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%l CLASS MATTER ENCLOSED

g cereal? The best time is while he's eating
fast . . . when Radio listening is at a peak.
n be sold on your cereal if you reach him while
using the product. Spot Radio will put your
i on the table with these outstanding stations.

........... Albuquerque WTAR . . Norfolk-Newport News

.............. Atlanta KFAB ................Omaha
......... 1.5:.43.Buffalo KPOJ ........s...... Portland
.............. Chicago WRNL ........... .Richmond
............. Cleveland WROC ............ Rochester
........ Dallas-Ft. Worth KCRA ............Sacramento
............. Denver KALL .. ...... Salt Lake City
........ Duluth-Superior WOAI .ev.. ...San Antonio
............. Houston KFMB ............ San Diego
. . ... ... Kansas City KYA . .. ...... San Francisco
........... Littie Rock KMA ...  ......Shenandoah
........... Los Angeles KREM ..............Spokane
............ Miami WGTO Tampa-Lakeland-Orlando
»...Minneapolis-St. Paul KVOO ................. Tulsa

intermountain Network

RADIO DIVISION

WARD PETRY & CO., INC.

THE ORIGINAL STATION REPRESENTATIVE

RK » CHICAGO + ATLANTA + BOSTON ¢ DALLAS

T * LOS ANGELES * SAN FRANCISCO +« ST LOUIS




The distaft side of the Richard Elliotts, “typical WXLW family,” enjoy a ‘‘ladies only” shopping trip.

... KEYS ITS PROGRAMMING TO KEEP PACE WITH AN EXPANDING POPULATION IN
A BOOMING MARKET...WHERE ONE OUT OF EVERY THREE FAMILIES HAS THE
WXLW LISTENING HABIT! That’s right! We reach and influence one third of this expanding

market! *” Moreover, we know where and how our listeners live . . . what they eat . . . wear and
what they’ll buy! Thanks to creative research in-person interviews  we have also learned that our
audience i1s composed of above average adult families! WXIW is the first radio station in this

market to offer a “profiled™ audience providing greater sales returns per dollar invested!

Dress up vour sales picture in this market area in 1963 . . . place vour schedule where greater
sales success i1s assured . . . buy WXLW in Indianapolis. “ (NCS '61)
5000 Watts 950 Kilocycles ,ﬂ .
Indianapolis, Indiana -‘%‘
M B

Ask your Robert East man for “the typical WXLW family” profile!

SNy
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MISS N : '

~ .

MICHIGAN - .-‘\,

...it you unholister your balipoint
hardware and draw a bead on the
target territory where Carol Jean
Van Valin (Miss Michigan '62)

is top hand, ftace and figure.

Round up the herd of figures in
ARB and NIELSEN which prove e =
that you will miss Michigan without
WJIIM-TV ... dominant gun-notcher
for over 12 years in that rich
industrial outstate area made up of
LANSING - FLINT - JACKSON and

20 populous cities ...3,000,000
potential customers ... 745,600

TV bunkhouses (ARB Nov. '62)...
served exclusively by WJIM-TV,

Ask your Blair TV ramrod.

sasic
Strateglcally located to excluslvely serve LANSING ... FLINT... JACKSON
Covering the nation's 37th market. Represented by Blair TV. WJIM Radio by MASLA -
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MADISON

MILLIONAIRESS!
WHAT DID SHE BUY

LAST YEAR?

Some $600 million
worth of groceries,
drugs, household
appliances, motor cars,
beverages, cosmetics.

WHERE DID SHE GET
THE IDEA TO BUY?

Largely from
WKOW-tv, Madison's
pioneer UHF station.

HOW COME?

Because General Foods,
Colgate-Palmolive,
Procter & Gamble,
Interstate Bakeries,
Lever Bros., Folgers,
Standard Oil, Mogen
David, Ansco Film,
Winston Tool,
Northwest Airlines,
King Midas, Spring
Maid, Schlitz, Pfizer,
Pure Oil, General
Motors, International
Latex, Kroger, American
Home Products and
scores of others
recognize that
WKOW-tv gets to
family buyers in
Wisconsin’s 2nd trading
zone fast, fast, fast.
WKOW -tv concentrates

on this Madison trade

zone . .. allows you
plenty of dollar-power
for massive frequency.

Wkov, S

MADISON, WISCONSIN

£ o %  Ben Hovel,
: Gen. Sales Mgr.
\t‘:: AN |

Larry Bentson, Pres.
w

v

Joe Floyd, Vice-Pres.

Tony Moe,
Exec. Vice-Pres. &
Gen. Mgr.
Represented by Adam Young

Midcontinent Broadcasting Group

WKOW-AM and TV Madison ¢ KELO-LAND TV
and RADIO Sioux Falls, S. D. » WLOL-AM,
FM Minneapolis-St. Paul » KSO Des Moines

- 4 MARCH 1963
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These food and related advertisers have discovered the moving power of WSPD-Radio.

WSPD-RADIO, TOLEDO
MOVES THE GROCERIES / off the shelves

. and into the households of Northwestern Ohio
and Southeastern Michigan. 275,600 households
with over $298,000,000 in food sales are in the prime
circulation area of WSPD-Radio—First in this bus-
tling marketplace by every audience measurement.

\  WSPD-Radio’s Morning Audience is greater than the

other three Toledo Stations combined. In the afternoon,
! WSPD-Radio’s audience share is almost 79% greater than
|I the second place Station. (Oct.-Nov., 1962 Hooper).

LOS ANGELES § PHILADELPHIA § CLEVELAND MIAMI TOLEDO DETROIT S TORER
KGBS W1BG winw WGBS HSPD WIBK

This audience domination throughout the day is
achieved by adult programming built with integrity,
imagination and insight—an audience domination
which gives you an effective and established selling
media for your goods—an audience domination
which reaches the adult consumer who buvs the
goods and pays the bills.

And—WSPD’s merchandising program adds extra
sales wallop for food and drug advertisers.

E KATZ AGENCY, i~nc.

National Representatives

NEW YORX MILWAUKEE CLEVELAND ATLANTA TOLEDO DETROIT BROADCASTING COMPANY
WHN WITLTV WIW.TV IWAGA-TV WSPD-TV WIBK-TI
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“We must view
awnth profound
respect the infinite
capacity of the

human mand Well, maybe.

to T@S?:St the But a lot depends on how that useful
! . knowledge is introduced. For instance,
’L?’Lt’)”Od’?/LCt’LO’n Of during the last quarter of 1962, NBC

News specials presented in evening

 useful knowledge.”

THOMAS RAYNESFORD LOUNSBURY

time covered such diverse actualities
as the Cuban crisis, the Berlin Wall,

\ (Awmcerican scholar und educator, 1838-1915)

and the world of William Shakespeare.
These programs attracted an average

audience of 7,800,000 families—an
audience virtually as large’ as the
average audience for all regularly
scheduled nighttime programs.

[t is clear that people today do not
“resist the introduction of useful
knowledge’—at least when it comes
to them by way of special programs
produced by NBC News.

It has been the custom to boast that
factual programs attract small but

select audiences. These audiences are
Fire Resc .
|, e e still select, but for NBC they are no

longer small. Potential sponsors may

take note that more such special
programs are taking shape at the
network. For unlike Mr. Lounsbury,
we at NBC “...view with profound
respect the infinite capacity of the
human mind.” Period.

*Less than one rating paint apart.




Trendex
asked:

Which station
do you
FIRST tune

to for
the news?

Washington
answered:

WWDC...20.7%
Station A 17.7%
Station B 17.4%
Station C 12.2%
Station D 9.3%
Station E 5.0%

*Based on completed interviews
in 2,598 homes, September 9 to
20, 1962, Additional demographic
material from this Trendex survey
available, Contact WWDC, 1627 K
St., N.W., Washington 6, D.C. or
your John Blair man.

WWDG-

WASHINGTON, D.C.

. BLAIR
represented n_atlonally GROUP
by John Blair & Co. PLAN
MEMBER

A publisher's view of
significant happenings in
broadcast advertising

” A word of caution
to the FCC

Fhe Association of Maximum Service |elecasters (AMST)
has put before the FCC a recommendation of more than passing
interest to agencies and advertisers.

AMST notes that the FCC 1s considering a short-spaced vhf
channel in cach of cight leading communities—Oklahoma City;
Johnstown, Pa.; Baton Rouge: Dayton: Jacksonville; Birming-
ham: Knoxville; and Charlotte. Tt argues that the approval of
such new vhi assignments (a few shortspacers have already been
grauted) will be a disservice 1o healthy uhf development, and it
15 joined in this contention by the Assn. for Competitive Televi-
sion (ACT) . although the uhtf group does so for different rea-
sons.

In dealing with this issue the FCC is again at a crossvoads.

I'he FCC was at a crossroads inmmediately after World War
I when it vigorously encouraged the development of fin, then
backed off as commissioners changed and fervor for a dominant
i radio system cooled.

The FCC was at a crossroads when it established and encour-
aged a uhf system. then looked the other way when the uhfers
found themselves hard-pressed to stay alive economically.

Il the FCC decides on short-spaced vhf assignments it probably
will. as the AMST correctly points out, * (1) weaken the demand
for uhf and impaiv its development and (2) degrade vhi engi-
neering standards and create interference to existing vhi service
to the public.”

At a time when the all-channel receiver rules adopted in No-
vember 1962 promised to give uhf the chance it deserves, the
opening of vhi floodgates may create a confusion that may make
the fin vascillations of bygoune years scem pale in comparison.

The time has come for the Commission to take a stand and
stay with it. The political appointment system under which
commissioners come and go tends 1o bring new and conflicting
idcas onto the broadeast regulatory scene in confusing succes-
sion.

We urgently recommend that each commissioner delve mto a
bit of history. Go back 15 years and trace the shifting sands of
Commuission philosophy and regulation. The point should be
apparent. A healthy industry must have well-planned and con-
sistent regulation. Otherwise it can’t stay healthy long.

/ 0
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Allis- Chalmers

WGAL-TV delivers a loyal, responsive audi-
ence. This unequaled viewer following results
from fourteen years of pioneering, finest facil-
ities, and the most complete and modern
equipment in the area. Channel 8 is the only
single medium inthis entire region that assures
full sales power for your advertising dollars.

Channel 8

Lancaster, Pa.

STEINMAN STATION Clair McCollough, Pres.

ative: The MEEKER Company, Inc.* New York « Chicago * Los Angeles «+ San Francisco
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- Top of the news
- in tv raduo advertising
4 March 1963

TvB AND ARF URGE RESEARCH REFINEMENT ON EVE OF RATING PROBE

On the threshold of investigation of rating services by
Special Subcommittee on Iuvestigations of the Housce
Conmerce Conmmittee, T'vB and ARF traded comments.
both urging refinement of v research tools and meth-
odology. Committee chairman Oren Harris (left), who
Tuesday will begin looking at the use being made of rat-
mgs (page 51), found two major industry groups mak-
ing their own proposals. TvB president Norman Cash
urged an industry group from agencies, advertisers, and
the tv medium, “through an organization such as the ARF,” working with
rating services to: determine what basic refinements in sampling and survey
techniques must be made now to have more sensitive tools, what is needed in
way of audience characteristics, what sample sizes are required, and what it
will cost. ARF agreed with Cash, citing its own appeal for objective rescarch.

RCA VICTOR, BUICK JOIN FORCES IN TIE-UP

Blockbuster campaign in network and spot tv and radio will be an mmpor-
tant part of RCA Victor’s launching this month of Dynagroove, a record-
ing-pressing technique hailed as “an evolutionary technical development in
sound.” Total campaign will be budgeted at $2.3 million, aided by a joint
promotion with Buick. RCA color commercials will be used on NBC TV
Walt Disney series; Buick will plug a special Dynagroove LP with commer-
cials in Sing Along With Mitch. The automaker, which is offering its tie-
m album at a specml price, i1s backstopping the tv with an eight-weck satu
ration radio campaign of 3,000 spots scheduled in 82 major markets.

NBC BUYS 60 MGM, 20TH CENTURY FOX PICTURES

NBC announced agreements with Metro-Goldwyn-Mayer and 20th Century
Fox for tv premieres of 60 major motion pictures during the 1963-64 season.
Mostly 1955 to 1960 releases, the films will be presented on Sawurday and
Monday evenings. Selections from MGM will be made from such titles as
Adam’s Rib, Annie Get Your Guu, The Brothers Karamazov, Bad Day at Black
Rock, Tunnel of Love, and Father of the Bride. 20th Century films will be
selected from these pictures among others: Seven-Year Itch, Diary of Anne
Frank, The Tall Man, Wild River and 1We're Not Married.

CBS WRAPS UP KAYE SPONSORSHIP WITH AMERICAN MOTORS, RALSTON

CBS TV wrapped up sponsorship of its new Danny Kaye show for next sea-
son, signing American Motors (through Geyer. Morey & Ballard) and Ral-
ston-Purina (Gardner) for alternate half hours. Armstrong Cork was set pre
viously for other half. CBS TV moved to the three-quarter mark for new
Judy Garland show signing for sponsorship Menley & James (FC&B) . Ameri-
can Tobacco (BBDO), and General Mills (DFS).

SPONSOR /4 maArcH 1963 1
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Top of the news

—SPONSOR_WEEKI in tv/radio advertising

(continued)

STATE BROADCASTERS URGE BROADCASTER APPOINTMENT TO FCC

President Kennedy was urged o give serious consideration to ““a qualified
broadcaster” tor the next FCC vacancy by 41 delegates to the Conference of
State Broadcasters’ Association Presidents, a proposal voiced by rep Robert E,
Eastman last week (spoxsor, 25 February) . The presidents, inecting in Wash-
ington, cited the need to maintain a balance, and “for broad expertise in the
regulation of this vially important medium of conmmunication.

GUINNESS, HOOD COMMERCIALS WIN SWEEPSTAKE AWARDS

Arthur Guimness Sons for television and H. P. Hood & Sons for radio ook
Sweepstakes Awards in Hollywood Advertising Club’s third International
Broadcasting Awards. S, H. Benson was agency for Guinness and K&E for
Hood, in preparing “best commercials.”  Other television commercials sin
gled out for awards were for Chemstrand, Laura Scudder, Mishawaka Rub-
Ler, “Television Espanola  (three awards) , Olin Mathieson, New York Times,
Great Western Savings, General Foods (two), N. Y. City Tratlic Deparnment,
and Ford Motor. Radio awards went 1o Morris Plan, Pepsi-Cola, Carling,
Bandinit Ferulizer, Crowell-Collier, W. P. Fuller, Chemstrand. Special tech-
nical awards went to Chemstrand, Martini-Rossi. County Laboratories, and
Chevrolet. For spoxsor’s new feature, Commercial Critigue, analyzing and
cvaluating commercials, sce page 16.

SPONSOR-WEEK continues on page 14

Color tv revenue heads to $400 million in 1963
RCA executives predict in annual report

Color tv revenues lor the industry topped $200 million in 1962 and
are expected to surpass $100 million in 1963, RCA chairman David
Sarnofl and president Elmer W. Engstrom said last week in the RCA
annual report. During 1962, “color set sales doubled those of 1961,
profits lrom color numulacturing and services increased fivefold, color
tube production was doubled . . . and color became the profic salva-
tion ol dealers squeezed by the lowering margins on black-and-white
sets.” Color sets and tubes, they added, were the largest profit contributors of any products
sold by RCA in 1962, General Sarnofl and Dr. Engstrom also said profis and sales of NBG
established new records tast vear, RCA sales and profits reached new highs dnring 1962, sales
hiting S1,751,6 16,000, an increase of 139, from 1961's §1,545,912,000)., Profits were 851,535,000,
157 better than 1961°s 885,511,000, RCA moved ahead in another area, clectronic data proc-
essing, they continued. Sales and rental of commiercial systems more than doubled over 1961.
With a tight rein on costs, RCA moved “even lurther along the road toward the break-even
point in this intensely competitive new growth field.”

SPONSOR /1 »arcH 1963
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Special sales are a specialty
at Cleveland’s Pick-N-Pay
supermarket chain. Making a
super’s special sound most
appealing 1s a specialty of
WHK RADIO.And that’s why
Charles Moody,Advertising
Director for the fifty-one-
store Pick-N-Pay chain, says:
“We use WHK to spark many

Who makes a super sound m Cleveland?

“\‘lh
! ,Jl
wyH

of our special promotions
throughout the year.” WHK
clients know their messages
reach more shopping lists
with the station that has led
the market for three years.*
Check out the facts with
the Manager, JackThayer,or
with Metro Radio Sales.
WHK RADIO,CLEVELAND

METROPOLITAN BROADCASTING RADIO, REPRESENTED BY METRO RADIO SALES
JACK THAYER, V.P. AND GENERAL MANAGER, A DIVISION OF METROMEDIA, INC.

*HOOPER, JAN-MAR, 1960 — DEC, 1962-JAN, 1963

PULSE, MAR, 1960 — NOV-DEC, 1962




Top of the news

—SPONSOR_WEEK in tv[radio advertising

(continued)

RECORD YEARS FOR NETWORK, SPOT, 3 M, METROMEDIA, STORER

Reports on network and spot billings and from 3 M, Mctromedia, and Storer
last week showed a good year for all. Newvork billings rose 12.29, (page
56) , spot billings in the fourth quarter went up 9.59 (page 52), Minnesota
Mining sales increased 129, (page 56), Mctromedia net went up 1099,
while Storer prohits increased 439, (page 58), all in 1962.

WATCHDOG GROUP. “FACT FINDERS” TO STUDY AP BROADCAST WIRE

A special Watchdog Committee and a “Fact Finders” group to study the As-
ciated Press broadcast wire is being formmed by AP Radio and Television
Association. Watchdog Committee, which will assess wire’s overall perform-
ance, will be headed by Dave Kelly, television news director of KDKA, Picts-
burgh. “Fact Finders,” to conduct surveys to determine how wire format is
meeting needs of membership and indicate changes, will be headed by Robert
Gamble, news director, WFBM, Indianapolis. Both committees will report to
APR'TA board in September.

STORER UNWRAPS NEW B&W "COLOR SYSTEM

Color on black and white sets? Not really, it is just a “color effect.” Viewers
of WAGA-TV, Adanta, were exposed to a special experimental color cffect
on their black and white sets by Storer Broadcasting Co., owners of the station.
However, Bill Michacls, v.p. tv division, stresses that it is not clectronic color
transmission, as developed for standard color tv sets, but a *“‘chromatic visual
cffect that gives the impression of color.” Michacls reports the color effect is
based on image retention. And in no way resembles full color telecasts. Tests
show one viewer in 15 fails to sce color, but those who do react to 1t instantly,
he said.  Basic gimmick in the system: Artwork is processed under system de-
veloped in Austria, transferred to Video Tape, then televised.  Process is
patented, and secret.

ROBERT E. DUNVILLE, CROSLEY PRESIDENT DIES

Robert E. Dunville. president of Crosley Broadcasting since November 1949,
died last Thursday after a long illness. Dunville had been with the Crosley
organization since 1937. Funeral services were conducted Saturday in Cincin-
nati. Dunville is survived by his wife. a son, and daughter.

NEWS AT DEADLINE

Fels and Company, heavy tv user, announced appointment of S. E. Zubrow as
its advertising agency to handle all consumer products and appointment ol
Sol E. Zubrow as assistant to the president for marketing. . .. Russ W. John-
son has been named director of adverusing for Ideal T'oy Corporation. . . .
Mectro-Goldwyn-Mayer Television now ranks second among all television film
producers in terms of programs and weekly hours scheduled for the networks
next scason, Robert H. O’Brien. president of MGAM. told stockholders.

SPONSOR-WEEK continues on page 52
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ause we listen to people.
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iC Owned Radio Stations communicate with millions of people in six of America’'s major markets.

i) knows best what radio listeners want to hear? Listeners them- Blue Cross rates in Detroit, the effects Chicago's medical research
tes. That's why the six ABC Owned Radio Stations listen so facilities have on patientcare, ora means of informing Los Angeles
Intively to their audiences. As a result of this unique station- residents of a new industry project, the ABC Owned Radio Stations
iner communication, each station is constantly aware of the respond quickly and effectively in order to reach the very heart of
I5lems and needs of the community in which it performs a vital each of their communities...the people. Why? Because ABC
imunication’s service. Whether it's a newspaper strike in Owned Radio Stations just don’t broadcast...they communicate!
w York, a commuter problem in San Francisco, the need for

er training in Pittsburgh high schools, a furor over increased ) ABC OWN ED RAD'O STAT'ONS

\BC NEW YORK WLS cHicaGo KGO SAN FRANCISCO KQV PITTSBURGH WXYZ DETROIT KABC LOS ANGELES




~ COMMERCIAL | s s

trends in tv/radio

CRITIQUE| **

By Austen Croom-Johnson

Back a good many moons ago,
Kent-Johmson, Inc. invented the
musical spot  radio  conmercial.
Alan Kent and 1 little knew what
we were to visit upon the un-
suspecting citizenry, and in view of
the present scene perhaps an apol-
ogy Is in order! In those days, after
suitable  consultation with the
Muse, we launched a ditty popular-
ly known as “Pepsi Cola Hits the
Spot.” For nearly two decades this
commercial enriched the advertiser,
and became the prime example of
acceptance, copy precis, and mem-
orability. I'd like to have a buck
for all the people who said they
wrote it,

Fnough. It started something—
for me, for the business, and per-
haps for you. .\nd so as I continue
writiing musical advertising, I am
glad to accept spoNsoRr’s invitation
to offer a critical appraisal of to-
day’s crop of musical radio com-
mercials.

