."

Rafi119report: Nielsen 30·market ratings took
another swing last week. Half -hour wins by
network were: CBS 23; ABC 14; NBC 12. By
share of audience, NMA's in: prime time
looked like this:

Week Ending ABC CBS NBC

29 Sept. 28.3<,;'ó 33.0% 28.0%
6 Oct. 28.6 32.7 27.3

13 Oct. 29.7 31.0 27.7

20 Oct. 29.3 29.2 29.4

27 Oct. 26.6 ·30.7 so.e
3 Nov. 2804 32.2 .27.9

Go-Round on FTCCqndidqtes: The few mem­
bers of the Senate Commerce Committee '"ho
met last week to question two candidates for
the FTC on their qualifications by-passed corn­
mission matters almost entirely, and g.ot off on
the subject of wire-tapping. by Department ofi

Polaris skyrockets holdings: The ]\1ilwaukee­
based company with broadcast-advertising in­
terests has added another arm to its ;empire-.
the Mc1\1urry Co., management consultant
firm with branches in New York, Los Angeles,
San Francisco, aml London. It specializes in
personnel, labor relations, psychological eval­
uations, and sales and 1tlarketin.g research,
Polaris presently owns Klau-Van Pietersom­
Dunlap, advertising and public. relations
agency, three tv and three radio stations, a tv
production studio, and a data processing divi·
sion .. In addition it has extensive warehousing,
financial, and real estate holdings. The acqui­
sition was for stock.

Tv f()r Land of Phara.ohs: Collins Radio
sealed a $.LS-million contract with the United
Arab Republic to lay a 500-mile commnnica­
tion link which will make tv available tor the
first time to most Egyptian people. Extensive
microwave system will follow the course of tlre
Nile River from Cairo to Aswan with tire initial
installation from the capital to the ancient {lftY
of Luxor expected witlrin 18 montlrs, Cur­
rently, tv programs are available oJÜy Í.11 the
Cairo and Alexandria areas. Equipment Col..
lins will furnish is part of complete line :o£
trausistorized microwave equipment known as
Universal Microwave Group. (UlV1G),. The sys­
tem will transnrít one-way television :with assn·
ciated audio signals from Cai:ro; it will also
carry two broadcast progrrtm cha1íuels1

·1
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GENERAL

21 44 focus is o.n rese.arc.h at New Vork conf:e,re.nc·e.
New trends and changc•s in ag<'ney-che11t 1inison are exmninc·d 'ª~'
leading <'xecutives discuss todav' s network tv piett1rc

24 ARB cites th.e 20 "best-liked" tc:!levisi:or:Jt~mm.etctaJ~
Hamm's beer scores in first place, with Schilitz as tire funnt't"u:I''"
diary keepers sampled 1:2 major nrarkets in their st'<trch

ADVERTISERS

26 Marketing research key to Ren..a.ult"s.auto adv~ertís,ittl
Profile studies of pros.pt'c-tive buyers of the D~1nphhtc rand tlm ti:i
set course for campaign planned to overtake the \lnlks~~·age11

AGENCIES

36 "How the east was won-by K.OLN...T·V arid llG'IN,•T'V
Twin Nebraska stations at Lincoln and Cnmd Ishmd prnr.n:ole fb?'i1
3-city market by inviting agency men for ''d<kit.-yoursdf" luók

38 Clothes tv commercials need more tba.~ j~~t ~o:d·eH'i~"
Dramatic situations are found preferable by Philli.ps',.V~ll1Hei,~!'s;é'~
to demonstrate the wnsh-und-wcar qnalitit:>s pf its live

TV MEDIA

44 Te.le.vision bought to. sell the big-clty oefUce man?at
Copytron spots in Philadelphia, ChkAgo and S~u1Francisco r~'
trend by manufacturers in an effort to reach broad tnarkets

RADIO MEDIA

52 Spot radio filling valley in gro:c·ers' sales cu.rve
Illinois groüp of 700 retailers uses. sttong brü~1tk~tst e;J.mpü..~1
to supplement newspaper ads during. off-days a.t fnml centers

SYNDICATION

60 Selling called an art, .not mere.I.y the giving. o·f fJalf•
Sam Cook Digges, addrcssiug Canndran gtünp on ··ctentix·i'~~ ~
Selling," pleas for irn<tgin;:ltion and intuition in 1H·~.vareas

STATION REPRESENTATIVES

62 Growth of television proving "ange:P' to sp·ot. r:aeíli9A!i
Katz Agency presentation finds tlre 11psmge nf st•lling ,·ia ·ví1ae
creates new coueept of local pn>gr,tnling, üd\X'rtising
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GOLFTOWN, U.S.A.-where five challenging 18-hole courses fan out
from the country club, a combination of beauty and design that
give Pinehurst its international golfing reputation. WFMY-TV person­
ality Dave Wegerek and companion enjoy a round on one of the.
championship courses that have tested the skill of golfers from all
over the world ... from Arnold Palmer to the Prince of Wales ...
from Eisenhower to eastern businessman. Skeet shooting, tennis,
harness racing, horse shows and luxurious accommodations also help
make Pinehurst a year-round mecca for sports and vacationing. For
14 years Pinehurst has looked to Channel 2 for CBS and area interest
television programs ... par for the course in 51 North Carolina and
Virginia counties served by WFMY-TV. WFMY. TV.. l ', ' '' '.. . I , ·•. '.·. •·.'...··.• - ~ . ;i

GRE·ÉN.SBORQ,NORTti CAROLINA
••·N Q w- 1.n 'O u r ·1 5 th Y ·~a r O, f :S .·~·f' V ·i ·p ~ 0

SERVING THE LA~GEST METROPOLITAN TV MARKET IN THEi C.:..c¡...rtpLf'!!i(,I.



One 1111111'~view of
siguificaut h11pp.tmí11~~ 111

hrondcnst adn·rl ¡,¡nit

Blan1e Brent for this column

( '1.1. II\\ E In i11C'ludt• Half Hr1·111. pn· ...id1·nt. IL1din \1·\\ ) ork \\oriel­
...·· ''d1l1•. i11111~ pri\al1• li-.1 c1f thí• fiu· 11111-.tid1·.1-prm11ki11g 1111·11I k1111\\,

~u when I liad l1111d1 w ith Half 1111tilt' \t'n d.I\ ih.u il«- 1·dit11rial
h...partim·11t \'ª" :-;erea111i11g for thi .• n1l1111111. I uatura llv ...n:1pp1·1l \d1;1t
x~tl•:'going In'' rite ¡11111-.11h...1it11tc•d a11 idl'<1 lu- -.pa1l1·d i11-.lt'ad.

H1•t\H't'll tlit• la111'1 d1op ;ind tile' :-t'\1•11-Lnn 1·;1kc· Half 1·.11111·up\\ ith
:1 - -- ' - •

dlt1~rinl #17 (or m.iv l«: it w.t .•. #'2.7.) I turned it dn\\ll Hat w ith t lu-
ruHJllt'lll that it "'"'' g11·at 11111fur -tut iun m.111<1p:t'r-.. \ncl :--l'o'\-.111:
:dit' 100' 1 for a ir-mimh-d adu·rti-.c·r:- and ag1·1wic ....

·~ByGt•org1.:·:· -.aid Half. ··t k11c'\\ tli.11 ;111d l\e f11rp:11tt1•11. I \\1111clc·r
' ;ii lot o f o th e r fl' 11eI\\ "' li:n e fn rgo I I I' 11 a :- " e II ...
··Could lw.'' I replied. J11dgi11g h~·tlu- n·le;i:-t• ...and pidmc" .. cliH't'IC'd
(~~,¡ndtlw ...f;1ti1111 :-id1• ctf thc• hn ...inc .... that -.wa111p 11111·111.1ilrn11111 clail~
;ill "!ll'f' that\ about right.

Thm-...Ihi- hit of «ru-ut.rt iun ¡...d1• ...ig11ed lo -et ~1111 -.traiglit ••... 111

lb,c1.111·>tn.·\Hit1· :"P!J"\:"Olt for a11cl hnw it cliffer:-1- from ;ill «tlu-r l111cck<,

'l'hen• :1n' loh of tnicl1· lncoL. in tlu• ;11her1i-.i11g fic•ld.

1'1u1:re'!" tn1.h one· ~"º"...,rn.
\~·il'·rede:sig11etl 100'; to lidp tlil' fdlcrn who Im u I\ :111cl radio

il~01~rti:-i11g: ( 1•...¡11•1·ialh nut iona l "PºI :nhcr1i-.i11g l. 1111d1·r-.1<111d-. ;111cl
·1""' ihli· a ir meel ia .
~~.\/re 1h•,..ig:ned lle ;1id him i11 hi- c'\t'l"~cb~ work al tlu- 111li1·1·.

·~-l'\\('01"1' 1·~1:-y 111 n-,«]. Ill' t';lll c11jo~ 11-. al houu-, tou. ~111111•n l 11t1r
\J.~tUll'ch·ot fan ..• irr- '' ¡,,.,.\\ lie1 fi¡:d1t for fo·..¡ «rack ut tlw '1111111·1·1qt\.

'\i\/n• con-.1:11111~ t rv i11µ: Ice improve, 011 tilt' 1•rc111i-..e thut 1111r rcadc·r ...
~r th"• lru...ic•:-1. 1110...I -.11phi:-t ic·;i t1•cl n·;ul1•r-. in tlw hu-inc-« \\ nrld. \\e•
llíll. lo llWkt• t•\c'I'~ \\Ol'cl vun nt.

~~\· .1·dit 1111 tlw prr-uu-«: that 1111r ag1·1w~ .111d .11h l'rti-.c·r r1·:1d1•r ...
.h1•· 011]} tinu- tu read e1111•liw1k tltccro11glil~. ~11 '"' ¡crcct1•d tlu-m 11\
lt'f•tiq¡r the impo11.1111 hrondca-t ad\ er1i,.i11g 111'\' •.. t rvnd- . .111cl 1crol1-

)'11..,. of tlu- \\C'c•k p.1 ...1 di ..1·ardi11~ the· r.- ....1.

Of ruur ...1·. '"' know that 111u•.1 uf tlu-m 1Tacl 111c1rt' th.111 1111C'.H11t 1111r
~...¡is to ª'"lllllC' that tlu-v d011't.. and th.u \\t' 11111...1 lie• Ilic· l.1 ...1 \\ord i11
"·11r.1<·y.1·111wi:-P1lt' ......•..1·p.1rati11f! impurt.nrt fre1111 1111i111p11rta11t.

Vurdwr. \\t' Í1111'1·pn•t. That'-. part uf 1111r ...1n1·k i11 tr.nl.-,

IIL \~]11.•11\1111 '-t'f' .i ...¡a1io11 ....fctr~ in >::po-....•.11B \e111 1-.111 lwt th.u ir w ou':
~tha.rd tu hw.111• tlw [w111•fi1 lo the huv c•r.

¡ I aIA I o· 1r~'-1/,~~l~
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DIFFERENT?
PROGRAMMING 11
our colleagues at WPAT have built t'1e1r pro.
grarnmtng reoutauon based on ded cat on
to the need and des res of their auo ence.
then there rs little ditterence between the
two stations and listeners to both are
better served for it Recent correspondents
to WPTR poi ni up the vaned interests
WPTR serves. the Executive Director So th­
ern Vermont Art Center. an a r man Goose
Bay Labrador. the Manager of the Capitol
District Farmers Cooper auve Mar~ el house·
w ves, the sports editor of a loca news
paper. the president of a senior e ass. the
Syracuse District Attorney There are. of
course, many more. A protessrona broad­
caster's unso 1c1ted letter 1s one ot our
f aventes.

THE WORD-·· of ap
proximately 150 stat ons we heard. your
WPTR was one ol the few worthwh e
listening to. It sounded modern. br ght
active. alert and many of the other th gs
that make a radio stat on great

-Lou F Tomasi. PROD '.';_N .
CJSP, Leamington Ontario

RAT ING 5-Sma I wonder l'o PTR
rs "I in all-day averages bot'i Hooper and
Pulse. Here are the latest P se a Ó-'•
average share of aud ence

WPTR Station X Station Y Station l
26..,., 18% 15<>,., 1~""••
So-rce The Pulse Inc J y Au; st 19 3 •

YES: WPTR
Albany- Troy-Schenectady

VP & GEN MGR: Perry S. Samuels

••••••••~..,
••••••••••••••

robert e.east ma.n s co., L.o ••

repru.enlin¡¡ m.ajor rodi·o 11.orio•r'I
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•555 FIFTH
STA;'!iDAHIJ 'fl'.\IE <JHDEH PHAISED

In lwlralf of tlu- I IH;'?.I, I want to
exp1't'ss <J1n·'appreciation for the
good reporting Íli your 28 Octcrher
issue ahout the proposed new
"Standard Time Order" developed
hy the joint committee of the Ad­
vertising Financial Uanagers and
the Institute of Broadcasting Fr­
nanoial ·~Ianagement.

Your article greatly contributed
to the general interest developed to
attend the 29 October session of the
1BFM Conference at which this
time -money - paper - saving system
was presented to the industry for
the first time. \Ve havo also had a
number of requests from represen­
tativcs, stations, and advertising
agencies for more information in di­
rect response to your write-u p.

\Vynne Keith Ahlgren
execntive secretary

IBF~J, N°c.'WYork

ClTST0'.\1-FITTli\'G'S WQHTII IT

Early in 1961 one of our clients
asked us the general question of
what "premium" an advertiser pays
when hr- huvs rcgionnl editions of

; .. . \.._

n1agazines rather than the complote
na tional circn Iation. It seemed like
the kind of information that would
ln- readily available from the nwdia
themselvcs or ~fo.gazinc Ad,:.¢rtis­
ing fün·t,an or so1n0 other source.
Bnt it wasn't. So we cempílcd our

own charts of representative con­
simror magazines. Then H occurred
to uu- that other people might want
the information, so we made co¡)ÍOs·
and sent them to 1H1sinrss p;1pets.

sJ>osson incorporated those origi­
nal figures in a stnrv that ran in 1
~lay lüfü arnl in the fifteenth an-
1111al issue of ··nadlo Ba:tles".

E.arlier this lll(mtb \\'(' h<~ordfrom
11011¡..?;ht<m•~liHHn Con1panr of Bos­
ton ahout I'cpri11tiug the c.hnrt fo
t II<' srt·cmd t'dHíon of FnifossM C.
A, Kirkpatrick's W.xt hook on ~1d,·.cr­
tisi11g. Tlrcrofurr-, \H' u.p(iah'd tlw
fig11rc'i; to sh<í\\ IJ)(3:3 tHll'S, !:i<?nt
thr-m to Il<mgh{on ?. lífllü.i a11d m"('
f'rwlosing a •sc~tfor vour use'..._ ·. . ' -

As in the past .thc•sP .c.om1nita­
t ioux sho\\ that on ;;1 eo!'\t-pt>r-.t1rou-

Letters to the ffidfoor

sand basis, an adv:ert.is:er p.a)'s
widdr ¥'aryin.g. premium. It l:·áí't~~
FronJ H1%in Esc¡1'fi.te'~ E<.1:StóFb {'~\"
!Jon ($H.4.J as agai(l:st ~7 .9.0 for lib
N~1tiorlüledititm) to: 7!1.% in the ·~f11

England editi.on of Jlatte:rlio~i,
Gardens (S'i'.74 as against :$14.

J l .. r,¡•1rt most eases t ac pr:emttnnsc , t.

1··.·.1.'.~."."'.1···º·na.·l ..e.•. c..Ht ions·'·ª.·.·.r.•.e.··.. rís i.·•.·..1f;·,,· •. • ..•· .•.•.F..·.'.'.º.·.····r.'@.~.¡1:.-,l'Iample, in 1962 Tim:e e.barged;¡-¡.tt't\1 •
fónn .20% mote oil a cost~n.er'"thex1..1I
s¡md b~tsis for each of its oríg~~
editions, Tnday, Ti11ie;s ra~ngti'
from 27%to 46%. ·

Invcstmcrrts in rcgiona1 ~- t
.lions eonfíuue to focrease.,, so; £1
conclusion must he that these 1a.h~
buys ~11'efilliog ¡111 io111ort<1ot frnx"
t.i.on ~11d tliut the cost is )í1stif,
Tht• feelfng <lt Lelwr Katz Faetim1
·¡s that yon Pª?' more fm; Ctísf;c;1r
Httíng, hut it's. \V.otth it.

Lester
cih~úr:m.;

Leber KMi: Ph~~t~J
·?-·~e· "'•' "'1;:.·,,.{'i- ·-.Ail-' !"W°

Cl IALL1'1NGES .\I íSS ~-.,\:~ \:·~,~11'Jl1

111 \'.<Hff i:>sUc:!of 14 óctohr111•ií'Y
t r.css &.ton.íqt.tc \.'an \' m1n'J'.l sny~·tl
bromleasrers "cmr no .h.mgce us'f2:1?.
<'\.cnse thn.t the~· :¢'on.(.c.·ontrvl~·~1
mcl'<.'iab) tiwli1seh ·(',~:·•

AckllO\\'lc.dgin.~ that fhe-rc . tíl;
oortain areas of :self contt~~
which .kliss Van Vnornn Cl1l:Jl

looked uprm as an eN¡)ert lit~
cast c<>1ninerdül ¡'>1'<:1<;·U.ceil'l·•(t 1~··

lt is rdtcsb1n,g to kn.o:-.!{thl:í:ll¡~
ad,·eHi!i('r1s, agc11;cics, th<' ~élix~:q

rncnt, t'dt!l'•Jtors :tnd nox,: 21\etir~~
aro so <In'<.i'ous to help brm1d1~~t~
r:c.gnlate thc1ns1.'lves, ... \etc l'fa3d f
mast :extraon.lirrnry be.·ca11:scit 'fl
s 11iues lha t tbt.> J>übhc intetcs~i~
eipall}· í.s i1Jvolvetl 011lr in ni:~l!t.
of tlt(' u10dia :J.rtd docs 'l1(1t m1:·
Ilrc ct•c;;¡Jors of ad.\.''úrfü;hJ:~.
t c'aclrcrs rn1tl t.he.•spiansand 1<."'~;¡~Tl''
gov~rnment itsrlt

Gertainh·, hr <hv c;'\:,s:G ;of .~l:h¡¡l"
Ynrn·c!X, If~)ll\":vvnod ig bJrrdl\' ~\,,,.
frruü '~'hi~•h·x,0e• $h<:tu ld h~~r
,.·.níee•tlf an :r1n1cle.
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new need ... new breed
The future agency use of computers demands a NEW BREED of salesman. At RKO Gen.era1, the tutu.re is atre:a'd¥' 1'li

~
DATA PROCESSING.
techniques are important

in developing the market­
ing strategy of every major adver-
tiser. RKO General's new breed of
salesmen understands both the

capabilities and limitations of com­
puter technology. He studies the
types of data processing equip­
ment used by his clients, and how
such equipment is being employed.
He can, therefore, often suggest

ways in which new information can
be extracted from available facts.

A. Almost 5,000years ago the Chinese
developed the abacus. It was all they
needed for data processinq in their less­
complicated lives.

B. The Babylonians had their own tech­
niques for handlingdata. Shownhere is.a
list of measurementsand statistics devel­
oped around 2400B.C.

C. By the 18th century, Napier's Rods
represented the most advanced thinking
in cylindrical calculatinq devices.

D. In our own way, the magic of
electronic engineering has developed
machines and techniques for proce.ssing
almost limitless quantities of information.

*In every age, however, the "secret
ingredient" which brings meaning and
significance to the machines,tables and

devices is the h1.,1man.mínd. for ~'\!:~!l'.
most sophisticated oatá pr·(').<f¡~~;S!
equipment is 0nly as :goodas th:e:lir.1H
minds which feed it informafüm ·;
interpret its concluslons,

R1KO General Broac1¢aslil'lg " ·~,li:Íll
Sal:es:NEW YORK L04-8Ir00/CHI~
644-2470/LOSANGELES H.02··2J~~~~:
FRANCISCO )'U 2·9200/WO~..AM/F~11

NewYork" K'HJ AM/FM/TV los .*i'm~f1
• WNACAMHVa.n.d'WRKQ FM e.o·~i:1
CKLW AM/FM/TV Detroit-Win~~·!!'
KfRC. AMtFM $a.n Fra:nc'isco •• WG
AM!FM WashingtM, D.C..• 'Wfilll)LJ:~
TV Me.rnphis·• and The Yank:e:eNJ•(~\'i



11 :t\O\'l~\IHEH W03

Inrerpretetlon and commentary
011 mml\Í~nifk:mlh /radio
n11dmarkering news of Ilic weekPSPONSOR-SCOP

trnc TV is.drawing a bumper crop of entries In its 6th Annual Promotion Manager Awards.
Hitherto, sorne stariur» nnder-tundably di•\ duped inferiority cumph-xe-, wlrcn they
saw the dt•lrrx1· prc-cutution-, put tog<·tlrl'r by -unre uf tire powr-rhou ....e l\ afhliates,
covering fo [l-seherlulc promotiou-.

Thi~ year. thing-. ar1· diffen·11t. \BC Iurni-hcd prurnotion managn .. w ith a11
uttrnetive, blank prc-cnt.uiun hook to be 11:-ed by all cntrant-. putting the m so for
ns uutward ap1warance!'I gu - 011 a11 cqnnl footing.

Rcs111f: ~BC has receivecl "twice a- many entries as Ia~t year," according tu
promotion <tep~trtmerrt !-0111Te:-..

The contest ends 30 .:\o\c111ber, with jndgi11g done b) a p.unl of lop ad-iudn-uy
names. A11otl1<>1·good gimmick. wcl] ren·h1·d hy the stariou-: there are l\rn e.ill•gorics
of entries, those with promotion lnnlgcts under S700 and tho-e with lmdgeb o\ er that
mark. The prizes, however, a re the sa me for both categories.

--~--

Football tv audiences are.up a he.althy 13.7% this fall, thanks to Increase in NFL viewi.ng.
NFL's a\'erage audience over four September and one October weeks was up a hefty
3L6°~ this year over Inst year. The five-week a\·ernges for the college games,
American Football League and .:\"FL look like this, according to A .C. Xielsen:

Average 5,380,000

5,926,000
3,237,000
5,278,000
4,731,000

-r 0.4
- 4.9
~ 31.6
..._13.7

1963 Average Audie.nee 1962 Ave.rage Audience % C:hange
NCAA
AFL
NFL

5,950,000
3,080,000
7,080,000

--~--
The 11Hootenanny" craze rolls on in advertising, with at least one irony in sight
You'll see the folk-oriented. young-aduh thr-me n-erl inr-rea-ingly this foll i11 tv,
radio and print advertising. A nationa l radio spot campuign for Stokely-Van Cu11p
promotes that firm '5 fooJ products (Pork nncl Bean ..., ctc.] with hootenanny-type
music. A number of top brewers are picking up the bneolic. bouncy struin .. for lif'l'r
cornmercials. Breck ShtHnpoo ha- a current rumpa ign tied to a -clf-liquidating
premium record album. Anti so on and on.

Ironic sidelight: Herb Strau-», radio-tv d;rector for :\orth ,\(herti-.ing (Toni,
r-tc.}, is possibly the only broadcast adman on the agencv circuit w ho lw ... a record
album current in the folk field to his credit - Foll: l!usic For People /rho ll atc Folk
.l!usic •. on tite fü,er ...ide label. l Iowev er, ::'trau:-:- admitted to ti:' reecntlv th.it he
has "no plnn-" for hootenn nnv-tvpe rommercia l- at :\nrth ... an" that he':- -oon to
record another folk album.

,I

".;;

----~----
Local tv advertisln:g has shown substantial increases during 1963.
ln the first half of 196:?. T\B lnr-a l acti\ity report -Iiow«. only one c,1tegor~ h.nl 300
or more adverti-cr-, u-ing telcvi-iun: auto deulcr-. ~.:um·period 196;) ....how .. sit with
300 or more on tv : auto rloaler-, food -tores. department :-lore~. furniture stores,
banks. savings and loan associations.

I :5



Acceptance of "integrated" tv dramas b,y·statio;ns:i:s still far from on:iversal.
An instance of this could be seen at CBS TV last week. The new Géorge C. Scott
series, East Side, West Side scheduled a strong drama with a social theme, "~Tho
Do You Kill?", about the tribulations ·CJÍ a young Negro couple living in a Harlem
slum area.

CBS, following its practice of pre-testing "controversial" dramas on statíotrs·
via dosed circuit, screened it before its 4 November airdate. Two stations in the
South decided not Lo carry it - KSLA-TV, Shreveport, and WAGA-TV, Atlanta,

---~--­
Is the broadcast industry frightened by contro:versy?
That's a charge delivered by one highly-placed broadcasting executive, off.-th~··
record. Feeling is the industry must be controversial to move ahead. Tha.t désplte1
maelstrom generally surrounding tv and radio, it has worked for the good, aiding
the industry to improve and move forward.

---~---

Ron Cochran 3,330.,000

Ratings for early-evening network news shows reveal ABC TV making solid gains.
On the other hand, CBS and NBC TV, whiclr switched. to:half-hour :format ilils y:ea::t:1,
are down. For the last (l October) Nielsen National, the average audience (h:ome~ü
looked like this, compared to the same report last year:

Show t9S3

Walter Cronkite 5,980,000 .7,270,000:
Huntley/ Brinkley ~.020,000.6,630,000

---#---

Japan's facility for electronic deveJo.pments may ,gtve the 1964 tv OlympJcs a booS:t.
The Technical Research Laboratories of NHK - Japan Brondcasúng Co. -· na'\~'
claims to have solved the problems of a video tape playback system \\thich will J111fi"
duce five-times-slower-than-original scenes in slow motion, with a time Lag of ,a.1117
"around 15 seconds."

The new equipment has already been given a shakedown during the tel:evi,sill[~
of track and field events at the Tokyo Iníemarional Sports ~reek. NHK e%t:xectsit§
slow-motion video rape machine to be "a sensation" during the 1964 tcl~~asts P'.£
the Olympics.

---#--:---

S1omecautínns about '',goin,g.P:ublié"were expressed at 4A Eastern Conference last week.
Survey by UT Research Institute óÍ Chicago turned up sorne foots \,·hich may mak~
agency leaders think twice before making moves toward public owner£l1Í,p;

• Of companies which had gone public and later surveyed by UT, 41 $10 ~\:'e;JJT~

dissatisfied with their underwriter, and25% would not use the saine oue a.1g~iJl¡
• One company out of seven said, upon reflection, that "we shonldn't have :gon~

public at alt Another thought: over ludí of all initial offerings cost nt least 15foi
and sorne as much as 35 %,

14
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"""CALENDAR I The when and. where
()f ('QítJirtg events .
11 November 19():1

NOV.EMBER

Assn. of National Advertisers, an­
nual meeting, The Homestead,
Ilot Springs, Va. (10-13)

Detroit Chapter of Station Hepre­
scntatives Assu., 2nd annual re­
ception and luncheon for adver­
tising agencies, Hotel Sheraton,
Cleveland (11)

Group \V, 5th conference on local
public service programing, Insti­
tute of Music, Cleveland (11-13)

Electronic Industries Assn., Hl63
radio fall meeting, Manger Ho­
tel, Rochester, N. Y. (11-13)

National Association of Broa.dcast­
crs, fall conferences, Drnkler­
Andrew Jackson, Nashville (14-·
15); Hotel Texas, Fort Worth (18-
19), Cosrnopolítan, Denver (21-
:2:2);Fairmount, S. F. (2.S-26)

Advertising \Vorn~n of New York
Foundation, annual advertising
career conference, Commodore
Hotel, New York (16)

National Assn. of Educational
Broadcasters, national conven­
tion, Hotel Schroeder, ~dilwau­
kee (17-20)

Broadcasters Promotion As51l.. un­
nual convention, Jack Tar J [ntel,
San Francisco (18-20)

Ne.'..'.·.y.º.•.··.r. k••U...··.1.. ivc···r·····s···i··.·ty····.·..·.S·.···..u..·······.i..v.·is.io1·1··.··.·····(j)·····'···f·~··11.~.lGeneral EdtIPAtiou, edi.tOl'i:~l¡1,

workshop; Hotel Lancaster, ~;e~~.¡'.
York (18-.20) '

Broadcasting Exeeutives'
Kew En.~faud, lullcheoh me~tiiJ.r!
witl1 n·A.B president Ed B11nke'1;
as speaker, Sheraton Plaz«t, fü~;.,,.,
ton (19)

The Television Burc·au .of A.dxer:fi£'1il
ing, annual melí11ietshit~ntec.fi)t'
Shcratm1-Dlackshme HoteL Cj¥f
cago (19.-:21); !Jtd antrnal samt~"
man.agers meeting (2.d)

Amc.d.c.an Assn. ·of Ad\·'1.::ttl~!i,rl~
A.geneies,.. ·.·.a1·1.ni'.ª.J c.••.º.•·•.'1.Jve······í.~t,~.$'JJ~.,.~,
Statler Hilton, Cleveland (~O) ~



fü•1f:t,•rnntio.1wl H:Hlio & Tdc\ ivion
;l;ocid}. n c w s rn.r k e r lu n c h e o n
·w·itli \V .• \\ ere-ll 1 larriman, I Iott· I
lfo1>SC'\'l'lt, :\'t•\\' York (:20)

, ~!J!itl11;1J Acmlen1y of Television
t\,i;ts :111d Scicrrees. cliruu-r. 11ilton
.Ilott•l, '.'<t•\\ York (:2:2)

\~1rsc<!Jll\iii1 A.;,ot·iakd Press Hro.ul­
ttilif:c.ns. ;\lilwm1kl'c, \\'isc. (:2:1-:23)

11F:f:"tl!?'t<Jfion of Jl'" ish Philuut hro-
£l1ilis, :.111n11al [uud-raixim; dinner

II
!i).'>l•rtsor<'d bv radio, tele-vision.

1

appli•w. ('l' an~l n-l.rt..t·d industries,
I told A11wric;111;1, >:cw York (:2:3\

f~f'Ul\Hlt·astÍn¡,tuml Adverrisin i; I)id-
1 ~i:ci:nof tht• American jcwish Com-

II 'º'I' \!HfR I ~lti3

mittv e, di1111n w rth Hrow n ~ \\ il­
li:1111\011Tob.nx:o Corp. pn·,id1·11t
\\'illia111 S. C11tchi11' as ~Ill',!.

:\'t•\\' Yori- 11ilion, '\. Y. (:2..31

lnteruationul Ha dio & Tclt•\ ¡,¡011
Society, special projt·cts lunch

t•o11. \\'aldorf-.\,tori.1 (27\

DECEMBER

:\ational Broaden .•t im; Co., .1111111.il
convvntion for radio ami I\ .rf­
fili.1les. :'\t•\\º Yori... (:!-:JI

:\'atimwl Food Hrokerx A••••11.• 60tli
a111111.d convention, '":'\t•\\ Pr11-
gr.11ns for Tomorrow's \l.1rkd­
iuu." Palnu-r I louv-, Chieago (7-
11)

Vnu-r icuu \l<1rl..t'tÍ11g .\...,11., w rutvr
1·011f1·n·1K•· 1111 tlw d1 \1·lo¡mw11I
of 111ow prn i-.1· 111.1rkt"i111~ tool'
~01111'r-.1·t I lot~-!. Bo,!011 27-2'-i

l\rp;nlc:1'ti11g I·:\t'l"11tiH0'.' ( luh of
'.'.0l'\\ Emdm1<l. ( :t.ri,1111." p.irtv .
~lu·r.1!011 l'Liv.r, Bo,to11 I W

Ho~ al Film .vrchiv t' of Bt·l1.!it1111. In l
iutc-ru.uiou.il 1·\1wrimt·11t.tl film
t'Olllpdil ion. K 110!-l-1 ·-Le· /.01111
l\t-lgi11111 (:2íí-1 J.11111.in

Federal Comm1111ieati1111' ( :111111ni,.
'ion. or.rl .1rg1111w11t co11l·1·r1111H!
l1·111..~tJ1,1111) fr1•1¡tH'llC~ of ('Olll­

nu-rci.rl m.ttr-r i.rl hro.Hk.1-.I m n
.11n. f111, .111d kin ¡,¡011 -.t.1ti•111'
\\";i,lii11cto11. D C. (l)

I;



BUILDING A COMMERCIAL

~coMMERCIAL
CRITIQUE

KLAVS Wf,R~ER
Radio/IV Director
.Vatio11al Export Advertising Service

W HAT .\I,\KES. a good commercial?
\Vhat makes one commercial

sell and the other fail? Is there
some sort of secret formula for
"constructing" selling commercials?

For general consumer advertis­
ing the effectiveness of a commer­
cial can he defined as the total
contribution it makes toward favor­
ably influencing the viewer's atti­
tude toward a given product.

This can be either one of three
things:
1) Preserving a favorable atti­

tude toward a product known to
the viewer;

2) Effecting a favorable change
of attitude toward a product known
to the viewer; or
3) Producing a favorable atti­

tude toward n product so far un­
known to the viewer.

This gives us the three groups of
consumers to whom the commer­
cial must appeal:

• Those who are current 11sers of
the product. Tlit• commercial serves
as a reminder reassuring the viewer
that he is doing the right thing in
buying it.

• Those icho know of tlic pro­
duct but nccer bo11ght ii. The pure.
pose is to get the viewer to switch
brands.

• Those icltn don't kuoio the pro­
duct at all. The commercial intro­
duer-s the product and tries to
t'ff cct a favorable attitude toward
a possible future purchaxe.

There arc no other groilps of
viewers, this is it.

Once we establish to whom the
commercial must appeal, \\'C can
think in terms of its "struct ure."
Insofar as the production of com­
mercinls is not an exact science, I
am usinu the word "structure"
somewhat loosely, in the absence of

18

Trends, techniques new
styles in radio/tv
commercials arc evaluated
bl' industry leaders

a mure precise word.
Vísualiz« the viewer, or better,

the potential customer, sitting In
his rocking chair, absorbed in the
suspense-laden plot of a tv show.
To overcome his annoyance at the
commercial break, we must present
him with an "attention-getter,"
something that will stop him from
tip-toeing into the kitchen to fetch
a beer. Because once we have his
attention we can proceed to sneak
in our commercial message.

This message, with its claims
and/or uniqueness, must exceed
the attention-getter, because if it
doesn't, our viewer will still walk
out to get his beer. Above all, the
message must be sincere and be-

KLAUS WEHN'EH Jurs h.ec11radio.
tv director at National £xport Ad­
vcrtisíng Servil'<.', since !May 1962.
Previously, he ~pcn.t fi"e )"(¡Iarsin
radio tv production and research át
Dohcrt)" Clifford, Steers & Shcn­
ficlcl. A trl-Iiuguul producer, he
services ilüernatio.1íal markets for
Lever Brothers Arn1cd Forces. &
Export Division, the lforclt11íFonds
Conrpm.ry, :Quaker Oats :iin~l nr:tny
others. Natio11tíl Export AtlxcrtiS:­
iog Scr.,·iJ;:c ha\ he~m in h.usincss
for over 40 .~'ears.

lievable. Superlativ.es. alon.e ·~voI;f~
do because they have been used. t;m•11

death.
During tbls segment the vie'Í!¥é~

will begin-. · or so we at le:~~l:
hope - to register ª £a:votabl:e ~·.,
pression of the produ'Ct, .vvbi~!
should grow fi.rmer as we furfül:}~
explain. Its benefits and/or ad.¥.á::i!).:.
tages, 'vhatev.er they máy be..T]\lm,.,.
by the end o£ .the eonnJ1erci.
will ha ve est.ablished 'ª f·~rvo;r:
image of the pt.oduct ,in the vt~\~­
er's miIId and, hop.e£1:1lly,irnp.h.i;nt~~,
the thought of a possible £tt~lii.t
purchase.

