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Early american in late Saint Louis

t. Louis Wick Furniture Company is a high class
pecialty furniture outlet. Early American, to be specific

Wick had tried all forms of advertising before, but not.
with much success

‘hen a KSD Radio salesman suggested Wick buy part
ponsorship of Howard DeMere's ""Mem'ries Til Mid-
ight.” A program of quiet, shimmering music for the
ate, late hours.

2ard by the younger set—driving around late at night.
Thinking about marriage, furniture and that sort of
thing.

Heard by the older set at home relaxing from the fast
pace of the day. Thinking about adding furniture.

Wick said OK. For 4 weeks we'll try it. That was last
March. Wick still sponsors the program. And it’s still the
only broadcast advertising Wick does.

NG Louts advertisers sell St Louwix o

The St. Louis Post-Iispatch Station

Charter NBC Affiliate / Represented nationally by the Katz Agency, Inc.
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Il get a million of ‘em!

Over 186,000 radio listeners responded to our $100,000 Lucky Calendar Sweep-
stakes during January alone. And every month they’'ll participate in a similar contest.
By the end of '63 we'll get a million — but most important to you is the response you'll

t on .. .the prize winning station 5
o el 77" WIPEN radio 95

PHILADELWPHIA
Represented by AM Radio Sales Company

SPONSOR/11 rEBRUARY 1963 .




YOU GAN WIN
ABET

BY KNOWING THIS FACT!
You Can Win a Billion-
Dol»lar Market Too!

(SIOUXFALLS

41S NOW AMERICA’S

|33 MARKET

among all 181 CBS-TV affiliates
®in terms of actual size of audience delivered.

KELO-LAND TV, now the 33rd highest rank.
ing outlet in tv homes delivered by the
CBS network, elevates Sioux Falls to the top
tier of major markets. It does this by means
of three strategically placed transmitters
operating as one station. Your message on
KELO-tv springs out beyond natural "line of
sight.”” It races at split-second speed through-
out Sioux Falls' 103-County Market. Only
KELO-LAND TV is geored to the full dis-
tribution flow of this mighty morket. Orly
KELO-LAND TV delivers it to you—com-
pletely, efficiently, intact!

“ARB March '62—6:30 p.m. to 10 p.m.
Sun. thru Sat. Avg. Quarter-Hour.

AND ADD THIS NEW SALES MANAGEMENT
DATA (FEB. 1, 1963) TO YOUR SIOUX FALLS/
KELO-LAND FILE . .

@ Total retail sales—Sl 050,925,000.
@ Food—$211,839,0
® Drugs—$34 258 000

CBS ¢ ABC

[[l@ LAND

KELO-tv SIOUX FALLS; and interconnected
KDLO-tv and KPLO-tv

JOE FLOYD, Pres.

Evans Nord, Executive Vice

[}
p 'ﬁ' Pres. & Gen. Mgr.
'/1 ~ Larry Bentson, Vice-Pres.
—rere
A ‘_/ P Represented nationally by H-R

In Minneapolis by Wayne Evans
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ningham & Walsh created the "Fingers” theme

photomation give unusual mood and motion to bank commercials pro-
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«| In Detroit...

WWJ NEWS s all

e HUKATI)
Us. CUSTOMSN INSPEcToy

regrve ) Y g,
N N E NS
Don Perrie, hot after a s_tory,

climbs into WWJ Newsmobile.

Ven Marshall covers salvage of
British motorship “Montrose’.

Dwayne Riley investigates

" S recent medical advances.

Britton Temby interviews one of
the city’s leading businessmen.

s 61

b 36,Fran Harris chats

|with popular cir-
_—[us performer
isisiting Detroit,

P, 64

p. 38

p. 53 o ' '
William Fyffe Kirk Knight

- reports status is at scene

b 56 of U. S. Air of a major
Defense team. Detroit fire.

o P e i i
IlnNo schedule-shackles. No clock-straitjackets. Whatever it takes to get the story and get it
across, WWJ News does. Result — spontaneous, accurate news coverage from the word GO!

ol THE AM and FM
{ NEWS
5 ' W WJ STATION RADIO

Owned and Operated by The Detroit News ¢ National Representatives: Peters, Griffin, Woodward, Inc,
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IN SALES VALUE

TEI:VISION

Check availabilities
with your MGM
Television salesman

NEW YORK + CHICAGO
CULVER CITY *« TORONTO

IN ENTERTAINMENT |




significant happenings in
A publisher's view of
broadcast advertising

»Man and the Monster

... We created the god of prograny ratings.

“Now we are preparing 1o completely antomate Mount Olym-
pus and make a god out of a computer.”

Robert Enoch, who made this statement, 1s president of
WXLW, Indianapolis. a founder of the RARB, and an astute
participant on the broadcast scene for more than 30 years. His
fears mirror those of hundreds of other broadcasters who note
beginning of the "computer age” and wonder what to make of it.

Media men at advertising agencics view the frantic efforts to
bring the big train into focus with mixed emotions. For every
media department employce who welcomes the advent of the
computer there are 50 who wonder who will feed it, what it will
be fed, and how it will affect their jobs.

So a little straight talk about computers is in order.

First, as expressed by Mel Goldberg, rescarch head of NAB,
careless use of the computer may result in GIGO. This means
“Garbage In, Garbage Out” and emphasizes the importance of
feceding the monster valid data.

But from the evidence to date (sce lead stories in sPONSOR
28 January & 4 February) the computer age will bring new
emphasis on qualitative rather than quantitative information.
We've been satiated with easy to compute cost-per-1,000 and the
like. Now enters the depth data and, from the broadcast side,
the new breed ol analytical media salesman, the “sales execu-
tive” described by Jack Dufheld of RKO General Broadcasting
in the 4 February sroxsor (page 67) .

As we sec it, which station in the market gets the national
spot nod in the computer age will depend on two sets of infor-
mation: (1) the needs of the client and statistical evaluation of
the station as registered by the computer, (2) a whole sct of
human equation factors that no machine can measure. Point
two will allow the timebuyer and media director to evaluate for
himself audience receptivity, staff know how, public service rec-
ord, good station practices, viewer and listener loyalty, prestige,
area rcach and the like. These flesh-and-blood equations are
part of the stock-in-trade of media specialists and frequently will
decide choice of station in the computer age.

Man is master of the monster.
%W &&/‘/‘/”L—

NEXT WEEK IN SPONSOR

“Are Piggybacks Necessary?’—Some advertisers say they are,
others disagree. Next week SPONSOR reports on where the
piggyback commercial is going on tv, and why it has become
a popular device.

SPONSOR/11 rreRUARY 1963

OLD FAITHFUL: Even man’s best

friend gets to know us pretty well,

because the family he lives with
spends a lot of time tuned in. Metro
share in prime time is 919, and
homes delivered top those of any sta-
tion sharing the other 99-. ARB,
Nov.-Dec., 1962} Your big buy for
North Florida,

South Georgia, and

Southeast Alabama is

w c T v TALLAHASSEE
THOMASVILLE

BLAIR TYELEVISION ASSOCIATES
National Representatives
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READERS CALLED FORTUNATE

I have just finished reading youw
story on video tape in the January
28th assue. | think it is exuoemely
well done.

Yow readers are fortunate in
being able 1o get such a clear, ac-
curate and thorough picture ol the
growth and cunent capabilities ol
the tape medinm.

It is no sinall task 1o assemble
this Kind of balanced, imformative
and comprehiensive story. In behall
ol my company and the entire vid-
co tape industry, 1 want 1o ex-
press my warmest congratulations.
JOHN B. LANIGAN, Videotape Productions of
New York.

\ 4

FURTHER INFORMATION

The article “CBS Mcaswmes Media
Flfectiveness” in the 28 January
issue ol sPONSOR s interesting—as
lar as it goces.

However, it does seem tome that
your readers would like to have a
bit more real information.

As staed, two matched samples
were selected, one was interviewed
helore exposure to the ads and the
other alterwards.  From these in-
terviews, it was lound that televi-
sion is much more eflective per dol-
lar 1han advertising in the four

~1-WEEK

FEBRUARY

Assn. of National Advertisers clinic on
lic-in promotions with other manu-
fachurers: Savoy llilton Hotel, New
Yoik, 14.

Mutual Advertising Agency Network
meeting: Rayal Orleans Hotel, New
Orleans, 14-16.

Midwest Advertising Executives Assn.
semi-annnal meeting: President 1lo-
icl, Kansas Ciy, Mo., 19-20.