[ think the big dithculty with
them is their tunelessness. Setting
aside the examination of copy and
other factors for the moment, it
seems that almost any old notes
will do, and there i1s a lamentable
lack of musical form. When vou
write a piece of music to sell mer-
chandise, are any old notes good
enough? Some of the people who
commit them, and others down the

line who approve them for broad-
cast, seem to be suflering from amu-
sia—which Webster will tell you
is “a condition . . . marked by loss
of ability 1o follow and appreciate
music.”  Without a series of notes
that stick in your customer’s head,
what’s the point of using a musical
commercial at all?

I am reminded of a wall at the
fin end of one of the old Decca
Record Company’s studios. On it
was painted a large picture of an
American Indian in full regalia. In
the balloon that issued from his
mouth, and clearly displayed for
all the musicians and singers to
see, was the line, “WHERE'S THE
MELODY?” The late Jack Kapp,
who with his brother Dave formed
Decca Records, believed in  the
theory that the public should be
given a chance to hear the tune,
To me this is a vital ingredient in
any musical commercial.

By and large it is pleasant to ob-
serve that, among others. the ciga-
rette advertisers have some listen-
able music to dress up their mes-
sages. L & M, for one—the arrange-
ments are attractive and in good
taste; add a competent singing
group and a good melody, and you
get “lots more” from this commer-
al.

Now let’s have a look at the dif-

(Please turn to page 65)

lasie.

ing enjoyment.

JOHNSON LIKES THESE 3 COMMERCIALS

Hertz: This modern and distinctive vocal lifts you out of
yonr seal and imnto the driver's.

Kent Cigarettes: Alakes you think “kindly” of the advertiser
for that quiet approach and exhibition of good musical

Wrigley’s Gum: A sing-along tune that’s just right for chew-

The
Most
Important

77
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/ Sce opposite page)
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The Monday stack may hide many needles. SPONSOR’s not one of them. To a buyer,
SPONSOR pops out of the pile as the most important 14" in his buying mix—that
tureen of soup in the back of his mind that needs the constant stirring in of
I SPONSOR’s top-of-the-news; of SPONSOR’s significance-of-the-news; of SPONSOR’s
spotting of trends; of SPONSOR’s scouting of the future. It’s all about broadcasting
and it’s geared entirely to buying. SPONSOR, the ‘‘extra margin’ in the profession
of buying time, and the selling to timebuyers. 555 Fifth Avenue, New York 17

Telephone: 212 MUrrayhill 7-8080
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Previous NSI reports established KAY-TALL as the outstanding buy in the Shreveport
Market. NOW-Tall-Tower Coverage delivers MORE homes than ever before - showing
substantial increases in EVERY time-segment of the day, SIGN-ON to SIGN-OFF*! Get

the facts from BLAIR TV!

Total
Homes

M-F 7-9AM 14,800
M-F 9-12N 23,200
M-F 12-3PM 13,700
M-F 3-5PM 21,200
M-F 5-6:30PM 42,800
$-S 6:30-10PM 54,100
S-S 10-12PM 18,500

%
Change Channel 6
UP 85%
UP 16% i
UP 7.9% .
UP 33.3% :
UP 27%
UP 10% ,
UP 27.6%

#NSI 11/62 compared to 3 /62 NBC FOR SHREVEPORT |

Walter M. Windsor Gen. Mgr.
James S. Dugan Sales Mar.
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A interpretation and commentary
on maost significant tv/radio
and marketing news of the week

4 MARCH 1963 / copyright 1963

At least two of the three New York network television flagships are losing money as a
result of expanded news coverage during the newspaper strike. For example, Joseph Stam-
ler, vice president in charge of WABC-TV, said that his station is shelling out $20,000 a
week for expanded coverage. Increased advertising revenues resulting from the strike, how-
ever, come to only about $7,000, leaving a weekly deficit of $13,000.

Stamler noted that, except for airline and automotive accounts, advertisers who normally
use New York newspapers are not necessarily looking to television as a market, although ra-
dio stations have picked up new business.

(Noteworthy addendum: The Newspaper Guild of New York estimates that between
200 and 300 New York newspapermen have found jobs in radio and/or television during
the strike.)

v

Adbvertisers will have a new local-level tv wrinkle to worry about next season. Station
and group-produced shows will account for a significant amount of early-evening and
even prime time. Buyers will have to figure not only the cpm but impact and goodwill val-
ues in local communities.

SPONSOR survey (upcoming 11 March) reveals most large tv groups have substantial plans
for their ’63-’64 programing; average increase in hours is 709, above last year. With se-
ries budgets running as high as $1 million, groups aren’t going to waste new material in
marginal time.

Spurred on by FCC, station management will not only spend more on productions, but
will insist on slotting new product in best possible periods. Result: disruption of some
planned network clearances, and probable emphasis on qualitative audience factors when
sellers of time begin making agency rounds.

. v

Chrysler, moving more heavily into broadcast media as a result of new sales strength, is
seeking to combine dealer association spending with factory buys for purpose of im-
proved discounts on radio and tv stations.

Burton Durkee, Chrysler director of marketing services, notes corporate funds are
involved in dealer dollars, as much as 509, and sees merit to combination. He says it is
not a return to the old co-op system, but does have that effect.

Some stations have rejected proposal, while a number have accepted the combination of
dealer and factory money for maximum discount. Ford, similarly, has tried for maximum
discounts in some instances.

\ 4

CBS TV share of network tv billings increased last year for the first time in five years.
From a high of 46.4% of three-network dollars in 1957, CBS share dropped to 37.7% in
1961, though CBS total tv dollars showed increases over the years. In 1962, however, CBS TV
growth was at fast pace and its share of billings moved up to 39.09%. All networks en-
joyed record dollar year, with NBC TV share at 35.3% and ABC TV share at 25.7%.

\ 4

TvB plan for individual station clinics this year, rather than regionally as for several
years, is going strong. 80 stations have asked for clinics. Sessions will include presentation
and discussion for local advertisers, retailers, agencies in the morning, with afternoon to be
devoted to several elective topics.
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“SPONSOR-SCOPE

Leading media research executives say big problem facing their field is to straighten
out sampling techniques and the base of information. They agree more demographic
information is necessary, but think that before additional information is forthcoming, they
must first clean house.

v

Despite plenty of competition, Goodson-Todman continues to show the others how it’s

done when it comes to successful packaging of game and panel shows, particularly the daytime
variety.

G-T has no less than four such packages ranking in the “Top 20” daytimers (see
list below), plus strongly-rated nighttime versions of To Tell The Truth and What’s My Line.
Figures are Nielsen AA levels for the current season, October through January.

v

Recalling radio network heyday of agency-packaged shows, it’s interesting to note num-
ber of high-rated daytime tv shows produced for clients by leading ad agencies. Such
situation is no longer true in nighttime tv, where networks want to (1) package, (2) control
and (3) have a piece of the residual action of nighttime shows.

v

Sparked by daytime serial produced by Young & Rubicam, agencies represented in-
clude Compton, Leo Burnett and Benton & Bowles. The same agencies are active in
nighttime tv only in program purchases.

As the World Tumns 13.1 Young & Rubicam

House Party 11.2 John Guedel Productions

Password 11.1 Goodson-Todman

Guiding Light 10.2 Compton Advertising

Search for Tomorrow 9.9 Leo Burnett

To Tell the Truth 94 Goodson-Todman

Edge of Night 9.0 Benton & Bowles

CBS News (3:55/3:25) 8.9 CBS

Match Game 8.7 Goodson-Todman

Millionaire 8.6 CBS TV

Secret Storm 8.5 Roy Winsor

Love of Life 8.4 Roy Winsor

Concentration 82 NBC TV

CBS News (12:25) 8.0 CBS TV

Price Is Right 7.3 Goodson-Todman

Truth or Consequences 7.0 Ralph Edwards

NBC Daytime News (12:55) 6.8 NBC TV

Make Room for Daddy 6.6 Marterto Productions

Pete and Gladys 6.6 El Camino

Your First Impression 6.5 Monte Hall/Art Stark
v

Is national spot sponsorship of tv programs fading into oblivion? New TvB/Rorabaugh
report for fourth quarter 1962 would provide strong support for argument. Dollars spent for
program in quarter are up very slightly, but share is down to 9.7% from 10.5% a year
earlier. Five years ago, program share of spot dollars was 17.6%. Announcements, a num-
ber of which are placed in programs on a participating basis, are up to 81.6% share from
71.1% five years ago.
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Soundtrack music and jingle tunes now represent important source of income to
many top composers and tunsmiths, and much that is musically creative (“Mr. Clean,”
Newport and Chesterfield jingles etc.) is being written for them.

Latest move in this field has been made by trio of music industry figures—Seol Paplan,
Hershy Kay and Eddie Sauter—who have formed a new creative concern to handle
writing of lyrics, scoring, orchestration and arranging for tv commercials, radio jingles and
industrial presentations. Firm is called The Composers Company.

New group hopes to save money for advertisers using music in commercials. Kaplan put
it this way: “The technical preparation of music up to the point of performance is needlessly
fragmented and uncoordinated, with a resulting loss of spontaneity, time and money.”

4

It’s official this time for Leo Burnett participation in the upcoming NAB conven-
tion in Chicago opening 31 March.

Last year, the agency crashed the party and took part unofficially, a first for any agency.
This year, Burnett will operate with NAB blessing, the only agency to do so. Burnett’s
plan is to show broadcasters how computers are being used, how an agency operates,
and provide other pertinent information for broadcasters.

v

Heavy promotion effort and pick-of-the package movies have gotten NBC TV off
to strong rating start with new Monday-night movie series, and brought in substantial
participation billings.

Nielsen figures below reveal what happened on opening night of movie series, which
is built around package of post-1950 pictures from 20th Century-Fox. Note that “The Enemy
Below,” a fzist-paced adventure film starring Robert Mitchum and Curt Jurgens, and directed

by the late Dick Powell, was on lineup of only 140 stations as against 189 outlets for new
Lucy show on CBS.

Figures also show audience levels and shares in previous month when NBC was still carry-
ing a pair of hour-long film shows in 7:30-9:30 p.m. slots which were subsequently axed.

FEB. 4 AA JAN. 28 aa FEB. 4 SHARE JAN. 28 SHARE
NBC
Movies
“Enemy Below” 21.3 9.3 309 13.7
(140 stations) “Man’s World”

“Saints & Sinners”

CBS
Tell the Truth 25.9 29.6 375 43.5

I've Got A Secret
Lucy (189 stas.)
Danny Thomas

ABC
Dakotas 16.5 21.3 23.9 31.3
Rifleman
Stoney Burke
NBC average homes per minute gain in one week: Feb. 4—10,607,000
Jan. 28— 4,631,000
5,976,000 Gain av. min.
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Buying network programs on the basis of last years’ performance may not be
completely applicable principal this year.

Generally, advertising executives who have screened available pilots say they are at a very
high level, which could produce surprises on all three networks. Situation does differ at CBS
TV and NBC TV where fewer pilots are being shown than at ABC TV. Such shows as Danny
Kaye, Judy Garland, Bob Hope and Joey Bishop have no pilots, but pilots of NBC TV’s
Grindl and CBS TV’s East Side, West Side and Favorite Martian have produced good reac-
tions in old-style pilot selling.

\

ABC TV on the other hand has a large number of pilots. These new shows are
said to be the best collection of pilots ever shown by the network. MacPheeters, Breaking
Point, Fugitive, Greatest Show on Earth, and Young and the Bold are a few of the names
mentioned. ABC TV last week passed the 60% sold out level.

\ 4

In a good week for sales, ABC TV has just racked up some $12 million in billings from
Alberto Culver for Ben Casey, Breaking Point and Greatest Show on Earth. Also,
$4 million from Miles Labs for MacPheeters and Combat, and Procter & Gamble picked up
Fugitive. Add to this sales score some $5-million in billings from Noxema, Schlitz and other
advertisers for the current season.

v

Pressure groups and tv do-gooders are keeping up their usual campaigns of
self-appointed vigiliance despite clear-cut evidence in Gary Steiner’s blockbuster study of
viewer attitudes ‘“The People Look At Television,” that most viewers mostly want tv to
be entertainment.

Good example of this can be found in latest anti-tv blast of National Congress of
Parents and Teachers, whose headquarters is in traditionally conservative Chicago. In
the current PTA Magazine, tv is charged with being the villain in “The rash of self-inflicted
gun shot wounds turning up in Doctors’ offices these days.” Viewers, the magazine says, are
shooting themselves in the leg or foot when they practice the classic western “fast draw.”

Other potshots by the PTA Magazine were taken at:
e Mr. Smith Goes to Washington: “It seems unlikely that Mr. Smith can ‘bring greater
interest in and understanding of our Congress. . .’ ”
e McHale’s Navy: “Naval maneuvers are forefitted, frivilous, and funny.”
o I’m Dickens, He’s Fenster: “Of all the types of comedy the very dullest is surely the one
in which the joke is simply that a character pretends to be stupid.”

Not all print media critism of tv is taken lying down. Neat point was made in
quantative study by WJXT, Jacksonville, of the advertising content of tv and newspapers
during a typical week. WJXT study showed that:

e Ads in the morning Times-Union covered 67 of the newspaper’s total space.

eWJXT-aired commercials, during the same week, accounted for only 16% of the total
schedule.

e From Monday through Saturday, excluding the Sunday edition, advertising appeared on
312 out of a possible 332 pages in the newspapers. Ad-less pages were up front, or editorials.

Moral, as drawn by WJXT, was for advertising purpose. Said the station: “An advertiser’s
message can be lost in the crowd.” But study also refutes oft-repeated newspaper charge
that tv is “too commercial.”
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We hope you read our “love letter” on the other
sicle of this page.

It is one of many we have received since putting / 7)
“La Clase de Espanol” (""The Spanish Class”) on N
the air in December. :

We offered the program as a public service, in
cooperation with the Indianapolis Public School
System, and as daily class material for thousands
of pupils in and around Indianapolis.

Within days, more than five thousand people
wrote or telephoned for free study guides. Many
asked us to repeat the telecasts after working
hours. (Request granted.) And a lot of good peo-
ple, like Mrs. Sharp, have since written merely to
say “muchas gracias.”

The unusual thing about all this is that it isn’t
unusual at all. It is, rather, typical of the role we
play in community life, and of the rapport we
enjoy with our audience.

Should you ask your KATZ representative to
tell you more about WFBM-TV? Si!
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INDIANAPOLIS, INDIANA
TIME-LIFE BROADCAST INC, - REPRESENTED BY THE KATZ AGENCY
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MORE ON COMMERCIAL TIME ISSUE

Regarding yonr story on the com-
mercial time issne “New Move to
Limit Commercial Thme” (25 Fely-
niary). I think the piece i1s an
excellent treatment of the subject.

Incidentally. yon may be inter-
ested 1o know that Bob Lee has ac-
cepted our invitation 1o discuss
this matter informally at the TV
session ol the NAB Convention in
Chicago. Bill Pabst will take the
other side as a station operator and
Chairman ol the Television Code
Review Board. It should be an in-
teresting program.

ROBERT 0. SWEZEY, director, the Code Au-
thority, NAB

\Z4
EWR&R AIOS U.N. REFUGEE PROGRAM
Erwin Wuasey, Ruthrauft & Rvan is
assisting in the “All Star Festival”
fund-raising program of the United
Nations High Commission [or Ref-
ugees. Both the London and New
York offices ol the ad agency are
. contributing their services.

The program consists of a spe-
cial LP recording to be sold
thronghout the world with all pro-
‘cee(l.s gomg o support of relugee
resettlement.  E\WRARR helped de-
velop the program literature and

R j I
“4-WEEK
) L ]
MARCH

Assn. of National Advertisers workshop
on tv advertising, Hotel Plaza, New
York, 6.

California Broadcasters Assn., annual
ineeting, Mark Hopkins Hotel, San
Francisco, 7.

American Women in Radio and Televi-
sion, New York City chapter, “Projec-
tion ‘63" panel discussions, McCann.
Erickson conference room, New York,
9 March and 6 April.

Toy Fair 60th annual exhibit, 1107
Broadway, New York, 11-16.

American  Association of  Advertising
Agencies, regional council meetings:
Puget Sound, Scattle, 11; Southern
California, Los Angeles, 11; North-
erit California, San Francisco, 12;

" |
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Letters to
the Editor

asststed i organizing the promo-
tional elfort.  Account execntive
Jerry Golden is handling this as-
signment lor the agency out of
New York.

The international artists  con
tributing 1o “All Star Festival” are:
Lonis Armistrong, Maurtce Cheva-
lier, Nat “King” Cole, Bing Crosby,
Doris Day, Ella Fiisgerald, Mahalia
Jackson, Nana  Mouskouri, Patti
Page, Louis Alberto Del Parana,

Edith  Pial, Anne Shelion, and
Caterina Valente.
The United States Committee

for Relugees, working for the U.N.
High Commissioner here, has set
1,000,000 as the sales goal for this
country alone. Almost 3 million
homeless people i the world today.

EWRE&R will also tryv to get co-
operation ol (vradio advertisers
and networks in publicizing the
record. Those who are interested
amocontact | Golden at 711 3rd
Avenue, New York.
FELIX SCHNYOER, U.N. High Commissioner for
Refugees, and OR. NORRIS WILSON, executive
v.p. of U. S. Commitee for Refugees.

\ 4

THIS WE FIGHT FOR
I want to salute you for your fine
editorial in the 28 January issne

CALENDAR

Ogrcgon, Portand, 13; New England,
Boston, 13.

National Educational Television and Ra-
dio Center spring meeting of program
managers and strtion managers of
aftitiated non-commercial educational
tv stations, Park  Sheraton  Hotel
New York, 20.292,

International Radio and Television Soci-
ety, 23rd anniversaty bhanquet, Wal
dorf-Astoria - Hotel, New York, 6
Spring umebuving and selling sem-
inar, CBS Radio. New York, sncces
sive Mondays except for one Tues
day session 19 March,  Second an
nual Collegiate Broadcasters Cornifer
ence, Park  Sheraton  Hotel, New
York, 21-292,

Intercollegiate Broadcasting System, 24th
annual convenlion, New Yoik Uni
versily, New York, 23,

i which you stare, cogently, “"Fhis
We Fight o

Fhese ave sound objectives. When
they are vealized, and they minst be,
broadcasting will be a far greater
aud  far snperior segment of the
American economy tha it 1s today
WARD L. QUAAL, executive v.p., WGN, Chicago.

\ 4

SPOT RADIO COMPILATIONS
Re: Your editorial “This We Fight
For” in 28 January 1963 issuc.
May we please be induded to re-
ceive copies ol your spot radio com-
pilation as soon as they are avail-
able lor general release. 11 this in-
formation is available tor the vear
would it be possible to obtain a
copy of this report.
Thank You!
HARVEY MANN, Campbell-Mithun, Inc., Chicago.
» Soiry, the compilation of spot radio

figures is something we hope the industry
will accomplish. It is not yet realized.

\ 4

NO CHANGE FOR SINGER

In the interest of good reporting,
I feel obliged 10 call your atuten-
tion to the commentary given to
Smger (Sewing Machine Co.) in
your 4 February Sponsor-Scope. 1
(quote—"The change in Singer
Sewing Machine (LXR)  manage-
ment is beginning to reflect itself
in the change of view it's taking
toward the nse of v, For your
mlormation, there has not Dbeen
any change in management. .

I quote again—"The account, at
the agency’s recommendation, has
decided to swing away from its

nighttime orientation.”  We have
decided no such thing. . ..
We have broadened our line to

include floor cleaners and other ap-
pliances. For your inlormation, we
are testing daytime television and,
should we continue it, this would
be in addition to nighttime televi-
sion.

