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T ’ IS] Ag
Advertisers, syndicators can profit by studying local ratings PAGE 25

PAGE 32

Does mother know best as regards her teen-ager’s tv viewing?

Some sponsors rally to the color call, others wait and see PAGE 36

SPECIALIST
IN
SPOTS

Ridin’ high! That’s the sales-position of the many
alert national advertisers who spot their TV ad-
% ~ vertising on these great stations. Ride with them
—make Spot-TV your basic selling medium, too!

KOB-TV .......... Albuquerque WS TV o Ty e § Nashville
WS BTV 2 o, ol i £ Atlanta WNEW-TV . .......... New York
KERO-TV . ... .. ... Bakersfield WITAR: TV e g e 2 et Norfolk
WBAL-TV ........... Baltimore KWV B b ey s Oklahoma City
WORFTVE L, 0 ik o g Buffalo KMIV E- Sl . 5 - deiica Omaha
WON-TV ... .. ....... Chicago KT iraiwmgcaibe.. Portland, Ore.
WFARTY .. ... ..., Dallas WIAR-TV .......... Providence
WNEM-TY .. ...... Flint-Bay City WIVD ......... Raleigh-Durham
L} o Y KPRC-TV ... ......... Houston WROC-TV ... .. ..... Rochester
Television Division

KARK-TV ... ... .. Littfe Rock KCRA-TV ......... Sacramento
Edward Petry & Co., Inc. KCOP ... Los Angeles  WORLTY ... San Antorio
i . . WPST-TV ... ... Miami KFMB-TV ........... San Diego

I'ite Original Station ] ;
Representative WISN-TV ... ..... Milwaukee WNEP-TV_Scranton-Wilkes Barre
KSTP-TV ... Minneapolis-St. Paul KREM-TV . ... ........ Spokane

NEW YORK * CHICAGO » ATLANTA + BOSTON + DALLAS + DETROIT * LOS ANGELES + SAN FRANCISCO = ST. LOUIS
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Baton Rouge, La.

is the 4th market
in the Gulf South!

\Y.l‘e/) _ ,T—‘—la

*

Yes! That's right! Baton Rouge is the 4th largest market in the
states of Louisiana, Texas and Mississippi...the area known as
the Gulf South. Ranking just below Dallas-Ft. Worth, Houston
and New Orleans, the Baton Rouge market served by television
station WBRZ has a population of 1,561,000, with retail sales of
$1,285,000,000 —too big a market to be overlooked on any list.
Call your Hollingbery man.

— WBRZ G2 ——
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Television Age
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MARKETS WITHIN MARKETS
Advertisers. syndicators benefit by studying local
ratings as well as national figures

“THE WAY WE WANT IT”

Norman. Craig & Kummel agency is run to suit both
itself and clients—and sueceeds

DOES MOTHER KNOW BEST?
Teen-agers’ mnaternal parents for the most part are
satisfied with television programming

TOO COMPLEX FOR WORDS

Ohio Blue Cross finds 1D’s paradoxically better than
minutes to tell a complicated story

CALL TO THE COLORS

Some advertisers rally “round tint medinm. others
are taking a *“wart and see” attitnde

BANE INTO BOON

Theatre managers in {linois learn that television
can be a friend rather than a foe

DEPARTMENTS
6 Publisher’s Letter 47 Wall Street Report
Report to the readers The financial picture

11 Letters to the Editor
The customers always write 19 Spot Report

Digest of nationul activiry

15 Tele-scope

What's ehead behind the scenes

=~
e

2 Audience Charts

19 Business Barometer Bho watches what

Measuring the trends

-1
—_

In the Picture

23 Newsfront

Portraits of people in the news

The way it happened

39 Film Report

-k
[

In Camera

Round-itp of news The lighter side

Television Age is published every other Monday by the Television Editorial Corp. Pub-
lication Office: 109 Market Place, Baltimore 2, Md. Address mail to editorial, advertis-
ing and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1.1)22,
Second class postage paid at Baltimore, Md.

wWWwWWw.americanradiohistorv.com



www.americanradiohistory.com

“Action

speaks
Jloudest?”

Speaking of sales ... nothing speaks clearer
than high-speed television action. And CBS
Films has three of the fastest-moving action
shows in all syndication:

NAVY LOG ...the U.S. Navy at war and in
peace, in 102 half-hours of adventure on the
high seas. A favorite on network television
for three years, Navy Log is repeating that
success in scores of markets coast-to-coast.

THE GRAY GHOST. . . the daring deeds of
Colonel John S. Mosby (of Mosby’s Raiders),
and the ideal action show to tie-in with the
forthcoming Civil War Centennial celebra-
tions. Stars Tod Andrews in 39 half-hours.

U.S.BORDER PATROL ...the adventures
of the nation’s most mobile law-enforcement
agency, battling crime on land, sea and in the
air, along 6,000 miles of United States border.
Richard Webb stars in 39 half-hours.

Want to turn up sales volume? Let one of these
action-charged series do the talking for you.

CBS FILMS

“ .. the best film programs for all stations”

New York, Chicago, Los Angeles, letroit, Boston, St. Louis,
San Francisco, Dallas, Atlanta. Cunada: S.W. Caldwell Lid.

www americanradiohistorv com
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‘HIJLTI-I:ITT
TV MARKET

*ARB AND MIELSEN T

STEINMAN STATION
Ctair McColiough, Pres,

AN

WGAL-TV
Channed &

Lancaster, Pa.
NBC and CBS

Representative: NMIEEKER

6 July 11, 1960, Television Age

Letter from the Publisher

Apparent Spot Trends

As the agencies and reps “tool up” for the oncoming rush of
fall spot business, there are several apparent trends:

It will be an early buying season. Some of the seasonal accounts
such as cold remedies will start moving on availabilities within the
next three to four weeks. Last year there was a great deal of early
buying, particularly out of Chicago, where the early activity en-
abled the agencies to “nail down™ good availabilities.

Minutes will be in great demand. Twenty-second announcements
will be harder to sell; 1D’s, hardest of zll.

The relation of spot revenue to total revenue will increase some-
what. In the major markets spot accounts for more than 50 per cent
of the total station revenue. In many intermediate markets it is veer-
ing close to the 50-per-cent mark. This means that spot in even
greater proportion will continue to be the most important single
source of station revenue. As one station manager put it, “If my
local billing were off five per cent I would be concerned, but I
wouldn’t feel it nearly as much as if my spot billing were off the
same percentage.”

More Field Work

More of the agencies will have people in the field this fall. In
some cases they will be out wheeling and dealing on rates. In other
cases they will be checking on programs and clearances.

Network participations will increase this fall, with the networks
actively going after this business. This has become attractive rev-
entue for the networks, since it enables them to go after smaller-
budgeted advertisers and enables the network to control the show.
[t is a further extension of the magaziue concept, and the spot ad-
vertiser, therefore, becomes a prime prospect. There is no question
but that a certain amount of spot revenue has been drained off into
network participations. This activity will be watched closely by reps
and stations.

Spot’s Biggest Year

There will be a tendency this fall to spread a spot campaign over
more cities. Because of the anticipated tightness of good availabili-
ties, agencies are recommending a wider spread of markets for more
efficient exposure on a nationwide basis.

There is no question but that this will be spot’s biggest year.
There are several reasons for this increased revenue. One is. of
course, the rate increases. Another is the expansion by large ad-
vertisers, especially where new products are introduced. Many ad-
vertisers have indicated they will watcl: the ratings on their network
shows on a market-by-market basis and will “heef up” weak mar-
kets with spot.

In our July 25th Fall Spot Outlook Issue we will carry a projec-
tion of spot as gleaned from the major spenders. We will also present
a comprehensive analysis of company and brand hreakdown based
on what they are currently spending in the medium.

Cordially/_é//' /é“_g
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You’re on
the right track
That’s right!
You’re getting home
with the men and
women who make
their living by
knowing all there
is to know about
television. That’s
why Television Age
goes with them.

It tells more
television. ..

it sells more
television!
Television Age/
The Climate |
is Compelling

July 11, 1960, Television Age 7
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STORER BROADCASTING COMPANY

33 Years of Community Service |

WWW Anercantacionisiory cCorrl
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WHEN DO YOU = - /" A FORMAT ~

The answer is very simple—never!
At least. in 33 years, we have never quite been able to manage it.

Public preference changes too fast and so do each community’s needs. That is

wlty every Storer station is locally oriented 1o the particular community it serves.

Only by knowing community problems from day to day have we been
able to help solve them. Only through constant cheek on listener and viewer

preferences have we been able to build loyal. responsive audiences.

Keeping the public informed and entertained. and working for a better

community is a day-to-day, often an hour-to-hour, even minute-to-minute job.

We've never found a way to format communmity service. It’s too big . . . too

fluid . . . too much of a responsibility to be frozen—even for one day.

Radio Television
CLEVELAND—WJW
TOLEDO-WSPD DETROIT—WJBK-TV
WHEELING—WWVA CLEVELAND—WJW-TV
MIAMI-WGBS | MILWAUKEE—WITI-TV
LOS ANGELES—KGBS ATLANTA—WAGA-TV
DETROIT—WJBK TOLEDO—WSPD-TV
PHILADELPHIA—WIBG

NATIONAL SALES OFFICES:625 Madison Ave., N.Y. 22, PLaza 1-3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498
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In TV too...
FILM does the impossible’!

I'VE GOT NEWS FOR YOU'' . . .

‘Sure, I'm Ford's shaggy dog . .. rated one of
he brightest, even if | do say so myself. But,
frankly, I'd get nowhere, if | weren't on film. And
that, I'm told, goes for thousands of other TV
ommercials—animated and otherwise.

Again, the dag s right. Film, and film clone,
does three things for you: (1} gives animation—
crisp, exciting; (2) provides the optical effects
you've always required for high-polish com-
mercials; (3) assures you the coverage and
penetration market absorption requires.

For more information, write Motion Picture Film Departmen

EASTMAN KODAK COMPANY, Rochester 4, N.Y.

Midwest Division
130 Eost Rondolph Drive
Chicago 1, 1l

East Coast Division
342 Madison Avenue
New York 17, N.Y

West Coast Division
6706 Santa Monica Blvd.
Hollywood 38, Calif.

or W. J. German, Inc. Agents for the sale
and distribution of Eastman Professional Motion Picture
Films, Fort Lee, N.J., Chicago, lll., Hollywood, Calif.

ADVERTISER: Ford Motor Car Company
AGENCY: J. Walter Thompson Company
PRODUCER: Playhouse Pictures—Hollywood

www americanradiohistorv com
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Program Balance
I certainlv am most apprecialive
of the opportunity vour fine publica-
tion afTorded me 10 present my think-
ing on "Progrum Balance” (TV AGE
June 13). This complele presentation

is excellent.

E. K. HarTENBOWER
Vice President and General Manager
KCMO Broadcasting

Kansas City

... Thanks for asking me to be a
part of such an interesting discus-
sion.

HenbriK Booraem |k,

Vice President

Ogilvy. Benson & Mather, Inc.
New York City

.. . 1 found this piece most inter-
esting—and, as an evidence of TELE-
visiox aGE readership, | have had
many comments on it. My compli-
ments to vou on the fine job that you
are doing with TELEVISION AGE.

Newwmay . McEvoy
Senior Vice President
Cunningham & Walsh, lnc.
New York City

Highly Complimented

We were most pleased and highl
complimented by the fine recognition
vour article (“Wayne of Atlanta,”
TV AGE, Mav 30) accorded lo our
group and the whole way it was han-
dled, and we have had a nuniber of
excellent comments about it both
here on our native heath and from
afar.

Congratulations on the fine job
your good publication is doing to
cover and interpret the complexities
of a fascinating medium that is so
important to all of us in advertising

and in a wav that is significant and
helpful to us.

DoucrLas D. Coxxau

Chairman, Adniinisirative Commiltee
Tucker Wayne & Co.

Atlanta

www americanradiohistorv com

AGK
THE LADY
WHO

LIVES
HERE

Year in and year out, KOIN-TV
has never deviated from the prin-
ciple of genuine service to its
audience, its clients and its indus-
try. Dedication to this principle
hos made KOIN-TV one of the
notion’s truly influential advertis-
ing media.

Questionoble odvertising hos
been consistently refused. On the
other hand, no pains or expense
hove been spared to bring our
auvdience in and adjacent to Port-
lond, Oregon, the best in enter-
toinment and information. For ex-
ample, mony live KOIN-TV pro-
grams ore bockgrounded by the
Stotion's full-time stoff orchestro.

Observance of these principles
has eorned for KOIN-TV the
friendship ond confidence of its
oudience...a factor which, com-
bined with widestarec coveroge*
and highest rotings, mokes
KOIN-TV one of Americao’s
soundest odvertising buys.

KoIN-|v

PORTLAND CHANNEL §

Ove of the Nation's Great INFLUENCL Stations
Represented Nutionaily by CBSTV Spot Sales

*7 of every 10 homes in Portland and 32 sur.
rounding Oregon and Washington counties.

July 11, 1960, Television Age 11
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Phlladelphlaf'old enough
watch WCAUTV. Result:
adults more often than anv
With 437% more adult quarter
station...98% more than

big spending power 1s no

the reason advertisers

prefer Philadelphia’s major
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(Just | matter of Relativity)

LET'S COMPARE MARKETS!

WBTY — CHARLOTTE 596,600
JEFFERSON STANDARD BROADCASTING COMPANY ATLANTA 576,300
MIAMI 510,800
MEMPHIS 486,800
LOUISVILLE 459,400
BIRMINGHAM 429,400
NEW ORLEANS . 384,800
NASHVILLE 346,000
NORFOLK-PORTSMOUTH 341,600
CHANNEL 3 (@ CHARLOTTE vl e

Rejresented nationally by CBS Television Spot Sales
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WHAT’'S AHEAD BEHIND THE SCENES Te ’ e - s co p e

Dynamic and Closed-Circuit Tv

Dynamic Films is currently working on a plan to ex-
pand into closed-circult television—with tapes of suc-
cessful Broadway theatrical properties and, on occasion,
with live originations of such properties. Also. according
to Walter Lowendahl, who has been appointed to the
newly created post of executive vice president (in charge
of entertainment programming) for Dynamic, a closed-cir-
cuit network of theatres is in the offing, to be run com-
pletely by Dynamic. Mr. Lowendahl is working on a num-
ber of theatrical films, and is also considering setting up
a separate operation to handle tv commercials. In addi-
tion Lo the closed-circuit operation, Mr. Lowendahl says.
there is also the possibility of selling the theatrical proper-
ties on a network level,

New Products For Network

Dow Corning Co., which used spot tv last year for its
Sylmer finish for fabrics. will feature that process and
two new items in a 10-week campaign on ABC-TV’s day-
time line-up this fall. The new names are Shoe Saver. a
silicone waterproofing treatment for leather, and Suede
Saver for suede shoes. Both come in aerosol containers.
Chirurg & Cairns. Inc., New York, is the agency handling
tv activity for Dow Corning’s consumer-products division.

400 More Films Freed For TV

The U. S. District Court decision which validated the
1957 Columbia Pictures acquisition of some 600 pre-’43
Universal Pictures features in effect frees Screen Gems,
Columbia subsidiary. to distribute some 400 additional
new-to-television movies to stations. The Government suit,
brought in April 1958, limited SG to releasing no more
than 50 of the features a year, which means that only
about 200 of the pictures have been available to televi-
sion. Another important aspect of the decision {delivered
by Judge William C. Herlands) : feature films are not a
separate line of commerce. for all television programming
competes with all other television programming.

Not For Neptune . . . Unless?

Just concluding a 10-week test campaign in Washing:
ton, D). C.. and a west-coast market, Neptune World Wide
Moving Co. feels that tv spot is not its medium—but
acknowledges that “tv is wonderful if you get prime time
and have the budget for it.” A company exccutive noted
that the lale-night minutes it used didn’t reach enough
viewers in 2 moving mood. “We're an organization.” he
said, “without the great many member-trucklines that
some movers have: therefore. we can't allocate a large
television budget.”

CBS-TV Raises Canadian Rates
CBS-TV on July I raised the basic hourh: rate on 39

of its interconnected stations in the Canadian group by
an average of more than $30 (see Buyers’ Check List. page
57). The increase means that in terms of gross time rates,
an advertiser will have to spend an additional $1,200 per
hour to order the same stations in the CBS-TV Canadian
line-up, and is a further indication of how important the
Canadian market has become to the marketing plans of
many major American advertisers.

Annual Spots Under Way

Back again for brief runs in a small number of areas
where considerable home canning is done is Fruit Freeze.
a preservative product of Merck & Co. Schedules are pri-
marily set in midwestern and rural markets during peak
canning seasons, often upon request of local dealers. Doug
Humm is the buying contact at Charles W. Hoyt Co., Inc.,
New York.

Tobacco Firm Settles on Program

Brown & Williamson, which has been searching for a
suitable post-fight program to follow ABC-TV’s Gillette-
sponsored fights on Saturday nights starting this fall, has
come up with a bowling show which will star a nationally
known sportscaster, it was learned at press time. Initially.
it was expected that the post-fight program would be an
interview-lype show, revolving around boxing matters.
The Gillette Cavalcade of Sports, which completed its last
program on Friday nights over NBC-TV last month, was
followed by a bowling program.

Models in Medium

From Aurora Plastics Corp. comnes a new hobby product
called Model Motoring that will be promoted in a pre-
Christmas campaign in a half-dozen 1najor markets. The
outfit consists of highwavs, motorized autos. signs, elc.,
all built to H-O scale and running off house current via
a transformer a le electric trains. According to account
executive Len Scherer at Harold J. Siescl Co., Inc., New
York. plans call for advertising the kits not as “tovs” in
kid shows, but toward parents at other times of day. He
noted also that crowding of major toymakers into the field
necessilates Aurora depending on “another program” in
addition to tv spot. The firm’s “Bloop” toy is currently
using kid-show minutes in New York and Philadelphia.

Nielsen Sets NCS '61 Schedule

Television measurements for the newest (No. 4} in a
series of Nielsen Coverage Surveys will be conducted next
\arch and April, with the results expected to be deliv-
ered by midsummer. The study will cover 2,930 counties
individually and 146 combined in 70 clusters, plus 13
cities in Alaska and Hawaii. All data will be reported
in terms of 1960 U, S. census figures for total and tv
homes as applicable.

July 11, 1960, Television Age 15

www americanradiohistorv com


www.americanradiohistory.com

Vincent Price Pat 0'Brien
... taut melodrama ... hardhitting action

e

k 22 2'“

June Lockhart "‘_
...gay romance &

Charles
Ruggles
... rollicking
comady

Charles Coburn
... tongue-in-cheek
farce

Harry James
A jazz drama

Everett Sloane ... Western adventure

16 July 11. 1960, Television Age
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BRAND-NEW:
Out of the thousands of

SATURDAY EVENING POST
stories read and loved by millions
of Americans, ITC now proudly
brings to television first run,

for the first time, the

The “‘best” known stars of Broadway and Hollywood appear in stories carefully selected by
the Editors of the Saturday Evening Post from the works of famed “POST" authors like
MacKinlay Kantor . .. James Warner Bellah . .. Stephen Vincent Benet . .. Conrad
Richter . . . Kay Boyle . . . Andrew Tully . .~ as ITC adds the dimension of television to

the finest in popular fiction — “Best of the Post.”
INDEPENDENT Q
TELEVISION

CORPORATION

488 Madison Avenue : New York 22 - N.Y, - PLaza 5-2100
ITC OF CANADA, LTD. 100 University Avenue - Toronto 1, Ontario . EMpire 2-1166

July 11, 1960. Television Age 17
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$60,000 church fire, on DuPont 931, was aired on WMBD-TV before many viewers knew it had happened!

News, sports or special features..:‘We get it fast,
and we get it right, on DuPont 930 and 931 Film.”

“Frankly, we wouldn’t use any other motion picture film,”
says News Director Charles F. Harrison, Jr., of award-win-
ning WMBD-TV, Peoria, Ill. “Experience has shown that
we get what we’re after, using 930 and 931 —no matter what
the assignment. In any light or weather, these films consist-
ently dzliver the fine grain, proper contrast and shadow
definitinn so essential for good TV transmission.”

Twice cited by the Radio and Television News Directors

Association in their first year of operation for outstanding
news coverage, WMBD-TV will shoot 390,000 feet of

Cameramen Richard Pitschke (left) and Charles Carson (right) confer with News
Director Harrison before beginning work on a new documentary. (Call-letters on
hood of mobile unit are reversed to read correctly in rear-view mirror.}

18 Julv 11, 1960. Television Age

DuPont film this year. “When we began operations less
than 3 years ago,” recalls Mr. Harrison, “we were deter-
mined to offer our viewers the best in program quality. 930
and 931, by constantly meeting the high photographic stand-
ards we set, have been a real help in building our audience.”

Mr. Harrison is also impressed with the extreme speed
with which these DuPont films can be processed. “When
news breaks minutes before air time,” he observes, “it’s nice
to know you can have it on the air while it’s still hot. We've
often had to force these rugged Du Pont films, cutting proc-
essing time in half with no appreciable loss of quality. For
my money, 930 and 931 are the finest all-around films avail-
able at any price.”

If versatility, dependability and high picture quality are
among your motion picture needs, there’s a Du Pont film to
fill the bill. To learn more about them, contact the nearest
Du Pont Sales Office, or write . I. du Pont de Nemours & Co.
{Inc.), Photo Products Dept., Wilmington 98, Delaware.

086 w 5. par, OFF

Better Things for Better Living
...through Chemistry
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Business barometer

Network pusiness followed the usual pattern of weakness in April as compared with

March.

The exclusive TELEVISION AGE Business Barometer survey shows network billings down

3.3 per cent in April.

of those in April 1959,

The totals, however, are still 3.6 rer cent ahead
the check indicates.

Billings in April have been consistently off as compared with March every year since

In 1954

the Business Barometer checks were established in 1954.

In no single year

has there been an increase in network business between March and April. a
natural enough trend in view of thz fact that it is toward the end of

the network season.

network billings were

In 1958

down 2.4 per cent in
April as compared with
March. In 1955 the
drop was almost the
same—=2.7 per cent,
The network decline for
April in 1956 was 4
per cent, and in 1957
the figure was re-
peated, off 4 per cent.

the drop-off between

March and April was

3.2 per cent and in
1959 3.8 per cent. The
3.3-per-cent decline
in 1960 is the least
in the past five years
—since 1955.

In April 1960 a network busi-

ness increase of 3.6
per cent over that in
1959 was considerably
less than in the same
reriod the previous
year. The 1959 total

for April was up 6.2 per cent over that in 1958.

NETWORK BUSINESS

e

'S

Mas . AYTRE

~epl, (et. Ny BDe Jun Feb.

April off 3.3 per cent under March

Mar Apr

130

(NRY]

Lo

DIl

80

April 1960 up 3.6 per cent over April 1959

smaller over-all change in comparative network billings.

This change reflects the

The Business Barometer reports are prepared from figures sent by stations in all

types of markets in every section of the country. These reports are sent to

Dun & Bradstreet.

Percentages are furnished by that firm to the editors

of TELEVISION AGE, who., with their advisors, prepare the final report.

The July 25th issue of TV AGE will publish the Business Barometer report for spot
tclevision billings in May.

wwWwW americanradiohistorv com
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Some say that television cannot be expected to produce great programs because it is a medium
of mass communications. We hold a different view. As we see it, the one sure way to attract
audiences (and advertisers as well) is to produce the best possible quality of entertainment
and information. This, apparently, is also the way television’s most distinguished juries see it.
Recently, for example, the Academy of Television Arts and Sciences awarded 13 Emmys to the

A Different View

CAPTAIN HANGAI‘OD

HE £ SULLISY AN SHOW

THE FABULOUS F1FIIES CONGUEST e FOR WHOM THE BELL TOLLS
SCMMY AWARDL: THE TWENTIETH CENTURY ... THE TWILIGIT TONE . .. THE JACK ENNY PLOGRAM .., LEONARD RERNSTEIN AND THE SEW YORK PHILHARMONIC ... TONIGIT WITH BELAFONT WESTINGI DYSILL PLAY HOUS! E
—THE UNTOICUABLES (2 awArDS). . . 1960 wixNT LYMPICS .. 1O ARD MITH, AV WESTIN ~CRS REPORTS _. . TH® FABULOUS FIFTIES .. JACK RENNY HOUR SIFCIALS . . . PLAYIOUSE 90 . .. FATHER ENOWS IEST ... SYLVAMIA

TELEVISION AWIRDS) SMALL WORLD ... THE LOST CLASS OF "39...LOOK UP AND LIVE...BIOGRAFHY OF A MISSILE ...TWE FOTULATION EXFLOSION .. .CES TELEYVISION NETWORK — SPUT NEWS COVEMACE, LISENHOWER AND
KHRUSHCHEY TOURS ... NEHEMIAlt PEKSOFF—FOR WHOM TilE HELL TOLLS...COLLEEN DEWHURST—I. DON QUIXOTE ...PROJECT IMMOXTALITY ~ FLAVIIOUSE 90.. . T HT WITH BELAFONTE ... YOU CAN'T RAISE CHAL N
BY THE BOOK--WOMAN . GEORCE FOSTER PEABODY AWARDS: THE POPULATION EXPLOSION SMALL WORLD THF. LOST CLA i ED SULLIVAN — INVITATION TO MOsCOW THOMAS ALVA LOISON FOUNDATION AWARDS:
CONQUEST ... SEW YORK PHILHARMONIC YOUNG PEOPLE’S CONCERTS...OVERSEAS PRESS CLUB AWARDS: CIIS NEWS—EYEWITNESS TO HISTORY ... MARTIN HARNSTT —THE POFULATION EXPLOSION . AVID SCHDENBRUN ...
- CBS FORTS ONARD
BERXSTEIN ANI THE NEW YORK PHILILARMONIC .. . NEW YORK FHILIARMONIC YOUNG PECPLE'S CONCERTS . . .GENMERAL FEDERATION OF WOMEN'S CLUBS AWARDS: CAFTAIN KANGARQO...THE TWENTIETH CENTURY ...CBS HEPORTS

ERIC SEVAREID . .. MARIQ BIASETTI —COVERAGE OF NICARAGU AN INVASION .., INSTITUTE FOR EDUCATION BY RADIC AND TELEVISION AWAROS: THE LOST CLASS OF "59, .. HOFFA AND THE TEAMSTERS .
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CBS Television Network, as compared to 5 for the second network and 2 for the third. This
makes a total of 67 awards* that our programs have received since the year began—more
than the other two networks combined. Looking at it from this point of view, we feel it is no
accident that this network, which consistently wins the largest number of awards for pro-
gram excellence, should also consistently attract the largest audiences in all television. GBS ®

AN EVENING WITH RELAFONTI

1NAVE GLN —~WILL TRAVEL
WOMaN

‘»\ . “;. A 3

. ~. b ”, -
AV SCHOENBRUN - E LEONARD BERNSTEIN AND THE NEW YORK PIILUARMONIC 33 m’:!: DE MARCIE - THE TWENTIETH CENTORY

S CALLEY 0 CISION -, NATIONMAL CONFERENCE OF CNRISTIANS AND JEWS BROTMERNOOO AWARDS: Th e w o AHVMSTHONG CIRCLE THEATRE =35 RUE DE MARCME . . .