And so we arrive .ál '}l-'l1átma~~rj-·•.-·-··:···\·if.

called a structural £orm\tla t~í:
commercial, To sl'.ltn:m-itrize~ ifh.,
commercial should be construe'~·
to perform tire follmviug. :funef!if!!m"'
iu appr.oxímately this orxler;
l. Ca¡>Itttc the ·~íem~els.e1.rt1~

tiotr;
il He t11#qrre e.m0'111g}1ta hoz¿¡ :e~~

t ie r1,,te1(sat ten l i:o1:t ·n~~d1L'J;í'tl'S·
:3, in »dxo p,,frn £i1./flcfctr7t'ltJJ;
-1\ e011ü<!lj tl;w snkés 11J~'$8rlf8'f9oil~

rect ly and effecli:vdy [Qr Lbe i<;:{'.~11L~I
to

5. register the sales n1rzss.a:ge,.
6.. The $ales t:tt:e.&strge h1 f~,~el;

uurst C(JUfain. eHough sli·lll;Ütll'S:' 1f~,
tbe cietcet to start er5Q[uat&etí/JJ. ~ll
product i1t liis 111i11cl nitil

7. to t ltink abont possihlre ftl1t:tJ!r.
rn1trlt11se.

Manv ~oüd .com111ercüds on ~]:
<lit eocÚ1V ~arc '!constructed" .ac.~Q:j1d;,
ing to this Ionnnla, ~1ª11.}''pro.d~t!
crs ha'\:e probn.hlt freun usih~ ~1J
"struct11xc'' nU along. '\\ritlmnf :(l:.'~1·~
re<tlizir1g it. But once you are .~ri;¥:é.'i
<Jf it T fed you ean "bµil.cl'' :'~'
c01n1))ft'rcial 1;.l..S effectively ª$' ;¡'.(11~
.sihle:tQ get ffHrnimuflJr;e:StiIts, ,,~ftl1i
a 1f1iI1imnrn of time.

Aflcr all, '\'\'.e\f-e been. C.Oli!C.ief:ll1fl
ut1 rselv:cs '\vith fiU!ü.g n ml!í:~i'..n;m.it
óf .anly 60 s~contls! 11

SP.l!Ñ~O,Ji/l1 ~tWE.~11~~ll·.~~.•
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Why view on a screen
\ 1-. commcrcral \IC\\ ed on the conference room mov 11.•screen
1l'ií~h~l)~ to be ;1 )o.harp "inner ... )Ct turn out to be a dull
Il..:o-ran on the tv tube. Remember that. next time someone
1n,~.·nc'i\OU to "screen .. a t\ commercial. And remember that
ri ••

"-h:at you'Il see is a far er} from the cropped. out-of-time·
'ln:,t°".eimage that comes through on tv , Like 10 '>CC your I\

ITlm,s us others se.e them? \'in\ them on <I tv monitor.\.· \'e hope
' 11 ¡, .

h~ res.ult"'\\ 111heir) ou realize \\ h) more commercial" and <hows
'~'~l)·day arc being carried on Scorcn ' BR,,,t> Video Tupe ~
i, Ta~, provides an electronic original. c.>..pre..,sl} designed for
'v \•ic11\·ing..Thrs rs no make-do clectrornc cop) of an cv-cnunlly

'J•¡.,,. ,~.,

·~-- ..~·~~·,,,

what they' II see on the tube/
Optical original. r\eí) Image 1-. cornpletclv cornp.urblc wuh
the t\ vet 111 the home.

Don't t.rkc anyone' •.•word for II prove II I Ihm~ ,¡ n'm
~Ol1°íC proud Of to <I I\ -t.ruon or tape producuon hou-c and
monitor it. Then \IC\\ a \ ideo t.ipc <idc-by-vrdc on another
monitor. ) ou'Il 'iCC at once the unique live qu.rl t~ that
"Sco rr 11" v idco Tape offer'. Other rlu"c'. a \ irtu.111~ un·
limited array of '(X'l'l,il ctfccr-, h~ pu-hbuuon. rmrncdratc pl.iv­
b.rck.. no procc..•,ing Cl"-h or dclav-, e 11he r black- .ind-w hite
M color. \\ rue for brochure on t.ipc cdumg .. ~\l \l,1gm:111..:
Products Div rvion, Dept. \ICK-9_~,St. Paul 19. Vlmn,

magnetic Prnríucts Division 3m
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is on research

Conference in N. Y. examines changes in agency-client liaison

and trends ranging from abstract research to Negro market

.• ¡II~ '\fl\""flnISl,.,,C: \(.l ,.,,(' ol ('\('II
1

111.
ii few vcars a~n ..i!'> as oh,okll'

h1tlay as ;1 wass;1i1 bowl." So 'lated
t~1tham-Laird ch.urm.m Arthur E.
1:nthu1n i11 ~l'\\' York l.ist \\l'l'k at
1(1t~ E.-1skm Annual Conh•n·m·c• of
tin· -1.\. As much .1s .11n· arlm.in
t•onlcl, Tatham-L\ ch.rinn.ru ami
tin·~l'ílllÍt'H'lll'l:s luncheon speaker
"'G !\11n'mbt'r-s1111mH.·d 11p the
1n~-lPdof the a~cncymcn !.!atlwrnl
fot t.lh· thn·c-cl.I\· event.r Tath.un cikd the evr-r-ch.nu ..~ill!.!
~t~t•nt·~role in hro.ulcavt prour.un-

' 'iug as "unutlu-r !'lfrikin~ c-vampl« of
lhll' eo11..,ta11tl~ c:h.111\!in!!; a!.!t'lll'~
.h!ndion." fü•<·alliug that .ulvcrtiv­
!u~ <it!,encil'·" lwc;11111• ..purt I Iolh -
w1:111d .Jnd p.irt Broa<hH1~ •. in the
n~ltJ,¡~of ru-twork radio paek.1!!1''·
i:dm.111Tath.nn <:rn1tr.ist.·d tht-, with
nd.,1~'s network l\ pictnrc:
''\\'lwn tlu- patt.-rn, h.nl b1•1·11vnt

1H~ltlw vnluuu- gn·\\·, imlcprudc-nt
1rolh1<.'t'rs cauu- into tlu- fit>ld. st.r­
ion:s and network-, took incn-.rs im;
't'.s1to11síhilíty for the prodnc-tiou
rf shmvs. ;'1!!t'ncies d ¡,c:m cn·d the
1d'\r>.h1tn!!,eof netwnrk spousorxhip
ct th~1t s1:veral clients could sh.m-

.1 kll'\ ivion pro<.,!ra111. Torlav , fe,,
au:c11des ;wt11all~ prrnlm·1· radio or
kit•\ isiou shcm ,:·

The 1wc·1'!'\'iit~ lnr d1.11H~l' .nu]
grcm th at the .t\!l'llC:~ 11·\1•1 w;is alvo
citt-d h~ another top-ruukim; I\
11ffi<:i.d. Cre~ .\1h l'rt is in!! d1air111.m
Vrthur C. Futt , who is currt-ntly ·I\
E.1'.'-.!•·rn Hl'!.!;in11 cluurm.ur. \, k1•\ -
1101!'1, Fatt w.mu-d .uluu-n of tite
d.111r;t·rs of "iun-llc-ctnal iusuluritv :·
ami the d.m\.!cr' of hcconmu; ..oh­
Ii\ io11.., to the c:o11ti1111i11'.! chat1!.!t' i11

tin· hnpt''· dn.-;1nl'i. .rspir.rtiou-, and
dt•,in•, of indiv idu.il ¡wnph· tn
w horu \\t' h.iv « .1lt.1dwd ;i l.1b<·I.
'tlw couvunu-r.""

To hriuu .1 dillcrn1t 'it'\\ point
1-cim·1·rni11!.! tlu- l ' .S. co11:-.1111wrm.rr­
kd to tlu- .1tk11!io11 of top .1\.!t'll('\ •
1111·11. I\ prour.nu pl.111111·p, put
11111d1nf tlu- ("llllÍt'H'llU' fOl'il'i Oil .m
npc•11i11'.!-d.1~ uu-c-t un; \\ hic-h Ít'.1-
t 11wd w lr.rt I \ II ruwd M.1 di -.till'.! -
uivln-cl p.uu-l ol •..d1ol.1r-.. n111,11lt­
.1111, to iurlu str-, .• uul 'P11k1·...11w11fnr
c1111•..1111wr i11t1·n·,h-.11l from field ...
1111tsid1• t ln- .1!.!c11n .111d .ulvc-rt ivinu
llll.,i1w~-;." It w.rs .1 '' 1·ll-i111t'11tirnwd
111m1· \\ hir-h prndmnl .1 I.rir dcc;rcl'

of •..d1nLirh In'.! mc-r tlu- Ii 1'H lnp11
_ ..011r Cli.111'.!Íll'.! Con'il11111r \ j ,

cid~''-in tlu- npirnrn1 ni -.e\ e r.rl
n-ali •..t1c I\ 1111url u-r .••. l iut '' lu. 11
,r!,n pruc l11cnl vouu- 1!1 11111111111 \\

,l.1111\ 1111 t ln- \11wrH 111 t 011-.rrnH 1

"Filt~ ~t'.tr' .n~u. tlw rn qnnl\ uf
t·o11-.1111wr-. \\,·n· 1111,killc·d nr •..1!Ill

l s r e» ld1 cr t i an e » h.nrmnn
trthur ( f, 11 • f '''" r11 I I , ¡, srm 11

tlfH J;• vnot» ,,.,.,,J.,·r o/ m1·r1111~

-'



ARTHUR E. TATIIA 'l chairman of 4A
and of Tuthum-Laird, piupointc>cl tretuls

22

skilled workers and farmers who re­
ccived their peak lifetime income>
in their 2ffs," said U. of ~lichigan
sociologist Dr. George Katona. "To­
day, the .majority of consumers are
white-collar workers and their
wives, both having gone at least to
high selrool. Their peak income is
reached in their late 4ffs and .50's
so that they look forward to 20 or
30 years of rising income after
household formation ...
"Our economy is growing. qnd in

10 or 20 years the variety and num­
ber of products sold and advertised
will be larger than today. On the
other hand, the time that eaeh in­
dividual consumer is willing to
spend on looking at, listening to,
and reading advertisements will not
grow. This is one great problem the
advertising industry faces. In this
respect again, the solution will not
be found accidentally or intuitively,
This is a problem requiring careful
objective research.
A psychologist's view of the

American consumer was offered to
admen by Dr. Milton Hokeaclr,
Michigan State professor. Discuss­
ing the different types of "beliefs"
held by consumers-which range
from "the inconsequential, through
the peripheral, to beliefs about
authority and, finally, at a core to
primitive beliefs whíeh are extreme­
ly resistant to changc"-Rokeach
chided the 4A admen for some
psychological short-sightedness.
"The irrational irnngc of 111an

still predominates in the advertís­
ing world," he said. "The more in·
consequential the benefits of one
brand over <1 competitor's the more
desparately the industry hns ha­
rangued and nagg<:·d and, conse­
quently, irritated its mass audit•ne<.'.
l t is no wonder that the advertising
profession is reputed to Ire among
the most .guilt-ridden, anxiety-rid­
den, ulcer-ridden and death-ridden
profession in America."
The day-to-day, dollars-and-cents

side of the ad agency business also
occupied an important part of the
4A conference ageuda,

During a special agency munage­
ment meeting, fot 4A prlncipnls,
some new facts and Bgun•s o.f
agency Iifc:·were gh·e11 h\' Plrili»"-· ,¡, ,, "-·" ,;· 1

H. Schaff, [r., chninnan of tht• ex-
ecutive onnurrñteo at Leo Burnett.
The annual strnlv nf ad a,gcnc\·~ ' .

costs and profits conducted by 4A

(covering 1962) slurwnd, :c<mc.Jn..
sivcly,. that the. ageney bus•.Ínessis
one in "1}lfph Xfldstof ari agenefs.
ineorrre (not b~tal hillíng:) is spent
on its pnyrnll, and tlwt the pro.R.t
factor cQT)tin1xesto he s1nti.ll.
Specíficr1lly,payroll "l<lk:es68,,9%.

of the a:d\'ertísín.g agency's incnm~
dollar" while "net pmfit is 4 ;ceo.ts
out cf the irícürne dollar.," Added'
Sch~1ff:"Almost evNy other e..•pen~~
is related to these ¡ycnple-lm11sing
them, insuringthem, traYcling the1n
and giving them the facilities a11~
iuformatirm they need to do th~
right kind oJ work Jor the nd:\?'er-·
tiser. \Vl1en people start wc>rkin,gi
the met.er starts. fieking.
"One of the most expensi\i~j

thin.gs in the ath'ertising agenC::JY .
husincss is brilliant execution of th:~•l'r"
'"rang idea. The Iurtlrer an íde~
gets away from the people .rcs1'>or1>•
sible for planning, the tttare th~
idea gc.>tsinto the hands and mh;ttJ.s;
of people whose responsibility is •~fi
do or die, not to reason "'h'" B·e"•

wa·r.·c·of t.11·e.·fa.·..lse s.·.ta1.·tc.>r..·..e..1•·1·e· s'tr·.·.·.·.a•hx~ I· 1,;~~.to the nth degree. ,+;,
"Agency easts are trending up , . . ·~~.

agcnc)' profits arc trcmling do\¥Jlª ~·
It is to the advertiser' s own self :in"
terest for his agency to he ¡)n>fit¡1]~;l:f'
on hls account, There arc n'X!.i~'
ways an nclvertiser and an a~er1J:~'
can work together more effidc'nt:l~·
to reduce costs for both partfes ..."' II.
Crcutivity, part ie u la .rIr ·tlí.!\\. ¡lll'.

s¡);U·ked hv ".·onna· .a.!:W.r1c·'··' e.".•.·".·''.¢.....fl·'.·" 1

.· • • ~ ~ . ~ ·. I
rives, carne in fur its share of ~1~~~

ten.·ti.01·1·.'·t.t··t·]·R' 4.··Asess.i. Pll...•<Jlo.11~...i).J'j;'tl.~.·1:
the related problem of vd1ert' t:m; 11

find itew talent,
"Tlrero 1irt' thtc'·<'n1njor areas 'ht

which I hc:'lieve acln'rtisin~ Ü1'~~g
find its most ahle and hnn:cst lt'~l:d~
('J'S for tomerrow," S;Jid D,Jvi~JJ'3..
'.\fe.Call, "kl' d1üi1·mm1mu.I c~~i-.
tin· dii"cct01'of C. J. Lalíoche, ,.¿\;.~
Ale.Callsoes them, the' trio pf ht1,(l;~­
ing grounds for talent which nft~i:

l)_,\VlD rt ~l.i·.C~i\LLri.ire'flrnr11, IJ,/ (:J. t
I ~a.Rr1d1r.. itÍ,(,P•rl '.f!i'I!' (IT~(I:~of a¡.ii/.'li'0~:ttl'JJJJJ):·



l:HH{ 1 llHIH "",,,.;,,,,.1111·'1111tl1r•••t11r.
(:m11¡11011, r1·11••111·tl "11111·¡.¡ri1tw11"o/ ni!«

II.

¡fl'

Ill(' he'! opport1111itil'' .m- tlww:
"Tlu- fir,¡ ¡, a111011g tire mirror­

itj.t·-.. p.ut kul.1rl~ t lu- '\cgro i11
.:\.111.1·ri1-.1.Tl11· -;1•cornl ¡., ;111w11!.!the
n•;1lly top lli!.d1t p1•oplc i11 om eol­
h;·g1·' and grad11.1t1· sd1ook The
third h ;1111011gtire 011tca~ts of civil­
i.h·d school lift•-tlw dropouts, tlw
drc.111wr'>, tin· rational kooks."

Addt'd \kCall: "\\"e talk c11d­
h•..,sl~ to uiec, wr ll-roundr-d boys
Erurn tlw Ivy I.cague uud the Bi).!

I

T~·11. .\ml tlu-x bring their an·ragp
grades and tÍll'ir a~·t·rage pvrxon-

1 <tlifh·s ami their average ¡wrfonn-
.<lllt'P into a lmsincss that cun tol­
t'n1tP ulmost :mytlring hut mcr;igt•­
llf'<S-s,''

A tv-or ieutcd "personal shin­
kithl'r" - i.c .. something to jo~
0reatí\·Hy in an agcucy l'\ccutin·­
·w:ns nfI1•red to the -L\ nweting h~
Nbry Jo Littlefield. senior copy
Wr}tt.•r at J. \\'alter Thompson. Saicl
~Jiss Littlefield. who described her­
s.t'lf ns "u 111iddlc-nged youth":

''\\'atdr tv programs yn11 don't
lik(• or nm-s vuu wun Id n 't he cau~ht. '
átJ;acJ wutchiug, There's one rule:
tJit.1 wisecrarkiug or complaining
;;,1;·hill' you're watt:hing. And its bet­
.ter l1l watch them while you're
alone ... uthcrwisc nm feel a littll'
ifoulish. Trv to frgun: 011! whv thesl'
I • ' .
-;;hoü·s attract rl'~11lar viewers. \\"Jn·
:1 ~]W\\' is 11tm;her I. I watchc~I
licr<vr.Jy. Uillhillics for three str.riuht
1~:'l't\ks'..\\'Ir.rt rl'a lly made me m.rd
•YnS: tl1ítl I J.111t;hed ill some of the
~:IJi(lJ,~sthev d.id on thut show .. \ml
'rn i~>nsophistic.m-il for tira t."
·~¥Uhmany ll'.1di11c; univer sitivs

.mw· cn,~;1~cd i11 f.rr-r•lll!!;i11µ: re­
e:xrd1 ptüjl'cts, ·L\ olRcials c;ilh-d
},f:l ;t. trio of ellurntor-rcscardnTs to
dl 0f their work. and ils possihl«
·':¡ttilí:oo.~:ionto ;1dvert is in g elfeel i' t '­
~~'S. Opt,• s.pe;rkcr. Dr. \\'ii li.uu Ste-
1hen..son, profr-ssur of .ul vvrt is iru;
e!>!;e~1.1rnh at P. of ~lichigan. h;ul this

to '·I~ of t lu- 1•\11'11!111 \\ 1111 11 pn1pl1·
n·.dl\' c.m- .d11111I\\ 11.ll tlw\ ·11· ,.,
p1M•d (II in IIr;i '' IIwd i.i

Tl«- 111.1tt1rl' \1111·r11.111, i11 tlw
t·11111tirn1.d .nnl 1·dw .!111111.d , •.•,,, .
.111d a p('f\1111 \\ lin Ir." .u lrn·\ 1·d
··,11n , .v-, in \\ l1.1t1·\1·1 \I.it 11111ol
lih-" lw or sill' 111.1~·11.1\1· p11r,111·d.
lend, !11 look 11p1111c11111111111111.llH>ll'>

(II\'\\\, l'IC.) ,I'> ,I '111I 111'l"l"lllll,

c,.111H·in \\ luch "cnlu m- 1" pl.1~ ·
••.•id ~It-pl u-uvon.

"\\"hich llll'.lllS th.rt on.- 11.1-.111
;wl1ie\'1• .1 c1·rt.1i11 11n/nli111·,.,. in
co111111111ric;1tion. 'I\ ¡, 11mlo11lit1·dh
killius; ;11!poxsihilit , ol '-Ill')¡ .1li,orp­
ti1111\\ itl1 it s c1l11:-t.111tiutr-rrnption-,
hv t'lllllllll'rCi.ds."

Tlu- 0:ct!JO 111.1rkd-1111t• 11f tlw
t·rn111tr~'s 11111st import.mt :-¡wci.d­
i/.ed 111<1rkl'h-\\.I\ tln- l11c11;;of .i

special Sl'SSÍOll l1dd 1111tlu- coufr-r­
l'llCt.:S closing da~, "> ~m vmlu-r.
with s11d1 s¡wakl·rs as 0:t\.\CP's
Hoy \\'ilkins, Elunu] pnhlislu-r jolrn
[olmsun. Co111pto11 Adn·rtisill'.~·s .rs­
sociall' media director llul n-rt Lid­
dd. ami BBDO \'.p. ami ;1ssociat1·
medi;i director ~lklral'I Donm·.111
pres en ti IIl.!; new fa e ts.
opinions concerning
million-dollnr market.

Negro-appeal radio was ternu ..·d
"a tlir iviug, profitable ami l'ffl'e­
t imc medium" hy BBDO's Do110-
van, who nddcd that '':'\pgro radio.
with its llt'\ibilif\· of schedule hv. .
period and market represents ;i

sound :\'egro adn•rtisinl! medium."
\\"ith the exception of \\ ashingtor1,
D.C.'s \\"OOK-T\'. Donovan noted,
"there is practically no other 0:l·gro
tv ¡ln1•1ra111i1111on tlu• air <'\Ct'Ill

~· ~
for special programs and news
items programed 011 the 0:cgro
prohlciu." In the tv nrc.r, Do11m·;111
said. "it appears as if the c11rr1·11t
answer to dfectin• u:-c of tv ac:•ti11\l
tire :\q~ro market is in creativ ity.
adroit programing .md e;istim!.''

Comhiu.rtions of ~cgro medi.1-
r;1d io, mag.11.i ncs. m '\\:-pa p1-r, -
have "a reach eeilinl.!; of .ihout G.j' r
of the 0:egro market" .rltl11Jul!lr "tlu­
q11.1lity of this 6.)' (. m.1~ 111.1!..t't hi-,
all right," said I)onm .111. '\cc.ro
r.rclio, lu- .Hided, had tlu- l.m vvt
cpin ( $1. 73-$::!Jl0) of .11n of t li1·
three princip.rl '\t>i!W nu-di.r. Sup­
plcmcnturv imp.rct c1111ld hl' d1·­
rived through ..ne.1th t', 111111-olf1·11-
si\ e" c.unp.riuns in gcncr.il ¡,
ami r.ulio, m.11.,?;.11im•;;,.uul news-

fii.;11n·s and
the multi-

\II(" II uL 1111'-it I\ \" I ·I'· ,\ ª "'"' uu d'

n11·di11dir, Ill/IHI. prol11•.J \r¡¡ro ruarlcet



AR.B cites the'11¡
20 ''best-liked''
Iv commercials
Diary-keepers sample 12
major markets in search
of a top-20 breakdówn

Du, Jo¡-¡!'i H. Tu \\EH

Te1·h11ic11l director of lliirh·N Reports 111HI
S¡ll'ci11l T'ubul ations, ANR

W IIILE the tv viewing audience
may, at one time or another ex­

press concern about "poor" commer­
cials, the sume audience will gener­
ally "give credit where credit is
due" when it comes to commending
those commercials which it thinks
are "good." ·

One way by which the American
Hescarch Bureau determines what
commercials the public thinks are
best is to ask the following question
in the hack of its viewer diary:

"Of all the ti: couuncrciols yo11
saw this icee}: which OSE would
your family cote for os 'bestr' ,,

It's true that a few diary-keepers
pencil in remarks such as "For this
week? Phooey!'!" or "You must be
joking!" But, ev en so, u very sub­
stantial portion of the Yiewing nudi­
erice does have a definite choke
which it expresses freely.

Of 1000 diaries selected at run­
dom from the twelve major markets
surveyed by AHB1 during the week
of 11-17 September UJ63, some
.56 ..5t7'o contained one or more an­
swers to the above question. To
clarify, even thcrngh the family was
asked to re-cord "one" commercial,
sometí mes t\\'o or more answers
were gi\'cn, a~ witnr-ss till' following
breakdown:

One ronuncrciul cit ei! S3A%
Tien connnrrciols cited 3.orc
Three' connncrciols CÍfl'<I . . . . .1Cá

(l)JlarkNs invotroi! i11clmft>d ,\1'1t' } ork .
f,11.\ A11w /1•.,, Cl1i1·11f!,11.l'l11lmlPlpl1ia, ll os»
11111, I tot roit . ( .l»¡ olurul , Sun /·'rnHri.'lro,
l'itt.-l111r/l.li. St. Lo11i.,, llim11·11poli.,-S1. 1'1111/
11111/S,.t11tlt•·T"rom11.
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Hamm's Beer took first place in pretíuct breakd:own, Scbtítz seC!!l:rr~

Of the remaining -43.5l1- of the
diary-keepers, 34.8% left the ques­
tion blank, while 8.7% made a def­
inite attempt to indicate that there
was "no choice" in their particular
homes.

In the 565 diaries where commer­
cials were indicated, there wen' 17:'2
different choices mentioned. I Ierc
is the top-20 breakdown by prod­
ucts (using 565 as the "base" for de­
veloping percentages) :

HAXK PRODl'CT

l. Ilamm's Beer
2. Sc/1///;:, Beer
3. Cravy Train
4. Ralston P11ri11a
5. Paper .,\1ate
6.. Ajax

Cleeni
Kel/ooo'sMM

Star Kist T,,na
10. Gaines
11. Ivory Soap
12. Cheerios
13. Narrogausclt Ben
14. Fires/one Tin'

N1i-Sof1
16. Kool-Aid

Toni
18. General Electric

lean¡ S1m1c
Snlr:o

9.oc:c
.5.1
5.0
-t4
3.3
J -:..;:>
:) -:...')
2.5
2.5
:2.3
:2.1
U)
1.8
1.6
I.Ci
1.4
IA
1.:2
l •J
I ,J

It should ht' kvpt i11 mind that
even th011gli tlw dinr~·-kl'('P<'I' \'\'<ls
asked to 1't•t•ofd u s¡iecific ·l·onrntcf­
c-ial, sonwtiint•s the ;mSWL'J' was in
more general trnns. For instann\
Cravy Train Is ü. product of Cai:JH'S.
At the suuu- t.iiuc-, hm ••·t•\'Cr, C;¡itws

has other. products \vlüch are }ÜS~ :l''M
advertised on television. Thet~fore¡, ·
some of the respondents who ru:h
swercd "Caines" nrav lrave htt:d.
Gravy Train in mind i{s the speeilfiz¢ •";
commercial . . • or thev may h;1~:<?' ,
hccn thinking in terms of a.nnfh~'í; ll
Caines product. Corrsequenfly, ~o;·•l~
tahnlatíng the results for this an·
alysís, no attempt was made to se.<il··
ond-guess the res1)ü1Jdcnt. Gahlc~
and Cravy Traiu ,,·ere t<1huh1t~;
separately, depending \1po11 th.~., it);"'
dividual dinrv entrv,

Another pnínt ,,:hich should be
stressed is that in some cases (~alí­
rag<1nsett Heer, for h1stancfi') tli!:!ii
commercials mentioned .tepr~$€~t ]
products sold only on ~1 rcg1ot1.&'1
basis. Thcrrfore, sur-lr crm1n1rrt:f~u~
would seem fo have a. "more-tba:tl~·
avt·ra.gc" ar>pe<dif they :are stUl..a~l~
to make the tc>p~'.20.. , cvetl iuxdel'.
such ~1hand ieap.

One final word of rnutiou r0A.arfl,..
ing the results of this study ...

Hc)eausc p;H.ticular pnlduets pif
[irm umnos ate •Ü>íi('llt from tJ,1%'
uliove list docs .not fwcJ..'$.sarilr íll~)\'.l~
that the t-oumrorcíals invnh'(f'<d~e
doing int•ftto>ctiv<.' ·1R~lli11~.job! Nr~·¡ifa,gr
dot•s it mean that those .c.:·n.1u1.1'l:f.r1•
cials arc dislrkcd hl· the
audience, Thrii' ab~e-ncc.:·cUül~
lle l'Xp}air1t•d, ~1)$0.,Jü tL'rfüS C.J;fIJ~i1if
sch1.•dt1ling and les:!><?\;püstii"e, ··

:\iS in tiw case c>f new prc1g;t:.<illlii::~l
different versions of enun:i1e1:dl~l~
hri1tg varied i':C'<i<':tiülls,, Th~r~)i{4~Jt~11
\\·l•'ll be h1king, n11t1ther lod~ i'\t "l\J:u~t.
liJwd'' comn1!?'rd~:tls;tt ,sume? Íllit:i:1,rt
date when n ''nc•w erep" .¡,., in 'tli~1

mak..·1.·11JT. ~"...,. ·r··



:10 p:articip,al:fnlgpro1.ram1: h·o·sted by persenalities who h·ave be;en at a station Ion.¡

enotu:1hto stron;gJy e.stab,lis,h themseh1es * ..... who have exposure on both ra.dio

1n1d rv s.o the;y're far better kno:wn than air peeple at any other stations* *

·p¡ •••• wh·o serve f'he,ir aud'i,en.ces by givin·g important information on community

.. • rt * * * h . . d b' th rse same audi ··1I~.ssrflc.·e.p;.roJ·ec.s ••••. w. o are recogm.ze ·y .. ese same aue rentes as rea ..

"biendly, pleas,ant peeple with families that they'd welcome as neighbors * * * *

•• a.Ad who know the p.rofessional way to do polite and persuasive selling

*****,1::11.r yo;U ••••• buy KRNT RADIO an,d KRNT-TV, Channel 8.

* We. have 2 Twenty Year Club air people. On KRNT Radio--7 who have been with us 15 of our
28 years. On KRNT-TV-8 who have been here since we went on the air 8 years ago. You need such
stability to build audience loyalty to the stations, personalities and to the products they represent.

* * Inter-media Motrvatron factor. Whereas most operations keep Radio and Televrsron separated. ours
embrace each other. In our opinion. both media and personalities and sponsors are far better off
for it.** * All our personalities read the cards and letters about church chili suppers and women's club rummage
sales and teen-age car washes and men's charity shows and a thousand other small-but so-important
efforts by friends in our community. These folks know we will help them publicize rt We're kind and
gentle people in this phase of our operation.* ** * Central Surveys, 1962. "Which radio and or television personalities would you like to have as next
door neighbors?" KRNT personalities were an overwhelming choice.** * * * Both KRNT Radio and KRNT-TV do more local business than any other station in the market. By far
the greatest number of these advertisements are done "live" by our personahnes They have the
experience-the "know-how" to make folks "go-now" and buy now.

'KRNT and KRNT-TV
DES MOIN,ES
An Operation of Cowles Magazines and Broadcasting, Inc.

Represented by The Katz Agency, Inc.

'- I



Renault re.lies on markeli.ni·'

ADVERTISERS

Profile studies on buyers of the DaUphine

and R-8 form the basis for lrnporfanf .advertising

decisions designed to catch Volkswagen

FOREIGX CAHS are driving in a hot
competitive market. No more than

four vears uzo thev were grabbing. o • b

a good 10% of total U.S. ear sales.
But when Detroit stepped in with
compacts, foreign cars lost their
grip on all but .5% of the market.
Henault, as a result, began losing

sales steadily. Only recently has it
managed to halt the downhill de­
cline. Yet despite its troubles it still
holds second place in foreign car
sales, trailing only the popular
Volkswagen. (Sec chart for recent
registration figures on foreign econ-

orny cars.)
Good rescareh has hl'lpe<l Hen­

ault hold, and recently slightly ex­
pand, its sales. Know thy customer
.is still the first commandment in
sales and Renault knows it. Beceut
studies by Fuller & Smith & Ross
and Worthington, Hurst and Assoc,
on Renault owners have pinpointed
the customers' characteristics for
both the Dauphine and the H-8.
Owners of other foreign cars,

namely the V\V, were also studied
to determine what consideration
they gave the Renault when mak-

NEW C.AR REGISTRATION
MAJOR FOR.EIGN EC.ONOMY CARS

Make August 1st 8 mo. '63 Ist 8 mo. '62

MG (inc. 1100) 1,843 13,542 6,423
--

Fiat 876 7,017 6,227
·------

RENAULT 1,985 14,856 20,099
-

Triumph 1,874 14,060 10,820
·-·-

Volkswagen 19,102 161,957 128,536

Volvo 1,078 8,933 8,.638
- -- -- --- ---

5.70% Foreign car share of total U. S. registration in August {Industry;
552,861; Foreign: 31,521) ·

5.06% Share for first eight months of 1963 (Industry= 5,086,2.72;
Foreign: 257 ,482)

4.94% Share for first eight months Of 1962 (Industry: 4,605,34.6;
Foreign: 227 ,536) ·
SOURCE:R. L. Polk

íng their tle..pisí.onlo lnry.
"In assessing money f.or adve[rtifSi''

i:ng medía,. we set np a prospe.'C'f1fa~r~
buyer profile :based. on th.e ma:rlrnt
research," says Gordon Zern., gro.um~
supervisor at F&S&R. "Then "'~~ ..
m.átch th<tt profile to the 111e.d~,.l;:r.
time, arul prngram am.l app.r.o.fl.1~fa.
the prospective buyer in the ll1©$t,

efficient '"ªY possible. The: res.ea.~HJh
shows, for ex;,u.nple, it '''oul<l 'ei
silly for Hctláult to ad':'ettise ~ll
rock 'n' roll or bandstand pro.grátn't1
ing, or, the .opposite. extreme, :f•n1
chamber music. These. profile stuil1-

ies sh°''.·' us·. .t1.•..1. e.·. ª. r. ea. in... '..'.·r·l·1··¡·d~ ·~.·.·:i·.1·.~·.·
make out choices," according ''l!li '. ·;
Zern. · ..,

Henault no longer comi'iders t:ft~.I :~
self directly oompetrtíve '"rith tb~@
eleven or so U.S. comp.a.ct cars ..Rei-•~
cently ,. the "compacts" ha\·c grO'~u
so much in size and cost the'' ¡;¡:;¡~J ~e
beghrning to creep back ..into •tls©l~- :¡
petition wíth their big brothers. l:l!J.0
word compact no· longer meá:o~.• Iii

economy.
Thus, it is no secret that alu:J,l~d

all Heíl.anlt's research, advert.'
ál.ld imJtketi,ng is pla11nc.t.l to
Volkswagen, wlríeh currenlly 1101<1:1.~.,
abont one-half of all for.e'ign ,t;.i;f
sales in .this couritry. He1iaulti1, ~··••,
'vell as Volvo, have take1\ dt1t~~t
pot shots ;H YolkS\\"ttge11in their h\J

commercials.
\\Tith sahfs so high V:olks-s~;';~l'lfJ:f

naturally has a great deal Hli~Jri;,
"spending money" thmi .i.ts·c<::rrn,1~·~:;
tors. Ad hudgi.'ts .fHr....forei:grr ~~,,
gcncrülly run from $/iO tt.~$1
car, <\hoüt 30 to 50% lri'ghcr t.
few Detroit cars.

Itcnault. fc:cls tha.t il !l11:.tst f:.hlril
twice before spent.Ung :it$ ;~9íJ.~~Iltt:I1
in advcrtish.lg .and I)t'Qrttofior1 (111'~1

tional and regimml s:r1c11cl.ing,,. ~~':
ageücy exccnti't'c c:if:E'l:dtlm· u:IXÍ<ftt
tünr1te fatiluro nf the Ecli11~l~:iu~if£1~
íng that the res.cn1:ehmi~hel~J''~.:.\~t!T
such .a. dis<ts.tcr ft<JJUr1.'¢~rtrin¡g,,

Thi.' t\~i{)Cúl)$Ui11Pr prt>.filasl:L1.r.!é
cxpescd ht'í'~ .1\iltcr'\\' Re.mrnJt c\X'.;it:t:\'
\\: he'Y<' to dírtl.et its t•Horls HJ .g;:ct· 1:b



search
most out of 111,1rl..dí11\.!,.md .rdvr-r­
Ui;in~. Tlu- first j,twl~, co111pl1•ted in
~J.1y. wus for D.111ph iIll'; t lu- ,1-cond.
cümpk·tcd i11 \u!!;11st. was for the
UC\\' H-S.