International Radio & Television Society
round table luncheon: Fotel Roose-
velt, New York, 22,0 Discnssion of
‘America’s Voices Abroad”; produc-
tion  workshop:  Holel  Roosevelt,
N. Y., 27,

Broadcast Pioneers 1hird annual mike

Letters to
the Editor

Lugce-circulation magazines listed.

The produc advertisenents ap-
peared in these four magazines and
the  product  conmercials — were
broadeast on diflerent night-time
television programs on all three
networks.

But your article does not explain
how it was determined whether the
“People  Influenced  per Dollar”
were inlluenced by the magazine
ads or the tv commercials.

CBS always does an excellem
rescarch job so 1 an conlident that
the “net-net-net”  figures are cor-
rect. But | would like to know just
how the conclusions were reached.
I have an idea that quite a lew
others of your readers would be in-
terested in this information, too.
CHESTER MacCRACKEN, director of radio and
television, Remington Advertising, Springfieid,
Mass.

o Two separate matched samples were
wed, one for magazines, one for televi-
sion. Influcnce of ecach wmedinm was de-
termined by the separate samples. For

the full details, copics of the study are
available from CBS T'T.

\ 4

‘EXTREMELY COMPREHENSIVE’

Qur ('()ngrmulmi()ns on - an  ex-
tremely comprehensive look at the
television tape recording industry,

(T

CALENDAR

award banquet:  Amcricana
New York, N. Y., 23,

National Assn. of Broadcasters annual
conference af the state association
presidents: Shoveham  otel, 26-27.

Trotel,

American Assn. of Advertising Agencies
sonthwestern coundil meeting: Shera-
ton Dallas Hotel, Dallas, 28-March 1;
Michigan council meeting, Rackham
Memovial Building, Detvoit, 19,

American Women in Radio and Televi-
sion, New York City chapier, “Projec-
tion ‘63" pancl disawssions, McCaan
Erickson conference room, New Yok,
9 March and 6 April.

California Broadcasters Assn., annual
meeting, Mark Hopkins Fotel, San
Francisco, 7 March,

Iy I R R TR RO ST

Your fair appraisal of the tape
technique is bound to causce many
people to re-assess their opinions
on the relative values of tape and
film.  Again, our congratulations
on youn article and your fine pub-
lication.

JAMES E. WITTE, general manager, Tele Tape
Productions.

SPEAKING OF COVERAGE

It is with a great deal of personal
pleasure that we enclose a check
Tor our initial  subscription  to
sPONsOR. Tlow  many  does  this
make? During the past cighteen
years or so, since Norman Knight
first. brought me into the business
in Morgantown, West Va., 1 have
never worked for or with an organ-
ization that did not subscribe to
SPONSOR,

HOWARO “JEFF” FORBES, president, Sight
Sound Motion Productions, St. Petersburg,
Fla.

\ 4

KUDO TO AGENCY
Thank you for printing the picture
and story (see 21 January, page 61)
of KBA'T's outdoor sign in Dallas.
I would like to give recognition
and thanks where it's due. The un-
usual and cffective design ol the
sign is the work ol KBAT's very
lne advertising agency, Waghorne,
Schwerke, and Associates of San An-
tonio. It was work like this that
brought the agency the first place
award for creativity in national
competition sponsored by the Jun-
ior Outdoor Poster Asociation.
CHESTER MAXWELL, sales manager, KBAT, Dal-
las, Tex.

\ 4

SPECIAL HANDLING

Many thanks . . . for the fine way
vou handled the article (“The 10
Best dgency-Net Negotiatlors™) in
the 17 December sronsor.

HERMINIO TRAVIESAS, v.p. and manager, tv/
radio department, BBDO, New York.

\ 4

“KIND TREATMENT”

Thank you very much lor the kind
trecatment  which  you  accorded
Daniel & Charles in your recent
item (“Ten Hot Young Agencies to
Keep an Eye On,” 14 Jammary) on
the “creative’ agendies.

JOSEPH H. MINTZLER, Daniel & Charles, New
York.

SPONSOR/11 FEBRUARY 1963
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Everyone makes much about the tenth anniversary .. . it’s a real tizzy when the twenty-fifth is
reached . . . and they commission bards to pen immortal ballads for the fiftieth anniversary. So, why
all the fuss about WTIC Radio being thirty-eight years old which it is, by the way, on February 10.
Maybe it’s because this is the last year we’ll have a chance to claim that we're younger than Jack
Benny . . . or perhaps it’s because we’d like to remind you that you can still rely on WTIC for top
radio advertising this year, just as you have in the past thirty-eight. Incidentally, we’re not showing
any signs of age. Perhaps it’s because we’re too excited about the future to dwell too long on the
past

If you want proof of WTIC Radio’s vigor and clear leadership, ask your Henry I. Christal man to
show you a copy of the latest Politz survey of our rich, rich Southern New England area.

(-K 'WTIC AM/FM

Broadcast House
3 Constitution Plaza
Hartford 15, Connecticut

WTIC AM /FM is represented by the Henry I. Christal Company

SPONSOR/11 rEBRUARY 1963
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T f th
- op of the news
= in tv radio advertising
11 February 1963

AFA NAMES COOPER PRESIDENT

While in Washington for the annual AFA/AAW Mid-Winter
Conference last week, the AFA elected Mark F. Cooper o the
presidency, which has been unfilled since last September. For the
past five years public relations director of the General Telephope

Co. of the Southwest, San Angelo, 'Tex., Cooper was selected from
a ficld of more than 40 qualified candidates by a 10-man AFA
Committee. He has had wide experience in advertising, public
relations, and in state and national legislative matters. He will

soon move to New York with his family to take up the new post.

LATE NEWS SHOWS GAIN MOST DURING NEWSPAPER BLACKOUT

Available data on television viewing during the New York newspaper strike
indicates late news shows arc the big gainers. T'wo wecks prior to the strike,
an average of 47.19, of New York homes were using television in the 11 to
11:30 p.m. time period, according to A. C. Niclsen. Two strike wecks in De-
cember and January show homes using television at 50.69, in the 11 to 11:30
p.m. period. The same strike weeks a year ago found 48.99, of the homes
using television from 11 to 11:30 p.m. No clear-cut gains arc shown in the 6
to 7 p.m. time period. Mecanwhile, the Burcau of Advertising of the ANPA
has released figures which 1t says document a steady decline in retail sales in
New York since the start of the strike. In comparison with Federal Reserve
tabulations of department store sales in the total U. S., the New York City av-
crage was 4 percentage points lower during the five weeks preceding the
strike; 5.5 points lower during the two weceks preceding Christmas; and 10.2
points during the five weeks following Christimas. In the wake of these and
various reports of the effect of the newspaper blackout, RAB commissioned
Richard Manville Rescarch to study buying habits of adult women during
late January in Cleveland and New York. The report indicates that 819 of
women in Cleveland said they were spending as much or more in January 1963
as during January 1962. RAB administrative v.p. Miles David commented that
“the radio industry does not seck to make this abnormal period a test. But
claims made for newspaper ‘indispensability’ in a manner derogatory to other
media made it necessary that we provide a balanced analysis.”

OIL ASSN. BUYS FIRST AIR TIME IN 40 YEARS

The Pennsylvania Grade Crude Oil Assn. has begun 39-week co-sponsorship
of ABC Radio’s News and Comments by Alex Dreier through its agency,
Mecldrum & Fewsmith, Inc. Until now, the 40-ycar-old association billings
had been in magazines exclusively. The drive-time program (Monday-Fri-
day, 6:30-6:40 p.m. EST) is co-sponsored by the Miller Brewing Co.

3 ispouson/u FEBRUARY 1963
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Top of the news
in tv[radio advertising
{continued)

BENDIX MARKETS NEW CLOSED CIRCUIT TV SYSTEM

\ new closed circuit television system for imdustial and insnitutional use s
being marketed by the Bendix Corp. Known as the BX-7, the systemn was
st developed for military and space operations. Tt automatically adjusts to
light conditions varying from brilliant sunlight o virtually 1otal darkness
without loss of picture, says Bendix.  Applications include close serutiny of
the manulacturing processes in production of paper, synthetic yarn, steel,
and chenucals, as well as mght surveillance of industrial property.  Other
uscs, anticipated by Bendix, ave underwater scarclt, study of x-ray and oper-

ating proceduves in hospitals, and in schools and colleges.