FREEOOMS FOUNDATION AWARDS v TH CEN ¥ =T [ LL L FLAYHOUSS $0 ~THE BLUE ME LEONARD RERNSTEIN IN M W ... GEORCE POLM MEMORIAL AWARD: AV WESTIN, I0DLCEI WAKRD K. SMITH,

J [ UNITED STATES ARMY. DEFARTMENT OF DIFENSE CITATION: EDWALD R MUHOW, FRED W. FRIENDLY. FALMER WILLIAMS — RIOGRAPHY OF & MISSILE . RODIRT J. FLAHERTY
Awar o ALFRED i. DU FONT AWARD: DAVII SCHOENNRTN NATIONAL HIADLINERS CLUB AWARD. MARIO BIASETTI — SICARAGUAN INVASION ... SATURDAY REVIEW LICHTH ANNUAL ADVENTIS-
ING AWARDS: SAALL W REWY FHI AU VIC Y PEOTLE'S CONCEHTS WITI LEONARD RERNSTEIN . . . THE TWENTIETH CENTURY THE POIULATION EXPLOSION ALBERT LASKER MEDICAL JOUANMALISM AWARDY

" L LATHON RXPLOSION MATIONAL ASSOCIATION FOR BETTER RACIO AND TELEVISION AWARD: SMALL WOILD . .. SCREIN PRODUCERS' GUILD AWARD: THE TWILICHT ZONE . . . ADVERTISING CLUS OF BALTIMORE AWARD:

FICH At HOO! AYK GUN WILEL TIAVEL . . . MARCH OF DIMES AWARD: JACK BENNY = 1IUMANITARIAN OF THE YEAR"™... WATIONAL ASSOCIATION OF WOMEN LAWYERS AWARDS: RAYMOND BLRR AND GALL PATRICK JACKSON — rERRY

MASON . .. SIGMA ALPHA iOTA AwarD: NEW YORK FHILHARMONIC YOUNG PROFLE'S CONCEXTS WITIl LEONAKD RERSSTEIN
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........cum laudel”

WNEM-TV
for outstanding

excellence

in AMERICA!

HEHT o E b THE Ll
- - on BISTIMCUISHED E":'."C_"-'u_".';: LSy
a- }G&TJEE;'-'{F'W;_L:;#.T]QN nF EDUGAT Ih_l

IE —B WNEM-TYV
. . . the only Television Station to win the distinguished
= SCHOOL BELL AWARD in Michigan . . . now joins 5 community-
Crady minded colleagues in receiving the National Education Asso-
e ciation’s coveted SCHOOL BELL AWARD for America!
" Conferred upon WNEM-TV, Channel 5, in recognition of out-

standing excellence in Education reporting and programming.

Another outstanding FIRST for WNEM-TV . . . Eastern Michi-
gan’s award-winning FIRST VHF Station!

WNEM-TV
serving FLINT « SAGINAW « BAY CITY « MIDLAND

22 July 11, 1960, Television Age
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THE WAY IT HAPPENED N e ws fr o n t

New catchphrase coined by B&B research . . . page 23
Advertising’s ‘image’ in the public mind . . . . page 23
Space and spot are ‘linked’ in new study . . . . page 70

BPV from B&B

The application of familiar re-
search techniques to the problem of
evaluating the effectiveness of a tv
commercial has resulted in a new
catchphrase, B’V (for “brand prefer-
ence value™), at Benton & Bowles,
Inc.

Dr. Arthur Wilkins, vice president
and director of advertising and de-
velopment research for the agency,
recently described his department’s
method of measuring “the effect of a
single normal exposure to a com-
mercial”™ before a national confer-
ence of the American Marketing
Association. The involves

hrand
preference hefore and after she has
scen a tv commercial for a specific

method

ascertaining a housewife’s

product.

In itself, the technique does not
differ greatly from that used by
Schwerin and other research organi-
zations in theatre sereenings or at-
home interviews where respondents
view commercials on small projec-
tors. By unsing on-the-air commercials
and telephone interviews, however.
Dr. Wilkins feels his sample audience
is “far more representative than a
captive one.” More importantly, he
notes the BPV method takes into ac-
count the “stopping power” of the
commercial—its ahility to influence
viewers under normal home condi-
lions.

Following a numher of experi-
ments. the ageney’s research depart-
ment decided the following survey
technique had maximum benefits and
economies. Previous lo the showing
of a commercial to be tested, inter-
viewers phone respondents at ran-
dom. and determine brand prefer-
ences by asking. “If you were going
to the store right now. what hrand of
tproduct category i would you buy?”
A number of categories can he given.
Immediately following the hroadeast,

the same respondents are phoned and
again asked their brand preferences.
They are then asked if they watched
television during the preceding hours
and, if so, what programs they had
seen. In this way, it is determined
who saw the commercials and the
effect, if any. they had on the viewers.

In a recent experiment, some 2,500
viewers were contacted in 30 major
markets and queried on brand prefer-
ences in four product categories, The
results, according to Dr. Wilkins,
indicated a high measure of effective-
ness for a phonograph commercial, a
lesser measure for a detergent com-
mercial and virtually no results from
a tv-set announcement and one for
cigarettes.

In summary, the researcher be-
lieves the BPV technique is hoth
sensitive and economical enough to
information. The
intends to conduct further
experiments to discover its limita-
tions and full applications.

produce usable

agency

Advertising’s ‘Image’

Two varying approaches to the
problem of raising advertising’s
“image” in the public mind have
been taken by a major agency and a
much smaller one in recent weeks.
The larger firm is Grey Advertising
Agency, Inc.; the other is the Zakin
Co., New York.

Grey’s method of attack was to de-
vote its entire June issue of “Grey
Matter™ to a simulated discussion on
advertising bhetween a visiting Aus-
tralian economist and several Ameri-
can agency executives. By making
the conversational transcript avail-
able not only to advertising and
agency personnel hut to organiza-
tions and persons outside the indus-
try, Grey hopes to spread the “truth”
about advertising. This, say the edi-
tors of the monthly newsletter. “can

www.americanradiohistorv.com

do much to dampen the zeal of those
who malign advertising because they
do not understand it.”

Advertising, notes the publication,
is the power plant that moves bil-
lions of dollars worth of goods to
customers who must be *“sought,
taught and persuaded to move higher
in the scale of living.” In addition, it
i&8 pointed out that advertising
actually helps lower the cost of mak-
ing and selling products and is the
“quickest and cheapest way of reach-
ing large numbers of people.”

The effects of advertising as a
cultural force—one that makes avail-
able to the masses “information,
stimulation and education”—are de-
tailed by Grey, along with the fact
that Government charges of deceptive
advertising have been directed only
against a “handful” of malefactors.
Positively, the work of the non-
profit Advertising Council is cited
as a great force helping to mold pub-
lic opinion on worthwhile causes.

In eight tightly written pages,
“Grey Matter” advances no new
ideas about advertising—and cheer-
fully admits it. It points out, how-
ever, that there is never enough ad-.
vertising of the constructive side of
advertising itself.

Another approach to the matter is
that of the Zakin Co., which en-
deavors to sell itself and thereby
hopes to impress the public with
specifics rather than generalities.
Using an fm radio program featuring
“quality” interviews, music and dra-
matic readings, the agency is broad-
casting a series of commercials in
which an advertising agency and its
clients face various problems. Each
problem and its solution are pre-
sented in the form of a fable, pro-
viding what the agency hopes is the
delivery of a strong selling point
with originality.

Al Zakin, partner, said, “Adver-
tising has become defensive . . . it
has taken the view that it must de-
fend itself against all charges. We
witness  presidents  of

(Continued on page M

therefore
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VIDEOTAPE

goes to town...
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clusive roving unit wins
MIIORE “people and places’ for
advertisers on WTCN-TV

Viheotape'has gone to town—literally gone to
town—in the booming Twin Cities market.
Ralling out to areas that never saw a television
camera, WTCN-TV uses the only mobile
videotape unit in the Upper Midwest with
spectacular results. ‘‘People and Places’ often
neglected are taped for a new daily and Sunday
TV show, Even before they leave town, taping
crews report new audience loyalty and
affection for WTCN-TV.

Everybody’s getting into the act. Local
newspapers alert their towns and plug the
show; TV repairmen get calls to ‘‘push out” the

fringe with special adjustments and antennas; TWIN d ITIES

and more people and places than ever before

are watching WTCN-TV regularly.

| ;
Results such as these are a WTCN-TV w tcn . tlv
exdlusive. Ask your Katzreman about the 1 -y AND RADIO

towering growth of WTCN-TV in the Twin Cities, ABC STATIONS FOR MINNEAPOLIS » ST. PAUL
The Big “T"” in the Twins Represented Nationally by the Katz Agency

24 July 11, 1960, Television Age


www.americanradiohistory.com

Television Age

JULY 11, 1960

Advertisers, syndicators

benefit by studying local ratings

as well as national figures

0ne of the first mathematical axioms im-
planted in the minds of scholars is that
“the whole is equal to the sum of its parts.”
While the maxim is both impossible to disprove
and eminently valuable to a would-be scientist
or bookkeeper, it can do a disservice 1o a fu-
ture television advertiser by focusing his atten-
tion upon the “whole” rather than the indi-
vidual “parts.”

In an economy such as exists today, where
an advertiser must spend more dollars each
vear merely 1o maintain the strength he has had
in the past, it is not enough that he makes cer-
tain no dollar is completely wasted. He must

also see to it that maximum value is received
for each dollar spent.  Often, in order to exiract
full measure from one dollar, it is necessary
that he spend additional sums. Knowing where:
and when (as well as how and why) to do this
can distinguish a highly successful advertiser
from one less fortunate.

The where, when, why and how evolves from
a study of the parts versus the whole for the
national television user—or, in other words,
from a study of program strength not as a
national showcase for his commercials, but as a
local one. Of course, a high national rating
for his program is important to any sponsor,

25
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1. SCIENCE-FICTION

COMPARISONS OF REGIONAL AND NIELSEN METRO RATINGS

Tawilight Zone

County size B m— 21 9%

South Terr. n————————— 21 .9*

L e — . T i 3.3
L T R e ————— e e wees. 083

Wi e ———————————— e 22

Vasheille e—— 1 9 ()
(Hantn eeeee—— 7.1

Totad U. S., 18.4*

Man And The Challenge

County size B oo 19.8%
South Terr. o———— 19.4%
”U"l-'..’ﬂm(’l’)‘ TR I e P e, S . 5. 7
Lol re———— 23 .1

llanto reeeee———— 2 1.9

Wicry! as——————— 20). 1
Mohile eeeeeseee—— 17.9

Total U. S., 17.7*

Men Into Spacei

County size "B oomm 14.1%
South Terr. o—— 1 7.3%
focimmn il ————m D3
Hontgonery mee———————— 23 .0
Yiami rer——merseossesseeeere 2(0.6
Nashreille ee———————— 19 .6
{tlante eeeeee— 15>.9

Total U. 8., 13.8*

*lan-Feb, 1960 Nielsen NTI and NSI t1Co-sponsor ratings only.

but complete reliance on that single
figure as indicative of the sales capa-
bilitics and potentialities of the pro-
gram in every market has been shown
previously—in print and in sad ex-
perience—to he harmful to the ad-
vertiser. In “Top Ten . .. Where?,”
Nov. 3. 1938, v ack illustrated the
wide discrepancies that can exist
between a program’s national rating
and its regional one. between its
rating in one city and its rating in
another. ete. Maverick. for instance.

26 July 11, 1960, Television Age

to have a 20.9 ARB
figure in New Orleans and a 47.9 in
San Antonio during the same period;
Steve Allen, with a 17.5 in Atlanta,
drew a 39.0 in New Orleans: Ed Sul-
livan, hitting only 9.6 in Houston,
reached 29.3 in Boston.

The implications here for the ad-
vertiser are clear. Can something he
done in the weak areas to approxi-
mate the advertising impact of the

was shown

strongest ones, or at least raise them
to the level of the national average?

WwWwWwW americanradiohistorv com

Generally speaking, the solution might
call for a spot tv campaign, a radio
or print drive, station promotion or a
publicity campaign to boost viewing
of the program, etc.

A second adjunct to the study of
local program performance is that
the Jata is valuable not only to net-
work advertisers, but to national.
regional and local users of syndicated
re-runs “off the network™ and to the
syndicators” sales departments. If a
program has had a high rating in a
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market as part of a network schedule,
does it represent a strong drawing
card in the same market as a syndi-
cated entry on a local station? Does
a low rating in one market for a
network show mean the market would
reject the same program again the
next time around?  Are there specifie
markets and regional areas that pre-
fer certain kinds of programming.
and, if so. are these not the hest areas
in which to try to sell off-network
prupﬂrlivs?

In order to answer these and simi-
lar questions. a close look at market-
fluctuations  of

|i)‘-rllilrk1'l rnling

typical network half-hour film fare
may be helpful. Thrce programs in
each of three family
comedy, science-fiction and mystery-
detection—were analvzed. The pro-
with an eve

categories

grams were chosen
toward their eventual svndication po-
tential.

With three filmed series—Twilight
Zone, Man and the Challenge and
Men Inio Space—comprising the sci-
ence-fiction category, it was readily
seen that the southern part of the
country appears highly favorable to
this kind of programming. Addi-

tionallv. the national average for each

show in B countics. according to
Nielsen data, is higher than the pro-
gram’s total U. S. average rating
(figure 1). The indication here is
that areas which
smaller than the largest metropoli-
tan markets also enjoy science-fiction
to a greater exlemt—a point that
might well be surprising to someone

are somewhat

believing “big town” education and
sophistication are attri-
butes of “sci-fi” devotees.

It is precisely this kind of belief,
plus the uncovering of such facts
presented above, that makes local

markel studies mandatory for an ad-

necessary

2. MYSTERY

COMPARISONS OF COUNTY. REGIONAL AND NIELSEN METRO RATINGS

Tightrope

East-Cent. Terr. wams 106.3%
(-I'll"(l R(l’)i(l.\‘ R e T e T e e —— 36.'
’N(“(Ul(l_l)n“.\' R S e 23.7

Cleveland a—— 1 0.5
Cincinnati [ T | 16.1
Detroit e e 15.8

Total 1. S, .

Johuny Staccato

Fast-Cent. Terr. o 15.8%
(. rand Rll[li(l.\' Lt e e 21.1
Cincinnati e F = = eip 17.()
Cleveland a——— 1 0.8
Detroit e = 12.5
Indianapolis wm 10.6

Toial U, S.. 15.9*

Markham

East-Cent, Torr. am 11.0%
o il e ————— 2 8. |
Indianapolis e 11.3
Detroit T Tl T 13.7
Cleveland e 13.1
Cincinnati m 3.8

Total . S, 14.3*

*lan.-Feb, 19600 Nielsen NTI and NSI.
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3. COMEDY

COMPARISONS OF COUNTY, REGIONAL AND NIELSEN METRO RATINGS

The Real McCoys

o re———— e e e — 37

Dostllont, Torr. m———————————— 36.14%

B T = e e e e Y 15.9

L ————" W e

D . 38.6

T e e ——

. 26.1

Ly ——————————

Vew York 2ol
16.5

D*

Totl U. S., 29.9*

The Donna Reed Show

County size “C" n——— 28.1*
East-Cent. Terr. n— 27 o

Cloreland o —————— — .
i e ——— 28.7 S
Tl e————— 20.7 :
Yew York e 15.0 :
Chicago =me— 14.7'

Total U, S, 22.7°

Leave It To Beaver

County size “C” v— 20.6*
East-Cent. Terr. e— 2‘3 6%
T 30.9
Cincinnati oe————— 24.5 h
D roft S—— — 21.5 ’
i azo a— 17.7 )

Newe York B 10.0 :

Total U. S., 174*

*Jon.-Feb, 1960 Nielsen NTI and NSI.

vertiser or svndicator. Taking the
immediate question first. what are
the ingredients that cause these space
anc fantasy programs to get higher
ralings in southern and smaller mar-
kets than they do elsewherc?

One answer might obviously he the
effects of the number of stations in
the small versus the large markets.
Programs carricd in where
there are few slations—and conse-

quently less competition for the view-

areas

er's altcnlion—invariably achieve

higher ratings than the same shows

28 July 11, 1960, Television Age

get in multi-station markets. In-
terestingly, not one of the major
southern markets in which the sci-
ence-fiction programs reccived above-
average ralings has more than three
stations. For Wan and the Chal-
lenge, a 35.7 rating was reached in
Montgomery, Ala., a two-station mar-
ket with one vhf and one uhf chan-
nel. A two-station market, Jackson-
ville, Fla., enabled Twilight Zone to
hit 35.3 and Men Into Space 25.3.
The number of
naturally is not

stations alone

the only factor

www.americanradiohistorv.com

affecting local telecast ratings. Time
of telccast must be taken into con-
sideration, with programs that are
carried during peak viewing times
having a greater chance of reaching
mors viewers than shows in less heavy
perinds. It is in the study of broad-
cast time that local peculiarities—
weather, climate, working hours, etc.
—must be figured. A telecast that is
carried at the same hour in all time
zones from the east coast to the west
might be seen by many more viewers
in cold northwestern markets than
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warin southern ones. A program
with particular appeal for teen-agers
might lose potential viewers i broad-
cast late at night.  In rural arcas
viewers retire carlier than their city-
dwelling counterparts. Or. o spell

of poor weather in some areas could

heighten  programm  ratings  tem-
porarily.

The factor of loeal compelition is
anothier lmportant eoncern of the re-
scarcher interested in gaining full
value fronr his v investment.  Ad-
verlisers must remember that the pro-
grams seen opposite their shows in
New York are not necessarily the
same ones availuble on other chan-
nels in itouston or New Orleans. In
a two-slation markel, for Instance,
where one outlet carries shows from
two ol the networks on a delayed
basis. an advertiser could find The
Ed Sullivan Show opposite his pro-
gram. In another market his compe-
As a
show ol less imposing proportions

tition might he W agon Train.

could form the hasis of competition
on most of the sponsor’s line-up, he
might he at a loss to explain the low
ratings in a few markets while getting
better figures almost everywhere else.
“Favored” Stations

Any inquiry inte a program’s
ratings in an individual market must
include consideration of the strength
of cach station in the arca, not only
in ability to cover a given area with a
strong =ignal, but in local appeal.
Stations build up personalitics and
characteristics of their own that at-
tract or turn away viewers. Audi-
ences may seck out one channel over
its competition hecause of s gen-
eral program line-up, news and fea-
ture personalities, coverage of local
H an advertiser’s pro-
gram is on a “favored™ station in a
local market, he might benefit by

aflairs, ele,

many viewers who would not sce his
program if it appeared on a different
channel.

([Hustraling the varicty of factors
that can influence a single program’s
raling in a local market, it was re-
cently noted that a svndicated pro-
gram that ran on one channel in
New York lost three-quarters of its
former audience when the program

was moved to another channel, al-
though still broadcast at the same
time on the same night. When the
programn was moved back to its origi-
nal station, ratings immediatcly rose.
While the high-rating channel might
properly hold that its “image” in the
market helps to attract more viewers
to the syndicated program, it must be
remembered that the program also
receives the benefit of a strong lead-in
from a top-rated network show. When
the show switched stations, it lost
the network attraction that preceded
it.)

Local Cultures

Once the mass of reasons and

possible reasons for a program’s
success, failure or in-between status
in a single market has been collected
and analyzed, therc still remain fea-
tures indigenous to local cultures
that might be impossible to uncover.
Does the southern part of the coun-
try, for example. indicate a prefer-
ence for science-fiction programs
greater than that in the northeast,
cast-central, west-central and Pacific
regions bhecause of any background
of superstition and weird folklore?

Regional prefercnces for three
filmed half-hour mystery programs
studicd showed wide fluctuations be-
tween the total U. S. rating and those
in the five subdivisions of the coun-
try.  Unlike the science-fiction cate-
gory, in which it was possible to
pinpoint one area in which ratings
for all three programs were con-
siderably above the national figures,
one mystery was exceptionally well-
liked in one area and another was
favored elsewhere. Tighirope, to take
one, with a 20.5 rating {or the coun-
try as a whole, reached 27.9 in the
south; Jfohnny Staccato, at 15.9 for
the total U. S., got 19.5 in the north-
east and 13.7 in the Pacific area;
Marlkham, at a national 14.3, reached
16.7 in the west-central area and 18.4
in the south.

Uncovering Reasons

As can be seen from figure 2, mar-
kets can vary widely within a geo-
graphical region, ranging from an
enthusiastic preference for a program
considerably abovc that shown na-

www americanradiohistorvy com

tionally to a disinterest alarming to
The reasons bchind
such disinterest must be uncovered

an advertiser.

if the advertiser is to kunow whether
or not his program is a worthwhile
Such uncovering is often
fraught with difficulties.

It is easy enough to explain the

value.

well-above-national-average  ratings
on each of the three mysteries studied
in the Grand Rapids-Kalamazoo mar-
ket. The market has only two sta-
tions, while the other four areas listed
for the east-central region have three
stations apiece. But how can the 3.8
figure for Markham be explained for
Cincinnati? Is it a question of strong
competition, weak network  afliliate,
audience unfamiliarity with the show
or one of numerous other factors?
Docs the market have a general dis-
likc for detective programs? (Evi-
dently not, for the same city accepts
Tightrope and Staccato.) A detailed
study would seem essential.

Surprising Results

Further illustrating the appcal that
certain kinds of programs sometimes
have for particular regions of the
country, a Nielsen survey of audicence
location for The Untouchables and
The Ernie Ford Show produced
somewhat surprising results.

For the Tennessee pea-picker, the
presumably favorite southern-area
rating (33.3) took sccond place to
that of the west-central area (35.0),
although the C- and D-county figures
(36.3 and 40.5, respectively) as ex-
pected were well above the national
average andience rating of 29.3.

Major appeal of The Untouchables,
a crime series often built on gangland
incidents in Chicago and the midwest
area, was found to lie in the north-
cast (26.6), rather than the expected
wesl-central region (whose 24.2
rating was beaten even by 21.8 for
the Pacific area)}. Counties of A and
B size had rating figures approxi-
mately double those of C- and D-
sized counties.

In the field of situation comedy,
Nielsen data shows the greatest above-
average ratings for the group of three
programs surveyed in the east-central
territory (hgure 3). This region

(Continued on page 67)
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Keaton clowns for Willys

““The way we want it”’ %

Norman, Craig & Kummel agency
is run to suit both itself and clients N

. . . and succeeds = 8

[

President Norman, Walt Tibbals confer

T'he present plea heard throughout
the industries responsible for
communicating sales messages lo the
pul lic is for *truth in advertising.”
At Norman, Craig & Kkummel, Inc..
president Norman B. Norman has
tacked another word to that slogan
and makes a strong case for “truth
in wdvertising agencies.”

Tall, slender, with a bristle of grey-
ing hair. the vouthful-appearing exec-
utive speaks in a rapid lorrent of
words: “We're not concerned with
the creation of an agency ‘image.’
We don’t believe publicity should he
sought by—or given to—a service
business such as ours, one which is
actually part of the elient’s marketing
operation. What we do aim for is an

organization of the most professional
2 people to be found in the agency busi-
Rescarch head Henry Halpern, chief timebuyer Shel Boden

30
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“New look™ for Ruppert beer (n tape spots and print ads

ness: and by professional we mean
people with the ability to create ad-
vertising by svstem—anatytically.”

The analviieal approach to  all
things—whether it be the creation
of a new campaign, the hiring of a
new copyvwriler, a “pitech” for a new
client or the solving of a particular
problem—isx  characteristic  of the
NCEKN agency. IU's an approach in
which Mr. Norman and his exec-
utives study Lthe maller in every as-
peet. then lay their cards on the table.
And i's an approach which helped
the agencv hill move than 331.5 mil-
hon last vear, up 21.5 million over
the preceding vear.

More amusual than the fact thal
~ome 10 per cent of the total NC&K
billing goes into television is the faet
that every one of the agency’s dozen-

or-so clients is represented in the
medium — and that includes every-
body from Speidel. Inc.. which puts
its entire  82-million budget into
NBCTV's The Price Is Right, o
Schenley. Inc., an infrequent user of
=pot for its wines.

Experience in tv for the agency
strelches back at least a decade.
starting roughly 10 vears after it
was formed as the William H. Wein.
traub Co. in 1910. i The new man-
agement and chanee of name oc-
curred in 1955, with Mr. Norman
assnming the presidency in 1957.}
“Revlon and B. T. Bahbitt were on
for us in television in 1930 or earl-
ier,” Mr. Norman recalls. Malter-of-
factly he notes tha! the agency was
the first to open tv aflter 11 p.m.
Broadway Open ouse, 1950) and
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to open Saturday morning (for three
clients in 1951-52).

But. as the president speaks, it's
cvident that he is not interested in
discussing the agency’s past history,
whether it involved a phenomenal
success for Revlon on T'he $64.000
(Question. or the subsequent loss of
the account (“we had it eight vears;
that's longer than anvone else. at
least”™ ). or the faet that it was NC&K
that talked Goodson-Todman into put-
ting The Price Is Right into evening
time when it was a daytime crowd-
pleaser, or that the agency had its
original Schenley clienl since its in-
ception and the Blaidenform account
10 vears.

Rather than discuss past achieve-
ments, Mr. Norman prefers 1o speak

(Continued on page 45)
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Does
mother know
best?

Teen-agers’ parents

for the most part satisfied with
television programming,
according to Pulse

www.americanradiohistorv.com

1'ecn-agers are young adultz, and
no one realizes it better than their
mothers.

[t didn’t take a special survey to
prove this to advertisers—they esti-
mate that last year the teen-agers’
spendable income was just under 810
billion and expect it to climb to $14
biliion by 1965. But, since mother’s
ideas on her teen-agers’ tv viewing
mav have eonsiderable effeet on the
size of the audience, they find her
opinions and preferences of consider-
able interest.

With this in mind, a special study
of mothers’ reactions was arranged
by TELEVISION AGE. A total of 467
mothers of teen-age children was
quizzed by The Pulse, Inc.. regard-

QUESTION 1: In general, would
you say that you are satisfied
or dissatisfied with the kinds
of programs available on tele-
vision for your teen-age chil-

dren?
e |
Salisfied 60.2
Dissatisfied 27.8
No opinion 12.0

Total respondents 467  100.0 |

ing their preferences for their chil-
dren in tv viewing, their opinions on
radio listening and their reading do's
and den'ts.

By far the largest number of
mothers questioned. some 60.2 per
cent, are satisfied with the tv pro-
grams available to children. Only

QUESTION 2A: Adre there any
telzvision programs which
you encourage your tren-age
children to watch?

%
Respendents with
preference 51.2
Respondents with no
preference 48.8
Total responses 100.0
Total respondents 467
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QuEsTION 2B: (If yes) Can you
give me the names of these
programs?