J.;;Jsit vrar F~·ó~Hh.ul diffirnlty
n•,rard1i.ll¡.!; tlu- potc-nti.i l market for
tl1t•new H-~. :'\1> c;1rs we-re uvoil.rhlc
iu the l1.S. for tc~t drh in~. so all
u";t•arch had to he carried out with
till' poor s11h'.'>tit11t1• of ;1 brochure.
Bt"CT'tl! buyers of the Corvuir, Val­
i.rut, Da11phi1H'. \'olks\\'ageu or a

11,~·n-ycar-pldcar in t lu- low-priecd

11frr1'dwere asked if thl'y would con­
.t-idcr h11yi11g tlu: B-S ns shown in

1f ttl~t>hrochurt'. The pl.wto~raphs and
fíiCtllrl'S wen- kept simple so as not

'' to tl.11.1.h· the viewers with mean­
irn~lc-ss. albeit impressive. clutter.

'" (The H-8, \'l'ry dillcreut from tl n-
101.r11¡)him', is one of the first mass-
f,Ji70<.'li1ccd cars to be fitted with disc
>Ntkc's Oil all four wlu-rls. Com­
pim.•d to tlu- Dauplriiu: it is hi~hcr
in prirt- more rucucd in dl•si1111¡¡'·'· '' ,· ' """I""'+ •.. t"t '
nnre powr-rf ul, and sli~htly larger
Htífüle.)

'' íl lh·snlts of the recent F&S&H mail
1üf\·ey 011actual lnryets. conrplr-tcd
"el'to.,ntly, ren.'aled the predictions
''''t~rt:1 Iairlv close to tlu- facts. The
.mrvey co\·cn·d a representa ti \'C
"rQss-sPction of n.unes selected at
1.JJJdom from the Henault H-S war­
¡¡t~:tycords .. \ tot.il of 500 names
vcre selected. out of'' hích a us.ihl«
3) t:¡lll'~tÍ1ll)llaÍl"l''i w as uclncvcd.
A snrnm.rrv of the fiudi11gs shows

luH in approximately 13CC of to-
1.:1~,:·sH-S households. the H-8 is the
~nly ear owned. compared to 5.::í':"c
f thqsl' households ownint; one or

•

11 üOrr• ems in addition to the ll-S,
:~rnong multiple-car owners. tl11-­

othll'r'' ear is usu.rllv a domestic
l•tnd.ird mnke ( 3gr-~). while for
"'E· thís cm is ;1 domestic compact.
'ctl percent of the rcspondouts own
n intp11rted l'eonom\· car in adcli-
ion to the H-S. ·

. I
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New Renault R·.8 has he,lped pull up firm's lagging sales, car is larger, more powerful

These multiple - car households
tend to ovvn fairly H'l'l'llt models of
other cars, w ith 3¡r;- owuiut; HJ()()

or later models. \lost of them dr iv«
their H1-na u It 111on· of ten t h.m .m v
other car tlu-v own.

\lost of tlu- H-b ownerx (~.'Jr(>)
had bought their Hcn.llllt this year;
the rcmuiuinu ¡,::¡r ( in the latter part
of '6:2.

At tlu- t ímc of the response tlu­
a\'cr;1gc (mean) milca~c on the
H-S's owuecl hy the s.uuplc wa-,
7,013.

The most import.mt Lictor in­
volved in thl' huyinu deci-;i1m for
the H-~ \\'as t'l'Onomy ( 75' r }. Oth.-r
f.l<.'tors couccru.-d. desÍ!.!ll \:JW~).
workmanship ( ::!()<(-), and m.mcuv -
1•rahility ( 15r r },

Two out of fiH' H-~ º" 111-r..;11,\·d
the car most freq1w11th for drivuu;
to work ( 43r e ) . Otlll'r pr im.uv
list·~ were shoppiui; ( :Jqr e ) • 10111.!
trips ( 3~f-é ) .

Ei!.~ht~ - si\ pcrcvut tr.idnl Ill

.uiotlu-r ear when thl'~ houuht the
H-"i. Fifty percent tr.idvcl i11 .1 Hc­
n.rult, rompnrcd to ur-r \\ lro tr.nhxl
i11 sonu- otlu-r imported 1'l'llll0lll\ or
sports e.ir. ~·y--(- wh» t r.ul.xl i11 .1

douu-stir st.uul.ircl m.rk«, .uul fi' r
'' ho tr.ulccl in .i clonu-vtic c-omp.ic-t.
,\\1•racc al low.uu-i- nT1'Í\1·d on

the tr.ule-iu t".Jf'., \\',1-. $().-,l. vlon­
than half (.S~ré) wr-r« lí.J.')1)or l.iter
mode-ls. The .n1·r.1c1·( 1111-.m pric··
paid for tlu- lkn;llllt ,,,1-. $1,t).-).'3.

Approxim.itclv thn-« out of [our
H-~ huyl·rs fiii.uwcd tl u-ir n\\ n ¡mr­
d1.1s1>,most of them to p.t\ out mer
.1 periocl of :21 tu 3G uumt li-.
\\Ii.it user'> currr-nt lv lil«: .tlHmt

the H-~ is c1·11cr.dl~· convivtvnt wuh
their n·.1~011'.'> for Jim 111!..'; 11 in tli1•
[ir-.t pl.rc«. ( vl.uu-uv 1 r.il nhtv , Jim, -­
cn·r, is a k.1l11rc th.it movt uf tlw
owm-r» c.1111eto .1ppn·n.t11· onl~ ,if.
tr-r .1d11.1l cvpcr ivru 1' ''1th tlw e.ir.
011ly 1:y r e.ni· t lu-. k.1t11rt· .i.••r<'.1-
sou for h11~in'.!. comp.1n-d to .->Irr
''!ill 1111\\ '·•~ it ¡., t lu f,-.111111· tlw'
lilt• best.

Thm~., d1-.lil..t·d .d11 111 t lu- !\.\
i11dmlt' d1'"1!!ll. iucluclmu lot .1tú n
of hc.ullruht <w rtc-h 11' e . ' 1c:1-
nor-run; 11r \\ or km mvlup on th"
ln.lht'" l:Yr, t.irlllml•lr ll'r
Some n•111.1rl..1·d .ulv t r-« h to dc.ilcr
t.t'f\ i<.~' \ :22r r , Lid. nf ,l\ .11L1h1ltl\
nf p.irt s ( W' e , .uul prn•r '>l'f\ ll"1'

genera 11y ( IOr--c ).



\b....1>m had ;... e mdn aeed t.~'
'' ._rj¿ expect t b ' ..l Renault nett
~- tbt:- ~· "i" reas n i•'lf" repur­
._L'-C ~i::i; ~·10 ml~ 0£ the 26·-r
'' }- ~d th:·• '' TU1C hm ~·){Tht>
:1-.t-; r:l..=.ke;')- ~¿ llt:" "1..1Uld
bu' .1 b!;.:C'r l~- ~ l '> · .l ~::fl
car e z Peuzeot e :\fen:ro-es- -
Others ~¿ tbev " ere dis.~tis£c-d
,,,:n ~ri •..rmarx e ~, .100 ct-.aJ­
er servx:.n: 13~c

In reciLnsiderm.; the-u 1..-:ioruJ
dx·1c-e e: ~ R-'-- 7.:Y:r :t"i'l the~
"tlll11.C repea; t!-K- dc-c15i n .. -\:axn;
tlx-s.c- "!k1 ~d thé" w >ulc bu'- -
.;.,_:;:ne IX.he": c:....s. Y ~k~·••-2z.:-n '' ..::~
":}q---5! : ..Ci.1l:f"L~~~Jb5ttu:~.

Hen !eeI~-~brt tral"''fi":-.dn"I.. ne anic­
.Jlyb~Iífe. He ma~ or rnav 11ot be
moonlí ::btinz

S...metimes his ,,ife will be "c.r'k­
inc part-time er even full-rime
despite the hc-t that t...1-Je~h..l' e pre­
sr-h X""'!l ehildrc n.
"To him the Renault represents

me most inexpensiv e .sutomobile he
can purchase "hidi ciffers reason­
able relíabílírv." aceordínz to Han-. -
on. "He is nred of buyínc used cars
\\ hich h.1\ e a w av of fallin; apart
l n 1'--.i:mabout the time he just has
them paid for~r even before."
The second type of buv er is a

nun L'1 his 1.•.te h' enries er thirties

Tbe Dauphíne research throoah
\Y ;;hin::-c JO_ Hurst e vers wbo the
00\eis are. w hat ~ "...nt m the-- -
pr -.du(-._a.00 '" lkt ~ '' ant in the
dealer

:c:.:i's Bernard Han m. the- surv t:-\ ·:c.
111::1:.t: :irand Henau.t, lnc·s nan nal
ID4 h_.....:in '.: m..ill.d.::er -This report
pr be-s deeper than 3.11~ of those
preví 'lllil~ made. and t1c- number
d qu....li:y _f details it has brYU;bt

::1-.: ~-c!!Uk!be f extreme ' alue -
The -:iJd-t-<. rev ea) t\>. 0"Pf'S f

-,., · "'lX Rena "¡ Da •p ux- bu:- -
er- in , '' '""''~·l-t"I &It.. surular.

..:::n~c z '" d\ ~ fri:"\
·e d..5 T

-P-t :lr.o:: e~ l..,....: b-. described
"~i l- .. ~ •. i!?r'l'

rriéd '\\ .'¡.. -,.e\ -
\ p ._:,.., ,,: d

r t---I•' · .if •
rt.-•.. ~ <l dr r

.__.¿ M .,;.S ~ I \ ·:' dtt..--d t.ID·

p lz H ' 5:...1.a.ric 1 bi:: b JS a:e
~n ~ r ;; c.:i."r ...J r. He l'- n.­

~ - • ~ e ~..Jcl <n' t,. t mt.."tt h '
tJn.t t .... e ••"-( -t'T'··, ..., oo•

rypícallv sh;htly older than the
first . azain married and with crow­
mz children.
He 1S a hizh school zraduate and

perhaps has some college education
as well. He is workína in a salaried
white rollar job, but one where he
does not anticipate a ~e.J.t deal of
advancement beyond his present
position His fínancíal obhzarí ns
art: bean· and hi' cash sh1' 'rt, but
throucr c-b·ice as much as ne-en-
<irv

-T" thi-. rn.,n The Renault repre-
-enz- d chano- t cet that much fur-
·k..-r ,,Jx."'_d-~o "'1' e S 1'5 er perhaps
~.) r ' n m nthly pa~ments."
~' ~H••n-n. -at' has the advantaze-s
f mcrl:'~"ffi L-1: n ID\ 'er a con­
' enti n..J. full-sized Arne-ncan e-ar
He- r- tired f hich monthly pa~ -
rni"fb f Ta ".:AS-h :: ..-

B "t " th-< ~"JX'!- ';f ind.n1duah
' ' up t ~ c l<~I ~- l ns-en a­
tn e and c..an f ,] Th~" ~uid to C' n­
~der tl m-::~ 'T tb~n ml't ~"Vplt
&nd tend t o ha' e a it-r ,f beinc:
trappt...O -,r t.J-..en ad,.rnta,c:e J.
In part tl't." "•..tllt ec nom~ - a

d llar and or..nh diS't-Hnc"t: in the-ir

monthb, budgets ..,,hieh i5 aehie,,ed
throueh lower p.1ymenl::> and 't~
duced operating costs, '\lore th.:l\Ii! ,

most peel.p..le _the.,_.._t. ,_en.d t·.Í,) be.. _ªw-.m:__ct:!· , I'
of e:ucth how much of therr me- I

C"l me can be eaten up by an sute­
mobile. Those who owu two e~
and ~)e-edo are ~'.pit"Ciallya\-Vat.~'

of this fa ct. ·
The people who buv Renaul~ «~J:

not like to ~t.a,nd out U1lduh: in ,a.
crowd. The i<h lin£: of the Renault
and the fou~ doors appeals tí

them for this reason, The re$eatdl,
indicated that wives especíally ~~
apt to like Renault as compared •.
alterna th e Ioreiai cars-e-í.e., t.htr
\\\' . ·-

Thev ate also extremelv in\tt't~.. -. - ' -. ' .• __ , - .,,

ested in relíabilitv, The~ \\:,mt ~v
fed the car they buy cm be k¡ppt
for four or Eve years if they su di?.--­
sire and put many thou5'J:nO..t'~
miles on with a minimum oí J.tf'
keep. They ''ant reassMraílée~ xi
they do not get this reassuranee
they "ill buy elsewhere.

They are people who do not •l&e
to push other people or b.4•le 1f
argue with them. They want ~;'
expec t to £et -;:oud reliable s,en:i(
in~ at a moo era te price. They :ar£
not people to take ª chane-e. li tl:€1'!'
have doubts about the service fatil
ities thev will buv elsewhere,.. .
F h . .. .{ .rorn t .e economic poínt o. -..1~1

the lower the payment the ~Ptt­
they like .ít.

Howe' er. even thouzh tb;e'\ ,~í
buyínz in the low-príced field..·.~·
are less concerned about ~éttin~ :.,
deal or J discount than. -ge:~1
value. They seldom believ~ ,~
~ou ~et s rnethina f0r nothü1i;, :~
this world. Therefore, e:x.<:~~"1'
díckerínz or bdr~.J.-inin'! iaíses ·tba
anxieties. l11e~ :ire not indhj(h1iiJ'.l
,,;th much f.>.ith in their abili~ ~
utf -x pt""t ple and this kind of se
ínz situati n makes them ner«
Fir :hi .. reas 1J) thev must ~ d-¥.e
time tu make up tht:ir minds. Í'lhe·
~rt· ..•.fr .ud , f ht ínz .,,..,ttt:t-talked -m-t
rnakinz a rash deeision. as ;~
mi!rht h.n e been in tl1e p.a~t-
ln its e mmncuk and print ~

Rte n•.rnlt 11..tS tried to emph~·!.'5 ·:fi?
aut" charactt'ri"tic~ it¡.. c~.t- -mi€'."!,

'' ..rnt: "pacv. ::a-.. N 'Dúm') •
-.:.· id k1-..•ks. Visual c-ompaO.lli
"1th \ºolks,,.a!!t-'tl art nwt ÍillÍ.F
fluent. \\11at d•lf-S Yol'bv.a::::rn liU:'I

-,,-e d .1ú mind. It eiYt"'S llil .ad:aI>
puhlicity.- •;



ll1¥Wlfh ·brands out-of-stock
~Sº/o buy substitutes if first choice isn't available

i· c.·.·.'h'\d'•l\Hll hr.nu.I lo~.1lt.~ pl.1~' ,1
F.'. \\idch \,II'\ 1111.!r11l1· Ill t!Wl't'I'\
·;;:(;sn·.;,ti,·v. I11 :1 "t 111h ni I I prod 11t:I
~ni11p"i, .\. C. '\i1·l-.1·11 frn111d i11 tlu­
:~ronp studied that n-Ius.rl to Iii!\

,11li-.tit11h' IH.11111..; r.1111!1·d ·'" liit!h ,1,
·ff''< Ior dt'ntifrit·1·-. .111d ,1, low .1-;
~q", for toilet t ivvu«.

In tlu- 11 product uronps, 1111w
\.~t:'rt' cdililt'. fiv« werl' uon-r-d ihlr-.
~e~rc1•11t of n·fw ••ils to li11~· •.•ul ivt i­
•,11lt• hruud« liy t~ pt•:- oi' products
1nk1'<l likt• this, :'\ic·l,1·n re-por ts,
n}~H1t! the edihl\'': instant ('olfec
7re;;. s;i l.ul and cook im?; nib l~r-c;
11,liilf\.!;lrillt' ·l·I,..~: c;.1k1• mivc-. I()";;
ff1u~vd lwa ns :1w·~:t 1111a fis Ii 3()'": :,,

l'~t·lahlt' j11in·-. J()r-;; n·n•;1ls 1:2"'.
ud <:'r;)('kcrs :30'~.
"\1110IH! ti u- non-r-d ihh-s, n-f 11s;ils

·t·n• lt.•d Ii~ lkntil'rkcs. followed
~· flnnr w;J\ of .50,..c; clcteq,.tcnts
·(1~: l\lilct soap -tl ....-,. and toilet tis­
l(' ,lf ~w·,,.
Lookin~ .rt radio and kit'\ ixious
tdjnr ncln·rtisi1>l.!; e11~to11H·r, the
~dél inelustrv, :'\ iclscu hnd a 1111111-
•r of other points to mnkc 011 tlu­
~I~~pbp•d liy hr.mds 011t of stock.
Ír"l'st"nfound ";'()"(.of tlw customer»
t•n• ahlc to purch.ixc the evact

;'11 ·,.n~tls wanted. whili- :2 l"é wen-
I~~'i;t,Of those' w ho wen• 110! alile to

·1y lht' hr.md they wanted, ;)y;
;>tight suhst itutr: br.mds, while -t:2c,
d not h11y•• 1 suhst.mti.il sh.m- nf
,o total.
W"he11 the i.i1.c of the hrund
\fftc•(cl \\ ,1,, nnt in -;tock, :'\'ü·l-.en
~Y'S5:2'< hH1td1t .motlu-r -;ii.e of tlu­
int> hr.urd, :10,., houuht w.mtcd
''t~of another hr.uul, w hilr- I) •
I llOt h11~-. .\1111 w lu-u the color

~)!Heel \\',IS not in stock. füy-,
f 111J¡lit .•uiotln-r color ol the v.unc
t: ..rnttL :20~ lio11l.!;lit ,, .mtl'd color of
.:..ithr•r hr.nul. 11.-,. did not lmv ,
'Ulrih· it mnv he .1r!!;11t·d.'' :'\i1·l-
Hi.•riel in its rt'\·¡,.,, of Hr-t.ril Cro-

1'¡1'',Y 5iton? Trends. "'th.it 011t-of­
'-t'k rnmlitions ín n111' 'ton· rn.l\'
l01é6t .",1h·~ in .mother ~tore. 1;r
tr~ rcfo:- •.11.; to hm· in tllH' ston·
l. -.:tll'!í increased lrnsi1wss to .m-

otlu-r. tlu- I.ut n·111.1111., tit.it 1111!-ol­
"tock li.1 ..• co11..,1·1p11·11n·' tu 1·.1t Ii rt·
t.rilvr. ... It l'.111 lw ,1·1·11 t h.rt on!·
of-stock. 1•..,pc·ci.111~ l'llll('t'flllll!,!

hr.uids is .1 prohh-iu t li.rt uu-r it-, tlu­
most c.m-ful .1tit'11tio11 ··

In ;111;il~ zin1_! tlu: out-of-stru], .,,¡_
nut ion for Vi prodiu-t d.1o.;-;c-., it « .1~

l'CITE:\TI \l. I.II:-:- OF HET\II
Fl II Ill :'TOH E Bl :-1'\ L:--..,
I.It E TO Ot'T-111·-:-Tllf.I\.

ll rurul 1111t-of·,t1wl.

Color ""'"''Í·''"' l..-
TIH. Ill T-111:.~TfllK :'ITt \TIO:\
HIH ll l'HlllH IT f I b:-E:-

Co:1.1Pl t 1 LI ' I lt 1 -Ot -'-i 11>1 x

•h·•·r111u• for ."'i:r' ol I\ P'>

14~

lq1111d tlw d\•·r.1t::1 t •• r ~ r 111 I \' 1-.
w lul« !111 .i\' r.. •t• lor "d/1 ., or

I\ p1·, \\ .1\ l.i' ( )11 tlw od11 r 11H1d
,lwll 011t-11f-..,trn I- \\ 111~1111n i1.11od1 ,.
111''ºt kr110111 .,,11"''' d .~ 7 ,Q\' r 1 '"

luw lir.111d, I I' lnr \I/I.., or I\ p··
\ \ I11Ii• .e 1111rnlwr ol Ill qur p1od

11( I luu« ..,¡._l\\t•d -.1111\t.111!1.d '>iii...,

ill( rt··"''" 111 f nod ...tor• 11• ,alt 11 111I
lw.1111~ .11111kp.1rt11w11h 1111 I• .id• 1
d11rn11! l'lfi2 \'"' tlw .11 r.d• d 111 r
"pr.1~ l!r1111p '\wl-.•·11 -..1111. \ uhnrn
,,f v, 1'4--. i11tr1·.1-.1· lor t lu- pr•Hl1u t
~ro11p \\,t'> 17 i11 11>()2 .1'..';.1111'.!dw
pn·\ 1011-. ~1·.ir Otl1.r 111 .d!l1 lb d
IH·.111t~ pr1>dm h ...110\\ i11'.!, 111tn I'·'~
\\1·n·: or.il .111t1•.••·pl1t' pin' I)
r.rzor lil.itlc·, 11p 1:2' , told l'l'l!H'lbn

i11n1·.i-,i111! 11''. lw.111.1( lw n·11wdw ...
11p II'• .• 11111 d1·11cl11r.mt-. plu .• lJ

111 JtJíi2, '\H 1..•1'0 íit!llrt"' •..tim\l«I
tlu- ,1\1·r.i~t' -.dli111! .1n:.1 nf tw\\

!.llpt ·nn.ir]« r-, n¡w1 wd cl11riII!.! l ' >f1.2
\\';b xmalh-r ti i.m Ilw pn ·\ io11" ~ 1 .rr
"Thi, \\ ,1.., .1 cnnti11n.1! i111> oí t lu­
tc11d1·nc~ 'inn· llJfiO to linild -.lid1!­
ly sm.ilk-r m.1rkd" 1·.1ch ~1·.tr."' 11
\\'il~ ~.iicl.\\ n.i~t' wlli111! .in·.1" uf
Ill'\\ 111.irkt·h \\.1\ 1.3,100 ''Ill.In
Ít•t'l in 11)61. ,111d in llJfi.2. 1:2700
sq11.1n· Íl'd.

\\ ln-u it <.'llllll'" !o ,IJoppim..i:. :'.\.111-
'•'ll n-port-. tl u- l11111..,l'\\ÍÍ1• i-, ..•111!
Tl IE t!;mn·r~ ,!Jnp¡wr Eitlwr .drnw
or '' itl: tilt' huvh.uul. vlu- m.1k1·.., np
t)2", of c1h!nn11·r-. in fond m.1rkd"
\11d fnr t lu- mo"! p.irt. t:rot·1·r' \!<'!
only our- ch.uu:r- pt-r \\ 1·1·k lo -.di
their \\.1r1"'· \11 1·-.ti111.111·cl (d
m.ikc 0111~ Olli' •.•tioppin~ trip pt r
w c-r-],; w hil« 2Jr m.ik« tw »

Hc.1,111>' for dwo,i11t.: .1 'l11r1·

\\!'rt' li-,kd "' follm'' fn-,Ji1w'"

.111d c¡11.ilit\ 111 nw.ih :2.) t It .111'1-

111""' 2:1 • lcm prtt•'' 21 l•111\1 Ill·

cut loc.uiou 17' .mr] \.1rttl\ of
11wrd1.111di-.1• ))

\\lwn it t.lllH' !n 'pc11cl111';!, d •
mo-t 11101H·~. ¡wopl1• ill th1 1111·d11m1-
•-1/t'd t·1111n!it'-. 'lll'Ht t lu- movt. In
•• \ .. crn111ti1·'· !luw.t \\1th .1 llHt ro
.1n•.1 nu m- tl1111 '-)íl 000.• n 1 r.1~1
.umn.rl 1111\ini; 111t·n1111 .dt1 r tn•"
\\ ,¡.., <.'-l(l).~. .1\ 1 r.11.::c .muu.rl pnr
d1.1,1·, 111 .!;fl111 n ,¡,,n' -.q<..,(l In
"B" ('Ol 1l>!It .•-, t Ito" \\ IIh j'N•¡m l.u B

inure t h.ru 1.)11)00 lilt! llll •, I'

'Íll)l). t!rn11f\ ,¡,r, ¡mrth1'•'
'-I00'-1 Inº'("' lnllDth •.• \\lt!t popu·
l.1t1nll l)(l\H'~·n l.210 t11i ~.2HOOll

lll(nlll!' ""' '-)'1-~Ip 'Í' I 1-.1 ••• '-Jil(l'I
.111d m .D. t111rnt1(-., 1111d1r 1211011
pop11l.1t1011, llH 1n11· \\ ·"· ...,1771 ,!r ,.
<•·n p11rlhb"' ... .._...,¡..., .-.



ADVERTISERS

Packaging, re.al innovation.s
most effective wilh shoppers

Food products with attractive pack­
aging and genuine innovation are
much more likely to win the favor
of supermarket - shopping house­
wives than products that are just
u. ,.,new.

In an independent study of ten
food products on the market for six
months or less, The Center For Re­
search In Marketing found house­
wives arc buying new foods-but
only if those foods have some sig­
nificant diílcrence from existing
products, or if they arc packaged
in an extremely attractive way.

\Vílliam Capitman, president of
the marketing research firm, said
that in the 19.50s "there were so
many needs to be filled that any­
thing that. was new, in any way,
aroused curiosity and a desire to
try. But it no longer appears to he
true that any new product will have
enough curiosity value to create
sizeable initial sales.

"Among the products surveyed,
antipathy or lack of interest was so
strong for some of them that even
though they were rated as the 'new­
est ideas,' they were seen by our
respondents as the products they
would be 'least likely to purchase'."

Capitman pointed out that "some
products which were rated as 'least
new' in concept were viewed by our
respondents as the ones they 'like
best' and would be 'most likely to
buy'."

The best received new products,
by far, was Green Giant's broccoli
frozen i11butter sauce. Twenty-four
percent of the respondents liked it,
and 2:2% said thr-y 'would huy it.'
The research firm attributed its suc­
cess to fine packaging coneepts and
a very attractivc picture of tho
product. The innovation of a ready­
made butter sauce also intrigued
the housewives.

The sccond-hest-likcd product in
the surrny was Hhcingold's Chug­
A-M ug, in which the Ix-er is pack­
aged in indiviclnal ceramic contain­
ers. A Center For Hesearch spokes­
man attributed Clrng-A-1\lug's sue­
ccss to the packaging: "Women
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ímmediately saw the container fill­
ed with Hewers."

~I inute ~iaid's new Orange De­
light fruit drink scored third, and
since orange drink is hardly new,
enthusiasm far it was attributed to
the severe shortage of fresh oranges
at the time of the survey. Betty
Cracker's Noodles Italiano scored
fourth.

The other six new prod ucts tested
were Chung King fried rice; Kraft
cole slaw salad dressing; Camp­
bell's Bounty chicken stew; Kel­
logg's Fruit Loops, fruit-Havored
cereal; Banquet frozen Mexíean
dinner, and Seabrook Farms' frozen
goulash.

These six products all scored
poorly. The Center Iisted two rea­
sons for housewives' disfavor:

~ Some 111an u [act u re rs showed
tite food í11an 11nprepared state on
the package. "It's much better to
show the finished wod11ct--1rn¡>re­
pared food can be must unattrac­
t ice .''

~ Prepared foods designed to
srn:e as the weal's main course
11s11alluarc 1111¡wp11lar."Houseteiees

11u1cl1prefer to. p1·epare the.fr O'ttí11JJ!
dish."
the Center interví¢wed ~Í~

housewives, predominant.I}! of tn~~"'
<lle in.come, .in 12 urban and sul;p,.
urban regions arou.n.dthe U. 8..Tlro
respondents \Vere sh0w11 the tm .,,
products and informed . that tl1Pf"
were new. They were then acs\k\f&f!t
to cvuluate them in terms of n:f~~·-·•".
nr-ss and in dimenslons that \\':CJtd~I:
induce them to make a choice,

ii'"
Rec.or.d for Lorillard;
other 9-.mo. rep.arts
P. Lorillard has reported the htgJl; ...
est third-quarter earnings, $:l]i:
per share, in the firm's· hista.t;~I.
Earnings for the three quartetSJ ,~f,•·-
1963 were also up, eyen tk
sales for both the third quartet ·~~.
the nine months were do\~n slíghu
from 1962's . record level Thi;v••r~ ~

quarter earnings Were $7,94L,~a.~i;
against $7,641,365 in the co111p~w~.,it'
able 1962 period. Third~quarfir \\
sales were $13~,048,347, sHg'.btl,i.l:'.~
lower than 1962s record .level :~~
$133,960,261. Sales. of Loi::ífüt!'•féÍ:~.1¡:.

non ~filter éi gar.ette b.rª.1.1üs.rª.·••.11 ¡&. ·~·. ~'. ~

low 1962 levels, reportedly d1.1~;t"r; · ~
"a decline in industry trends!' tIJm6 .••~'.
to the fact that 1962 sales. refieft!éi
intia.l ord.erii..J.g.an...d the s..·lTing~Fl!t.~1·.·
trihution pipelines for York :fltJ¡t,' -~
pcrial-size. . .....•.;,

Gillette income down: Co1xsuilff.

'The Price Is Right' for Samsonite

7smart Samsonite gifts ...attd 'ThePdc:e,

"The Prin· I~ Hight" theme of S<i11Jsoni~c Lug.gaiz:c's'lW\''SP'ª'fYct:,, n1;i.g;.1"'
zinc, and tv ad cmi1p&ti,1;11poínts up the t<mi¡i).nnfs s¡@tsorsbtíi .of ny11t
and fihncd ~pots ontl1c All(; TY d~1xti111rnctw1uk sh(lW• éo1mm.·rq'inl$·
will run tlmrngh 20 lkt'cínhic•r, the Christlirá:i> gift 1llhtk.é.t fa:i Dlin:d.



d.1tcd 11d i11co11w 111 Tl«. Cilkt It'
Co. fur till' nim- 111111ith..• l'n<h·d:~II
~:kpt1 ·1111x-r. l'J<n. \\ .r-, $.30.~J"i:),OOO,
n dt'<'H'.t ..•t' Imm tlw !llfi:!. t lm-v­
qu.1rkr tut.ii ni $:n.7.>.),t)()() '\l'I
'>•.tl.1•-;for 11i1w 1111111tl1-.111 11)(),\ w r-rr:
~;'.!~(},.")111,t)()(l, c11111p.m·d \\ itl1 '$212.­
l.;13,000 lor the t·nrr1·,por11li11t!; 1')():2
¡'lt•riod l·:.1r11i11c;' p1·r ,Ji,1r1• '' 1•n·

11 SH iO for tln- I.1,t 11i1w 11111111h-.
.1e:.ii11-.t $l. I~)t'.IJ'lll'd ill t 111·v.11111·'(i:2
' pe rim l.

~lile'> Lah-.: '.\i11c-1111111tli l1J(l:1
, 1•..1rmnt?;s \\t'rt' l.)', c:rcat1·r t h.u: tlu­
ximil.tr HHi:2 pt·riod for \I ilcs Lal»,
11.11.1 s.1lt-s i11t·rl'.1se 11f .)' •. '.\ct s,il1·,
h•r tht• ¡)1·rind wvr« $."ll,llll,000. :)',
mor« l li.rn the $77,:216,000 n-portv.l
011 .111 .idjuvtvd )1;1,is .1 ~t·ar .1t?;11.
1i:.mii11g' to d.1tc i11 IHG:3 .m: S·l.-
177,000, 11p from $3.rnn.ooo I.1•..1
y-eor, cqn.rl ID $1.0l) per share com-
1p;lrl'd with !J(k i11 l!J6:2. \I iles' pn-si­
l11e11t. E1h\;ml II. Bl'.inlslc~. s.iid
prt.•<,t•11t indic.uions point tow .m l
'\111 e\n•lll'11t year with s.ih-s c\­
Pt~l't('d to l'\n•t•d a Ill'\\ high of
$.JO~ 111iII inn."
I h<.•.11ttPaper report: Scott Paper;
11wt i11l·o111t• for th in l-q11;1 rtvr 1!)():1
uf SS,001.),'j.tJ. up \,),.., from the SS,-
3::11,-lfül H'!!iskrcd 111 the s.1111c
q11,1rlt'r uf !<)6:2, fur .i per xharr­
'nrninc: of 3:3(' a!!ai11st 31 r in tlu­
IY!6:2 period. Tor.il ,,dt·s I'm tlw
P'!·trll'r wc-n- $!).),.'ji..,1,361. ;1!.!;;1i11-.t
·11tlI.70l,3:21 Ior tlrirrl-qunrtr-r HW:2.

c;;.uodri1..·h s;1h.'.s, enrnings: B. F.
~11üdrid1 11l'I s.rl1•, for the first 11i11c
.ltlmths of l!J(l:J w cr.- $(H6.G:Jl, I;).),
t~.1í11,.t ')G07,.5WJ, 1:26 rl'ghll'rl'd i11
hv 111w H16:2 pc-riorl . .:'\l'( income
11tlw fir,,! 11i11e 1110111!1,ol HJ():)'' ,1,
luwn ¡e, from the HJ(l:2 tot.ii ($Hl.­
ll-l.f.tl.)O i11 l!J6:3 ;1c:.li11st 8HJ.~DG.01:2
·u HJ6:2). Tlrircl-qu.rrter l!J(J:3 net i11-
1.1Hlt' \\ .1-; ··.1tkcrsl'I~ affc('ll'd" hy .1
0-\veek-1011!,! strikl' at Co11drid1"s
11.tul i11Tnsca loos.i, ;\ l.1. Divi.h-nd-,
,,,f '.') 1.6.) a sh.m- 011 com111011 stor],
\~·te p;1id in the first 11i11l' 1111111tlr-.
·•fhoth W6:2 and l!J6:3.
l~t,1;rph1tor: l'nrol.uor l'roduct- n·-

~ur'.t:~.record s.dcs .111d ('.lmirn.~'rm
m ffr.,t nim- m1111th ..• of l~J6:3, '' ith
..t:rn'ln~s t·li111hi11c; In a n·t·md '):2,­
l.-l.HS.), or $IA~ .1 l'o1111111111slr.m-,
l!l'tp.in·d \\ ith $:2,o<:>0,76!-J,or $1.:36
~~llllll111J1lsh.1rt• for t lu- s.111w rnG:2
Vr'Íl><l ~.de~ Ior thl' Iirvt nun­
.11.Jnlh!> rt·.H:lwd .1 recorcl 8 1.).0:3.3.­
);l, mm pa H·d with $-1:3.~.)7 .06.S for
1t· sJmi1,1r pcrioel 111W62. Tl«- HJG2
~tlrt·s Ii.we been adjmtl'd for t lu-

!lil'l·1··illl -otu: >;(llth '>plxt .ql¡>íO\ 1·d
II\ ...111d.l1uld1·r ... ill S1·ptn11lwr ol
tlii.; Yt"1r.

~chick\ hie; profit: i..,l11tk r.-u-
1,krt'd "v t'r\ 'IC:lllfit".1111 1111I1',l'\t''
111 ,,il1·' ,111111•.1111111c:-.Im 1111' t lurd
qu.irtvr ,t11tl nnu- nu n it Ii... I lllll'd
.)tl Sq>t1·111lll'r. For t lu- lo11c:1·r p1·n­
od. -..rl1·-. tot.rlt'd $ I<i.27.),;)f¡ l. .111
Ílll'J't',I'\' 111 ((j'' II\ l'I till' niur-
11111111'1pt·ri11d 111 ItJ(i2 '' 111·11-..di·..,
,,,..-,. $11.177, J:3 I '.\d iucouu- ro-.1·
to ~.)11,(ll l. t'i(ll.d !11 n l't'llh ·'
vh.m-, t•11111p.1rl'd t11 ;1 lid )u,, ol
$ l()lJ, !0:2 lor tlu- s.111H' period l,1,t
\ 1·.1r. Bolll'rt F. Dr.un-r. pn·,id1·11!,
.rt t rilurtc-d tilt' i111pro\1•1111·11h !11
,,.,·1·r.d t hiuu-; i11d11di11c: the l'11111-
p.111~'s n•\·ised markvtim; .1111! ¡)¡,.
trihution polil'ic-; ( linntcd 11111111>1·1
11f clist rilrutor» instc.ul of St'lli11t?;
dircl'I to n-t.i ih-rs}; "ide c1111-.i1111tT
.1cccpl;1m·1• ol st.rinlcs» s!l't') !'>ha\ -
i11).!:. 1•wh1'.'liH· with Sdril'k in the
l'l1'l'tril' ,Iian·r fidd; ;111<! hruudc-n­
i111.!;ol prorlnct line I.1st : eur to
i111.:l11dc huir dr~ crs, cnrdl<'s' t•lcc­
trie tnotlihruslr, electric shoe pol­
isher, l'kl'lric Iurnitur.- huller, unrl
.1 line of ··s"-.1e:g;cr" 1m·11's tuilctrics.