HUNT'S PAINTS MOVES FROM FRC&H TO Y&R

Fullev Paint Division of Tlunt Foods and Industries. Inc. (150 siores and
1700 dealevs i western states) . has wransferred its account frone Fletcher
Richards, Calkins & Holden, San Francisco, to Young & Rubicamt. Los An-
geles, clfective 30 April. YRR las been the Hunt agency since 1945, Reason
lor shift: Fuller stafl’ has moved to corporate olhces in Fullerton, Calif,, en-
abling accounts o be handled through a single agency oflice, wlich the firm
prefers.

ANA COURSE TO SHARPEN MANAGEMENT SKILLS

First comrse it the Association ol National Advertisers new Advanced Adver-
tising Management series will be held 10-15 March at the Westchester Coun-
try Club, Rye, N Y. ANA members will bone up on subjects which include:
the creative function. planning, media strategy, organization and agency rela-
tions, budgeting, cte.  Faculty is made up of outstanding leaders and practi-

tioners in advertising, marketing, and related fields.

ED GREY RESIGNS SUDDENLY FROM TED BATES

Fdward \. Grey, senior vice-president in charge of media operations at "Fed
Bates for the past nine years and one of the best known hgures in his held,
resigned suddenly last Friday., The break was veputed stennuing from a
schism that has been reported developing in top anagement authority.
Grey plans to put in sowe southern hshing before making his next connee-
tion.

SPONSOR-WEEK continues on page 14
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BTA-IRI

1 KW AM Transmitter

RCA’s most popular AM transmitter

This 1 KW AM Transmitter is one of the finest RCA has
sver offered. More have been installed than any other type
RCA | KW Transmitter—because it ideally meets require-
nents of local stations.

For the listeners, the best sound and the loudest sound.
ror the owners, highest assurance of fine performance, with
1 long list of operating advantages: Accessibility full front
ind rear for casy maintcnance...low operating costs with
t’ew tube types...unrestricted remote control without need

for building heat, thanks to reliable silicon rectificrs and
temperaturc controlled crystals...simplified operation and
single tuning procedures, with all operating controls mounted
on the front panel.

If you want the finest | KW, you'll want to know more
about the BTA-1R 1. Call your RCA Broadcast Representa-
tive. Whatever your broadcast requirements, you’ll find him
exceedingly helpful. Or write to RCA Broadcast and Tele-
vision Equipment, Building 15-5,Camden, N.J.

The Most Trusted Name in Radio
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Top of the news
in tv[radio advertising
(continued)

COX TO ADDRESS OKLAHOMA BROADCASTERS IN MARCH

GO EASY

FCC Broadcast Burcau chief Kenneth Cox, whose appointment as connnis-
stoner 1s awaiting confirmation by the Senate, goes to Oklahoma next month
to address a two-day seminar of the state broadcasters association there. In
addition to making a major address, Cox will conduct two sessions: “Intro-
duction to FCC Rules and Regulations”™ and “Program Logging.” Others
who will address the mecting, 9 and 10 March, are Vincent Wasilewski, chicf

legal counsel, NAB, and Clee Stillwater, attorney for the Oklahoma Broad-

casters Assn.

ON CONTROLS: BELL & HOWELL PREXY

Praising the performance of “Madison Avenuce” and its contribution to our
national cconomy. Peter G. Peterson, Bell & Howell Co. president, last week
told the 5th Annual AFA AAW Mid-Winter Conference in Washington,
“. .. Tam not suggesting that the government does not have a right and a duty
to inhibit the "hard-core’ falschood, the base misrepresentation, the hit-and-
run lie perpetrated by the fly-by-night company.  But, beyond this obvious
excrcise of authority agammst fraud, we must tread very gingerly indeed.”

NBC TV SEES SHARP AUDIENCE UPSWING IN NEWS, ACTUALITY SPECIALS

Using the Nielsen fourth quarter reports for the two years, NBC notes that
news and actuality specials in 1962 picked up a good deal of audience mo-
mentum over those in 1961. The average fourth-quarter 1961 tv news spe-
cial on the network delivered 8.8 million total homes, 6 million homes per
minute and a 239 sharve of audience. This compares with 10.9 million total

homes, 7.7 million homes per minute and a 299, share of audience in the

1962 fourth quarter.

NAB NOMINATES 33 FOR RADIO BOARD OF DIRECTORS

Ballots have gone out to all NAB radio members in the clection of 13 new
broadcasters to sit on the association’s board of directors. Of the 29 mem-
bers of the board, terms of 13 of them expire 3 April, the concluding day of
NAB's 41st annual convention in Chicago. Ballots must be returned to NAB
headquarters by 28 February. Election results will be announced 1 March.

SPONSOR-WEEK continues on page 42
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In a class by itself...

People ... Programs . . . Points?

When faced with a choice of mass or class, select
the station in Cleveland and Northern Chio that pro-
vides both people and points.

Most recent Hooper and Pulse total shares* show
that WIW Radio with “‘The Finest . . . Friendliest
Sound Around” has attracted Cleveland’s largest
adult audience.

Represented by The Katz Agency, Inc.

This large, adult affiuent audience is attracted to WIW
Radio because of balanced BEAUTIFUL MUSIC...TOTAL
INFORMATION NEWS...and established PROGRAM
PERSONALITIES.

Everyday WJW RADIO prestige programs and person-
alities produce top 40 type ratings and sales results
for both national and local advertisers, 1962 gross
billing: 53.5 local, 46.5 national.

James P. Storer
General Manager

*Hooper December-January 7 AM -6 PM — 14.6 coverage
Pulse August-September 6 AM - 6 PM — 12.5 coverage
1962

LOS ANGELES § PHILADELPHIA § CLEVELAND MIAMI TOLEDO DETROIT
KGBS WIBG wiw WGBS WSPD WIBK

STORER

NEW YORK MILWAUKEE CLEVELAND ATLANTA X TOLEDO DETROIT BROADCASTING COMPANY
WHN WITI-TF WiW-TV WAGA-TV WSPD-TV WIBK-TV
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SUNNY’S
REALLY
COOKING

More advertisers are
spending more dollars
on WSUN...

than at any time in

our 35 year history

ONE CF THE NATION'S
GREAT STATIONS

WSUN

5 KW 620 KC
Broadcasting 24 hours daily!
TAMPA—ST. PETERSBURG
Get all the facts from

Natl. Rep: VENARD, TORBET & McCONNELL
S. E. Rep: JAMES S. AYERS

It

“DATA DIGEST |z

Homes tv at high level

Level ol homes usiug television through all parts of the day
continues 1o hold at a high plane. "The charts below, pro-
vided by A. C. Niclsen Co., show increases in per cent of
homes using television in all day parts except in the morn-
ing, where the decline was but one per cent.

TREND OF HOMES USING TELEVISION- ALL EVENING-1- 11 PM

0CTOBER

1961 1962

HOMES USING TV 54.0 852 +Th

ETZ & CTZ NEW YORK TIME; PTZ LOCAL TIME

In the evening hours, television viewing showed a rise of two per cent
in October 1962 over the same month a year earlier.

TREND OF HOMES USING TELEVISION- MON- FRI. 9AM-60M

OCTOBER

9AM- 12NN 12NN - 3PM 3IPM - 6PM
1961 1962

241 Tk

ag B2 % e

wmisusmeve 139 137 14

€Y2 4 CTZ MEw YORK TIME, PTZ LOCAL TIME

In the daytime, the one per cent decline in the pre-noon hours was
offset by gains of three per cent in the early afternoon hours and a
gain of seven per cent in the late afternoon.
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Lo ‘MY CLIENT’S GOT A RIGHT T0O JUSTICE EVEN THO’ I'D RATHER PUNCH HIM IN THE NOSE

ABRAHAM LINCOLN JONES ATTORNLY AT LAV

STARRING JAMES WHITMORE

AS ABRAHAM LINCOLN JONES, ATTORNEY-AT-LAW
] CO-STARRING JANET DE GORE AND CONLAN CARTER

re is superior television drama, the generously humorous, some- guished guest stars like Otto Kruger, Dick Powell, Lyle Bettger, Jean
Ines explosive stories of an impulsive, forceful lawyer dedicated to the Hagen, Hugh Marlowe, Robert Middleton, Arthur Franz and others.
Incipal that the law is the foundation of our freedom. His concern is

=S This series was so popular that when it was taken off the ABC network
ire for justice than for a lucrative corporate law practice.

more than 400,000 letters of protest caused its return to complete its

I ning the regular cast of Janet DeGore and Conlan Carter are distin- network run ... an unprecedented event in the annals of TV history.