H. H. HORTON, director of advertising, Singer
Sewing Machine Co.

v

LETTER WRITERS

['m doing research for a maga-
sine article on, the letter writers—
the men, women and children who
write personal, unsolicited mail to
corporations, tv stations, as well as
government and other targets. Have
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vou over covered any aspeat of the
nuil —either  from  the  sponsor’s
point of view (and sensitivity) or
from the general viewpoint of re-
sponse?

If yvou could simply provide me
with titles and dates, I can find the
back copies in our public library.
EVELYN RINGOLD
»  SPONSOR regrels that this important
arca of interest for sponsors has not been
the subject of svoxsor articles.  If any of

our readers can assist Mrs. Ringold, write
to 1201 Stratford {ve.. Mclrose Park, Pa.

g

LAUDS CREATIVE SELLING

SPONSOR's  coverage of the group
plan controversy  “Radio Group
Plans  Provoke Strong  Reaction”
(18 February) was, as usual, excel-
lent, but T have strong personal
feelings abour the importance of
any good creative selling that will
benefit the industry.

' wiking the liberty of send-
g You my comments.

Inasmuch as the Balaban Sta-
tions in key national markets have
an important  stake in anything
which etlects the growth and devel-
opment of nauonal spot  radio
business, it seemed to us to be ap-
prupri:m‘ to attempt to add some
additional insight 10 the somewhat
controversial subject of radio sta-
tion representative group selling.

In recent years many millions of
dollars have accrued to the Blair
Plan and the stations they repre-
sent.  In the process, competitive
stations lost the business.

Why all of a sudden does the
subject  of group plan  selling,
which has been in cllect for many
vears, become so highly controver-
sialz Perhaps it is because there
are more plans and networks avail-
able which results in more compe-
tiion and in the process creates
1M0Ie CONIOVersy.

We submit that competition is
« healthy characteristic of husiness
and as sales competition becomes
keener, generally much good comes
out of it, . .

Lven though muc representa-
tive gronp selling has been diver-
siotary in character, anyone who
analyzes the history of this type of
selling over the past few years must
recognize the fact thar there has

26

also been some aeative selling.

Anything in spot radio which
has the potential to implement cre-
ative sales activities has merit.

Certainly much of the future of
national spot sales is dependent
upon representatives and  stations
finding new, enterprising ways to
create business.

Because of the complexities of
the advertising business, with both
agency and clieng, it is difhcult and
to a degree imprictical 1o expect a
great deal of time and attention to
be given by key people to the crea-
tive sales cffort of the single radio
station. [t does happen, of course.
tHlowever, if suddenly hundreds of
radio and television stations put
their creative eflorts into high gear,
cach of them would have a difficult
time geuing the top level audience
necessary to nuike their creativity
eflective.

On the other hand, the efficiency
of creative selling through a group
or a network can warrant more
decision-making level auention.
There is, therefore, a potential in
all group selling which can bring
about a higher future national spot
volume. We are in favor of this.

It is axiomatic in business, and
most assuredly in the radio busi-
ness, that when more is bought, the
unit price is lower. This is typi-
cal of almost all radio rate cards.
A discount on a group sale is not
in the least bit contrary to the dis-
counting which takes place in the
usual pattern of selling.

In the controversy over group
plans, to be or not to be, there is a
vast misunderstanding in  seman-
tics. If a discount is a “cut rate,”
then everything is cut rate. We
feel that the application of this
term is not appropriite in any situ-
ation where the discount is con-
sistent and applies proportionately
to all purchasers. . .

There is a background of experi-
ence and creativity in the arcas of
the active and successful represen-
tative group sales plans which, in
our opinion, should augur well for
the future of the mediwmm. As this
develops, the industry will henefit
and there will be a substantial in-
crease in the levels of national ad-
vertising investiment in spot radio.

JOUN F. BOX, JR, managing director, The
Balaban Stations

FUNNY, MAN!

The Steve Allen Show
is now seen in the
following markets

Baltimore WJZ-TV

Boston WBZ-TV

Chicago WBKB

Cleveland KYW-TV
Columbus (Ohio) WTVN-TV
Dallas KRLD-TV

Des Moines KRNT-TV
Detroit WJBK-TV
Evansville WTVW

Grand Rapids WZZM-TV
Honolulu KGMB-TV
Indianapolis WLW-/
Kansas City KMBC-TV
Los Angeles KTLA
Minneapolis/St. Paul WCCO-TV
New Haven WNHC-TV
New York WPIX

Palm Beach WPTV
Phoenix KOOL-TV
Pittsburgh KDKA-TV
Portland, (Me.) WGAN-TV
Portland, (Ore.) KATU-TV
St. Louis KTV/

San Antonio KENS-TV
San Diego KFMB-TV

San Francisco KPIX
Seattle KIRO-TV
Springfield (Mass.) WHYN-TV
Syracuse WNYS-TV
Tucson KOLD-TV
Washington WTOP-TV
Youngstown WKST-TV

WBG PROGRAM SALES, INC. |

122 E. 42nd Street, New York 17, N. Y. |
MUrray Hill 7-0808

SPONSOR/ »ARCH 1963



And television’s funniest pro-
ram is really packing them in! ARB
ata shows The Steve Allen Show in
irst place, or tied for first, in mar-
ets like: Los Angeles (5 rating, 33%
hare in 7-station market) Pitts-
urgh, Kansas City (10 rating, 39%
hare in 3-station market), Boston
7 rating, 41% share in 3-station

NNY,

market), Baltimore, Washington (5
rating, 33% share in 4-station mar-
ket) and Cleveland!

In fifteen markets surveyed by
ARB in October and again in Novem-
ber, the average market showed a
30% increase in ratingand a 21% in-
crease in share of audience for The
Steve Allen Show in a month’s time!

surce: ARB Reports, October and November, 1962, Average Y4 -hr. rating In Steve Allen time period.

¥BC PROGRAM SALES, INC. cge
{'BC PROGRAM SALES, INC. S

AN!

Let us show you a sample of the
series which Cecil Smith of the Los
Angeles Times called: “wild, unin-
hibited fun”; fill you in on its out-
standing rating performance; and
present several other succinct rea-
sons why The Steve Allen Show
should be on your station. Inter-
ested? Get in touch with Al Sussman.

WESTINGHOUSE BROADCASTING CO.

122 E.42nd Street, New York 17, N.Y. - MUrray Hill 7-0808



View it on a tv tube and you'll
see why today’s best-selling pictures
are on SCOTCH BRAND Video Tape

Don’t fall into the “*April Fool™ trap of vicwing filmed tv com-
mercials on a movic screen in your conference room! The only
sensible screening is by closed circuit that reproduces the film
on a tv monitor. Then you know for sure how your message is
coming through to the home audience.

When you put your commercial on “ScotcH”™ Video Tape
and view it on a tv monitor, you view things as they really
appear. No rose-colored glasses mathe the picture scem better

than it will actually be. No optical-to-clectronic translation
takes the bloom from your commercial or show. Every single
image on the tapc is completcly compatible with the tv tube
in the viewer’s home.

You've just completed a commercial you think is a winner?
Then ask your tv producer to show it on a tv monitor, side-
by-side with a video tape. Compare the live-action impact and
compatibility that “Scorcr’ Video Tape offers agencics, ad-
vertisers, producers, syndicators. Not to mention the push-
button casc in creating special effects, immediate playback, for
cither black and white or color. Write for a free brochure
“Techniques of Fditing Vidco Tape™, 3M Magnctic Products
Division, Dept. MCK-33, St. Paul 19, Minn.

Sce us at the NAB Show Booth 19W

v
Y

Scotch

'SCOTCH" 1S A REGISTERED TM OF 3IM CO.. ST. PAUL 19 MINN

Magnetic Products Division

COmPANY
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Media & radio-tv unite;

"SPONSOR| ¢ warch 1953

Can this marriage succeed?

Bates coordination of media and program

I.ee Ruch (left) ol
Benton & Bowles, and
Dick Pinkham (below
ol Ted Bates, head
combined media
program departments.
BB was first to unite
two opcrations three
years ago

departments raises new Madison Avenue speculation

on traditional intra-agency rivalries

eral days ago that it has reor-
ganized its media and program op-
erations into one department under
Richard A. R. Pinkham, senior v.p.
and head of radio and television
for the agency, speculation quickly
became rife along Madison Avenue.
Does the Bates move indicate
that the high-budgeted radio-tv de-
partments are gaining the upper
hand in their perpetual contlict
with media departmments at many
agencies?  Or does it mean that
this internecine strife is dissolving

whcu Ted Bates announced sev-

SPONSOR /4 nArcH 1963

in the face of growing pressure for
cooperation in all phases of media
buying?

Finally, can programing and me-
dia departments effectively pull to-
gether in one yoke?

The emphasis at Bates is on co-
operation. \When asked by sroNsor
why the reorganization had been
undertaken, the agency had this to
say:

“The consohidation of radio-tv
with media 1s a matter of logic.

“The radio-tv department has
had three functions; to evaluate tv

programs, to buy them and to su-
pervise them.

“Nothing will ever diminish the
importance of evaluation and su-
pervision. In fact these may be-
come niore important as time goes
on.

“But shows can now be bought
with unprecedented (lexibility, can
be selected to reach specific target
audiences, can frequently be bought
on short-term contracts. This per-
mits network o be phased even
more closely into a product’s total
advertising plan.
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TELEVISION/RADIO
PROGRAMING DEPT.

Media & tv under one roof at Benton & Bowles

Network TV
Relations

L. CURRLIN

Vice President & Manager of

Radio/TV Programing
Department

IRWIN SEGELSTEIN

Senior Vice President
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Media & Programing

LEE RICH

1 |

1

Assoc. Prog. Assoc. Prog.
Birector U ] Director e
F. Bartholomew Philip Capice

Assoc. Prog.
Director

Lewis Wechsler

Manager

Programing Services

Arthur Richards, Jr.

Executive
Producer

Donald Wallace

Live Production
Presentation Facilities

Glenn DeBona
John Riccardi

HOLLYWOOOD

Vice President in Charge

Al Kaye

Vice President
Programing Production
Murray Bolen

Producers
Donald Forbes
John Hamlin
Win Horton
Fred MacKaye

Office Manager
Mary E. Stahl

Traffic Manager
Nancy Brown

Unit Executive Manager Syndicate TV Studio

Producer Film Operations & Theatre

A ; Jack Adler
Charles Fisher John Sibley Reuben Glickman

Ben Hirsch

i
Producers Supervisors Traffic

Bud Gowen Joseph Stewart Manager Traffic Film Rooms

Michael Marden

"
William Marceau Ernest Nage!

Stephen Schenkel

Operators 6
Marion Lennox
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William Schneider

Cecilia Mulrooney

Assistant Traffic Film
Manager Inventory
Marie Adams 1 Kate Pesce
Vice President Business Assistants to Legal
in Charge of Manager Business Manager Clearance

Bernard Ehlers
Rose Shechtman

Matilyn Meehan

“As a result, close coordination
between network buying and all
other buying is imperative. The
two responsible  departinents not
only should be under one banner,
they should also be located on the
same floor and in daily, even hour-

/ communication.”

Some Madison Avenue observers
saw the Bates move in a diflerent
light. Said one large ageucy media
director: “Bates combined the two
departments because it was the onlhy
way they could keep Dick Pinkham
from leaving the ageney and going
1o ABC.”

Said anothier: “All Bates has
done is formally acknowledge a sit-
uation that has existed for a long
time—dominaton of the agency by

the television deparunent.”

And a programing executive had
“Radio-tv and media
departments have entirely different

this to say:
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functions within i ageney. | think
i is a mistake 0 ry 1o combine
them into one operation.”

Some historical perspective is
necessary to understand this media-
programing dichotomy. Media de-
partments, explained Jack Peters,
media director of Kastor, Hilton,
Chesley, Clifford & Atherton, have
existed ever since print was first

wed by advertsing agencies. But
with the appearance ol the broad-
cast media, particularly television,
broadcast departunents began grow-
ing side by side with the older me-
dia deparmuents.

This inevitably led 10 certain
conflicts, Peters said. If a elient had
a million dollar budget, the media
department  wuanted to put the

whole million iitto prine and 1he
broadeast  deparument all ol (i
money into radio and/or

I'he sitnation became even more
complex when spot broadeiast buys
becanie a lunction of the media de
parttuent. “There were reasons fog
this. Spot buys often involve rela
tively small amounts  of  moncey
spread mnong many markets. Net

2 MEDIA DEPARTMENT
l [ 1
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[
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Scott Clark Tony Trapp Robert Wilson

1

1

l

|

|

Staft Assistants

Steve Heller
Jerry Walters
Bill Brady

Staff Assistants

Tom Fuld
Len Silverfine
Pat Briody
Joel Allerhand
John O'Leary

Staff Assistants

Mike Selbert
Peter Hansen

Staff Assistants

Tony Kloman

Staff Assistants

Peter Copen
Fraser Tindall

Staff Assistants

Diran Demirjian
Ira Kaltinick

Garrison Lane
Brooks Barrett

Staff Assistants

George Sharpe
Michael Moore
Andrew Kantra

Broadcast
Supervisor

I Dana Redman

Associate

Asst, Broadcast Analysts
Supervisor
C. Cunningham Pat McPartland

Lynne Karson
Mary Alice Pardo

Qualitative
Supervisor

Michael Ephron

Media Director

Art Heller

Print Supervisor

'.— Margaret Keenan {—

Assistant
Print Supervisor

Dorothy Gibbons

o]

Analysts

Mary Hartshorn
Ruth Jeffrey

Analysts

Daniel Finton
Ada Gottadi

Coverage Analyst

I SPONSCR /4 ararcr 1963

Betty Leckner

Staft Assistants

Mike Ormiston
Larry Schwartz
Tom Griffin
Laury Pamentell
John Raad
John Sommers

31



work buys, however, nvolve com-
mitting mullions of dollars at one
clip. 1t is often the case, Peters
saic, that the top biass at an agency
will negotiate a network buy and
then hand it to a media department
saving “lere, use this.”

Basic difference. But there is an
ceven more basic difference between
spot and network ()l)CII!li()llS. “Spot
is a commodity and as such s
much more akin to print buying
pring,” explained Stephens Dietz,
senior vice president and market-
ing services director of Kenyon &
Eckhavdt. “When you buy spot
vou buv something quantitive—
time. When you buy network vou
not only buy time but you buy val-
ues. Network involves purchasing a
show. a saipt. personalities. Al of
these things 1equire & qualitative
assessment.”

Thus. diverging philosophies and
methods developed among media
and radio-tv departments. In media
rooms the chief preoccupation s
with hard [acts—exposure, cost-per-
thousand, 100 top markets. Pro-
gram departments. on the other
hand, are concerned with values—
the appeal of a personality, wheth-
er the subject of a tv show is suit-
able for the advertised  product.
Morcover, media departments us-
nally are run as team operations
following carefully mapped strate-
gv, while network operations fre-
quently reflect  the experience,
judgment and artistry of a single
man—a Pinkham at Bates, o Bud
Barry at YRR or a Jim Bealle at
K&E.

Many exceptions. Like most gen-
eralizations, these contain a multi-
tude of exceptions. But the fact
iennins that at most agencies pro-
graming and media have gone their
separate ways and that their differ-
ing points of view have olten led
to open [tiction,

Three years ago, a new course
wis charted by Benton & Bowles.
I'he agency placed its media and
programing deparunents under the
command ol a single executive—
senior vice piesident Lee Rich.
svoxsor recently asked Rich how
this move has worked out lor the
agency.

(Please tnrn Lo page 15)
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Campbell’s V-8 vegetable juice
invests 100% of ad budget in radio

> V-8 goes all out for radio a second year
> Radio ‘provides frequency within budget limits’
> Also boosts V-8 as top-of-the-mind product

ow in its second consecutive
N vear of an inténsive campaign
ot 1009, spending in radio, V-8
vegetable juice is scheduled on two
major networks and supported by
heavy-up spot overlays in about
ten markets.

Va8's  agency, Needham, Louis
and Brorby, Chicago—which han-
dles two other lines for the soup
company,  Campbell’s  various
canned bean products and the new
Bounty—recommended radio  for
the product initially because  of
effective results other NI&B cli-
ents were experiencing in the me-
dium.  (See sroxsor, 3 September
1962.) In addition, the product
seemed ideally suited to radio’s
ability 1o provide frequency within
budgetary limitations, according to
agency media specialists; V-8 was
well established,  (marketed by
Campbell since 1948 when it was
bought fromn Standard Brands);
and V-8's consumer market base
was very broad, relatively unaffect-
cd by such factors as age, sex. or
socio-economic barriers.

However, according 1o Edward
W. Hobler, NL&DB vice president
and Campbell’s account executive,
the client has discovered that thus
far, V-8 consnmers tend to be
among the upper income group liv-
ing in urban areas.

Sales potential. 'I'he instigating
lactor to V-8’s radio blitz was the
discovery of a marketing problem
facing the product, and while not
too acute, indicated that the prod-
uct’s sales potential was not being
entirely fulfilled. Rex M. Budd,
Cammpbell  advertising  director,
speaking at the National Industrial
Conlerence Board in New York last

September, outlined the situation
thus:

“In updating our consumer re-
search  we were impressed  that
many people knew about V-8 veg-
etable jui("e, hut when questioned
about the various juices they used,
V-8 did not come quickly to mind.”

“T'o use an overworked phrase,”
he said, “rescarch indicated V-8
was not a top-of-the-mind product.
The biggest users of V-8 were also
the biggest users of tomato juice,
a product category of much bigger
tonnage.”

Radio frequency medium.
NL&B recommended more fre-
quency in V-8 advertising, Budd
said, as well as a copy approach
that was a “grabber.” The fre-
quency medimn was radio, and the
“grabber” turned out to be this
commercial  (generally known as
the WOW! conunercial) , the spear-
head of V-8's campaign:

Girl: Gee, that looks good—just
like tomato juicel

Man: But it's cight juices good
for you and me—1"8,

Girl: Well, I still say it looks like
tomato juice.

Man: But it's eight ways tasty—
discover it and see! Eight lively
Juices—uvegetable juices—yours for
good health in 1-8!

Girl: But [ still say it looks hike
tomato juice.

Mau: 1Well, just take one taste of
I’-8.

Girl: WO It sure doesn’t
taste like tomato juice!

Man: Of course not! It tastes
like 17-8.

Girl: Grrre8!

Anncr: -8 cockiail vegetable

juices—from Campbell’s.
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This was the only conmnercial
copy used for over a year, and just
recently  were  variations  intro-
duced. They include the voices of
a simulated Southern Colonel; a
dowager; and a Spanish accent, all
adhering to the original “WOW?”
opy.

Initially, a research team began
working, Budd explained, to test
the original commercial for public
reaction.  (Although  Campbell’s
liked it, there wus some feeling it
might be too loud—too intrusive.)
Later, a four-week radio test was
launched in Harrisburg, Pa., sched-
uling about 70 commercials week-
ly. Describing the research tech-
niques employed during the test,
Budd said:

317 phone calls. “We made
317 phone interviews prior to air
time, to establish awareness of ad-
vertising for this product. Four
weeks after we put V-8 on the air,
we made 152 difterent phone con-
tacts to establish what, if any,
changes in awareness had devel-
oped.

“Awareness rose from 369, to
559, as a result of the “WOW”
message,” Budd said. “This com-
mercial then went into national
use and is now playing across the
lr. s,

g

“Sales results are excellent.”

V-8's first radio caampaign which
began i the lall of 1961 was sched-
uled on the ABC and NBC net-
works, with spot support in im-
portant markets. Due to circum-
stances beyond Campbell’s control,
however, it was necessary to dis-
continue schedules alter about six
months because of product scarcity.
Fomatoes last year were in short
supply, and the resulting limited
stock ot V-8 depleted too fast to
warrant continued advertising.

The current V-8 campaign, lor
which buys were made last Septem-
ber, spans a 52-week period, and
consists of five llights ol five weeks
each, for a total of 25 weeks. This
year, CBS and NBC networks are
used concurrently, plus spot radio
which serves two important pur-
poses: First, spot is bought in mar-
kets with high sales potential; and
second, where network coverage is
weak, to bring the market up to
national potential. There are not
more than 10 varied spot markets
included in V-8s lineup, but in
these, spot schiedules are of identi-
cal length and frequency to those
on the networks.

Flighting theory. V-8’s theory in
flighting is that it enables adver-
using to cover a full calendar year.