Philip :\lurris r cco r d nine
month ...: Tlu- Ill'\\ l'it?;arct te Paxton,
the Iuteruat ion.il division, uuel Per­
'>1>1111.1Stai11ln.s ~tcd Double- Edge
.md Pal st.iinll',S sll'l'I injector
hl.1dl's co nt rihutcd to i11nl'.1wd
~all's in the third quurtvr. an:11rdi11!.!
to Philip Vlorr i-; president Jo,cpli
C11l1111;111, :3rd. vlurlboro and Par­
li.nm-nt ciu.rrvt 11•, cont i1111cd to
-.l11l\\ g;.1i11s. For tlll' qu.rrtvr l'11dcd
:)O Scpt1 ·ml u-r. cousol id.1!t'd 111't
,,tit's were $ l.):3Jl:22,000. Thi ... c11m­
p.nc- with $1·1:3.:20~.ooo l.i...t year.
'\et incouu- for tl1t· qnartr-r .11111>1111t-
1·d to $.J,95:2,000 or ~ 1.60 per co111-
111011-h.irc. comp.m-d with $.'J.H 17,-
000 or $1..5~ lust ~·e.ir. For tl1t· 11i11t•
11111ntJi, l'nded ;)() Sqilt -mlx-r. ,,iJc,
wr-n- $1:31,S.lí.OOO, .111c\\ liid1 com­
pared wit h $1()1),7:):),000 in rnn2.
'\l'I income \\"ls $Hi.\:1~.000 or S l..J2
.1 ,Jiare \\. $lfi,."}61.000 or $1.:l'i .1

sh.in· at the dow of !lw fir..,! 11i111•
1111111th-.of HW:2. \1'11 rcport iuu 11p­
lit•.1I third qu.rrter hmim•,.., ''·•' Proc­
ter & Cnmblc, \.et l',1rni11~' lor t lu
t lm-« 1111111tli-,t•11d1•d :}II !'wpkmhcr
\\l'n • $:37,7~J2,00 I or !)() t't ·11h .1

,J1.1rt'. v s. $.}.'J, l 12.070 or i.., I t'l'llh
pl'r vh.m- l.r-t 't•.1r.

:)\I ha.,. lx-vt quart er: Tl«- 3\1
Com p.111~ reported record :-..ilt'' of
S ltJ.),.t.S I.I tl-1 for t lu- t bree 111011t j¡..,

WSLS-TV, Roanoke
sells Virginia's

NO. 1 TV Market. ·'k

I·Tiii "\ 11 ,\lol.:"1 \

WILL YOU GET A
LIMOUSINE FOR
CHRISTMAS?

Give something that's different,
remembered and chic ...

A CHAUFFEUR DRIVEN
ROLLS ROYCE OR

CADILLAC LIMOUS'INE.
Gift Certit.cates for Rolls
Royce rentals start at $10.
for one hour. Cadillacs at
$7.50, mctud ng lrver ied
chauffeur Perfect for that
night at the theatre, trip to
the airport. day or evening
at the race track or special
business remembrance.

Buckingham Livery
3'49 E. 76th st., NewYbrk City

YU:kon 8-2200
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ADVERTISERS

ended 30 September, an increase
of 11% over $175,699,572 for the
same period in 1.962. Net income
for the quarter of $22,959,800, equal
to ·H cents per share of common
stock, rose in Iinc with sales from
$20,-t54,549 for the saine 1962
period. For the first nine months,
sales were $564, 115,1:2:2,compared
with $515,694,78."3, an increase of
more than 9%. Nine-month net in­
come rose to $64,900,008, equal to
$1.24 per share, from $59,163,578,
or $1.13 per share.

AMF earning clip: American .\Ia­
chine & Foundry net earnings for
the first nine months of this year
fell to $1.3,119,000 or 78 cents a
share from $18,876,000 or $1.12
cents a share for the same 1962 pe­
riod. This follows a nine-month
sales drop off to $193,508,000 from
$289,840,000 last year. A somewhat
brighter financial picture was
painted by Miles Laboratories,
which reported record nine-month
earnings of $1.<)9per share, up 14%
over last year's 96 cents. This led
Miles to increase its regular quar­
tcrly dividend from 15 cents a share
to l 7V2 cents a share and also to

dcchír(• an extra dividend of :2%
cents a share, to he paid 24 De­
cember to shareholders of record 6
December.

Dr Pepper up: The Dr Pepper
Co. registered net earn ings, after
taxes, of $1,124,698 in the nine
months ended 30 September, com­
pared to $802,587 for the same HJ62
period. Per share earn ings after
tuxes were nearly $1..56, compureel
to $1.12 for the 1962 period.

Sterling sales/earnings up: Net
profit for the drug firm's nine
months ended 30 September was
$W,08:2,000, compared with $18,-
280,000 for the corresponding three
quarters of 1962. Current nÍJ1(•-
111011th earnings are equivalent to
79 cents per common share, com­
pared with 76 cents. Consolidutcd
sales for the junnary-Septcmber
period were $187,889,000, an in­
crease of 5.4% over sales of $178,-
23.5,000 for the corresponding 196:2
period. Reports. from other com­
pauics include General Cigar.,
whose sales set new records in
hoth the third quarter and the nine
months ended .30 September. Hnw­
cvor, net nine-month earnings were

CLUSTERED AROUND FOR HOWE
James \Vong l Iowe, one of the
world's top cincmntogruphers, com­
pletes last of three cmnmorcials
recently shot for Peter Paul, Inc.­
thi~ one for Al111011cl Cluster, The
others were for Mouuds nud Al-
11101111 jov, The spots '"''re directed
hy Phil Luudcck (l't~lltt•r) of Suther­
land Assot-iates, for whom 1Iowé
docs his cnmnrcrcial work cxclu­
vively. Asked why, after 40 year"
of feature films he hml become in-

terestcd in tv cmum1c•rdal photog­
ra1>hy, Howe snicl: ''My feeling
about connm-reirrl work is vcrv
strong. 1 find that thére 1lrl' litali)'
fresh l'•·c·ntiYl' 111i11dswo1·ki11g dosc­
lr togctlwr to procluq· in A short
space of t imc ¡, fihl1 th:tt tclk ü
story with many ~'l't'11cs of plu~tp­
graphccl imazcs. To use lllr cam­
cru IQ Jning tJwsJ~ inrngcs tng~>:tlwr
in All cxdti11g 11iHI he1fütiful mu­
ncuver is. ~1gr.t•at challenge.''

I

o.fl. Sales for J.anuary-Septernber Iii
advanced 7..19% to ~l nmM penk orf ll
.$49,419,18~, faom. ~46,1418,9!7:21fo!' ·
the same ¡mriad l~$t ¥1.>a,r. Net el'ttll, :~
ings aTnaul'ltecl to ~l ,7.00,039, eiru.~\l
to $L11 per eemmon share, eorni··
parnd with ~2,0lG,7:37, etrinil t'!Fl·
$1.30 per <..·<rm1nnnsliqre· for t.h~·
símilar nine m<'>nt1rn nf l.96r3, 1'J~.
])raekctt Campany ended its R~<i~l
yt•ar 30 &eptem.bt"r vdth r.ceon.l llít}(
profit of $4,251,000,. ~1gnJn of ~"i'fJ·
over .. the . ¡m.>!,Jeding ye<rr I1~t
$3,346,000. This was. eqo.al to :$1,.{~;
a share, agai.nst ~1.15 a \'ear:eaiHm~
Net sales tntaleel '~·l9;745·,IJ:.~;11·
agaiust $1:Y8,54.5,000in flséal I'f'J~~e
A Iargt' part elf the íncr(c'¡.ts(.' i:tt sttí~· 1

resirlted from hnvnrg O-Cedar pr©~
ducts in the line for a .full f'eili:r
against only fiye months hist y•e~t:;.
Curtis Pnhlishing: redtu:ctl hs lus~~'r
for the first Pine months <Yf 19.6;3: t.~•t~
$4,798,000 compared with $.15,4S'.1~1••

000 for the similar perror] of 196Jti. I''
Bullislr drug firm rep.ort: .R\irl1;-:1

ardson-Xlerrell sules 1u1d ear
for the first thre!.' months t>f
1963-64 fiscal yem: were the high€'it
in the diversified .<..lrugcomp.a
history. Omsolic.la.ted sales for
period ended 30 Sept.e1nb.tc'X \¥~t;~
$46,799,000, e<>m.¡Jated ,rfth ~4~.J,,,
046,00D last yenr. Net eatr1lítl~.

1,

a·f·t·er.. ª.·.f· l.j.ns...t.··m···er1.·t.·for..f.º.···.1···t. ·.··i~1·.·..··{·>I..·~..~•..:··.;r·······a.·.··· ..·...I: I ít ions, increased. 6 .1% to• s t,.364,Dllr· ..J

from $6.,939,000 in 19(!}2.Earnri:J~: j
per share were SL27 vs .. $LlS '~~~
share a year ag;o. President u:, aai
~lars<:h~1lksaid, ''.PrQIJ.detaty tlt~!~fi'
!'thicnl ph<U"1i1<1ceuti.c:als,vett'."'tina:ir,,
drngs, anil t1he1nit·alsuurl plastic-4- ''.',,
all ex.eept v•eterüniry drugs: J.J~l~
highn yo]unte fo tht' first q1t;Wt~.l\
He t. «...i..1..1ti<.>nc>cl h<hVt'''e1' that ttmd:tt~. .. ..· . _, ,.'.;.)..... , ·-. --,· .. , .··· ...,. _. __ .. __ ,_. __ ... ,
significance shonld not be ¡;ttta:dhlb\~
because of (1) tht' St'asnt:ial 1J:att:iít1
of the I>usines s an.d (2) th<:' fui:t t'l[i
allvertisiug cxpenditores üí\t' 11,vrf~TI
ally <Ü a low k'vPI irt tlrls ·{]~t,it1t~tn•1'

1l,
Ahilüsf ont>~fifth uf re•t!<ltl sttrm;s;hf,• '
km ging to the ~ati<)tta:l ll.t'tté:til:~}l(~t
clmnts Assn. •.víTI tlstt' .r~ulfriiíS• \l!Jiifi
n1njor atlv.c1:tI:d1t~\'eh Í<:'1e füf' 'Cbiti.l
úlú:s pn.>I.l)PtJ<ü1S,

A study <>f tli<'ntll~wstrn~xs·Cb:rit~
rn.~ts.plzt11s 1·0,·t'<Üt'.d t.lntt J9Í""'v, ~:i
llSL' raüln d lHÍJ~gth~·.hoHd~i~··i]y¡_~I
i1ing <.h~ys, (ls e.PnJ:t}a!!t'(.]?\\'itolJ fü
4.4C"'r '"ho 'Vil I 11 s~ 1111?tmp<1>ili~t
Ü<t'ili<:~s l.Yl'i .thr¥ít nutj(tl' int•rHu11J ..



;s.c.ott Paper prom:o·tes
'Stoc::ker snd c>thers
A'k1·Tti .•i11g rrn:m;1g1·r uf Senti l\1pc·r
é:u. j.UIH''S D. Stnck1·r h;1~ lw1•11
p.n1mokd to :uh 1TtÍ'SÍll1! .ind nu-r­
rli,111di.,i11g 111;i11.1ger. Strn·k1·r. who

jni 1It'd Scott ;1s
a11 .r s s í s t.r n t
product 111.111.1-
g1•r i11 I!J.)<i,
\\ •••..u.um-cl .ul­
\ c·r!io.;ing 111;111-
agc·r i11 l!l<iO.
Hurt B. Hm·11s
'' .1-; appointr-d
.rxvist.mt ad-
\1Ttisi11g 111a11-

1 Slodt•r .1g1 'I". ¡\!so pr11-
1 n111t!'d wn .• \\'illrn1ghli~· S. Dadc-, n·-
1 !.,ill ;11l111i11btratin· s•.ile-. ma11;1gt•r,
, \\.lio ;JS\llllll'S n-spons il iilitv for tlu-

i111. . I . ·I . . ¡· • I
,I ·fü•,,· ~ 1·n•;1!ct pos1tirn1 o s¡wc1a

•111 .¡¡~il1·., prnj1·cts 111;.111.1gl'r. !);ult• has
.•.11 ·\'.\t:trkrd ;1s cJ¡, isionul s.tll's m.m.i-

.1.!;1-r i11 St. Louis. Pit txluuuh, Lu~

.liigelc~ for 30 yl'ars. Otlu-r promo­
IÜ111s include Haymonel J. Cin in to
rt·tail .ulmiuistrutiv« salt•, 111;m,1-
l!4rr: C1•1írg1• E. \\'ilcll\ to retail
mnrkding 111;111agcr; Gordon E.
fkrliu to nort ln-rn rcgio11al s.il1•.,
11Mn;1gcr; D.ile S. Comfort to Chi-

, .e~i.1!11s;lles m.maucr: Hel'd \\'. lh-il-
íg,, Jr. to .\lilllH'•IJHllis divis ionul
!\¡'Jlr•s 111;rnager; james E. Beck to
4:s:s.ist•mt nn-rcluuidixim; 111a11a~cr;
1\Yilliam E. \ kClmc to :\1•w J('rs1'\
1Hstri<-t sales m.mauer und Frank
~- Jo1tes tn assistant product mar­
k~~tin~mur. in retail dcpartun-nt.

N.EWS NOTES

I

8lfa.1.Hc1n·~po1l'iordr ivc: \\'HKB. Chi­
~,J,~o._mnl th_,. St.mcl.1~d Oil n«. of
'~Hll'rl<.'nn Oil, han>, Ior tlu- sccuinl
ctü1sce11ti\"l' year. joined forces in
an ap¡wal for sports c'<p1ip11w11t Íc>r
Gl1kngo Youth Coutcrs. Tlu- cam­
J>ai:~11 consists of \\'BKB on-uir
:tpp1•als for coutr ihnt ions. asking
'Ir•\n•rs to bring sports 1'q11ipnwnt
~a tht'ir loca I St andard dc•alt•r.

1.it,1rrtk fciods new Borden subsidiary:
O:lcl Ln11clo11 Foods. Inc .. of :\1•\\
i"111rk City. and its snbsidi.iric«. man-
1tf.rch1rcr.; of spcci.i ltv prod nets.
1l~'ª''e lx-cumc .1 part of The Borden
Cl>., oper;1ting nuder tlw Borden
Fpnds Co. The product list for Old
London Fomh includes \klha

To¡¡-.t .11111 H1111111lo-.,"l11l"l1 l. '\11t:
t.:1¡.,." (li11t·-,111·d prl'!11·I, ..Di¡h\
dnodlt·..," (c11r11 d11p,i. '"Clw1·1 d11rnl­
l1•.,... (Cl11·dd.1r fl,I\ un-d corn pnllv),
'ºCh<·c·,1\\ irh," .111d ººClwc/ \\ .dli1"'"
\111,t uf till' co11<·1·r11".,prodttt r- .m­
'old uudi-r tl«- (>Id I .1111cl1111lir.111<1.
pri11cip;11l~ tlirn111..'.h \pc·n.dl~ fnnd
d1.,trili11t11r". '\o d1.111g1·, i11 111.111.it.:1·
11w11t, p11lid1·'· or ¡wr,1111111·1.m· 1·1111
tr-mpl.rtr«] for Okl f ,111ul1111

SaC'h\ hack: .-\ft<·r ;111 .rlM'lll"t' of
11111n·tl1.111 tlir<'l' ~c·ar,, S.1cli" (,)11al­
itv Ston·s l1.1s n-sunu-d r.u lio .l(h .-r­
t ivim; i11 :'\1•\\ York w ith a :N-\\ n·k
-.d11·d11lc 1111\\"!\IC:\. For :17 ~T.1rs
t lu: l urniturc: firm liad ath 1·rtist'd
1111 t lu- .. t.it iou. S;1cli ..,' \.p .. 11111ad­
' ntisi11g clir. St'y111011r F111~1·l.;u11
n1·ditl'd "ruclio 111on• tl1.111 a11\· otlu-r
;11IH•rti-;i11g uuxli.t" with h.rvim;
'\lt;1¡wcl th1• Sachs qua Iity i111ag1•."

Acl Council 'Cooclwill": The \dn·r·
1i.,i11g Council plans its first ..( )p1·r­
atio11 Cooch\ ill" campaic;11 in ••..,.
socintion with ;1 c-ouutorpart i11 a
forl'ig11 vountrv. In its a111111al r<'­
port, the Conncil uunnuucerl th.it

NBC FOR CHRISTMAS PUSH

/ l11111i11i1111f.'lrrrrir r11r1•- uill ••••,,. l1rú11
'' Cliri•tlll•i< 111fr1•rti•111c dr u » 011 \ H<: 11 .
/"fw •111111/ 11p¡1/l.111n•muruil ert ur or Íin«
lm11d1t •/ll>t< 1111th» "T111l1n ." ''T11111.d11."

11111/"."'1111,/11\•• </iou S. /10111i1111111'• /111\ 1111

th» 111'11º ".'111í./11\ •• pr ourmn u ith Frnnk
lll11ir. will ¡,.. ju«! ior :!:! n•.r»mher . _,,,,.,.
don .'/1r1flrr. e•t1·,·11ti1•' 1.p. of I >onrinim1,
nil/rd th» \UC l11n "th» m o ct mr¡rr1·«l1 r
prnm ot ion ,.,.,., put helvi ud our nm1pfrrr
/im· ..• Tfij, i111N<lmrnt •••. •/11111/./ rralh
/J<H 1111for""''' m11· 11/10 .<rll• l>omininn.~

~n111111l\\nrk 11.1'> lw1 11 l.11d fnr ,1

10111! .11h1 rt1,111c·111!11n11.il11111 1 llnll
\\1th < ~011.,1·jn '·" 1011.d d1· 1.1 P11lil1
< 1d.1d (\11·\ito) t h r o n u h w Iu cl:
'\01111 \1111 ri1 .111-. w rll !..'.•I ,1 rnor1
111ft1rr111·d \It'\\ ol 111111 '"11tlwr11
IH'i1.d1linr-.. J. \\ .d!1 I ºI l111111p\Oll .,
\·nl1111t1·1·r .1g1·rn·:i-.• 1wl l .1I\\ .ml (;
Cnl 11<. v_ p of ( :1w..,1·lirrn11.d 1-I'011d
i' coon I111.1I11r

I if c--.i11· pict urv: 'I lw1111 ol H<:.\'
l.111·,1 iuvt itut iou.rl .ul < .1111p.11l".11
"l1wl1 lwt!.111 tl1i., 1111111tl11-. •. HC - \
¡, ,1 l'.ir! ol Yo11r Lif 1·" B.1 ...1t nu-v­
..,,1gt• ¡, "the -.cDp1· uf rn11 u1111p.111\ ·..,
¡ll'rfo1111.1mT 111 111.111\ m.irk--t
.m·.1v. " 1·\pl.1i11., ILd ...trn1 C111fi11. 'iu·
pw.,1d1·11t. .11h·1·rti-.i111! .11111 ..,,dn
pn unotiou. "It pron·1·d.., thro111.!li
pron·d d1·1111111,lr.1li1111-.11f tlw \\.t~"

i11 w lueh HC.\ 1111'1·1\ or fill°' -.uch
i111t·n•..,h hi -.1111\\ t ln- 11111ltipl1·
poi11h of n 111t.1d \\ l1id1 ,1<:111.ilh
111.1k1· HC \ p.irt of t lu- \ Í1'\\ c·r\
n·.1d1·r\ lif1·," h1· .1dd1·d "Tl11h "1·
ck-mouvtr.it.: lm·;idtli tltrn111.!l1 tlw
1·rn1,1111wr. r.itlu-r th.m tl11"1111td1th1·
proclurr-r or vuppli«r." \l.1c.11i1w
i11s1·rtio11-. .ir« ~I'! \\ itli conuner­
<:i.il, 1111 '\ BC's \\ '011derf11l \\ nrld
n/ Co/or. J\\T i-, .igcm·\.

Ethiopia tourivm promo: Ltluopi.m
.\ irlim-, is ~p1111.,ori11c; .1 co11t<--.t for
tho lll'st w r it un; .mcl hro.u lc.rvt int;
about Ethiopi.111 ,t\ iati. m or tour­
ism. $100 ca-h ,1\\ .rrdv w ill lw m.uh­
to m.itr-r i.il puhhxlu«] or hro.ulc.ivt
lu-twer-n I J1111c l!Jó:2 .mcl ·11 \f.1~
HJG l. Entrit'" ,11011ld I)(' '1·11! tn
Cah .-rt-Stc.m¡v. I E. ,'J,1nl '-ii.. '\Y

NEWSMAKERS

H11111111Sr \Ill>. to c1·1wr.il m.111.1~1T
of 111.1rkdi1t!.! n•,1•.1rd1 of Clw'•'·
liro11d1-Prn1d·,. 111· ''.I' .. rn.1rkd r1··
,1·;1n:h dirct tor for Fun-movt D.1iri1· ....

Jrn 1'\. J- \.'''BF lo -..d1·' ¡H1mot iun
111.m.1~1'1" of \\ºmd11 ,11-r - \\ 1•,f!"rn
di\ ivion. ( Jliu \l.ithi1·-.n11 Cln-mi. .rl
C11rp.

Envv '11n
' in• prnidl'nl
Connick ~ Cn.

Jn,11·11 B. !-,1!IOI '\U" In' 1u· pn•,.
id •.11t of puhli« n·Liti1111-. .111d l nm·
1111111it-.l!i01l'• fnr t lu- C.d1forn1.1 JI)()-;".
¡t){j'-, \\ urldº, F.m

\º1'\'\l{O\llll, jll tn
.111d din·t tor nf \h ·

Ho'' H. \111111 H 't n to\ !U' pre,.
ich-nt-chn-c tor uf m.tr]« ti111! for Phil­
ip \loni' H\"\ _IO'\I \ ltl \in· prt -..¡.

dc11t-,,il1•,



WHAT'S IN IT FOR US?
We get ten minutes of your time and attention.
In that time, we can alert you to the unique
marketing opportunities for you in PARADE.
Your own answers to this contest will tell you
why PARADE makes your dollars work harder
-where you sell goods.

WHATS IN IT FOR YOU?
A luxurious 12-day trip to Europe for 2-or 1
of 1SO U.S. Savings Bonds worth up to $100 !
More important, you discover how Parade
Target-Marketing cuts fat from media budgets
-concentrates dollars where market-size
concentrates your customers.

THE ANSWERS!
Lean, powerful Parade Target-Marketing
gives you cannonball coverage in the kind of
markets in which your customers are concen­
trated. By targeting your markets, you cut the
fat you get in overweighted, over-rated media
big on figures, but light on coverage where your
goods are sold.

You have 7 ways to buy Parade-but an
infinite number of ways to use Parade. The
total Parade 73-market network, "Jumbo", hits
12 million homes. Studies show 2 adults read
every copy. Of these 24 million readers, an
average of 75 '/, reach each page, say independ­
ent surveys. Thus, the Parade Jumbo Network

brings 18 million people to your message.
Big-city marketers can buy the 20-city

Big-Top Network, sell 6,650,000 families,
80'./c in Nielsen "A'' counties. In 53 other key
markets, Parade Bandwagon Network brings
your message to 5,400,000 homes, 2 out of 3
in Nielsen "B".

Parade Western Network covers 2 million
homes in 14WestCoast markets. You can com­
bine Western with Big-Top or with Bandwagon
-or buy Jumbo without Western. just choose
the Parade network or combination that con­
centrates your dollars-tar.gets the markets
where you sell goods!

~THERUlES~
l. Anyone may submit an entry if employed
by an advertiser or advertising agency using
national advertising media, and who is in a
position involving the marketing or advertis­
ing of goods or services. Employees bf Parade
Publications, Inc., its advertising agency, and
other media are not eligible, nor are members
of their families.
2. Entrants must fill out correctly and mail
an official entry blank from a Parade adver­
tisement or one secured from a Parade repre­
sentative.
3. Entries must be postmarked by Dec. 31,
1963, and received by Jan. 7, 1964.

4. Correct entries will participate in a draw­
ing conducted by D. I,,,Blair Corporation, an
independent judging organization. Jud::;:es'
decisions will be final on all matters relating
to this offer. Winners will be notified in per­
son or by mail within 30 days of the close of
the offer.
S. Travel prize must be taken on date speci­
fied. Trip is scheduled to start on March 27,
1964, and return 12 days thereafter.
6. All entries become the property of Parade
Publications, Inc., and none will be returned.
This offer is subject to all federal, state and
local regulations.

:;I
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SWEEPSTAKES

155 PRIZES!
5 FIRST PRIZES!

TRIP TO EUROPE FOR 2-· ENTIRELY FREE
Including transportation from your home to New York and back!
Fly T\VA Starstrearn Intercontmental Jct to Milan. Italy. Then
enjoy any 12-day tour you arrange, for which Parade provides
S30 per person per day. Return to Rome for flight home.

. 10 SECOND PRIZES SlOO Savings Bond to each
150 MURE PRIZES! 30 THIRD PRIZES S 50 Savings Bond to each

110 FOURTH PRIZES S 25 Savings Bond to each

~--------------------------------------------------------~I
I
I
I
I
I
.I
.I
I
I
I
I
I
I

I
I
I

,JI 5 The only readers l'fho pay off are those l'fho reach your ¡d cv~om~I How many millions reach your ad in Parade Jumbo Networ~ '

I O 8 O 12 O 18l 111 e t-v ,{_1</'a~,____

J P!tAIL THIS HHR'f B.LUtK TO: Parade Tar2eMftarketin2 Sweepstakes, Box 145, New York, N.Y. 10046
a:.;----·-·-·----------------------- -- -- - - -- - -- - -- ----------- :J

OFFICIAL ~~E""{itge/2¡{/Q!Í;e/f!!j"SWEEPSTAKES ENTRY BLANK
(check box next to correct answer )

I I
s 111

6. How many d11ferent v.ays can yoo no,.. bu.1 Parade'
3 5 7

How many m Ilion homes does the Parade Jumbo Ne!wor~ reach'

o 2 o 6 o 12
2. What percentage of Big·Top Network hes in Nielsen ''A· areas'

O 20% O 40% r- 55''., , BOº;,
7 i'ihat is Parades great exclus ;e d !fer ence f on ot'ier red a'

regional brea'kdowns cíty-s1u only
choice of Nielsen "A" or "B" concentration3 How many rmluon homes does Bandwagon Network cover?

o 2.2 o 3.6 e 5.4 r 8.0
vou-~•"I~~-~~~~~~~~~~~~~-~~~~~~~

4. How many million readers does Parade Jumbo Networ~ eehver '
0 4 0 12 I 24 1'()$110~~-----------------~~~~~---~

® S•DO•!S~--~-----~~-~-----~-----~

jj



AGENCIES

Twin Nebraska video stations promote their three, cít~ market:
by bringing out agency re.sear:-chers for 'do.- it-1yo.urs:elf' l~ti:>:k

N 1·:1m..,si..:A's KOLl\'-TV, Lincoln,
and KGll\'-TV, its satellite in

Grand Island, arc pulling all the
stops in a market promotion pro­
gram which might aptly he posted
as "Ilow the East \\'as \\'on.'' The
stations are bringing advertising
agency market researchers to N.e­
hraska for on-site inspection of the
Lincoln - Hastings - Kearney market
because, according tn A. James
Ebel, vice president and general
manager, the three-city market has
not been studied in depth by
agencies. So far, four researchers
have been treated to the 400-rnilc
tour hy air and auto. They arc
IIden Johnston of Grey Advertis­
ing, Lois Yake of Compton Adver­
tising, Betty Leckncr of Benton &
Bowles, and Lucian Chimenc of J.
\Valtcr Thompson, all from New
York City. Although officials of
competing stations are participating
in tours of the arca, the expenses
arr- absorbed entirely by KOLN
and KGIN. #

liiJj... .

Explaínin!{ teorleing« of nen' 11Ílcf ear poicor plant' of Corts11.111é.rs Jii:¡1'tllt<' 'ftlJ;l~~erTl'i~!(¡ifi~
Lincoln; Neb.; for t"isiting f!.'lf,l.ftrtYpeopl.e [¡¡ Cht1rk Snsrf' {b?!r:.k 1."ft r:anl'eraJ...•C.titt,~flm'll!ii
community relations dir....TQ/dug fo. nil tbe chrtqih~ r1rr (!..rr Helv:11 loh:n"$!0.:1
media anulvs: for Grey Á<frertising,: Lois Yak«, Coitlpti111 Á<fr1rti'$:i11¡¡, ní't',d.fo
d irector ; J(OLIV-TJ' IKG1N-T1' v.p.·1J<'t1. mgr. A. J1w1r~~1~·&el;L lfolff1!r 111d'li?li(}JIJcJrJz zs.v,1;li!
mediannalvst Luciun Ch'i1111•11e: mid Duane Hohnan, salo» :irmuiiger [or fZjp ·t1:o:s:{:5fnf.'i1i

II
l:- ···-- =

u:FT, KOJ,,\.TJ'IKGJ.\".TJ' t•.¡i.•¡lc•n.mgr, A. [um es Ebel
cf..i.,cus~e.~nutrket with Arcrv-Knodcl ll<<'Ollllt c.\'Pc Jc,/111 Fl?·1111
aiul llonton. .\'.- lhnclo..\ mnrlcot roscarcher llctty l.11C'kt1N'

HlGllT., Com¡Hun's Loi» Yn.ke s/1ol!'1.~o.fJ h:er ;lith(ttJrnr~
1ni;'·'io11 irr tt1~"rliirtil:?<(pl¡. :J\'n1 )' to U~rl. Ct1ii11011t>~ ~Zf~,
]oh11ston ; l\'eh. Gcu" Frank IL 'l'Zo.f'Fist~t1.., tuu] ,.'!tdti:o:t1f'



What makes the listener turn the dial to your F\f station?
Q.uahty. And quality alone. Programming at such levels
~.'Íftüally demands highest fidelity transnussion. To achieve
su<;h standards the unquestioned choice of I>..now lcdgeablc
FM stations is RCA's unmatched Direct FM Transrniner. '
This system is easiest to tune and holds its adjustment best.
&Vhatcvcr the power class, you arc assured minimum J1s­
tertien and wrde frequency response. Such performance is

the happy result of RCA 's long background of pioneering
and achievement in the wonderful world of raJ10.

RCA designs and builds 1b complete line of tranvnuncrs
to accommodate stereophonic "1gn.1I-. and an SCA rnulu­
plcx subchannel. For complete technical det.ul-, on .iny of
RCA'<; Direct t·\I tranvnuucrv. -ce your RCA Broad••.a-t
Reprcscnrauvc. Or, wrue : RC:\ Broaden ...t and Tele' 1'11m
Fquipmcnt. Dept. DC-22, Building 15-5. Camden. '...J.

:--.:.11ncin Rudio

10 "'"'



AGENCIES

building. and returning tn .the ocean
where he disappears ~l!}aín.Anal.her
commercial uses ht.unexous cN.a;i-,
.geratfon to st1gg0st that fhe snIJje~l
regularly launders his shirt hr gm,,
ing. through .th.e car wash n11 híiSí
way to work

Dramatic demonstration ·- ;<\}.,
though not u0cc!)s<i.i-ily ~ts drau),ii!'f~~
as the above-.is the key to U'Siü:~
television effectivclv stws ~l<un·i~~
Berger, director of 'ddv~rtising n~d
sales prornetian for .P.billips·~"tl!ll'
Ueuscit Colors and a gqod fit ~lt~
not show u¡J \Vt'll on the st•1·ee11, L1'ff
says. Therefore, rhe straight mode;t,,
ling upprnach does little for tl1i'1
product. "It's terrihlv difficult to:
show fashion on tv. 'Ifs sQ nlt1dil
more than just slló\vfog '~fn<>utfft
and saying it\ ptetty.''

B('rner mentioned other \'1~t11::~· . ,·-. ·.. ·. ··.'·' ----- . . ,. ' ---:.·.·-~-
1Ieuseu c<\lllpaigns that took ;¥rl~
vantage of tv's ahilíty tn de111:rn;J?·
strute. For Centu1·~· coll.Hrs a scett@'
llf someone twisting and hll'ni'í;¡;.g¡
the tullnr was al.red...After'\\.·;H·ü~~l-ti?
collar v,·,1.s shovvü to h~·Jríst I\'~ b't~\h
ancl rrca t <is bt'fore,. Fot Aírx\:t¡t~tt~·1r~
shirts tho Yentfftrtiou was tlt•1:11'.!U:t·
stmred.

For ad vr•rtisJng of tbt• 360 n1ct:ttl!l!l\
shirt bowlers., füJ1enn1..~íl~ and 0gol1B:.
er~ were sb<Yw11hi a¢fiq11.

The c.·lot.hit.1<r índüstrv as <l \'\"..h~1}1'.is
. . .. ·.~· .. '·' ·· ....-•.-·' ····''· "·'·,,,_·.'.'·'--e

has incide Yery light nse nf th.e ·1mU1~·
~Hiun. Pt•rhaps this is hecan~o ntº~t
pt>oplt·ü1 the dotlrü1g b11siut>:S'sd.t:>:1q;"t
km>w· ho"'. to ns1· t\", l~er~t't l)tijJ."
gests.
··ron have to ha.,·e ü íllliin Étl'

1nilu.l . . . a concnpt <>f hó\'\' or ,~far·
1n·ovl(· will <·nj1:>y the tc'lüthin~;,'' :h.1~·
.11<J)·s.

Pllillips-\~no Llet1so11 Jias h:e«;'J'l
spc•11di.11g the· "rmijnr prt>ptn7H0:1r ~ff
its tu.I b11dget in tv ·with ~'vrúl:''Sl\'1\Jl··
pIom e n tar y ¡.triüt :<:í d'\'<'t't í:,¡¡.'
Spvudings iü spüt rt fa'5I" the "
h~üf of lH6.2\Yt?t<' $'571,:200, fa1 l~!,l,
~'486.:2(.Xl. ._,

CLOTHES COMMERCIAL.S NEE.D ZIP- 1 r
I

, II

Adman for Phillips· Van Heusen shirts claims the plain modeJUng
approach is ineffective for advertising clothes on television

e L<>TJlES can be cílcctively aclvcr­
tised on tv, Phillips-Van Heusen

is a strong supporter of this idea.
Over the years Phillips· Van Hensen
has been using tv heavily, both spot
and net. It is currently running a
saturation spot campaign in 120
markets through Crey Advertising.