IW AVAILABLE ON AN INDIVIDUAL MARKET BASIS 45 HA EPISODES OF 1 LAW

e

600 FIFTH

- AVENUE
‘& FOUR NEW YORK

("PROVEMPROGRAMMING" FROM

i STAR 20
DISTRIBUTION CORP. NEW YORK
LT 1.8530

f . ¢ .
TR AT J . =¥ & A SUBSIDIARY OF FOUR STAR TELEVISION J
|[I’I$ MEMBER

5 lWALSO IN DISTRIBUTION: THE DETECTIVES / TARGET: THE CORRUPTORS / STAGECOACH WEST / DICK POWELL'S ZANE GREY THEATRE

|
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flook South ... and you’ll see TB

for news, weather, sports and opinions
every weekday...via TV-3 in Columbus, Ga.!

These men have a “fabulous following” in TV-3
land. It’s an area that covers 66 counties in

TOP ROW: Left to Right . . . .
John Hodgos— A;ir‘nmg Edition Georgia and Alabama. Keeping this area in-
David Lea- M:d-da,\l'._(l';'(t)ilf;ﬁ(:; formed is a responsibility TV-3 performs with
Night Editson men of experience.
Dick '““‘f"“"“““ "“,,5’_.'_',’;,"_‘;_.";}‘,":;;:3'; This performance continues to pay off with addi-
phosiel L s bi;ﬁf;};i%j{ﬁf};‘}.’; tional homes dehve1:ed. Th'e' latest NSI. shows
Night Ldition our full-hour “Evening Edition” delivering the
BOT'TOM ROW: Left to Right O -
Doag Wallace EL;’_,”-,,‘;:“E,,,.,,.O,, most homes of any multlplg week. shgnv. It pre-
Weather ‘,i;?,‘,’;‘,*; f:%’;%’; sents news, thought provoking editorials, sports
Don Nahley - N,g;,,l'%ig,l,‘,; and a Pulsebeat of the area. A weather show
Sports 8
Walter Graham—  Evening Edition second to none. .. plus CBS News.
Sports 6:30-7 30 PM .. R 5 e .
Walter Cronkite— CBS Netes This is the kind of programming “in depth” that

fasTE0 P has built such a fabulous following for TV-3.

People have confidence in us. So can you.

WRBL
Television

Columbus, Georgia CBS
TELECASTING FROM THE NBC

WORLD’'S TALLEST TOWER
“1749 feet above ground”

J. W. Woodruff, Jr., Pres. and Gen. Manager

Ridley Bell, Station Manager

George (Red) Jenkins, Dir. National Sales

REPRESENTED BY
GEORGE P. HOLLINGBERY COMPANY
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o Interpretation and commentary
- on most significant tv/radio
and marketing news of the week

11 February 1963 / copyright 1963

Judging from information culled by SPONSOR-SCOPE from several top agen-
cies, the outlook for spot tv come the fall and even the first 1964 quarter is even
lustier than it’s been this scason.

To put what these agencies are saying in a nutshell: the budgets of their big package
goods advertisers as they’re now being set up accord heftier shares for spot as against
network tv.

This sharper trend toward putting more of their blue chips on spot is traceable to these
lines of advertiser re-evaluation of their role in the medium:

e Generally speaking, the rewards in homes impressions and cost-per-1,000 from night-
time network tv turned out far below expectations and to avoid a repetition of such an
eventuality, prudence calls for a reduction of the risk there and transferring some
of the eggs from that basket into spot tv.

¢ Good marketing dictates that greater stress be put on market variability and
hence added allowance should be made for augmenting network with strategically-timed
spot tv flights, thereby insuring to each brand the rightful measurement of promo-
tional flexibility in terms of both individual market and special occasion.

Note: ABC TV has adopted the flexibility theme for itself. In a brochure on re-
gionals that the network has just put out, emphasis is laid on the ability of such regional
purchases to render “maximum impact in selected areas.”

v

The Four A’s broadcast media committee, with its suggestion about protec-
T3 tion for preemptible spots, may have opened the door for something that the SRA
i Las been seeking for some time.
1 1§ And that something has beerr an opportunity to review the provisions in the stand-
With7 ard spot contract for tv stations, which the association deems somewhat outdated.

The SRA would like to make this examination of the standard form part and parcel of
M any discussion of a more favorable viability of preemptibles for advertisers.
| J (See page 25 for an in-depth analysis of the preemptible spot problem.)
gt v
[ pre-§

Chicago reps have taken up the slack in new spot radio business which has
befallen the New York sector so far this month, after a lively January.

The action in Chicago the past week included Kellogg (Burnett), Englander Mattress
(North), Mystik Tape (Hartman), and Rath Packing (Ludgin).
et On the national spot tv side the February pace, as far as the New York reps are con-
(V3 cerned, is promising enough to indicate a consecutive record month for the medium.

Two agencies that have been keeping tv reps definitely on the hop these past weeks are
Young & Rubicam and Compton.

anrtd
W

v
Madison Avenue’s lifting its eyebrows at the prices being quoted for new night-
- time fare scheduled by the tv networks for the fall.
I Here’s a sample of the tags put on one-hour shows:
PROGRAM ORIGINALS NET (NO.) REPEATS NET (NO.)
Clifford Odets-Richard Boone (CBS TV)  $140,000 (34) $40,000 (16)
Jamie McPheeters (ABC TV) 120,500 (36) 25,000 (16)
Mr. Kingston (ABC TV) 129,000 (34) 17,500 (18)
The Breaking Point (ABC TV) 119,000 (34) 30,000 (18)

wi| SPONSOR/11 FEBRUARY 1963
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Rep salesmen might as well face up to the fact that under the new procedure
in Y&R spot tv buying there’s no such thing as a personal pitch once a timebuyer
issues a call for availabilities on a new schedule.

The rule now in effect—whatwith the widening application of computer to the buying
process—limits the salesman’s function to submitting avails. If he has any further enlighten-
ing data, he’ll have to impart it in a covering letter attached to the avails.

What the agency’s media chiefs, Warren Bahr and Joe St. George, are trying to tell the
reps is this: the worst time to see a Y&R timebuyer is when the buying’s being done
and that the time to sell a timebuyer on a station or market is any time before a buy goes
into the works.

Personal relationships are encouraged and timebuyers should be kept updated on
a station or market story, but not when the station or market is under the buying gun.

v

That reshuffling in the media department of Ogilvy, Benson & Mather was
mostly spurred by an urge to streamline and tighten the buying process.

As explained to SPONSOR-SCOPE, the revised setup, which allocates authority among
three associate media directors instead of spreading it among five supervisors, will give
the department more of a vertical mode of operation.

The three associate directors: Jules Fein, Pete Triolo, and Cliff Bottomway, the
first promoted from media analysis and the other two having come up from timebuyer.

v

This is the period that the sports side of the tv networks unlimber their sales
artillery for the events they’ve lined up for the coming season.

Here’s the 1963-64 inventory as compiled by SPONSOR-SCOPE, with the package bill-

ings including time, rights, production costs:

ABC TV CBS TV Continued
EVENT PACKAGE BILLINGS Triple Racing Crown 350,000
Challenge Golf $1,400,000 TOTAL CBS TV $31,650,000
AFL Games 6,000,000 NBC TV
AFL Championship 425,000 National Open $ 250,000
AFL All-Stars 375,000 Buick Open 200,000
AFL Post-gameboard 1,500,000 All-Star Golf 2,800,000
Orange Bowl 250,000 Palm Springs Classic 200,000
Pro Bowling Tour 2,000,000 Las Vegas Tournament 200,000
Make That Spare 1,500,000 World Series of Golf 500,000
Wide World of Sports 5,400,000 Shell World of Golf 1,800,000
Gillette Fights 7,000,000 Rose Bowl 700,000
TOTAL ABCTY  $25,850,000 Sugar Bowl 700,000

CBS TV Pro Champ Football 850,000
Masters Tournament $ 275,000 Pro Bowl 250,000
PGA Tournament 225,000 Blue-Grey Bowl 250,000
NFL Games 10,800,000 Senior Bowl 200,000
NCAA Football Games 8,000,000 East-West Game 250,000
Cotton Bowl 350,000 Pro Football Highlights 600,000
Pro Football Kickoff 750,000 Liberty Bowl 250,000
Pro Football Games 500,000 World Series 3,800,000
Blue Bonnet Bowl 250,000 All-Star BB Game 600,000
Gator Bowl 250,000 NIT Games 300,000
Post Football Games 400,000 Bud Palmer Anthol. 1,500,000
Baseball Game of Week 6,000,000 TOTAL NBC TV 816,200,000
Sun. Sports Spec. 3,500,000 GRAND TOTAL 873,700,000

(See 4 February SPONSOR-SCOPE for breakdown of billings by sports types.)
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It could have been due to the severe cold spell at the time but bowl football on
New Year’s day delivered all-time record audiences.