%
Father Knows Best 16.3
Danny Thomas 11.3
Play Of The Week 10.5

Walt Digney Presents 9.6

20th Century 9.2
ITigh Road 7.5
Young Peoples Concert 0.3
Men Into Space 5.6
G.E. College Bowl X}

Our American Heritage 4.2
Man And The Challenge 3.8

'l'clepholle Hour 3.3
Youth Forum 2.9
Meet The Press 2.9
Conquest 2.9
Shirley Temple 29
Misc. Sports 1.6
Misc. Lducational 25.5
Misc. Informational 11.2
Misc. Musical 18.0
Misc. Scicnce 7.5
Misc. Comedices 10.9
Misc. Dramatic 8.4
Misc. Cartoons 17.1
Misc. Programs 30.9
Total fesponses 211.1*
Total tespondents 239

*Totals over 100% due to mul-
tiple responses.

278 pdar cent were dissatisfied
{question 1).

Bearing out the fact that mothers
consider! their teen-agers as young
adults c;tpablc of picking their own
programs, ouly one mother in two
scemed particularly concerned with
the programs her teen-agers watch
(question 2A). This can be com-
pared with the 72 per cent of mothers
of vounger children who expressed
concern, with their offspring’s view-
ing as revealed in an earlier survey
for v ace (“ls Dennis Menaced,”
v AcE, May 16, 1960).

Television-viewing figures bear out
the popularity of the medium among
the yoynger sct. The Television Bur-
eau of [Adverlising estimates that in
an a\'cngc day 88.6 per cent of all
teen-agers watch tv, and with more
than 16 million voungsters in this

age bracket the audience is obviously
a large one.

Most popular among the programs
mothers preferred for their children
were those with an educational
theme. They were endorsed by 25.5
per cent of interviewees. Next came
miscellaneous musical and cartoon
programs. with 18 and 17.1 per cent,
respectively. Rather surprisingly,
least votes went to sports, seience and
dramatic programs.

Of individual programs favored
by methers, Father Knows Best came
first with 16.3 per cent, The Danny
Thomas Show second, 11.2 per cent,
and Play of the Week third, 10.5 per
cent. These were followed by Walt
Disney Presents, Twentieth Century
and High Road (question 2B).

Programs which mothers discour-
age their children from watching fall
for the most part into the murder-
horror cate-
gories. but none of those mentioned
(question  313)
especially large votes.

mystery, western and

in particular drew

Few mothers—only one in four—
discourage radio listening of any type
and that to which they do ohjeet falls
mostly in the rock ’n’ roll, murder-
story, soap-opera and western cate-

gories,

children’s reading, as compared with
60.5 per cent for mothers of older
boys and girls.

Comics and comic books in general
were the type of reading most dis-
couraged by mothers, with miscel-
laneous fiction receiving a
smaller disapproving vole. Among

much

QuEsTION 3B: (If yes) WWhich

ones?

Go
Three Stooges 7.9
Zacherly 7.9
Untouchables 6.9
Mike Hammer 34
Johnny Staceato 3.1
77 Sunset Strip 34

Misc. Murder & Mystery 12.3
Misc. Westerns 339
Mise. Horror 20.2
Misc. Gangster 4.4
Misc. Programs 22.2

Total responses 155.9*
Total respondents 203
*Totals over 100% due to mul-
tiple responses.

QUESTION 3A: Are there any
television programs which
you discourage your teen-age
children from 1watching or
which you don’t allow them
to watch?

%
Yes 43.5
No 50.5
Total respondents 467  100.0

A majority of mothers encourage
their teen-agers to read, the survey
mdicates, with 60.5 per cent register-
ing an aflirmative vote. Books of vari-
ous kinds received the heaviest en-
dorsement, with newspapers coming
next and magazines last. Religious
publications rcceived the smallest
vole of any classification mentioned.

In the study of mothers of younger
children, mentioned carlier, only 52
per cent expressed an interest in their
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types of magazines mentioned as
harmful were confession, sex and
romance magazines.

Altogether, the pattern set forth by
the survey indicates that mothers of
small children are much more con-
cerned over television viewing than
mothers of larger children. Con-
versely, mothers of older boys and
girls are more conccrned with the
reading matter in which their chil-
dren are interested than are the
mothers of those in the younger
elassifications.

Mothers of teen-agers are also more
concerned with reading matter than
they are with television programs.

Answers of mothers would seem to
indicate that lelevision programmers
and the advertisers who sponsor them
need make few changes in order to
encourage the teen-age viewers. The
nation’s $10-billion audience of
juniors seems to be doing very well,
thank you, on its present television
fare.

July 11, 1960, Television Age 33
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Typical Blue Cross spots get across a complicated message . . .

Ohio Blue Cross finds 1D’s paradoxically

f

il i
! i
| I - .

K&S president Nolan (1.) and vice president Radkey (r.) discuss 1D schedules with 8lue Cross ad direcior Young
R¥
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Too complex for words

vand do it with simplicity and considerable inventiveness

Il" vou have an abstract, complex
story to tell-—a storv consisting of
manyv elements—you may be able to
do it Dest in eight-second tv spots,
That's the finding of the Keelor &
Stites Azeney. Cincinnati. and s
client, Hospital Care Corp. tthe Blue
(ro=s plan for southwestern Ohio),

In addition to other tv time for
the samb client, Keelor & Stites hurys
close 1o 1400 H's per year for south.
western Ohio Blue Cross in the com-
bined  Cincinnati-Davton  markets,
and the reason is an odd one indeed:
according to the agency, the Blue
Crosz story is too complicated to he
told in an ordinary one-minute com-
mercial,

Strangely enough, K&S arrived at
ID’s by |starting with half-hour pro-
wrams. especially prepared by wiw.t
Cincinnati and fed to wiw-n Davion.
While this series, titled Let There
Be Life. won the Peabody Award and
established some memorable eriteria
for later medieal <pectaculars. it was
relatively expensive, diflicult to pre-
pare aml produce. and in the end
reached "only a limited number of

prople per week with relatively few
messages,

A schedule of one-minute an-
nouncements aucceeded the half-hour
programs. usuallv adjacent to late-
night news or weather.

“Our problem was that we had
more of an educational than a selling
joh.” explains Art Radkey, Keelor &
Stites vice president and  account
exceutive. “Seventy per cent of our
audience were already Blue Cross
subseribers, And most of our new
members would come from the tradi-
tional 1l-day “open enrollment
period”™ cach September.

“If v were to he used properly,
we had ta describe why and how Blue
Cross is different. so that present
subszeribers would utilize it= henefits
fully. and so that non-members would
experience a growing desire 1o envoll
during the “open’ period.”

When the deeision was made 1o 1ell
the Blue Cross henefits story on a
vear-round  ceducational  basis,  the
ageney and client prepared live and
filmed one-minute announeements to
do the job, These commercialz were
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more effective than minutes to tell viewers its manifold story

used for several months. However,
interviews with a cross section ol the
public indicated that the messages
were not reaching home.

Two factors seemed to be causing
the major problem. One-minute spots
were not available in the time periods
when most of the adults in the Cinein-
nati and Dayton markets could be
reached. And secondly, cach of the
one-minute commereials was attempt-
ing 1o tell too complex a story. And
the Blue Cross story is complex,

Briefly, Blue Cross is a non-profit
community-service organization—not
an insurance company—which pro-
vides hospital-bill protection on a
prepayment plan in terms of hospital.
care benefits paid in full. or nearly
so, rather than in terms of fixed
pavment dollars toward a hospital
hill.

It was founded and iz supported
by the hospitals themselves in south-
western Ohio. Blue Cross, being com-
munity-service-minded, was organized
and is administered so that it does
not cancel membership due 1o the

(Continued on puge 68)
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In a period of emphasis on media
researcell, market research, copy
rescarch and research into research,
there #till exists a core of advertising
men who rvely upon intangibles—in-
tuition, hope, faith aud the idea of
doing something because it produces
self-satisfaction.

“At least,” said a product man-
ager at a major television advertiser’s
plant, “that’s the only reason we can
sce for some of the companies using
color-tv commercials. From an econ-
omic standpoint, there doesn’t seem
to he any justification.”

The advertising manager’s state-
ment was made in a discussion of the
color commercial survey conducted
by Burke Marketing Research of
Cincinnati for the Crosley Broad-
casting Corp. The survey, as reported

Colorcasts feature top stars: Bob Hope, the Murrays . . .

Call to the colors

36

in Tv ace May 16, made the basic
point that commercials in color are
approximtely two to three times
morc eflective at putting across a
sales mwessage than hlack-and-white
announcenients,

Semewhat surprisingly, the Crosley
study appears to be the first piece of
solid research into the selling capa-
bilities of color commercials. Execu-
tives at Lever Bros. Co. and Block
Drug Co. (both of which consider
themselves highly research-oriented)
admitted that to their knowledge no
studies of tint-commercial cfiective-
ness had been undertaken for their
firms. Yet both companics are among
a group of advertisers using black-
and-white commercials within eolor-
cast programs.

Asked his opinion on the Crosley
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survev, a Lever ad-man stated, “I'm
not at all surprised to learn color
commercials are nmch more effective
than black-and-white.” but he added
that Lever Bros. is not selling high-
ticket products such as Chevrolet cars
“and the high-income color-set mar-
ket is not so important to us.” His
understanding. he said, was that the
auto-makers, most of which are major
commercials, used
their tint {ilms in theatres and dealer
exhibitions. “They can write off the

users of color

extra cost of color that way,” he
noted.

A similar opinion was heard from
a brand manager at Block Drug:
“Less than a million color sets may
be all right for Ford and similar
manufacturers, as the sets are un-
doubtedly in the homes of community

Some advertisers
rally ’round tint medium,
while others find reason

to “‘wait and see”

... and Charlie Brown
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leaders, but we’re selling products
under a dollar. We need a hroad
hase of nsers—sav, five million color
honies |*1-I'orc we feel the expense
of color filin is worth it

\t other companies queried, the re-
aetions were much the same. “Cer-

tainly we Jeel a color commercial
will do Di-tter than a black-and-white

one,” said the president of a $30-
million ageney, “just as a color print
ad will get better atlention than one
in black{and-white- —but we haven’t

[KAUCHER | THOMPSON | ESTES ] Succ |

made any aetual sludies inlo color’s
clfectiveness. This agency, incident-
ally, has|used color commercials for

a client for several years.’

Again, a manufacturer’s advertis-
ing manarer said, “We’ve done one
or two color commercials for experi-

(Continued on page 65)

Lever gets tint credits on The Price Is Right

Block Drug Co. products show up in Masquerade Parly color

-
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Movies seem to be better than ever—thanks to video

Bane into boon

“I'm a real happy theatre man-
ager. reporting 1916 grosses
in 1960. This iz every
dream. but it was made a reality for
me.”

exhibitor’s

This recent comment by a midwest
film-house manager perhaps helongs
more properly in a motion-picture
trade publication than here. except
for one thing: the circumstance that
occasioned it. For the catalvst which
turned a dream into reality for Wil
liam P, Lalor of the Jeffris Theatre
in Janesville. Wisc.. was television—
every exhibitor’s nightmare in this
electronic age.

Thanks to wrex-Tv Rockford, 111,
not onlv Mr, Lalor but a number of
other theatre managers in the area
covered by the station’s signal have
been discovering that the bane of
their existence can become a boon,
that an enemy can be converted into
an allv.

For five vears WREX-Tv has been
effort to get film
houses in the area to allocate a sub-

pioneering an

stantial share of their budgets to
promotion on the air. The station
finally was able 1o sell the theatres on
a formula that has heen successful

38 July 11. 1960. Television Age

cach time it was tried: a combhined
mtensive  =pot  campaign  that  has
proved conclusively in every instance
the powerful impact of television for
thealre promotion.

Working directly with local film
distributors, who. savs the station,
are "now eager lo cooperate with
the theatres,” WREX-TV has set up
campaigns that
many as 14 area towns. This has
broken down ecach theatre’s share to

have included as

a very nominal cost for maximum
spot exposure.

For a campaign involving 4 Dog
of Flanders, with spot schedules
shared by nine area theatres. “we
went all out.” savs Jack Lightner,
promotion manager for WREX-TV.
“We conducted a coloring contest
with over 600 prizes. Fifty thousand
coloring entry lerald:s were distrib-
uted by the theatres. We had trailers
on all theatre screens plugging the
contest and WREX-TV programs, A
natural tie-in was effected with the
Cravola Co.. with their credit used
in all media. The coloring scene was
placed in newspapers in all par-
ticipating area cities.

“And the results were fantastic
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T heatre managers
find that television
can be a friend

rather than a foe

for a good picture that hardly did
average business nationallv.  And
with theatre bnsiness now on the up-
trend in WREX-TV land, schedules are
coming on the station now almost
dailv.”

Area engagements of Journey to
the Center of the FEarth provided
another recent opportunity for local
exhibitors to dust off S.R.0. signs,
primarily as the result of a satura-
tion spot schedule on wrex-tv. The
sentiments expressed to J. M. Baisch,
vice president and general manager
of the station, in letters from three
of the theatre men who henefited
from the campaign speak for them-
selves:

Wrote John 8. Falco, district man-
ager of Standard Theatres: “fourney
to the Center of the Earth proved
itself tc be a real door-buster. Most
of the eredit for telling the publie
about this feature at the Ellis Theatre
[in Beloit. Wisc.] must go 1o vou
and vour station for providing one
of the fnest spot campatgns 1 have
ever sect.

“l ara sure that grosses like this
will show us the way to use properly

(Continued on page 69)
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Film Report

POST-’48s RISING?

Release of the post-18 Teatures in
significant numbers  therctofore ex-
peeted belore the end of the vear)
hangs prinarilv on whieh of the ex-
hibitor-shy majors moves first. 1t ap-
peared at press time. however. thal
there will be a raee Tor first place.
rather than a follow-the-leader move-
ment as happened with the pre18s,
Alrcadv. it is understood. several of
the majors are discussing the matter
with group station buvers.

Robert Seidelman. viee  president
in charge of syvndication for Screen
Gems, Columbia Pictures subsidiary.
denied  reports that the  Columbia
post-1's were up for sale at this
time: “Obvieusty. we've been talking

to stations for a long time. and we're
cotinving 1o do so. Obviously, we
will selt the post-18 features. but we
have no poliey at this time. and we're
only discussing wavs and means of
distributing them.” Mr, Seidelman
had nothing definite on when the
newer features might be released. but
e noted one problem affecting their
distribution which is vet to be re-
sohed: a decision on the block-book-

ing case.

PRE-'48s SAGGING?

The vears 1959-60 mav go down in
tv history as the desperate vears for
distributors of the hig pre-"48 motion-
picture libraries. With most of the
major markets wrapped up and with

FILM SUCCESS | ... .. . ....

ohnny  Midnight. wmyvslery-adven-
J ture series placed on the market-
byv-market route by MCA TV, appears
to be headed for a long and success-
Ml life in svndication. Not only do
ratings hold up in a variety of dis-
parate markets, Int local and regional
advertisers are getting sales resulls
with the show,

One of these. Pleiffer Brewing Co.
of Detroit. sponsors the series over
waEa-Ty Flint-Saginaw-Bay City on
Mondays. 7-7:30 p.m.. with an im-
pressive share of the audience. (A
recent NSI
Vidnight delivering a 18.25 rating.

report showed ./o/mny

for a T1.5-per-cent share ol audi-
ence.t  In addition. the sponsor re-
portx a 12-per-cent increase in sales
since investing in the show this past
SCAS0N.

In commenting on the ratings, Al
Duz. time buver for Maxon. Ine..
Pleiffer’s

served that it's news such as this

advertising agency.  ob-
that makes for good feelings Tor all
concerned the distributor with a
suceessful property. the station with
high ratings and ourselves with a =at-
isfied client.”” Another satisfied spon-
sor is R. G. Dun Cigar Co., which

is the alternate sponsor of the <eries

mar-

in the Flint-Saginaw-Bav City
ket.

Other sponsors of fohnny Midnight
throughout the country include R. J.
Revnolds Tobacco Co. with a six-
market spread. Lee Optical Co.. Phil-
lips 06. IGA Food stores and Bravo
macaroni. Some recenl  A\merican
Research Burcau ratings in repre-
sentative  markets:  Portland, Ore.,
23.0: Joplin-Pittsburg. 27.5: Daven-
port-Rock lsland. 22.9: Milwaukee,
21.9; Providence, 20.7. and  New
York. 21.8.

Fdmond O’Brien stars in fohnny
Midnight as an actor-detective whose
beat iz the back allevs of Broadwav.
Produced for MCA TV by Jack Cher-
tok Television. the series has heen
sold in more than 150 markelts.
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the impending release of droves of
post--18 product. many of those dis-
tributors feel they're working on hor-
rowed time. The resull has been a
rash of quick and not especially re-
warding sales, unimaginable several
vears ago,  As an example. one li-
brary was sold recently in a mediwm-
sized markel for preciselv hall the
asking price of Ino vears ago it
wenl from $700,000 to $350.000.

FEATURES SELLING

Despite  the complications  noted
above in feature selling. good nwovies
T,
formed companyv with a package of
38 1.

stood to have wrapped up a number

continue to move. recently

Arthur Rank films. is under.
of major markets already. lLopert
Films, with a group of 62 pictures of
recent vintage. recently  sold Krea
Los  Angeles, warar-tv - Baltimore,
wavy-Tv Norfolk. wwi-tv New Or-
leans and ¢kLw Detroit. That pack-
age. litled “The Latest 62,77 has been
sold in close to 40 markets. Over-
seas, Sereen Gems has sold 150 fea-
tures 1o TCN Svdney and HSV Mel-
bourne.

GOLDWYN ARRIVING

Rodney Erickson Enterprises, Inc.,
replacing the William Morris Ageney.
has taken over distribution of those
evasive and  reportedly  expensive
Samuel Goldwyn features which have
been available and then not available
to television for several vears. Mr.
Erickson will attempt to sell the more
deluxe pictures (Hans Christian An-
Years of Our Lives,

Wuthering Heights) as network spe-

derson. Best

cials. @ la the CBS-TV annual presen-
tatton  of  Metro-Goldwyn-Maver's
Wizard of Oz Such network offers
for certain of the features were made
in the past, Mr. Erickson said. The
group will then be sold to stations
and station groups, with Mr. Frick.
son hiring a distribution foree “as
needed.”™ Onee all fegal barriers have
been eleared. he savs, a total of ap-
proximately 15 Goldwyn movies will
he available.
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Advertising Directory of

SELLING COMMERCIALS

American Airlines » Yo:_ng & Rubicam

R,
COACHMAN 7 °
JET SERVICE

e K

WONDSEL, CARLISLE & DUNPHY, INC., New York

Corn Chex » Mark Lustica Adverlising

B. C_ Remedy Co. o C. Knox Massey Associates

s

Sl

BN e

NATIONAL SCREEN SERVICE CORP., New York

wILBUR STREECH PRODUCTIONS, INC., N. Y.

Bissell « Clinton E. Frank
NPT, JE—

E. I. DuPont Company « BBDED

KLAEGER FILM PRODUCTIONS, INC., New York

Brillo « ). Walter Thompson
.'.-'J j -.}.--

b

-

HFH PRODUCTIONS, INC., New York

Ford Dealers of S. Calif. » ). Waiter Thompson

PLAYHOUSE PICTURES, Hollywoed
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COMMERCIAL TECHNIQUES
Latest agency report on that peren-
nial topic in commercial production
—tape versus film—comes from Len-
nen & Newell, Inc., which did a little
investigating on its own. Completed
for a particular client, the siudy
makes the point that there can be no
true comparison of the two tech-
niques—each has ils own virlues and
limitations. In terms of picture
qualitv, the report states, the “living
preserce” value of tape becomes
negligible in actual practice, since
few stations have the time or facili-
lies to air tape and usually resort to

a film transfer—inferior to both tape
and film.

WGA AND SCRIPTS

Settlement of the Writers Guild of
America strike against tv producers
will acd approximately 20 per cent
to script budgets over the next four
years. Beginning in 1962 the present
residual formula will be scrapped in
favor of world-wide royalty partici-
pation in re-runs by writers. Ult-
mate sottlement with SAG, despite
considerable differences in demands
and problems, is expected to cost pro-
ducers about the same as the writers’
contract, which runs for six years,
one of longest terms in recent film
history.

PERSONNEL . . .

Robert Sackman has been elected
executiv: vice president and chief op-
erating officer of the Ampex Corp. At
the same time, two other Ampex ex-
eculives were elected to new posts.
Philip L. Gundy. vice president and
manager of Ampex International Di-
vision, was elected a senior vice presi-
dent, and Thomas L. Taggart, vice
president and manager of the finance
division, was also elected a senior vice
president. Mr. Gundy is responsible
for Ampex International, Ampex Pro-
fessional Products Co. and Ampex
Audio Cc. Mr. Taggart is responsible
for Ampex Data Products Co.. Am-
pex Military Products Co. and Orr
Industries Co., Opelika, Ala.

In another move. the Ampex board
of directcrs named Charles P. Gins-
burg, one of the developers of the
Videotape recorder. to the post of
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vice president and manager of ad-
vanced video development.

Schuer {Sonnv) Chalif has been
named general assistant to William
Dozier, vice president in charge of
west-coast activities for Sereen Gems.,
For the past several vears Mr. Chalif
fas heen in charge of liaison with ad-
vertisers and advertising agencies for
the Columbia subsidiary in Hollv-
wood. e continues those functions
in his new post, and assumes addi-
tional general exeeutive duties. . . .
Rohert (Bob) Lang has rejoined the
sales stafl of National Telefilm As-
sociates. covering the southwest.

Art Stolunitz has been appointed to
the newly created post of director of
new program development for Ziv-
UA. The appointment is said to be
the first step in a projected expansion
of the new program department in
anticipation of an inercase in the
number of new svndicated and net-
work shows Ziv-UA will produce in
1961, Mr. Stulnitz was formerly an
exccutive in the business-aflairs de-
partment. and hefore joining the dis-
tribution firm worked for the William
Morris  Agency. Arthur Man-
heimer has joined Trans-Lux Tele-
vision Corp. as midwest division man-
ager.

Filmwavs of California has an-
nounced several new assignments of
personnel: Dick Tschudin. production
manager: Don Ehlers, chicf of edi-
torial department: George Vieira.
stafl director, and Bil Schaefer, cast-
ing dircetor. The appointiments are
part of an expansion move by the
company. ... Marilvn Gold has been
appointed director of advertising and
publicity for Flamingo Telefilm Sales.
Ine.

STOCKS . . .

Net profit of Desilu Productions,
Inc.. more than tripled in the fiscal
year ending April 30. 1960. over the
comparable  1958-59 period. Ac-
cording to the eompany’s president.
Desi Arnaz. net income was $811.559
on a gross of $23.406.000, as com-
pared with $249,566 on $20.470.361
for the vear previous. Per-share
earnings were 70 cents on 1.155,940
shares of stock outstanding. Mr.

Arnaz indicated he expects earnings

Advertising Directory of

SELLING COMMERCIALS

General Mills » Dancer.Fitzgerald-Sample, Inc.

RAY FAVATA PRODUCTIONS, INC., New York

Morning Milk » Harris & Love

BANDELIER FILMS, INC., Albuguerque

Nutri-Tonic « Hixon & Jorgensen

TELEPIX CORP., Hollywaed

Pablum « Kenyon & Eckhardt

JUIGES

GIFFORD-KIM PRODUCTIONS, New York

Massey- Fergusnn Cn « Needham, Louis & Brorby

PANTOMIME PICTURES, INC.. Hollywood

Dr. Pepper « Grant Advertising lnc

KEITI & HERNDON, Dallas

Mich. Milk Producers « Zimmer, Keller & Calvert
_.i}i:'}fl |___ e

ANIMATION, INC., Hollywood

Peil Bros. « Young & Rubicam

PELICAN FILMS INC., New York
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Advertising Directory of

SELLING
COMMERCIALS

The 7-Up Co. « J. Walter Thompsen Ce.

RAY PATIN PRODUCTIONS, Los Angeles

Station Promotions, WNBC

¢

]

ELECTRA, New York

Van Heusen « Grey Advertising Agency

KLAEGER FILM PRODUCTEONS, INC., New York

Welch Grape Juice Co., Inc. = Richard K. Manoff

MPO YIDEOTRONICS, INC., New York
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to continue improving during the
next year. with almost 300 segnients
of various television programs sched-
uled for fibming. During the past
season a total of 252 were filmed.
Losses incurred by NTA  during
the past six-month period amount to
52.669.000. it was revealed by B.
Gerald Cantor. president of NT&T. of

which NTA is a subsidiary.

SALES . . .
California  National
latest syndication entry. The [im
Backus Show—Hot Off the Wire. has
been sold to H. P. lood & Sons. Inc.
in a six-state regional spread. The

I'roductions’

transaction. covering most of New
England. is for 52 wecks firm at a
$200.000,
The sitvation comedy. starring Jim

price  of approximately
Backus as managing editor of a fic-
tional press association. debuts in all
Hood markets in October.

Three of the regional sponsors of
Sereen Gems' Manhunt have renewed
for the 1960-61 season. They are:
Drewryv’'s beer, which has expanded
its sponsorship from eight to 16 mar-
kets: Genesee beer, 10 markets in
the northeast, and Miles of Cali-
fornia. 10 west-coast markets for Alka
Seltzer. In addition. the sccond vear
of Manhunt tscheduled to go into
production in San Diego next weck)
has been sold to 67 stations.

Assignment: Underwater. uew ac-
tion series distributed by National
Telefilim Associates. has been sold in
more than 50 markets. The program,
being produced by Liberty Enter-
prises in association with NTA. has
been sold in such markets as los
Angeles. Minneapolis. Schenectady.
Chicago. Salt Lake City. El Paso,
Miami. New Orleans and Seattle.

Ziv-UA has paired off more than
hall of the available alternate weeks
in American Tobaecco Co.’s 33 market
of Lock Up. Additional
transactions bring the second-vear

renewal

market tally on Lock Up to close to
Y0. Ziv-U A’s re-run unit. Feonomee
division. in one recent  one-week
period. completed 18 new sales and
renewals. with Highway Patrol lead-
ing the list.

The Robert Herridge Theatre. re-
centh placed on the market-by-mar-
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kel route. has been sold to Kcor Los
Angeles, Romo-Tv Seattle and wens-
v New York. Included in the 26-
episode series available on film or
tape are J. M. Synge's Riders to the
Sea. Shirley Jackson's The Lottery. a
Mark
Twain's Huckleberry Finn. Poc’s The
Tell.Tale Heart. as well as two jazz

shows.

three-part  adaptation  of

COMMERCIAL CUES . . .

Klacger Film Productions. Inc.. is
expanding into the industrial training
fitm area. As part of the expansion,
Bob Drucker. formerly with Metro-
Goldwyn-Mayer in its commereial and
industrial film department. has joined
Klacger to develop a long-range pro-
gram on management training films
for industrial use.

Mr. Drucker. who was responsible
for American Motors Corp.'s Amer-
ica, the Automobile Age. in addition
to meny other industrial films. has

MR. DRUCKER

also produced hundreds of commer-
cials for various production houses,
In still another move. John G. T, Gil-
mour has joined Rlacger as a stalf di-
rector. Mr. Gilmour has been a free-
lance director. in addition to stints
Robent
and Patqe Pictures.