The commercials demonstrate

the wash and wear qualities of its
shirt lines with surrealistic, butdra·
matic situations. One cornmercial
pictures a young executive emerg­
íng Inllv dad from the ocean carrv-

L '"' ..,

ing a briefcase. He strides into his
office in midtown Xlanhattan with
his shirt dry and wrinkle-Free. In
the evening he is seen leaving the

To portray wash-wear qualities of shirts, Phillips-Van Heusen used dra,ma't:lc S'C'flijé$

38
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manager see·n
of future

Maverick
man'

Satire predicts rise of hard-driving innovator

·'·'T. , II>,,·., .ilr-rt h u s in1·._...•11.111 ¡,
l1111k1111! .rt .di hi' n·l.1tiom­

puhlic, fin.uui.r], p1·r,n11111·l. ,¡ud.­
hold1·r. couuunnity , \!O\ vrunu-ut ,
ctv.. .111d wumlcr im; ii ton 11111cli
conl't'rll with tl1t_•s1·n·t·cnt n-l.rtious
on his p.ryroll ha:- 110! "Pª" 111·d .1
new kincl ¡1f m-putism."
So ,.,t.1ks \\'illi.1111 Safin-. lw.ul of

lri» own '"" York public rel.rt i111h
firm. i11 the lead artid1· i11 the vnr­
rt·11t ¡,"•"' of Tlu: Publi«: Hdatio11s
~hwrf('r/y. This "m.ivcrick mana­
~N .. is ;i "h.rrcl-dr ivim; i111111,·ator"
who lwlien•s i11 11si11g conuunuicu-

1 tiu.11s to affect publics rather th.m
1..nl'reh to n-uct to and ddend
~i!!ainst outside pn-ssun-s, lu- e011-
(i11111•,.Thv ris1• of this tqw of hu si­
ut-ssm.m 111.1~soon oust the "Oruani­
t..Hi1111 .\l.111" from lop t•wt·11tin·
c·irch·l>.

l11steml of the functions 111m· d1·­
fint'tl in h11sirn•s., communic.uious
pto!,!;t;tll1s. S.1firt· cuvision s ..mis­
sion-..'· which would s11rr111111d a
¡')rohl!'m and focus on it all the uhil­
iTirs. of a company's st.1ff s¡wd.1lists.
~mrnn.1mli11g tlu-m would he a
"oommuuications g1•1wralist." .1 man
Lnniliar with the tools of the s¡w­
ct1li;;(s and with the know-how to
h,•ud them in a group to solve huvi­
m~ss problems,

1'1H~same issue includes an ar tide
h~· Irwin K. Tevcn, vice president
nfTht• Public Relations Board. Chi-

1 c.1~0. I le outlines some of th« steps
public n-l.rtions practitionrr s can
t.1kc to dt>al with "difficult" clients.
fh· .1lh ocutcs and dr•fitws a "luxl­
\\'hlc m.urm-r " that smooths the \\".I\'

,,, lh·n irr.rtiunal hoh.rvior occurs 0;1
tJu• dit·nt's part. and ~11\.!\!:t''-I" more
(•ff t'd i\ t' communirut ion hl'!Wt't'll
t>t·)unsdor and client, Ircqiu-nt .mal­
~~Í'Suf the direction of .1 prour.nn,
.11nd strvssint; the group com·1·pt.
"xlrkh ht• frcls is ;111agc·nt'\''s real
,.,.trt-u !!;th. ·

E?t1blíc relations education suffers
11fr1:ltn sorne sever!' shortcoming'.
'''~" John ~l.1r"sttm. assistant dean.

Collt'\!«' ol Cn11111111111t-.1ti1111\rh .1!
\lid1it!.111 ~t.11<' l ' . i11 Iii' .rrtul« 1111
.1t'.1dc·111Íe tr.uniui; tor puhlu- n-l,i­
t iouv. I le· ft.d, tlic· 11111,1 ¡m·.,.,i111,!
m·1·d, .m: tor ( l ) a co111ph-k hihli­
ugrapl1\·, ( ~) more tliurrn1d1 .111d
111or1• crit ie.rl t\l\t' ...t11dil''.», ( :3) .1
h.1..•ic film .ibout p11hlil- n-l.itiou-, to
rqilaet> on« 13 ~1o;1rs old. ( I) hvttvr
íl'\l'ard1 into 1'\ .rluut im; n·,1dh. (.))
c·~tahlislmw11t of tlw l'thic.tl h.1:-.i-..of
puhlir n-lation-, i11;1dc111uu-.1c~ . .,,

Oswald to executive
vice president at GMB
(:c•nrl.!t' ( ()\\\,dd "!°' IH o II II YllH d
1•\1'< 11!1\1' \ 11,. p1c'\td• 11t uf ( ,, \( r
\lore·~. B.dl.1rd, ..,¡¡, ~ • • d111 • lt1e 11urd
J. 1'.arrtt kcr w ] 1q held II11 1~ ''t ! rr
thn··· :-l'o!h pl IHI ¡, 111... I 11 dr"n
1.•...1 J.11111.11~ .I' p11·...1d1 Ill 111 !111
.l~l'lll ~.

~h11rtl~ .dkr I .u r n l, r ID••"- 11\1 r
t ln- lu hu, ( h\\ .dd \\ ·'" 11.11111d '" 111••r
\ 1n· pr1·,id1·11t .u 1mint m.111.1 ,.
11w11t. \\ itl1 rr-...pn1...,didtl\ I• 1 .I''• w \
rd.1IÍ111t\Jrip \\ 1111.dJ Rh t lio llh l h­
t'Oll!i111w ..• thi...rr:•.•pu1.,,,il11ht~ ,¡-.. 1'\·

c·1·uti\ 1• \in prnidn1!.
\\'1th tlw .11.!1·11n,¡mq Fdirn 1n

ll)fil. (h\\,dd Iirvt ....t.ir n-d "" ,,·rn••r
\in· pnvidc-nt '' it h 111.1111fq''Pºll'I·
lulitv lor t lu- 1·,t.1ht. ...h111111! .111d to·
orrlin.rt iun of t lu- IH'\\«'r n·~11m.il

office·'· I It· 11.1-. lw1·11 111 l h.1rt;1· uf
this ftlli1H.!·Ollt uf tl«: .1~1·m~ ' 11.1-

New powers guide commercial empire

The sprnwling 2íi-acn• ~Iudio of
the Alt•\.nmler Film Co. in Colorado
Sprim:.~ has jmt been houcht h~
Keith Vlunroe, prevident of t he out­
fit for the past si\ vcar», ami three
other finanl'in~: Cortlandt "· Did­
h-r of Den' er: F. Vl. L:1k of San
.\ngelo, Tev.. ami J. O. Olt·,1111 of
Sterlini:.. Coln. The latter threv
were nauu-d directors. 111 the ucvv
t'\él'11lin· \lí.l-up, Dicf h-r ¡, chair-
111a11 of tlw hoard and chief ev­
ecutiv e· olficcr ; (>lt.·,011 ¡, t'\l't llti\ t•

vice president, J,¡1k ¡, vice preví­
dent: ami F. w. \l.1rlit1i: ¡, 'ice
1>re~idc11t anti controller. \II plw't''
of Alcvautlcr'« lit Ii' it it•, are now
hciu~ hroadeucd, ncu1rdi11i: lo
Vluuroe, and a who II~-o\\ ucd Ca11-

adían ,11JHidiar' lo he Luo" 11 ª'
\ln:mtla Film of C.11u11la. I.Id .•
ha' been Ioruu-el. \lt·'\:mclt·r ern­
pion about :200 ni tlii, ( olor.ulo
~priui:~ ,1uilin and Jrn, 'lafft·cl ,.1le..,
office' in .'\t•" York, Cltit.ii:o. Dt··
troit, "'· Lorriv, a111l ~.111 J11.111. Ii
muint.riu-, rcprc-eut.rt ive-, i11 other
111.1jor rnarket- throuuhout t he
corurtrv , .\lc\.111dt·r lm-, rru·uih
conrplct cd h couunercial-, for
Cite\ rolet , Plnllip-, • 1.1;:· I'out rac,
\llwrlo-Cuh er, Hamhler. Ikll ,\;,
I low ell, I'Iv mouth, Vlcrc urv , ()11.11..­
er Oat,, Kccpvakc, "e' en-1111and
mauv ot hcrv. \i11n· Jilt.II, 11 ha-,
w nu vorm- three do rcu :n,arcl, her e
and abroad for Ilie t"\u·llt·11t e of
¡¡, tv commcrr i.il w ork.
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Agency chiefs in driver's seat

Checking over fire truck recently purchased by WSJS (Winston-Salem)
for public service use arc (l-r) Austin Carr, v.p, of Long, Haynes, Car
Advertising; Bill Porter, president of Porter Advertising; and Chief.
\Villiams and Chief Hastings of Winston-Salem Fire Dept.

!.•.

tioual services and has also had
much to do with development of
specialized services, such ns tlw
Food and Grocery Division. He be­
came a member of the hoard and
was subsequently elected to its C.\­

ocntive connrrittoo during his first
year with cxm.

Bcn-Dror Gary

Ben-Dror, Gary, Bach
named K& E veeps
The hoard of directors of Kenyon
& Eckhardt have elected ;\ liehacl
licn-Dror, Alfred Garv and Dnrvl" .
Bach vice presidents of the agene~.
Ben-Dror, a senior account ('\­
ce11tive, [oiued K&E in H)60. l lc was
previously assocía tt>d wi th Ogil,·y-.
Bt>11so11& ;\father. Cary, "ho is a11
aecon ut oxcou tiH>, Lwgan his eareer
in HJ59. Bl'f ore that, he was witl:
G. :\!f. Basford. Copy xupervisor
Daryl Hach, previously copy direc­
tor of I lodge & I'robunclk-, B<>~to11,
joined tlie agc.•ncy in 1CJ.38.

NEWS NOTES

C-E now in Chicago.; Effective l
January, the 52-ycnr-nkl firm of
Campbell-Ewald will establish a
Chicago division through the ac­
quisition of l Iíll, Hngers, ~Iason &
Scott. Ivan Hill, pn-sidcnt of the
Chicago firm will become a senior
vice president of Campbell-Ewald
in charge of the Chíe<igü division.
Accorrnts which will he handled
from that nffice include Beatrice
Foods (Aleadow Gold claiTy pro­
ducts): Universal F<lods Corp.
(Hed Stnr Ycast); Hosarita Mexican
Foods; Hobert A. Johnston (candy
and cookies); College Inn Food
Products; D. I l. Baldwin (pianos
and organs): Edward Hines Lum­
ber; Northern Illinois Ca!\ Co.: and
Anr-Bcrn Phannacal (division of
\\'ander Co.).

Car account to Cli.nton E. Frank:
Toyobi ;\.Intot will ntove from
Compton to Clinton E. Frank/
\\'<'st Coast this January. The ñnu
is ranked ().) an1üng {olTi~n cor­
porations by Fortun» i\Jagtr;z.i11.t• and
is the largest antmnotive nranufnet­
mer iu llw Orfr·nf, prmh1eing ov-.er
:300,000 ,·ehich·~ aní1m1Ur une] c:Us­
trihutiug in 75 ('0111Htiesin adthtio.n
to the U.S. 'l'hiS' neconur i.s tlrc fir,-;t

licw one for the ng..enc~follo'l;\rin·g
a rcc1Cnt m~<trgeI" in ,_,;hich Fr~k
acquired Tom Lovv&y & A:ss:cmiat.es.,.
Los Angeles. "Lc:,wey .lms been
uarrtcd a seuitJt vie.e µte.dd.tfi'l' .<ff
the new agen0y and will perso11,,..·
ally supervise the Toyota account,
which plans to expand distdhu.tio.n
of its "Land Cruiser" into the mi.d~
\\·.est and soutlrcasteru U.S. Plans
also call for introdnction of :R

totally new line of passenger \'e•
hieles soon, \\'ith this ªmhitit'lUt$
program--whiüh ínc1lndes a ''scrb•
stantial increase" nf Tnyuta's :$40.0,.-
000 ad budget in 1963 - co.Jnpa:n}t
wn.ntcd a "yomtg, >ctggrcssh'e Mlv'.ér',.J
tising agency with people wlrc ha~.
experience in the mmke.tíng of;
automotive prorlnets."

, . .-1

,_!]

~(

Hcciprocal a.grcemcnt. signgcl: Vídeé'
Pictures Inc. (VPJ). nrrd Hobert
Lawrence Prnductíons (Canada~
Ltd., agreed to mntuul. deal where-·
by their fadhties and personnel Hrílf
be avaflnblc to each ether. VPI w;i'.l~l
represent BLP on Cªnadian \\'O:~ll\;
done in the U.S. and, in turn; H.L.)1
will represent VPI on Arne'ri¢al);
work done in Canada .. The hvn or··
ganízatíou« will c'.'\cha.nge' creatí.ve;
viewpoints, philosophies., spcci£Le
market íufm:mation and c.'l\péricn~.,,
use of fodliti<.'s~au(l ,,·her-e nt)11l!(.l.~,
abk, persomrel - for the mutti~l
benefit of their eompurríes and •thf;li:tr
clients,

.
4.1'

,,.;'.

•.,

Insurnnee firm appoints lo<)ó'.1 ag~Jb•7
e)': Tucker \VªYne has bee11 ü;Jn't~cJ;
to_ ltandlc the region~1l ::tth'ertís0i~~;
of the Soutla-Üentrnl Herne CJffim
of The Pn rdentral Insurance Ca. •©f
Amerfca. Tucker '\Vnync will fo:~
rrpresenting Pruckritüffs n¡1tÜ)Q'-~h
ag(.'11cy,.Rench, HcClírtton, •v11hi~la1
d<Ws not h<w<:> ¡) Immel: office: i111
Jat'kson,•ille. Th« South-Cent;r!illl
Llnnro Office and llc-n'C:h. ~.J:oCHntQ):).,
have bcf•n repn.}s.eJ1t<c'din J,tlC,k'$~0'.··
,. Ille hy B<1coil. Ih1rt111nn "&. V~lll-"
hre<:ht .. Acenunt supet\'isor ~~dllh~
ThmtHls P. \Yrígbt, Tucker ~.~\r~'ü:é:
senior dee pH'~ülr-ntin charg~ ,df
the [acksunvíllc affi.ce.Otber ·rroé·df·
appointments ínch1dc Saftg:.tf'.!10
Eh.'ctric Co. to \·\thíhi.s:-Ut¡\lUchim~ tit..

-·- .. -- ·- ··«... '. '.J,. ,. - ---·--- -- '"

l .ouis, Tr(•.as.ttl'(' Cay 1.ltlv·ehr1w11'.t<1U't
l,t<l to llo:h'Qrt S. "fa·pHng~,r .~..£\~~I:~
áh.'$ for int!..'·nxatimi<Jl Hubli~ t~t.~···
·tiü11s, puhlic:;ify filnd pnmil<t.fÍt)~'l~
Trousurc Cav is; a real. t'sta'tc ;d~
,·dop;11w11tlo~ntc,'d01) Crnn:d A}iiJ.l?J.@
Island in the H¥lh1l\i)zl~; S.t1.ill~.ti.~x:.~



ol Pitt-.l111n~l1 lu l\t·Jd111111, \lac­
Lt·od & Cn>,e; Ah .1-Tr.111q11d
Corp., Clik<l~n. to Ilolt1.111:i11-l\:ii11
.~tkc:rti-.iu).!, Cliit:.1t!o. from Hrunm-r
él I l,1;1-., :\BC H.1dio 7\r·I\\ or], to
1&n1ith-Grccnlnml, front ll.mi-,
lh'c•il11n ,\dvt·rtisi11t!. :'\.1tio11;il Cap­
itol I .ih- l nsur.mce Co. to Eml'-.t
\A'Hli~HH Gn·l·nf:l'ld; :'\.1tio11al Fl,1\­
s.eed Pn1rcs-.ors Asvn., org;a11i1atio11
i1r s11pplil'rs of 1il1t'!'tt'l'd oil to tlu­
(?·lint indust ry. to Ktrkl•r- Pct eP.;011,
1'.lin11t'.1p111i.... Budget "ill ht• ap­
vrmini.1t1·ly $200,000 a ye;ir for till'

IJl~''.\l O\'l' yvars: \\'isco11sin Fi1w11n·
Corp. ti> Cooper, Strock & Scannell.
Tlu- Black ami Decker \.lan11ractur­
b1~ Cn., consnnu-r products divi­
!ri1111,to tlu- SCI Didsion of Com­
!rltl1:1it·tl!io11s AHiliHks.

f~,nd~t:·l to Lu,·t·11Mm: Budc¿;d Hent­
a-Car of ?\i·w York City. lias u.mu-d
!hi• L1n•11s1111 Bmt•;u1 of .\th ertis­
iTlt! of :\P\\ York and Philadelphia.
¡i,.;, its alhvrtisi11~ <l!..':t'lll"~.The- firm .
now o¡wratin)..': in 100 lorati1111-. from
(•oast-to-coast, opens it-, :\e•\\ York

11111:uJCices at ~:l02Scco11d hl'llllt • 011 l ~
~on·mlwr. It 01f1•rs .1 full liu« of
n•11tal cars. both compact aud full
s'ilt'.

l:\N'O new out•-. for Grant: Grant
A.dv•(·rtisiug. Ltd .. ha1<> hl'l'll uanu-rl
n;.unt:.·d to li.uulh- Sahl'na Bckian
\X'o.dd Airlines throuuhout the
. l,'nitc.•d Ki11~dom and Ein·. This is
th:P first major ill'l'tHlllt to he ne­
lfl'lin·d hy Grant since L. B. Simde­
tou, LAd., rnerued with Cr.mt ..\d­
\\~·rti.sin'.!, Ltd .• 011 I September.
Gt;,:1.nt's D11rh;111, South Alr icu, office.'
;\lsu picked up a new aLT01111t. thi-.
l:lt•ú1g Com Products lkflning Co ..
(~ ..\.) (J>t\') Ltd. Tln- ;1gl•nc\· will
harulle tl;e advr-rt isuu; for K11orr­
S,.viss lust.mt Culx-s.

O:!irnpton llll'f~l'S llawuiiau r rm:
Tiu• ~l'\\º York agency. i:;c1wrall~
nu:'lk1"d 10th among agl'ncil's w it]:
n11<1r11atii111.1lbillings. has made it­
latt.•sl cvpansion i11 I l.iwaii. Comp-
11.)'j> p11reh.1.,1•t.l a subst.uui.il iuten-vt
ht Lt•11 Can-v, Im· .. I louolulu. Tlu­
nc3illl'of the :1ge11cy will h1• l'h.111!,!ed

1tu Cc1mpton-C.1rey. lnc., with C.1rc~
tem.1ini11c¿; its pr1•-;idr•nt .uid hec11111-
1u1;tt •.I vice pn-vidcnt in Compton.

h N-~'t-.·Seattle shop: l l.irrv S I'e.rr­
"ÓH .-hh·r.rtisin!! has opt'11cd ih
dQ:ots in the Scaluiurcl lhuldinu
Pti.ndpal" are 1larr~ .md Sallv
P1-.arson. who n•t•cntl~· n•,ic¿;1wd

l n nu H1d1.1rd H l l.uri-, .1i..:•·111\
t ln-n-. S1·\ 1·r.d .1t·t·rn111h 11111\1·d w rth
them. i11d111l111~ :\nrtlwrn (.rn •..•1d1
d.itnl .virliu« •... \l.1,k,1 ( "0.1-.1.d I]
Ji, ,\ irliur-x, Edl·r•·r ( '.nrp .. l 111\1, ..,r­
tv Book •.•ton', \ \ 1·•••tn11 (>pt ic.rl D1-.
1)1'11\.1r~, F<1mwr" \111111.d lu ...nr
.111L·1•, Il.m111111 C.d1i1ll'h, ~tndl1
T.11.:om.1 \I olor Co., .1111! Bc·.1ri11~
S.d1 ., & St•n in·. The t>t ·.1r...011'>
origi11.dly liad t lu-ir m\ 11 ~1-.1ttlc·
a~1·m·~ i11 l!J l:l, l.rtr-r i11 llJ:l I 111-
eorporutiru; it ª' tlu- \kC.1rth~ Co.
of \\', •..•hi11~to11 i11 affili.rt ion \\ it h
t lu- Los .-\11c¿;clcs-l1ascd firm ol th.u
n.um-. TIH'\" t lu-u ll'ft .\h:C.irtll\ i11

Ju11l', tmn. Tlu- 11i11l'dic11h mm nu;
with llu-m hnvr- re111;1Ím·d t·n11st;11tl
thronuhout all í lu- 1110\'t'"·

IH l\:C: 1•\p;11uh: "i.111 I 1 11n l\c 11
lw,C"d Bot..fonl ( 011.,t.11it11w (\
( :.1nl11c 1 Ii.I\ o¡w1wd .1 f1dh •.•t.dlnl
I.o •. \111!1·lc·\ oll1n· .!I 1717 '\nrli1
Ilt1!,ld.111d \\ !'11111',\\ 1tir IW\\ h · .qi
poinlc·d \ p. I l.111\ Hoc• Ill t l1.1rl.!c'
I le· 11.111lu-ld tlw '>.1111•'pn-.1111111111
I ,o\ \11i:;1·lc·s for ~w.1!llc- h,1..,1·d vl ill­
r-r \l.1d ..1}, I Ion k é.: I l.1rl11111',

\\ l1id1 nTc•11tl~ 11wr~c·d \\ ith \It
{ :.11111-Eric:k..011 011 ilw t·n.1•.•1. Tl11...
l.11t·-.1 c•\p.1m1011 111.1kc·-.B<'l\;(: urw
of tlw Ít'\\ co.i-.t .1~1·11tIt'\ \\ ith
ollín•\ i11 Sc•;rlllt', ['ort l.u«]. ~.111
Fram·i:-co. ,111d Lo., \11~1·lc·\.. \ \1d1-

''di;ir~. Botl<>ford C:o11•.•t.mt iuc- l n­
tr-rn.ttional. Ji •• , ,111oll1n• i11Toi..~o,
pin.. affiliall·., 111 111.1jor cili1·'>
tlirrn11!l1011t t lu- w or ld. 111 tilt' 1·.ist,

- '

KRLD-TV could well

be the keystone of your

advertising expenditure budget For

not only can we tailor a schedule

to your specific requirements. but

we can also get your message

to Texas· most in formed. best

entertained - most discrtrnmatmg -

televisron audience

Find out for yourself.

See your ADVERTISING TIME

SALES representative.

ii



AG ENCi ES

BC&G accounts are serviced by the
recently formed Botsford/de Gar­
mo in New York. Only last June,
BC&G absorbed Cappy Hicks &
Associates in Seattle, adding $1
million to its billings, now totaling
around $10 million.

Words and music ... and pictures:
Selling Thru Sound l nc., now in
the radio and tv commercial field,
has changed its name to Sonny
J layes Productions, Inc. Offices re­
main at 141 East 55th Street, New
York, New York.

Business perks at Sarra: The tv film
commercial company that has un­
dergone a revitalization program
in the past several months, has
turned out in the last few weeks
commercials for eight new clients
representing as many different
kinds of products. Among the Sarra­
produced spots is a ouc-minute
commercial for General Tires Silent
Safctv snow tires, which starred
comedy actor Paul Ford. D'Arcy is
the agency. Using the stop-motion
technique arc Dubonnet, through
Norman, Craig & Kummcl, Beads

O'Blcach, via Edward H. Weiss.
Other new Sarra clients are \\'in­
ston cigarettes, (Esty); Jergens Lo­
tion (Cunningham & \Valsh); \lill­
brook Bread (~'kCann-Erickson);
I !ills Bros. Coffee (Ayer), and Dris­
tun (Gnmhinncr).

New Wade affiliates: The Chris­
tiansen Advertising Agency, Chi­
cago, will affiliate with \Vade Ad­
vertising on the first of the year.
H. E. Christiansen will join the
latter as vice president, bringing
with him the Consolidated Papers
and Outboard Boating Clubs of
Americn accounts.