The following data on NTI total audiences, as provided by NBC TV, shows how they
must have hung on to their sets from early afternoon into the evening:

GAME NETWORK TOTAL HOMES
Orange Bowl ABC TV 12,300,000
Cotton Bowl CBS TV 16,700,000
Sugar Bowl NBC TV 20,200,000
Rose Bowl NBC TV 25,400,000

Note: That Rose Bowl figure denotes 519 of all tv homes, never before achieved by
a football event.
v

All three tv networks, Madison Avenue negotiators note, have one thing in
common about their selling strategy for the 1963-64 nighttime season: they’re
each putting inordinate effort into getting orders for half-hours as against minutes.

Obviously, ABC TV and NBC TV are taking a leaf out of CBS TV’s stratagem of the
moment and that is telling prospects that their only chance of getting on the fall schedule is
via alternate hour or half-hour segments.

Observed the negotiator for an agency which is among the top three tv billers: “You
can’t blame the networks for trying to sell half-hours as a minimum segment, but you can
be sure that if anybody walked in with a substantial order for minute participations
he wouldn’t be directed to the nearest exit.

v

According to Nielsen, the number of network tv advertisers given to buying
into minute participation programs only has taken quite a hop this season.

Here’s how the rating service has broken down the types of sponsorship buys, with the
second December national report on nighttime serving as the base:

TYPE OF COMMITMENTS 1962 1961 1960
Multi-program buys only 61% 38% 28%
Alternate half-hours only 14% 23% 18%
Single sponsorships 10% 13% 26%
Multi-alternate 11% 16% 10%
Alternate & single 2% 3% 10%
Single & multi 0% 2% 1%
All basic buys 2% 5% 7%
TOTAL 100% 100% 100%
v

For P&G agencies these two months of February and March have the pressure
and bustle that’s without comparison in the business.

What keeps ’em on the tightwire: looking at network pilots, negotiating for fall
timé and programs, and at the same time getting their portfolios in order for the Cincinnati
meetings next month at which budget recommendations are discussed.

v
Only two specials of an entertainment nature scored appreciable tv audiences
during the past December, that is, during the periods measured by Nielsen.
These measured specials and their rating data:

PROGRAM DATE PERCENT HOMES

Hallmark Hall of Fame 6 December 12.5 6,225,000
Wizard of Oz 9 December 33.0 16,434,000
Here’s Edie 13 December 10.1 5,030,000
As Caesar Sees It 15 December 10.9 5,428,000
Mr. Magoo’s Christmas Carol 18 December 22.8 11,354,000
AVERAGE 17.8 8,894,000
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NBC TV, assuming from the lineup that it was showing around the New York
agencies last week, will retain 15-16 of its present shows for the coming season.

There’s still some repositioning to be done and there’s some question as to whether
Hazel will be moved 10 CBS TV (Tuesday, 9) by Ford and whether GE will alternate
with du Pont with an hour version of True.

The 1963-64 lineup as the agencies viewed it:

SUNDAY: 7:30, Disney; 8:30, P&G series; 9, Bonanza; 10-11, DuPant Show of Week.

MONDAY: 7:30, Feature movies; 9:30, TBA; 10-11, Mitch Miller.

TUESDAY : 7:30, the Matchmaker; 8-9, Mr. Novaks; 9-10, Clifford Odets-Richard Boone;
10-11, Bell Telephone Hour (alternate weeks).

WEDNESDAY: 7:30, the Virginian; 9-10, Kraft Hour; 10-11, the Eleventh Hour.

THURSDAY: 7:30, Robert Taylor; 8:30, Dr. Kildare; 9:30, Hazel; 10-11, Jack Paar.

FRIDAY: 7:30, International Show Time; 8:30, Empire; 9:30, Harry’s Girls; 10-11,
Andy Williams.

SATURDAY: 7:30, Joey Bishop; 8:30, Bill Dana; 9-11, Feature movies.

\ 4

Spot tv should find exeeptionally good pickings this spring from among ad-
vertisers who gear their spending mostly to seasonal pushes.

The business climate may be an important factor, but from agency reports there’s an
abnormal number of Father’s Day and graduation and wedding gift schedules on the
shelf ready for buying action when confirmation dates are feasible.

A couple of cases in point: (1) Norelco, Remington, and Schick, among electric
shavers, are each poised for the May-June gift-appeal sweepstakes; (2) Gulton (Compton)
will use 15 markets (this is double the last promotion list) to sell its renewal-battery line of
radios, flashlights, and lighters. The Gulton schedule will run seven weeks.

v .

Look for the toymakers to lean more toward spotting their commercials in '
adult-appeal programing when they do their buying for the fall.

The new tack is due to their discovery that parents are exerting more influence in
the choice of their progeny’s toys and it’s become pretty much a family concern as to
price, quality, and performance. It’s all probably due to past abuses by some members of
the toy fraternity.

At the moment the big tv users among toy manufacturers feel rather frustrated.
They’d like to announce to jobbers and dealers at the New York Toy Fair slated for the
week of 11 March what their tv buys will be for this fall, but they find that the networks i
can’t cooperate because they themselves don’t know what they’ll be scheduling at that
time, particularly in Saturday kid shows.

\ 4

The FCC may have opened a can of worms in advising licensees that stations
which serve substantially the same area violate the public interest by organizing
to sell themselves at a group rate.

Where the rub could come for the commission: determining what are gray areas in
such combination rate agreements. Particularly with respect to such combined stations
whose coverage sort of overlaps, but have different markets for their basic service area.

In radio, an instance would be the Philadelphia suburban group put together by Ave-
ry-Knodel and in tv, the Triangle Pennsylvania-Delaware uhf trio obviously set up to
compete with WGAL-TV. CBS TV advised SPONSOR.SCOPE that its legal department
was studying the FCC’s notice with respect to its application to the three uhfers.

About the only rep directly and unquestionably affected by the notice is Robert i
Meeker, who about a year-and-a-half back organized combination rate station clusters with-
in Denver, Salt Lake City, and Seattle. Meeker expressed surprise at the FCC’s action.
He had checked his project with the FCC a year ago. No objection was expressed, but he was
told he’d hear from the commission. (For more details see WASHINGTON WEEK, page 55.)
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Mr. Wiggly Worm does much more than wiggle

To you, he may be just a forefinger with a face painted on it. But to any
child in the Dallas-I't. Worth area, he is a personality on “The Mr. Pepper-
mint Show,” now in its third year and starring WFAA-TV's Jerry Haynes.
Sustaining the interest of his demanding audience, Jerry produeces the
highest ratings in his time slot. Wholesome and appealing, his is the show
that mother prefers her kids to watch. And she demonstrates her apprecia-
tion when she buys. Product-success stories prove it ... more eloquently than
even Mr. Wiggly Worm'’s smile.

5
‘Vb AA'TV Channel 8 abe WFAA-AM-IFM-TV Communications Center.
liroadeast services of The Dallas Morning News, Represented by Edward Petry & Co., Inc.
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Yes—it is great...and the world-famous San Antonio Stock ]
Show and Rodeo held every February is typical of the many
activities in the Alamo City. San Antonio...where almost
750,000 happy folks enjoy Venetian-like boat rides on the
picturesque San Antonio River ... Grand Opera Festival...
America’s third largest zoo...rides on the world’s longest
miniature train in tropical Brackenridge Park...South’s finest
golf courses ... world-renowned Symphony...outdoor art
exhibits on the River Walk... historic Missions...fiesta parades
...outstanding Museums...world’s largest Military Installations
... theatrical productions...sailing on beautiful Woodlawn
Lake in the heart of the city. All this and much, mmuch more
in sunny, funtime San Antonio. But beware -thousands of

tourists who visit San Antonio each year make it their home!