Harry Breur Jr. has joined HFH
Product ons as industrial sales man-

with Lawrence Productions

ager. . Jacques Rupp has been
appointed to the creative staff of
Animation. Inc.. as a designer. . . .
Joe Ryan. formerly with Gotham Re-
cording. has been named to the engi-
necring stafl of Music Makers, . . .
Pintoff Productions has won a spe-
cial award from the 1960 Venice
Film Feaival for its Senor Wences
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commercial produced  for Mackar-
land-Avevard Ageney.

Playvhouse Pictures dominated the
Advertising Association of the West's
tv awards. taking three out of five
first prizes for commercials, Winners
were: “Long List.” 20-cecand  spot
for  Burgermeister Brewing  Corp..
BRDO. San Francisco: ~More than
Most.”™ D for  Burgermeister.
BBDO, and =lalf the Fat Calories,”
color spot for Carnation Co.. Erwin
Wasev, Ruthraufl & Rvan. Los An-
geles.

The other two firsts were taken ]))’
UPA for “Baby Food Can.” pro-
Kaizer Steel
Corp.. Young & Rubican, San Fran-

gram commercial for
cisco, and by Cascade Pictures for
“Tired Dog.” O0-sccond  spot {for
Calo PPet Food Co.. Foote, Cone &
Belding, San Francisco.

In addition to its three firsts, Play-
house swept the 20-second spot cate-
gory with *Just the Commereial,” for
Ford Dealers of Southern California
(1. W, Thempson. Los Angeles) sce-
ond prize. and “Cat and Dog.” for
the U.S. Nawy

prize.. The company was alzo awarded

Department,  third

two honorable mentions,

In the 1960 Veniee Film Festival
Plavhouse  Pictures  received  the
Venice Cup, top award for over-all
excellenee in commerdials. . . . A
series of comedy commereials will he
produced by Television Commercials.
Inc.. for Mars candv bars. ... For-
mat Filins is preparing an animated
corporale image for Johnson’s Wax
[ Needham. Louis & Brorbvdy which
the company will use in all its TV
presentations.

TAPE . . .

\nother tape production company
will begin operations in September
in Hollywood. International Tape Re-
cording and Productions. established
Ly William F. Wallace. John G. Hel-
ler and other unnamed parties. will
have its office at 430 N, Camden Dr.
According 1o Mr., Wallace, the com-
pany will be able to handle all tape
production operations,

Videotran trademark has been s
tablished by Consolidated Film 1In-
dustries for it tape to film transfer

process. . . . Three new scries have

been set for video-taping, They are
Sincerely, Maria Palmer, a five-min-
ute  dailv  advice columm starring
Maria Palmer, which is heing pro-
duced by KtTv Los Angeles: The
New Ray Anthony Show, to be taped
in Las Vegas by Anthony in conjunc-
tion with Fred Rice. merchandising
director of Capitol
Atomic Submarine. 1o be produced
by VTR, Inc. for Carthay Produe-

tions.

Records, and

Commercials

RAY FAVATA PRODUCTIONS,
IN€.

Completed: Hygrade Food Products Corp,
tfrankfurtersy, JW'T, Lid.: National Assn,
[nsurance Agents (insurance), Doremus:
Piel Bros. {beer. fresh air fund), Y&R;
National Bisctit Co.  (Mijllbrook bread),
MeCann-Erickson: U8, (ensus  Rureau
(1960  ¢ensusyy Meldrum & Fewsmith;
General Mills. Ine. (Jetsi. D-F-S; Post
Cereals, Div. General Foods Corp, (Post
Sugar Crispi. BAB.

In production: Piel Bros. (heer), Y&R;
National Biscuit Co. (Millbrook bread),
MeCann-Frickson,

FORMAT FILMS. INC.

In production: J. A. Folger & Co, (coffeed,

COLLECTION AGENCIES

Advertising Directory

of TV SERVICES

S. 0. S. CINEMA SUPPLY CORP.

New York City: 602 West 52nd Street. PLaza 7-0440
Hollywoed, Calif.: 6331 Hollywoed Blvd., HO 7-2124
SALES + LEASING + SERVICE
The world's largest source for film production
equipment: _Animation, Producing, Lighting,

Processing, Recording, Profection, etc.

Serd for our huge 34th year Cataleg on yeur
letterhead o Dept. N

CAMERA EQUIPMENT CO., INC.

315 West 43rd Street, New York 36, N. Y.
JUdson 6-1420
RENTALS—SALES—SERVICE
Motion picture and television equipment
. . . lighting equipment . . . generators
.. . film editing equipment . . . processing
equipment.

TV FILM TRAFFIC SERVICES

EAST-WEST DISTRIBUTORS, INC. :
630 NINTH AVENUE
NEW YORK 36, NEW YORK

FILM CENTER BUILDING
JUDSON 2-4727

VIDEO TAPE DUPLICATING

& FILM TRANSFERS

STANDARD ACTUARIAL WARRANTY CO.
220 West 42nd Street, New York 36, N. Y.
LOngacre 5-5990
Collections for the Industry
All over the World
TV—RADIO—FILM
Records & Recording Accounts Receivable
No Collections—No Commissions

Complete film and videotape lab service
Videotape to film transters
Videotape recording
Videotape duplicating
Videotape viewing and editing

ACME FILM LABORATORIES, INC.

1161 N. Highland Ave., Hollywood 38, Calif.
HOllywood 4-7471

LIGHTING

SCREENING ROOMS

CHARLES ROSS, INC.
333 West 52nd Street, New York 19, N. Y.
Circle 6-5470
LIGHTING, GRIP EQUIPMENT,
PROPS AND GENERATORS
For Motion Pictures and Television

SALES e SERVICE e RENTALS

PREYIEW THEATRES, INC.
1600 Broadway. New York 19, N. Y.
Clrcle 6-0865
President ............ William B. Gullette
lémm, 35mm; magnetic or optical; all
interlock combinations. Editing equip-
ment and facilities. Film storage vaults.
All facilities available 24 hours a day.

HAULING & WAREHOUSING

MAURICE H. TOUARY
333 West 52nd St., N. Y. C., 19
JUDSON 2-5185

35mm MOTION PICTURE
BLACK & WHITE @ COLOR
OVER 10,000,000 FEET

WALTON HAULING & WAREHOUSE CORP.
609-11 West 456th St., New York 19, N. Y.
Clrcle 6-8685-6-7-8
THEATRICAL HAULERS

for

Television, Radio

& Legitimate Theaters
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FRC&H: Union Starch & Refining Co.
(Liquid Mist Reddi-Starch), Baer, Kemble
& Spicer: Golden Point Hamburger Co.
(Golden Point Drive-In}, Ray C. O'Keefe.

CHUCK GOLDSTEIN
PRODUCTIONS

Completed: Union Pacific Railroad Co.,
Caples: Chun King Associated Enterprises,
Inc. (frozen food), BRBDO; Molson’s
Brewery, Ltd. (Export ale), MacLaren;
Re-Dan Packing Cu. (Cadet dog feod),
Mann-Ellis.

In production: Tarold F. Ritchie, Inc.
(Brylereem!. MacLaren.

GRAY & O’REILLY

In production: General Cigar Co., Inc.
(White OwD), Y&R: Drug Research Corp.
(Positan), KHCC&A; Cities Service
Oil Co. t(gasoline), Ellington; Gulf Oil
Corp. (gasoline}. Y&R; Block Drug Co.,
Inc. (Omega oil), Gumbinner; Roman
Products Corp. (Roman Ravioli), Smith-
Greenland.

KEITZ & HERNDON

In production: Minnesota Federal Savings
& Loan tbanking scrvices). Kerker-Peter-
son; Campbell-Taggart Associated Bakeries,
Inc. (Rainbo/Colonial bread, Rainbo Ice
Pops), Bel-Art: Arka-Servel (Sun Valley
air-conditioning), Robt. K. Butcher; Mor-
ton Foods (potato chips). Crook; Lone
Star Brewing Co. (beer). Glenn; Lone

Star Gas Co. ("Lynwood Homes™),
EWR&R.

KLAEGER FILM
PRODUCTIONS, INC.

Completed: E. I. du Pont de Nemours &
Co., Inc. (car wax, polish), BBDO; ldeal
Toy Co. (unior Astronawms), Grey; Rew:-
ington-Rand  Div.  Sperry Hand Corp.
{shaver), FRC&H; P. Lorillaid Cu. (Old
Gold), L&N; American Motors Co. (Nash
Rambler). Geyer: General Electric Co.
(radio), Maxon: P'. J. Ballantine & Son
{beer). Esty: George A. Hormel Co.
(Vienna Sausage). MJ&A: Dow Chemical

Corp. (Saran Wrap, Dowgard), MI&A;
Westinghouse  Corp.  (tv  sets), Grey;
see. |
pages
16 & 17

Create the RIGHT mood every time
with the

MAJOR MOOD
MUSIC LIBRARY

MAJOR offers you a full twenty hours
of mood music for titles, bridges,
backgrounds.

WRITE FOR FREE CATALOGUE

THOMAS J. VALENTINO, INC.

Established 1932
150 WEST 46th STREET
New York 36, New York—Cli-6-4475
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ABC-TV afjiliates in the eastern part of the country sent their promotion man-
agers to New York's Sheraton Hotel recently to attend a special advertising
and promotion clinic hosted by the network. During this “shirtsleeve” work
session affiliates were given a preview of the ABC-TV 1960-61 schedule and
planned ways to promote the program line-up. Participating here are (1. to r.)
Bob Harnack, wkst-1v Youngstown. Ohio; Nat Tashman, wrest-tv Miami;
Bob Chevne, WHDH-TV Boston; David Granes, wexy-tv Watertown, N.Y ., and

Jean Miller, wsUx-1v St. Petersburg. Fla.

Watchmakers of Switzerland (watches),
({8W: Landers, Frary & Clark, Inc. (Uni-
versal Cofieematic), Grant.

In production: General Electric Co. (pres-
entation film), Maxon; Phillips-Van
Heusen Coarp. (shirts), Grey; Westing-
house Cor}j, (tv sets). Grey; Nestle Co..
Inc. (Nescafe), Esty; Brown & Witliamson
Tobacco Corp. (Viceroy), Bates; Dow
Chemical Corp. (Saran Wrap). MJ&A:
Food Mfrs,, Inc. (M&M candies), Bates;
Colgate-Palmolive Co. (Ad), L&N: Lowry’s
Foods, Inc. (prepared foods), MJ&A: P, J.
Ballantine & Son (beer), Esty; Greyhound
Corp. (bus). Grey: Purepac Corp. (Project
HOPE). MJ&A: Minnesota Mining & Mfig.
(Seotchgard), MJ&A: US. Air Force
(oflicer retention}. MJ&A.

RAY PATIN PRODUCTIONS,
INC.

Completed:  Jos.  Schlitz Brewing  Co.
(beer), JWT; Sick’s Rainier Brewing Co.
(beer), Miller. Mackay. Hoeck & Hartung;
Kaiser Aluminum & Chemical Corp. talu-
minum). Y&R; Commmonwealth Edison Co.
(utilities), I.eo Burnett; Union Qil Co.
{gasoline) . Y&R.

In production: LaBatts Brewing Co.
{beer). Stanfield. Johnson & Hill; Paper-
Mate Co. {pens}, FC&B.

PELICAN FILMS, INC.

Completed: General Foods Corp. (Twist),
FC&B; General Foods Corp. (Birdseye),
Y&R; Robert Hall Clothes (stores), Ark-
wright; United Fruit Co. (Chiquita
Banana), BBDO; Sperry & Hutchinson
Corp. (Green stamps), SSC&B; American
Teleplione & Telegraph (Yellow Pages),
C&W: Piel Bros. (beer), Y&R; Bristol-
Myers (Excedrin). Y&R.

In  production: Robert Hall  Clothes
(stores). Arkwright: Shell Oil Co. (oil),
JWT; Cities Service (stationsj, Ellington;
Jackson Brewing Co. iJax beer). DCS&S:
Piel Bros. (beer), Y&R; B. F. Goodrich

www.americanradiohistorv.com

Co. (tires), BBDO; Singer Sewing Ma-

chine Co. (sewing machines). Y&R;
United Fruit Co. (Chiquita Banana),
BBDO: General Foods Corp. (Jell-0),

Y&R; Quaker City Chocolate & Confection-
ery (Coed & Plenty candy). Bauer &
Tripp: Westinghouse Corp. tapplianeces),
Ketchum. Macl.end & Grove; DBritish
American (petroleum), Lovick.

SARRA, INC.

Conpleted: Kellogg Co. (Rice Krispies,
Corn Flakes), Burnett; Liebmann Brew-
eries, Inc. {(Rheingold beer), FC&B;
American Tobacco Co. (Tareyton cigar-
ettes), Lawrence C. Gumbinner; Armour
& Co. (meat products), Aver: General
Foods tCorp. tJell.0), Y&R: National
Biscuit Co. (Nabisco cookies), McCann-
Erickson: Corn Products Co. (Mazola),
L&N; Plough, Ine. (Coppertone). Lake-
Spire-Shurman: Drackett Co. (Drano),

Y&R.

WILBUR STREECH
PRODUCTIONS. INC.

Coniplete: : Sinclair Refining Co. (gasoline,
fuel oil). GMM&B: National Bank &
Trust Co.. Rabko; Potter Drug Co., (Cuti-
cura), KHCC&A: O'Keefe Brewing Co.
tale), Foster: Chr. Bjelland Co. tKing
Qscar sardines), KHCC&A; H. Goodman
& Sons (Wet ‘n Set), Joscph Reiss;
A\merican Motors Corp. ( Rambler),
GMMA&DB; Golden Press (Picture Atlas),
direct; Fagle Pencil Co. (Stickpen),
Shaller-Rubin.

In produciion: l.ever Bros. (Fab), Spitzer
& Mills: Television Bureau of Advertising
(Va-hr. filin), direct; Maher Co. (shoes),
McGregor-Deaville; Lehn & Fink (Medi-
Quik). GMM&3; Jaka Ham Co. (ham),
KHCC&4A: Coleate-Palmolive Co. (tooth-
paste), Spitzer & Mills; Transogram Co.,
Ine. {toys). Wexton; Golden Press
(American Heritage and children’s books),
direct.
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NC&K (Continued from page 31)

of the joh NC&K 12 doing for its pres-
ent clients—and the method used to
add Hertz Rent- A -Car. Ruppert
Brewing Co., Vascline hair tonic and
others 1o the agency roster in the past
I8 months.

“Several years ago,” he says, “we
sat down and listed the names of 250
clients we thought we could work
with to our mutual benefit. From the
list we chose 35 accounts we intended
to solicit.” Mr. Norman, who was in
charge of new business for the agen-
cy before taking his present post,
belicves there are “not too many”
clients that a top agency can find
profitable. “They must have high
standards,” he savs “along with a
sophisticated knowledge of advertis-
ing and its capabilities, and they
must be appreciative of work well
done.”

Brand Image Study

Among the accounts actively solic-
ited, thc Ruppert brewing people evi-
dently were econvinced the NC&K
approach had merit. What was in-
volved on the agency’s part was a
meticulous rescarch study into Knick-
erbocker beer’s brand image. “Re-
scarch is somectimes the best means of
Mr. Norman
points out. “We know research can

getting new business,”

show anything—good, bad, indiffer-
ent. We don’t care what we find if it
reveals a problem we think we can
solve, a problem that perhaps the
client’s present  agency isn't even
aware of.”

\fter taking over on the Ruppert
account. the agency discovered in its
rescarch that the advertising slogan
that was being used had for some a
connotation of oldtime “cheap becr,”
and that the name of Col. Jacob Rup-
pert was a respected one in New York
historv. Consequently. one of the
ageney's first moves was to produec
new commereials, playing up the Rup-
pert name and minimizing Knicker-
hocker.

While the majority of NC&K clients
arc currently users of spot schedules,
Ruppert
programs in a group of northeast

beer sponsors  syndicated

ern markets in addition to it= spol
placements. Tape is being utilized in
the beer commercials, with the agen-
¢v's experience in that medium going
back several vear:. “We might have
been the first to use lape commer-
cially,” says Walter Tibbals, vice
president and broadcast operations
director (under exccutive vice presi-
dent Walter Craig). “having worked
with it for Speidel on Price Is Right.
We did a fantastic amount of tape
commercials for Revlon on a numbher
of shows, and we used it for Colgate-
Palmolive’s Vel on daytime network.”

Technique, however, is not a pri-
mary concern. Whether a prospective
account is promised tape or film,
straight-sell or humorous commer-
cials, it is the solution of the client’s
selling problems that is important to
the agency.

“We have worked on a prospective
account for more than two vears,”
Mr. Norman says, “doing market re-
search and analyzing problems. On
the Hertz account, for instance, we
found that one type of advertising
was being done, whereas Hertz has
several kinds of service and needs a
campaign for each. varying from
market to market. On Vaseline, we
had a product involved in a heavy
competitive hattle and developed a
campaign aimed at a specific market,
using the data derived from our
media and other studies.”

Test Markets

I addition to the above mentioned
accounts, largely awarded to NC&K
after a calculated solicitation, other
products newly placed at the agency
inchide Dow Chemical’s Handiwrap
food wrapping, Colgate’s Dynamo
detergent and scveral other products

-all of which are using television in
test markets. NC&K rescarch does not
end after the product is in the fold
but continues throughout the test
stages and actual campaigns.

“QOthcr agencies talk about it,” says
the president of Norman, Craig &
Kumincl from bchind his early-Amer-
ican desk, complete with brass-bound
wooden wastebucket heneath it. “but
our people are actually out in the test
markets doing research. Handiwrap
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is in etght test markets, Dynamo is
in four and other Colzate products
are ready to go. Fach of our copy-
writers spends one day a month re-
searching test results in one market
or another. And each writes a re-
port for the copy heads as well as for
mysell.”

Turning a copywriler into a re-
search man is one of the many duties
of the agency’s 10-person research de-
partment headed by assistant vice
president and director
Henry Halpern. “We work out basic
interview objectives for each man in
the field,” he says. “after discussing

research

with him the particular points he’s
interested in uncovering.”

Outside Research

Copy testing, both for print and
broadeast, is also in Mr. Haipern’s
bailiwick, as are numerous studics of
consumer attitudes,
brands, etc. While the agency does
all of its own report writing, it makes

awareness of

use of outside research organizations
— Dichter’s Living Laboratory,
Schwerin and others — for its field
studies. NC&K currently is preparing
to sct up a 100-member consumer
panel that would he used for both
personal and mail interviews in a
local market, and it hopes to expand
the panel to regional and then na-
tional scope.

Stressing a close relationship be-
tween the marketing and creative
people in the agency, Mr. Halpern
noles that “we do not creale in our
department. We locale and develop
the areas in which copy can he most
profitably created.”

Although humor is sometimes used
for clients {as in new Willys commer-
cials featuring Buster Kecaton). the
copywriters at NC&K do not work in
a humorous vein as a usual practice.
Walt Tibbals explains it this way:
“Therc’s less opportunity for per-
sonal involvement when a commercial
is animated or otherwise made ‘hum-
orous.” We feel live action presents a
more realistic situation to the viewer.
Buying a product today is a serious
business, whether you buy a car or
a bar of soap.”

Copy is a concern of Mr. Tibbals,
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as are art, production and all other as-
pects of advertising. The reason is
that he —as do other department
heads—serves as supervisor on one
of the agency's accounts. “It keeps
vour {cet on the ground,” he savs. “A
tv man finds he has to know printing
plates. halltones. etc, A print man
works with the tv department, and
so on. The result is that we can dis-
cuss each other's areas with basic
understanding.”

A discussion al NC&K is likely to
become pretty healed at times, ac-
cording to Norman B. Norman.
“Service people are the heart of the
agency.” he savs, “The account exec-
utive must melt into the client’s posi-
tion and work for him. After the
client iz sold on an idea, the account
man can’t come back here and fight
evervbody who has a different idea.
So, wellatly hattle evervthing out here
first. We've largely eliminated pol-
itics within the agency. simply be-
cause we ve made a continuing effort
to eliminate it. Evervbody knows his
own job, who is in charge. who con-
trols the stock, etc. People can relax
and do their work. confident that
their work will be judged on its
merits without petty jealousies and
wounded egos interfering.”

Obviously. the Norman, Craig &
Kummel policy calls for a special type
of agency emplove. Mr. Norman ad-
mits the required type is not alwayvs
easy {o find.

Sheer Concentration

“Franklv.” he savs, “we don’t he-
lieve more than one out of 50 ac-
count executives. media men and the
like is qualified to work in a top
agency. We work faster here, and
harder, than in almost any other
business—not in long hours, but in
sheer concentration of effort. The
people we want need a high 1.Q., a
brightness and aptitude of working
and gelting ideas fast.”

While it expends time and effort
in soliciting new accounts, NC&K
daes not endeavor to woo personnel
from olher agencies. “We will not
hire an account executive merely be-
cause he controls an account we want,
nor will we merge with anyone else
lo gain an account,” says Mr. Nor-
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man, “It’s taken a while to build up
the kind of operation we have now;
not anvone can be worked into it. A
man can work nine vears at some
agencies. and not know what’s going
on outside of his own little world.
Here, he's catapulted against top man-
agement daily: he has to think on his
feet. make his own decisions and ac-
cept responsibility. Some people get
frightened and run: others fit into
the scheme of things and stay on.

No Turnover Probhlem

“The amazing thing about our
turnover ‘problem’ is thatin five vears
ouly one executive has left the agen-
cy — and executive means cveryone
from an account supervisor up. The
one man who left came to us from an
advertiser where the pace had been
leisurely: he decided to go back. Qur
other people have been here five, 10,
20 years. Kav Dalv. our creative
head and one of few women in a top
post at a major agenev. has been
here 11 vears.

Moneyv, he notes, is not the hold-
ing force for the people who stay.
NC&KN makes it a practice never to
hire someone for more money than
he's been getting elsewhere. “We'll
meet a previous salary,” Mr. Norman
savs, “for a vear’s trial during which
a new man can show us if he’s worth
more. If so. he gets it. But money
and litles are not passed out indis-
criminately. We have a dozen vice
presidents—less than other agencies
our size—and the title means some-
thing to the person who has it. Some
of our people have been offered jobs
elsewhere paying iuch more. but they
stay because they’re on their own
here and enjoy it. Certainly we have
good profit-sharing plans, insurance
and the rest. but evervhody has those.

“We admit that we don't keep
people on if thev're not up to our
fast-moving standards. In a service
husiness the basic job is to find the
hest people to fill the nceds of the
client at the greatest speed. Oddballs,
individvalists who subordinate the
client’s needs to their own. people in-
terested in personal glory—they're
let go.”

Currently with 275 employes in
its New York and Chicago offices,

www americanradiohistorv com

NC&K has succeeded in impressing
its policies upon the great majority.
Frorh the size of the agency’s com-
mercial production and broadcast
buving departments, it’s evident that
the zgency people are accustomed to
hoth hard and fast work.

In addition to Walter Craig and
Walt Tibbals. production is handled
by iwo producers, all of
whoni, according to Mr. Tibbals,
made between 200 and 300 commer-
cials last vear. The exact number is
difficult 10 arrive at. as all producers
work in filin, tape and live areas.

In lLroadcast buving, three time-
buyers handle the scheduling for all
client.. each working individually on
a group of accounts. Two assistant
buyvers are also kept busy, and the
agency intends to add a fourth buver
shortly when Hertz moves ils head-
quarters from Chicago to New York.

The Hertz budget will definitely
increase in the next year, predicts
Mr. Norman. “Local franchises hear
about the results tv is getling in other
markets and want schedules placed
in their own areas.”

In addition to Speidel, the agency’s
other account most activelv con-
cerned with network at the present
time is Willvs Motors, Inc., makers
of Jeep cars. seen regularly on Mar-
erick and next season’s /fong Kong.
“Virtually all of the Jeep hudget goes
into tv,” notes Mr. Tibbals, happily
adding that Willys was one of two
automotive firms whose sales went up
in 1958 when industry car sales as

other

a whole were off.
First Is the Worst

With spot users such as Ronson,
Maidenform, Chanel and Chese-
brough-Pond’s continually  selting
schedules. Mr. Tibbals remarks that
spot tv is the one medium that con-
stantly improves. “The first schedule
approved by the client is the worst.”
he savs. “After that, the huver re-
vises the running schedule to im-
prove the weakest announcement. He
then revises again to raise the next
weakest, and so on. Unlike the net-
work buv, a spot placement is not
finished when the initial contract is
signed.”

iContinued on page 65)
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Wall Street Report

NTT SITUATION. Oue of the most
Bie

for

interesting  situations on the

Board  currently-—particularly
followers of tv securitivs—is National
Theatres & National

Theatres iz the offshoot of the break-

Television.

up of 20th Centerv-Fox when the
Government required the theatres and
production activities of the film in-
dustry to be separated. When it did
so. National Theatres was second only
to United Paramownt as an operator
of movie houses. Two vears ago
National Theatres  acquired control
of National Telefilm Associates, the
iy film distributing firm that also op-
WNTA-TV-AM New York. Tt
WDAF-TV-ANM  Kansas

City and a community antenna tele-

crated
also  acquired

vision sv=tem in Williamsport. Pa.
In the pazt six months the price of
National

Big Board has been steadily declin-

Theatres common on  the
ing. In June it touched a low of 614.
compared with a high of 813 per
share carlier in the vear. This price
dip came on the heels of the com-
pany’s report for the 13- and 26-week
period ending March 29, 1960:
1960 1959
13 wecks

Earnings

per share 20 cents
Total in-

come $16,700,0000 81 1,000,000
Net
foss 81,200,000 $511.000¢profit)
Capital
shares 2,700.000  2,600.000
26 weeks

Farnings
prer share 31 eents

Total in-

come  $31.200.000 826,200,000
Net
foss 835,081 $903,838(profit)

NTA LOSS SCORED. [y i1s report
for 1960 the National Theatres man-
agement makes it clear that the op-
the 1960
which ends Sept. 29, were hurt by a
of 82,6 million incurred by
National Telefilm Associates, Thus, i
might be areued by the NTT man-

erations for fiscal vear,

Joss

that. but for NTA, the
theatre company would have been op-

agenwent

erating in the hlack. However. since
NTT owns 87 per cent of the NTA
stock. the report is a consolidated
one.

Moreover. NTT has announced the
sale of wpar-Tv—a little more than a
vear alter it was purchased-—for a
&3-million profit. This =ale and the
resulting profit would normally be
shown ax a non-recurring item on the
company’s financial statement. How-
ever. the FCC had not given final
approval to the change in ownership.
so the transaction could not be re-
lected in the six-month earnings re-
port.

The interesting point here is tha
it is the tv operation which is drain-
ing the company’s profits. a unique
situation in the industry currently.
since in most other cases it is the tv
business that has sustained the other
sagring ends of an afliliated business.
The rexults are even more striking
considering the fact that NTA has
achieved so much public attention
with several of ils WNTA-TV programs,
notably David Susskind’s Open End
and the highly praised Pley of the
Week.