New York agencies combine: Karn­
cny Associates and Doynow-Stone
havo merged. Kameuy Associates
will be the name retained and
merged firm will locate at Kameny's
present offices at 35 West 45th
Street. All key personnel of the
Doynow-Stonc firm will join the
Kameny staff. With the Doynow
billings, mostly in housewares,
hardware, and home furnishings
clients, Kamcny Associates now
hills in excess of $.5million.

~~~~- -~~~--- ~~~~~~~~~~~~~~~~~~~~~~~~~~--'-~~

RADIO AND TV

ARE
~VI
IN" ARIABLY

E.

.FFECTIVE

BOTH REPRESENTED BY THE KATZ AGENCY

NEWS MAKERS

Romx jonp,.\'S"f to vice president at
Hobert Otto-Intam,

TAL B.1Pi>sto research project su~
pcrvisor of Kenyon & Eckhardt. Jo~
st.PH T. fITZGI~.llALDto art director­
prod uccr, H0th were wíth Dancer­
Fitzgernld-Sample.

S. J, lhnzw1LLEH to senior viQ~­
president of Trxl Bates.

Vieron A. HE'.'f'.'.'>n:rr to chairman
of Marketing, Advertising, Puhlía
Relations and Belated Service C01u­
mittcc of the British-Amcrica.ñ ,,
Chamber of Commerce, .replac1n~ Ii:
Commander Edward Whitelrend a~
Schweppes. Bennett is chairman o.E
Pritchard, \Vood.

JACK HELLis, JR. to director ó~ • ;,
commercial production and visl'ía];i
communications for D. P, Brnther~,,I ·
Rrcnxne E. HAX?ALLto asso.ci.atc;cl~,-, 'I •,
rector of the racho and tclcvisierr d.e.·· ,
partmcnt,
joux SHA.\\' ro accourtt exeCQJÍ~§!l

for Fuller & Smith & Ross. He X:<sf:llk~

vice president in charge of market'-·
ing for Bon Arni.
Hournr DusEK, LEONARD B. c.~,.

BIN nm! Tnoxtas G .. IL\GA:N to Yi,e~
presidents at :\laxon.

H. DREw FLEGA:L to director :ci
marketing for Daniel F. Sullh1t'n:t.
He was director of advertising aon:
public relations at Ocean Sp;l;;tl'
Cranberries.

J. HussELL ~JcELwEE, JR. to ·tt'G­
count executive with the Charh:it:m
office of Cargill, \\1ilson and Acn~,~.
Previously, .he was director of h;x¡;}ª[
nnd regional sales for wsoc.rr,
Charlotte.
Bsxsox H. füELEY tu vice pr:C!lilt­

dent at Compton.
STE\'E~s P. JACKSON te> cxcc:,n:~i~e~

vice president at ~fctlis & Lcb<);~\'t
JosEPII L. Kosrierr, Jn. to a,ceoxmt\t

executive <itJ. M, ?\lathc.•s.
DONALD D. Jon.NsTONEtodircet;wJ?

of marketing and research at. B:~!i~~~\¥:;;
Tripp-Foley .Fhiludelphi«, He ~~itl.81·' . .. .: . ..... •1
formerly with Ted Bates.

JmL'\' \V. Axcus, Jtt. to a,ecc1X1:1!tt:
executive at Foote, Cone.& Hc;ldl1l~
He \\º<JS prt'\"Íüusly president o£ '.th~:
Dolcin Corp.

PAeL R Hoss to hus.irlcss r11a11ai$i,m1
of the radio <1JjO television d.c>¡!l1'1df'
urent of Ba ttcn, Barton, Dnrstiü~·~,
Osborn. J le was adminlls~í'!'i't;¡"~t
manager of tv nctw.ork s;J'lp~ ;trh
NBC.

.,,1
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I pnzzle:

Rosdta Stone, :1 part-time employee in
W.MAL's Hookke-opi mr Department, took
a 1.•okt' break at lu-r dvsk one afternoon.
Uufortunutr-ly. the coke spi llerl, drench­
ing- some ligures she had lwPn working­
on. When it \\''1S discovered that the sod­
den leftover constituted the only written

1 fl'l'onl of n n important transaction, it
1 JPII to John Curtin, F'iunncin l Account­

ant ami nilling- Certifier, to provide a
solution. Heading hctwcen the drops, he
~vas able to decipher the Iollowirur : >­
Can you help him reconstruct this prob-
lem in long- division so \\'C can get back
on our rcgulnr billing schedule? Cries
<)( delight and a small material reward
1\:ttillcome your way.

* * * '°' * *
l Solve client problc nts with a daytime
spot proqra m 011 W.lf AL-TV. trlterc
e1·.ery da!J is ladire' day. I nformat ion,
neto», special features, quiz ,o.;Jwws­
Ú(i'll111t'd toward the finis who do the
b11ying. Ila rrinttton, Righter & Pa rsons,
inc. can gir<' uo« the latest dope.

Puzzle adaptation courtesy Dover Publications,
.New York, N'.Y. 10014
}hldress answers to: Puzzle ;;!:>O, W:\IAL-TV,
'Wnshi.n1;ton, D. c. eooos

w·w·, ··, .... ·.·I tvS''' '.
-L ...• ;····...:·.·lll·· .. ·..·· Q.·.· ·., • · - . :.....••..•:... ••· ...··...··>\ '·';/ ··: ··....:· .. · ..•·'· ·.. ,. ... ··,. .·' . ... ···... ·.. ·.. ' ·.. ·,·.' ''•... " ··...:- < ,..-·I

' . . . . . . .

Evening Star Broadcasting Company
WASHINGTON, D. C.

XS3
XX9)6X8X XX

XXX2
X9XX
XX4X
X.<4X
'f.XX'f. '*

• ()k. 1r "" or.;1¡.:; f /j. I.Mo I· o~, f rr.q Mfe~d I í I a
"" meral» <II d If • ,¡,._ I •al ".,.,,. ., " r 1 A <d "'
'" .'p.m P ar-oftn d r , \ Ji H' ! ,,, ~, P. ,g£ ~ a
l>il '" mok,. •I "ll"!f [or !II " t" ""1 e t!\ • "~

Represented by: llARRl.VGTO.V, RIGllTER & PARSO.VS, Inc.
i\Jfi'liated with WMALand WMAL·FM, \'¡ashington, D. C.; WSVA-TV and WSVA. Harrisonburg, Va.
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Unusual response to video is reported by Victor Turner, Bruning's advertising manager

--- - - -------

THE CHARLES BRUNING COMPANY
BRINGS YOU CHICAGO BEARS FOOTBALL

see the BRUNING COPYTRON in action during
the Chicago Bears pre-season football games

CHIC.A.GO vs. NEW YOllK
A ~Y

CHICAGO vs. WASHINGTON

\._ CHICAGO vs. BALJIM(JRE~' , ,

WBBM-TV gave support to Bruning sponsorship and football games v.ia newspapers

11

TV MEDIA

Tv' ,boug
Spots for Copytron r~¡

T WE.XTY n:'.Al\SAGO~business pro:d-·I"'
uct 1nantrfactürers beg,an buriT1~:. L

advertisements in nation;:tl consu:m-
er rnagazincs like Ttme. The id::eJi,•;:i
was to use these pu Irliea tions t1i>.
reach a hroad, new horizontal ffi~"'
ket fur their products. Today, fhe.f~
is a tenclency for these manufach:ir,-lr~
crs to look at television in the saf:iíí~J
wav.
That's how VietoJ"Turner, adver<--tl1

tising manager, Charles ..Bnroi:~: 1...,j

Company, Inc., Slot.111.t Pros.i1e~~~ 1

Hl., explains the reasons underbli:n¡~
his firm's USl' of H'lcVision ~'11l~~i-"''
during August and September ~:Q
promote the Bruning Copytron~'.·!l.•

11

new, dry electrostatic office eo¡~'i'er
introduced in November, 196:1 . • ~1

"\Ve received all unusuallyhl;i'~-­
number of comments Irem .1)1t~~,·¡
poets and customers . to a deg1r;~~
never before attained," Turner ~cy.rm
up the results of Brunrng's itrilti'
television exposure. "These cr®i:ñ·
mcnts have led us to believe t:h!:m
our television messages uiade f'n1li
siderable impact."
Three· diffrre11t OIH:·-111innte~~o~-,

were taped lrt Nt'\V York thniu¡~t
account executive John Col~ ·~
Buoheu Ad,.·..ertisiug, Inc .. Gl1foa~~
Commercials were broadcas] tl~if
ing .Aug.ustand e<üly Septeíifbe:r:·¡i;
Pltilaclclphia, Chicago and 'ia:r
Fruncísco.
\YCAP -T\'. Pltiladelphiu, ;;tn:l

\\'BB).1-TV. Cbí.cagn, slu1w'!.~dtlH
.-,pots au aw·ra.geof four tiine~ ~¡!li~
mg¡ c:•ad1 of tln- pre-season g~ru~
played by· tbe N.atiou;.tl P1·.nf~.s¡>jornl.
Footbull Lcacne Ea.gl<•s~iirdB'cl~~b,--• X

respectively. In Sim Fraircisen, ©!':l:!íll
mcrcíals ran si\ tinrt'<; a wt~(:~~'ft:~
[rnrr \\'.t't'ks un KPIX-TY's 6:0~,~;;iT
llt'\\'S show. Si"i.ad.ditio11~dSff(.1f§!!l;I~
pea.red during th(• first ,..,:<'t'k t}fiS:ffl~
te111lwr nu lt(i\v.~;.aml du.c•n1ué1'l'.ttf,r
shü\\'S hroadeas.t by '\':l31*li)~'J'
Cl1it·•1µ;0.



sell the office manager
c:niJadelphia, Chicago, and San Francisco to reach select prospects

Thv- 't.ati1111'> t'1h1¡wr,1tnl w ith
!'~r1111ing i11 1111·rd1.111di,i11~ tlu- cnrn­

.í!~,t·tdah.\\ C.\l '-T\', for t'\ 1111plt·.
lt;e.•lpc·d l't111d11('! .1 Cop~ t r1111 11pc11

1ªJrcífl..,·t·' which ft ·.1t11red t In- a ppl'a r -
iflil.t'l' of Tom Brooksliiri· .111d otlu-r
l')hiladdphi;1 Ea\!;ll' Iootball ...t.us.
~'IH~M-T\' ran .1 111•wsp.1pt·r ad
lthll1oting Bnmim~·s ..;pomorship of
lw• fü'ar fnothall ga1111•s. Bru11i11g
1tndv copies of tln- ad 011 its Copy-

,. f'.'tnt and m.1ilcd tlu-ru 1111! to t·11s­

n1ners and prospct'ls. In addition.
ht· firm promoted tln- !t'l1•\ ivion
·11111nwrcials inll'mally tlirouuh in­
·~"r-officl' hulh-t in«, lmllctin hoards
H1~lÍ1$ company house orga11.

'l'he most clfectin.• commercial
,JiO\Ycd an rmuounccr Íl'í'ding
Ju••t•h of papers into the Copvtron .
.f:.:r~r.Yi1•sl'lllergi11g from tlH~ m.u-hiuc
~1(·;1•1appeared close-up with advcr­
l~itt~ na'.s.sagl's s11cli .1-;: "t Iiis is
111opytron," "nt.rkr« copies Í.hl. drv ,
I .. I"""!' ..mrp, am ~ c:t a copy.
"Ct'i.stper copy ¡., much It·'~ tli.m

'11(1tof any existim~ gern·ral-p11rp0Sl'
~i()}íng machinr-," Bn111ing\ ad
1.:j)M~crpoints out. .. If a sufficknt
l,1:n:lht·ruf (0opi1•s are produced. the
~ifio.tl cost of the machine becomes
hut>'ll ü1cid<•11tal. For tlií, rt-;1so11.
1ief•rc b a \t.'J'\ wide m.rrkvt for
~>t?}tr011, ••
T1·le\ i'ion \\ ·'' l'lllll'l'i \·ed .1~ .1

.1,y to t.ip tlií.s bro.ni m.irket. "\\'e
cCOlif'C rl'.tli!l'd t!Ja.t many people
.ttdü11g ll'le\ iviou \\ t•rt' not pros­
Thi fut th1• Cop~ trou," cvpl.rii»,
•Jf'lit•r. "But \H' f clt tliat tele' isiou
lfi1ld h;l\ t' trvnn-udou-, imp.rrt uu

11 wprospcd.s "' 1' did rc.rch."
Vdu·11 you 11.1\·t· a h11si11t·-;.sprod­
·t .rnd want In reach a h11~i11c.s'

11;.s'{'.wct. wluu kind 11f tt-11•\ ¡,¡011

"r>tr1\1msdo ~011 díom1·-'
"1'hcn· is nothin~ comp.irnhh- to
'"Prtk.tl lrn,,.im .., ... pnhlic.rt io» in

The Copytron machine itself. as well
as materia.I produced by it. are fea·
tured in the Bruning h commercials

kl1·\ ''ion, '·''' 'I 1111wr Tiu 1111h
\\ .I\ t () Ill' " •l1·di\ I• i... Io I I1ºº'' . .I

prour.un t li.rt it i-, !.·It w ill rv.« 11 tlw
~n·;1!1·"t 111111tlwr oí i111l111"11li.d 1111·11

of prof1·"'io11.d or 111.rn.1'..!,1·1111·11!
,1.1111-. \\ ho 11.1\ 1• •••011w -..1\ 'º 011

lu •...iw·•,., procluct p11rd1.1'1"•,, "iporh.
Ill'\\ )o .111d "iwd.d d11t·1111w11t.1n pro
!,!ra111s ,t·1·111 !11 lw tlw lw ...t I\ pi·, 1.t
pro~rarn' lor tlii, purpove-."

"Co ...t, of ('1>11rw, ¡, tlw 111.1jor olt­
,1.1<:1P for m.111~ l111,i111·,,., prndm I
111a1111L1ctnn-rv." Turner .ulcl v." ¡.:,.,.11
thonuh ('mt p1·r l.000 ¡, rt'.1,011.1hk.
the \ 1·n si/1• of tlu- ,111di1·11n• i-, '"
gn-.1t th.it von 11111•••t li.1\1• .t so.1p or
g.1'oli1w-h ¡w l1rnl'..!d to lx- ,d1k !11
Illt \ .••

Bn111i11!.!\ 1·11!n i11tn h-11•\ iviou
do ...d~ p.ir.rlh-lv tlu- \lll't·1·'' of
.\1·ro\, \\ ltit It 11111\1·d i11to Ill'!\\ urk
h•l1•\ Í\io11
Likl' m.mv t·nm p.m Ít'' 1·11kr111t! .1

new udvc-r t i...ing 11wdi11111 Í•)r the­
fir-.t time. Bruuinu hu¡wd tu lu- .ihk­
to 11w.1s11n· n·-.ulh .1..• pn-ci ...1·h .1<>
pns-.ihlc-. \ ll'kph111w numlu-r 111

-.;1·rtcd .1t tlu- 1·11d of 1·,wli t·ornirn·r­
vi.rl I.uh-d. l1<1\\t'\1•r, to .id1in1· ¡J¡¡,
purpo,1'. Thi· l'Pllt l11,io11 ".1-. th.it
poteut i.rl pro"lll'Ch pwli.1hh m.ulr­
,, 111>!t•to e.di Brn11111!,!; t lu- folln\\ mg
\\l't'k rather t h.rn 11•.1\1· tl11 t(·h·­
vi-ion set in tlu- middl1• of .1 lnutli.111
!!;.tllH' to e.rll .1 numlu-r w lu. Ii tlu·\
could !,!111·,,,,\\.I" nul~ a11 .mvw 1nug
...en J('1'.

u ill '~'''I' ,,,, tr nrs t ')onr

"Tlu- d1·,1n· tu 11w.1 •..11r1· ,., ..•tr- 1111!•·

Turner t 1111tl11dn. hut p1 .••t pl.uu
t!rn1d ¡11dt!1n1·11! .uu] conuunu ..,,H'ol'
.m- tlw 1111h thi1n.•;-, ~ 1111 H dh 11 n ,.
to t::n hv . \\e \\1·n· pl• .1...11ith '-lif

pr i-.«! .rt tlu- 1111mb1 r 1 f t 11rn11 111'
"1 • n ·u ·i\ ed .uul I11 Iii \, · ti 11 ir ...l u-e-r
qn.mt1!\ " q~nd1t.1HI \.., .1 n <ult ,
"1· fed\\,." di t r v to prrn111 !1 l ur
tl11 r u-«: ni t111•\1'1nli 111w vt \•.ir)
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Color Iv has arrived
as a ma¡or influence
Weight of set-owners opinion now helps decide
advertising and programing: RCA'.s Will.lams

eOLOR TELEVISION" has arrived as an
influence in advertising and pro­

graming, as recently demonstrated
hy a comprehensive survey which
showed color set owners expressing
a definite preference for color pro­
grams, says Jack M. Williams, ad­
vertising-sales promotion v.p. for
RCA Sales Corp.

He adds that although their vote
in some instances conflicted with
the opinion expressed by the ma­
jority of black-and-white set owners
who help establish tv viewer rat­
ings, "it may be sooner than some
expect before the weight of color
tv owners will help decide not only
the colorization of a program, but
the type of program as well."

Speaking before the Phoenix Ad-

vcrtising Club last week, \Villimns
also predicted that a new measure­
ment of color tv's influence in the
marketplace will he needed. Point­
ing to the increase in multiple set
tv homes, he said a comparison of
color set sales against total tv sales
"is no longer an accurate reflection
of color television's importance as
a promotional and advertising me­
dium."

Williams stressed that color tv
has broken out of the higher eco­
nomic levels and broadened its ap­
peal to the "average" consumers
who were the prime force behind
the mass market evolution of b-&-w
tv, Consumers in the middle and
lower economic brackets, formerly
hesitant in buying color, now rep-

Modernization planned for WWJ-TV

A 81.2 million modernizat ion J)rog;ram for \VW'J-T\' (The l)cttnit Nc,~·s)
studio control fat·Hitie~ arc examined hy (l-r] Al.Im G. Sanderson, chief
engineer; Edgar J. Love, engineering manager; Jítiü('s. Sd1iavo1lt\ gcfl.
mgr. of WWJ stations; Franklin G. Sisson, WWJ-TV s.la.tion 1nanagcr

1 Ci

tJ
resent nearly 70% of the potentiall:~
color tv market, .he added.

He said a recent color tv StfrV~f •1

s.l•.·1.n ...'' ..·e·.····l·l·.•t}··.·1a·····t.•...tt..1.n••·.º.·..·.··n···g.co·····.n...·.s•.u.·.·•..··.1..•n..••·•.o..•..·.r·s··········1·..·.··n······.••d••-·.·..·:·~.1.-.·.,..~.··.'·1~···...: ..

catmg their next tv receiver wonlm.. ,,
be a co.lor set, the combination ciE; ;o
'' ,,, l "l l ,, Iaverage anc -Yeow a••·:e:rage e!3.o',~
nomíe levels amounted to 66.~~. 11

"Of added sigilificance," \:\'i.Uüün~ ,,,
said, "is the prcvions fi.nding :t:ltiM1·1 ¡¡:

60% of the color set owners \•\;t~J.í'~ i
concentrated in the higher inca~~ 11.
levels, with the r.enmindcr Mflb1'!; '
into the lower economie c~Ut'íg;~r:
íes."
\Yillimns, rnearrtltrrc, also said'k~

foresees color tv set .saleS: gaínin)i
even more momentum ne.~t. j:ei~t
Irom its current shar1111ps1.1rge•@:1$~
in 1965, surpassing the U-hill'i(:;].~I
annual retail going rate of the b-&:-'!.'\'l
receiver inJustry. Pointing out t'Óiit'
the color receiver market \~00•::
achieve a retail. sales rate of :ó~~fl
$450 million this year, he predrGYteit
it will increase to at least ~75.0Ith!"'
lion in 1964. f1'1

'°'x

Merchandising has o~n•.~
shoWC0$é Oh L. A. tv
KCOP-TV, Los An.geles, has :ea~~
up with a unique way to enhanc~'l'lt~• ·m
image in both the agency and ~u,
sumer eye.

It's ª·new ,,·cekly prograrn xll'.ibmh
debuted S November ( 11 ;a..~li'
called Mr. ,..).[ereha1ulish1g .aud: :6~1,1;
turing the strrtion's own rücr~l~i;~
dising manager David Scdi\V'~J:t¿~
Basically, it is a püblic service pna
gram to discuss general com11:i.©'QÍt-~.
ties to help the \'Í.C\VCt vrith $'}~"0·1;1 .
ping decisions. Each week S:Cb\\).'~~:
will feature prominent prml:u!íl,
manujactrírcrs, food broker:st d:'f'S!
tributors, and other bnsh1ess~tte::r
They will focus enbotb ne'-''a(;)~'~\'•1 '1

isting items and explore theiJ: \~a;h~~ti'
compctitioc advantages. ~w~ili!l.faf]
ity, and how the prmhrnts be.ar•!!ll
the c,·cr\'(bv livin\'.!;of cnns.mn¿elf:S:.,.... ....- .· ·. ..:..:_

Premiere pragran1 guests fq~Jn:clr@;~
Cordon Trask of Unitccl 1lotó£: i~
vice didsioh o.f CerWtüT :M~k©.JJ~
Calen Ilo!F. service maliaget .•U'Jlt~
Motor Setricc üidsíon of :C~.'l;~41.
discuss.ed nuton)c)bile b.i;rtt~~I'
the.it 1111linten:;tnt.'l\ unJ. tL1e' ¡)li§Í~
lems attached to their func.d1'~1t1~)'.
cars; and Lou Pritcbard~ ~,i~"triii
soles lilRil.áge;rfor .B.nttemnt {iiilf~:í
\\'ho discuss;ed coffee .t'>tic~ i$útt'{!



tur«, tlw prrnllll t iun ol l'nlln', .uul
flu· qu.ilit~ 111 \ .rriou« l~ p1·, o] n>l-
Íl'1'.

tRTS picks Goldenson
flor '64 Gold Medal
Pf1•,id1·11t ol .Ynn-riv.m lhoadl';1,t­
\H\! P.11.1111111111t Tlu-atc-rs L1·1111.1rd
LL ( ;11ld1•11,1111 \\ ,1, tlu- uu.11111111111'

<' It o i ('1· I o r
r c-v ip iru t of
tli1· ln t e rn ,r­
li1111.il IL1di11
.111d Td1·\ ixiun
Socid' ', I!JGI
Cold \ h-d.il a­
,, .ml. l nstitut­
cd in l!JíiO, th1•
I ll T ~ Cold
\it'd.ti i:-. pre­
'' 'llt<'d .umn.il­

~· in lt't'O!.!t1itio11 of outvt andiui;
'{11J(ri1111tio11 lo liro,1dl'a:-.ti11g ami
,,\[Oadcast a<h ort is inu, Fir:-.t n -cipi­
~ot w.1.s Bri!.!. Cc-n. D.n id S.mwff.
mnrtl ch.iirm.m or t lu- Hadio Corp.

1)f
.Ynu-rica. ThP HJfü uu-cl.il wa-;

;t,iven joi11tl~ to l'rvsiclcnt John F.
~1'·ntw(h and lornu-r \'in· Prr-vi­
l~·í1t Hid1ard ~l. Xixon for tln-ir
('ktd ii11·.ss to part icip.uv in tlil'
Grt•at D1•hat1•s.·· Prvxidcnt of the

~1··.'···l·n·t·n·l~ia I~.roadcastim! S~ :-.t1•m-, Dr.f:nmk St.mtuu, won the IDG~ Cold
.\.lct~Üal; ami tlu- I !JG.1 uw.ud was
,~hiclllo Hoh I lope. Cokh-nson will
t~Ct~ivi:•tlu- Cold ~kdal at a prcsou­
;tin11 tluriru; IHTS\ :21th annivcr­

i• .uy h.mqm-t 011 ·l ~larch at t lu­
:\',t!dorr-. \ ~tori.i,

~t1~llworthis sta. mgr.
a:rWJBF in Atlanta
diinn!_! n-rr-nt promotions annonn­

'1 ~t·(l b~ \\"j BF .. \tlanta, art' .\-..1
f.~Jlhn1rth. Jr. to station m.mrua-r.

S t a 11w o r t h.
"ho joined the
vt.ition in 19.)7.
worked preví-
011,h· with till'
l lotpoint divis­
ion of Ct•111•r;d
Electric. For
th C p ,JS t t \\O
a 11 d a Ii .1 I f
v cn r s he has

~stttlh.,orth he e 11 !.!e 11er a I
11k\!\11hn1nger. He repl.u-cs Thomas
llg.1.Hwsy. who will lx-come ;1s­

~oi(ltt!·d with Ch111:ss.l'n\ Bakeries.
'h:.t of F11q11;1 lndnstrics. John
~Ql.\'ek,appoirrtcd lnt'.d sales man-

.,...-!)••••._

-~~~'•.. ··,~..,,
I' --- ••.,... p

1 I I

-y{l
e" .,.1111
... '"-

~t.

This new Helical ontenno is shown being hoisted
to the top of the World's Tallest Tower. It is now
in place and will soon begin broodcosting the powerful Chonnel 10
signal from o height of 3049 feel above sea level. This antenna hos
o gain of 8.6 - it is about 70 ft!el in length and weighs cpproxi­
motely 7500 pounds. It is designed to extend the ongle of radiation
in such o woy os to fill in the valleys with o maximum siqnol.

For maximum coverage in the Knoxville
oreo, place your advertising an WBIR-TV,
Chonnel 1O, represented notionally by
Avery-Knodel.

Affiliated Stations

WFBC-TV
Greenv• e S C.S,o,OrHE'AST'fQN

BR'.lUDC~STING
(OilfPO'.lt'AnoN

WM AZ-TV
Macon, Georgia

Represented by Avery-Knodel, Inc,

-n



FIRST EVERY DAY.
and here's. ·w.hy ...
• Exciting local Programming
News, music, documentarles that
actually out-rate network shows.

•Great TV Personalities
Hard-sellingWSYR-TVpersonafitíes•.
"Central New York's greatest sales­
men," at work from before sun-up
to signott,

• Best Technical Facilities
First in Central NewYorkwith color,
videotape, completely equipped TV
center, and the only channel with
maximumpowerat maximum height.
• Experience and "Know-How"

A veteran staff directed py exe­
cutives averaging more than 20

( years.

J

-1.·..· • Ov.erwhelmingSuperiority*WSYR-TVdelivers 38% more
homes than the
No. 2 station.

,_..;:~,'l.
-;.:_ ~- "- -~"''

Cti '"• f.11 $,.,, J~•,.,HARRINGTON. RJCHTER "PARS.OJ'ifS

s OT

P ETEJlS? G l~JIJ<'a~"tN.

vv ;0•0:1:}\\11-\'.HJ), R:Yf;.

250 PARK AVENUE
NEW YORK 17,N. Y.

ager. has been ;v;vitlr\\'_IBF si1n.:t'
HJ5·! ns anuouncer, prodnetÍ<m
11mríagrr and operations m<111agc.•r,

Over $S míl. to ASC
in 2-wk. sales period
ABC T\7 aüuoünced at week's end
that it has racked up over $8 mil­
lio11 in 'nen· and rem-wed business
in a span of about two weeks. One
uf tlu- major UC'\\.· buys wus hy i\or­
wicl1 Phurmac-al, through Benton &
Bowles, wliieli expn·ssed its faith
ÍH the j(!rry Letci« Slw10 hy increas­
íng its sponsorship i11 it. :\'1>rwich
also signed for Clunmiu g, Arrest l~
'trial, Breaki11.q_ Point. \\'agv11
Tratn, F11gitiu' and Outer Limits.
Other new buys were for first

quarter, by: Blot·k Drut; (Crcv )
for \\'ago11 Train, Fngifir.;e, ami
Burke's Lsnc, plus renewal uf

' Price ls Right; Union Cnrbirh:
\\'agd11 Train, Rrcakill{.!, Point,
( \\'111. Esty) for Arrest & Trial,
Combut , Fugiiixc, and Jlcl1ale's
Nacy; Shick Safety Hazor (Corn.p­
ton ), for Cambat and Outer Limits;
Beecham (Kenyon & Eckhart) for
Outer Lunite and \\'agon Train:
and, for Ionrth quarter, Gillette
( Maxon ) for A.rrest & Trial, 011.tcl'

1 U111its, \\'agou Train, and Burke's
Law.

Henewing were: American To.­
bacco (SSCB), major spousnr in
the [iinuuj Dean Slunc, which
bought into it again; Brown :& \Vil-t._,. L

Hamson Tobacco (Bates ) for
Cluinníng: Kuisei Jeep Corp. ( ~ot­
man, Crnig & Kt1n1111el) for Great­
est Show cw Earth; and Procter .C\.
Gamble ( B&.B) for Bnekc'« Latu.

In addition, Beech-Nnt Baby
Foo<ls ( B&B) signed to sponsor 1)11

ABC Neuis Reports half-hoot s¡w­
cia.l on the Fischer Quintuph•ts next
Sunday ( 17),

NEWS N.OTES

NBC aids .eh·: NBC has n1utril111tecl
$2.50,000 to Comnn1.11ity Ti•k·visün\
of S1)utbc•rn Cnlif<11•11io ti'> :dd i11 th~·

1 coustrucríon of <l uhf edueatiir1al
, tv station in Los Angc•les..

ABC 1·cpping Sy.dan h·: Tb1-..111gh an
agn·emt·irt \\'íth Tr·leo1:k11 t .of l .c­
ban on, ABC lnt~·ru;HitJ.Jt,tl will ád
as sales rcpn'fü'IHati,ie am.I 111·og-ralfl
purehasim; ag<'Ht fot· Syl"i;t11 Arabic

Tclevtsion. Flagsh.ip statio11 of SAT
is in Damascus, "')th tl'l5E'átetS i:tr
ll!Jms, S;1rovkb!C>h, nrrd Ch:eis<Ph.,
Daher. Syria has ;1pp.n,1xímate.t~
30,0.00 tv sots, eaclr \"Í.C\\·ed by .a;o
average of sh people. SyTia is t1Jt~
21st nation with un ABC sbition.

Coud customer: Durintr the week '{)l1,b - --- _,.·"-"'

18 October, Al~C l nternatiunal Taf:..-.
edsíon's progtam dep::trtmt'nt l!l'lf"'
chased $750,000 worth cif pro~rn.m~:
for use hy ABC \\'orld,dsjm1 sfii~'
tions in Austrnli;.1, Arge1Hina, Bnr~fd.;;
El Salvador, the Central Atne'titínlft'!
Tv t\et\\'prk, and the Philippines.

Commercial tfüpulatity poll: 1'hi1
September, StJr,x:.erín Bcse.a.rdh:
asked 579 people theír likes u'Jtl.:!d
dislikes among the cnmmer·d~l~
then rurmírig ín New Yotk, rcnti!)jl~~~
in<T..,· that there is no nccessarv ccirra:"'..__ - - ., ., - - ii

lation between a comnwrciafs a:p:
peal or popqhtrity arrd its S'l':'1li:llii.
persuasiveness. Sch\Ycrín re,··(?~Jlí~~
the ten most popular t.o be: A!l1~
Seltzer, Ballantine, Chevtolct, G~,
vy Train, H<1wniia11Po11ch, lv~r~
Snow, ÚH'º Cookies, PiE'l's, Sch:I:i!ta,.
and Star-Kist Turra. Hoth men mfi;~
women liked Boh and llay's .coi:nii
creation (Bert and Harry Pie]) b:G~t
and worrtcn also liked Srnr-K~~t
Least liked ccnmrercial» \Vere .Ac•
tinn Bleach, Aru'iein, Bay€'r Aspít~l:i
Bufferrn. Crest Dash Deter@e:nt:
Exccelrin, 5-Day Deodorant, ~hal~~
Secret, and Tide. \Vornen w:cre le:~··-,
enchanted h~· Crest; men b,, AJ.ii:l'.{Jiía:

Fk1. station s.ei•ssales .spurt:.1·\'ltJJ
TV,. Daytona. lfoaeh-Udamlo.s; ~S<@liil

joyíug the greatest sales ~·car in ilt
history., with surmuer lmsinc:S.'!$J:Xj
almos; 70% nver the prevüJu~ ~~1'.ttl
mer. Scptemhcr \\'i.t.S l-l1~ º*~fth:
same rncmtlr in .18'6:3.... ¡1üd AlJ~P~
was up 117ct. Th{' nine-Tn~11;,t:
trrlly: national sl)Qt, üp -ll.39'"; htclt
up 2or;; ~Hielü<.'h\"nrk, np 3,,¡~
Stati<>n attdhoü's this. truck r~i~~
tü inCt'<'<tscdagC'nc~·ính"J''ci>:t ií.~ tJ;i;
Í11id- Flo rítla tri angle o'f 0:~1~·t~tI
Beaelr-.Orl;incln-Cape ·ca11iit''·elf;al.
Ne\V dttttc11sions: \.\;':S:.ltM' .:1;\{.., ~~1
Y.01'k; aJwa~'s 'ª lrr.~)\'1{ ü1h:,e>11t1~.~
has :uhled t~~trn,siv'e'{);rtd~1.):r~u:h"~.<r~·. ... .. ' '·-· ' .,,,. .,;

t fo.¡ing tn fü; faJl ptqgrtnn p.nJnmll:i:~
:\ t11tnl tltrt\t1~1rHnr.t.h .c~1Jll'f/j~If.~1

whid1 stnrttnl 15üetuhcr, .i'.nclncu
ou.e 1nn11th ns<l,gr uf *5~ í\nfla;~

.,., ·- ; . •· -. ·_ ,J.. ,. .. - '-·· . . . •••.•l-.,1,lf
bx press 1r~tnt:'ltrvek~,w.i~hspr~~ltª~



Many
are claimed
as readers

(by the advertising press)trade

... but few do the choosing
~. ven i.tt of ,1...t1.01111111i1·:1l Íl¡.!llrt'"'· Forp•t ¡:.i•o1111·tn1

l!J rak.,, nf ''"P·llJo-1"11. l.1•1 ... ,,,.,. "º" f,.,, rl'alh 1lo tlw
hnt;i..inf!. To lw 11ltrn·r1·111•r1111 .... vou ...till caut fr::::urt"
IO:fr tho11 2.11011 uatiunnl t iuu-buvr-r-. I·~ jol1 title 11r

Jnt'IÍon. Thi-. i...11·1 j11 .•.1 our 11pi11i1111. It' ... tlw 11¡ii11in11 of

1.-;:f ahout 1•\1'n n.it iou.r] rr¡tfl'"•1·11iali\1'. ª" well. \\ a11I
':it1hl .the ¡wnplt• \\ho l'"l'rl'l'-1' -unn- 1li•;.:rt'{' Of l0Tljl111•f/('I'.-,,
(f'}, Thi ...arh]- .motlu-r I\\ o lo Iour thou ...~11111.Thu -, in
n:h~r lo 1111'a"11n· up. 'our .uh r-rt i...i111? 1m1...1 tal-.1· tlu-
1•41¡,.¡¡urenf rou~hh :;.nno p1·11pl1·.

o rN1ch tln- fe,., who dn tlw cho ••~inr 111u.••1 'oil liu\
~'e<fi_!!urehox-rar r in-ulation ·: Vo. :1.~Pn1·11pir .•. of

'10''V!>OH" r more than .")O', of our Int.ii•!-!" lo U,!!•'IH\

ld atln'rti-.rr n•ndrr"- to tinwl•tJ\ er-, 11llwr nu-il ia
, Toí'•Hn1.¡•}. accouni 1•x1>rut ÍH·... pl.:111-. J., •:ird 11wml"'r'.

<\1/a,rch ¡11•oplt•. ml mn11,1g1•r •.• a111l otlu-r ... 1·1111q•r111·1l

\\ itlr l·u~ 111;.: 1,1di •• and I\ \\ ,. 1)1111°1 lo11nl1·11 -.1•11'\-.111<

1·irn1b1in11 nr l 1111 '' ith l•i¡.! ¡.:nl1.. .,f ¡wriplwr.11 rt'.1d1·r-·
w h» t'\!'rrlualh 11111-.1 .1ff1·1·t ••ur 1·di1 •• r i.rl 1·0111<-11! "'" 1h.11
it \1•1•r .. ;J\\a\· from •.1r1111:.! .1¡..::1·111·\,11h1·r1i ..,·r o·m¡ih.1 .. i...
\\I' 1·di1 '-l'il'\ ...011 Inn'' f ••r lou\ ··r.. n ot Ior ~··11.-r~.\\"
do it w ith lit'\\ ••• \\ t' rl11 ii "ith f1•aln1 •·•.. \\ , • .f,. 11 '' itli
"ho\\ ·lo·..:· \\'1• d11 it '' ith think pí1·1 ,.... \\ 1· dn fl• t .lo
it w ith nuuvhrr-,

• ABC Audol June 30. 1963

SPONS:OR
in.· M M·· . dJ·'· s· t·e ·.uppy ·,,e .!Jflm . e. ween

B11yer 111d Seller
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Pittsburgh tv stntion, \'V.UC,
recently conducted their an­
nual parade and fireworks dis­
play promotion that this year
drew an unprecedented 350,-
000 people to. the downtown
area. It was a cooperntrve
effort to salute the special
"Shop Downtown" sales proj­
ect of the Golden Triangle
Association, Pittsburgh's group
of downtown merchants, plus
the Pittsburgh Community
Fund Drive, and to launch
the NBC affiliate's fall pro­
graming schedule. The joint
promotion between the stores
and 'VIIC, geared to draw a

::·

crowd to a :special tlrree·day
bargain sales campaign, re­
sulted hl the gre~ites.t.''olui'ne
of traffic to appearin: the St·eel
City's. rlowntnwn area for
many years ..Object of the pro­
motion was to eonvínce peo­
ple who had been doíng more
shoppfn.g in the suburbs, that
it was easier, more cortveni­
ent and fess· expensive to
"shop downtown.'' The stores
displaye.d.material promoting
the \VllC parade and fir.e.­
works display and the tv out­
let cross-plugged the f'shop
downtown" fherne ín its 011-
the-air spots.

SPO~O~, 11



'<h·i.ie;lll·d pustt-rs IO f1·t'I whl.t· liy ·I
fppt higlt plugging tlu- Mickry
~\Jmvw Clul). Esti111.1!l'S an· that

I :C'ach truck pm trr n·rt•Í\ (·s 13,000
.i1npn·ssions a clav, Ot lu-r media in­
<;·lude h11..;cards. outdrn ir mw-sl1t•cts,
)wwspaJWr, uud ou-uir promotiou.

S\1>ulll\n''>t ...tutiuu (•\p:111tl.,: 1':\\'T\·,
t~klahtima City. ¡., li11ildi11g a 11t'\\
r'~\76-foot :.tudio which vvill cmt
.l!u111t $1.30,000 \\ it h its compleuu-ut
uf wholly-lr.urs i-torizod lrroudcust­
iug awl rt·nmli11g <'1J11ipnw11t. Scp­
~rratt• control room anrl faeilitil's
~s>ill lw iucurporak-cl. Tite t hird ele-
1,Pt•llt in th1• statiou"s plant program.
l1t•g1111 in lU.3:3, it will he completed
in nbo11t six 111011th..;.

'P\.1.llpqwcr pl;1y: \\'HI H-T\'. 1':11ox­
.vill«, ¡., 1111\\ oper.rt iug with full
J~!hn·r ( 316 kw) from its new tall
nm·cr located l.) miles northeast of
.liénO.\\. illv. For tlu- pall! st·vnal
w·e:i·ks station has bt•t•n (1perating at
00 k''. w hih- it moved aucl iustulh-el
tlw lll'<'t·ss.iry cq11ipnw11t for full

1tft)\\t•r opr-rutiou. Purpose of the
ltn•\\ p!í\\t'r was to project t lu- clrau­
tJ~··IlO si~11al over ;1 wiclvr area. es­
P\:'dally an•as i11 Tt•11111•.;scl', Kc11-
htd,~.\.'irgi11i,1, and \\ºc.,km Xorth
Gan~liua.

1~·fa·rh1Ht·olo.r adv ane e: Ted 111ico Ior
Jl~t>ürel' nim"'~mon th net <'amings of
~;1,ti IJJl 1, c-qn.il to 91f 1wr com­
hnsn i>ll.l!°P,for HJ0:1. agai11st S·t3.'3.-
f'l\10H!'I. t'arnings equal tn Hie per
t:ou1ut1m ..;h.1r1· n•conl1•d in the same
'6'2 period. Cow ..olida!t•d s.1lrs for
tilt'~Srsf tlrrve q11arkrs of '0:1 !t1t;tl1·d
~:57,·fü1..·HS. comp.mx] with $~:!.-
3'[~,\),;}:!7in the similar '6::?.st>gmt•11t. a
~·1h1this Yl',1r of 3;)~.

.,1;Jl:Uns.H~1dinincume np: Eamin~"
v1~nld li~rve hc·c·11 higlwr hut for
)htflí1rd invesrnrent in new product

~1II 1Ivw•h1pm1·.•1t ;111d i.mpr.m·C'1nent .. re-
{ IJ' ttnrtíi Colllrls llad10 Co. ~lost un-
, lO.rt;int i1H..·c•stnwnt area is dcn·lop­

nctrt uf cnnrnmnicatiou and dat;l
"rtti:(;l's1sí11~syst0ms. It is <'\p<'ch'd
n tlrj)Ín off pn>fits in sonu- mcosnrr­
n1tfl th(• 't'nd nf fl.-<l'<ll 196.5. By the
11d J!Í H.)ic<ll '6-h lw\Vt•\·cr, Cullins
:\:ll<~eli>tht•rt> \\.·ill ht• about 30 of its
