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longer announcements, they would 
lose "a demonstrable edge in effi- 
ciency" and money would tend to 
go into network participations. 

The agency refused to recommend 
any actual pricing practices. How- 
ever it asked for "tangible evidence" 
that stations had changed their poli- 
cies toward prices and availability. 

"The best place to make your 
move," Zeltner wrote to the reps, "is 
obviously with the most competitive 
rate card your stations can publish." 
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$11.7 and $5.9; J. A. Folger, $4.4 and 
none; Standard Brands, $2.6 and 
$0.9; Nestle, $2.6 and $0.7; Hills 
Bros., $1.7 and $1.0; Duncan, $1.1 
and none; M. J. B., $1.1 and none; 
Chock full o'Nuts, $0.8 and $0.02; 
Paxton & Gallagher, $0.8 and none, 
Wm. B. Reily, $0.7 and none. 

Of the 20 leading food companies, 
13 increased their tv share in 1960 
over 1959, as follows (in percentages 
of total advertising): General Mills, 
53.4 to 57.5; National Dairy Products, 
36.0 to 42.8; Kellogg, 61.8 to 75.3; 
Campbell Soup, 29.8 to 32.0; Nation- 
al Biscuit, 67.2 to 72.0; Quaker Oats, 
36.3 to 38.5; Hunt Food, 36.3 to 49.5; 
Pillsbury, 44.0 to 68.3; Ralston Puri- 
na, 69.8 to 71.8; Carnation, 36.8 to 
57.2; Heinz, 39.7 to 40.8; Beech-Nut, 
75.4 to 86.3, and California Packing, 
6.8 to 17.4. 

Barry suceeds Werner at Y&R 

Charles C. Barry is the new direc- 
tor of the radio and television de- 
partment at Young & Rubicam. 

He joined the agency two years 
ago and has been in charge of tv/ 
radio programing. 

The former director of the depart- 
ment, v.p. Mort Werner, has re- 
signed. 

Werner is going to NBC TV as v.p. 
in charge of programing. Barry, inci- 
dentally, is a former NBC TV pro- 
grams v.p. 

Container Corp. 

back at Ayer 

Container Corp., which left 
\. W. A}er last Januar) after 
a 2.3 }ear affiliation, has re- 
turned to the agency. 

Deeiding factor is under- 
stood to he Ay^rs concession 
in huilding up its Chicago of- 
fice where Container is hased. 

Account is figured to he 
worth ?()..i million. 

NBC spot sales unchanged 
NBC TV Spot Sales is not chang- 

ing its complexion in any way. 
It will continue to represent the 

NBC TV o&o's on all national spot 
business, and exclusively so. 

In other words, each o&o sales 
staff will sell locally only, leaving 
national sales, regardless of market, 
to NBC TV Spot Sales. 

WBOF, Norfolk, to mutual 
Two Norfolk stations of Metro- 

WBOF, Inc., have affiliated with the 
Mutual Broadcasting System. 

They are WBOF and WYFI-FM. Lat- 
ter is among the first separately pro- 
gramed fm stations to become a net- 
work affiliate. 

FOUR JOIN N. W. AYER 

Joining the Philadelphia office of 
N. W. Ayer are four new executives. 

Selden B. Clark, former Philadel- 
phia branch sales manager of Rem- 
ington Rand electric shaver division, 
joins as a representative. 

Robert J. Hardy leaves D-F-S, New 
York, to join the media department 
as a timebuyer. 

George P. Keeley, former assistant 
to the president of Hercules Ce- 
ment, joins the agency's plans and 
marketing department. 

Ernest L. Taylor leaves C&W to 
join N. W. Ayer as a copywriter. 

TIME, INC. AIR UNIT 
AM radio and tv activities of Time, 

Inc., are being put under an um- 
brella company, Time-Life Broad- 
cast, Inc. 

Weston C. Pullen, Jr., a Time Inc. 
v.p., has been named president and 

a director of 
the new com- 
pany. 

Others with 
T-LB v.p and 
d i rector's 
stripes are F. 
S. Gilbert, for- 
mer general 
manager of 

Time magazine, and Sig Mickelson, 
ex-president of CBS News. 

At present the radio/tv division of 
Time Inc. is producing a radio news 
show, "Topic A," is developing other 
air media services, and is looking 
into broadcasting opportunities 
abroad. 

Time-Life Broadcast Inc., owns 
and operates four sets of stations: 
WTCN and WTCN-TV, Minneapolis; 
KLZ and KLZ-TV, Denver; WOOD and 
WOOD-TV, Grand Rapids, and WFBM 
and WFBM-TV, Indianapolis. 
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Storer into tv programs now 
Storer Broadcasting is entering 

the tv program production field. It 
is forming a subsidiary to produce 
and distribute tv programs. 

The new company will be based 
in New York and will have offices in 
Chicago and the West Coast. 

Writers, producers, and properties 
are now being lined up. A sales team 
will be formed later. 

Yardis acquires Keilson 
Yardis Advertising Company, Phil- 

adelphia, has acquired a New York 
advertising agency, Keilson Com- 
pany, Inc. 

The acquisition was through Yar- 
dis Advertising Company of New 
York, a recently formed subsidiary. 

The agency acquisition is Yardis' 
fifth in the last two years. 
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