V-8 juice is important product, contributing to Campbell's expansion
As of '62, tomatoes that go into Campbell’s products, including V-8, are graded by electronic color measurement. Many other
new innovations and products were initiated. New products in '62 include heat processed soups, Red Kettle dry soup mixes,
bean and beef, Pepperidge Farm products, Bounty main dish products, and a number of specially formulated products
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Use ol this dassic fhight pattern
provides o minimun  frequency
level—an average ol 30 exposure
per week—maintaining the neces
sary year-round exposme without
allowing cnough time  lapse be
tween {lights to cause histener o
getfulness.

This yem, with the natton's to-
mato crop plentiful, V-8 is also
more abundian than last year, and
both Campbetl’s and NL&B are
hopetul that because ol adequate
product supply coupled with the
52-week basis radio blitz, a great
deal of momentum will accrue for
V-8.

Commercials for V-8—the new
variations on “\WOW” are sched-
uled during daytime hours gen-
erally, to reach the housewile,
Some commuter time is bought,
too, according to Edward Hobler,
but Campbell’s teels the housewife
is its most important advertising
target for this product because,
through consumer research, they
have learned that women do the
shopping for men.

For the most part, Campbell’s
and NL&B are delighted with the
amount of playback that has been
reccived on the atiention-getiing
“WOW” commercial. Red Skelton

(Please turn to page 48)
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Film cell animation finds strong competition

in little-known Aniform technique which offers television advertisers

more speed, control, and fluidity

Puppet characters
open new possibilities

for animation

Aniform puppeteers make characters live
A complete mystery one month ago, the Aniformn technique used to create the 1H-O cereal commercials is now in the open.

hove, puppet-like

34

haracters arc manipulated for tv monitor.

his winter there have been small
Tllun‘ies ol 1alk about a new
commercial animation technique
known as Aniform. The technique
has not yet overwhelmed ihe v
commercials industry, and may
never, but more and more agency
producers are endeavoring to find
out what the process can do for cli-
ents desiring cartoon characters,

Interest i Aniform reached a
peak last montly when the first na-
tionally broadcast video tape com-
mercial to use full animation ap-
peared on tv. But the idea has
been kindling for a couple of years
and “is so simple it should have

I'hree to six puppeteers are required for cach character

been discovered long ago,” says its
creator, Morev Bunin of Aniforms
Inc. “Fluid forms for cartoon ani-
mation on video tape arc as obvi-
ous as the wheel for transportation
or the needle for sewing.”
Although the Aniform technique
has limitations, it has basic advan-
tages over fitm cell animation
which advertisers can’'t overlook:
speed.  faithfulness of character
from commercial to commercial,
production control, fHuidity, and,
olten, economy. These advantages
hold whether tlie commercials are
done on film or video tape, but the
technique is currently making spe-
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Checking characters against designs

Above, Morey Bunin (far 1), aeator of the technique. and Eli Bauer, de-
signer, go over plans for the principal character of the H-O Cereal commer-
cial. Below, the creative team at Aniforms, Inc. demonstrate movements to
the ctient and SSC&B agency executives and producer on the account. The
opposite of film cell animation, characters can be made before dialogue

cial news for video tape. In the
past tape could not handle anima
tion except by producing it first
on film and then dubbing. Suach
second generation commercials lost
all the advantage ape has to offer

The process is still being experi-
mented with and being challenged
to overtake the capabilities of film
cell animation. At present, the
\niform  producers  claim  they
have reached a level of animation
sophistication comparable to The
Flintstones.

Advertisers interested. Many
major agencies have asked for dem-
onstrations. Among them, McCann-
Erickson, Lennen & Newell, N, W,
Avyer, Cunningham & Walsh, Ken-
yon & Eckhardt, William Esty,
Benion & Bowles, Young & Rubi
cam, Ted Bates, BBDO, Grey, J.
Walter Thompson, and Dancer-
Fitzgerald-Sample. The proof of
the pudding will naturally be who
buys it.  Reportedly, a half-dozen
advertisers arc seriously talking
production with Aniforms, Inc
Many other advertisers are taking
a let's-wait-and-see stand, eager to
know about the process but reluc-
tant o use it.

Advertisers [eel the process is not
yet the complete answer, and may
never be for some types of anima

Production in progress

Conuol room staff at Videotape Center
produces the H-O spots. Geoffrey
Kellv, SSC&B producer (l), supervises
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ton.  One advertiser sakd “Lhe
problem of comparing film  cell
animation with Aniform animation
is like comparing green and ved:
they're both colors, but . . . For
certain commeicial ideas it can do
the job well, while for others it is
impractical. The success of the
tedhmique depends upon how ad-
vertisers use it.”’

Right now the Aniform tech-
nique iy considered new and risky:
not the kind of thing many agen-
dies are wilting to gamble on with-
out hrm understanding and faith
in what it can do. Launching the
process on video tape becomes dou-
by hard because tape itself has not
been Tully accepted by advertisers.

Upon seeing a sample of the st
Aniform commercial on television,

agency  executives and  producers
invariably make the sume verbal
responses:  “It’s fascinating, but
how does it work?” then, “\What
does it costz” and lastly, “What
can the technique do?”

How does it work? Deing a
unique process there is very litle
to compare it with. Aniform is ani-
mation, vet it is also distincly dif-
ferent.  Outsiders call the charac-
ters puppets, but Aniform people
claim they are not, because it is
essentially a two-dimensional proc-
ess, whereas puppets are three-di-
mensional.  When all is squared
away on definitions, information is
still scarce. Although the technique
is patented in the U. S, and applied
for in 11 countries, the idea possi-
bly could be modified and used

stration.

What agency men think of the Aniform process

&& Aniform is a new and unusual technique for moving
drawings, and not animation as we usually think of it
The process has a unique look which brings forth a dif-
ferent emotional responsc. *®

e \With the long lapse ol time required for film cell ani-
mation, we wouldn’t have had the H-O hot cercal com-
mercials ready until cornflake scason.®®

seli’s a fascinating process which has provoked much
debate as to how it was accomplished . ®®

& \We are definitely interested in using the process for
tape commercials and have asked for a second demon-
In the past animation had to be done on filin
first and then dubbed to tape. With Aniform the process
can be done immediately on wape.®®

William Gibbs
J. Walter Thompson

Warren Bryan
SSC&B

Robert Gross
BBDO (Chicago)

Gill Dudsic
Needham, Louis & Brorby

ee | do not envision Aniform’s most important future use
to be as a substitute for regular successive frame anima-
tion on film. Rather, I am most enthused about its ability
to combine tape live-action with animation and the unlim-
ited production values it can add to tape commercials in
general .2®
Sy Frolick
FRC&H
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elsewhere, violating the patents,

The production progresses as
tollows. Once the basic storyboard
is agreed upon, the outline of each
moving character is cut out of a
special plastic material, rubbery and
flexible, approxinnately one-inch
thick. Different materials are used
for different moving parts depend
ing on the degree and type of
animation called for. The plastic
is black and the upper surface of
the outline is painted white. Parts
within the outline which will also
have to move, such as lips and eye-
brows, can be made separately or
made part of the original cut-out,
but they too are painted white.
The complete characters are then
positioned on a flat work-table,
covered with a jet black material.
Removable control rods or strings,
also jet black, are then attached to
each moving part. The Aniform
operators, all trained puppeteers,
then stand ready to manipulate the
rods and strings.

When the camera is trained on
the production it “sees” only the
white lines. Thus, when the con-
trol rod on an eyebrow moves, the
camera records only the white line.
Polaritv is then reversed so that
evervthing black becomes white
and vice versa.

Live elements or film can be
combined, judged during produc-
tion on monitors, and recorded on
tape.

What does it cost? Cost depends
upon the number and complexity
of characters called for, and on the
number of commercials which will
emplov the same characters. If the
advertiser were to order a single
comuercial, costs could run as high
as the most expensive cell anima-
tion, although the advertiser would
save money in production time.
(Two or four weeks are required
for the .Aniform process, in con-
trast with several months for film.)
The cost for each H-O commercial
ran about $8,000,

I second commercials are
made, employing the same basic
characters, the cost would natural-
ly be lower because construction
costs would be eliminated, where-
as drawings of the characters’, ac-

(Please turn to page 48)
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Broadcasting has major
role in AFA’s plans, says
Mark Cooper, new prexy

-'A P

Spreads voice of advertising
Mark Cooper, new president of the Advertising Federation
of America, who was chosen from field of 40 candidates

==

———— —_—— -

> Hails sponsors of bublic ser_v_it.:e prbgrams
> Industry self-regulation most important
> AFA to correct ad image in Washington

[ e
calm, blue-eyed, sandy-haired

A six-footer and ruling elder of
St. Mark’s Presbyterian Church of
San Angelo, Texas, named Mark
F. Cooper, has emerged from a
field of more than 10 candidates as
the new president of the Advertis-
ing Federation of America.
Cooper, age 40, gave up the job
of director of public relations of
General Telephone Company of
the Southwest, to pick up the
threads left by C. James Proud,
who resigned as head of the AFA.
The new head of the AFA, with
a deep knowledge of the broadcast
industry, told sronsor last week
- that the organization he now
! heads, being the only one of its
kind representing all of advertis-
ing, needs strong component parts.
“Broadcasting has been and will
continue to play a major role with-
. in the AFA,” Cooper declared. “As
| all advertising continues to grow
. in stature, AFA benefits to the de-

e —— ——————
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gree that its key segiments, such as
broadcasting, grow and develop.”

When interviewed, Cooper was
hip-deep in studying the approxi-
mately 1,000 company members,
the 18 specialized advertising as-
sociations and the nearly 140 ad-
vertising clubs tlinked with the
AFA. He was working out the
intricate logistics involved in visit-
ing member clubs and conferring
with district organizations relative
to such pressing problems as rela-
tions with advertisers and business,
relations with the government and
the advancement of advertising
education. Another problem con-
fronting  Cooper will be the
strengthening and expansion of the
AFA’s Washington bureau.

High praise for Public Service.
It is with very deep satisfaction
that he views the tendency on the
part of more and more sponsors to
back news-oriented and informa-
tionallyslanted television pro-

grams, Cooper told spoxsor. Coop-
er praised FCC Chairman Newton
Minow for applauding such spon-
sors as Bell & Howell and West-
inghouse for sponsoring news and
documentary features. Minow had
recently pointed out that the three
networks were spending in the re-
gion of $70 million on news and
information programs and that
“the most thoughtful admen are
fnding this (the backing of such
programs) is not only good citi-
zenship, but good business. . . .
I'hey are discovering that it is not
only numbers that count in mea-
suring an audience.” Cooper thor-
oughly agreed with Minow in this
instance.

Cooper also saw eye-to-cve with
NAB chieltain LeRoy Collins in
the matter of some advertisers who
prefer to “play-itsafe” and avoid
all controversy. Collins had re-
marked that some timid advertis-
ers “want to avoid controversy” and
“this is unfortunate, for the \meri
can people are not childish
those advertisers who are not afraid
of backing programis which stimu
late thought, arouse reactions and
even step on toes are going to find
themselves increasingly more and
more respected by the public.”
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His object is to provide morenuseful service to ad industry

Mark Cooper, new AFA president, hopes to build top-ranking roster of speakers to explain advertising's role in Ainerica

“1 agree with Collins,” Cooper
told sroNsOR.

It 1s obvious, when one talks
with the purposeful Cooper and
his earnest co-workers in the New
York office (Madison Avenue, it
figures) of the AFA, that the major
mission of all concerned is to
hange the fundamental thinking
of some Americans who regard ad-
vertising and Madison Avenue, to
boot, as an ogre and baleful influ-
ence on the consumer.

Cooper wus indeed pleased that
no less a business leader than Peter
(.. Peterson, president of Bell &
Howell, Cliicago, had brought up
his matter at the recent mid-win-
ter conference of the AFA and the

dvertising Assn. of the West.
Peterson reminded his audience
that “for the last few years, Madi
son Avenue has bheen America’s
most popular villamn,” and added
that “the wolves of Wall Street are
probably greatly relieved to give
up their pre-eminent position.”
Peterson went on to say that busi-
nessmen and the public, too, are

responsible for present-day adver-
tisements. “For as George Stigler
of the University of Chicago re-
cently observed, denouncing peo-
ple who serve public tastes is like
blaming the waiters in restaurants
for obesity,” Peterson said.

Praise for Peterson. Cooper said
Peterson’s speech was “well stated.”
“Unfortunately, too many people
have swallowed this fiction of the
Madison Avenue ogre because peo-
ple have a tendency to accept or
blame their problems on some-
thing they can’t control,” Cooper
explained. “In the 1930’s people
blamed the depression on the dis-
honesty and unethical practices of
Wall Street, as they were told
about it. Since World War I1, the
advertising industry has carried a
like stigma.”

Cooper was asked if he agreed
with Paul Rand Dixon, chairman
of the FTC, who said recently:
“Self regulation of advertising
won’t succeed unaided. It won't
work against that occasional com-
bination of larcenous seller, amoral

advertising agency and indifferent
media.”

“I agree with him insofar as this
statement is concerned,” Cooper
said.

Cooper pointed out that one of
AFA most important activities is
to improve the consumers’ confi-
dence in advertising. It does this
through the Advertising Recogni-
tion Program. The AFA, he said,
seeks to inform the consumer and
help him buy more intelligently,
tell the wruth, avoid misstatement
of facts, as well as possible decep-
tion through implication or omis-
sion: conform to generally accept-
ed standards of good taste and, last-
ly, recognize inherent economic
and social responsibility.

Speaking of the recently formed
President’s Consumer Advisory
Council, Cooper saw no reason
why the Council and the advertis-
ing industry could not work to-
gether to accomplish the education
of consumers.

Asked to comment on an FCC
Comimissioner’s recent statement
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that the regulatory agency was “an
activist commission” and  “we're
determined to regulate broadcast-
ing in the public interest,” Cooper
replied: “I don’t completely agree
with him. 1 feel self-regulation
is most important. This is the area
that needs to be developed.”
Admen aware of responsibilities.
At no time have the responsible
figures of advertising shirked their
duties to improve advertising,
Cooper declared. “I think the ad-
vertising fraternity is aware of its
responsibility,” he added. “No-
body is satished with the status
quo. I think the ad men and the
ad women are constantly trying to
improve communications with the
consuming public. And we have
always espoused this course.”
Cooper thought Minow was
speaking the truth when the latter
pointed out recently that much of
the pressure for increased govern-
ment in the marketplace stems

from busincessmen  thenselves.”
Minow had said: “Nost of the busi-
ness men who come to my ofhce
during a typical week come to say:
‘Do something to regulate my com-
petitor.” Until business men real-
ize that they arc the source of much
of the activity, the pressure will
continue.”

T'o this, Cooper said “amen.”
“I wm completely in agreement,”
Cooper reiterated. “Unqualifiedly,
I agree.”

The advertising business hmage
in Washington is “lousy,” was the
way it was put by William Ruder,
former assistant Secretary of Com-
merce and president of Ruder &
Finn. Asked to comment on this
sorry state, Cooper said, “this is
one of the things the AFA hopes
to correct.”

The new head of the AFA saw a
great ‘“need to improve our com-
munications with the legislators of
our country.” He pointed out that

among  AFA's goals was one o
protect the legitimate rights and
interests of advertising against the
enacunent ol nunwise and unjusti-
fied legislation that would lessen

advertising’s ability to promote
cconomic progress.”
During the interview, the sub-

ject of Walter Weir's new book,
“Truth in Advertising” . . . and
“Other Heresies,” published by Mc-
Graw-Hill, arose.  Cooper  was
asked if he agreed with a passage
to this effect, in Weir's book.
Criticism is healthy. “I hLope
some part of advertising will al-
ways be new. [ hiope there will al-
ways be a fresh supply of Ogtlvys
and Bernbachs to renew it. And |
hope there will always be a Kint-
ner or a Schlesinger to stick a hot
poker up its otherwise fat and un-
feeling fundament.”
“I agree,” Cooper said. “Criti-
cism is always healthy. Once criti-
(Please turn to page 50)

R
Campbell-Mithun: a big oak from a little acorn grew

2K S b

Three decades ago, six people rolled up their
sleeves and started an advertising agency in Min-
neapolis. Now one of the top 25 agencies in the
nation, Campbell-Mithun, Inc., will celebrate its
30th anniversary next month. As broadcasting
represents the major part of CM’s business—
nearly half of its $50 million domestic billings is
allocated to radio and tv—the agency recently
unveiled its new threc-quarter-of-a-million-dollar
Minneapolis offices highlighted by closed-circuit
tv receivers and the latest broadcast equipment

(top left) for effective presentations of experi-
mental commercials. Mithun, board chairman
and co-founder of the firm shown above with
president Albert R, Whitman (right), credits
“fair, yet tough minded clients” along with the
agency's l4-point new product introduction for-
mula as the key to the company’s success. An
impressive line-up of clients being serviced by the
agency at the present time includes Chun King,
Northwest Airlines, Hamm’s Beer, and Pillsbury
Refrigerated Foods.
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Sound track for animated tag t6 commercial is recorded

Two Iinmers, one saw, and a string bass are the tools of John Cole (1) director of tv, radio, and films, Buchen Advertis-
ing. who records soind track of 1lsecond animated tag. Commerdial (1) iltustrates application of pegboard, one ol

Muasonite’s building material products used here for wols in a garage.

Fhe sound track will be used again in the spring

Masonite growth relies heavily on tv

.

. —_—— e S
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> Company uses tv to promote building materials
> Medium facilitates new product introduction
> Merchandising devices are a ‘‘must”’

-—

& SR e

Chicago
hy does @ major manufacturer
of building materials maintain

network television schedules as its
nigjor advertising medium?  T'he
Muasonite Corp.—largest producer
ol hardbouards in the country—uses
regular flights on NBC's Tonight
show, becawse the vehidle delivers
16sults tor the company’s vital mai-
keting requirements.  Lhey are:

o Picsell, ut both dealer and
consuner levels.

e Fudilitate new product intro-
duction.

o Reflect company image,

o Provide a strong merchandis-
g device,

The nature of Masonite prod-
ucts makes this company's market-
ing strategy much different from
that of most tv advertisers of con-
sumer items.  John Cole, director
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ot the radio-tv-films departiment at
Buchen Advertising, explains that
Masonite products, sold via some
18,000 lumber dealers throughout
the  country, vequire  face-to-face
setting at point of purchase,
“Masonite’s  advertising  is de-
signed primarily to back up the
personal selling eflort on the part
ol lumber devlers.” savs Cole. “In
our commercials. we know we can't
possibly cover all the reasons why
Masonite  products fill consumer
needs.  \What we can do, however,
is create an interest in these prod-
ucts, and ditect consumers to lum-
ber dealers lor the complete story,”
At the some time, Cole points
out, “We strive 1o stimulate inter-
est at the dealer level. The lum-
ber dealer is the key to sales, and
through television advertising we
attempt to encourage more product
display. as well as product educa-

tion, in order to stimulate better
sades talks.”

For Muasoniie, as well as for oth-
ers in the building products busi-
New, 1voreprescitls a o positive, ag-
gressive approach on the pare ol
manufacturers, Cole believes. “It
sounds exciting (o a dealer, and
certainly Masonite’s tv activity has
turned out this wany,” he declared.

So thoroughly established are
Misonite  products with  lumber
dealers, that distribution is no
problem. But in the area of new
product  innoduction,  Masonite
needs 10 stimulate initial distribu-
tion.

“A e in point occurred last
full,” Cole explains, “when Presto
pegboard. a new, prefinished, heavy-
duty  pegboard  was  introduced.
Generally it takes about a year to
gain full distribution of a newly-
introduced building product. Be-
cause  Presto was  merchandised
heavily in connection with Mason-
ite’s Tonight schedule. it got ex-
cellent distribution and «reated a
good sales movement in dealer
showrooms within several months.”

In this respect, Masonite’s use of
tv is similar to the use made of it
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[ by many other companies.

There are three products in-

[volved in Masonite's tv campaigns.
The most imporwant, according to
| Cole, has been the wood grain pre-
|Anished interior paneling with the
{brand name Royalcote; the peg-
board products, in addition to the
new Presto pegboard; and Mason-
jite’s line ol exterior siding prod-
jucts.
[ “Last fall we also made an at-
tempt 1o increase consunmer aware-
ness of both the Masonite brand
name and its association with a
great many building and industrial
products,” Cole says. “We think
the Tonight show offers an excel-
lent audience for Masonite be-
cause 979, are adults, both men
and women, the audience segment
{{most important for Masonite, Gen-
. {erally, we feel that these are vouth-
ful adults with young, growing
families who have an active inter-
est in the kinds of building prod-
ucts made and marketed by Mason-
ite.”

Network tv, Masonite feels, has
demonstrated its ability to create
consumer sales for its products. In
the first campaign conducted last
spring, the only product advertised
was Royalcote paneling.