ILL-FATED NETWORK. But the fact
is that the station is not the only
problem for the company. Another ix
it= film-distribution arrangement. 1t
will be recalled that there was greal

NTAs

work.” a film network which was to

fanfare ahout “fourth net-
supply. competition 1o the present
three networks. Although it achieved
much publicity at a time of Congres-
sional investigations. the network
achieved little in the way of actual
accomplishment.

The main asset NTA had was the
distribution rights te all the pre-1918
films of 20th Century-Fox. However.
these distributions rights were ve-
the United States and

Canada. The rights are carried on

stricted o

the hooks of National Theatres at a
value of 831 million. Under terms of
its original agreement with 20th Cen-
tury-Fox, NTA and 20th Century

(Continued on page 70

Weigh
the facts!

WASHINGTON —

ATLANTA

In appraisals, the
combined experience
of the staff at Black-
burn & Company is
e measured in cen-
/ turies—-not years. For
appraisals, contact:

Blackburn & Company

Incorporated

RADIO - TY - NEWSPAPER BROKERS

—_ CHICAGO —_ BEVERLY HILLS
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Herb Selby, Vice President
in Charge of Media,
Meldrum & Fewsmith, Inc..
Ohio’s largest advertising
agency; at home in his
den — alone with his media
decisions, and SRDS.

What agency people want to know
about TV stations is detailed in the new
‘SPOT Tkl.EVISION PROMOTION HANDBOOK.'
Be sure to ask for gne,
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et

e

.

... where competent evidence of media values
wins your case

Handing down media decisions is an arduous, financially-answerable
task that often calls for at-home, after-hours concentration. Just ask
Herb Selby, or the thousands of media executives like him.

At times like this, incompetent, irrelevant and immaterial media
evidence is indefensible.

Keep in mind that the media “judge”, directly or through his media-
buying team, has seen the briefs and exhibits, has heard the testimony
of the media representatives. Now he wants a summation of your
medium’s basic values, immediately prececing his decision—a conipe-
ient Service-Ad in SRDS that properly presents «ll the important
arguments for your case.

One man, alone with his notes and SRDS —
how can you plead your case now?

With a competent Service-Ad in SRDS
YOU ARE THERE sclling by helping people buy

SEDS Standard Rate & Data Service, Inc.
the national authority serving the media-buying function
C. Laury Botthof, President and Publisher

5201 OLD ORCHARD RD., SKOKIE, iLL., ORCHARD 5.8500
SALES OFFICES—SKOKIE, NEW YORK, ATLANTA, LOS ANGELES @ J'_",’

5

i
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TELEVISION AGE

f the success of Lestoil did nothing

else (and happily it did plenty
for both its manufacturer and the tv
medium), it helped to educate nu-
merous advertisers to an intelligent
use of spot television.

Not too long ago, the industry had
more than its share of companies
which put out new products and
promoted them heavily via television
in a few markets. When the products
met with sudden acceptance, their
manufacturers decided to make a
quick Kkilling. Spot budgets were
multiplied many times over and mar-
ket lists increased to cover huge
geographical regions or the entire
country at once. Unfortunately, the
advertisers often found their budgets
overcxtended, or without proper dis-
tribution to move merchandise into
the markets where demand had built.
By the time the merchandise ar-
rived, the advertising budget was de-
pleted and store shclves remained
piled high with unsold goods. Some
companies underwent reorganization;
others folded.

In recent months, however, more
and more firms (perhaps small now,
but with hopes of growing much
larger) have introduced new prod-
ucts and marketed them on a “slow-
butsure” Dbasis.  Invariably, when
they discuss their advertising plans,
they speak of following “the Lestoil
pattern.”

One such company is J. Nelson
Prewitt, Inc., of Rochester, New York.
Iast September the firm came up
with an item called New Matev, a

bubble-bath children

formula for

July 11, 1960

a review of

current activity

in national
spot tv

that had the added features of soak-
ing the kids clean, being non-irri-
tating to eyes and skin and keeping
the bathtub “ringless.”

Except for one or two other prod-
ucts in the field—(usually made by
major narmes and not heavily pro-
moted), New Matey appeared to have
little competition. Whether or not
the public would accept it was to be
determined by an introductory cam-
paign in Lynchburg-Roanoke. A
strong schedule of kid-show minutes
reportedly brought overwhelming re-
sults. But, rather than dive headlong
into many new markets, New Matey
was moved into other Virginia areas.
then into the Carolinas, Georgia and
other southern states. “We’re working
our way carefully along the east
coast.” was the stated policy, “moving
into Washington, D.C., now and to
New York in September.” Acceptance
thus far indicates the policy is an
effective one.

Harvey,

Walter Dancer-Fitzgerald-
Sample, Inc., New York, specializes
in choosing sports programs for
Falstaff beer and L&M cigarettes.
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REPORT

At Aerosol Corp. of America in
Wellesley, Mass., advertising manager
Ann Hall spoke of a similar program
for Glis Spray Starch. Again, the
product is new and as yet faced with
little competition from major names.
It was first test-marketed in the Bos-
ton area, then expanded into other
New England markets. Currently, it’s
breaking with a campaign involving
about 110 spots weekly in New York.

“Where or when Glis will go after
New York,” said Miss Hall, “is not
being announced at this time. We
don’t intend to tip our plans to com-
petition. But our campaign speaks for
itself: it’s obvious we want to get
into a market fast, first and with a
lot of impact. The technique has
worked so far and we have high
hopes for the product’s future.”

Blem-Stick, a cosmetic made by
Sulray, Inc., for teen-age skin prob-
lems, is another product following a
pattern of steady growth through
careful spot scheduling. This and
many other new items illustrate the
truism that spot, used according to
an intelligent plan, can
amazing sales stories.

produce

AEROSOL CORP. OF AMERICA

(Wellsley Adv. Associates, Wellsley,
Mass.)

For a new product, GLIS Instant Spray
Starch, this company moved inte New
York at the first of the month with strong
schedules of filmed minutes, 20’s and
[[Ys on woOR-TV, wcas-Tv and WNBC-TV.
Frequencies range from 25 to 48 spots
weekly per station. The product was tested
in New England and is seen in spot in
Boston, Hartford-New Haven and other
markets. Expansion elsewhere is

highly probahle if the New York effort
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is successful. N. Solari ic the
timebuying contact.

ANAHIST CO.
(Ted Bates & Co., Inc., N. Y.)

Although the date is early {rom an actual
buying standpoint, the fall-winter plans
for ANAHIST tablets and allied products
are in the works. The company will
continue to use a number of network
programs and spot carriers, but will have
money for spot schedules as well.

How much, the number of markets it
will cover and the starting dates for
placements were undetermined at press
time. Chet Slaybaugh is the buying
contact.

ARMOLUR & CO.
(N. W. Ayer & Son, Inc.,
Philadelphia)

A new product, HASTY HEARTH
{erroneously classified as a margerine

in competition with Armour’s Cloverbloom
brand here May 30), is a frozen specialty
that is cooked in boiling water and
currently is testing in Madison, Wis. The
product reportedly will be launched in
selected top markets in October, using
daytime minutes. Various other

Armour products reportedly were active
with renewals to fill out the company’s
fiscal year. Don Heller is the buying
contact on processed meats; Martha
Panell handles the specialties.

ARRIVALS, LTD.
(Caples Co., Chicago)

ITALL ADDS UP... |

Summertime or any season...

K TVuy continues to deliver lower cost-
per-thousand campaigns to Advertisers
in the San Francisco Bay Area.

Right now, you can buy prime time
availabilities (Minutes, twenties, and
ID’s) in all time segments...and only
KTVU offers PLAN RATES on spots in

all time classifications.

ADD IT ALL UP...

AND YOU-WH.I. BUY

KTVy...2

San Francisco-+*-rOakland

50 July 11, 1960, T'elevision Age

Renewals have been set for this cosmetic
firm’s nail polish wand in Chicago,
Kansas City, Los Angeles, Indianapolis
and on The Ruth Lyons Show on the
Crosley stations. Filmed minutes are
being increased in frequency to about 40
per week. nearly twice as many as used

in the introductory schedules noted here
May 2. A single station per market

is used. Account exeeutive Jack Siilwell
is the contact.

ASSOCIATED PRODUCTS, INC.
{Doyle Dane Bernbach, Inc., N. Y.)

New activity was reported on for 5 DAY
deodorant, with an additional eight
weeks of mostly nighttime 20’s set to
follow the earlier placements noted here
May 16. The placements will run in some
markets through August. Nate Rind is
the timebuyer.

BLITZ-WEINHARD CO.

(Johnson & Lewis, Inc., San
Francisco)

Reports have it that BLITZ beer will be
heavily promoted in its Pacific Northwest
markets, with $225,000 allocated for a
spot tv campaign. Media director

John Newell is the contact.

BROWN & WILLIAMSON
TOBACCO CORP.

{Ted Bates & Co., Inc., N. Y.}

Having moved quickly from test markets
to a national introduction, KENTUCKY

=
I Eat

o

LA ALY

]

7 ST A

NS,

AN NAB CODE STATION
represented by

H-R Television, Inc.
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Ogilvy, Benson & Mather, Inc., time-
buyer Pete Berla works on regular

Mazxwell House coffee and Bristol-
Myers’ Ban.

KINGS broke at the end of last month
with spot schedules in 56 markets to
supp'ement network and other media
activ.ty. The all-tobacco filter brand
is ucing prime-time 1D’s. John
McCormack is the timebuyer.

CARTER OIL CO.
(McCann-Erickson, Inc., Chicago)

Last month saw placements of minutes,
20’s und 1D’s start running in Seattle
and Portland, Ore.. to announce a new
bran. name—ENCO—on this refinery’s
consumer products in the northwest area.
Frequencies vary, with the schedules
continuing through the summer. Assistant

| media group supervisor Ruth Leach
| is the contact.

CHESEBROUGH-POND’S, INC.

(Norman, Craig & Kummel, Inc.,
N. Y.

This ‘¥veek sees a new campaign get
under way for VITALIS in roughly
the top 25 markets, with primarily
nighttime minutes running eight to 10
weeks. Al Silverman is the timebuyer.

COLGATE-PALMOLIVE CO.

(Ted Bates & Co., Inc., N. Y.}

Activity on a couple of products was
noted in scattered markets for this
manufacturer, with a new bar soap,
CHOICE, being tested and Wildroot’s
VAM hair tonic setting nighttime minutes
for lengthy periods. Russ Barry is
timebuyer on the new soap; Eileen Greer
buys o1 the hair products.

CONTINENTAL BAKING CO.
(Ted Bates & Co., Inc., N. Y.)

Following the customary summer hiatus,
this finrn’s HOSTESS cakes and bakery
producis moves back into about 30 major
markets at the first of September for 13
or more weeks of night and day

| minutes in children’s programs and

housewife-family attractions. Art Goldstein
is the timebuyer.
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DOW CHEMICAL CO.

(Norman, Craig & Kummel, Inc.,
N.Y.)

At noted in Tele-Scope June 13. Dow’s
acrylic fiber ZEFRAN contemplated a spot
drive. Plans have jelled to a point
where an Aug. 15 start is scheduled
for four weeks of filmed minutes and
20’s in Boston, Philadelphia, Baltimore,
Pittsburgh, Cleveland, Milwaukee,
Detroit and St. Louis. Daytime spots
primarily will aim for a female audience.
Chief timebuyer Shel Boden is the
contact.

DREWRY’S LIMITED, USA,
INC.

(MacFarland, Aveyard & Co.,
Chicago)
This producer of DREWRY'S heer has

renewed its sponsorship of Screen Gems’
Manhunt for another year in its regional
area, and increased its market total

from cight to 16. Included are Chicago,
Detroit, Toledo, Indianapolis, Fort Wayne,
South Bend, Terre Haute, Cadillac,
Cedar Rapids and Kalamazoo. Esther
Anderson is the timebuying contact.

EMENEE INDUSTRIES
(Dunay, Hirsch & Lewts, Inc., N. Y.)

An early inquiry into the fall spot plans
of the maker of musical toys found that
the exact program is not yet set, but that
activity should be “about the same” as
last year. The '59 prometion involved
10-15 weeks of pre-Christmas filmed
minutes, mostly in kid shows, running

in about 25 major markets from a
September start. Frances Oster is the
limebuyer.

MAX FACTOR & CO.
(Kenyon & Eckhardi, Inc., L. A.)

As it generally does at the advent of the
fall fashion season, this cosmetics irm
will unveil a new produer via nrinutes
and 20’s in top markets across the
country. Oct. 3 is the starting date for
schedules on SHEER GENIUS make-up.
Vice president Bruce Aliman is the
contact.

CLAY FRANKLIN, INC.

(Kushins, Anderson & Takaro, Inc.,
N.Y.)

A new dictary food, CALTROL,
reportedly is spending $200,000 for an
introductory promotion in print and
“broadcast media,” with v spots included.
The bulk of the budget, however, goes

to 60 national magazines, and the

KA&T agency (which will handle tv only)
had no specific spot tv plans at press time.
Radio was wsed in test markets. Betty
Lamb is the buying contaet.

FROZEN FRUIT PRODUCTS

{Dawson & Turner, Inc., Portland,
Ore.)

This firm reportedly is launching a heavy
introductory campaign for its FLORIDA
FRUIT STIK in 26 major markets

The Buyer Talks About . . .

GAMES AND GIMMICKS

Let’s not be stuffy. Of course, everybody enjoys a good party, likes
a little fun. wants to win a trip to Hawaii. So it can’t be said that stations
are wasting their money when they throw a party for buyers or organize
a contest. But it doesn’t follow that a good party will get good orders.

The station will still have to stand on its own merits.

Tt should be obvious to all but the most naive that the primary purpose
of party-giving and contest-running is not to cntertain the buyers or give
them a chance at a frec vacation or automobile .The point is to get the
call letters of the station remembercd in connection with a pleasant ex-

perience. And generally parties are pleasant experiences.

The “big brawl” is not necessarily the best kind of party for a station
to give. Too many buyers, not cnough station people, and the buyers
end up talking to each other or themselves. Some recent efforts of this
tvpe have been further enriched by the addition of party games with ex-
pensive prizes for which guests were invited to risk life and limb. Fun
for some, sure. but it muost be remembered that buyvers are adults and

don’t necessarily have to be knocked out to be entertained.

There are advantages 1o small luncheons and cocktail parties. There’s
no crowd; buyers can chat with station people. Stations which can’t af-
ford elahorate parly promotions can take comfort in the news that many

buvers find smaller, quicter gatherings more enjovable.

The “we’re in town so let’s get together” parly is probably less effec-
tive than the gathering to announce a new tower, new building, etec.
Such events do make an impression on the buyers, who very probably

will remember the new tower height or the added facilities of new studios.

Mail contests which require the buyers to have certain information
about a market in order to enter are often successful. Such promotions
will draw attention to trends in a market and will make buyers aware

of a station’s position.

While parties and contests often work favorably for the stations, there
is one type of promotion which is flatly a waste of moncy. Ashtrays, calen-
dars, note pads, desk blotters and other forms of office clutter simply
subtract from desk space and add confusion. Even when used. such ob-
jects are not cffective. Yery few buyers can recite the call letters printed
on the calendar they look at a hundred times a day, or the name on the
bottom of the ashiray where they put out their cigaretics.

Partics can be fun, contests can work, useless junk should be avoided.
But all the games and gimmicks in the world won’t make up for a station
with nothing to offer.
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WTHI-TV
the
Number One

single station
market
in

- America!

WTHI-TV

CHANNEL 10
TERRE HAUTE,
INDIANA

Represented by THE BOLLING CO.
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centered primarily in the eastern and
midwestern states of New York,
Pennsylvania, Ohio, Michigan, Indiana,
Illinois and Missouri. Creative director
Gerald Fortis is the contact.

GENERAL ELECTRIC CO.
{BBDO, Cleveland)

As announced when it set its first major
spot campaign last January, GE planned

a repeat in September. At press time,

the company was about to announce the
extent of the fall plans, which reportedly
will include a four-week drive in about 100
markets, similar to the schedules used
previously, but with a greater concentration
on prime-time announcements.

Dick McGinnis and Dick Owen are

the contacts.

GENERAL MILLS, INC.

{ Dancer-Fitzgerald-Sample, Inc.,
N.Y.)

With this agency handling various
GOLD MEDAL products as well as the
advertiser’s cereals, including new
TWINKLES, activity involving day and
night minutes in several scattered markets
was noted as beginning the first of

the month for four weeks. Bob
Fitzgerald is the timebuyer.

GENESEE BREWING CO., INC.
{McCann-Marschalk, Inc., N. Y.)

In its upstate New York territory,
GENESEE beer is renewing the
Screen Gems Manhunt series for another
year on an alternate-week basis.
Markets definitely set at press time
included Buffalo, Rochester, Syracuse
and Albany-Schnectady-Troy, with about
half-a-dozen more reported nearly firm.
Otis Hutchins is the timebuyer.

GOLD MEDAL CANDY CORP.
{Mogul Williams & Sayler, Inc.,
N.Y.)

At press time the fall plans for this
maker’s campaign on BONOMO Turkish
Tafly were up in the air, but tv will
ence again be the primary medium in a
great many markets. Recommendations
involved either a concentrated campaign
from. an October start, or & less heavy
schedule beginning in September, with
the latter idea reportedly favored in
order to obtain the best availabilities in
the -hildren’s programs used. Buying
won’t take place until a plan is okayed
later this summer. Joyce Peters is the
timebuyer.

HELENA RUBENSTEIN, INC.

(Ogilvy, Benson & Mather, Inc.,
N.Y.)

Fall plans for this cosmetics company
were not firmed up at press time, but the
word is that it will return to spot
shortly after Labor Day as in the past,
using filmed minutes in day and night
slots in nearly 30 top markets.
Maxine Cohn is the timebuyer.

HELENE CURTIS INDUSTRIES,
INC.
(Eduard H. Weiss Co., Chicago)

Buyin; has been completed for a campaign
introdicing a new hair-spray, GAY.TOP,
in eigint midwest markets of various size.
Just getting under way, the schedules of
filmed minutes will continue indefinitely.
Media supervisor Armella Selsor is the
contac-,

HEUBLEIN, INC.

(Fletcher Richards, Calkins &
Holden, Inc., N. Y)

ANTHONY DE PIERRO, former
vice president and media director at
Lennen & Newell, Inc., New York, who
joined Geyer, Morey, Madden & Bal-
lard, Inc., this spring as assistant to
the president, was named vice presi-
dent in charge of media for the
agency.

At Ted Bates & Co., Inc., New York,
JACK ROTHENBERGER, formerly
timebuyer on  Colgate-Palmolive,
moved into the agency’s account group
on the Palmolive men’s line.

WILLIAM  CHRISMAN, newly
named assistant inedia director at
Lennen & Newell, Inc., New York,
took over as supervisor on Colgate,

succeeding ABBOTT DAYVIS.
ED TASHJIAN, whe bought on

Revlon cosmetics, Esquire shoe pelish
and other products at Mogul Wil
liams & Saylor, Inc, New York,
moved to BBDO, that city, as media
supervisor on a group of accounts.
Taking over en the MW&S accounts is
LYNN DIAMOND.

In Chicago, ELAINE PAPPAS was

named & media supervisor at North

Personals

MR. TASHIJIAN

Adv,, Inc. She has been with the
agency's media department three
years, buying on various accounts.

KATHERINE KNIGHT, formerly
chief tv-radio buyer at Gordon Best
Co., Chi:ago, joined Roche, Rickerd
& Cleary. that city. as a broadcast
buyer.
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Buvyer Profile. . . . ,

féf was a terribly aggressive

child,” says stately Pat
Campbell, who began her broadcast-
ing carecr at 12 by singing on a lo-
cal children’s hour. “I decided then
that radie would be my carcer,” she
relates. “But television came along
while I was growing up and was a
very natural transition.”

Pat did her own radio program,
Calling All Tecns, throughout high
school. Simultaneously she was a
cub reporter and ran a snack bar at
the Asheville, (N.C.) Citizen Times,
worked as a Saturday cashier at a
local shoestorc, and learned pho-

tography from the newsmen in her
“spare time.”

Her versatility and energy are still
in evidence at Chicago’s Powell,
Schoenbrod & Hall, where Pat is as-
sistant radio and tv director. In
collaboration with agency vice presi-
dent Herbert Summers Hall, Pat buys

PAT CAMPBELL

all

spot for accounts, including
Munsingwear’s Men’s & Boys’ Div,,
Hollywood Vassarette, King Korn
Stamps, Wm. Joyce Shoes, Natural
Home Lamp Council and many local
and regional clients.

“In our buying,” she says, “we
plan far enough ahead on each ac-
count to be ready for any rush. We've
built up quite a reputation with King
Korn—they can sign the account and
be on the air within 48 hours. Last

spring, when we had to put Vassarette
on the air in a very short time, de-
tailed advance planning helped to
buy time quite efficicntly—no prob-
lem of placing 20 spots in 19 availa-
bilities!”

Pat fcels it is easier to function
quickly in a small agency, where the
buyer has a clear view of the whole
picture and can get an answer on a
project within a few hours.
combination of youth and experience,
Pat has worked as an estimator for
Procter & Gamble, at Leo Burnett in
Chicago, as a program director in
Birmingham and on the staff of
wruER Memphis. She also did free-
lance work in fashion illustrating,
newspaper reporting, radio and tv
writing and agency counseling.

A rare

Pat’s husband Dale is advertising
manager for Jefferson Electric Co.
They have been married two and
one-half years and share interests in
writing, music and little theatre. They
live in Park Forest, 111

WRGB IS TOPS

 WRGB. . . the top TV buy delivers this top market.

WRGB.. . rated tops in the most recent ARB survey is your top
TV buy in Northeastern New York and Western New England.

Represented Nationally by NBC Spot Sales
NBC Affiliate . ... Channel Six

Albany ... Schenectady ... and Troy

www americanradiohistorv. com
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ITS
Cherry Festival Time
in

PAUL BUNYANLAND

Bonus Summer
Audience

An  additional 250,000 potential
viewers per day fill the area’s 27,000
TV-Equipped Motel Rooms!!

Paul Bunyan Television
WPBN-TV WTOM-TV

Traverse City Cheboygan
One Rate Card

The Only Principal City

Grade and Grade A coverage to
Traverse City, Cheboygan and a big
chunk of resort-rich Northern Michigan

Regular Year-round

PBN Coverage

89,654 TV Homes

25 Important Counties
Parts of Canada

Paul

pational Tepre

yvenard, Rintoul & Me

uny?n Network

Connell

Generol Monager
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At Young & Rubicam, Inc., New
York, Lorraine Ruggiero places for
Lipton soups, Royal typewriters and
International Silver Co.

Cold weather means the return of
hot cereals and MAYPO is readying a
mid-September return to about the 80
markets used in the past. Animated
minutes will run in kid shows for 13
weeks, with perhaps a few spots placed
in housewives’ programs for extra effort.
Elizabeth Griffiths is the timebuyer.

H. P. HOOD & SONS
(Kenyon & Eckhardt, Inc., Boston)

This dairy firm has signed to continue
its use of syndicated half-hours in top
markets throughout the six New England
states. An October start for a new

CNP comedy series, The Jim Backus
Show—Hot Off the Fire, is planned for
the 52-week run. Media supervisor Alice
Liddell is the contact.

KAL KAN FOODS, INC,
(Fuller & Smith & Ress, Inc., L. A.)

Using animated spots featuring a
“sing-along” gimmick complete with
bouncing ball, KAL KAN ROUNDS, a
new meatball-shaped dog food, will

| start schedules Aug. 8 in Los Angeles

and San Diego. The placements of
20-second films will run six weeks.
Media director Earl Timmons is the
contact.

KENNER PRODUCTS CO.

{Leonard M. Sive & Associates,
Inc., Cincinnati)

A seven-week pre-Christmas campaign
will start about Nov. 1 in 20-30 major
markets for this firm’s toys. Minutes in
afternocon children’s programs will be
used. Vice president Robert Grannen
is the contact.

INTERNATIONAL LATEX
CORP.

(Ted Bates & Co., Inc., N. Y.)

An early September start is planned for
the fall-winter push on PLAYTEX
girdles and other foundation garments
handled bv this agency. Filined minutes

www americanradiohistorv com

in day and night slots te reach housewives
and working women will run in
approximately 100 markets for 13 weeks
and longer. Greg Sullivan is the
timebuyer.

KELLOGG CO.

{Leo Burnett Co., Chicago)

A new cereal, ALL STARS, reportedly is
going into eastern markets following

Agency Changes

One of the major account moves of the
year takes place next Dec. 1 when Shell
01l Co. switches some $11 million in
billings, now at J. Walter Thompson Co.,
to Ogilvy, Benson & Mather. OB&M, whose
total billings for 1959 were under $26 mil-
lion, consequently loses the institutional
advertising account of Standard Oil Co. of
New Jersey, worth $1 million in billing.
A new agency for Standard Oil was not
immediately announced.

The $5 million in billings of the Simoniz
Co., which had been agency-shopping since
late May when it announced a split with
Younyz & Rubicam, Inc., Chicago, was
placec. at Dancer-Fitzgerald-Sample, Inc.

An estimated $1.5 million in billings
left Tatham-Laird, Inc., Chicago, when the
Toni Co. division of Gillette Co. moved
Prom home permanent and White Rain
shampyo to Clinton E. Frank, which
already had the firm’s Pamper, Tame and
Bobbi hair products.

Liquor brands figured prominently in
account changes of recent weeks. Joseph
E. Seagram & Sons moved its House of
Seagram labels, Myers rum, White Horse
scotch and Wolfschmidt vodka to Compton
Adv., Inc., from Doherty, Clifford, Steers &
Shenfield, Inc. Compton gained by some $4
million in billings, but dropped Standard
Brands’ Black & White scotch and several
bourbons (which are expected to move to
Ted Betes & Co.. Inc.) for the Seagram
items.

Norman, Craig & Kummel, Inc., whick
handles a number of Schenley liquors, lost
the distillery’s Roma wines to Doyle Dane
Bernbach, Inc., which handles the firm's
Cresta Blanca wine.

DCS&S, noted above as loser in the
Seagran switch, also found its Ladies’
Home Journal advertising-promotion ac-
count, worth $750.000, moving to BBDO.
Circulation promotion on the Curtis Pub-
lishing Co. magazine, as well as on Cur-
tis’ Saturday Evening Post, Holiday and
American Home, has been at BBDO.

Hampden-Harvard Breweries, Inc., for-
merly at Cohen & Aleshire, Inc., appointed
Daniel & Charles, Inc., to all its beer and
ale branis.