.n:t~tf>üft'rsin service. ~l'I earn in c:s
r ~~'a;6'~2.13'!Zor $1.65 per com­
lP:t:I:!'.hare~ \V(~rr n•cun led for the
·~t~1lyp:rr ,,··hibhended Q A11c:11st.
;tjl $~h.·s Inr the vcor \\'1•n• szso..
""''°" .cc.::11'.:l. · · · • ···1 · "ti ¢•.,,o- .,..__;1.-,·~,.;.Q, C'OlTlp.lr.t'C \\I l ~- I .1 •iJ,·

,,

n:r;- for Iiscal ltJfi2. ( '11111p.1r.d1l1·
(';tmi11t.;..; for tiJfi2. n·-.t.1tnl to n·fln t
.I dia11c:<· iu dqHt'I i.11 irn1 pnltt \
.1duph·d i11men.\\ 1·n· $'l 177,000 or
$1.3() pcr couuuuu ...h.m-.

Colunrlria« f.!.íO'>'\ jnmps: C:ol11111lii.1
Pictnn·..¡ Corp. n-port s c:m-. •.. t•.1r11
ÍllC:S for t lu- fi..,c,il )'!',tr t'IHl1·d 21)

J11m·. )!)(i:), of ali1111t ~)", C:IT.t!t·r
tlr.ru tlu- comparuhk- lk11n·... uf
wn 1-02. Cross i11L'On11• \\as $0,2~J!),­
ooo i11 füt'al Wíl:!-'():3, ae;.1í11'it $.\-
058,000 i11 !ht• pn-vi. 111s }l»lr. :'\d
itH'<lint' was $2..527 ,000 i11 I!Jíl:2-'íi:3.
compared to $:2,:2·12,000 i11 rn<H-'o2.
Por share t·an1i11c of c11111111011'tock
was $ l ..17 i11 Hlíi:!-'fi:J, uud $1.:!.) in

1U61-'6:2.

Sponsors set: :'\BC T\'\ cm·t·r.icc (If

.\lacy's Tltm1ks.!!.iri11t.:. Din¡ l'orade
will he sponsored hy C:oml~·c;tr Tin·
& H11hlwr, Food .\lan11lad11n·rs.
Inc. .unl Hc111co I11d11 •..tr ir-s. Tlw
37th annual paradt• "ill lu- tcl1·­
viser] live i11 color Thurvel.rv, :2~
~m·emlwr (10-1 l::JO u.m. EST).
Goodyear's order was plact'd
through Young & H11liica111; Food
Xlanufucturcrs' throuuh Ted Ball's,
and Hem co 's t luouuh \ \'elih Avso«.

NEWSMt ..KERS

\r. \h'""' to n·cional s.dco.; marra­
cn at \\'SOC. Charlott!'. :\. C.
\I \11\'l'\ P11wc1' to local s.il!·s 111;111-
agl'r there,

L1·:0,,.\1m ;\. Sw vvxov to t lu- n.1-
tion.rl sales ..tall of \\'llC, Pitts­
hnrgh. I le '' ª" gt'ucrnl sah·s mnn.i­
!.!t'I' of \\'\\"TV, Cadil l.n-. Vlu-h.

P.\'.\tt.t..\ Cm· to clinx-tor of co11-
tinuitv at \\'ITX. \\'a.,hi111!!011, '\.C.
Siu· was an assistant .iccount t'\l'l'll·

t ive at Elt>auor Lnmlu-rt.
S \\I ZEl.\L\' to \\·l'~! Coa ...t h11-

re.m nr.uuun-r of CHS '\cws. I It•" .is
[ornu-r lv uews director ()f !:\:TL.\.
I .ox A11gd1•s. I le ...11n·t•c1lo; Ht 1lwrt
Schak1u• who n-turux t11 Inllt iuu­
du tv as Lat i11 .\ nu-rit:a n vorn ...,1w11-
dcu t.

j1\1 \I vj ot: to production 111.111.1-
~er of \\'ITI, ~lil"·a11kc1'. Co vu \II
1'::\ '.\11"ISKI to assi.;t.111! promot ion
ma 11ager.

D. T110\I \S \11111n to i!t't1t•r.d
m.muzvr of \\'Bl\: B. Cltic.1co.

x\"-CY O'Covxou to director of
hnducts for CBS \:e\\ •.•..\u.1' J \-
111.0,sKY t() her prvv ions prn.t ,,., di­
rector of co ...t acc01111ti111!.

New York

worlds
au art

t

Long Island
Over :! million p1•c1plc live on I,011~

l -Iand - t lie r ich :\;1.,.:-au-Suífc lk
market. La ...t ve.u: t hey -pcnt over
$:\1:: billion there.

T/11 !f0/'I ind. ¡11 11d1 11! of .\', 11·

}"ork ('if u ... H ft er all, !)~'-;:of
Louz Isla ndcrs uwn t hei r own
homes i11 !ll iuck-pcmh-nt ,·illag-1·~:

7~', of t hvrn '' urk on Ln11g- l slancl.

Long- l sla ndcr« hcliev t' in ti 1 ir
lovul r.ulio :-.tat inn, \\'II LI ... Ihe
11111 st.rt inn t h.it •t'l'\l'" the .:\a"'­
sau-Su!T11lk market ht> ...t '.

If you waut a-.. il1.,t.111ti.tl -hn r»
of the í11d• I'' 1¡[,1 f :\a..;:-a 1-S11!­
folk ma rkct . you rn r-t buv the
-t at ion that Long- I ._¡a ndcr- Ii ,t e n
to and believe ... \\"lILl.
Th at'» why mn ior cd rrrt isr rs 11 •

II'II LI rn11sis! rn tl !I.

WH..LI 1~~o~~:ms
' ,... ..)

.,. I w." \ ' I • O
'I'll!' \,I•'' 1111f

PAUL COOOFSo;V P es Ce~ \l,¡r
JOSEPHA U'.'1 he: \,e.Pru S..i es

11



Harbara lligldaml, uomen' s 1epreseotntfre for Scandincviun Airlines Systems, picks wi11rnc>r's
1111mei11 final draxcing for Certified Grocers' autumn cruise suseepstake«; tdtf! atd from
GPorge Raulmus (/) <If SAS nntl rr'i1lüim Tarpey, aduerti ..~ing mgr. for Certifivd Crocers

RADIO MEDIA

Spots till sales va11.ey
Ill. gro.cers' assn. stocks up with radio to hyp.o off~da.ys: a.t fo.od center~5·

Spo·r HADIOis filling up the '.·alleys
in Certified Grocers' sales curve.

"In our business something is need­
ed to step up trade on the off-days
at food centers," declares \\'illiam
Tarpey, advertising manager of
Ccrtifiod Grocers of Ill inois, Ine ..
an organization of more than 700
independent grocers in the Chi­
cagoland arca.
"We have gone to a strorn; radio

campaign to supplement our news­
paper spreads in the We<•kly food
sections; and coupled with our pro­
motion spectaculars, radio has done
a good job," Tarpey said, adding:

"Store truflic and sales volume
huvo increased 011 what ordinarily
arc 'slow' days, and business bas
picked up throughout the so-called
off-season. For example, Country's
D(•light milk sales were up last
s11111mer, rcvcrsiru; th« iudustrv
trr-nrl which normally is down dur­
ing the hot weather when pc-opl»
arc on vacation and chiklrc-u an·
drinking 111on• <'arhonatrd lwvf'r­
agt'S.
The cnmpaig11 inclndt>d SJ s~rnt

coinnu-rcia lx a \\'('('" Oil \\.\L\(). fü)

a week 1)11 \\'BH~J-lfodio, 30 a
week on \\'l:\D, 2 a \\'t't•k on
\VGN-Hadio: plus The Lady and
the Tiger on \\'BB\I, and week-end
sl.onitor on \V\IAQ - a total of
216 commercials a week.

Certified fond centers had 2L·
.t2.'5,230 consiuner impressions go­
ing for them each week, sdliüg
Hagg<'dy Ann foods ;11HI Corrntrv's
Delight milk and lrrcad.

Duríng the week of 8·1-t Septem­
hcr, the commercials frat.ured CN­
t ifkd 's A11tu11111Cr nist' s,,·erpstnk<~s
( Haggcdy ,\!Jl1) \\.·ith a frc·e Cari]»
lwan-Afro-E\lropcan vncution cruise
fol" two as tht' prizr', Starth1g [rorn
vliami aboard the S.S. ILaÍ1scalic
of llu- llan1hurg-Atlantíc Linc, tht•
trip included Kingston, Jamaica:
\'irgin Ixlurrds; Canary .lsh\JH.b:
:\IorOtTO; Spa in: Cl'noa; \ lilan ( vi.:1
train); Copt•nh;1gen: ;\'.(•xv· York;
.uul Chic•agu (da .S(·am1írnrv·h1n:\ir­
lim- Svstr-m ). 1'hts swcPpstakcs ccm­
lest was h·•thtrnl n.gaiu d1n•i11~ the
\n•ek of :2:}-:2;1) fit'!Jkn\Jil'I' .with
Cn1111tr<s Delight as the ~.p1\llsor.

( :1·ttifkd spots thronglmut 8PiJ·
ll'lllh:r and Odolwr prurnuted :sp('-

cinc' '''<'.ekly fr~¡tuí'es lrtrh1dfr1g ~b~"
zen Foodx, llaggfdY Ann f.tJ~@~
and Cormtrv's Delight dairy. 1\li:©·

di irts. The last two weeks of Oct©·
bcr fraturcd tht' Rag~cdy Ami:l"'
"L1.1cky lIouiernukcr" pr.oü:t(}f'.Íf,l;!i
with mink stoks :.l·s l)Yl~os.

Certified first appeared on b' 11;
HJGOwhen Lec Phillip díclU~lf
Ann corrnuercials on \\l'RJ3'~
Tire promotion tan :26 \Vc.eks \\;1ÍÍ3
15 to ~Ospots per X\'.eek. Gouritr~ü¡
Delight S[HlnsnH•d a OUC'··ht>ut~~I)~:
düy t'\'C'ning shtJ\}" Kt<rrring C~l]~~~tt):
Ka11ga 1'()0 üll \1' HUM-T\' íh tí.i~
and <tg1ri11 íu 1H6Z.

T'nl;ias and Ohmdorf. Ghica~t1~.t
tln: .agcnev. .,....

''Cc::'rtin<'d uses j11st .nl~llí1tº'Yrifr
nth\'rti.sio<r 111Nliwti. ench ~>f ~:irlr:f~~ .... · '.'···'-·'-'···· .. -·.--·--'I: .. ;'-_,_ _.,,," -·-

is é'mph>~·ed f<W <1~pc;•clfi('prrr~r~1~
in .the· c1vt•1·,In pnnnntíon. ~~;1tfamn
explai11s 1\'illiam C. O.lend.™:
T&O t'xt·i:.·1rth·.1:~\fiei:· pn'i.'\:t:tleu·L

''l)fü·ka.g.c·d pro1üut,io1t~ ;b;~tí
around .\'üLl'l't.nintnc•nt x:chiclt"~'fa1a'\'
hc•t'fl .('tfrc•mc·l~·r1>ncct'!f:"fnl¡ nni:I l:í~t
ed .011 recent r1..~.1>nlts.radic::T
muelr In Olli" fntnn· nhtrJ;ii~···'I
adds. f



asking
for boos:t· lo 7so kw
E><pe:rimentalmove would permit station to put
s:tronger signal into remote rural

T ill 1,rn.1dt\1 •..11·r..,· l1.111d\\ .11!;!>11lo
... lilt t ln- n·ilt11~ 1111llhl\i111111111.1di11
r~o\\t'r li.1•• ht'l'll t!l\l'll .l pm\1·rl11I
p11.,Ji lrom the \\ ( :'\ ur~.i11i1.1lio11.
tH ..t· \\ L\\. <:111t·11111.111,aud h.Sl..
:£,1lt Lile C11~, tlu- ( '.lill'a~11 •..1.111011
lt..ts filed .111 .rpplic.u ion '' itl1 tlu­
f?CC for ;111illt'rt'.l'W 111p1mrr lr.nn
il.1100 ".i I h to 7:311,0llO".iIh 011

<!II l'\lll'ri1111·111,il h.1...i-..
\ \'C:'\ (7~0 kiloc: de-;\ ¡., 0111• ol

thl' ~1 t1·111.li11i11~ Cl.1-;-. I-\ d1»11
cltamu-l st.it ions in tlw l'.S .. \s 1•\­

crntin· dct• prc:-.idc111 \\'.ml L.
Qr1.1.ill untes. \lt•\ico\ .,¡, el1·ar
ch~u1nd sl.tli(111s .rll o¡wral1• with
¡)p\' vr from 100,001) Io 300.000
w.nt(c.;, "C11h.1 .111d other nutions lo

1~lw south arc currently hro.1dc.1 •..1-
'•it1Jt .rt night 1111l'.S. clear ch.11111d-..
<t<JlH'raty to treaty prO\ isi1111s. This
"~ri!Jttsly d~11na!!;t'S thl' si!!;nal
\\:hwnglh of ni~httiirn.• radio sen il'l'
ki rurul and small town .vnn-ricn.
J:li'J.!her pmw.·r 011 I,' .S. dears wou Id
lll\);i!kl' foreign 11.;t• o] the cli.uuu-l«

· 11 k•!\11:1 atrr.rctive." Q11;1al said.
11 \s of l.n.t Xlnrch. Ihett• "ere ,')f1
l>.k1ti1ms outsidt- rlu- LT.S. utili.1.i11~
¡'1$;?\~!t•rof 150.000 walls or mow 1111
h~tri!.and med ium wan· frl'q11t·11d1•s
'.¡,j;;J kc thro11gh moo kc). Scvcu of
·l~!!'SI'.'stations opt•rate '' ith .)00.000
.~·:11tis, two with (i00.000 .• nul t hrvc
$;\:'fih IJl00,000 '',1th or one mcu.r­
i•S;U'tl. The latest count of the trend
11w:m1d

the world to list• highl•r .nul
1iil:h1·rpnwl'r above the .S0.000-wal t
~·.$.. eriling indicate-. then- an·
.~IH such "hiuher power" np1·r;i­
io11s in ílD crn in Irics.
'"\'\:hile' t lu- llSl' of hiulu-r p1>\\1·r

,¡Jl.1:tí\t•\\'C:'\ ..1 littl« .1dd1·d prim­
ry cl.i) IÍllW l'O\ ¡•ra~l'.., s.iid <)11.1.il,
~l:t_~'!Hlimprove 111.'rtcriall~ om -.ig-
11.11.\\(r('IH:?;lh .ii 111gJit lo tlt1• \',hi

..ctt~J,itc r11ta I an ·.1., t Iw t dqh' 11d
,,nÍlPh 11po11 Ihe -;en ie1· ol ele.ir
:h.nrn<'I st.1ti•n1' for tlu-ir unlv r.idio
.1.1:rt1iru(' (Th« propo:-.t>d homl
uj·1ld incn•:ist• \\G:\'s sil,!11.d
:lfl~'fl.Q:th;1ppnn;i11h1h'ly Iuur t iurvs.
hi tts ••Pn1ieatio11.s.\\ ..G'\ ;uh i·wd
RJ•'PCC it would co111missio11 lc.ul­
t:;t rrnh t•rsitics in mid-Anu-r ic.t to

Quaalareas:

I '1 llll llld .111 ('( ll llll 11ll -.1111h I•, ••li11\\
w lu-t lu r 1111 lllllt',l\1' Ill p11\\ll

\\rndd !1.1\1• .Ill 1l11T! d .Ill\ "Ii

o!lwr r.1d10 -.1.1tirn1" '' 1tli111 1h pr1111
?.11"~l'0\1'1'.l\.!I' .uc-.r.

Japan study pinpoints
new listening habits
.\ lll.ll'k1·d itll'l'l'.i'-t' Íll tlll' urunl« I

ol J.1p.1111·-.1• p1•1,pl1· ow uiui; J,otli
r.idiu .111d I\ ,,.¡.... It l" crn1-.1·q1w11ih
lm1111.d11 .1lirn11 cn11....idn.tl1l1· d1.111g1·
in th.it c111111tr~·.., r.ul io Ji-,11·11i11!_!
l1.il1ih [uuu till' d.1\.., \\ lu-n tlw
111.1jorit~ \\t'I'«' r;idiu wl tl\\IWI"" Tu
piupumt 1111· -.!tilt, !111· '\ 111\: lbdio
.111d T' Culture- Hc,1•arl'h 111-,1i111l1·
(Tok~ o\ n•t·c·11tl~ ('01Hltwt1·d ,1 vnrv e~
111dd1·rn1i1H·: ( l) radio )i,ll'11i11c ('011-
dition«: (~l ml'lhod-. of lisll'11i11!!; n
t'\lll'dati1111s to\\ .ml radio. lk-.111!'
arl' based 011 q111•-,ti1111í11'.! of ~)()
housvwivc« Ii' 111!,!i11 Tok: 11.

It was fo1111d thut ahrn1t 11111'
third of tlio-.t· w ho h;1\ t' l111lh radio
<JIJ(I I\ wts lis It'll lo radio d.iil~. <111d

I '
11ld111" Ill t lw lllililj u I d t 11
1.,1.·11 111<11• tl1 Ill <tll! d \ .•

' \\Ii

' ., L
l11rl11 t ,.,, ,>ftl11. \\11 •• )\\Ill

d-. n11h llio II\ i\\111 ~111111
i1>flf\ 11'>!0II I \I I\ d I

Hui 1 I'> l1·d1111d 111 duh

I I I

I '
i)j 1>! l11H\ol111Jd, lll\UI i ,¡j¡
1 1d It• 1111I t \ ..,, h n I1d· 111 t I11 r 1 I1
' 11h 111111-...·!11¡,¡, rl1 P" HI ti! I '

11'' •.. ¡,, "i.2 \ I!,¡, Iii!!' º' .¡, ,,,
¡.II II UI ÍI\ I d I •..•• ';U I l. I)\ I I
.,, !1111•..1· \\ 1tl1II1tl1 '' h 111d ¡,, " ¡
,,¡ 1l11i-.1• \\1tl1 •>11h 1.;cl; ,, 1 \! !

tl1111• d 1\, I \\o• k I>\ 7 \ \\ tl1
l111ili -.1 r-, .11111J,, ; 2 •I !11 ,..,~ '' 1d1

r.1dtt1'> t 111h .ii PHI PIH d I\ I \I I k
¡,, I r w it h ¡,••,¡, -..1 t .1nd j,, I í1
\\1tl1 rn1h r.1d111. \\11111 )I I ol
ll1t1'•' \\lll1 h11ll1 -..1111 ilw\ '>t ld•tlll

li ...t.-11 In 1.1d10, .111d ui1h I "I ul
1110'-1' \\lll1 r.1di11 u11h '>.1\111,,,: tio1 \
wldu111 livn-u
Tho«: h.1\ill'.! IHilli r.nlio .nul I\

n·1·1 h1 J", li'>l1·11 In r.1d1n 11111-.1 d111-

i11~ 1111·p1·riod Iro111 t.:t'll 1111.!11p 111
1111·moruiuu !11 lin..1U ..-.1111111·.n1tl1
ilw 111·\I lii!_!li1-.1 p1·ri1id lwl\"·4·11
.1f11•r-lm·.1U.1-,1 .111d hnu h. Tlio-..1•
11.t\ i111!r.idio "''"' rn1h i...,11·11 lo r.1-
d i11 11111-.1lwl \\ t·1·11 .1ftr-r-vn pp1 ·r .i 11d
lll'dli1111'.

Clu-c-k nu; 1111 tlw nu-t luul ni lh
1<'11i11~. '.\.111\. f11111ul th.11 '-ifi.1J'' of
d11,d-wl lio11-.1'11old1·r.., li-,11·11 \\ l ulr

Indiana It. gov. beats drum for WFBM

\\'t•nrinl.! trnditionul leopard .d,in apron while hl·:tlinl! ha~~ 1ln1111for
\\'FHl\I Gonion l'ipt."r~ ni o¡wniul.! oí l11cliana 'il;ih· F,1ir i111i11li.mapoli' ¡,
Iml, Lt. Cov, Híchnr1l lti,ti1w. Tbc pi¡wn are t'flmpmnl mainl v of pro­
Í<'~sirn1al mvn of S..colli~lidt•,ceul \\ 110 pla' tlu· pipt'' for the fun oí it



ANOTHER VALUABLE
ADVERTISING
OPPORTUNITY
ON WNBC·TV
N•EW YORK

Delivers a top morn ..
ing audience at at­
tractive new rates for
both one-time and
multiple spots, as
well as economical
part sponsorship.

HERE'S HOW IT WORKS

YOU BUY any number of :60
commercials, for as little as
$210 (5 x/wk) or $250 for a
single spot ... or invest in quar­
ter hour sponsorship for $487
(end rate).

YOU GET a most sizable audi­
ence of both children and
adults in this 9-9:55 AM, Mon­
Fri period.

PLUS the persuasive selling
power of a live, lively local
show that was extended from
30 to 55 minutes literally "by
popular demand."

IT GIVES YOU MORE FOR
YOUR TELEVIS.ION DOLLAR
Ask your WNBC-TV or NBC Spot Sales
Representative for complete deta.ils.

WNBC·Tv':! NEW YORK

5 l

doing other things, wüh 77..6% of
those with radios doing other things ''
while listeiiing; .50.5% of the t<tditJ­
tv cwners listen to the same prn­
grams, aml only 34.5% of the raclic­
only homes; 40% of the two-set
homes listen t'> programs of vari­
ous stf1ti01Js, while this figure [umps I
to 56.9% of those with radíos onlv. I
Among those who said they listen J

to radio while doing other things, J
more said they listen because they :I

want to hear specific programs.
rather than without knowing \vhy.

Programs most heard by house­
wives having both radio and tv sets
are news; weather; dramas; practi­
cal programs for the home; poptil<1r
songs and light music, in that order.
The least listened to among house­
holds having radio only are practi-
cal programs for the home. I
As expected, it was found that in I

cases where housewives had both ,.
radio and tv sets, viewing far sur- ,
passed listening. But there was. a
closer link between radio and the
people. About one-third of the
housewives having both radio and
tv said they felt "very lonely" if
there was no radío, with the figure
rising to over half with the inclu­
sion of those who said they felt "u 11

little lonely." Similarly, the major­
ity of housewives said they feel it 11

"inconvenient" to be without radio,

Jay Sond ...helm n.am.ed t..o ,1

geri'l mgr. of WLYH-TV I
Jay B. Sondheim has been named ¡

1,

•.

general manager of \VLYU, the
Triangle station in Lebanon- Lan­

caster, Pa. His
current posi-. ·... · 11

tion of sales ¡
manager for ¡:
KFI\E, Fresno, "
will be.... ·filled ¡1
by Keith G. ·1

D ar c. S on d- I
he im joined J

t hl· . ·.·st.ª. t t o n I
group as a
sak.·s <1nd oper- ~

at \\'LYll, lator
Sondlreim

atious exccuti Ye
moving to general tn<magcr of
\VTY.\l, Springfield, M1:Is.s.. He re­
turned to his Fresno: post in HJ()l.
Dare came to his present pC)!iition
as sales manager of \\'I'.ZCBF-TV. ,
llinghninton iI1Hl60, hn\·ing served J

previously <.1s.an aec(.n11.1t 1•xt>c1.1ti."c.! ·..l
at Heaxllev-Hocd and the Katz
Aµ('ncy. , I

FLOtRl:DA'S
C'HA,NNEL



~TIMEBUVER'S
CORNER

• Time Buying & St:•llin~ Semínarr Al Pctgen,
TU&SS ehuinuan ancl director of client relu­
tions, AHB, reports that, as usual. .this. Inter­
national Hadio and Television Society project
in New York is a sell-out. xlerc than 30 appli­
cants had to be turned away from the current
series of classes, so IRTS wil] again sponsor a
second series to start shortly after the first of the
year. (Now aren't you glad the old Corner ad­
vised you to sign up carlyi') Speakers for two
of the sessions have [ust been nnrrounccd-e­
Robert Hurleigh, MBS president, is S'Ct for Ses­
sion Five, Network: Basics, and Hicbnrd Pink­
ham, Ted Bates v.p. in charge of media and
programing, will handle Session Eight, The
Future is Exciting. For more info on the spring
series, contact Claude Barrero at lRTS.

¡:

(J~I .
I

R·OSE-MA.RH¡ VITANZA:
mixing marketing and media

A member of the staff at Gardner (New
York) for about a month, rncdía buyer
Rose...~laroic Vitanza endorses the Gard­
ner thinking. that media plans, including
objectives, strategy and taeríes, arc not

~lcdln people, what they
Mt' doing, b11y1n¡:and Sa}'in¡¡t
11 November 1063

.\'rn Yorkers t l-r)
/lruy .\'11ssr, Cre;i·; )11mf'11O'Crath-, Acl11m h11111¡;¡; [ane
Cornell, G..H. /fos/on/.; lra;ynr Silbersack, ~SL'i:/./; arul
Leo C<1ynor, Rnst Cra/1 llroadcasting ; pose u itl: prizes,

• Uow High wm It Bounce? contest: \\'HD\V­
TV (Augusta, Georgia) officials started out on a
bright Georgia morning with eight dozen shiny
new golf balls, climbed to the top of their shiny

entities unto themselves, but arc integral
parts o.f each brand's markctiuu plan.
"Thus," as Ilosc-Xlnrie puts it," the media
buyer has available specific statements of
attainable marketing and research infor­
mation. I laving this knowledge avail­
able, and using it in buying decisions,
makes possible accur.rtc tr.mslation of
plans into media schedules which can di­
rcetlv contribute to achieving client cor-,,. ' '

porute objectives." Hosc-Mar i«, now buy-
ing for American Tobacco's Hoi Tan and
other cigar products, was a t ímclmycr
with Lermon & Xcwcll fm a year-and-a­
half assigned to the Colgate products,
Best Foods Corn Products, S,ivings
Banks Assoc. of :\'.Y., and Ccncr.rl In­
surance Co. accounts ..A gradu.1te of City
College of Xew York, where she majored
in journalism and minored in .rdvcrtis­
ing, she joined the Cul S. Brown .rgency
(later Brown & Crane), and after a ten­
year tenure, ldt her position as assistant
media director there to join L&:'\. A na­
t ivc of Brooklyn, Hose-Marie still lives
there in the house she was horn in, all
the while professing she loves to travel.
Heading and the theater arc Favorite
pursuits.

·,)'
I'\
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new 1520ft. transmitter tower, and started drop­
uing balls. Six hours later, they had accurately
measured the best bounce at 124 ft. l% in. 'They
then contacted New York agency people, asked
them to guess how high a golf ball would
bounce from that height, promised prizes for
the best answers. Jane Cornell of G. M..Basford
won first prize with her guess of 123 ft. 1 in.;
\Yayne Silbersack of SSC&B carrre in second
with 122 ft. 8 ín.; and ~etty Nasse of Grey won.
third prize by guessing 125 ft. 9 in.

II IQI&C adds media man: Edward A. Fleig
has joined the media department of Kircher,
Helton & Collett (Dayton). He was a media
analyst with Earle Ludgin & Co..(Chícago), was
formed y associated with Macf'arland, Aveyard
& Co. (Chicago).

• Added to D'Arcy staff: Douglas ManMullan
has joined D'Arcy (New York) as a media super·
visor. He was with Compton (New Yark).

• C&C announces appointment: Chírurg &
Cairns has named Jackson L, Parker as director
of marketing and media for the agency's Boston
office. He will supervise all ad planning and
media recommendations, and serve as chair·
man of the Industrial Plans Board and as a
member of the Management Review Board.
Most recently an account exec., and earlier,
media director, he joined the agency in 1957.

BREAK OUT THE CRAYON:S!

COLORING CO'.'ífi30t Twosome getting a kick out o/
JJ''TRF-TV's (W1ieelíng, ff"est }'n.) new coloring book
for tiutebuyers is BBDO buyer Wayne Lechman and
st.ci.tion'sartistic m.essengér Sandra Sardi, uiho deli1mred
the br>oksto timebuyer» in s..oreral New Yark ngenci:cs.
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• Roanoke test market for Chipnios; Sea.ltest
Foods Division of National Dairy Products is
now testing Ghipnics-· "the world's firsr homog­
enized, potato chips"-· in Roanoke1 Va., using
radio, tv, .and newspapers, New preduet ís b:éíng
íntroed "with a heavy concentratíen of ad­
vertísing three to £our times greater than
total ad expenditures for all potato chip br¡arr:ds,
in that market. area: during 1962." Initial wave
of the campaign, set to run for 13 weeks; in­
cludes skeds of minute spots on radio sta­
tions \NDBJ (24 per week) and \~!RQV (18
per week), plus seven 60·seeond and :five ;;m.
second spots per week mostly fn nighttime on
\VDB}'TV. Agency is N. \V, Ayer (PMJa.).

• \Vedding be:lls:for Pat Condom Cunningham
& Walsh (San Francisco) media director Patri­
cia Condon was recently married to Richard
Newhall, chemical engineer- Ior Matson SteaJ'n·
ship Lines. Now back from their honeymoon1
the Newhalls are "at home" to their man:~
friends, at Genoa Place, San Francisco.

TV BUYING ACTIVITY
~ 1V.cs.t Bend AZUmfnkm readying a.fóur·Week
Christmas campaign of daytime and uighUi'.me
minutes lar their Fiesta-Pak {five-cup p~rcul¡;t~
tor with four matching thermal cups}. Charles
Might at Geyer, Morey, Ballard (Chicago) is
the buyer .

.~ Toro 1\fafJ:ufactriring. is de:vcloping spot tv
campaign in sorne 115 cities for n¢Xtspri.11g over
six-week period. Plan is to uss wee'ktlay niglrts
and weekends to reach male audienecs. d.iuing
.hcight of mower sellíng season. B11ying is
through Campbell-Mlthurr (1Jinneap6lisl

~ Kiichons of S·ar.aLee is lmrnching ne"v line. 01£
frozen Main Courses ín 11 trial markats. ~JedJ:m:
supervisor is :Betty Lavaty at No.rtb Adv.ertisii:r~
(Chicago}..

:PO:
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6·COUNTY PULSE REP'ORT
~At~MAZ()O RETAIL TRADING AREA-SEPTEMBER, 1962

·SHtdM OF AUDIENCE-MONDAY-FRIDAY

6 A.M •.- 12 NOON
12 NO.ON - 6 .P.M.
6 P•.M. - MIDNIGHT

6
X

w~z-~ Srotion "B" IStatioi:i "C"
Jo I 19 s
27
40

18
17

J?.,.1,.,,, f• /HÍ; r. 4•e j? t:m.Uo nl», '"b tel I ,,,,, .lffuts
4·•J J,.., /4;¡ ~ f S II'(( IFfoJ/f'tJ/ dPIJ met]» J . a~J "14}

,Uf' 'fl.JJ ·fl I bt .J· '.Ii <st« 1'f'Zt.J i."tMOtlJ t;j ffli¡t 4&1.Ílt'l(IJ.

BUT ... Peaple Stick to WKZO Rodio
Kalamazoo and Greater Western

.
IM

Michig·an !
\\"KZ<) Radio i~ a ~t.llion t h.r t li-u-ncr- l.1t1 h onto. Th«
ó-coun t y 1'111,..eof St·pt. '(>2 :-hm, ... \\"l..:í:( > l~.1din r iu t •.•1nring
all ot lu-rs i11 351' of 3<>0 quar u-r-hour- -ur x t·~ l'd, .nid
w i1111i11g a II hours :-un l") ed I10th in tot .rl Ii...t t'11in.;:
and .ulult li:-tc.:11i11g.

\\'e .1pply ih is plc.i--aut -t irk -u m t hroug lu.u r ':n·,1l!'r
\\"l'-.tl'rn ?\Iii hig.111, too. >.<·-...'<ii -.h1•\\'o. \\ J..:/c l H.1d1u·~
ci nul.u ion .ihe.rd oí l'\ en r.ul io ri \.ii in t lu- .rn".1•• rnd
40..-l' 1 gre.ttl'r t h.m .di ot lu-r 1-:.11.lm.1/041-.1.iti111¡...1 •ml im- l

It'~ a m.irket worth h11ldi11;.... ~.ik-. ~l.rn.1..,111w11t h,1 ...
predínt·d t h.u 1'.d.rn1.1?1•c• .il•1111· w ill 1•ut..,n•\\ .rl l
other l '.S. 1·itie-- in pt-r-.1•11,d iun•lllt' .u« l n-r.nl -..di~
Let wcvn I1>(10 .uul 1111,~.

l.t·t vour A, er~ -l\:1101kl 111.111u-l l ~11t1morí: r1 ,J'-4>Il... \\ hy
\\'1.\ZO',; word ¡...it ... l11111d~

* »u pcr c lrd r]» 'Y re;11; e t n ;, 11 </ Jfl I 11 sliea•p·¡; pi.
/1 e sou irr t ncn .

I Ipl Ill

WKZO
CBS RADIO FOR KALAMAZOO

AND GREATER WESTERN MICHIGAN

.) '



RADIO MEDIA

Alan Henry named v.p.
mgr. of KLAC, L. A.
Effective 1 January, Ala11 J Icnry
will be named vice president an<l
general manager of KLAC-A.\1-

::=mrw, J?.\I, Los An-
gl'les. For the
past year,
Henry has
been assistant
to ~detrome<l­
ia' s president
a.n d hoard

• • 1 chairman. Pri-1lml, ' 1llJ1 or to joining
.\·Ie t r om e d ia ,

Henry II en r y was
general manager of K\\'K, St.
Louis for two years. Before that, he
was general manager of \ VCKH,
Radio in Miami Beach, and vice
president and general manager of
KXEL, \Vaterloo-Ccdar Bapi<ls,
Iowa.

NEWS NOTES

RAB gains support: The Richmond
Brothers stations-\\'.\I EX, Hoston,
and \\'PGC, \Vashington, D. C. be­
came members of BAB on 1 No­
vember. "As I recognize the trends
of our industry," stated ~l. Evans
Hichmond, president of the group,
"it becomes more and more vital
that the radio industry he repre­
sented by ratings which are respect­
ed by agencies and advertisers. I
believe RA.B's current efforts in that
direction will benefit the entire
radio industry, and should there­
fore have its support. For that rea­
s011I am joining BAB now and ofkr
it my wholehearted support in its
methodology study of the entire
radio ratings structure.

Tennessee broadcaster clics: George
Hcynolds, vice prcsiclr-nt and tech­
nical director of \\'S \I, Ine,, N;1sh­
ville, and a member of the corpora­
tion's board of directors, died I
November of a heart attack. I le had
served the station since l !J28. Hey­
nolds began his can-er as operator.
joined \\'BA\\' and then \ \'S\1 as
transmitter and studio opcrutor.
Four years later lu- Ix-came tcclmi­
cal supervisor and in HJ.12 was d­
cv¡1ted to chic-f <'nginccr. JI<' was
named vice president and t<'clmiea)
rlirr-ctor in rn.so.

\,VA~ilE drops lawsuit: \\'A~JE
Broadcasting, ~Hnmi, has with­
drawn its suit against A.. C. Niel­
sen Co. by causing the case ta he
dismissed. The suit, which de­
manded $260,000 for compensatory
d<nn;tges and $1 million for punitrr­
tive dumagcs, was hrooght again.st
the research company during the
rccc-nt · \\'ashington investigations.
\\'A~I E eluimed Nielsen's reports
were "false, defamatory and libel­
ous," and that "inaccurnte t<ltíugs
cost the station Imsincss," A. C.
Nielsen reports they made no pay­
men t and entered into 110 agree­
ment in conneetion with the with­
drawnl.

Stations' revenue paces recovery:
?\Iacfad<len - Bartel l's nine - month
financinl statcrrront shows sales and
profits at a record high. Orie of the
principal factors accounting for the
marked increase was the cash flow
generated from broadcasting opera­
tions which amounted to $483.)40
as compared to $156,849 for the
same period in 1962, an increase of
208%. The three U.S. stations in the
broadcasting division arc \\1ADO,
New York; \\'OKY, ).fílwaukee;
KCílQ, San l)íc:;go. Consolidated
net sales for the nine months ended
30 September amounted to $19,-
1.56,7I.5, compnred with sales of
$17,092.,336 in the like period a year
ago, a gain of 12%. Net profit was
81,237,16:3, compared with un ml­
justed net loss of $402,962 in the
like nine months of 1962. Per share
earnings from operations were Ti.7
cents compared to an adjusted loss
of 21 cents per share last year.

New slate for state assn.: The Con­
necticut Broadcasters Assn. recently
elected new ofliccrs at its annual
meeting held in New Haven. They
urc. I Ierbcrt C. Hice, \\'ILl, wuu.
mantic, president; lIoward \\'.
Xlaschrneicr, \\'NHC, New York,
dcT president. Hicluu'd P. H('l:.'d,
\rJCI I, Norwich, reelected sccrt-­
tary-treusurcr: .\l¡ll'\'Ín Hoscnblatt.
\\'A \'Z, New Ilaven, elt·ctc·d ta the
new post of assistant secrt-tary­
trt-asurx-r.

Stereo station sold: John .\L HPrdcr
hon~)H \\T~PH (F':\I). Df'trnit, frtll­
t ime sl('rt'o outlet. Seller w;us Hoss
.\Inlholland. füR'Üc.'r has assumr>d
pn.'sidPncy of tln- operation. \lar-

vin J ~1J1Jt'SJel}lMed L~tt]''Grnif~,
l'tS statldn rnamuger, Gearg0 Pos.xf~ldt.
Iras been named sales mm1t1~r, a.ni¡].,
Gary Sdm1ic}; is chíd en g,ineer.

LoyAlty r:c·'''~lrfü~d;1~ ernplo1·:~'.c~;,~~I
tite .\h1'tual Br;o.ttdc;nsting 'Sy:s~t~m
\\'PTCi ho110red at the £1.rst al:rnni
Service: A\.varcls dimrcr of thCY ;r;i:~t1·
''tork. They r.ec.eivdl 15.,.go, attd Ill
,:eor <}\V(lrdsfrom fl:tree ec'\e¢:Uth\'.~~.
;1f the. pM·eur compí1lt~·., 3'1'sr, Th~~~
honored 've·re: 2.5.~~·t>:n<l'\:~rrd~~
Gertrude Bolter; James J. O;CenJJ.i;·
nor; 20-ycar awarcls - Jmnes ei1

Chapman, lfobert F. Hurleigh. E'.~l
win A, .&fog, Leslie S. .LcJ:írnc~I
Walter E. Shavc.•r, and Godl:b't·-· - . - . - _,. ··--- ._, . - -'-~---~-"''

Shaw; 15-y:ear awatds,-Lílli<~n ...J
Brín km an, Herbert Cutting, Clnii~
\\1• Codwin, Violet L. Ht1tc.hhrsn11
[oseph F. Keating, Jnmcs :\. !Jb
Elroy, James J. ~Iclncrne}', Fr;~1Ill
~tiller, Hobert \Y. Stankus,
Kenneth T. Ttnka.

Power increase in no.rth: K.NJllt1
F~f, Anchornger has incfea£t'~l
effective radiated ¡)O\\'éf: to .3 ~\~ó

Actua] ttnn$miftt'í' po\ú't is nm·~·
kw, óppo¡¡cd to the prerious :15:@'w
The station hus also begun re@trln
stereo hroaclcasting;

New to s.tcréoeasting: \YHF.M.,
York, "till. lwghi stel'('óc<.tsting 01:1.::li
before 1 Dcce111lwr. The nccesser
equipment Iras been p.un::hns.wl 'i:l:i;j
the st,aticm is now building J'.ts l
Imu-y of stereo music. '_,,,

N EWSM.AKER·;s

Dv nwoon PO'.c\'ELL t<lsa:lc.•sl'.ifif]itmt
scntutive fot \\'[)BJ,. Hoanolií~~Er