“Sales for this product over a
measured period of time increased
849,,” says Cole. *“This increasc
was due largely to the original deal-
er enthusiasm and initial sales dur-
ing which dealers stocked the prod-
uct. However, many wecks after the
tv schedule ended, re-orders were
stitl coming in, indicating that
dealers wanted more.

In Masonite commercials, the
sponsor and  Buchen Advertising
have attempted to fully exploit the
special features of Tonight and its
talent. One of the company’s prob-
lems on tv, initially, was that of
visual demonstration of their large-
sized items. Building materials are
not too meaningful for consumers
until they are applied. Therefore,
various commercial techniques have
lbeen used. Some Masonite com-
mercials have been live with a
small display. Most have been on
film,

“For the fall campaign last year,
fwe created sort of an animated
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trade nrmk lor Masonite with an
original sound vack featuring o
string  base, two liommers and a
saw,” Cole explains. “We felt that
in 11 seconds this animnated trade
mark preuy well described Mason-
ite, its products, and their wsage.
[t was used as a 1ag o all commer-
ctals it last awtam’s llight, and
will be seenr again in most of this
spring’s commercials.”

In addition 10 tts appeal o lum-
her dealers and its performance in
creating  product sales. television
luntctions  in another  important
way lor Masonite. It ts also a ma-
jor lorce in steadily contributing
new products and new techniques
for the building industry; and the
company feels that television has
strengthened its image in these
areas.

“T'hiough television, we can tell

DESIGN AND PLANNING CENTER
VISUALIZE BEFORE YOU MODERNIZE

people what kind ol a company
Masonite is—and teth moie people
than ever betore ol Masonite’s 1m-
portmice i its indusny,” Cole
points out.

However, there s (mnl)(-lili(m
within the building materials in-
dusty  that  spends  considerably
more in television than does Ma-
souite  (although, Cole  stresses,
without 1evealing  specifies,  the
Masonite budget is very substan-
tal). Therefore. o chief concern
since the start of network schedules
for this sponsor has been how to
make Masonite’s v budger look

big and work big?z The budget-
stretching device has been the mer-
chandising of schedules.
Merchandising has been the key
o success lor Masonite’s network
schedules, according to Cole—an
(Please turn to page 66)
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Point-of-purchase display complements tv promotion
Masonile stimulates dealer interest in television campaign by supplying display
centers, Displayed above are company’s Royalcote, siding. and pegboard products
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Media people:
what they are doing
and saying

After eight years as media director of Campbell-Ewald’s San Fran.
cisco office, handling such accounts as the Oakland Zone Chevrolet
Dealers, the Pacific Area Travel Assn., and the New Zealand Travel
Burcau, Bernice “Breasy” Rosenthal has finally succumbed 1o the
dreamy copy whipped by her agency. She leaves 1 April for an ex-
tended tour ol Japan, Hong Kong, and the entire South Pacific area.
“Breazy” who denies she was infected by the wanderlust bug after
reading about the world 1ours of Ellic Nelson and Peg Harris in this
column 21 January, is being real cagey about return plans. “I'll be
back when vou see me” is her blithe retort to all such inquiries. No
word yet as to her successor at G-

More San Francisco news: Agency dirdes there lost another popular
buyer with the announced resignation of L. €, Cole’s Margaret Nor-
ton. Margaret retives this week to channel her full-time ateention 1o
home and family. Margaret's husband, Dan, needs no introduction
to people in the ad held: now a member of Media Internationale’s
San Frincisco ofhice, he was formerly with the Fivzgerald Agency in
New Orleans. Margaret's successor at L. C. Cole is Jean Taylor who
has been witlht Johnson & Associates, San Francisco.

Shedding some light on Virginia's “hidden market”

Meeker research head, Marty Mills and WCYB-TV’s (Bristol, Va.) v.p. Fey
Rogers (standing l-r) show latest WCYB-T'V market data to Doherty, Clifford,
Steers & Shenfield's N. Y.) seated (1) Ken Castelli, Sam Vitt and Mary Herbst

Other ageney-action: Bates' (New York) Cream of Wheat buyer,
Ken Caffrey, switched to Ogilvy, Benson & Mather (New York). Ken
had no definite account assignments at sPoNsor presstime . . . Gour-
fain, Locft & Adler (Chicago) has tagged Jackic Pond as assistant
radio/tv buyer on Winston Sales . . . And Ellington's (New York)
Dan Kane is, according to reports, getting ready to exit the agency.

And in the there’s no telling what buyers will do in their spare time

(Please turn to page 11)
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PERSON-TO-PERSON . . . friendly SWANCO radio, a *
cut above other stations in their market areas. Excit- :
ing radio that appeals to the whole family and takes :
the edge with advertisers . . . that's SWANCO radio, «
“shear” effectiveness that can't be matched. People :
) who listen, like it . . . people who buy it, love it! *
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1962

PULSE

PICKS

WKiMI

AGAIN
No.1lin

KALAMAZOO
METRO AREA

Pulse Metro Area Sept. 1962
Pulse Metro Area Sept. 1961
Last Area Hooper Sept. 1960

THE BIG
INDEPENDENT

BUY

for Greater Kalamazoo

$577 MILLION
MARKET

SM 1962 Survey Effective
Buying Income—20% Above
National Average

WKMVI

5,000 Watts Days
1,000 Watts Nights,

24 HOURS A DAY

Call MEEKER Men

i

“TIMEBUYER'S
CORNER

Continued from page 42

dept: Right now, Venet's (Union, N. J.) media director, Gene Sulli-

van, is up to his clavicle helping Ridgewood, N. J. high-schoolers stage,

their annual jamboree,

Can’c help wondering: How many of you are aware that Ogilvy,
Benson & Mather's (New York) Mary Moloney is fast gaining a wide-
spread reputation among the reps as a “real farm radio expert?”

A new group of buyers and assistant buyers has been assigned to
handle the buying chores on the Colgate accounts at D’Arcy (New
York). .Among those which have come to our attention are these
buyers: Dick Kaplan (rom Dancer-Fitzgerald-Sample (New York) and
Frank Dewey from Benton & Bowles (New York). The assistant

buyers: Bob Walker from Lennen & Newell (New York); Ed Sussman,

from D’Arcy’s St. Louis office; and Bill Foshay who was moved up in
the agency’s New York shop.

on St. Valentine's Day when
the Radio and 'Felevision

its fourth annual media
party honoring the hearts

agency and advertising peo-
ple turned out for the event
held at Atlanta’s Henry
Grady Hotel. Among them

Trager, ‘Tucker Wayne;
Marv Rosene, KSTP and
KSTP-TV; Chuck Hedstrom,
McGavren-Guild; Katherine
McGranahan, BBDO;
George Bailey, Burke Dow-
ling Adams; Lidie Walters,
MccCann-Marschalk; Joe
Sicrer, Edward Petry, pres-
ident of the Association.
RATRA, now in its sixth
vear of activity in the Southeast, is composed of some 20 radio and tv
rep fums based in Atlanta. ‘The organization meets monthly with
agencies and advertisers in an endeavor to establish better under-
standing between clients and the broadeast media.

| N
St. Valentine's Day in Atlanta
Happy group shown in the Heary Grady
Hotel, wv which Radio/Tv Reps hosted

And in our heartening news dept.: To timebuyers who secretly (or
not so secretly) fear that they will eventually be replaced by automated
“brains,” here’s a bit of calming assurance on that subject from Mogul
Williams & Savlor prexy, Emil Mogul: *“The day will never come
when we can predict with absolute certainty the effectiveness of every
ad dollar. There are theoreticians who have prophesied that in the
not too distant future we will be able to do just that with the help of
those incredible calculators and automated whatnots. If that day
should ever come to pass, you can be sure we will be a race of auto-
motans in a world of electronically controlled emotions, without a
single variable personality or changeable heart in the lot of us.”
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Atanta, Ga., was the scene:
of some mighty festive doings

RC[)I"CSCII[(Ili\’CS there tossed |

and flowers day. Some 300

(l-r) in photo at left): Ruth |
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EDIA VS. RADIO/TV
Sontinued from page 32)

The two departments sull op-
ate separately, Rich explained,
it now report to a single head
ho understands the problems of
sth. “Prior to this, both depart-
ents were working in a vacuumn.
lifedia would say ‘this time period
% 1t get such-and-such a use’ and
twork would say ‘we are buying
is program.” One group would
My ‘the media facts are these’ and
“le other would say ‘the program
lues are these.” It was a constant
4 e between  the 1wo  depart-
ants.”
'Results favorable. Since the 1wo
oups began reporting to one
ad, however, there is greater un-
rstanding and cooperation  be-
een them, Rich asserted. “The
ogram boys no longer refer o
e media department as ‘media
upks’ " he noted.
s What is going on at B&B is, es
gfitially. a cross-fertilization of the
gf>dia and program departments.
#fedia people now see screenings,
bry lines and personatities before
ey come up with media decisions.
rfograming is thinking in terms of
«Jdience shares of competition in-
ahad of just program values, Rich
clared.
' For example, media can tell
ghiat a program’s rating is and how
«Amv people are watching it, but
l@=re are values that can change
pf2 numbers. What happens when
fdcertain guest star appears on a
ifogram? Programing can tell me-
L& that when Carol Burnett an-
L-‘ ars on a program, ils rating will
l&nost definitely go up.”
AComparison drawn. Rich likened
> cooperation between program-
¢ and media to a marriage. “In
2 beginning, the two denartments
d to get 1o know and resnect one
other and to understand thev
: working toward the same end.
| en thev had to discover what one
1 supply the other and what they
1 ask each other for. Now media
d tv work together like husband
»ad wife teams on each account.”
The two departments will never
K-ome completelv amalgamated,
‘kch said.  LEach have their own
wctions and operate as distinct
tities. But they are cohesive in
> area of newwork television.
:dia and programing hold joint

$

2 2
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meetings on a regular basis o dis-
cuss anything pertiiining 1o net-
work tv. Morcover, trainces at
Benton & Bowles have an opportu-
nity to work in both departments
before getting a permanent assign-
ment.

As far as Rich is concerned, the
B&B system is justified by its rec-
ord. "It has worked for us. This
year we are number 1 in television
with 7 out of the top 14 programs.
[t is the best B&DB record to date.”

Rich, who was vp in charge of
media before taking over both de-
partments, scoffs at the idea that
Pinkham’s new appointment indi-
cates the predominance of program-
ing at Bates. “When I took over
the combined department, T bemt
over backwards in the programing
area. I imagine Dick Pinkham will
bend over backwards for media.”

Strategy vital. The point is, Rich
declared, that it is not the prefer-
ence of the media or program di-
rector that determines which me-
dia shall be used, but the market-
ing and copy strategy. “Lvery me-
dium can sell, and each has its own
advantages. No matter how tv-ori-
ented a media man may be, if the
marketing strategy calls for ouidoor
advertising he can’t walk away from
that fact.”

A number of other agencies, in-
cluding lL.eo Burnett, have since
emulated the B&B eflort to obtain
cohesion in the media and program
departments. There is some spec-
ulation that now that Bates has
taken the step a major trend may
be in the making. However, some
signs indicate that most of the
agencies with separate departments
will keep them that way.

Compton Advertising issued this
statement 10 SPONSOR:

“Although operated separately,
Compton’s media deparument and
its broadcast programing depart-
ment have functioned so well as a
team that we have not felt the need
to physically integrate the two de-
partments.

Two aspects cited. “Under the
present setup we believe our clients
benefit from the experience pro-
vided by specialists in two different
aspects of media selection—one
whose main concern is with num-
bers, i.e. getting the most mileage
out of each dollar spent for a chi-

(Please turn to page 48)

BUFFAf g pown

BUFFALO, MARCH 4—When is the last
time you asked yourself—or anyone else—
"What's happening in Buffalo?” . . . Prob-
ably, not more than five minutes ago, but in
case it was a bit longer than that, ask that
question now—and read on for the first of
a series of answers to that question.

One thing we know you've heard about
Buffalo is that it's had enough snow lately
to take all the time buyers in the country on
a toboggan ride . and, sponsors find
selling products is easy sledding on WKBW.

For example, while everyone around here
has been digqing the snow, they've been dig-
ging the Sunshine, too . . . That's Sunshine
with a capital S, please note, and WKBW
has been spreading it throughout its listen-
ing area with a Sunshine Biscuit contest . . .
The winner gets a week's worth of sunshine

lower case, please note . . . in a
Florida vacation for being the one to name
the most Sunshine Biscuit products . . . The
25 runners-up get a case each of those
products and that's a lot of Sunshine for
February Speaking of February, we
didn't forget George Washington . 5
WKBW celebrated his birthday with a re-
run of the crossing of the Delaware—not
with the original cast, however. In fact, not
even with the original Delaware. Our
George Washington, silver buckles on his
shoes and tricornered hat on his head, spent
the 22nd crossing Delaware Avenue (which
is about as hazardous as anything Washing-
ton ever did) giving away cherry pies . . .
That's a lot of pie, but then we've got a lot
of listeners . . . and do they eat? Man,
just ask the food firms that advertise on
WKBW

1+'s not all for laughs around Buffalo's
50,000-watter, though . . . Our public serv-
ice gives the serious balance and listeners
respond to it by the thousands . . . Take
the opinion poll we asked for recently on
a proposal by the Governor . . . We've
received over 5,000 replies and they're still
coming in , . .

All of which is by way of being a lead-in
to a message . .. If you have a few dollars
that you'd like to put to good use, we have
some spare listeners who have some spare
dollars to spend on your clients' products
. . . We're as close to you as your neigh-

borly Blair Man . . .
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The big pros in Madison radio
are on WKOW /1070. Each of
these exclusive personalities is
a leader in his field.

JACK DAVIS

“and my good friend the
W eather Man.™

To listeners within the sound
of Jack Davis’ voice—and that
mcludes morve than half the
state of Wisconsin— Weather
News is more than mere fore-
cast. It is exciting entertain.
ment. Jack's sparkling humor
makes weather a pleasure,
while helping to kick up a
sales storm for the advertiser,
10,000-watt WKOW, Wiscon-

in’s most powerful full-time
radio station, 1s the major
listening post for all listening
groups. First in total audience.
First in total weekly homes.
(ves 61). WKOW/1070 de-
livers 287 more counties than
station C. Phone vour H-R
man for EXCLUSIVE avails.
CBS IN MADISON

WKOW 40

Wisconsin’s Most Powerful Full Time Station

[ Y MOE, Vice-Pres. & Gen, Mgr.
Hov: Mg

Larry Beatson, Pres k
Jue Floyd, Vice-Pre

%

represented notionolly by H.R

IMIDCO|

Midcontinent Broadcasting Group

WKOW-AM and TV Madison ¢ KELO-LAND
TV and RADIO Sioux Falls, S. D. ¢ WLOL-
AM, FM Mpls.-St. Poul ¢ KSO Des Moines
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"DATA DIGEST |

Price themes backfire

The extent to which econoiny can misfire as a major sa
idea 1s the subject of a new v study conducted by Schwer
Rescarch. In no instance did Schwerin find an example
an cconomy-oricnted commercial, where economy was t
main dea. equalling its product average.

Commercials from six product fields were taken, all lo
ticket products sold through drug and supermarket outle
Schwermn findings summarized arve:

Economy, when it 1s dominant in the copy platform. is
weak motivational approach.

Economy appeals have worked well when they are suborc
nated to claims based on product qualities and user benefi

If price gives you a definite edge over competition, tell th
constner about it after you have made him aware of you
product’s major virtucs.

Among differing ways to tell an cconomy story were the:
found by Schwerin: price specific (“15 cents lower tha

other leading brands!”); price general (“You pay les
but . ..”) : amount specific (“three ounces more .. ."), an
amount general “. .. More! .. .7)

“We can think of several reasons why selling on price
not a strong advertising strategy in television,” said SR
“It robs time that could be spent conmnunicating a vit
promise to the viewer. It raises the suspicion of shodd
merchandise that lurks behind every ‘bargain.” In a reasor
ably affluent society such as ours, the saving of a few penni
on a low ticket item may not have the significance it woul
in a socicty governed by frugality or blighted by poverty.

The bar chart below dramatizes the extent to which a
cconomy can mishire as a major sales idea.

SELLING ECONOMY

183
] Price/E v
NREE price i L
150 3 Price/L ny
GHANGE T & l)i)lminaclﬁno'
m 107
100 xad
| 88
24
Prod. CMCL.: c D E F G-J K-Q
Avg. Product “X” Prod. “Y" Product “Z’
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The amazing
fact about
young adult
viewing in
Kansas City

More young adults
tune to KMBC-Tvin
Kansas City during
prime viewing hours,
6:00 pmtoi2:00
midnight; than to
any other station.
To reach them,

and to solve your
marketing problems,
g0 toMETROTV SALES

"KMBCTV

KANSAS CITYTV O

METROPOLITAN BROADCASTING

TELEVISION
REPRESENTED BY METRO TV SALES
A DIVISION OF METROMEDIAINC.
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MEDIA VS. RADIO/TV

(Continued from page 45)

ent, and the other whose prime re-
sponsibility is the selection and
maintenance of a schedule of gual-
ity programs.”

Waniren Baln. media director of
Y&R, put it even more explicitly.
At Y&R, he explained, media and
program departments have diverse

functions.  Media devises media
schedules and allocates all media
dollars,  But management allows

programing the right to upset me-
dia plans and sell network v in-
stead.

“And this is the way it should
be,” he declared. “Nerwork tv is
very expemsive. Agendies are often
rated on their performance in net-
work programing. A man who
deals in network tv has to be a spe-
cial pleader. He has to live and
breathe network and he has to sell
everything emotionally.  He be-
lieves that network tv should rule
the world. The media deparument,
on the other hand. has to look at
all media possibilities.”

Conflict inevitable. “This situa-
tion,” Balhr continued, “is bound
to lead 1o conllict between the two
departments. “And this conflict is
necessary in an agency as a check
and balance in media selection.
Without this balance between me-
dia and programing an agency can
get into real trouble.”

Y&R has achieved this balance,
Bahr declared. At the same time,
he added, the departments are well
enough integrated to preclude any
serious tricion from interrupting
the efliciency of agency operations.

The question of combined or dis-
tinct media and programing de-
partments is not necessavily an
cither-or proposition.  Other for-
mulas are possible. K&E, for ex-
ample, operates under & marketing
group system, under the overall di-
rection of Stephens Dietz.  Fach
group has its own media head,
Only when a network buy is called
for is tvradio director Jim Bealle
and his stafl called .

“Fhis approach gives manage-
ment much tighter control of our
operation,” Dietz said. “At other
agencies network operations run all
over the lot.”

The clearest choice, however, hies
between cohesive and entirely in-
dependent departments. It is like-
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ly that many more agencies will be
facing up to this choice in the not.
too-chistant future. \ 4

V-8 BUDGET ALL-RADIO
(Continued from page 33)

used “Wow! It sire doesn’t taste
like tomato juice!” as a gag line in
a recent show; and a Herblock
syndicated political cartoon
(Washington Post) used the line
as a caption.

Some brickbats. There has heen
some response however, not quite
so favorable. Campbell's has re-
ceived some letters from listeners
commenting that i’y too much of
a scremner commeictal, and  ex-
pressed amazement that a compiny
of Campbell’s stature would ai)
anytling so loud. s a result, the
original “WOW” has been tem-
porarily shelved and is undergoing
further rescarch to find out wheth-
er it has reached a saturation point
with audiences.

In the meantime, the campaign
volls on, using the three variations
on the theme. Edward Hobler,
commenting on radio’s reminder
campaign for V-8, points out two
factors: “First,” he says, “is Camp-
Lell’s reputation for quality prod-
ucts. This, combined with repeat-
ed exposures can only result in
sales leadership.  Radio, for the
time we have used it, has been a
stimulant to V-8 sales. It apparent-
ly has done the job we set out to
do—to remind consumers that the
product is avatlable.”

ANIFORM ADVANCES
(Continued from page 36)

tions would have to be started
from scaratch for film. Also, if
scenes from several commercials are
shot in production sequence, and
not in - story sequence, the cost
would be less.  Actual price lists
have not been organized as vet he-
cause of the newness of the tech-
nique, but the Aniform people
strongly claim prices at 2597 less
than 1he equivalent in film cell
anmatron.

“I suppose the system will flour-
ish il we give clients full value—as
distinct from lower price—and it
will fail if we do not. We are
ready for the test,” says an Ani-
form spokesiman.

What can it do? The advan-

tages of the Anitorm process
pend on what the advertiser is |
ing o do. In general, the adv]
tages are broad in scope while
liabilities are specific. The adv,
tages are as follows:

L. Control. \When the Anifor
are made and production is rea
to begin, each member of the cr
tive team can participate in t
act and make changes on the sj
that will be produced and rea
to use immediately. If the ager

l)l'()(lll((fr wants to rehearse an e

brow movement until he captuigl
the right subteties up,
more quickly or slower, it can
done as many times as desir

whereas with film any such chan §4

dow ez

would involve a great deal of ¢ "l

lay.