Kenyon & Eckhardt, Inc., which handles
various food products for Mead Johnson &
Co., Inc.. was named to work on a new
dietary weight control brand, Metrecal.
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tests during the past few months in Want facts to prove

Chicago, Seattle and a few other areas.
Filmed minutes featuring a cartoon

o Tawe el stpervioer Ko TELEVISION BRINGS CUSTOMERS?
Coons is the contact.

|'I_ — — — e e e — —
H. W. LAY & CO., INC. H ELE ;} HSE@,E? |

(Liller, Neal, Battle & Lindsey, Inc., =N
Atlanta) i . T g s A A A ||

As noted in Tele-Scope last issue, the 1 m| 1l ] ;! ) A ] = 1
maker of LAY’s potato chips signed for a {f = i 5 s
52.week alternate buy of CBS Films’ | i -
new hall-hour cartoon show, Deputy Dawg, T e | s
in 45 cities throughout Alabama, Georgia, e T
Florida, Indiana, Kentucky, l.ouisiana,
Mississippi, Missouri, North Carolina,
South Carolina, Teunessee, Virginia,
West Virginia and the District of { ; :
Columbia. Starting dates will occur [ T 1 )
after Oct. 1. Aledia director Pamela I\ oot
Tabberer and timebuyer P’at Clark [ |1 oA

arc the contacts. . |

Agency Adds =

Allied Advertising Agency, Inc., Cleve-

land, named Robert A. Murphy director Then what you need is a set of the TELEVISION ack Product Group Success Stories. Nearly

of tv and films. He is a former commercial everv type of advertiser is included in this series of authentic case histories of television
artist and member of the staff of Cine- advertiers. Each product zroup includes from a dozen to 75 detail_ed de.scnpnons of the
craft Films. television campaigns and the successful results obtained by advertisers in that category.

. Product group stories available in reprint form are listed on the order blank helow.
At Dancer-Fitzgerald-Sample, Inc., New

York, John Held and Sandy Semel were R O B B B B0 B B B B BB B B O B H A R R A NN AN A EEEESHEEMEEEEEEEEEAREEEENEOOREEEE
added as tv commercial producers. Mr. Reuder's Service

Held was previously with Fuller & Smith & i
- - e Te’eV'.S'.on Age 444 Madison Avenue, New York 22, N. Y.

Ross; Mr. Semel was with Mogul Williams

& Saylor. . , .
Please send me reprints (25¢ each, 20c in lots totalling 10

or more) of the Product Group Success Stories checked:

‘No. Number of copies No. Number of copies
33. Auto Dealers 45. Home Building & Real Estate
44, Bakeries 21. Insurance Companies

42, Banks & Savings Institutions 8. Jewelry Stores & Manufacturers
26. Beer & Ale 23. Men’s Clothing Stores

36. Candy & Confectionery Stores 29. Moving & Storage

22. Coffee Distributors 38. Newspapers & Magazines

31. Cosmetics & Beauty Preparation 9. Nurseries, Seed & Feed

t 24, Cough & Cold Remedies 35. Pet Food & Pet Shops

41. Dairies & Dairy Products 40, Pre-fab Housing

27. Dept. Stores (Ed. of a Giant) 28. Restaurants & Cafeterias

14. Drugs & Remedies 16. Shoe Stores & Manufacturers
43. Drug Stores 11. Soft Drink Distributors

4. Dry Cleaners & Laundries 13. Sporting Goods & Toys
18. Electric Power Companies 20, Telephone Companies

25, Electrical Appliances .. , .
V1. Farm Implements & Machinery 30. Television & Radio Receivers
39. Theatres

46, Furniture & Home Furnishings
37. Tires & Auto Accessories

19. Gas Companies
47. Gasoline & 0il 12. Travel, Hotels & Resorts
32. Weight Control

S.Groceries & Supermarkets
10. Hardware & Building Supplies 34. Women’s Specialty Shops

Station, Network and
Personal Representative

ENRRRRARRRRRRRE RN
ERRRERRERRRENREREN

representing g
KELO-TV, Sioux Falls, S. D. Name - — Position
KROC-TV, Rochester, Minn. Company . - R
KSBW-TV, Salinas, Calif.

KSBY-TV, San Luis Obispo e - o -
WIMA-TV, Lima, Ohio City —Zone ——— —State- -
WPBN-TV, Traverse City, Mich. O 1 enclose payment O Bill me

WTOM-TV, Cheboygan, Mich.

235 East 4b6th Street, New York 17, N. Y.
Plaza 5.4262

{J Please enter my subscription for TELEVISION AGE for one year at $7. As a
premium 1 will receive a copy of the Source Book of Success Stories which
includes the second 15 of the above Product Groups.
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WMAR-TV
Delivers MORE in
Baltimore's 3-Station
Market!

Adult Viewers*
MORE quarter-hour

firsts — ratings®*

Homes Viewing*

MORE quarter-hour
firsts — homes

Homes Potential***

*ARB—March, 1960—Based on aggregate
of all quarter-hours for one week, sign-on
to midnight, where audience composition
is given for all three Baltimore TV stations.
**NIELSEN — May &
June, 1960—Aggregate for
all quarter-hours in one
week (4-week avcrage),
sign-on to midnight, when
all three Baltimore TV
stations were on the air.
**#%*ARB March-April, s ANNEL 2
1960
In Maryland Most People Watch
WMAR-TV
SUNPAPERS TELEVISION
Baltimore 3, Maryland
Represented Nationally by
THe KAtz AGENCY, INnC.

Wire or phone
Art Kerman
today for
availability

in your market.

F
\
GOVERNOR TELEVISION

375 Park Avenue, N.Y.C.
Plaza 3-6216
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Timebuyer for Isodine, Prudential in-
surance and Breck, Marty Foody

| works at Reach. McClinton & Co.,

Inc., New York.

LEVER BROS. CO.
(SSC&B, New York)

Next week marks the kick-off of new
schedules for BREEZE in about 45

top markets. Seven weeks of nostly
daytime minutes will run in frequencies
of 10-15 spots per week. Jeanne Sullivan
is the timebuyer.

MILES LABORATORIES, INC.
{Wade Advertising, Inc., Chicago)

For ALKA-SELTZER, Miles renewed
Manhunt, the half-hour series from
Screen Gems, in 10 west-coast markets
including Los Angeles, San Francisco,
Seattle. Portland and San Diego. The
renewal is for the 1960-61 season.
Media director David Williams is the
contact.

NEW ENGLAND
CONFECTIONERY CO.
(Kenyon & Eckhardt, Inc., Boston)

This advertiser’s plans for the fall are
now finalized and represent a major spot
cutback from past campaigns (when

the account was at a different agency).
However, the future appears favorable
for more activity. Only one market—
not New York-—will get spot placements
on NECCO WAFERS, ROLO and other
products, with the bulk of the budget
going into magazines. Additional spot

| markets—three next spring and three-four

more next fall—will be added on a
“gradual development” program of
bolstering specific areas. Filmed
commercials will run throughout the
entire day, rather than only in kid shows,
to reach a wide family audience.
Account executive Warren Brooks and
media supervisor Alice liddell are the
contacts.

PHARMA-CRAFT CORP., INC.
(Daniel & Charles, Inc., N. Y.)

Having set about nine weeks of spot
to run in top markets through May and
June, FRESH deodorant returns the
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midcle of this month with an additional
four weeks of night minutes and
20’s. Diane Neugarten is the timebuyer.

J. NELSON PREWITT, INC.
(Haaford & Greenfield, Rochester)
Not previously listed in Spot Report,
NEW MATEY—a bubble-bath that
cleans children without injuring their
skin ir eyes—has been making great
strides while relying almost completely
on tv spot. The product was introduced
less than a year ago in the Roanoke-
Lynchburg area and has since moved into
markets throughout Virginia. North and
South Carolina. Georgia, Alabama and
Florida. Washington, D.C. was added
early this month, and New York is to he
used by September. The product plans

lo continue expanding, eventually going
nationwide, and also hopes to introduce
a children’s shampoo item. Heavy

Zoomar Boom

Every now and then a prod-
uct name comes along that has
the potential of becoming part
of the language. The word
“Zoomar,” for instance, means
a certain type of television-
camera lens. Then it became a
book: by Ernie Kovacs. Now,
in Montgomery, Ala., Zoomar
refers to a performer as well as
to the lens that photographs him.

weov-Tv Montgomery has a
new afternoon kid stanza called
Captein Zoomar which makes a
pretty good show of zooming
into outer space in a working,
though anchored, spaceship. The
studic audience can turn knobs,
pull levers and throw switches
which activate lights, motors and
wheels.

The captain is assisted by a
talking mynah bird and a lovely
female assistant named Steller.
The audience does not, however,
seem to be annoyed by the pres-
ence of a bird and a girl in outer
space. At least, such distractions
don’t interfere with the kids’
ability to believe that wcov-Tv’s
studio ‘makes a daily trip beyond
the moon. One boy inquired,
“Captain Zoomar, how high do
you suppose we went today?”

The Television Zoomar Co.,
maker of the lens that started it
all, is happy to see the growing
popularity of its favorite noun.
Or should we say, “The Zoomar-
ing popularity”?
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Buyers’ Check List—

New Station

KCND-Tv Pembina, N.D., channel 12, has
set a Sept. 1 target date for start of opera-
tions. The station, operating from a 1,350-
foot tower, will radiate a power of 23 kw,
covering Winnipeg, Man., as well. Robert
Lukkason, 25.per-cent owner, is general
manager of the station, owned by the
Pembina Broadcasting Co. Network affilia-
tion lasn’t been set as yet, nor has basic
hourly rate. National sales representative
is the Mceker Co. Other reps are Wayne
Evans (for Minnesota), Pembina Tv Sales
(for Winnipeg) and Television Repre-
sentatives, Ltd. (for the rest of Canada).

Station Changes

ksoo-rv  Sioux  Falls, channel 13, has
a target date of July 11 for start of opera-
tions. The NBC-TV primary, represented
by Avery-Knodel. Inc.. has a  satellite,
KORN-TY Mitchell, channel 5. They will
be sold in combination with xkcmt Alex-
andria at a base hourly rate of $600. xsoo-
Tv and KOrN-1v only will be sold at a base
hourly rate of $150.

KviQ-Tv Fureka will become a primary

affiliate of ABC-TV on Jan. 1.

kvie-Tv  Redding-Chico will become a
primary affiliate of ABC-TV on Jan. 1.

wtvM Columbus, Ga., which expects to
go from channel 28 to channel 9 in early
September, has switched its primary net-
work affiliation to ABC-TV, effective Jan, 1.
Station will continue to carry some NBC-
TV programs.

Network Rate Increases

ABC-TV:

KWRE-TV Riverton. Wyo., bonus to $100,
July 1.
CBS-TV:

coor Ottawa, Ont., from $500 to $520,
July 1.

cewT Winnipeg, Man., from $530 to
$550, July 1.

cFcL-Tv Tiwmins, Ont, from $215 to
$240, July 1.

crcy-tv Port Arthur, Ont., from $230 to
$240, July 1.

crcy-Tv Charlottetown, Prince Edward
Island, from $195 to $235, July L

croc-Tv Saskatoon, Sask., from $265 to
$310, July 1.

crpL-v London, Ont., from $500 to
$515, July 1.

cFrN-Tv Edmonton, Alberta, from §470
to $535, July 1.

cuAB-v Moose Jaw, Sask., from $100
to §195, July 1.

cuat-v Medicine Hat, Alberta, from
$90 1o £110, July 1.

caav-tv New Carlisle, Que., from $75
to $265. July 1.

cuec-tv Kelowna. B.C., from 8165 to
2185. July 1.

crica-Tv Red Deer. Alberta, from $165
to $195. July L

cHcH-Tv Hamilton, Ont.. from $645 to
$660, July 1.

ctict-1v Calgary. Alberta, from $405 to
$450, July 1.

CHEX-Tv Peterboro, Ont., from $280 to
$290, luly 1.

curt-Tv Sherbrooke, Que., from $485 to
$490, July 1.

cusJ-tv Saint John, N.B., from $320 to
$343, July 1.

cyeR-Tv Rimouski, Que., from $255 to
$290, July 1.

cyce-1v Sydney, N.S., from $255 to $270,
July 1.

cyen-tv Grand Falls, Nfld., from §75 to
$100, July 1.

CFIB-TY Swift Current, Sask., from $90
to $145, July 1.

ciic-rv Sault Ste. Marie, Ont., from $170
1o $175, July 1.

cJLH-TV Lethbridge, Albertz, from $205
to $235, July 1,

cyon-Tv St. John’s, Nfid., from $245 to
$955. July 1.

cyss-tv Cornwall, Ont.,, from $200 to
$250, July 1.

ckBI-TY Prince Albert, Sask., from $165
to 8175, July 1.

ckck-Tv Regina, Sask., from $300 to
$370, July 1.
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ckco-tv Kitchener. Ont., from $500 to
$515, July 1.

ckcw-tv Moncton, N.B., from $260 to
$335, July 1.

cken-v North Bay, Ont,, from £175 to
$185, July 1.

ckMiTy Quebec City, Que.. from $205
to $235, July 1.

ckos-Tv Yorkton, Sask., from $100 to
$175, July 1,

ckrN-Tv Rouyn, Que., from $165 to $175,
July 1.

ckso-tv Sudbury, Ont, from $270 to
$275, July 1.

cKkVR-TV Barrie, Ont., from $370 to $400,
July 1.

ckws-tv Kingston, Ont., from $320 to
2360, July 1.

ckx-tv Brandon, Man.,, from $180 to
$235, July 1.

krvs-v Cape Girardeau, Mo., from $550
to $625, June 15.

KbAL-Tv Duluth, from $3500 to $550, June
15.

kota-tv Rapid City, S.D., from $140 to
$175, June 15.

wacM-Tv Presque lsle, Me., from $100 to
$115, June 15.

watw Florence. S.C., from $400 1o $450,
June 15.

wkre-rv Mobile, from $600 to $675,
June 15,

wMt-Tv Cedar Rapids, from $750 to
$800, June 15.

NBC-TV:

krBC-Tv Abilene, from $175 to $225,
July 1.

kvosa-Tv Tucson, from $235 to $300,
July 1.

wATE-Tv Knoxville, from $625 to $700,
July 1.

WEEK-TV Peoria, from $500 to $550,
July 1.

wity Washington. N.C, from $400 to
£450, July 1.

New Representative
KEYT Santa Barbara has appointed

Young Television Corp. as national sales
representative, effective immediately.
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NUMBER
ONE CITY
IN ILLINOIS

[OUTSIDE CHICAGO)
R-E-M-A-R-K-A-B-L-E 3

ROCKFORD

TOPS IN . . . POPULATION
RETAIL SALES...NEW HOMES

AND ... In This Rich Agricul-
tural And Industrial Heartland
Of Mid-America .

ARB %75 And NIELSEN 35%
— AGREE —

WREX-TV Dominates
Rockford Area Viewing

o AT NIGHT
49 Of The Top 50 Shows . ..

e IN THE DAYTIME
All 20 Of The Top 20 Shows

,® TOP WESTERNS
7 Of The Top 8

e TOP FAMILY SHOWS
All 5 Of The Top 5 Shows

WREX-TV

channel 13

B iderad By
H-E Tadawignn. lor

: L W, BSEH
| Vg Praw ine B
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Sunbeam Sales Support

If you're going to sell a lot of bread on tv, you need more than—
excuse it, please—“dough.” You need promotional and merchandising
ideas.

Often the formulation of these ideas is left up to the television slation,
with the advertiser saying, “What'll you give me?” A better way to get
effective promotion calls for a measure of cooperation hetween the sta-
tion and the advertiser—such as that recently developed by Smith's
Bakery and wpay-1v, Hattieshurg-Laurel, Miss.

The bakery, for its Sunbeam bread, had been alternate sponsor in
1959 on two weekly half-hour syndicated shows. For 1960, it was readily
sold on expanding its exposure and sponsoring Roy Rogers on a Mon-
day-Friday strip basis.

The five-days-weekly buy was kept secret from the company salesmen
until an announcement party could be arranged. To serve as its spokes-
man (or spokeswoman). an attractive young lady was hired by Smith’s,
outfitted in cowgirl attire and provided with a jeep similar to that driven
in the Rogers series. Renamed “Sunny,” the girl was signed to do all live
announcements on the program, plus making personal appearances at
supermarkets, schools, etc.

A cooperative arrangement was worked cut with managers of local
Sears Roebuck & Co. stores, who agreed to promote the WDAM-TV pro-
gram in their advertising and to put in a window display for the show.

Marvin Reuben, general manager of wpaa-Tv, and advertising man-
ager Winky Thrash of Smith’s Bakery, noted that personal appearances of
“Sunny” at local Sears stores less than a month after the program’s
premiere drew more than 1,000 kids. More imnportant from the bakery’s
viewpoint is the fact that sales of Sunbeam hread are climbing steadily.

frequencies (20 per week or more)

of mostly daytime, kid-show minutes are
used on lengthy schedules. Audrey Bashta,
assistant to company president Jack
Prewitt., and agency president,

R. S. Hanford are the contacts.

READER’S DIGEST
{J. Walter Thompson Co., N. Y.)

As it's done for the past several months
in succession, the magazine is aiming to
boost newsstand sales with a spot push
late this month. About two weeks of
nighttime ITYs will run in a group of
markets numbering roughly 40. Mario
Kircher, Carrie Senatore and Greg
Bathon are the buying contacts.

STANDARD BRANDS, INC.

(]. Walter Thompson Co., Inc.,
N Y.)

TENDERLEAF tea, which hit a group

| of top markets late in May for six weeks
| of iced-tea promotion, returned at the

end of last month for about five weeks
more. Mostly night minutes and 20’s are
scheduled. Joan Ashley is the buying
contact.

WHITEHALL PHARMACAL CO.
(Ted Bates & Co., Inc., N. Y.)
PRIMATEEN, which has been running

continuously since last year’s summertime
push in about 30 markets where hay
fever and similar ailments are of major
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John Pival, vice president in charge
of television for wxvyz, Inc., operators
of the network O& O and WXYZ-Tv-AM
Detroit, has beer elected president of
the station corporation, it has been an-
nounced by Leonard H. Goldenson,
president of American Broadcasting-
Paramount Theatres. He has been
with the Detroit station since 1946
and beceme program director of the
tv outlet when it went on the air in
1948. In 1951 he became station man-
ager and in 1954 was made vice
president in charge of WXYz-Tv.
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Rep Report

Formation of a new representative firm
was announced by Richard O'Connell (1)
and Edward J. Devaey (r.), presidents re-
speetively of Richard O'Connell, Inc., and

Devney, Ine. The new firm. known as
Devney-)'Connell, Inc., has headquarters
in New York and branch offices in Chi-
cago, Hollywood and San Francisco, with
other offices to be established.

Richard Kimball, last with George P.
Hollingbery Co.. joined the Chicago office
of Blair Television Associates as aecount

importance expands this month into an
additional 40 areas. Day and late-night
filined minutes are set to carry through
the hay-fever season. Mimi Roth is the
timebuyer.

SELCHOW & RIGHTER CO.
(Lester Harrison, Inc., N. Y.}

White precise weight of schedules and
other details are not yet completed, this
game-maker’s pre-Clristimas plans are
completed to the point that 17 major
markets will get four weeks of minutes,
both in kid shows and other periods to
reach adults as well. from a November
start.  Featured will he SCRABBLE,
SCRABBLE FOR JUNIORS, BRIDGE
FOR JUNIORS (a new game),

PARCHES] and PEANUTS. Jeffi Herman

is the timebuyer.

SWIFT & CO.
{ Dancer-Fitzgerald-Sample. Inc.,
Chicago)

New activity for PARD CRUNCHERS
dog food consisted of market additions
and extensions of existing schedules to
fill out the company’s fiscal year, which
ends in QOetober. Filmed minutes and
20’s are hought market by market.
with the total list having grown steadily
to cover nore than 50 areas. Frequencies
vary by wmarket. Afternoon placements
aim for a maximum female audience.
Barbara l.oomis and Marianne Lixie are
the timebuyers,

executive on the firm's sales staff. He
previously sold for KTvI St Louis.

In Chicago. Marvin W. Harms Jr. was
named assistant director of tv sales for
the midwest at Avery-Knodel, Inc. He
has been with the representative since
1955, previously having werked for the
Petry and Hollingbery organizations.

MR. EPP

Richard Epp. formerly account execu-

tive at Gardner Adv.. St. Louis, joined the
Katz Agency in that city, working in the
representative’s sales department.

Heart Series

A hall-hour film and video-
tape report on open-heart sur-
gery televised late this spring
opened a new serivs of special
telecasts on wBRrz-Tv  Baton
Rouge.

The premiere program, which
followed a patient from diag-
nosis lo surgery lo recovery, was
produced by the WBRZ-TV news
and program departinents in co-
operation with the East Baton
Rouge Heart Council. The un-
derlying message to the com-
munity: constant research and
improved methods of treatment
will lower the toll of heart
disease.

Other public-interest reports
are being prepared for the se-
ries, All will be produced by
wBRZ-TV slaffers. who have al-
ready ranged from Cuba to
Squaw Valley. from the local
“(Gold Coast” to Moscow, to bring
the public’s affairs to the pub-

lic’s view.

www americanradiohistorv com

Merger Moves

Grey Advertising Agency, Inc., with an-
nual billings of $15 million, merged with
L. H. Hartman Co.. which bills about §7
million. The Hartman ageney has Gordon’s
gin and vodka among a number of liquor
and food accounts.

In the second merger in less than a
year for Carpenter-Proctor, Inc., Newark,
N. I., the agency joined with Goold &
Tierney, Inc.,, New York. The latter firm
became the New York office of Carpenter-
Proctor, with former president Gilbert
Goold becoming & vice president of the
merged companies.

The expected merger of Anderson &
Cairns, Inc, and James Thomas Chirurg
Co. was formally approved July 1. The
new agency is known as Chirurg & Cairns,
Inc. Its headquarters are in New York,
and a second office is in Boston.

INO
1 onTV

Luxury Living!

Sensible Location!

" splendid
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at lunch or din
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Take a good look at the
Saginaw-Bay City
ARB for March

FLINT
rOoP SYNDICATED FILMs

. Whirlsbirds (CBS) wrrT Thur.

Huekleberry tHound {Screen Gems)

wxust Frio 5:30 .....aliaiiiiaa RS
3. Quick Draw McGraw (Sereen Gems)

WNEM Wed, 3343 iiaiiiiiiiiiian L 10L8

. Deadline (Flaningo) wanT Fri. 10:30 .

8115 ...19.8

5. Bold Journey (Banner) wNHEM Sat. 7:00 ..14.9
6. Navy Log (UBs) wier Wed, 7:00 ... ... 11.4
7. Death Valley Mays (1. X, Rorax)

wxEs Toes. 7:00 ..., 14.4
7. Decoy (Ofheial) wirT Thur, V00 .12.9

3. Tombstone Territory (ZIv-UA)
WanT Thur, 10:30 .. ........

. Coronade & (NCA) wy¥EM Wed. T

w

TOP NETWORK SHOWS
. Wagen Train WNEM [ 1 B §
. The Rifleman wiot
. The Real McCoys w.
- 77 Sunset Sirip wInr ..........
Walt Dlsney fresents wInT
. Tie Untouwrhables wIrr
. Hawailan Hye warT ., ..

Wyatl Earp WIRT ............0.0oaan
. The Detectives wirT .,...
- Boranza WNEM ... ... ... ...
- e¥enne WIKT L. L. LoL.

o 1

%

[

w % W o. o

SAGINAW-BAY CITY
TOP SYNDICATED FILMS

. heath Valley Dags (U. 8. Borax)
WNEM Tues. T:13 ,...c.0cuns ceee 4301

2. Beld Journey (RBaunet) WNEM Sat. 7:00 . _37.8
3, Cannonball (ITC) wNEsMt Thur 6113 ....34.3
4. Juhuny Midnight (MCA)
M Mon, T:00 .., ..., ... .....33.8
. Hlghway Patml (Ziv-U, &)

WNEM Wed, 6115 ... . i 33.3
. Hew to Marry a Mililcnaire (NTA)

WNEM Sat. 6:45 L..........ii000.. 307
7. Huckleberry Hound (Screen Geins)

WNEM Fri. 5:830 ... .. .. i 31.8

W

=

3, Ceromado 9 (MCAY wNEM Wed. T:15 ...30.5
9. Man Without Gun (NTA)

WNEM Tues, 6113 ... ... .0 000e0..020.9
16. Sea Hunt {(Ziv-U.A) WNEM Fri. 7:00 .. _23.1

TOP NETWORK SHOWS

1. Wagon Traln WNEM ................ ..063.9
2. Bonanza WNEM ., ......
2. Taramie WNEM ... .......

4. The 1'ntonchabies wanrt . .
3. The Rebel WIRT ... ... veeenrvnre.eaq.38.3
6. Bachelor Father WNEM ..........

7. The Real McCo¥s WIRT ............... 371.9
8. Lawman WJIRT ..... .ccovneurrie.....37.8
9. The Price is Right WNEM
9. Rivernoat WNEM .. .v.eenerii..a-0.30.7

WNEM-TV

serving
FLINT = SAGINAW ¢ BAY CITY

@D ® b

62 July 11, 1960, Teletision Age

[Ty

ARB City-by-City Ratings April 1960

CHICAGO
4-Station Report
(fonr-week ratings)

TOP SYNDICATED FILMS
Trackdown (CBS) wBBM-Tv $:30 ........27.%
Mike Hammer {MCA} WGN-Tv Thu. 9:30 .20.%
Huckleberry Ilound (Screen Gems)
weN-TF Wed, 7330 L. Ll o4
Maunlunt (Screen Gems) WGN-TY Wed. 9:30.13.

[E3

5. This Man Dawson {Ziv-UA)

w .o

]

(LYY

. Quick Draw Meliraw (Sereen (ems)

. Late Show wsnM-Tv Sun. 10:15-12:30 a.m. .13,
. Late Show weBM-Tv Fri. 10:15-12
. Late Show woBx-Tv Thu. 10:15-12:15 a.m. 8.9

weN-TY Fri. 9:30 ..

5 -]
. Sea Hunt® ({(Ziv-UA) wxug Sun. 10 ......12.3
. San Franclsce leat (CBS) woN-Tv Wed. 9 (117
. Woody Woodpecker (Rurnett)

waN-TY Tie. § ... oiiiiiiaeieraealW LD
rand Jury (NTA) “NIIQ "‘uc 9:30 ......10.4
beath Valley Days (U, 8. Rarax)

woN-Tv Tue, #:30 .,

WON-TV Tha. 6 L. iciarnananaeas 9.7
Carronbali (1TC) wes-Tv Frl. 7:30 ...... 9.6
Sergeant Preston (ITC) wex-Tvy Fri. 6 9.4
. Divorce Court (KTTV) wax.Tv Sat. 9.0
- Rescue 8 (Screen Gems) WGN-TV Mon. 8: 8.8
Lock-Up (Ziv-UA) wNn@ Sat. 10 ... .. .. 8.8

TOF FEATURE FILMS

. Best of CBS waaM-TV

Sal. 10-12:30 a.n.
Moviethme, USA wnkn Fri. 10-1

3
mid. ..10.3

TOP NETWORK SHOWS

1. Guusmosie WBBM-TY ....................
2. Garty Mouvre WHBBM-TV .................
3. Danny Thomas WEBM-TYV ......
4. Red Skellon WHBBM-TV .....
3. The Untouehalles WBKB
6. What's My Lite WBBM-TV |
7. Wagon Traln WNBQ .....v....c-cve.0....322
8. Father Knows Best WHBM-TV ............3L5
9. Weik's Dancing Part¥ WBKB .............29.5
10. Perry Mason WBBM-TV ........s0.......28.8
MINNEAPOLIS-ST. PAUL
4-Station Report
(four-week ratings)
TOP SYNDICATED FILMS
1. Death vailey Days (U, 3. Borax)
woeoeTy Sat, VR0 ... ...l 2TT
2. Huckleberry Hound (Screen Gems)
weeo-Ty Tue. 6:30 ... . ... ..., ..26.6
3, Sea Mum® (ZI5s-UA) wTexN-TV Thu., 9:30 .19.2
4. Border 1'atrol {(C33) KstP-Tv Thu. 0:30 ..17.0
5. Lock-up (Ziv-UA} KsTt-TY Wed 8:30 ... 16.9
6. This Man Dawson (ZIv-U'4)
KsTP-Tv Tue. 9:30 ....... Gooooaon [ - |
7. Grand Jury® (NTA) weCo-TY Tue. T..... 14.9
S. Pupeys (LUA\) woco-Tv M-F 5:30 ......13.4
9. Quick Draw McGraw {Screen Gems)
weuo-Tv Wed. 5 .. i iearasaean sl 122
10. Woody Woodpecker (Lurnett)

13,

7. Father Knows Dest WCCO-TV ..........

. Roy Rogers (lloy Regers Synd.)