It’s Great to SELL San Antonio on KONO-TV | ch.12

THE RATZ AGENCY, 1v *
N, Notonal Representatves
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Tuesday  Wednesday Thursday Friday Saturday Sunday
$600 $1000 $600 $400 *$600 $600
$1000 $1200 $1200 $600 $600 $800
$800 $1200 $1000 $600 $600 $800
$800 $1000 $1000 $600 $400
$800 $600 $1000 $1000 $400 $800
$800 $600 $1000 $1000 $400 $400
$1200 $400 | s800 $600 $600 $400 $400

This time period is calculated as

7:50 pan. It is shown here as 7:30 for convenience of tabulation.

The preemptible system in its fullest development
This chart is prepared from portion of a rate card, in which local viewing patterns are apparently reflected by the station's
charge for prime-time 20-second announcements. In this particular system, all announcements are “preemptible” in the
sense that they are subject to price-reclassification, with due notice to the advertiser, and with the option to retain the
spot at its reclassified rate. In this chart, the distribution of lightest areas (highest-priced spots) indicates the peak viewing

Buyers want changes in spot tv

= — —_—

> 4A’s perturbed about preemptible practices

> Agencies ask for guaranteed run
> Cool response from stations and rep firms
> General overhaul of standard contract form?

s . — e

Thc buying and selling practices
of spot television may come un-
der review this year.

A first move toward such a re-
view was made last month by the
American  Assn. ol  Advertising
Agencies. The 4A made two “sug-
gestions” to stations about the han-
dling of preemptible spots. Sta-

y 1901 SPONSOR/11 rEBrRUARY 1963

tions now are giving their individ-
ual reaction to reps, whose collect-
ive body—the Station Representa-
tives’ Assn.—will in turn give a
considered reply to the agency
group.

Although the buyers of tv time
have limited their “suggestions” to
one section only of spot business,

knowledgable observers point out
that the preemptible spot lies close
to the heart ol the price adjust-
ment process. Any review of preemp-
tible spots must, theretore, touch on
broader issues: not only the mech-
anics of price resolution but also
the concepts which underlie it
Because of this, it's probable that
the 4A’s and thie SR.\ will sit down
for extended sessions at the conler-
ence table. (One result of this,
hopefully, may be a thorough re-
vision of the standard contract
form. Apart from the preemptible
question, both groups have other
matters which they feel could bear
adjusunent. This is likely to pro-
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A backward look at tv and preemption

WHO FATHERED PREEMPTIBLE
SPOT? Bouquets and some brick-
bats can be spread around: some
should go to John P. Denninger
(left), erstwhile vp and Eastern
sales manager of Blair TV. It was
in 1959 that Blair picked up the
idea, which had been put into ef-
fect three years earlier at WABC
TV, New York. (Joseph Stamler,
now vp, then was station sales
manager.) Another early advocate
of p-e was rep firm Adam Young.

Denninger now heads a finan-
cial counselling service, Executive
Capital Planning Inc. Looking
back on preemption, he says “It
allowed the law of supply and de-
mand to come into effect. I'm not
surprised at its widespread adop-
tion: We thought it was inevitable
. because of the unreality of the pricing structure.”

Another rep expert, Katz vp Daniel Denenholz (., below),

‘ comments indirectly on the current 4A recommendation by say-
ing that “Rate cards will be subject to special terms and con-
ditions for as long as a station’s audience fluctuates from pe-
riod to period—and so long as advertisers and agencies place
the emphasis they do on CPM. . .."

mendations,” explains the -L\'S, i
to (1) avoid waste o advertisers,
representatives, and  stations  in
naking preparations lor schedules
which may be preempted after only
a lew spots have been run—or none
at all; (2) 1o give agendies and ad-
vertisers  time  to compensate  for
the Toss of preempted spots.”

The bmmediate reaction to this,
from at least some stations and
reps, is a cry ol “They can’t have
their cake and eat it, 100.” Their
view 1s that buyers are trying to re-
duce the risk ol 1ecapture—yet si-
multaneously preserve the lowered
price that's a consequence of the
risk.

I such is the case, then the agen-
cies e guilty of a shightly disine
genuous approach. However, after
i discussions with L\ staffers and
| committeemen, sroNsor finds that
| the purpose of the “suggestions” is
not, ostensibly, to gain an advan-
tage but to correct what's viewed as
an abuse.

Buvers contend that spots are be-
ing recaptured  more  frequently
than  (experience shows) is prob-
able under normal risk conditions.
The supposition is that preempti-
ble spots are being oftered too free-
ly.

A secure base. In the theory, of
course, no station will discount its

duce leelings lavorable toward a
complete overhaul of the standard
contract.)

ot cont be gnored |

Selling practices. From the buy-
ey viewpoint,  the  immediate
causes of concern are some of the
practices which sumiround the sell-
mg ol preempiible spots. The
broadcast committee ol the 1.\
has made several casts at this prob-
feran in the List two years, and the
result is the brace ol “suggestions”
issued on B Januwary.

I'he association is mging tv sta-
1ons 1o consider adopting the tol-
lowing policies:

* No preemption during the ini-
il two weeks ol the schedule.

* At least seven dayvs notice of
preemption at any time during the
schedule (unless specifically waived
by the agenay at the ume ol pur-
chase) .

The purpose of these recom-

Liked or not, p-e spot can’t be ignored

“The preemptible system is valuable, but it can be abused. It's here
that stations often lose their virginity.”"—U'ay Heitin, WNBC TV

“We use it to correct a temporary cost-inefficiency. A major re-align-
ment is best handled by a rate card change.”—Scott McLean,
Crosley Broadcasting.

“P-e will be affected by the new monitoring systems. Advertisers will
check the turnover of any given spot.” Roger O’Connor, Bolling Co.

“A lot of major-market spot is sold this way, where it can't be dis-
counted too openly. It suits us, of course."—Bob Liddel, Compton.

“If properly designed it gives flexibility with respectability. But it's
not suited to every situation, and it can become a problem in the
hands of weak salesmen.”—James O’'Grady, Adam Young.

SPONSOR /11 rEBRUARY 1963
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spots as long as there’s a chance ol
making sales at the hixed rate. But
agency buyers report that the sell-
ers—under strong competitive pres-
sure in the last 12 months—have
tended 10 use the p-e rate as a lirse
line ol defense. The agency picture
is of stations and or reps chitching
at any straw to assure a uick buy,
With the base secured though pre-
euptible booking, the seller then
begins the serious business ol find-
ing buyers at the higher, fixed rate.
The result (it'’s claimed) is an alarm-
ingly high rate of recapture as the
fixed-position buysare subsequently
brought in.

Buyers also complain they have
not been getting enough warning
when their spots arce recaptured.
This is not a criticism of the Sec-
tion Three, run-of-station, or “sud-
den death” type of buy, in which
the agency knowingly runs the risk
of immediate recapture without
warning. The complaint is rather
that too many “Section Two™ buys,
in which the agency is guaranteed
a fixed period of advance notice ol
preemption, have in practice been
treatedd by stations as a sudden-
death spot. “Often,” laments a
typical buyer, “we find out about
it only when the bills come in...”

This is the background against
which the -LA’s broadcast commmitiee
makes its recommendation for a

e

standard, seven-day notice of pre-
emption. Purpose of the suggest-
ion is to tactfully draw the station’s
attention to the view that a prob-
lem exists, and also to standardize
the minimum period of notice. (In
the present proliferation of p-e
schemes, Section Two warnings
run anywhere from seven days to
28 days.)

There were a few startled yips of
protest when the 1A’s opinion was
made pul)lic, last month. How-
ever, the seasoned members of the
rep community are generally con-
vinced that there’s no essential
change involved in this part of the
4A suggestion, and that il there’s
any abuse of preemptible spots it
will be sclf-correcting as buvers
sharply lose interest in the stations
and reps that are responsible.

A reasonable notice. This ap-

|| pears to be the case. To borrow a

..E SPONSOR/11 kEBRUARY 1963
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military metaphor, the L\ memo
is not & Irontline dispitch, but i
olhcial bulletin released afier the
battle. X good deal ol the ollending
practice had already been rectified
by the time the LV’s got around (o
notilying the stations. “It’s now an
isolated problen,” reports Robert
Liddel, Compton Ageney v, p. and
LA committeentann. “Most stations
today, via their reps, do ofler and
maintain a reasonible notice of
precmption. But we'd also prefer
the added stability of a guaranieed

two-week tun at the stint ol the
conpaign,”’

The  consensus gathered by
SPONSOR Iy against  the  agencies
achicving o guarautee. "Thee’s a
stong practical rveason for setlers
to object, and a no-less strong point
ol priuciple.