2. Speed. With a backlog
characters made up, the advertis
can produce commercials in a nug
ber of days. This is practical
the advertiser wants to have mai
commercials, which in cartoon ar
mation is often the case. Havin
many commerdials is often prac
cal if the advertiser needs a ch:wl
acter he wants the public to ident
fy with his product.

3. Fluidity. Since the aniforn
or puppets are moved by han
their actions can be smooth an
free and De performed at any spee
desired.  For filhm cell animatio
it would take many many drawing
for a character to touch his toes ¢
jump into a car. Even then, man
critics claim anilorms give a fee
ing of spontaneity and Huidity ur
like film.

4. Living charvacters. The i
volved and expensive process ¢
bringing in live characters wit
drawn cartoons is completely elim
nated with Aniform. By utilizin,
multi-camera techniques with vid
eo tape, combining live and i
mated  characters 15 economicall
practical. A conversation betweel
a “live” girl and an  animatec
friend, for example, could be pro
duced with both characters of equa
size or with one ten times the siz
of 1the other.

5. Faithfulness of character
When many artists are drawing
animated figures, the same char
acter’s features often differ slightly
from frame to frame, commercial
to conmercial, or year to year.
Since aniforims are solid characters
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/ou, as a private citizen, can
it Communism where it hurts!

WHERE? Communism’s

veak spot! Eastern Europe—
n Eastern Europe 80,000,000 once free men
ind women still bravely resist Communist
lomination. Here, Communism is on the de-
ensive. Here, many Russian divisions are
ied down. This is where Communism is un-

ler greatest pressure. You can help keep this
yressure on.

HOW? By supporting Radio

f'ree Kurope —Every day Radio Free
Jurope’s 28 powerful transmitters broad-
L:ast news of the Free World, religious serv-
ces, the plain truth to the brave people of

PONSOR /4 ntArcH 1963

Stand up and be counted
in the fight against Communism

Poland, Czechoslovakia, Hungary, Bulgaria
and Romania. Armed with this truth, they
represent a major obstacle to the Communist
threat of world conquest. Eighty percent of
them listen to Radio Free Europe despite
Communist jamming. It is their strongest
link with the future.

R.F.E. is a working weapon
Radio Free Europe is one of the Free World’s
major offensive weapons in the Cold War
against Communism and Soviet agglression.
But it needs money now to continue its work.
As a privately supported, non-profit organi-
zation, Radio ['ree Europe depends on indi-
vidual contributions from private citizens.
Your help is needed. What’s it worth to you
to hit Communism whevre it hurts? Ten dol-
lars? Five dollars? Give whatever you can.

Radio
Free Europe Fund

The American People’s
Counter-Voice to Communism

P.O. BOX 1963, MT. VERNON, N.Y,

e“.\na %
Published as a public service in 5%%

cooperation with The Advertising Council ',%c #\,'
st
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stk 1o puppets, which can be
sored, there is no chance of change
in physical  characteristics unless
deshed.

Disadvantages. “Sometimes the
disadvantages  take the form of
temporary problems.” according to

Jack  Murphy, v technical  ad-

visor, CBS. “To be sure there
were aine dosen problems when
we fust tried the idea on tape, but
we have sohved most of them, For
example, producers were worried
because often the resolution of the
outline of the characters was too
sharp.  This  was  corrected by
slightly  defocusing  the  camera.
Later a bleeding of the lines took
plice due to the matting used.
Superimposition and reverse polr-
ity techniques were used to correct
this.”

However, puppetcers and engi-
neers have not solved the follow-
ing problems, which can justly be
classified as disadvantages:

. Different views. The primary
disadvantage noted in the industry
is the economic restriction of mak-
ing several aniforms of the same
character to portray different
views. If the client wants a full
face shot. a three-quarter face, and
a profile, a separate model must be
made for each as the aniforms are
not made with depth.  However,
the same figure can be used for
either a right or left profile. The
process  cannot show a character
turning, but with the right writing
and design.  Aniform  poducers
claim the viewer can be trapped
into thinking he did see the char-
acter turn, On il the characters
can turn at will,

2. Full animation. "The process
is limited to small animation op-
erations and cannot do full anima-
tion on the Disney production
level or any production which in-
volves complicated multi-plane ac-
tion.

3. Grey scale. Only oudines of
characters can be utilized  with
aniforms. The process is unable
to supply a full flexible grey scale.

4. Sophistication. Extreme [a-
cial expression is difficult with ani-
forms, If sophisticated movements
are required for the eves or lips,
many (lexible parts might be nec-
essary which incur a Luge expense
in comparisou with filin.

5. Tanishing charvacters. At pres-

eut it is not possible o haudle
characters that vanish into the dis-
tance or automobiles moving away
from the camera.

The creators. Aniforms are char-
acters created solely by Aniforms,
Ine. The technique was first con-
ceived by Morey Bunin, a long-
time puppeteer.  During his 30
vears of work with puppets, Bunin
handled such  well-known  kids’
shows as Foodini. e discovered
the idea of aniforms within the last
two years by experimenting with
dilferent materials, movements,
and  dimensions relating to pup-
pets.

Kev artist at Aniformns, Inc, is
Ll Bauer, a former designer for
CBS Animations. Dauer’s work at
GBS induded designing for Terry-
Toons, one of which won him an
Academy Award nomination,  Last
vear he designed the comic swrip
series “Kermiit the Hermit,” pub-
lished in the Chicago Sun Times.

Frank .\brahams, business man-
ager, has had past experience with
live television shows. It was Abra-
hams who coined the name Ani-
forms (animated forms) .

Aniforms Ine. has an exclusive
agreement to work with Videotape
Center on all tape productions.

FRC&H first. A few weeks ago
much excitement was made over
the first video tape animated com-
mercial, H-O cereals, handled by
SSC&B. The commercials, based
on a humorous interplay between
a supremely confident chairman of
the board and his timid assistant
Mr. H. O, Smith, hegan in Febru-
ary on NBC TV’s The Story of and
will continue thirough this mouth
(see sroNsOR, -1 February).,

The fact is. however, the first
broadcast animated commercials on
video tape were produced by
FRCXH for Dee-Jay toys in Au-
gust 1962, Because the spots were
aived in only two markets (Provi-
dence and Boston) and the process
was still litde-known and  experi-
mental, there was no  publicity.
The tliree  Dee-Jay  commiercials
utilized one of Aniform’s greatest
selling points: the ability 10 coni-
bine anmimated forns with people
—quickly, easily, and inexpensive-
ly. The agency plaus to utilize the
pracess again in the hinture when-
aver it can be employed.

For the benefit of advertising

historians, H-O cereals can st]
claim fiest for fully :mimulI'LT
broadeast video tape commercia,

Untapped potential. There a1
many  possibilities with anifor,
which  the producers  themselvy
cannot even envision,  Tlowew
advertisers often want aniforms
do what cell animation can do ar
no more, even though the Anifor
technique is a type of animatic
all its own. The general f[eeli
is: an advertiser who is willing
accept new possibilities within
new technigque using a relative
new production process must re:
Iv be a pioneer.

Jesides handling Aniform (o
mercials on tape and on film, tl
creators are considering plans i
a regular kids’ program and pc
sibly even live shows,

But right now entire emphasis
on commercials, aud what can '}
done on commercials largely d
pends  on  what the advertise
wants.  So far interest is aroused]
but actual acceptance and sales m
in the take-off stages. v

ON-AIR PLANS FOR AFA

(Continued from page 39)

cism is not permitted, we're in rez
trouble.”

“It must be remembered, hm\i
ever, that critics of advertisin
tend o overemphasize the occe
sional faults of advertising whil
not giving credit to the tremer
dous job advertising does on th
whole,” Cooper insisted,

Cooper saw a shining [utur
ahead for advertising billing i
virtually all media. He nodded as
seut wlien it was pointed out te
him that Richard P. Doherty, pres
ident of TV-Radio Managemen
Corp., had predicted that by 197!
advertising expenditure would b
about S18 billion to S18.5 billior
compared to 1962 when it reachec
more than 312 billion.

“It wouldn’t surprise me in the
least 10 see the Dolierty prediction
become a reality,” he saud,

Amnouncement of Copper's elec
tion as president of the AFA by
the .AF.\ board of directors was
made several weeks ago by George
W, Head, chairman of the board of
AFA, and manager of advertising
and sales promotion for the Na-

(Please turn to page 66)
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' What's happening
in U.S. Government
that affects sponsors,

4 MARCH 1963 / cosyrignt 1063 {1 ageNCies, stations

The ratings hearings will be the first activity of the Honse Commeree investi-
gations subcommittee under that name, but they will likely bear much resemblance
to other hearings held by the same chairman Rep. Oren Harris (D., Ark.). That
is, they are likely to be loud.

The way they are shaping up, it appears there will be less substance than noise. Open-
ing witnesses will be from the broadcasting industry, starting off with LeRoy Collins,
continuing through network oflicials—but trying very hard to find broadcasters willing
to testify about dissatisfaction with the way ratings have affected their stations.

| The subcommittee hopes to get representatives of ad agencies and advertisers to testify
as to how the ratings affect their time purchases, as they will be quizzing broadcasters
{mostly the networks. in this case) as to how ratings influence their programing decistons.

There is litile doubt that there will he mueh moralizing and sermonizing along
the line, with subcommittee stafl and some members quizzing violently about adverse effects
on what the public sees and hears of “ratings worship.” It is understood that the old ques.
tion of adverliser dominance will enter the proceedings, if only obliquely.

i The earlier witnesses are expected to pave the way for representatives of the rating serv-
! ices, who will be asked “when did you stop beating your wife” type of questions. T may

| not be made abundanily clear that shortcomings of rating services under the microscope
will largely concern local market ratings and some of the smaller services.
The subcommittee has prepared arduously and well and has many ““horrible
cxamples™ 1o spring. 1t is said there are cases among them of actual rigging of re.
b sults, though there was no staff confirmation on this point.
The outlook is that the important rating services will be pretty mueh in the clear
on their national surveys, with the possible exception of a few minor slips. but that the
mud from other matters may splash the innocent along with the guilty.

L 4

FCC continually puts off making a decision on whether to aceept Phileo’s with.
drawal of its bid for the Philadelphia tv channel now occupied by NBC o&o
WRCV-TYV,

Withdrawal was part of the RCA-NBC-Philco patent agreement. Because of delay in
FCC action. further hearings on NBC-RKO applications to trade their Philadelphia and
Boston stations are continually postponed. These hearings are now off until today 4 March),
and may be postponed further.

v

FTC quest for an injunction in the Bayer case, involving extensive ad use of
results of the FTC-financed Baltimore pain-reliever test, is meant to be a landmark
. case.

Commission had never taken such a course except in case of danger to the public. How-
ever, FTC staffers are gloomy about the case they made—or failed to make in New York
District Court. No injunction: no landmark.

-4

House Commerce Communications and Power subcommitiee hegins hearings
on suspension of political equal time law for 196-% for presidential and vice-presi-
dential candidates.

Relatively fast hearings are expected, especially with many subcommittee members also
members of the subcommittee which will hold the hearings on ratings. Still. betting is that

: final Congressional action will he much stower—probably not until next year.
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SPONSOR-WEEK | ADVERTISERS & AGENCIES continued
Record fourth quarter figures for spot tv spending

\utomotive, lood, drug, cosmet-
1Gs, confections, and soft drink ad-
vertisers help set the pace for a
record national and regional spot
tebevision fourth quarter in 1962,
TvB Rorabaugh data released to-
day shows.  “Towl reported gross
time billings for the quarter were
$197,759,000, against $177,827,000
m the quarter a year ago, an in-
crease ol 1129 on a total dollar
basis. Analysis of 313 stations re-
porting in both fourth quarters
showed a 9.57 increase.

Bristol-Mvers, increasing  from
52,816,700 in gross time last vear to
$5,260,100 in the fourth quarter
this year, and Colgate, Palmolive
meareasing from $3,265,400 o 85,
173.800 in the smme periods, were
the individual companies setting
pace lor the increase. On the op
posite side. Lever Brothers showed
the major decline lor the quarter,
dropping o 31613500 [rom 56.-

128,300 in the quarter a year ago.

Six advertisers appeared on the
TvB Rorabaugh top 100 list for
the first time: Chanel 3561,800;
Fastman Chemical $106.100; Ger-
ber Products $111,700;  Kenner
Products $155,200; Merck $755,-
600; and Volkswagen dealers $423,-
500.

\ major surprise in the product
categories was the listing lor sport
ing goods, bicycles and toys, which
dropped in the fourth quarter to
$7,731,000 from $8.255,000 o vear
ago. Tovs have been a consistent
growth category in the fourth quar-
ter for a number of years.

Most dollars—$161,296,000—went
for announcements, up lrom S113,-
698,000 in 1961, 1D's took S$17,166,-
000, against SI15482,000 in 1961,
Programs had 519,297,000 vs. SI8,-
617,000 in 1961.

By day part, fourth quarter bill-
ings showed S$19.5 15,000 for day in

-

1962, S17.765000 1 1961, LI-.d
cevening $15,029,000 in 1962, ﬂ
127,000 in 1961; prime night $]J
912,000 vs. 851,188,000; late nin
518,273,000 vs. $37,717,000.

Product classes increasing wee:
automotive from $1,481,000 to &
592,000, up 17¢,: conlections
solt drinks [rom  S11,007,000 g
$13,977,000, up 279 consmy
services [rom 55,“)‘.’,()()0 to 86,4 -
000; up 25.39; cosmetics & toip
ries from $17,383,000 to $20,7!
000, up 19595 drug products [rn
S15,799,000  to  $18,393,000,
16.17,; dothing from $2,680,0004
SE821,000, up 80Y; househdl
cleaners from $1,109,000 1o $1.9¢,
000, up 21200, and transportatiy
and travel fmm S$1.180,000 to £
977,000, up 687,

Only three mmllion-doltr cla:
fications showed drops, in additiy
to toys. They were: dental pre.
ucts, down from $1,071,000 to &.
528,000; gasoline, down [rom &
715000 to $5,016,000, and tobac
products, down from 87,586,000 j
$7,309,000.

-

FOURTH QUARTER SPOT TV SPENDING |

$500,000 or more decrease

Increase/decrease less than $500,000

Sperry Rand

Hanes Hosiery ..

..... 4900  Grose Thme Billings Nource: TYB, Rorahaugh

1961 1962 1961
Lever Brothers ..........coeeeeeenimreennene $4,645,500.............. $6,128,300 MBI oo, 14,065,400...........$14,436,600
Standard Brands .. 2,247 ,800................3,042,400 E:z?rzrl xl"m(:gs ’ 6,499,500 ’ 6,498,800
Corn Froducts ..............cccoooormsimeriveveenns 1,696,300 2,371,500 Miles Laboratories ‘401, 2,439.300
Liggett & Myers Tobacco 1,077,900 1,739,600 Campbell Soup 1,593,800
e ) 727800 1957200  GAMBREN SOUP o Bk
North American Phillips ... 633,000.... 1362200 poee Reading ressoo0 M
Iéglrl:‘s;tliv‘l::‘!x ....................... },2317‘(7)88 Continental Baking .. 2.113,200 0
wiRee'T Richardson-Merrell 1,723,300
Coty ... ... 114.900.............. 699.709
Nestie 1245400 Kellogg 1,439,200
""""""""""""""""""""""""""""" Philip MOITiS ..o 1,486,500
Pepsi Cola/Bottlers 1,259,400
. A. Folger .1,445,800 1,813,000
. food Manufacturers ... 1,411,600................ 1,121,100
$500.000 or more increase Warner-Lambert Pharmaceutical 1,378,200 1,561,900
1951 Anheuser-Busch 1,335,300 1,203,200
Ford Motor Dealers ... 1,293,500 947,600
Colgate Palmolive .......cocoieeiieenninnene $5,473,800.............$3,265,400  Avon Products ... 1,247,900................ 1,330,600 |
Bristol-Myers . ......ccoooeeninicrncineecne 5,260,100..... ...2,816,700  United Vintners ... 1,241,500 752,000
William Wrigley ..........ccceoovvivinnnen...... 3,528,800..... 2, 243 990  Pabst Brewing .. 1,137,100.......ccooeeneee 979,700
Alberto-Culver .........ccooovivivinrinninnns 1,531,500 Mattel ..o 1,128,800 ... 182,000
Coca Cola/Bottlers ... ... ...2,410,600  General Motors Dealers ... 1,083,300 747,900
American Home Products ...........2.900,800... .. 2,165,200  American Chicle ... 1,078,100 626,600
General 'Mllls ........................... . | 370 300 American Tobacco ... 1'036,600 1,115, 100
International Latex . --1,289.700  canadian Breweries 949,400 v 813,100
| Menley & James ... . 131700 polena Rubenstein ..934,200 622,900
LI S e < 142200 it Bros. Gotfee ... 858400 620,000
Chesebrough-Pond's . 644,000 Pillsbury 828,100 ... 468,100
Armour ... R ... 47,800 Frito-Lay 801,000 402,500
Jos. Schiitz Brewmg ............................... 716,600 Quaker Oats ...770,700 505,600 i
rEﬂex;c:( Gallo Winery _............................992,300..... . 39151?388 General Electric 760,500 882.200
----------------------------- .. ciissseeny evver .:.i--67‘.500 Caner Products 735.000 856,700

1
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Advertising must
reflect company

Companies which do not main-
tain a policy ol consistent commu-
nications on all levels are inviting
the loss ol sales and profits, Ld
ward L. Bond, Jr., president of
Young & Rubicam, said last week.

In an address to the Advertising
Club of Greater Boston last week,
Bond said “companies simart cnough
to make great products but not
smart enongh to keep their com
munications consistent on all lev-
els, are going to create disbeliel on
the part ol consumers which i
bound to adversely atfect their sales
and profus.”

Advertising, he added, “is only
one part of your communication,
and it can’t do the job alone.”
Advertising cannot be—should not
be—any more than a reflection of
what the company actually is, he

continued. 1f they would have the

public believe that they are a great
organization, an organization dedi-
cated to giving superh service, then
they must in actuality be that kind
of an organization.

“Otherwise their advertising
would sound phony—because it
would be phony.” Bond advocated
that companies who want to be
identified with good taste and
character in the minds of the pub-
lic, must first literally acquire
habits that will earn it that reputa-
tion.

qum audit bureau of
criticism, Weir urges

Il the advertising industry is to
regulate or discipline itself in the
matter ol taste, it should create an
Audit Bureau of Criticism, accord-
ing to Walter Weir, chairman of
the executive committee of Dona-
hue & Coe, and author of “Truth
in Advertising . . . and other here-
sies,” published today by McGraw-
Hill ($5.95).

Veteran agency man Weir in his
new book suggests that such a body
should consist of distinguished fig-
urcs “no longer earning their live-
lihood directly [rom the creation
ol advertising.” They could be re-
tired admen who would probably
be helped by a legal staff, a seman
ticist, creative advisors and a field
rescarch staff.  Financial aid to

SPONSOR /4 march 1963

Camera catches Ella backstage at Carnegie Hall

A pre-concert chat with song star Ella Fitzgerald, one of featured performers in the tenth annual
festival of Negro performing artists presented by WLIB, New York, at Carnegie Hall and aired
on the station. L-r: Reuben H, Siegel, controller of Donahue & Coe; Evelyn Lee Jones, business
manager and radio-tv director of D&C; Janet Caperon, granddaughter of publisher §. David Stern

such an ABC would come from big
advertisers, ad agencies and media.

Weir also suggests that advertis-
ers who scek to measure the actual
contribution that advertising makes
to their total marketing operation
aim for those goals defined in the
Association ol National Adverus-
ers’ book entitled “Defining Adver-
tising Goals for Measured Adver-
tising Results.”

“Il the efhciency of advertising
as markeung communication is to
be improved,” Weir writes, “the
improvement must  come [rom
three cliiefl sources—the advertising
profession itsell; advertisers with-
out whose consent bad advertising
could not be published and whose
atutudes affect their agency's per-
formance; and the academic workd
whose responsibility it is, I believe,
to develop a philosophy of adver-
tising.”

Woodrow Wirsig contributes a
foreword to “Truth in Advertis-
ing” and there's a “L’Envoi” by An-
thony Weir, a young copywriter
and son ol the author.

Other aspects ol the book con-
cern themselves with advertising
and public relations, the art direc-
tor, industrial advertising, advertis
g and politcs, advertising and
individualism, the client contribu-
tion and how best academic circles
can teach the subject ol advertis-

ing.