was !.!¡ellt'rnl man:1gt'r of n;'1~·~!:~·· ~
Florcnee, S. C.

JOH~ E. ) lú\:)'.ASlCH f(~ ·~t,l!t('f!
mannger of \\'.Dl'Z, G1•e.~\ül~ilL
\\"isc.

Jti\t y,,x .Kt·t~f:sto htn<li.lc<\.lil.t:01
orÚin;ítOt of CK:L\\..'-A~l-Fll, :a
troit.

Gu .\1H.EsA. L.\ ~J..'\.soNto \l:''Ii~:t
Ph iJ.nüelphhil ~,s mtm<:i.~t'rof ~t~\-?!:~
fisín~ and prtnnnticlll. U~ VY~~:~'f.'f
merly with \\'HA L. H.Sltin'l:fií't.'~'.!íl·
si111ih1r e;Jpii:ciJ~.·..

F'1t\\C1·~ 'M, Kxnow t.o: rn•(M'ríllll~
,;l1i'¡l itt tlw .~Itrtl1nl A~ffili:ntc•~
,·istlf'}' ConnnittPt'. .flu fs ·tl~:!t'~~
1•ral uiana.~rr nf \rosrr, ~l~!!J~Í~
wa<...'.\\'ise.
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BROAOCASTERS'PROMOTION
ASSOCIATION, INC.

19:63 SEMINAR
NOVEMBER 17-20

SAN FRANCISCO
JACK TAR HOTEL

THE ANNUAL B.P.A. SEMINARS
:.I H·.A.'·V·E·· ·... BECOME A "MUST" FOR
I l.AiN¥0NE IN THE BROADCAST
' ~~OMOTION FIELD

lop name broadcast speakers
·•,,,ln'fbrtnative work sessions

lrdea.packed program

S:ights.e,eingin San Francisco
"everybody's favorite city"

~ - - ---- ---

- - - -~-- - - - - - - - ~ - - -- - - -

SEND THIS COUPON FOR REGISTRATION INFORMATION

TO: B.P.A. SECRETARY /TREASURER
215 EAST 49th ST. NEW YORK 17, N.Y. Plaza 2-4255

PLEASE RUSH ME REGISTRATION AND PROGRAM
INFORMATION ON THE 1963 B.P.A. SEMINAR.

(name}

(company}

(street address)

(city, state}

,.....,._. •.••..•....~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~



SYNDICATION

Selling called an art,
not ¡ust giving facts
Digges decries 'technicians' who· can't supply
insight, imagination, intuition for new are.as

(
AXADIAX industry executives got
some inside information on the

gniding sales light behind the CBS
Films operation as Sam Cook Dig­
ges, administrative vice president of
the syndication firm and this sea­
son's president of the IHTS, out­
lined his theories on "Creativity in
Selling" at the annual convention
of the Central Canada Broadcasters
Assn. in Toronto.

It was only a decade or so ago
when most selling was done on a
personal basis-one individual sell·
ing to another individual, and quite
often at a bar, Digges reminded his
audience. Today most buying is
done by a committee. The effective
salesman must be flexible enough to
change with changing conditions.
Pointing to the "phenomenal"
growth of the Canadian economy in
recent years, Di~gcs urged his

listeners to be prepared to "share in
and contribute to it. The opportuni­
ty to sell is there. The individual or
the business that builds a better
mouse trap has a great advantage."
But, he added, "I doubt that the
world will beat a path to the door
of the man who has a better mouse
trap. People must be told about it,
and that better mouse trap must be
sold intelligently and aggressively."
Because selling ís fundamentally

persuasion, and persuasion is not a
science but an art, Digges dismissed
the "teclinicians" of advertising and
selling who produce "fact after fact
after fact." They cannot supply the
great insight, or imagination, or in­
tuition that break new ground."
\Vhilc the cardinal rule is "Make
people want to do business with
you," Digges defined several other
creative characteristics.

MacArthur 'Bio' goes in library

Norfolk mayor Hoy B. Martin (r} receives Official Films' "Hiograp'11y"
segment on Gen. Douglas Mac Artlmr from Hobert .\I. Lauthe, p1't•s.idcot­
gcu, mgr. of WTAH Rudio-Tv Corp. Series is aired hr \\'TAH-TY, ~11111
the film was requested for iucluviou in the .\lacArthtu· Ml•íí10rfal Found­
ation Library at NJ>rfolk. Prcveutufion was mack at City Council meclin;g

60

The ereativc salesman mt.FstkmAlt
his c11stomcr's business.,. calcula'.te
the customc.r's best ¢hance of stic:-·
eess, and tlrcn h.("lphii.n tl.chi¢Veiif
by the most C>ffectívemeans. '"the;
creative person has. harnessed fot!i
imagination. He has disdplin.ed. ·lit
so that every thought, every ic3:~1il'J
every word he says or pnts do:\V~},
makes more vivid, more helievahla~
more pcrsuasíve the .original theme
lll~ had decided he must .con'"~1''·
The creative salesman is one \"Vfid
will do his level best. to sell ever'\~,;•· ---··.- ·----· "-·--"',<;

thing in his list . . . who \vill s¢ll
what he has to sell anti v..-110'Nill x:rdf
he put off by someone wantin¡~
something that is not available .. :
nnd who has the ingenuity to ~s;ell
the lower rated avaílabilitics aloJ!l)g
with the highest rated .." A cr~au~·~
man is someone who docs not h~~
the way things are, and "has etmtt~h
courage and desire to try to ma~
something new."
Digges offered these six crit~tt~~'..

for the creative salesman: (1) J.J;~
must know his Inrsiness; mnst kn0,w1

his goods, must know his ''stuff;~''
from A to Z, (2) he must master thfi
problems of his prospects, so Uílat ··
he c·an see things and talk thi.11p·
from their angle, (3) he' 111t1st 1~
sincerely anxious to serve Im.th b~1
own concern and his customers, {-it
he must cultivate a '<\'inning pers.c)xt~~.·
ality, (5) he must have faith iu ltJ\ti
firm, (6) he must carry with híIJ'.1 ;tt·
all times an atmosphere of clrtru:r··
fulness, an aura of uptiruism; lnF"'
must radiate geniality· and ;~t:1'f!1cl
will, and he must feel that c)hstüde~
are ..merely s11urs·to inspire <1 fi'.F!.11
to demonstrate that he canno] "ll~
licked." ·,¡J

11'1

¡:¡;¡;..

I;¿.

$1,250,000 to 4 Star

..

Four Star Distribution Onrp., :b11~
racked up $1,2.50,CTOO in s1:1ks~i'í~~<r
the beginning of the sy11di.f-'ff'1tR~t!'1~
fiscal year on 1 July. Acconlin¡g ···t;m
dee president and g¡Nk•nd 1mrJ1

Len Fircstrmc, the new sales to:
puts the cmnparry fifi"'(r <ilreªd ·02~
last year's score a.t this poiJ1t ill. t'.h~~
sales year.
The s<Jks st)Iítt is. att1·ihutt'1l trl

part to app<wt•nt ''stockpilb.1,~~~.~:ri
svrulíeutrd film. Fireston~ n,(:Jitf~l
Ifrat st<rtion~ ;rre;•bnyiu,g ~é·l'i.~s\~ft1l~.1

tl1.e option of il "lnng~dl•lap,tr~·•s.hJ.rt:t·
ing date. "Ifs clbvicrus. t1uat tlt!!f'Y fJt~e·],-. - . . ' .,,,

that ~nod pro.ih1ct ,,.¡u be ~.eti.,1.íi~'~
11<.'xt sc.•ason,·· lr~ saiel.



(Jffitin I Fihns lrnx -.i~1wd anotlu-r
niult i m.ukr-t .nhl'rlist•r for ito;, Iirvt-
1·1m "~ 1Hlil';llt'd Ha///,· U1w ~writ·-..
e Ii ••Ill p I iII o i l. t It ro IIt!" Tr ••l') -
L.nl·kc, D.11las, Ii.is sit!IH'd to partici­
pate in t•;1ch of tht• :3!) "1•1•kl~ cpi­
Kn1h·s in J;) m.rrkc-ts. Tl11· Cl1.1111pli11
snh·s .irt·.1s .m- in Oklal10111,1. ;:-.;,.•
l?r.n;ka. Ka11s.1s. \li11111·•wt.1. luw a ,
¡·iod :\nrtli .unl South D.1kota. Tlu­
~~h1lio11\ to he ll~nl Ji,1\ t' not ~d
h1•t'U '-'t'l1Tlt'd.

Oílicinl recently made a l'l'\!ional
\l',;·1leto Pacific C:.ts ~ El1Tlril' to
~11011snr lfottlc U11r 011 -;1·vc11C.ili­
fot11ia stations.

NEWS NOTES

VV1:;•1i;J]1<1mpto11in Hi.t.: \\'C'stha111pto11
'I'~flm Corp. Iras .rcquirr-d 15 post­
''f>tl Íf·:it1m' films for tv d ixtr ihut iou.
1 Tlu- h11y of films. 11Pn'r seen hr-f ore
1.<)H tv, is pa rt of a proururn of t lu-
1ref('ntly on~a11iz1•d distributor to
'<li?quire and s1·ll Iirst-run U.S. and
,fo:rtígn pictures. At the s.unc time,
\Yc•sthampton a1111011m·1•dthat lkn
Colm.111. former C';htl·r11 s;1Jí', 111.111-
•'M.tn of Scn·1·11 Gc111s. has joined
its firm n-..i'.;1)c-; rn.magr r.

~~8~· ..\:\-S salcx: .\llied \rtist-.
Tl·k'\·isíon has addf'd 17 m.irkets for
it!9 Carulcailc nf the 60s. Croup 1.
\ir" s.d1·s wen' made to \\"Fl L-lY.
1Phi).1ddphi.1; KCTO-T\', D1•11n·r;
iW:\1IC-TY, Xcw I l.1n'11: KTI I\',
;uute Hoel: \\TEX. \'ail vl ills-
\lh.mv. :'.'\. Y.:\\ FBC-T\' .. Vltoonn,
~.:\TY.San Jo ..•e: K.-\1\:E-T\',\\'ich­
'lt); W'\BF-T\'. Hinulunnton,~:.Y.:
ifii'.,01\-T\', Portland. On-.: l\:FHE-
1'\', Fre ..••10; KKT\'. Color.Hin
"1i:prings; K\\ T\', Okl.rhom.i City;
\~rtn1-T\.', Leh.111011, Pa.; KC! iv,
'I.th lkrnardino: Wt-.:"\\-1'\'. S.1~i­
lJ¥W, ami KE:\D. Fan!o, '\.D.

tfod~es to star on tv: Cil I lodg1·"·
·nrtcntly m.ur.tzcr of the \\'ashim!-
011S1c•n.:ttorsbaseball tc;1m. will host
~ otttJ·ho11r tv special. Bollad of a
-.oamtry. produced by Cl'oílrt'~
rsc'lilcn .\ssoc .. as the sixth program
n tllf' Tc Six Par series.

Hgteules' ht•e;ets new µroup: Jo­
r~t~hE. Levine's Emh1ssy Píctun-s
~off eriill.! n new "Sons of 11t>rc11lcl>··
.1ek:igt' of 13 Iull-h-ncth color fihns

for I\. \\.iil.1hl1· I '\m1·111lwr, tlw
filim 111.1\ lu- pro~r.111wd "" lull­
lc11\!lh lt-.ll11n·, or"" utu 1111111vc r
.,¡1111... lor '\·liH-11.111\!1·1~ n·t .1p" .nu l
11.1rr.iti1111-«1\1·r"'ll.1slil1.11k '>«q111·1w1·-,.
Tiu· Ill'\\ .,t•ri1·-..¡., i11 .11ltlitin11 lo t lu­
origin.ii l'.it.il11~111· of :i> l1·;it11H'
fil111.., E111ha..•...y Pic-turr-, is off1·ri1112;
!o t v, Tlu- c.1talot!11t• IHl\\ tot.rls ·I~
Ie.itun-x. i11clmli11g :31 in color.

Tcle syu«! Iinds Car: Tt·l1·s~ 11d di\ i­
sinn of th!' \\'r,1tlwr Corp. 11.1-.Ix-en
gr.111ted world - w irlc- di ..•t r ihut iuu
rit!l1ts to Cor 5 l. \\ 'lur«: •\re rm1.~
Tlu- sn i1·v, '' l1id1 co11-.ish of <;o
half-hours. was ou :\BC T\' for I\\ ll

:\t•w sules: Four Star's Dctcctic cs
has been soh l in four additional
ur.irkets. 111aki11t!a total of HO. :\1•\\
sales were made to \ \'CSC0T\'
Ch.trlestuu. S. C.; KlTS-T\'. Sprruu­
fit'ld. Mo.; KCPX-T\', s.u Lake
Cit~, and KSB\\'-T\', S.di11as. Calif.

NEWSMAKERS

J \l i... )) \\"IS to Eastern ~lotiu11
l'icturcs, Ltrl., as executive \ Íct'
prc,idcnt ami executive producer.
I le Itas licen a vice president i11
cli.1rge of r.ulio-Iclr-v ision eouunvr­
ci.d production at Crey .\dn·rtis­
iII\.!.

Drxox Q. DETI:\" to United ,\rti-..h
Tr-lrvisiou as \\"est Const c:o1111st'I.
l111-.i11c.,saffairs. I Ic h.is l icc-n '' it h
I>nilu Productions as assist.int
...end.in· .urd ~c-neral studio c.·111111-
sel.

Htc_11\l\ll ~l. \\"oou.r' to dirt·dor
of s.ilcs and prour.uuina of D1·...iln
S.tlcs. Ile was owner of KTn· 1111-
til its recent sale to ~ll'tro11wd1.1.
.uul director of prngr.nninc;

Jo11' C. Onn tn prot hutiou
m.maue-r of ~.1rra. I le w.i-, pruduc­
tion m.lll.l\!t'r for Aurlio Produc­
t ions.
.\u.1' .\s11 to midw, ....t -..ilt·..,

111a11.1<J;crof Offici.d Film..;.
H\Y ll.vvn to the v. deo; -,t.df of

Olmstc,ul So1111d Studios. I It· ".1...
hc.ul of Audio \'idt'o Sit11dio-,.
josrr-u Covr.n to 'ice prc.,idcnl

of Bruck & Lurie. 111• i-, the [oruu-r
.rclvcrtisint; 111a11.1~crof P.1r.111101111t
Pictures.

\lir11 vi.t, Sn:11'\I-\ to Thirtv
Tlm-o Product ionv .r-, t".1uwr.1111.111-
dirr-c-tnr.

Fisherman's Par:a.di~e·...

commercially and for
sport! And it's big

business in active

San Diego-America's

16th largest market

Sened better by

KOGO/TV.

A must huy in a

must-hu}· market.

KCG,C-TV
SAN DIEGO



STATION REPRESENTATl.VES

Video proving 'angel'
tor aid to spot radio
Katz Agency finds tv's growth as sales medium
led to new concept fostering radio's comeback

T ELEYISIOX is spot radio's angel
because t v 's emergence as a

strong selling medium has created
a new concept of local radio pro­
graming and ad\'ertising, according
to a new presentation hy The Katz
Agency. It adds that the specializa­
tion of local radio has created a
"tremendous comeback" for the
medium.

Since 1949, when tv was first tak­
ing the country by storm, the radio
set count has increased 154%, and
current HAB estimates credit radio
with a more than 3-to-l set eount
lead over tv.

As tv gww in stature, network
radio lost much of its power to the
specialized local radio format of
music, news, conversation, and
sports. An estimated two-thirds of
U. S. radio stations program every
minute of the broadcast day them­
selves. The Katz presentation notes
that "each market has a radio 'spec­
trum,' with stations serving every
taste. Each of these stations features
local personalities who serve up
locally chosen entertainment, plus
news and information also locally
written and produced." The local
accent, according to Katz, also pet­
mits the advertiser to reach exactly
the audience he wants "with little
waste."

Katz says this feature makes local
radio "more effective than C\'Cr, not
only in terms of markets, hut in
terms of target audiences within a
market ... all of this ... in addition
to spot radio's other proven assets
(of) flexibility, reach frequr-ncy,
and low cost."

Hatlio's teach extends into most
rooms of the house. A Bruskin ¡\ I~I
study found that 66~ of radio
families had a set in the bedroom;
.56';( liad one in the kitchen; 401"70
listed one in the lidng room, nncl
3r10 even had one in tlrc bathroom.
Den sets were listed at 14%; while

G2

1007c had radios in the dfoing room,
and 7% had them in the basement.

The Katz presentation points out
that housewives, who buy 80% of
all food sold, listen to radio more
than :2}2hours 011 an average d<1y.
On that same average day, three out
of four men listen ro radio, about
two hours total, mostlv on their auto
sets. Teenagers listen nearly 2J:Í
hours a day. Ninety-three percent
of young homemakers listen to radio
<'aeh week, and 75% listen on an

WHAT A NETWORK TV BUDGET
WOULD BUY IN SPOT RAD.10!/o:

TV RADIO
Cost $85,000 ... , • $85,000
Time 4 min anncts .. 24 min anncts
When . nighttime •.. traffic time
Where .. network ..... 150 top markets

"' NBC.TV rate run/ as of IO lune,
1963 and Tite Kot= Ag1•11cy'$ Spot
Rndio Hui/get f.'.~ti111at.or#6. b11se(/
on p11blis/1e<I rotes ns of .'Vorembtir
1962.

RADIO'S CONTRIBUTION
TO THE MED.IA MIX,¡¡

A11 advertiser using tv alone <>vür
four weeks renehed :31~ Qf his
market with more tha11 óí111 im­
pr1.•.ssion ner honre. Hy .adding spot
radio to his buy, he increased his
uudienee r1.•1.•cívingmore thm1 one
impression by 4Sis:f,, and the nunr­
her üf impressions 1>cr home by
fiS"'Íl:

% of .Market Reachedlry Impressions
Moré Thá.o OnelrnpJessi'on pirr HOitl~
-· - .. ----

31% .TV Alone . . .. . . . . . . ... 4.4
46% TV & Spot Radio. . ..... . 7.4
48% Increase ..•.•...... 68%
* Vír./.qm ,\'rincasl. St•ptnnber 19.62.
nase1l m.• ¡,,.1111.111.e.. pluµ-in r.11d1'•ó
sets. 011lr.

nH·r·.1.gre·we:ekdav ln the s.U.but1'>·~<...• , -. , . L.,, ,,,,_· ·:, ~-.,ii' •• .. :~-.: ·_: ' : ->. ,_.· _,,.:· .. _ ,_,,'_,,_', ,-,(,,-.,q;,,

J'arlio reuches 78o/o f:nóre fa-m.ilie.s.
tb11hdn metx:opolin.111 Il(!.'\Y:sp~pe~s,

Duting tite rs•µrnin,er rn.gnth~ ..,
raditJ's, audience gro\\tB, ·while ncvvs­
pap.crs lose readers, some o.£the hlg~
gcst magazines c01nhhie .iss,ties, <lfj¿~;
fr \\•at¢hing t.hops .2.5>%. F:ort~r...otr~
percent of gr.onps '1n heac:hes'h;.1\~
radios with tlrern, aml J..5% nr.1<0:
tuned in."

The Kat'li study s;iys that un tt!;~~i""
ter what th<.> reason, µ.eopl.e li.ste11tl!l
their <:ür radios. Fout out of fl'\z~
ears are r~1dio~eqnipperI and "H1Xtl
more people drive, the leas th~~·
watelr television .... hut the 1uür:..ti!:
they listen to radio .."

~fost ndult tv \'ie'í'i'ét:S 1•tsriU:~-"
' - --- - --- "" ' - - - _- -.-- - - ' - - - - _· ~- - '- - - .: - - - -- - -_- - \-'< '··, .•'!,

sp¡;nd more timt:>listening to racli:o,
F otty jrereent uf tv's aéhrlt mrdien!ir«l"
accounts for t\.\'o-thrr:d.s ·of all t~"
Yre\\'ing. The other <m% qf adult W·
,.fr"\Yers rotals 011ly oüe-tbitd .<>f ~f~·
vie,,•i11g time .. This lrglrt.:,·ie\N'f.:f~~
rnnjor:íty spends. more time :dai'l~
wtth radío than with tv, For t''í«err
138 mfoutes .this 60% gtoü1J SJi1é'iñ.41\!•~
watching tv, they .spend 169 ttI,('tl'~
utcs listening td radio,

In <1 sh1c.lyofrcnch and frec:p.1e1'1~;~-··
conducted hy Nielsen for CB~ :&.a,,'
dio Spot Sales, a eomhinatío.ü ~
network and spot tv was sl1P\xl1lltrlí
result io 11% of l1w11es re~dhed
eeiving ffre or rrrore impressions·Jt~
home ..A combination of nehvoik:~~
and spot radio, hm.\'ever, increª~tli
the mnnlzor of homes tecci,'bls¡ 'fi'f
or nrore i1nptcssí•ons to 62% o;
homes l'e.aC'hcd,

ltt the ttn:ie sine.e r~1di:o:'·sn~~f'
fan ~ler1 .:mgel mm.le Jts, .déhlit, !~1~£;¥
radio gmss ti.nre s.alt:'s h;we> fi)~iJ~
than .douhlecl. Irr 1047. l>eftrt~ ti
\Yns ~1 factor, ..sput l'fücho· gms'S t':L!ll.111
sült•s \VN·v ~g;!:mHJi:o11. Tox.l ~-e~í'
btl?.r, wln:m tv had .e1l1etg~&l;:.\1\ 1
mighty cf>n1.¡)C.fitOr~ riü.li(J \fr);l:,_;1111~
VWlS s170 iüillic)ü. in .Sf)Pf tt'11H\cHlll~

Lasf year, .•spot iffGlio ~rtiss l')Íh'l!!
sak's increu·sed. ta ·s.~:091nillio.n..II'

Rft\l' rec:ruitm~e'ntaJ:d
N~1tfauvalAssn. ·of Btoi:id;0.<t!¢~r~:11~1
p.tt.bUsht·d t\\'.O i:V.~\\í fu:o.ciik:ké~
''C,ar;et•rs i.n l~nd.iq'' rn1d ''Ca11Q:~J'$i r
T~levi~ion," to encnurng~ ~·;f11üi
peo.pk~ to quaJ ify for jdbS' Q) rJ:1~ti.
dustr~\ Tllt:> hotJk.JetS' ;;ir:~ 'b1ª'ltí
nnxtl.~ '11~'~ilühlc t.o stllU'.Onf$, ]
hnwk~~, s.c;.1héiiofa,.en111lo~·:1nk11rilt.sf'í'~
flí(~$a.üc.l~:OC'HlÍcomil n:rg¡1n'i~'l.í'Í~':t.J:i,



ff'l!'iJ ·d· " s· · ..,..~l,.J· /O~W rn mariager
1m.:fK.~tzAgency, B:oston
,,;,:(;."Hurl" Bowli11 Ira-. lwt•11.1ppomt
·~lHhlll.rgn of t ln- Bo~to11 olli(·1• ul

Tlu- K.rl/ \~en­
<'\ 11-11•\ i'i1111
st.1lio11 11·p1t·­
'-l'llt.1l i\ 1''· l'l­
f1Tti\ l' t11d,I\,
11 '\U\ c-rul li'I.

Bil\\ lin <·11111t·'
t11 tire l\:;1tl
\ \.!< 'lll'\ ln1111
\\ e.su - T\',
Por t I .1 11 d
\L1i1w. wlu-r l'

111' Ii.id h1·1·11

NEWS NOTES

11\J·.1:1.~.•~~..·1.' G.• l:h~L's': Fh·1· hundred p.rirsff "\LlSS!'.'í C.l.1s-;1•s," lonu-r.mu«.
" 1hlin!.,!hi111l('t il.rrs, h,1,·c lu-c-n d i'i-

.1(~·bed to ad 111a11.1gen; .md a!.,!clll'\·r . . • •

íHelHl~l·r., hy the .\-Buy Huclio
fll'ilp ill California with the 111c..;-
1.~t·:"L's« thl'S(' glassc-. to find yonr
rd.li1Hdwry man, then h11y A-Buy.
." l"hl' I.1tcst in a scric·s of atlassl'~.
tshli.d1i... and otln-r souvcuirx. tlu­
:ttHiJ1g i-; on behalf tlww nine
1'lUp-snld xtut ions: }(VI 11. lh-ddim~;
P·.'\i:, Chico; h:SHO, Santa Hosa:

Pep talk from rep

!\.EE~. S.111 Jo,1·. l\IDD \1111111"11·\
k~EE, S.1111.1 Vl.ni.r, 1-..l'-i'I "i.1111.1
B.nli.1r.1, b:BIS B.1l1·1,fi1·ld, .111d
KCl\.C, '-'.111B1·111.mli1111 wp¡wd Ii\

C1·11r<_!1•P. I l111li11c;lwn.

;\('\\' l10111c for AT'-i: \th 1·111,i11e,
Tiuu: S.il1·s w rll 111m·1·1h '\1•\\ York
lw.1dq11.irt1·r' tu 111·\\ .111d 1·\p.111d1·d
offil'I'' .1! 777 Third ,\\1•111w .rltr-r
t lu- firvt ol t lu- ~1'.ir. Fin11 ¡, 110\\ .rt
:217 Park \' 1•11111'. \TS, \\ lrich rq>­
íi">t'lll-. :211 tv .111d :21 r.11li11 't.1tio11'
i11 m.ir kvts thruuuhout t ln- couutrv ,
111;JiIIt.IÍ llS ('0111p.111y-uwnod olf il't ''
i11 .\1·w York. Chi<'•1c:o, D.dl.1,, .vt­
L111t<1,Detroit, St , Lo11i,, \li11111·.1p11-
lis. S;111 Fr;111l'i'l'O, .md I.1,.; .\11c:d1·'·

Florida xtnt inu 11a111t·-. \la,la:
wruv, Orlando, joi111'd till' list of
j ac], \I.isla tx Co., cHcdi\1• I ~o­
vvmlx-r. Other l'l'<·1·11t.rppoinuucnts
inclnd« \\'l ..\D, D.111lim\. to Ee­
l..1·ls tx Co. for ~l'\\ Em!:l.111d sail''-·

.:\'cw station nwarrls: Tlw t.'. S.
Conference of ~ l.iyors and t lu­
Broadcast Pi1111ccr" "ill, lx-uinnim;
m-xt ye.ir. jointly honor the radio
and tv statioux m.rk inu tlu- .c:rcatest
contribution in the field of local
conuuunity st•n Íl'l' prour.uninu.
The awards, om- for radio .uul one
for tv, will he made for the stu­
t ion's on· rail con t ril lll t ion to t Iw

~Yln.•n °K:MQX (lit. Loui~) radio ,,1!1.•.;mzr. Bill Dt!:m II) arriv erl in 'S. Y.
!Ji a tnlk uver a m-w llrl'\'1,'ll!aliou for !ht• ,.,1a1im1 '''ilh hi, Íl'!). CB~ lt11li11
!5p«it ~kJ.k'i. htc• \\'W'\' l!i:H'll a rundown 1111al!ellt'~ atlJlt1i11lml'nh 'l'I 1111h'
f:l{S·R~h' Qt't'tJntll tll't Chkk .\:llii.011 mid treated to the ~iithl oí a 1rnra1lt-
11f flfl·ll~·'S<.'t'rntaric, hearl111: a¡lpro.priall• ,¡gm lo fin·him 11p

I ll!lllllllllll \ t luruu; ,¡ \.!I\ I II \I' II

r.rtlu-r th.111 for 111w pro!.!,r.1111 .111d
tlw p1d!.!,111C:w il! lw li,1\• d 1111h 1111

l1w.1l pru!.!,r.11111111! I· ur t lu-r 11!11111111
t rou 111.1~ hi· nlit.111wd lu uu Iii•
Bro.1d(',1,1 l'11J111·1·r-. .1t -1~1J I· iltl1
\\I', 'I'\\ \ork 17

'-.!mil' add, vtut inn: \ \ <,H )1' ( .w1·11
\ il11•, -. C., o\\111·d I>~ D« k Hrn.1d
l·.1-.ti111!,Co. ¡, 1111\\ '11·1111!,-.nld ii.I

t io11.ill) Ii~ '-.11>Ill lkp11•\1 11!.ll I\ n
1111. Otlu-r rqm•\1·11t.il1\1• .1pp•>111t
nu-ut-, i11('l1Hl1• 1\.1.l'B '-i.dl l..1k1·
Cit~', lo Sa\ alli/Cat(•,,

So11thcru 'tatirn1-. vw itcl: rcpv: Hoh·
t•rt I •. \\'illi.1111' ( :11111p.111~.di\ ,,¡1111
of \kC,I\ n-u-Cmld. h.i-, lw1·11
11;111wd to rq11t·,c11t wrvv, !'11·
CBS ;dfili.rk i11 J.1('ls1111\ ill.-, .111d
\\ ~011, Itd1·hd1.

NEWS MAKERS

Jo11'1. vh 111•11' Ill r.ulio 111.111.1c1·r
for 11-H lkpn·,1·11t.1tin·s in ~.111
Fr;111l'i seo,
jon-, T. K1'\C, 11 to m.m.un-r of

\lctro Brn.1d(';1,1 S.il1·s· Ill'\\ 11ffi1.T
in Boston. Ile \\,I'; pn·,·i1111-.;I\- 111.111·
.1c:er of tlu- ll'k\ iviun division uf
t lu- Katz .\C:t'IH'~ 's Hovton offin·.

Trn1\1 \'-J. l loi.r.rvcsrn.vn to t l«­
'.\t•w York sales staff of Arl.un
Yo1111~. Ill' was w ith Hirh.ml K.
\l.11101f as uu-dia supcrv ivor. \I vn-
1" J. B11ow' "ill also joi 11t lie :-..iln
st;11f. I le ha-; h1·t·11 with Hoc1·r
< >'Co1111or.

Jo ...u•11 E. vh.m 1,,, tn an:nu11t
t'\t'l'lllÍ\ l' \\ ith ~torn Td1•\ ixion
S.dc..;.

T11 '' To:-.1111111.1' to the Clue.ru»
r.ulio s.1h"; st.ilf of \'1·11.ml Torlx-t
\\: \kCrnua·ll. IIt- \\,!'.\ puhlivlu-r«
rcprt·,c11t.1tÍ\ 1• '' ith thr- P1 t1·r,011
P11hJi,hi11'.!, Co. of Chic.iuo.

\l. E. 1:\:11111.u. to mid\\l"'! v.de-.
111.111.1!.!,t•rof :\.111011.d Time ~.iii·-..
111• will pl.u« \!rt',lt l'lllph.l\j, Oil till'
d1·\ do¡rnw11t of "'ip.1111,Ji l.111c:11.11;!1'
111.1rkdirn~.

HH 11vnn J. \I( Lot 1.1111' In r.1d111
.,,iJ,., t'\tT11tn 1· Im Hl\.O C1·111r.rl
Bro.id( .1•.•tiHI.! '\.dio11.il ~.d, v. I It
h.1, lwl'll .1 loe.ii .111dr1•dqn d 1 \• 't -

1111\t' w ith \\ ~llC, ~t'\\ l l.rv. II
ll11111n1 E ~"''''º'to P1t.-r ....

( :rilli11 \\ ooclw.ml ,..., .1 tele\ ¡,inn
.ll'l'llllllt t'\•'l ut ix I' ill Chi( .11,!0 11.
\\,I\ ,l ~.i)I'~t"H'('ll(l\I' \\ it h (.rQ1-.,l1\
Bro.1dl .1-.tIll\! Corp
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I'U be S'PO:N.SOR's ho~tess: 'in. the

S·ui-lin Sufre .á.t. tlze Jaak.Tar

Rd.tel du1'ÜtfJ tlze RPA Gor1ll/:e-rr,tion

be(Ji1ming 1'l lf O'l)efifl)err. f"ve tpl{LiJt,rred.

d ·z · .. ..•.~omeven¡ e icious.,,e:x;cit:uig
:'··- •• :¡¡ . c.,··:.e ,, _,_._

.and int.r.t{},uin.g Chtne:se rníd:

tJti'iefJtá1 s'f)eéi'tl-ltíes. fo1· '!J<YifW ¡ile'Q..s:a{'fé.

Qur suitr¡ is <ni the s i::r;t~tf(otJjf'
ius.t as •you get oif the

ei:e'f>atots. Lóok for Su,i-it~•..• t1;ll

be e~~.eéf.if:?ttlf#/iu•.



Ncw11 from natlon'«
capit al of spec ial
fnterr't to admen
11 :\on•111h<·r rom

** Neither side gov9 an inch in last wook' s Hill stand_off between Rep.
RoKors' Communications Subcemmittee and FCCChairmnn E. William Henry

¡;m the subject of FCClimits fil! commerc,ials, and Rpg,ers' bill to forbid such
:regulation E.Y· tho Commission.•

Cool on the congressional griddle, FCC chairman had only one sub­
committee champion, Rep. John E. M,oss. and even Moss had to leave early in
the first day's hearing. Moss .endorsed Henry's plea to tho subcommittoo
to hold off on 'hamstringing .legislation until there is some definite guide
in the form of FCCproposals.

Wher1the coramí.seíon completes its 9 December oral hearings on com­
mercial limits, it may comeup wi~h one of several alternate suggestions
being considered, or perhaps it máy find it can't formulate a working plan.
In the latter cas e, the subc ommí t't ee might find it unnecessary to go ahead.
Whatever the group dec íde s-c-Henrv showed no sign ,of backing away from his
commercials crusade,

Chaír-raanRogers w.as,just as adamant: he said FCChas no authority even
to consider limiting commercials, and that Congress should step in bef or e
the agency get-s out of statutory bounds ,

** Actually, there is. !!Q. specific. FCCpolicy on overcommercializ.ation,
Henry admitted frankly .•
It has never be·en formulated, except in the context of overall pro­

graming which requires broadcasters to operate in the public interest as
wel1 as for personal profit.

** Then why the urgency ~ow, after all these years, was impatJent con­
gressional reaction..
Henry said both FCCand NABstandards on commer-cí aLí aatí on have been

backs.Lí.dí.ngover the years and the situation is serious. In 1949, with no
fermal rules in the nebulous over-commer-oí.eLíc í ng policy. FCC staff was
told to query any daytime stations with over 600 comme.rcials a week, full­
time s tat í.ons over 750. In 1955, the number loosened to 1,000. Now, there
is no·spec í r í c on which staff can advise inquiry.

** Oren Harris, chairman of the CommerceComm!ttee, spoke as on observer
and more in serrow than anger, to warn .the FCC, broadcasters and Con­

gressmen, each in turn, of the dangers of going to extremes at this t ice.
He would like more self-regulation by industry, plus tnoderato FCC

r eguLat í.cn as best solution. He referred wistfully to how it was after 1951
Harris hearíngs , when the NABcode was set up and 96 out of 104 tv stations
subscribed. A room full of br-oadces t er-s heard the sad and significant
regret that code stibstription is only about 45%in radio and 70~ in tv.

Harris raised the spectre of a takeover l:>y pay tv if br-oadces t er-s are
pat under t.oo manyFCCstrictures. But he also reminded member s of painful
.instances when Congress went too far in agerrcy correctives--and had to
legislate to re-correct their own extr-eaes .
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** CommerceChairman O_renHarris tried to give F'GCchairman Henry ª pos •...
si ble out during the hearings .Q.!! Rogers' bill to bar commercial ru,le­

making .!:!x the commissidn.
He said perhaps the "call from the people" sounded a little. to o loudly

in Henry's ears. Rep, Harris had, similarly, heard Urn call "very Loud and
o.Lear" when he was asked to run for Congress. This brought smiles--but no
backdown ~rom Henry.

Henry reiterated his stand that he was trying to help, not restric.t,
broadcasters by making cLear "howmuch is toe much" in cnmmercials. Tó this,
Rep. Moss added that complaints from advertisers and agencies about, over=
cr·owding of commercials ar-e also coming loud and clear.

** Rep. Glenn Cunninghalll, during the second day when broadcasters held
forth, offered no· quarter t.o the. "mischievo·us young man who .is now

chairman of the FCC."
Still smarting from Henry's "mísch í ef'-cnak í ng" publie hear'ings in

Omaha, the Nebraska Republican said the whole Communí cat io,ns s.t at ut.e might
need rewriting to protect broadcasters further harassment. "It's time
somebody' swings were clipped."

** NBC's Washington~ Peter ..!h. Kenney dismissed 2500 complaints at
the FCCas ª- very ºfaint public outcry2" in the context of 5500 .sta­

tions--wi th onlyª- third going to length dr fregu,ency of commercials.
For its part, the network in a year's span, had 245,000 general com­

ments, and only 1,544 or less than 1%on commercials. In the commercial
complaints, most irritation was at content o.r-eorrt.ext, or t-iming--only a
third went to excessive commercialism.

** Broa_dcasters small and large..L network and independent:.t. stat.e and
national associat,ion spokesmen, were three-dozen strt>ng at the hearings:
all favoring thé FCCwing-clip on comme.rcials rulemaking.

The Rogers Communications Subcdmmittee Rep. Moss excepted and t:h'e
industry agreed that the best e.ourse was to legislate out any lingering
doubts that FCCwas exceeding its aut.nor í t.v.

Broadcasters were sardonic about the F.GCchairman's theory thar, fewer
commercials would bring higher rates, and broadcasters might "even make
more money" under some limitation. Broadcasters say competitive media
Will pick up the advertising chips if air rates are pushed up.

Smaller broadcasters particularly were outraged at Henry's belief
that limiting commercials would not "seriously" affect their revenues.
As to the pr omí.sed individual waivers for special needs, the .:Prospect of
presenting a case for them at the FCCchilled broadcaster blood.

TheABCstatement said the overwhelming workload r-esut ting from .g:rants
of waivers would not be limited to the FCC. Anew broadcaster w.orkload would
result when exeep t í cn grant ed one station would send its ,competitors to
FCCanQ./or court for equal treatment.
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AND Now IN 1963 - FULL LIVE COLOR/(
-s

WDSM-TV-the first and only complete color TV channel in
Northern Minnesota, Northern Wisconsin and upper Michi­
gan.
Facilities for telecasting color slides, color film and live color
studio presentations.
Give your commercials the extra PLUSof COLOR on WDSM- . . .
TV. -· w D s M -T V
Peters Griffin and Woodward-National Representatives Duluth-Superior
Bill Hurley, Minneapolis-Regional Representatives Covering the se<ond lcü9.e$t tnC,r'e't
TV Representatives Ltd.-Canadian Representatives in Mirinesoto and Wis(.onsin