The suggestion comes ont ol a
natural dislike of wasted  c¢llort:
once i schedule has been set it
should never, even through pre-
cmption, becone a total Joss, Sta-

(Please turn to page 63)

How the television audience varies from show to show
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Two charts prepared by the A. C. Nielsen Co. illustrate the range of viewing.
Not only does the total national audience vary from program to program, but
there are also basic fluctuations within the broad time period. Tv spot pric-

ing takes account of these changes.



Public and trade response to theme was enthusiastic
Cunningham & Walsh conceived “Walking Fingers”™ theme for Yellow Pages. Here s lranc from s
commercial introduced in 1962 on the Bell Telephone How . Farkas Filins, Inc., produced it for ATRT

Yellow Pages zoom with ‘fingers’

£

e — oy

> B’dcast media play big role in promotion

» Cunningham & Walsh creates ‘Fingers’ idea
> Awareness study proves theme’s impact

he dramatic growth of tele-
T])hnnc directory advertising in
America has been described as one
of the significant advances in mass
marketing. And what was once es-
sentially a local marketing service
has become a major national mar-
keting and advertising tool.

Most, if not all, ol Anterica knows
it as the Yellow Pages!

The growth of Yellow Pages
from its first telephone subscriber
dirvectory in 1878 (with its proud
Victorian listings ol hacks and
boarding stables) to its position as
an almost indespeusable  buyers’

28

guide is no accident. It s due to
three decades of consistent and in-
telligent promotion.

In 1962, the Yellow Pages,
through C&\W, spent between one
and two million dollars for na-
tional advertising and promotion
in all media. This was supple-
mented by three to four times that
amount spent by the 21 associated
Bell System telephone companies
in the areas they serve.

Reportedly, nearly hall of this
combined sum was allocated to
the broadcast media, with the em-
phasis on television, and mostly in

spot. Radio’s share of Yellow Pages’
promotion cante to approximately
I5 per cent ol the budget.

As indicated above, Cunningham
& Walsh handles the Yellow Pages
account on a national level, an as-
signment it has carnied out with
conspicuous success for some 35
vears—indeed, something of an
enviable record along Madison
Avenue. Member telephone com-
panies have their own advertising
agencies which, in many instances,
use the basic C&W advertising and
promotion campaigns as spring-
boards for local, state and regional
eflorts 1o point up the flexibility
of the Yellow Pages as an advertis-
ing medium.

Constant flow of ideas. Though
the Yellow Pages account may be
a venerable one in the C&W shop,
there is an unending flow of new
ideas from staffers. Perhaps the
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most notable ol the C&W ellorts 1o
promote the Yellow Pages was the
intoduction of the “Let Your
Fingers do the \Walking . . " theme
in all of the advertising and promo-
tion.

In the opinion of veteriun obsery-
ers of such matters, it marked the
launching of one of the most snc-
cessful picces of communications in
order to rcach the consumer via
television, radio, general magazines,
newspapers, car cards, foreign lan-
guage press, outdoor posters, elc.

Circulation of the classified di-
rectories zoomed about 0 per cent
in the past five years. It is estimated
that Yellow Pages circulation to-
day is 70 million.

In order 10 make greater use of
the Yellow Pages among the masses
in search of goods and services,
CR\W feels it has come up with a
most effective theme theme
launched in early 1962 and instant-
ly accepted here and there with
minor modifications by 19 of the 21
telephone companies.

—a

The “Fingers” theme last year
was used by some L1 companies in
tv spots: 18 companies used it in
radio spots and nine companies par-

TITLS  Starter = 60
LOKTR 1 - Miowte Redlc
RO, ReTP-00-62~4

1962 4 T & T YALLOW PAGES RADIO SPOTS

(S8 KOISE OF CAR STARTER THAT CAN'Y STaRT)

AMRCRY
CONTINUE UMNDER THZ

aw? you're valiing rowd fn circles looking fer parts and

repeire...
(S8 POLICRUAN'S VRISTLE)

Btopl lat your fingers do the welkingi Shop the Yellaw

Pages vayl
JINGLEs  let your fingere do the valking

eoves you many a tedilous shopping trip,
sometbing for your car = 1ike tires or ignitiom viree,,r
for your hoae — like roofing or weetherproofing ... for

your affice — like par

If your cer's parformance ia driving you cresy. . .
(S2 DOCR SLAMS,MAN GEPS OUT, WALES AWAY FAST.
FOLLOVING)

through the Tellov Pages,
Resd the ads, lears the fects, find it festl

Tou'll Pind & floger~tip trip through the Tallov Peges
thether you need

ar olr ¢

ticipated in the 24-sheet poster ol-
lerings, coupled with solid partici-
pation in display nrnerial made
available by the C&W agencey.

It was apparent from the ontset
ol the “Finger” theme, that Yellow
Pages was falling hieir 10 a power-
ful attention getter, Shortly after
its introduction, C&W sought to de-
terntine its level of awareness and
advertiser identification,

Awareness study made. 'I'wo
months after the “Walking Fingers”
theme had heen launched national-
ly, CRW asked R. H. Bruskin As-
sociates 1o conduct an awarencss
study.  The study was launched
March 28, 1962, Some 2535 per-
sonal interviews (1262 male and
1273 female adults) were conduct-
ed throughout the nation. The
study showsd that alter nine weeks
{campaign was actually introduced
on 19 January), 29.5 per cent ol the
population could complete the
phrase “Let your fingers do the
walking through .. "

In the Northeast, this percentage
ran as high as 416.3 per cent and as
low as 18 per cent on the Wesl
Coast. The division between male
and fenutle who could imswer cor-

FOUTSTRPS

or for your fanily — like chinavere o shos ripeir. So—
1ot your fingere do the walking. Check the ade ia te
Tellow Pages undar the hesding you want ... for helplel
information oa brend nenss, pradust featwres, reage of

eervices, Sealer locatioms, Check the Yellov Pages firak,

and you'll find anything [ast!
JINGLEI let your fingsre da the valkisg

AERCRY
Radio commercials also score

Shop the Yallew Pages vey!

Radio spots incorporating the “Walking Fingers” theme
are made available by Cunningham & Walsh to member
telephone companies. Tv commercials are also available
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throngh the Yellov Pagss,
Resd the adn, lvars the fects, fiad 1% fastl

rectly was about equral,

Oun 12 November ol 1962, CRA\WY
asked the Bruskin aescarchers to
conduct a second awareness study.
In this instnce, 2,531 persomal in-
terviews  were  conducted (1253
male and 1278 lemale adualisy, again
on a nationwide basis.

The progress repont was nothing
short of amazing. This time the
study showed that 17.3 per cent of
the otal poptlation  could  com-
plete the plirase “Let your fingers
do the walking hrongh "
(13.9 per cent male and 50.7 per
cent female.)

Again, in the Northeast, this fig-
ure ran as high as 60.7 per cent
(514 per cent for males, 16.6 per
cent lor females). 1n the Far West
these figures were lower, 22.4 per
cent (18.1 per cent for males and
26.1 per cent for lemales).

Why had the “Walking Fingers”
theme scored such penetrating re-
sults among the American people?
In discussing 1lie present national
campaign with a sroxsor editor,
F. Malcolm Minor, account execu-
tive for the Yellow Pages at Cun-
ningham & Walsh, observed that

(Please turn to page 66)

Let your fingers \ _ do the walking!

Sho,; the ¥
YELLOW PAGES

Shop Yellow Pages way reminder

New York Telephone Company, vie BBDO. has bought
60 and 20-second announcements adjacent to and within
all sports events on WCBS-TV to promote Yellow Pages



A great number of still photographs were needed
Noted photographer, Donald Mack, took about 1200 photographs for cach commerdial. No models were substituted for
hank cmployees, nor was artificial lighting used. The idea wis to give a fecling of naturalness and friendliness to the spot

More commercial creativity
| at lower production cost

New use of still photographs allows great flexibility;

N. W. Ayer team produces bank commercials

with unusual motion, mood through photomation;

technique faster and more economical

ew uses of a technique called
N sqqueese-motion or photomation
have allowed many advertisers to
produce creative commercials at a
low cost and in record time. The
techuique, which turns still photo-
graphs and artwork into a movie,
has been catching the attention ol
such major advertisers as  Breck,
Listerine, Betty Crocker, Colgate,
and the First Pennsylvania Bank-
ing and Trust Company in Phila-
delphia. Ouly five vears old, ani-
mation producers claim the proc-
ess is currently ten times more pop-

utar  than  the straight  cartoon
commercial.