Mattel ups budget

Mattel (Carson ‘Roberts) blazes
a wrail i toy v advertising with
the satration ol Saturday morn-
ing on all three networks.

At the same tme the toy firm
announced the increase of its ad
budget 1o $6.5 million. “the larg-
est amount ever earmarked by any
tov company for advertising.’

Describing its network strategy
as “wall-to-wall” programing, Mat.
tel is sponsoring nine kid shows
between 10:30 a.m. and 1 p.m. on
Saturdavs.  Participations on  the
ABC TV show began on 5 Janu-
ary and the others begin in April.
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U. S. Rubber breaks
first Ayer campaign

I'be biggest campaign in U. S,
Rubber’s history and the first since
its agency switch to N. W, Aver
I January, hit network screens
over the weekend.

\s in all media which U. S. Rub-
ber will use 1963, the tv cam-
paign is based on the theme “New
U 5. Royals are engineered 10 keep
vour spare i the trunk,” with a
tire pecking out from a partly
opened steamer trunk

Commercials have a whimsical
aur which 1s somewhat ol a de-
parture for the usnally staid U. S.
Rubber Tire Co. In closing the one-
minute spot, the lid of the sicamer
runk comes down in sync with
original Bossa Nova music written
especially [or U, S, Rubber. Then,
unexpectedly, the trunk ld re-
opens. The tiie peeks ont again
ind Senor Weuces says, “S'allright.”
And the trunk snaps shut again,

)

Art for advertising’s sake . . .

! {1}

VW goes “modern” in program billboard

Successful use ol abstrict art in
a one-minute (v program  bill-
board by a regional Volkswagen
distributor has attracted the atten-
tion of other Volkswagen distribu-
tors across the nation.

The innovation by Hansen-Mac-
Phee, Walthani, Mass., animates
the familiar “VW” rademark, and
is used to open The Volkswagen
Houwr, a rerun drama series which
consists ol tapes of CBC-TV’s houy-
long On Stage dramas aired on
WNAC-TV, Boston, and WJAR.
I'V, Providence.

Familiar - with tv  through re-
gional sponsorship ol Meet  the
Press, Boston Red Sox telecasts and
Pevspectives in Greainess, Tansen-
MacPhee assigned the problem ol
creating the abswract show opener
to its agency, Ingalls Associates.
Boston. TA 1 wtarn, enlisted the
aid of "I'rimkaus, Aron & Wayman.
creators of main titles and trailers
for  The Mivacle Worker, The

Big reps hinder
small agencies

The big problem facing the
simall agencey is getting the rep firms
10 service them properly.

This dictum was pronounced by
the smallscale shop of Metlis &
Liebow. The agency accused most
salesmen [rom national rep firms
ol prefering to wait for a 30-market
order from one of the top agencies
than catl a small shop for a two-
market order.

“There is alinost a complete lack
ol «creative selling on the reps’
part,” complains M&1.. “Most of
them tend to service us on the
phone, mostly when we call thein.
These people are holding the agen-
cies of our size back when it comes
to the broadcast media.”

Advertisers

Although carnings fell just short
of 1961 levels, sales for Miles Lab-

Greal Chase and David and 1isa
Music for the billboard was writ
ten by Mark Lawrence, [ormer ra
dio & tv director of MacNanus
John & Adams.

Onc ol the billboard’s major ad
vantages s that its sophisticated
production techniques (see photo)
alleviate the need for pop-in slide.
by using the same footage to intro
duce dealer mentions.  Closing
credits call Tor six different dealer
per show to get credit in a 33-sec
ond sequence.

In  measuring  success,  H-M
points to high interest in the ani
mated show opener by the other
14 VAV distributors, and the na-
tional-level importer, \’olkswugcn'
of America, Inc., now reportedly
considering nerwork tv this [all.
This interest may recoup Hanseny
MacPhee’s  S10,000 investinent;
M s contemplating making
available prints of the show opener
to other distributors.

oratories during 1962 were highest
in the company’s history.

For the year ending 31 Decem-
ber, net sales were $97,390,000, up
7% from 1961’s $91,009,000. Ne
carnings were $5,417,000, compared
with  $5,480,000 wn 1961. This
cqualed $1.33 per share, vs. $1.37
per share for the previous year.

\ 4

Financial report: Ampex Corp. re-
ported net carnings for the nine
months ended 31 January were
11197, ahead of last year's first nine
months at $3.163,000 or 40 cents
per share. vs, last year when carn-
imgs were $1,311,000, or 17 cents
per share. Nine-month sales in-
creased 1397 1o $66,789,000, [rom
$58,808,000 reported for the first
three quarters last year.

Looking forward to: The fourth
district Advertising Federation of
America annual convention in Or-
lando on 25-27 April ar the Cherry
Plaza Hotel. The newlyv-clected |
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ipresident of  the AFA  will be
among the allstar lineup of adver-
tising people slated as guest speak-
ers.

PEOPLE ON THE MOVE: Barry
J. Hawkins to advertising and sales
promotion manager of Fairchild
Controls, division of Fairchild
Camcra & Instrument Corp,
Joscph J. O'Connell, Jr., attorney,
to director of Beech-Nut Lile Sav-
ers . . . Ben Michaelson to New
England merchandise manager for
the Healthknit division of Stand-
ard Knitting Mills . . . Lowell L.
Janke to vice president of Super
Valu Stores . .. John C. Downey to
director of the newlv-created in-
ternational  development  depart-
ment of A. C. Gilbert . . . William
J- Jann to vice president of Hertz
He'll continue as director of sales
and advertising of the Hertz Rent-
A-Car division with additional re-
 sponsibilities extending into other
‘advertising activities of the corpo-
ration . . . Paul A. Sctewart, man-
ager of manufacturing for nearly
five years, to vice president in
charge of wmanufacturing of the
Maytag company, succeeding Irwin
A. Rose who retired.

Kudos: Henry J. Kaiser, chairman
founder of Kaiser Industries and
the Kaiser Foundation Ilospitals,
has been named the recipient of
the first annual IBA Free Enter-
prise Award, presented by Inter-
national Broadcasting Awards din-
ner of the Hollywood Ad Club . ..
Henry F. Reuter, president of Reu-
ter & Bragdon, Pittsburgh-based ad-
vertising-marketing agency. elected
a director of Reliance Oil Corp.,
Charlottesville.

Agencies

Agency appointments: Burma-Shave
to Benton & Bowles, from R. Jack
Scott, Chicago, following the pur-
chase of parent company Burma
Vita by Philip Morris. PM’s Amer-
ican Safety Razor business is also
at B&B . . . Adverson, Clayton &
Co. Foods Division to Benton &
Bowles for its line of Seven Seas
liquid salad dressings currently
being sold in Chicago and Cleve-
land.

Happy anniversary: One of Den-
ver's leading advertising men, Har-
old Walter Clark, observed the
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20th anniversaty ol the founding
ol Ins agency in late Febroavy, The
number of chients served by the
hrm has increased from three to 25
since 1ts lornration.

New vops: Robert Jo Murphy at
Dennis, Parsons & Cook.  He'll
continue to direct the agency's
public relations division,

PEOPLE ON THE MOVE: George

R. Windsor to account executive
at McCann-Erickson, Los Angeles,

Worroro Waro & Tirsie Visuion ]

I

LOOKIT, TILLIE, | TOLE YA

SOMEBODY BROUGHT ME

SOME RABBITS | YESTERDAY
I ONLY HAD TWO.

merchandising  account  ex-
ceutive at Erwin Wasey, Ruthraufi
& Ryan o .0 Frank J. Gale to ac
count exccutive in the Philadel
phia office of N. W. Ayer, from
advertising and  promotion man
ager of the Peoria division of the
Kroger Co. ... Robert Van Houten
to audio-visual sales mmanager at
Muller, Jordan & Herrick, indus
trial advertising agencey ... Sheldon
Newman to Iome Testing Insti-
tute as assistant to the president,
from research director of “Esquire.”

lrom

OH WORFORD, YOURE SO
IMMATURE. DON'T YOU KNOwW
THAT ALL NATURE'S
CREATURES MULTIPLY ?

on vean! weit WWTV ano WWUP-TV
AIN'T CREATURES AND THEY
MULTIPLIED THEIR AUDIENCE.

CADILLAC

e m———

RUCHIGAN

S

Here's more real growth!

Yes, we've greatly increased our audience.
The November, 1962 NSI and ARB are
gladsome things. They show that WWTV
WWUP-TV have increased their audience
almost miraculously over November, 1961 —
have increased their superiority over Station
“B"” by as much as 590%.

Jhe J;{;m Halions

Upstate Michigan is as yet America’s great-
est "undiscovered opportunity,” to many ad-
vertisers. 874,100 people. Retail sales, nearly
a BILLION.

If you want to increase sales in Michigan
as a whole, use the easy place to do it! Ask
Avery-Knodel, Inc. for the proof.

e WWTV/WWUP-TV

WIEF-FM  GRAND RAPIDS-KALAMAZOO
WWTY-FM CADILLAC

TELEVISION
WKZG-TY  GRAND RAPIDS-KALAMAZOO
WWTY CADILLAC.TRAVERSE CITY
WWUPTV SALT STE. MAR
SOULTY/ LINCOLN, NEBRASKA
ahinfy Gaae

CMANNEL ¢
AMTENNA 1640 4 A T
s+ an

CMAMNEL 10
ANTENMA 1214° A A T,
o5+ an

CADILLAC-TRAVERSE CITY/ SAULT STE. MARIE

Avery-Knodel, Inc., Exclusive Notionol Representotives

S
ot




SPONSOR-WEEK / NETWORKS continued
Network billings in greatest gain since 1956

Network television gross time
tlings increased 12.2¢, m 1962,
he gieatcst one year gain since
1956, TvB LN A-BAR figures show.
I'hree network billings were S798,-
808,138, agamnst S$712,128,118 in
196 |

ABC TV billimgs in 1962 were
5205,224,8142, up 7.7¢, over 1961's

190,615,110, CBS TV billings
were S3LL700.771, plus 16.0¢ [rom
268,676,875 in 1961, NBC T\
had 281,87 1025 in 1962, compared
with  §252.836.133 in 1961, up
11.59]

Daytime sed the billing pace with
a4 20200 increase in 1962 while
nighttime was up 8.87.. Daytime
billings Tor 1062 were $255,265,
291, compared with 5212350673
1961 Nighttime Dbillings last
year were S513,512.8 14, compared
with $199.777.175 the year earlier

While network billings were up
12.2¢ for the year, the rise in De-
cember was 8597 . For the month,
the total was $71,377,053. against
$65,798.922 in December 1961, .\ 15(

V' billings for December were

_

.

SI8.206,885. vs. S16,572.000 in De-
cember 1961. CBS TV billings fo
December were $28,525 166 vs. S26,
195, 871 up B0 a vear earlier
NBC TV December billings were
N21.555,202 in December 1962 vs.
S23.030,151 in December 1961,

3M sales soar

A hike of 129 in consohdated
sales was reported by the 3M Co.
parent of Mutual Broadcasting.

Sales ol S687,085,773 rose from
SO13,896,221 tn 1961, Net income
ol 583,690,000, equal 1o SLOI a
share, compares with 1961 net in-
come of §75.171837, or S1.145 a
share

I'his 1s the 1th consecutive year
IM enjoved increases in both sales
i earmngs.

NBC, ABC negotiate
south of the border

The international arms ol both
NBC and ABC having been doing

CBS Radio Affitiates Assn. winds up first meeting of new year
ard of Directors of the affiliates group met with network executives to, among other things,
v plans for upcoming tenth annual convention of the association. Here, I-r: Joe L. Smith, WILS,
“kley, secy-treas.; Michael R. Hanna, WHCU, Ithaca, vice chmn.; Arthur Hull Hayes, network
E. K. Hartenbower, KCMO, Kansas City, chmn.; William Schudt, network v.p., affiliate relations

some recent business south of the
border, in Braszil and Mexico re
spectively.

NBC International rang up 2
deal for more than $500,000 witl
the sale of seven series to TV Ex
celstor Newwork, Drazil. Shows in
chide drama, mformational, adven:
mire, and childien’s series.

In Mexico, ADBC International
Feleviston has been appointed as
sales representative and program
purchasing agent  for XET-TV,
Monterrey, owned by Television
del Norte, S. A. This brings ABC
International’s tally of associations
outside the U. S, to 36 stations in
19 nattons.

WCHKY, Cincinnati
joins ABC Radio

WCKY, Cincinnati, an  inde- |

pendent station for the past 15
years, has afhliated with ABC Ra-

dio. WCKY replaces WILW for

\BC Radio. Mys. Jeanette Tlemve,
vice president and general man-
agar of WCKY, said the station
will carry ABC Radio programs in
Cincinnati - exclusively not  later
than | June and will carry some
A\BC programs within the next
few weeks. WOCKY operates with
A0kw on 1,530 kilocycles.

Networks

Looking forward to: The ninth
ammual dinner of the New York
hZroadcasters  Assn.  tomorrow, 5
Mavch, in Albany. Frank Stanton,
GBS president, is the featured
speaker. s in the past, members
of the state legislature, Governor
Rockefeller, and members of his
cabinet will be guests of the Assn.
for the dinner at the Sheraton
I'en Evek Hotel

| 4

Programing note: “Hollywood: The
Great Stars,” a look at the men
and women who rose to fame and
(ortime in the motion picture in-
dustry, will be telecast as a 60-
minute special on ABC TV 13
March (10 pml). This is the third
tv special on the hilm industry pro-
duced by David Wolper, acctaimed
for his “Hollywood: The Golden
Years” and “Hollywood: The Fab-
nlous Era.”
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' Automobile Sales,O :

]
1

TREND IN NETWORK TELEVISION GROSS BILLINGS
1953-1962
(5000)

Year ABC 9% of Totat CBS 9% of Total NBC 9 of Total Dumont 9% of Total

1953 $ 21,111 9.3% $ 97,467 42.8% $ 96,633 42.5% $12,374 5.4¢ $221,585
1954 34,713 10.8 146,223 457 126,074 39.4 13,144 41 320,154
1955 51,393 12.6 189,018 46.4 163,385 40.2 3,103 0.8 406,899
1956 76,726 15.7 223,520 45.8 187,921 38.5 488,167
1957 83,071 16.1 239,285 46.4 193,845 375 516,201
1958 103,017 18.2 247,783 43.7 215,791 38.1 566,590
1959 125,665 20.0 266,355 42.5 235,291 375 627,311
1960 158,591 232 274,140 40.2 249,640 36.6 682,371
1961 190.615 26.8 268,677 37.7 252,836 398 0 rmdess gl 712,128
1962 205,224 25.7 311,710 39.0 281,874 353 0 gewmem Ges 793,808
Connllation by Spouson resesreh ataff, o e TRl

Astronomically speaking: The up- March newsletter “Of Mutual In- DuMont, producer-director  for

coming 32-hour orbital flight which
Gordon Cooper will take around
the carth will necessitate 22,000
miles of double circuits for the ra-
dio and tv broadcasters covering
the event. Slightly staggering, this
fact along with lots more is made
known by MBS president Robert
F. Hurleigh in the company’s

terest.”

PEOPPLE ON THE MOVE: Daniel
L. Taylor to manager of station
promotion and Gerald Taylor to
manager, on-air production, Holly
wood, for CBS TV, Daniel Taylor
succeeds Leonard Broom, who is
resigning for a business commit-
ment in New Zealand . . . Richard

ABC, Chicago, to the American
Medical Assn.’s radio. tv and mo-
tion pictures department ... Robert
Kleiman, Paris bureau chief of CBS
News, resigned to join “The New
York Times” as member of the
editorial board ... George H. Newi
to assistannt daytime sales manager
for ABC TV,

DYNRAMINIGC QIROW LY

the Key to the

SOUTH'S FASIEST GROWING:-T

Food Sales

$263,498,000

WITV... 12201 WLBT.... 3:hotunesery
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SPONSOR-WEEHK | STATIONS continued

Record 1962 income reported by Metromedia

Metromedia reported a record
net income lor 1962 ol 82,189,639,
cqual to SEA0 per share. The di
versified comnnnmcations compiuty
has six 1y stations and lour radio
outlets, and recently acquired, sub
ject to FCC approval, KTV, Los
\ngcles.

l'he indrease o nel hcome wias
109¢,. In 1961, the company carned
SH161L,267 or 5.67 per share. The
Metromedia report showed 1962
gross revenue ol 553,009,751 against
S18.653,186 in 1901

Net imcome Tor last quarter ol
1962 was 1,196,948, or nearly hall
ol the vear's total earntugs. Fourth
quarter et in 1961 was S761,989,

Cross revenue for the lourth
quarter ol 1962 was S11,5869,185
compared with STLTT0,631 Tor the
like quarter of 1961

\ccording o Mevomedia, the

restlts do not mclude credits ol

To help launch new Hollywood Museum
Hoberman (1), v.p. and gen. mgr. of KABC, Los Angeles, gives public service chech and tape
re pots to producer Mervyn LeRoy. Station ran month-long campaign on behalf of pro-
.d 314 million Museum, of which LeRoy is a director. Groundbreaking is set for September

S2.005,112, net ol taxes, relating
primarily to the disposition ol cer
i assets.

More Pay-Tv

\nother entry into the  pay-n
ficld was ammounced liast week. 1t's
a dosed-coreuit venture by National
General, the second-largest (220
cinemas) theater operator

I'he company chiims it will have
106 theaters linked within the next
vear, lor daily programing. NTR'
lins been asked lor Tallome hines;
FCC approval is not required.

Under the label of The Nation-
al Teletheatey Newwork, the com-
pany hopes 1o present Broadway-
npe productions on o Csimulane-
ous. datlyv, closed-circuit. coast-10-
coast” basis. Via its own cinemas
in 16 Western states, and by -
rangement with other movie chains,
Navonal believes it can outdraw
the conventional bhroadeast (v pro

?

grams, (NG's calculation as that
minimum sudience of 20 millio
s needed o sustam a broadcas
network production) .

At a New York press conlerence
Nattonal was reticent about detal:
ol programing, and said only tha
“enthustastic and  pronnsing”™ re
spotse was coming Trom negotia
tion with top producing, diveeting
and perlorming wtent. Cralt une
ions and guilds were also being
consulied.

National's biggest edge in this
held may be new projection equip-
ment, developed by General Elec-
i, GE's system. named Talaria,
can yeportedly project a high-qual-
1y v coloy picture covering @ lull-
size theater sereen and is said 10 be
unigue in design and eflect. GE
announced that Nadonal had be-
come the exclusive entertainment
licensee for Talaria equipment, in
a “muolti-million dollar” deal.

Computers on NAB
tv agenda

“The 31 March-3 April NAD con-
vention in Chicago will cover a
spectrum ol topics of interest 1o tv
exccutives, lrom computers to local
prograniing  prowess in  building
station imagces.

Herve's how things line ap: "I'vl
will have o presemation entitled
“Computers—Iniend or Foe?” and
a leading agency using computers
m the purchase ol tv time will en-
gage in a question and answer par-
lev with a TvDB executive speak-
myg from the seller’s point of view.

\nother Teature will be @ panel
ol management executives who'll
discuss ways and means ol using
local thme 1o make a station stand
out in its community, There’ll be
an  inlormal  discussion  between
FCC’s Robert L. lL.ee and NAB Tv
Code Review Board chainman Wil-
ham D, Pabst on the controversial
proposal for FCC o adopt NAD
Code conmnercial time standards.

“Secondary Market Television”
will be the topic of another panel
Feauwring telecasters from markets
of 100,000 or less.

Storer business

booms: profits up
Storer Broadceasting reported 1962

net carnings were up 439, over

1961, based on o radio and v sales
increase of 1997,
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Cat $2.58.

' Net eaninings alter taxes lor 1962
were $6,353,326, or S2.61 per share.
This is o new carnings-pershare
peak lor Storer, with the previous
high carmings per shave set in 1957
Earnings i 1961 were
$4,153,681, or $1.80 per share,

The 1962 profis include a capi-
tal gain of $911:159 resulting from
the sale of WAWVA, Wheeling, W.
Va. in January 1962,

Tv Academy picks
ten new members

Expanded activity by the educa-
tonal Foundation of 1the Academy
of Tv Arts & Sciences is signaled
by the clection ten new directors.

‘They are: l.ouis F. Edehnan, in-
dependent producer; Sydney Eiges,
NBC public information vice pres-
ilent; Beuty Furness; John Guedel,

mdependent  producer; hry Kup-
cinet, Chicago “Sun-Times” col-
umnist; Donald McGannon, West-

inghouse  Broadcasting  president;
C. Wrede Petersineyer, Corinthian
Sroadeasting; Tom Sarnoff, NBC
vice president; Jack Wrather, pres-
ident of Wrather Corp.; and Jane
Wyatt.