. Red S.edon WCCO-TV .....

weco-Tv Thu, &
State Trooper {M(A)

RSTP-Tv Thu. 10:30 .. ...............,10.8
Badge 714° (CNP) KsTP-Tv Mon. 10:30 ..10.6
Mr. LMstrict Attorney (Ziv-UA)

KSTP-TV Wed. 10:3¢ 5000506005000 0 b

J11.9

weeo-Tv Sat. 11 aam. oL aeseece. 902

Blshop Sheen (NTA) KMsp-Tv Tue. 7:30 .. 8.4
TOP FEATURE FIIL.MS

Movie Speetacvlar® WTCN-TV

Fri. 10:30-12:30 am. ..........0c00... 7.7

Movie Spectacular wWTCN-TV

Sat. 10:39-12 mid. ..... gdacoonoaaas B o]
Movie Spectaeular® WICN-TV

Thu. 16:30-12:30 am. ............ re.. T.0
Movie Spectacular WTCN-TV

Tue. 10:36-12 mid. .......... Daaoaao0o0 5.9

Hollywood Matinee KMsP-Tv Sun. 4-5:30 .. 5.7

TOP NETWORK SHOWS

Danny Thomas WCCO-TY ....
Garry Moore WCCO-TV
Wagon Train KSTP-TV ..
Gunsmoke WCCO-TY ...........
Sunset Strip® WTCN-TV . .........c00...32.0
..30.8
..30.8
..30.3
290

The Untouchables WTCN-TV
Welk's Dancing FParty® wTCN-TV
Have Gun, WIIL Travel wcco-rv .....

*Indi pr i h during four-week
period. Ratings for one-week are given.
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. The Iteal MeCoys WFAA-TV

. Liarly Show wear-Tv Wed. 5:39-7

DALLAS-FT. WORTH
4-Station Report
(four-week ratings)

TOP SYNDICATED FILMS

Death Valley Days (U. §. Borax)

KRLD-T¢ Sat. 8:30 ... ... .. 0eivuuraee..20.9

Coronaco 9 (MCA) WRaAP-TY Tue. 9:30 ...14.6
. Deadlire* (Flamingo) wwapr-Tv Thu. 9:30 .13.9

Tombstine Territory (Ziv-UA)

WEAA-CV Sat. 9:30 ... ..., 11.4

- Hucklejerry Hound (Sereen Gems)

EpJZ1v Thu. 6 ... ........0c0nnnens..10.0

Quick Draw McGraw {Sereen Geml)

KF3z-1v Tue. 6 ....... ©000000000a030000 .8
Woody Woodpecker® (Burnelt)

KFJz-"v Mon. 6 .................... ... R.6
Felix the Cat® (Trans-Lux)

WFAACY Sun. 4:30 ...... 006 . 8.3

.08
Pony Express (CNI') ERLD-TY Ihu T: 30 - 8.2
Amos ‘n’ Andy (CBS) Reyz-Tv M-F 5:30 .. 6.1

Adven ures of Jim Bowie (ABC)

KEJZ-TV Fri. 6 ......... ... ..., Od00 00 7.8
Susle (ITC) KeJZ-Tv M-F 3 ... ........ 7.5
Roy F.ogers (Roy Rogers Synd.)

KPJZ-Tv Wed. 6 . ... GanoBaa0aana

Rougt Riders® (ZIv-U'A) WFAA-TV Thu.
Sea Hunt® (Ziv-UA) wraA-TY Fri. 10:30 ..

TOP FEATURE FILMS

Dinner Theatre KF3z-TV Tue. 6°30-7:30 .. 9
Dinner Theatre KFJz-Tv Thu. 6:30-7:30 .. 9.
Dinner Theatre K¢Jz-Tv AMon. 6:30-7:30 ,, 8
binnor Theatre KPJZ-T¥ Wed, 6:30-7:30 .. 7
Gold Award Theatre KFJz-Tv

Sat. 10:30-12 am. ... ..iiiiiiiien . T8

TOP NETWORK SHOWS

. Gunsmoke KRLD-TV .
Navt Gun. Will Travel KRLD-TY . +..36.9
77 Sunset Strip WFaA-TV L ......... ... 35.8

Red Skelton KRLD-TV
Garty Moore KRLD-TY

Wagon Traln WBAP-TV ...
Whit's My Line ERLD-TV
The Rlfleman WFAA-TY
The Untouchables wraa-Tv

PHILADELPHIA
3-Station Report
(four-week ratings)

TOP SYNDICATED FILMS

Cannonball (ITC) wrFiL-Tv Sun. 6 2
Ser Hunt (Ziv-UA) wcat-Tv Sat. 7 ...,..2
Mike Hammer (MCA) wcaAG-Tv Sat. 10:30 .2
Poreye (U'AA) WrtL-TY M-F 6 .......... 2
Rescuc 8° (Screen Gems) WRcy-Tv Wed. 7 .1
Death Valley Days (U. S. Borax)

WHRCY-TY MON. T ..vii.iniiscnan.......18.8
Huckleberry Hound (Sereen Gems)

WOAT-TV Tue. T30 ... ciuninnenn. 15.7
Grand Jury® {(NTA) WRCY-TY Thu. 10:30 .14.6

Steriff of Cochlse (NTA) WCACT-TY Sat. §:30.12.8
Slotgun Slade (MCA) wrev-Tv Fri. 7 ....12.6
Phil Stivers (CBS) wrcv-Tv Thu. 7 .,....12.5
Lock-Up (Ziv.UA) wnrov-Tv Tue. 7 ,.....12.4
Whirlybird (CBS) wcav-Tv Sat. 6 .......11.3
Johnny Midnight (MCA)

WROv-TY Tue, 10:3¢ ..................10.8

. Flight* (CNP) wrIL-TV Sun. 6:30 ....... 9.9

TOP FEATURE FILMS

Follvwood's Best® wrIL-Tv Sun. 1-2:3¢ _..11.9
Tate Show WCAU-Tv Sat. 11:15-12:45 a.m. .I1.4
Early Show wcecAC-Tv Tue, 5:30-7

Larly Show wcac-Tv Aon. 5:30-7 ....... 8.1

TOP NETWORK SHOWS

1. ‘Vagon Trais WRCY-TV ..............ee.4L7
I, The Real McCoys WFIL-TY e 413
3. I'he Untouchables wWrtleTv ..............41.0
4. Gunsmoke WOAG-TV . .........-v.0401...38.6
5. 77 Sunset Strlp WFIL-TY ., ,.,...:/2.4.-37.2
8. Garry Moore WCAU-TY . Lerrerrenaas 32,3
7. Danny Thomas WCAL-TV ,......... 000060 0s kS
8. Perry Mason WOAD:TV .....ieui.uiivo.cnann 31.6
8. Weik's Dancing Party wWriL-TY ........ ..30.8
10. Adventures in Parpdise WFIL-TV ..........30.0


www.americanradiohistory.com

ARB City-by-City Ratings April 1960

DETROIT
4-Station Reporl
(four-week ratings)

TOP SYNDICATED FILMS

1. Huckleberty Hound (S¢reen Gems)

CRLW-TV Thu, T ...i.uvenacrrssanas..3L7
& Sea Hunt (2iv-UA) wJIBX-TV Sat. lO 30,..29.6
2. Woody Waodpecker® (Bucnett)

OELW-TY Wed. 8:30 ... ..c0vvussnnes 26.5
i. 'This Is Aliee (NTA) CKLW-TV Thu, 6:30..23.6
3. Quick Draw McGraw (Screen Gems)

CKLW-Tv Tue. 6:3¢ ...... 0000000000000 21.7
7. Popeve (UAA) CKEW-TY M-F 6 ..19.2
7. The Honcymooners (CRS)

MWI-TY Sab. 6330 ... .. iiiiiiasenas .16.9
8. Divorco Court (KTTV) wJBK-TY Tue. 7...16.8
9. Popeye (UAA} CRLW-TY Sabt. 6 ......... 15.1

10. Shotgun Slade (MCN)

wwJ-T¥ Thu. 10:30 ...

wWwI-TF Wed. T ....

11. ltorder Matrol (C1S)
12. Hozo tha Ctown (Jayark)

WWwJI-TV Sat. % aan ...l . eraea124
13. Tombstone Territory (2

WXTZTY Mon. T .eiivniiiiiianaraanans 12.1
14, Not For Itire® (CNI")

wwr-Ty Wedh 10:20 ..., RS §
15. Manhunt® (Screen Gems)

WIBK-TY Fri. 10:30 (.. ... ... 0000t 11.3

TOP FEATURE FILMS

1. BI1l} Kennedy Shdwtlme

ORLW=TY Sun. 1-3:30 ............... ..12.8
2. MHlion Dollar Mevie

CKLW-TV Sun. 3:30-5:43 ....... ..o 0.8
3. Million Dollar Movle CKLw-Tv Tue. 7:30-3 . 8.4
1. Five Star PFeature WILK-Tv Wed. 7-8:30 .. 6.6
3. Million Dollar Movie CKLw-T¥v Aon. 7:30-9 . 5.9

TOP NETWORK SHOWS
1. 77 Sunset Strip wXTZ-TV ... ........ 40.8
2. Wagon Train WwI-TV ... 3.0
3. Gunsmoke WJIBK-TY .33.3
4. The Untouclrables WXTZ-TY ... --u.iann 34.3
5. Thoe Iteal McCoys WXYzZ-TV ,............ 32.8
6. Danny Thomas wJeK-T% 31.6
7. Hawaiian Eye wxyz-rv 30.8
8. Father Knows Best wrnk-Tv ... .. ..30.5
3. Cheyenne WXYZ-TV  ........... 30.3
10. lted Skelton® WIBK-TY .. .,,..... ...... 29.5
SAN FRANCISCO
4.S1ation Report
(four-week ratings)
TOP SYNDICATED FILMS

1. Sea Hunt (Ziv-UA) KRoN-Tv Tue. 7 ...... 25.6
2. San Francisco Beat (CBS) xPIx Sat. 7 ...18.7
3. You Asked #or It (Croshy/Brown)

KTVD Thu. 7 ...ce.nvvivorinansas oo 180
4. Divores Court {KTTV)} xnoN-Tv Sat. 6 15.5
5. Manhunt (Screen Gems) KRoN-TT Tue. 6:30 .14.0

6. Hurklcberry Hound (Screen Gems)

RTYD Wed, 6:30 ... .ocvunnn.nn cesena: 4.4
7. Death Valley Days (U. S. Borax)

Kpix Sat. 1030 . .........000..

3. Canaonbail® (ITC) xTvw Mon, 7 ........1%.6
9. Sclence in Action (Coronet)

KRON-1V Mon. T ...... . eer.a12.4
16. The Calitnrnians (CNP) knox-Tv \\et! 7 .12.2
11. Quick Draw MeGraw (Screen Gems)

KTvD Thu. 6:30 ...ceiviv.tieninronnns 11.2
12. Not For Hire (CNi") KGo-tv Wed. 10 .,..1I1.0
13. Tombstone Territory (Ziv-UA)

KGO-TY Mon. T ... .. .iiivreivreacnnes 10.8
14. Reseue 8 (Screen (fems)

KRON-TV Wed. 6:30 ..............¢0.... 10.8
15. The lloncymooners (CBS)

RRON-TV Mom. 6:30 ... ... vivivnrnnns 10.2

o w1

S ® WIS ek W

. Big Movie Krix Sabt. 11-12:30 am.

. Wagon Train KRON-TV ..

. 1ave Gun,
. Father Knows Best kpIx ....

. Cavaleade of Sports XRON-TV
. You Bot Your I.ife KhoN-Tv

TOP FEATURE FILMS
Early Show kPix Sat. 5:38.7
Early show Xrix Mon. 5:
Early Show kPIX Wed. 5:30-7
Movie Tiroe xmoN-Tv Sun.

TOP NETWORK SHOWS

on Train
Perry Mason Kpix .,
Laramle KRONTV .........

Will Travel gP1x .

Tho Price Is Rlght KpoN-TV .

Ford Startime KEON-TV .......

10. Bozo the Clown (Jayark) XTLA M-F 6 ....

13. Play of the Week (NTA) wcop Thu. 8 ...

10. Topper*
11. Cannonball

LOS ANGELES

7-Station Report
(four-week ratings)

TOP SYNDICATED FILMS

1. Death Valley Days (U. 8. Borax}
KRca Thu, T

2, Rescue 8 (Screen Gems) xeCA Tue. T ....

3. Manhunt* {(Screen Gems) KRCA Mon. 7 ....

4. Not For Hire (CNP) ganc-tv Wed. 10

5. Muckleberry Hound (Scresn Gems)

KTy Tue. T «...i.nnnccns.s veresaaesa13.8
6. Mike Hanimer (\ICA) KRCA Tue. 10:30 ..10.8
7. Sea Hunt {Ziv-UA) =RrCA Fri. 10:30 .....10.6
8. Tombstons Territory (Ziv-Ud)

Kape-1v Fri. 7 .
9. Quick Draw McGraw (Screen Gems)

KTTVY Mon. 7 .iiviiaiensiannss

14.6
.13.9

-
<
-

1. Four Just Men {(ITC) mROA Wed. 7 ......
2. Navy Log (CBS) EKABC-TV Alon. $:30 ....

3. Jock-Up (Ziv-UA) kamc-Tv Sabt. 7 ...
4. I'opeve (UAA) KTLA M-F 5:30 ......0.0n

0606w m DS W
N )

TOP FEATURE FILMS

1. Fabulous “52 ENxT Sat. 10:30-12:30 a.m. .16.8
2. Early S8how KNNXT Tue. 5:30-T 7.4
3. Early Show KNXT Wed, 5:30-7 . .8
4. Early Show KNXT Thu. 5:30-7 . .8
3. Early Show ENXT Sat. 5:30-T7 . 7
TOP NETWORK SHOWS
1. Wagon Train KRCA ......... vsesaraiees.40.8
2. Gunsmoke ENXT «eveere.v.oeos .40.6
3. Mave Gun. Will Travel KNXT .. ..37.0
4, Perry Mason KNXT eveseavs 30.3
3. 71 Sunset Strip KABC-TY .28.5
6. Ed Snllivan® KNXT ..... .27.8
7. Red Skelton KNXT ...... . +25.6
8. The Iteal MeCoys KABC-TV . 24
9. Peler Gunit KRCA +...... +23.3
0. Hanaiian Eye KARC-TV ...ceocounnss eree 229
SEATTLE-TACOMA
3-Station Report
(four-week ratings)
TOP SY\DICATED FILMS

1. Sez Hunt (Ziv-U'A)} KING-TV Sat. 7 ......29.2
2. Huckleberry Mound (Screen Gems)

KING-TY Thu. 8 . ovuennnys PP | 1
3. Rescuc 8 (Screen Gems) xiNo-Tv Thu. 7 ..25.3
4. Bold Jonrney (Banner) KOMO-TY Mon. 6:30.24.7
5. Quick Draw McGraw (Screen Gems)

RING-TY Tue. G .........ci0auan ers2.23.5
G. Seven League Boots (Sereen Gemns)

KOMO-TV Mon. T ..ueriviivinairaans e.s205
7. Whirlybirds (CBS) Komo-Tv Fn (TR 212 2
8. Dcath Valley Days (U, 8. Borax)

KING-TY Mon, T ...-..... TR . L2101

9, Manhunt {Sereen Gems) xiNg-Tv Tue, 7 ..17.0
{Schubert) Komo-Tv Wed. 6:30 ..15.2
(ITC) Kowmo-tv Thu. 7 145

12, Championship Bouwling (Schwimmer)

—

KoMo-T. Sat. 6 .............. ..., .. 14.4
3. Miko Mammer (MCA} RING-TY Fri. 10:30 .14.3
3. Roy Rogers {Roy Rogers Synd.)

KING-TV Wed. 6 50000080a0000006 14.3
4. Three Stooges® (Screen Gems}

KOMO-TV Sum. 6:30 ....cecocuivuiiranons 13.9

TOP FEATURE FILMS
1. Shirley Temple Theatre KTNT-TV Sun. 4:30-8 7.4
2, Royal Theatre KING-TV Sat. 3-7 ........ 7.0
3. Major Studios I’review XKoMo-TV

Sat, IL1-12:45 a.m. ..crennnvcrrocennssn, 4.9
4. Sunday Show* Kimo-Tv Sun. 4 5: :\‘0 . . 4.8
4. Fourmost Movie Kosmo-TV

Bun, 11-12:30 am. .. . eiievivivariar. 4.8

TOP® NETWORK SHOWS
1. The Real McCoy$ KOMO-TY ,..evuuns.....14.4
2, 77 Sunset Strlp KoMO-TV ...... Connoaon 13.9
3, Wago1 Train KING-T¥ ..e.vvvenari.. 43.8
4, Walt Disney Prescnis KOMO-TV ,,,,......38.2
5. The Untouchables koMoO-TV ,...,,.,......3%.6
6. Weik's Dancing Party goxo-Tv .......... 80.9
7, Ozzie and Harriet xKowmo-Tv
8. Leave 1t to Beaver KOMO-TV
9. llawailan Eye KOMO-TV ................2
0. Donna Reed® KOMO'TV ......
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Source Book
of

TV Success
Stories
Volume Two

Over 400 case histories
from every size market,
demonstrating tv's ability
to sell!

Product Groups Include:

s
Shoe stores and
| Manufacturers

Farm Implements and
Machinery

Electric Power Companies
Gas Companies

Telephone Companies
Insurance Companies
Coffee Distributors

Men’s Clothing Stores
Cough and Cold Remedies
Electrical Appliances

Beer and Ale

Department Stores

Restaurants and
Cafeterias

Moving and Storage

Television and
Radio Receivers

ONLY $3.00 PER COPY

Television Age

444 Madison Ave.,
New York 22, N, Y.

July 11, 1960, Television Age 67
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.N(:&K tContinued from puge 46)

Warren Fales, viee president and
assistmit to Mr. Norman, iuterjected
that poor spot buys are =ometimes the
result of the client’s sales force want-
ing to talk about sheer volume of
spots rather than eflicienev. “We
don’t let a client make us do that
kind of buving.” he said.

Ruppert Revisions

Spot schedules arc not the only
aspeets of a campaign that undergo
revision, it was noted. NC&K recently
unveiled a series of commercials for
the Ruppert beer account in which a
visual-squeeze  technique was  used
along with a forceful musical jingle.
“We had thoroughly tested the com-
mercial before it was aired.” savs
Mr. Norman. “but on the home tv
screen it became a blur of isolated
tlustrations and a blare of sound.
Rather than keep using the film and
hurting the campaign’s cffectiveness,
we took it off the air for revision.”

While television plays a primary
role in the agenev’s media selection,
it is not u=ed haphazardly, “We're no
longer talking to clients who don’t
understand the various media and
and can’t do.” the
agency head savs. “Media decisions

what each can do

are made after the creative idea is
formed, and this idea stems {from in-
tensive research into the elient’s prob-
lems, Our advertising is of and for
people and nmmust be connected with
a ‘life sitnation.” For some aecounts,
this sitnation can best be shown in
television; for others, magazine color
or newspapers’ farge still piclures are
better. We do not shochorn a client
inte any medium for our own satis-
faction.”

Respeet For Know-how

The respect for Mr. Norman's ahil-
ities to know and guide what's best
for the client is evident throughout
the agency, as is his co-workers’ ad-
miratien for his attributes of forth-
rightness and integrity. Walt Tibbals,
for instance, who has worked with
BB, Four Star Productions and
other top companies, frankly states
his regard for agency policy in which

“everyone can voice an opinion.

There arc no preconceived nolious
here. There i= a great flexibility and
an ability to change in midstream
if a new idea looks better for the ac-
count. Creativily is not confined to
a single department.”

Outside the agency. however, the
broadcast dircclor notes that fihn pro-
duction houses do not usually play a
crealive part in comunercial prepara-
tion. “We work on a hid system, but
the lowest bid doesn’t always get the
job. Some houses can work hest on
certain types of commercials, and
their specific abilities must be consid-
ered along with the bids. As to crea-
tivity, experience has shown that a
producer can be extremncly bright on
technique. but totally unaware of the
client’s selling problem the commer-
cial is attempting to solve.”

A final word from the executive
in regard to the agency's future as
it involves television: “We¢ do not
feel that prices ave oo high, whether
for commercials or for television it-
self. While it sounds radical in to-
day’s situation, we are well aware of
the increase in sets and audience ex-
posure today versus 10 vears ago—
an increase that greally offsets cost
increases. Rising cosls appear to be
only a concern of the advertiser in
television whoe hasn’t succeeded as
well as he expected. You never hear
complaints from Procter & Gamble,
Speidel. Lever and others doing well.
What you get from tv today is much
more than vou got 10} vears ago for
the same number of dollars, provid-
ing that the medium is properly used.

“And, to use tv properly, there
must be a reason for its use in the
first place. For our accounts, we have
found those reasons in the past; we
will continue to use tv as long as
those reasons exist.”

Jfs time to roll up xl_):_lll; sleeve...

/- GIVE
LOOD
NOW

| CALL YOUR RED CROSS TODAY!

NATIONAL BLOOD PROGRAM
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COIO" (Continued jrom puge 37)

mentation, but haven't surveyed sales
h&w. The
present number of receivers would
make it diflicult to gauge resubts.”
“The only strange thing,” said

results of eolor versus

another company exccutive, “is that
we can understand why the makers
of expensive cars use color, but we
can’t regolve their reasons with those
of prople like Nreaft and Hafhmark,
wlo have been tint advertisers for
vears. Thev're both selling low-cost
Hems as we are. and 1o a wide seg-
nient of the total
mittedly, we have no research to show

aidience.  Ad-

would not
move our products in grealer mim-

that color commercials

bers; do the color users have figures
to show sales are helped by color?”

The answer, according to the ad-
vertizing  managers Jor lallmark
Cards and Kraft Foods, is no. But
then neither did Wilbur and Ovrville
\vright have ﬁglm-s to show that
their airplane would lly. nor Bell
have proof that veices could Iravel
over his telephone wires,

Far Greater Appeal

“We

whether or not the use of color com-

have no way of telling
mereials has affected our sales in the
=aid John
J. Oakson, advertizing and sales pro-

heavy color=set markets,”

motion dircetor at Hallmark Cards.
“But we arve firmly convinced that
grecting cards shown in color have
{ar greater appeal than in black-and-
white, and this is a conclusion not
too difhicult to reach. Grecting.card
appeal depends almost entirely on
color and design; thercfore, we felt
we should get into the ecarly stages
of color so that we would be pre-
pared to exploit it fully when a large
number of sets would come into use.
Our experiments with color began
before 1952 when we sponsored the
first color program.”

At Kraft Foods in Chicago, adver-
tising manager R. A. Davis also
noted that his company had no sta-
tistical data to back its belief in
color. “However,” he said.
certain that there is a tremendous

s *
were

additional impact with color com-
mercials for food preducts such as
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ours. We also know that Columbus
and Cincinnati—which are pointed
out as areas with high color-set per-
centages—are among the high-rating
markets for our programs, and we
feel pretty sure the number of color
sels 1s one reason for the increased
ratings. Another point is that we're
awarc various heads of retail food
chains sec our commercials in color
in their homes and that there is a
certain prestige value there.”

The “Reason W hy”

The Burke-Crosley survey of
viewer interest and response to color
commercials thus becomes doubly
important. It provides for the first
time information showing those not
using color the “reason why” they
might investigate the medium, and it
provides for present color users con-
vincing proof that their efforts are
not being squandered and cannot
help but produce sales results.

Although the previous coverage of
the survev in TV AGE stressed such
main points as 34 per cent more color
viewers recalling specific commer-
cials than black-and-white viewers,
G9 per cent more color viewers say-
ing they wanted to buy specific prod-
ucts shown and three times as many
color as b&w viewers in the same
number of homes remembering sell.
ing points made in the commercials,
this last-mentioned fact deserves fur-
ther rveportage.

Advertising  agency  copywriters,
artists and commercial producers are
aware that 60 seconds of air time can
contain any number ol sales points
or pictorial effects that may heighten
a viewer's interest in buving the
product. When viewers
were asked to mention anvthing they
recalled about commercials shown in
Kraft's Perry Como Show, Chevro-
let's Dinah Shore Show and Hall-
mark's Hall of Fame telecast, the
percentage of color respondents re-
membering specific points was not

advertised

only greater in every instance, but
the variety of comments was almost
invariablv higher among tint view.
ers than monochrome watchers.

For instanee. in a Parkay marga-
rine commercial, 17 per cent of 190
b&w viewers recalled various aspects

00 July 11. 1960. Television Age

of the message, while 35 per cent of
200 color viewers noted certain fea-
tures. But, disregarding comments
on the color itself (“showed a vellow
rose,” “showed a blue and gold pack-
age,” etc.), numerous color viewers
noted and mentioned definite pic-
torial sales points that were not men.
tioned by the b&w respondents.

Among these features were such
things as *showed the individually
wrapped sticks of margarine,”
“showed the product didn't melt
fast,” “showed both butter and mar-
garine spread easily,” “showed butter
alike” and
“showed Parkav comes in cquarter-
pound sticks.”

Obviously, each of the above might
be not onlv a valid but a necessary
part of the advertiser's message.
Similarly, in the same announcement,
while 14 per cent of h&w viewers
recalled definite non-pictorial fea.
tures and 26 per cent of color view-
ers recalled such features, the tint
respondents again mentioned numer-
ous non-piclorial points not made by

and margarine melt

their monochrome counterparts.

“We'd be satisfied if we tried it”
was a comment of one per cent of
the color respondents. Two per cent
noted its “natural flavor.,” while the
same percentages mentioned “‘full-
hloom flavor/flavor comes out like a
flower opening,” “try it. buy it” and
Other
made by color viewers, but not by
h&w respondents, included “pure in-
eredients.”  “especially good for
children,” “good aroma”™ and “made
from pure corn oil.”

