
AGENCY MERGERS AND TRIPLE-SPOTTING MAKE NEWS 

4- 

.No triple spots; lee Rich, 
media director of lienton & Bowles, 
a key P&G agency, led the battle 
against triple-spotting on tv. The 
pressure brought by B&I», other 
agencies and networks was effec- 
li\e in cutting clown this practice 

Leads ANA; Election of Henry 
Schachte, ad v.p. of Lever Bros., 
as board chairman of ANA, puts a 
representative of a predominantly 
air advertiser in top ANA post for 
first time in several years. lie has 
had wide experience in ad field 

'A 

Net and indie: Todd Storz, a 
leading independent broadcaster, 
startled the industry by picking up 
an NBC Radio affiliation for his 
recently acquired KOMA, Okla- 
homa City. Slorz contended his 
move involved no policy change 

> 

Vfiencj blender: Adolph J. 
Toifjo, prr-idrnt of Lcnm-n & New- 
ell, sjmlmlizes agency merger trend 
a-, L&M absorbed such firms 'a> 
liuehanan, C. L. Miller. Mergers 
pushed I toward S90 million 
mark in o\cr-aII agency billings 

Day and night: Oliver Treyz 
became president of ABC TV, 
launciud Operation Daylireak in 
1958. The second move made ABC 
fully competitive during the day. 
Treyz hopes to repeat success weh 
has had in moving ahead at night 

Syndication too: The multi- 
sided Jack Wrather, station owner, 
producer, oil man, hotel magnate, 
added other sides in 1958 with his 
setting up of Independent Tv Corp., 
his acquiring of TPA. His tv firm 
has arms in Canada and England 

tracts were becoininp more common. 
Other newsworthy events of the year 

include these haj)|)enings; 
• The rating sen ices began expand- 

ing in a number of areas, hut particu- 
larly in spot tv. 

• (.B> Radio cut hark its program 
ing. VfTiliates were given news to sell 
localh in exchange for permitting the 
network to keep all income from the 
programing it sold. 

• The machinery of tv station grants 
hv the FCC got a thorough airing in 
the vvakcKof accusations of influence- 
peddling for channels in Miami. Bos- 
ton and Pittshurgh. 

• \geney mergers continued at a 
healthy pace. 

• A return to first principles was 
called for at the ANA 1958 convention 
where advertising executives were re- 
minded that turning out advertising 
was still the prime agency task. 

Details on most of these develop- 
ments will be found in the stories 
below. 

AGENCIES 
The top agencies poeketed a bigger 

ahare of the radio and tlB business 
around during 19.58. This is shown by 
broadcast billings figures of the ,50 
leading air agencies™see the chart on 
the top 50 dn the page at right). 

This eoncentration of hillings will 
undoubtedly be spurred next year 

by the epidemic of agency mergers. 
The top 50 agencies billed a total 

of $1,342 million this past year, a 10% 
)umo over the 1957 figure of $1,222 
million. Total client spending in the 
two air media came to $2,015 million 
in 1958 (according to TvB and NAB 
estimates!, up 5.4% from the $1,912 
million in 1957. 

This would indicate that two out of 
every three dollars spent in tv and ra- 
dio is spent by the top 50 commission 
houses. On the other hand, these 50 
agencies' total spending (print and air) 
account for only 28% of total advertis- 
ing expenditures. Almost half of all 
hillings of the top 50 are in air media. 

{Please turn to page 50) 
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