The First Pennsvivania commer-
cials, handled by N. W. Ayer Agen-
«v, have achieved unusual crea-
tive levels by adding agency inno-
vations to commercial production
using  photomation.  The results
are something new in the normal-
lystaid bank advertising, and more
important, something new in mood
and motion lor all advertising.

The commercials the bank
wanted involved special considera-
tion. Nine one-minute spots were
necded on such services as savings
accounts, personal loans, home im-
provement loans, automobile loans,
etc. Nothing obvious was wanted
such as the usual man-behind-the-
desk approach in a loan sitnation,
or routine Dbefore-and-after-loan
pictures.

Creating a mood. “We wanted to
create a mood and say something
subtly through visual clements,
said Conrad White, agency pro-
ducer on the account. “It involved
a way ol looking at people and cap-
turing them under natural drcum-
stances. We wanted to show that
the customer was more than just a
man with a starched collar visiting
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The creative team selects appropriate shots

Copywriter Chris Conway (l) and art director Wes Shaw (¢) give their opinions of the photos and how they
will fit jingle and mood of the commercial. Producer Conrad White places the contacts on the photoboard

the bank, and people in the bank
were interested in him as a human
being. \What we were alter was a
feeling ol friendliness and casual-
ness.”

Executives at the agency felt that
the usual storyboard should be
jettisoned in favor of a broad de-
scription of the mood the agency
team would try to achieve in each
segment of the spot.

“Most clients expect the finished
product to be like the storyboard,”
White continued. *“We didn’t want
to lock ourselves into something
where we would have to photo-
graph exact scenes with people pos-
ing in pre-determined positions.”

The agency presented the client
with a description for each com-
mercial similar 10 the following
on auto loans:

(First 20 seconds) Location is
new car showroom. The pliotos
depict a young family looking at
a new car. Our viewpoint is to-
ward the people, not the car. We
are not really trying to tell what
they are doing at tlus point. QOur
aim is to record the actions and
reactions of these people in a warm,
human, and arresting way.

(Last 20 seconds) Location is

SPONSOR/11 FEBRUARY 1963

bank interior. The photos show
the same family applying for an
anto loan. 1We are an observer of
the attitudes and responses of these
people. We see that the customer
has been put at s ease; that the

31. There's interest

personal

bank people are friendly and sin-
cerely interested. The sequence of
stills does not tell a story, as such,
but establishes a mood and fecling
that reinforce our claim.

The

mood would have o be

in you

Pictures synchronize with musical elements
Care is taken in arranging the photos in tempo with the jingle. Note the beat
is included to keep track of the rhythm. Squares drawn in on the hand shot

indicate music suggests a cut-back.

\bout 30 were used for

each commercial

31

———. g

26. you come first

32, (beat) (bsat) (beat) from the peopl



captured in candid photographs—
the exact photographs that would
make up the commercial. Careful-
fully selected  photos  would  be
chosen from the contacts and syn-
chronized with an  especially-pre-
pared pre-recorded jingle.

Accent on naturalness. 'The
photos were taken by a single pho-
tographer who was versed in the
mood he needed to capture, elimi-
nating the expense of a large cam-
era crew. Limbs of people, backs
ol people, aerial shots, out-oi-focus
shots—almost anything was permis
sible if it captured the warm
friendly fecling necessary. Noted
photographer Donald  Mack  vis-
ited  many  First  Pennsylvania
banks and homes ol clients, taking
over 1200 shots for each commer
cial with a 35mm camera. The
bank emplovees played themselves;
no models were used here. Nor was
special lighting considered neces-
sary. The bank and the creative
team at the agency wanted the pic
tures to be as natural as possible.

Contacts were then assembled
and looked over by art director Wes
Shaw, copywriter Chris Conway,
and the producer Conrad White.

Photoboard. A storyboard never
came into heing, neither tor dient

—

Animated productio firm makes still photos move

approval nor agency use. The cre-
ative team decided to make up a
photoboard  or  shooting  board
from the contacts chosen. This
would be quicker and more graphic
than the usual process. The con-
tacts were tacked on to a board
over the words and beats of the
jingle.

Pictures to music. The commer-
cials involved only stills with musi-
cal effects such as obvious beats,
crescendos, and accented cuts 1o
lend themselves 1o the video ele-
ment. Where the music suggested
roomeins, a  quick  succession ol
stills, stop-motion, or moving titles,
appropriate pictures were selected.
Key actions were fit 1o move on
munsical cue: musical emphasis thus
pinpointing salient facts, such as
the name ol the bank. Where there
were no words in the jingle, mere-
Iv beats, pictures were found to fit
them. About 50 photos were used
for each spot, in contrast to the
wsual 10 or 12,

Blow-ups of the selected stills,
usually 8”7 x 10" were then made.
Where soom-ins or cut-backs were
required 11”7 x 11" were used. A
field guide was then marked up
for the aerial image camera, indi-
cating where special ellects were to

Al Stahl, president of Animated Productions Inc., shoots from the blow-ups of

photos with acrial image camera,

The camera assembly moves up and down and

the stage below moves, allowing spedial effects such as zoowm-ins, and cut-backs

take place. Then they were numni-
bered according 0 the footage
count for animation stand shoot-
ing.

The illusion of motion was cre-
ated with the aid of an aerial im-
age camera, complicated photo-
graphic machine worth about $25,-
000. As the camera assembly moves
up and down on racks, the lens
continually stays in focus. The
“stage” below, on which original
material is shot, moves on com-
mand as well. With an electronic
control board, the technician di-
rects the machine to achieve effects.

Client reception. The photoma-
tion technique proved a hit with
the bank, which ordered eight or
nine one-minute commercials and
three 20s using the same process,
about hall of which are completed.

Mrs. Esther Jackson, Krewson
vice president in charge of adver-
tising and public relations at the
First Pennsylvania explains: “We
really took the whole production
on faith. We wouldn’t use an
agency that wasn’t competent, cre-
ative, and imaginative.

“We wanted something differ-
ent in bank advertising to give us
distinction in the field, and N. W.
Ayer has supplied us with what we
were looking for. The still photo-
graph technique has been very ef-
fective: our staff is very enthusias-
tic and we’ve had many favorable
comments from the public.”

Speed and economy. .\side from
the many creative possibilities
photomation oflers, advertisers such
as First Pennsylvania utilize the
process for speed and economy.
Conrad White ol Aver states: “The
production process cuts down to a
bare minimum the number of peo-
ple involved. No large camera
CTeWs are necessary, just one cam-
era man. Production costs for each
bank commercial ran about $3,500
(excluding cost ol talent and music).
Live action, the only other way we
would have done it, would cer-
tainly have cost double, especially
il we shot on location. Using pho-
tomation, @ one-minute commercial
can be produced for about $500 to
$1,000, if it is not complicated.
Although we used many photo-
graphs to capture the right mood,
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the process generally requires lewer
photos than standard film produc-
tion requires original material.”

“As [or speed, White continued,
“the actual production time ol our
first commercial took two days.
This is possible because the great-
est mnount of work involved is in
shooting stills and organizing the
contacts for the photoboard. The
photoboard doubles as a true ani-
mation stand shooting board, we
eliminated the complete process ol
visualizing the commercial through
sketches.”

“The speed and economy in-
volved in the final techniques, has
been recognized by several other
accounts  our agency handles,”
White stated.

Photomation technique. Iu gen-
eral, photomation is an animation
and semi-live technique whereby
most animation stand shooting is
done at live-action speed, instead
of the single-frame stop-motion
photography normally used in ani-
mation production. The name
photomation is generally used.
Other names such as squeeze-mo-
tion, stillinotion, and limited-live
action have been coined for the
same technique.

By utilizing the process produc-
ers may turn to various sources
of material, such as all kinds of
photographs, stills, drawing charts,
logos, newspaper and magazine
clippings, and limited animation
cartoon cells.

The process also allows for a
great deal of movement. In addi-
tion, limited cartoon animation,
pop-ons, slide motion, squeeze-ani-
mation, zooming product shots, as
well as every possible camera move-
ment, can be employed. Since the
special  visual effects, dissolves,
wipes, etc. are combined during
the original animation stand pho-
tography, the amount of money
needed for any photomation pro-
duction is less than that of regular
fihm production.

Whether for economy, speed, or
flexibility, use of photomation is
growing, animation producers
claim. As one producer put it: “It

is the fad now. Regular cartoon |

v

an