“flavor bloomed.” remarks

Pictorial Thoughts

A Chevrolet commercial on the
Dinah Shore show evoked the follow.
ing pictorial thoughts from the minds
of tint viewers, but not from a similar
number of b&w viewers: “Showed
the hraking test.” “showed the in-

‘showed there was no center
hump.” “showed how easy it was to

terior.”
handle.” “showed an X-rav picture,”
etec. A used-car commercial elicited
“they look as good as new” and
“showed the interior and exterior of
the car” among other points named
by tint viewers only.

In fairness it must be noted that a
few isolated features of the com-

www americanradiohistorv. com

mercials were pointed out by b&w-set
watchers — features that were not
mentioned by color viewers in the
same exact words. One per cent of
monochrome viewers, for instance,
noted a Kraft commercial “showed
the ingredients,” while the same per-
centage of color viewers said it
“showed apple pie and cheese.” Or, in
an Impala commercial where one per-
cent of the b&w viewers alone said
the announcement “showed the igni-
tion,” similar percentages of color
viewers alone pointed out that the
film “showed the interior.” “showed
the foem-rubber seats” and “showed
the light that goes on when the door
opened.”’

Tint Details Noted

As would be expected, color de-
tails were recalled almost 100 per
cent by color-set owners only. In the
Parkay margarine commercial, how-
ever, the audio emphasized the fact
that a blooming rose was vellow in
color to match the margarine; CONnse-
quent.y, a small percentage of L&w
viewers noted the announcement
“showed a yellow rose.”

Why people might see things only
in a color message that should seem-
ingly be obvious in a black-and-white
one is a question best left to the
pyschologists, but varions percent-
ages-—from three to one—of color
viewcrs noted that a Hallmark card
announcement “showed a sick child
in bed,” “showed a party,” “showed
a game children” and
“showed cards with flowers,” while

card for

bh&w viewers mentioned none of these
things,

Whether or not the ability to recall
such features of a television com.
mereial translated inio

actual purchases of the advertised

becomes

product is an unknown quantity at
this stage of color television. But
definite influences have bheen shown
to exist by the Croslev survey, and
it is expected that future studies will
prove even more strongly that color
commercials represent a worthwhile
investment for advertisers in anv
product class. Impressing a product
feature on the viewer is as important
to the producer of a 35-cent headache
renredy as it is to a $2,000-car manu-
facturer,


www.americanradiohistory.com

Markets (Continued from page 29)

eave The Real McCorvs 36.0. com-
pared Lo its national rating of 29.9,
The Donna Reed Show 27.8 versus
22.7 and Leave It to Beaver 23.06 ver-
sus 17.4. Similarly, counties of C size
gave the trio of programs substan-
tially higher ratings than larger or
smaller counties,

A= all three shows in this group
appear on ABC-TV affiliates. the mat-
ter of station strength in cach nrarket
can be made a constant insofar as
the network’s program line-up is con-
cerned. The establishment of as many
such constants as possible aids in de-
termining the remaining reasons for
a show's suceess or lack of it. With
five major markets checked, it will be
scen that the rating for cach program
drops in mnverse proportion to the
numbier of stations in each market
the show’s rating is highest in Cleve-
tand. a three-station area, lower in
Chicago with lts four slations and
towest in New York with seven sta-
tions,  An exception occurs on The
Donna Reed Shew. where the New
York figure is fractionally higher than
its Chicago rating, but the evidence
is strong enough to indicate that the
larger cities do not dislike situation
comedies of themselves, but that in-
creased competition offers programs
that may be looked upon with more
fil\(,r-

Partial Solution

From the viewpoint of the syndica-
tor. this kind of information can be
of particular value. The seller who
knows ol a market where his kind of
program has great appeal is in a
better position than one who is trying
to sell blindly. If it can be shown
that the south, say, prefers scicnce-
fiction films and that certain markets
of specific size within that area are
the best targets. the syndicator’s prob-
lem might be partly solved. Or, if
the figures indicate that smaller coun-
ties in the cast-central region show
favoritism for various kinds of situa-
tion comedy, do not these markets
represent good syndication possibili-
ties?

lhe question will arise: should a
svndicator attempt to place a pro-

Two new appotntments at NBC-TT
include those of Peter M. Affe (1.},
manager, llfl:\’ll‘"lf’ l)r()grll"l Op(’r(l-

tions, and Douglas Lutz (r.), man
ager. nighttime program operations,

it has been announced by -llan D.
Courtney, vice prr'.sirlr'n[, program
administration for the network. Mr.
Affe joined NBC.TV in 1943 and was
most recently manuger, faciities plan-
ning and atilization. Mr. Lutz joined
the network in November 1951 and

was made a unit manager in 1954,

gram in a market in which it has
alrcady atiracted high ratings when
shown on the network? Isnt that
market saturated, and wouldn’t the
seller be better ofl placing the pro-
gram in an area in which it previ-

ously had a low raling?

The answer, according to several
spokesmen from the three networks’
film sales departments is that while
a high rating in a market for a net-
work show might seem o work
against the re-run potentialitics of the
program, in praclice. the opposite
effect results.

One exccutive put it this way: “If
a show has a high rating in a market
the first time it’s scen. there is at
least an interest in considering it for
re-runs: if the show is a dud the first
time around, no one wants to give it

a serond chance.”

“Yew” Re-runs

In a study of re-run values. GBS
points oul that
showed the average tv home watched

Nielsen figures
only 3.8 episodes of a serics of 21
films. Obviously, even with a very
highly rated program, better than
two-thirds of a 3Y-episodes serics
will be new to a great many viewers
when re-run. It is often possible to
heighten viewing still further by

(Continyced on page 69)

Television Age

reaches more

agency execufives

than any publication
in the field
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business safari ?

Yes, take a ““Business
Safari” to Hotel Sahara
in Las Vegas . . . Plan
your next meeting,
presentation or convention
at Hotel Sahara . . . 600
deluxe rooms . . . star
studded shows . . . famous
foods . . . special
arrangements for all media
and advertising events . . .

HOTEL

SAVARA

LAS VEGAS _}

NEVADA

......O.....C.‘OO.GGC‘6..........0.....00....
EXEEXEEERFE R EN N NN E NN NN NN NN NN NN NENENNENNENENESN]

For Reservations:
Write, wire or
McDonald, Hotel
Vegas, Nevada

phone Herb
Sahara, las

ONE OF THE WORLD'3
DISTINGUISHED RESTAURANTS

575 Park Avenue at 63rd St
MEW YORK

ECOM
ICKTAILS
DINMNER
SUNDAY BRUMN
Dpan Seven days a
BANMQUETS & PARTIES
Credit Cards Honorad

For Resarvations: Michel,

TEmpleton B-6490
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Blue CTOSS'(,mm'nucd from puge 35)

size of a member’s hospital bill, the
number of times a member needs
protection, the member’s age or fail-
ing physical condition. In addition,
there are other messages which need
to be told, covering when to join,
continuation of membership, family
membership, how to form a new
group, cte. Nearly all of the benefits
of belonging to Blue Cross are ab-
stract and emotionally oriented.

All of them need to be told to set
Blue Cross apart {rom other methods
of health care. To make the case more
complicated. in southwestern Ohio
Blue Cross is often presented as a
partner of Blue Shield-—the plan for
surgical-bill protection.

One-niinute commercials featuring
just a few of these points left the
viewer feeling there was something
important about Blue Cross and Blue
Shield—but bevond that feeling he
couldn’t remember any single point.

The solution to the one problem
factor—ol time-segment availability

-became the solution to the other:
content and length of message.

IDs were available nearly any
time of the broadcast day or night.
and often were available in package
plans, giving the client more ex-
posure in adult times per dollar.

One-Idea Statements

The client and agency then simpli-
fied all of the complex story into
single, simple statements featuring
one idea at a time; e.g.. “Blue Cross
does not cancel because of age.” The
messages were produced as eight.
second semi-animated sound-on-film
announcements in which the artwork
usually illustrated the main point
being made in whimsical art tech-
nique. These were produced by a
traveling mat technique for a little
over $100 each: enough separate
spots were preduced to cover each
major Blue Cross point.

Keelor & Stites then called in the
station representatives and asked for
availabilities in the run-of-schedule
ID packages. It was explained to the
representatives that an average rating
of 10 was the target, and that only

wwWwW americanradiohistorv com

adult were  considered
worthwhile adjacencies. It was ex-
p]aim‘d. too, that the schedule was
being planned for 52 consecutive

wecks—as long as the adult ratings

programs

could he maintained.

Repeated Rotation

The filmed spots were rotated and
repeated in groups of four or five,
according to the message and time of
vear: family and birth coverage in
the spring and certain fall months to
reach the about-to-be-marrieds, vaca-
tion-oriented material in late spring
and summer, and so forth.

Once a package was purchased, the
ageney initiated a schedule of regular
checks with the traffic departiments of
each station, through the sales repre-
sentatives, Il the log showed that a
spct had been moved to a position of
less than 10 rating by both AR and
NEL a request was made for addi-
tional availabilities, and the spot was
mcved to a better position.

Flexible Schedule

“The result was similar to buying
fixed explained David ].
Clarke, who bought the spols and
maintained the rating checks. “cx-
cept that we achieved the additional
goal of a flexible schedule that per-
mitted us to cover a diversified adult
audience. Naturally, this method
tekes a whale of a lot of time com-
pared to the usual flat r-o-s buy where
the media department places an or-
der. then can ignore the schedule.
And, frankly, we couldn’t possibly
accomplish it without the help of the
station representatives.”

spols,”

Since this program of semi-satura-
tion via limited r-o-s eight-second
packages began, Blue Cross has held
another membership drive. Results
showed that nearly 50,000 new mem-
sers were added to the list, making
the southwestern Ohio Hospital Care
Corp. plan the 10th largest of the 79
plans in the nation. Nearly three out
of every four people in southwestern
Obio are now protected by Blue Cross
against the cost of hospital bills.

As Mr. Clarke noted, such a close
check on a relatively low-cost time
package consumes many hours at the
agency, and perhaps would not work
for many agencies and their accounts.
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seheduling the re-run series at a bet-
ter ime of day or against less power-
ful competition than when originally
seen on the network.,

Examples of ratings of re-run pro-
grams from the NBC-TV Filhns di-
of California National
ductions, Ine., show that Tictory At

vision Pro-
Sea registered an average 21.2 in San
Francisco when =een on the network
and 22,8 during its first run in syn-
dieation in that market. The program
averaged 23.0 in Houston-Galveston
on the network and 299 in svadica-
tion, Frontier averaged 21.2 in Linde
Rock as a network entry and 281
when syndicated. In Kansas City the
western averaged a network 9.1 and
a svndication 218, San Fraweisco
rating for The Honeymooners was
309 when the comedy was on the
network, but the show still rated a
232 in

Ratings averaged five points higher

respectable svidication.

when the program was re-run ofl-
network for the first time in Seattle-
Tacoma. Other examples abound in

the network’s files,
Complex Factors

While the general fecling exists that
anarket in which a program “died”
on its first showing—even though it
did well in other areas—is closed to
re-run possibilities. a full investiga-
tion into any factors that might have
caused the program’s poor ratings
could present the syndicator with
strong selling tools, Perhaps the pro-
gram was carried on a uhf outlet in
an otherwise vhi market, perhaps it
was shown at a time differing greatly
from when it was seen in other areas,
progranuned
The

evidence

or perhaps it was
against a strong local show.
svndicator might present
that a mere change of station could
produce the same kind of ratings in
the “off” market that the program
previously got clsewhere.

The ramifications and possibilitics
of extensive study into loecal per-
formance of network programs are
numerous. and can provide benefits
for the seller of syndicated fare and
the scller of spot television (who can

recomntend his medium as the ideal

way of gaining additional exposure
in a market in whieh an advertiser’s
nelwork program is faring poorly).
The greatest benefits, however, can
acerue to the adhvertiser who under-
stands more fully the precise values
he receives for his investment in tele-
viston,

Bane (Continued from puge 38

tie powerful medium you have at
your digposal. We've started the new
year “going like sixty,” and we have
started a decade that will provide us
hoth with revenues far beyond any-
thing 1 could imagine up to now.”

From Oscar Grandquist, manager
of the State Theatre in Roekford:
“Our tv campaign over WREX-TV on
Journey 1o the Center of the Earth
has been a tremendous suceess. We
have broken long-standing box-office
records with this picture . . . and we
feel that a large share of the credit
for this successful engagement is due
to the intensive tv
WREX-TV.”

Manager Lalor of Janesville’s Jefl-
ris. Theatre added to his eomment

campaign  on

noted above thusly: “I believe we
have finally rcached a pattern of
motion-picture merchandising worth
shouting about . . . I am referring
lo our WREX-TY expanded impact
saturation plan on Five Gates to Hell
and Journey to the Center of the
Farth, . . .

Back in Business

“In discussing the resulis with the
other participants in the plan, 1
found them asking what picture we
ean Dlast with next—wc are baek in
business, which is better than ever.
Now that we have found what an
impaet this method of merchandis-
ing a motion picture has. it should
not be halted. It is myv thinking that
the results of this campaign should
be discussed with every branch man-
ager in cach of the [film] exchanges.

“The key to a successful tv satura-
tion campaign is in the hands of cach
branch manager in that without the
careful hooking of aH theatres within
the tv saturation area there cannot
be a successful campaign. As an ex-
ample, if fourney to the Center of
the Farth had not heen booked in

www americanradiohistorv com

Rockford, Beloit and Janesville al-
most simultancously, not one of the
theatres eould have carried the cost
of the campaign alone, Imt by join.
ing forees it was accomplished,

“Still a bigger and better cam.
paign would have been possible with
less cost to ecach theatre had the
houses in ncighboring towns — all
falling within the WREX-TV viewing
arca—also been hooked, This is a
job and a challenge for exhibitors
1o join forees and get the cooperation
of the distributors so that we can all
cnjoy top grosses from every pie-
ture. . . .

“I only hope that it [the WRES-TV
spot cannpaign] sels a  pattern for

selling motion pictures to what is

known as owr lost andienece,”

NO
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INTRODUCING THE NEW

' I I V'
3 HOTEL
fa 39th St., East of Lexington Ave.

NEW YORK

Salon-size rooms ¢ Terraces ¢ New
appointments, newly decorated =
New 21” color TV ¢ FM radio ¢ New
controlled air conditioning ¢« New
extension pheones in bathroom * New
private cocktail bar &« Choice East
Side, midtown area ¢ A new concept
of service. Prompt, pleasant, un
abtrusive,

Single $15 to $22 Suites to $60
Special rates by the month or lease

Robert Sarason, General Manager

ORegon 9-3900
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Latest step in the wras-Tv-aM-FM Dallas plans for what is claimed to be the
lurgest custom-built broadcasting facility in the country is the purchase of
2 million worth of broudeasting and Ampex tape-recording equipment which
will be installed in the new studios and mobile unit. The center, located at
Young and Houston streets, will cost an additional $1.5 million. Shownr, with
pictures of the architect's drawing of the new building and of the Ampex
mobile unit. are (L to r.) Jim W. Cooper, director of engineering: Mike
Shapiro, tv manager: George Utley, radio manager: James Moroney Sr.,
vice chairman of the board, Belo Corp.; Lew Pursens, Ampex representative,

and (seated) E. M. (Ted) Dealey, chairman of the board.

Neu'sfront (Continued from puge 23)

agencies explaining that only a few
offenders exist . . . that there are
objectionable categories of products
{never serviced by their agencies)

. that advertising supports com-
munitics and national charity proj-
ects . . . that America’s growth is
predicated on the mass movement of
merchandise that can only be imple-
mented by advertising. At best, such
puints of view can only be apolo-
getic.

“We bhelieve another vote for ad.
vertising is won every time a good
creative ad is heard or seen by the
public. And especially so when the
advertisement is for advertising
itself.”

Space and Spot

The relationship between putting
up a Tiros weather-detecting satellite
and buving a spot tv schedule may
he somewhat tenuous. but it defi-
nitelv exists. At least it is evident
in a new spot cost study issued by
Peters, Griflin, Woodward, Inc.

In its 1960 edition of “Spot Tv
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Cost Yardsticks,” the representative
not only furnishes cost information
for 80 markets that include 89 per
cent of U. 5. tv homes, but provides
a month-by-month record of average
temperatures in each market. Also
provided is a map of the country di-
vided into regional “tiers” so that
the advertiser wishing to start a
scasonal campaign when the tempera-
ture reaches, sav, 50 degrees. might
know which group of markets to
buy. Obviously, the day is not far
off when up-to-the-minute weather
forecasts beamed from a Tiros will
cause a scramble for availabilities at
some agencies.

Similar to other cost-sampling re-
ports issued. the PGW study presents
data on the number of tv homes in
ecach market, rates on various 10-12
plans for minutes, 10-15 plans for
ID’s, nighttime 20’s and half-hours,
as well as five-day participations.
Costs represent the most expensive
station in each market in most cases.

Copies of the study are available
PGW
throughout the country.

from any of nine offices
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'V(ll’ Street (Continued from 47)

each awned 50 per cent of a film net.
work. This agrcement has gone by
the board, and now NTA acquires the
films in blocks from 20th Century
and pavs for them at the time of de-
livery.

These payments have become a
burden for NTA and, of course. for
National Theatres. the parent com-
pany. Obviouslv. NTA has not been
able to <ell the films and realize the
money  originally anticipated. 20th
Century-Fox is protected, since it has
to get a minimum amount under any
circumstances, but the tv distributor
profits are exceedingly meager or
have been to date. This explains, in
part, why the film company granted
an extension of the license period
from seven to 10 vears.

WHMNTA-TV QUESTION. \Whether
WYTA-TV can be made into a profit-
able operation is something else
again. Tt has trouble with its recep-
ticn bevond a certain distance. and
there has been frequent talk of chang-
ing its antenna location. Also. it has
been unable to come up with a profit-
able davtime approach to television.
Thus. the cumulative impact of the tv
activitics poses a =erious prohlem for
the company.

Tronically, moreover, in acquiring
shares of NTA’s common, NTT issued
£1.7 million worth of five-and-a-half-
per-cent sinking-fund debentures and
stock-purchases warrants for 40.125
shares of common stock. The ex-
change basis was $11
amount of debentures and a warrant
for the purchase of one-quarter share

principal

of one share of the company’s com-
mon stock for each share of National
Telefilm Associates’ stock.

How the management of National
Theatres & Television will resolve its
present problems remains to be seen.
That it mav be able to do so with
cooperation from 20th Century-Fox
is ohvious. Whether the film company
is willing to make concessions is
something else. It's also possible that
NTT may seck to strengthen itsell by
expanding its freld of activities
through mergers or acquisitions in
other fields.
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In the picture

Sam Fink has been appointed creative director of the Chicago office of Young &
Rubicam, [uc., it has been announced by Karl F. Vollmer, vice president and manager.
Mr. Fink assumes the duties of crealive director, a new position in the agency’s Chicago
office, in addition Lo serving as vice president and art director, a post he has held sinee
1957. He joined Young & Rubicam nine years prier to his ascendaney to a vice presidency
of the organization. Mr. Fink studied at the Art Students League in New York and is an
oflicer of the Art Directors Club in Chicago. During World War 11 he served as a master
sergeant in the Army, Also announced at the same time as Mr, Fink's appointment was
that of H. Kenneth Hayes as copy director for Y&R in Chicago. Mr. Haves had heen as-
sociate copy director and has been with the agency in Chicago for more than 12 years.

Norman 1. Strouse, president of J. Walter Thompson since 1955, has become chief
exccutive officer of the agency, succeeding Stanley Resor, who continues as chairman of
the board. llenry C. Flower Jr. and Samuel W. Meek continue as vice chairmen. It has long
been the policy of the Thompson organization that its stock should be held by personnel
active in the company. Mr, Resor’s stock has heen acquired by the J. Walter Thompson Co.
profit-sharing truslt for members of the company staff. The trustees of this trust are all
members of the executive committee as well as of the hoard of directors of the company.
Mr. Strouse joined JWT in 1929, after four vears with the Seattle Post-Intelligencer, and his
brilliant career includes rising from private to major in World War Il and winning a post
in General Douglas MacArthur's southwest Pacific headquarters.

Dr. Benjamin Lipstein (1), Frank Stanton
(¢.) and Dr. Arthur H, Wilkins (r.) have been
elected vice presidents in the rescarch department
of Benton & Bowles. Inc. Dr. Lipstein and Mr.
Stanton both joined the ageney in 1958 as project
directors and carlier this vear were named associate
research directors. Dr, Wilkins went with B&B in
1957 as a project director and several months ago
was appointed direetor of advertising and develop-
mental rescarch.

I N

Jerome J. Cowen has joined Kenvon & Eckhardt, Inc., as a vice president and account
supervisor, according to an announcement from the agency. Mr, Cowen. who is a graduate
of the University of Michigan. comes to Kenvon & Eckhardt following a lengthy associa-
tion with Cunningham & Walsh. Joining the latter ageney almost two decades ago as an
assistant in the research departinent, he later became a copy writer. an assistant acrount
excentive, an account execulive and finally an account supervisor. He was made vice presi-
dent and director of the account management department of C&W in 1954, Three vears later
he was named general manager of the agency’s San Francisco office and in 1958 was elected
executive vice president in charge of west-coast operations, He returned to New York on
April 1 last and now resides with his family in Titasville, N J.

L

Richard F. Revnolds has been appointed a vice president of 1. I, Brother & Co. and
divector of television and radio for the ageney, it has been announced by Kenneth G. Manuel.
president. Mr. Revnolds joined the v-radio department of D. P. Brother in 1955. Born in
Marion, Ind., he holds an A. B, degree from DePanw University. He was a reporter on the
Indienapolis News before serving for three yvears with the U. S. Navy Bureau of Aeronautics
during World War 11. While a lieutenant commander in the Navy he was cited for develop-
ing new motion-picture production techniques, and he has subsequently received a number
of awards for his television production work. Prior to going with D. P, Brother Mr.
Reynolds was a senior account executive and television and radio director for another
agency, and general manager of Cinecraft Productions in Cleveland.

July 11, 1960, Television Age 71
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WAKE

UP!

Open your eyes to the facts about the
Rochester, Minnesota Market.

Rochester, Minnesota is the fastest
growing metropolitan market in Min-
nesota with a consumer spendable in-
come of $886 million.

You can reach this market with KROC-
TV that delivers 70%, sign-on to sign-
off share of audience,

Join the wide-awake, alert advertis-
ers who are using KROC-TV.

The Meeker fellows will give you all
the eye-opening facts.

=

KROC-TV

CHANNEL 10

Rochester, Minnesota

National Representative:
Venard, Rintoul & McConnell, Inc.

Minneapolis: Harry S. Hyett Co.
Network Representative Elisabeth Beckjorden

72 July 11. 1960, Television Age

THE LIGHTER SIDE ’n (camera

Regardless of sex: Reginald Rose's
drama, 12 Angry Men, was originally
performed on television. Since then it
has been a movie and is now a stage
play. And, according to I’aul Nathan’s
column in Publisher's Weekly, the
Rose work has been one of the
Dramatic  Publishing Co.s  most
popular and profitable titles.

The wayv this has come about is,
we must say, kinda sneaky. The pub-
lishers. knowing that amateur acting
groups are always more stocked with
women than men. put out a second
play—12

version of the Angry

Fomen.
* # +*

At the University o] Michigan.
researchers have found that the coflee
break does help employes perk up.
But thev’'ve dalso discovered that the
drippy feeling employes get from the
daily grind will not be helped if the
coffee goof-off comes too soon after
breakfast or lunch.

The peak stimulation from the hot
hean starts some 20 minutes after in-
take and lasts for about two-and-a-
half hours. The uplifting effect, houw-
ever. is washed out more than some-
what if the second cup is consumed
during that 150-minute period.

Make the second one tea.
* * *

Flat Flat World: Last vear a news-
paper columnist in London used a
fizure of speech suggesting that a cer-
lain action was about as impossible
as finding someone who still believed
the earth was flat.

Bv the next post he was swamped
with protests from the members of a
society called The International Flat-
Earth Society. As a result of the mail.
TIFES seeretary Samuel Shenton was
invited on BBC television to explain
the beliefs of the group. Now Flat-
Farthman Shenton is madder than
ever. He accuses the BBC of deliber-
ately trying to ridicule his society.

He said the flat-earth theory was
not just a crvazy doctrine. Mr. Shen-
ton. who in his daily round is a sign
writer, helieves the sun is only 32
miles across, and it and the moon are
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both {lat, luminous discs. It was hack
in 1920 that Sam Shenton first re-
jected the accepted theories ahout the
iniverse and came to believe that the
carth was as flat as a pancake.

“When vou travel around the world
hack to the point where you started
[rom, it's just like walking around
the edge of a plate,” he explained.
the Associated Press reports. “Be-
vond the edge is a vast ice harvier—
from which no man has ever re-
turned

Secrztary Shenton belicves that if
vou keep walking in a straight line
vou will come to the edge of the
world. Bevond this is that =olid ice
barrier And behind this may he. he
claims, thousands of people who every
vear are reported missing. They've
walked off the edge of the world.

Nothing to worry about. really.
Just dor’t 1ake too long walks.

¥* * *

Life in this television age: Sir Alec
Guinness, the British actor who has
won the American Oscar, has turned
down a 81 4-million offer to star us
hest and participant in Yankee tele-
vision program for a U. S. beer com-
pany. “I am a happy man.” the
knighted thespian explained in re-
Jusing the brewed loot. “I have a nice
home, a happy marriage, and I have
my dogs. What more do I want?”

Dow’t know, sir. But someday
doggie might need a new pair of
booties,

* * *

Politizs in this television age: A
half-hour programn originating from
wror-Tv Washingten as a public-
service feature of CBS Television,
made some pointed comments on the
part television will play in the Re-
publican convention.

The delegates were reminded that
“this will not be a lark. We'll he
judged by what we do—and how we
do it.”

The iraplication was clear that. just
because thev'll he on television, it
won't give anv delegate the right.
when he disagrees with another dele-
gate. to atart shootin’ up the hall.
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GOLF TIP OF THE DAY s

DOW' FINSTERWALD
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. p 4 / / : P
Interview: /’f; Lol Ve otioits. % .
Account Executive of Fletcher Richards, Calkins & Holden when

asked why he selects WLW Radio-TV stations
for U. S. Rubber Farm Boots:

“Our WLW advertising enabiled U. S. Rubber Farm Boots to open
25 new dealerships in the WLW primary coverage area!”

“And this WLW campaign sparked dealers
into unprecedented enthusiasm and
ooperation in promotional tie<ins!’

“This first Radio attempt to sell these particular
U. S. Rubber Farm Boots was so successfui that we'll be back
again and again on WLW with lots more advertising to boot!”

Call your WLW Stations' Representative . . . you'll be glad you did! The dynamic WLW stations ...

WLW-1 WLW-D WLW-C WLW-T WLW-A

Television Television Television Television’

Dayton Columbus Cincinnati | Atlanta

Television
Indianapolis

Crosley Broadcasting Corporation, a division of Avco
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