Circus specials
distributed by ITC

Two one-hour specials of the
Moscow State Circus :imd one hour
of the Blackpool Tower Circus,
narrated by Jo Stallord, are avail-
able for U. S. television through
Independent Television, Abe Man-
dell, I'T'C's executive vice president
reports. Distribution plans for the
shows will he set shortly, Mandell
added.

Moscow State Circus  includes
many of Russia’s top performers,
including the clown Karandash.
Highlight of Blackpool Tower
Circus is Festival of Lights. Nei-
ther circus has appeared in the
U. S, I'TC said.

Romper Room
celebrates 10th year

Romper Room, the educational
and  entertainment  program  for
preschiool children, celebrated s
10th anniversary on the air 20 Feb.
The Honorable J. Millard Tawes,
Governor of Maryland, proclained
the day “Romper Room Day” in
recognition of the “splendid con-
tributions which the program has
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mide to the educational, physical,
mid spiritual development of ity
young viewers.”

The preschool velnde was ore-
ated by Nuncy Rodgers, known to
the chiuldren as “Aiss Nancy,”
her husband,
ter

With Baltimore as us ciy
origination, “Roniper Room” s
now carried by more than 90 sta.
tions throughout the United States
Canada, Puerto Rico, and Nus
tralia.  Venesuela  will soon  be
added o the list.

[n addition to being the regular
“teacher”™ on the Baltimore edi-
tion, Miss Rodgers has personally
twained nearly 200 young women
for their roles as teachers on the
live syudicated “Romper Room”
programs.

and
producer Bert Clas

Sell a set a second

Exceeding the birth rate by far,
there 1s a radio set sold in this
country every 1.3 seconds, accord-
ing o RAB  president Kevin
Sweeney.

More than 24 million
were sold at retatl in 1962

radio sets
against a

28.8% more SHOPPERS

Since Nov.-Dec., 1957, NSI Reports have never given
WAVE-TV less than 28.8% more viewers than Station

B in the average quarter-hour of any average week!

And the superiority during those years has gone
as high as 63.69% more viewers!

More viewers — more impressions = more sales!
Ask Katz for the complete story.

LOUISVILLE, Channel 3

WFIE-TV, Evansville * WFRV (TV), Green Bay * WAVE Radio, Lovisville
All NBC, All Represented By THE KATZ AGENCY

U S, Gensus Department estinnate
ol fom milhon birchs amuaally
\ud, as of Junuvary this year, RAD
estimates the 1otal ol workmg order
radio sets mothe Ul S0 ar 200,258
000, compared to 187 nuthion Nine
1Cans.

RAB figures ave based on prey
ous trend data, curreut hgures from
ELA, Japan Trade Center, and auio
registrations,

By the way, there’s o baby hein
born just every 7.5 seconds,

TAC sets June confab

Some 50 progriam directors from
stations  across the country  will
gather at Chicago’s Sheraion Ilotel
i June tor the annual Television
Mhliates Corp. (TAC) progrnning
conlerence.

Topics 1o be discussed  include:
new ideas in kids' programing; ve-
search and us influence on pro-
graming: success stories in the sale
of public allaivs programs; edi:
torializing: movies: network reruns;
new programing and  production
ideas.

Dates

are 13 and I June.

ez
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Radio Stations

Ideas at work:

e .\ small part ol \merican tra-
dition has been dispatched to the
Kremlin and Premier Nikita Khru
shchey via the Russian Embassy in
Washington by WALE, Fall River.
In conjunction with a cherry pie
baking event for Washington's
Birthday, WALE personalities
baked their own pies for submis
sion to Khrushchev as evidence of
the kind of wtadivonalism that
contributes 1o our democratic way
of hle. Pies were frosen, packed,
and shipped 10 the embassy.

o WCOP (AM & FM), Boston,
challenged WPRO, Providence, to
a competition to determine the
hiking champion of New England.
Walkig tor WCOP was Bud Kelly
and for WPRO, Dave Sennett.
Listeners were invited to guess how
far each would wavel in the five
hours, with the first prize a pedo-
meter and a pair ol walking shoes.

On the public service front: Cleve
landers. ted by six KYW person
alites, three {or East Side and
three for West Side—participated
in a “Pitch in tor the Heart Fund”
Silver Dollar "Foss, inspired Iy
George Washington's famed silver
hroadceast 512 announcements dur-
ing a thiee-week period, as its part
i a nation-wide Pcace Corps re
cruttment drive. Donated air ume

i\

Coveted Mike Award of Broadcast Pioneers excepted by station

Takes to the air to kick off Paxton sales drive

R. 0. “Bob” Gable (1), division mgr. for Philip Morris in Oklahoma City, makes guest appearance
on Carl Meyerdirk's “Two About Town” on KVOO-TV, Tulsa, to help launch mentholated Paxton
cigarettes in Tulsa. The other test market area is Saratoga. National distribution is expected soon

is estimated at $31,000 . . . KQV,
Pittshurgh, in cooperation with the
Better Business Bureau ol the City
ol Pittsburgh, ts making available 1o
the public art no chiuge a new
dollar toss across the Rappahanock
Rivel WABC, New York,
booklet entitled “Facts You Should
Know About Buving New or Used
Cars.”

Sports note: .\ lull schedule ol

WSB (AM-FM & TV) Atlanta, received the award in New York last week before seli-out crowd.
ere (I-r): Ward Quall, Broadcast Pioneers pres.; James M. Cox, Jr., chmn. of Cox broadcasting
roperties; Arthur Simon, pres. of Broadcasters’ Foundation; J. Leonard Reinsch, exec. dir. of the

tions. WSB is the first southern station to receive the Mike Award, presented annually

Detroit Tiger Baseball games will
be a feature of WKJG for the
fourth straight year. The first pre-
scason exhibition game will be 10
March.

Programing notes: “Devoit 63—
Yes or No” hve special weekly
programs of debate and discussion
on Michigan’s new state constitn-
tion are being presented on WXYZ,
They began vesterday, 3 March.

Looking forward to: The Califor-
nia Broadcasters Assn, annual meet-
ing on 7 March in the Mark Hop-
kins Hotel, San Frandsco. FCC's
Robert E. Lee is principal speaker
at lunch, and in other sessions
Douglas Anello, general counsel lor
NAB, will speak and conduct a
panel on editorializing . T'he
Chicago chapter meeting of the
American Women in Radio and
Television, 6 March. Guest speak-
er will be Ralph Beaudim, presi-
dent of WLS, who'll talk on “Ra-
dio—=The Case lor the lLivelv
Corpse.”

Obit: Lester R. Rawlins, 54, gen
eral manager of KDK\, Pius-
burgh, and a prominent civic lead-
cr. died 23 February.,

Kudos: WILS, Lansing. won the
Navy’s Certificate of Merit for its

role in promoting a better public
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nnderstanding of the mission of
the Nitvy and its reserve compon-
ent . . . WGBS, Miami, public
affairs depariment received the cov-
-~ eted George Washington Honor
Medal Award from the Freedoms
Foundation at Valley Forge. Sin-
gled ont was the locally produced
program “I Am An American,”
written and narated by WGBS
newsman Michael O'Neil, pro-
duced and directed by Ken Malden
and broadcast in observance of the
July 4th hoeliday . . . Six radio d.}.s
are winners in a contest sponsored
by B. F. Goodrich Footwear for
effective merchandising of the P-F
sneakers during the 1962 back-to-
school selling scason. They are:
Pogo Poge, KINMN, Denver; Hal
Pickens, WOXI, Atlanta; Chuck
Brinkman, KQV, Pittsburgh; Dan-
| ny Dark, WIIL,, St. Louis; Charlie
Murdock, WQAM, Miami; and
Ron PBritain, WSAI, Cincinnati.

—_ —

| Changing hands: Sportscaster Curt
Gowdy has purchased, WCCM and
WGH] (FM), lLawrence, Mass.,
subject to FCC approval. Gowdy,
who’s  been sports director of
WHDH, Boston, since 1951 and
does the telecasting of the NCAA
“Game of the Week” on ABC TV
in addition to other assignments,
say’s he'll continue his full sched-
ule of sportscasting

PEOPLE ON THE MOVE: Bob
Gallagher to full-time State House
reporter at WEEI, Boston . . . W.
Robert McKinsey to station man-
ager of KBA'T, San Antonio, from
general manager of WHANDMI, Ro-
chester . . . Richard M. Brescia to
station relations representative at
Mutual Broadcasting System

Dick Lawrence to operations/pro-
gram manager for WFLA, Tampa-
St. Petersburg . . . Nicholas D.
Newton, account executive with
WTFEFM. TFresh Meadows, to the
sales staff of WPAT, New York,
in the same capacity . . . Ted R,
Knightlinger, operations manager
for K'TNT, Tacoma, for the past
five years, to manager of the Tour-
ist Promotion Diviston of the De-
partment of Commerce and Eco-
nomic Development Dale
Mahurin to commercial manager,
David Arnold to news director, and
Jim Gaines to program director of
KAILQO, Little Rock Aubrey
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Morris, WS, Atlanta, news direc-
tor since 1957, 1o public informa
tion director of the Fulton County
Commission. He’ll be succeeded
by King Elliott, station newsman.

Tv Stations

Good news for stations plagued by
the problem of community anten-
na tv systems (CATV).

NAB filed rather vociferous sup-
port of new protection rules with
the FCC. Proposed rules would
bar CA'T'V systems served by mi-
crowave factlitics in the business
radio service from duplicating any
programs on local tv and, if the
local station so requests, the CATV
systemn would have to carry its sig-
nal without material degradation.

A Turther rule proposed by NAD
would bar microwave stations from
rebroadcasting signals of tv stations
without the latter's prior written
consent.

v

Ideas at work:

o WTAR-TV, Norfolk, is bring-
ing its highly popular “Tv Beauty
School” back for a second season.
Series begins 18 March on the air,
under the sponsorship of People’s
Service Drug Stoves, Class mem-
bers are selected from women who
write to the station for auditions.
Without charge, participants are
given four weeks of expert instruc-
tion in all phases of grooming.

e KFMB-TV, San Diego, person-
ality Bob Mills added a new twist
to Teddy Roosevelt’s now famous
“old-fashioned” 50-mile walk by
walking in one spot on the studio’s
constantly moving turntable in full
view of live cameras. With a five-
minute break each hour, Bob
walked, danced, talked on his mov-
ing turntable, quitting at the end

ol 13 hours after walking 34 miles.
L 4

Programing notes: WNAC-TV
Boston, will televise exclusively the
aminral - Evacuation - St Patrick’s
Day Parade on 18 March from
2:30-3:30 p.m. . . . The Spanish In
ternational Network is telecasting
tlie U. S, tv premiere of the 196
Pentagonal soccer matches, now
being played in Mexico City. The
soccer classic is being shown as a
ten-week scries of Tnesday night
specials on flagship station KMEX-
TV, Los Angeles.

On  the public service front:
WLBW-TV, Miami, which last
month carried part I of “Opera-
tion Heart,” presented the second
half last week. The program dealt
with open-heart surgery performed
at Jackson Memorial Hospital and
the vecovery, and rehabilitation of
the patent, Evelyn Alvarez , .. The
South Carolina General Assembly
passed a resolution commending
WCSC-TV, Charleston, and
WFBC-TV, Greenville, for their
contributions to educational tv.
The Greenville station contributed
a tower, building and site on Paris
Mountain to etv and the Charles-
ton outlet provided rent-free stu-
dio space, permitted the attach-
ment of an antenna to its tower,
and donated additional equipment
to the Educational Television Pro-
gran.

New tower: KHOL-TV, Kearney,
is now operating through its new
1,173-foot tower, which i1s double
the former tower height, together
with new transnmitter. delivering
maximum power of 316.000 watts.
New tower is now the tallest struc-
ture in NeDbraska.
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MARION HARPER, JR.

. r [
interpublic’s chief =
comments on new
Gary Steiner book

D Gary AL Steiner, the author of The People Look At Televi-
ton, and 1s sponsor, Dr. Stanton, deserve gratitude lor a book
that will prove helpful to all concerned i one way or another
with the television imdustry. Tt, first of all, establishes convincingly
the public’s overall verdict. Secondly, it makes clear that the pre-
dommant present lunction ol television, by any measure, is (o en-
tertain us. More specihcally, we get from it “light entertainment”
(the term is not a happy one) and the general mood m which we
look ar television is: “A perlect way to relax.”

Whatever criticisin there is does not come as « surprise: Too
much violence (especially with an eve toward our youngsters) and
not enough serious content—not enough “information.” These
objections, especially the later one, are raised primarily by the
college-cducated viewers. As to commercials, the public Tully un-
derstands why they are there and has liule desire to change the
present system ot sponsorship. Vet, there is dissatislaction—as 1
icad the study—not olten with individual commercials but, rather
with their placement. I have always believed that the industry
must be mmdful of these criticisis and watch their magnitude
over time so that we can provide guidance for the policies of mak-
ing and placing our commercials.

As the study shows, commercials are appreciated and even liked
.amd there is no need tor the industry to violate the public’s justi-
fied sensibilities. \We will never reduce dissatisfaction with com-
mercials to zero, nor should we aim at such a level. Rather, let us
keep to the more realistic and modest aim to keep the tevel of
criticism low.

On the whole, the broadcasting industry's position is that it
gives the public what it wants and that i is not, and cannot be, its
job 10 make them change their wanis. It is uite possible that [or
1 long time (o come, television’s main job will be to entertain.

I therelore do not take too serionsly the ¢clamor tor more inflor
mation by people who—when it comes to looking at it—prefer
also entertaimment for themselves. But 1 do think the quality of
our entertainment—not at the top ot our programs. but at the
bottom—might bear improvement. Not by producing nove
“heavy entertainmment” but simply better entertaiimment.

It might not be the broadcasting industry’s job 1o be concerned
with raising our culiural level, but it is certainly our concern as
itizens. The present study confirms what we have known all
ilong. The role of broadcasting television in our lives looms awe-
omely large: Over five hours per day [or each family; more than

o hours for each individual. People watch television but many
lo it—as the study shows—with a bad conscience. I should be
loing somcthing else.”

Couldn’t we set as our aim 1o make television so good that such
cgret draps to a minimum?

Branching ont: WTAE, Pittsburgh
weather girl Eleanor Schano, wrotc
her fust tv documentary, entitled
“The Vanishing Female,” whichr
was telecast in the “Time (or De§
ciston” series yesterday, 8 March.

Kudos: WBZ-TV, Boston, has heen
awarded the Freedoms Foundation
George Washington Honor Medal
for s halt-hour  documentary,
“The Freedom Trail” . . . Ed Sul-
livan, WGN-TV, Chicago, camera-§|
man and  film editor, named “tv] I
cameraman of the vear” at the an- {5
nual Chicago Press Phorographers
BallL

PEOPLE ON THE MOVE:
Thomas Martin o editorial divec-
or at KFDATV, Amanillo, with
direct vesponsibility lor producing
documentaries and coordinating
editorials . . . Donald J. Badger to
promotion manager [or WTEV-
TV, Providence - Fall River - New
Bedlord . . . Rohert Bennett and
Charles Young to vice presidents of
KTTV, Los Angeles, and the
Times Mirror Broadcasting  Co.
Bennet. local sales manager for
[our years, is now vice president in
charge ol local sales, and Young,
national sales director also for four
vears, is now vice president in
charge ol national sales . . . Lloyd
Knight o director ot public affairs
lor Guy Gannett Broadcasting
Services . Robert 1. Guy, direc-
tor ol programing at KCOP, l.os
\ngeles. 1o program development
manager lor the v division of
Storer Broadcasting, eltective mid-

March . . . Dave Browne (o the
news staifl of KXT'V, Sacramento,
from KCRA, same city . . . Larry

Coflel to stall divector and Michael :
Norsilo 1o coordinator of public
services at \WISN-TV, Milwaukee
... Thurston 8. Holmes to director
ol promotion and public relations,
KERO-TV, Bakersheld.

Fm Stations

Rzlymun(l W. Sweeney, Jr., past
president ol the San Francisco Jun.
ior Ad Club, and former KNBR '_
account executive, has been named
sales nunager of KFOG (FM), new
Kaiser Broadcasting  property in
the Bay city.

Industry observers view the ap-
pointment as another Kaiser move
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Newsmakers in tv/radio advertising

William E. Conner is now with
North Advertising as vice presi-
dent and manager ol its Chicago
Tv/Radio department. Conner
was formerly at BBDO where he
was vice president in the New
York and Mmneapolis ofhces as
raclio v account executive on
setty Crocker.  His other ac-
counts at  BBDO: Cream ol
Wheat, Hormel, 3M,

?
* 4
.

P

Hubert M. Tibbetts has been

Charles Young has been elecied
a vice-president of K'T'IV, Lo
\ngeles, 1t was announced b
Robert Breckner, president ol
the station. Young now vice
president in charge ol national
sales was lormerly national sales
director, a post he held for four
years. lle jomed the station in
1952 as an account executive in
local sales.

Raymond R. Kaelin has been
named vice president in charge
ol sales for Vic Piano Associates.
Kaelin was previously an  ac-
count executive at Peters, Grifhn,
Woodward, and also at Advertis-
mg Time Sales. He also han-
dled sales and marketing assign-
ments at Scott Paper Company,
the Chilton Company and Con-
tainer Corporation of \inerica.

to line up voung, dynanmic (Sween-
¢y’s under 30) executives 1 his
broadcast division to sell fim and
uhf.

Kaiser already has been granted
permits 1o construct uhf stations
in San Francisco, Los Angeles, and
' Detroit, and applications are pend
mg before the FCC for two other
uhf’s m Chicago and Burlington.
Kaser also planning o apply for
other fm stations.

| "

Nashville’s oldest [m station
WFEMB, celebrating its 10th birth-
day, is now operating with new
e(llll])]ncnl.

| New wransmitter and antenna
give the station an output ol 35,000
waltts, an ucrease of 1,00097, over
its previous operating power of 3,-
500 watts.

Reps

' Appointments: WESH-TV, Orlan-
do-Daytona Beach, to Katz, effec-
uve 1 Narch . .. WPOP, Hartford,
to Robert E. Eastmun ... KBEA,
- Kansas City, 1o Gill-Perna for na-

tional sales . . . WVMT, Burling-
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naned vice president of the Bor-
den Foods Company in charge of
marketing.  Recently, Tibbetts
was seniov vice president of Len-
nen & Newell m chavge of (he
Best Foods account.  Previously
he was a group product man-
ager for l.ever Brothers and a
vice president and general man-
ager of Salada Foods.

ton, (successor 1o WCANX), o Ve-
nard, Torbet & McConnell. The
Nona Kirby Co. will represent the
station in Boston . . . KNDCE, new-
est station 1 Santa Fe, broadcast-
ing completely in Spanish, to Na-
tional Time Sales.

PEOPLE ON THE MOVE: John
Pfeiffer to marketing manager ol
the central division of Edward
Peuv . . . Jack Bray to the New
York radio sales staff of Kate.

Film

B&J Productions has been [ormed
by Bill Burrud and Victor Jory,

specializing at hrst in 90-minute
travel and advenwure spectaculars.

Already in the production hop-
per are “British Adventure” star-
ring Lloyd Nolan and “Carnib Ad-
venture,” which Burrud and Jory
are doing themselves.

Another new production outfit,
this for v commercials, has been
formed by George Tompkins, pres-
ident of VPI, Inc., with Peck Prior
veteran agency-iilm production ex-
ecutive as president.

Known as VPI Inc., of Califor-
nia, the new outfit is headquartered
at Producers Studio in Hollywood.
\lready in the works are commenr-
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Time and temperature to top Chicago electrical display sign

The WNBQ-WMAQ-Pepsi Cola sign at Michigan Ave. and Roosevelt Rd. will offer the additional
service of flashing the current time and temperature in 16-foot numbers atop the sign. On hand
for contract renewal of joint sponsorship of the sign were, seated (I-r): Pepsi adv. mgr. Gerald
McGuire and stn. mgr. Lloyd Yoder. Standing {I-r): station managers Bob Lemon and John Keys

dials for Clark Oil (PKXL), L&M
(JW Iy Hoflman Beverages (CRW),
Alcoa (FR5&R), among others.

\ 4

Tv producer Jerry Fairbanks has
formed a new organization to work
in conjunction with Jerry Fair-
banks Productions of California.
Name of the new company is

Jerry Fairbanks & Associates, with
Fairbanks himself serving as presi-
dent. Vice president in charge of
mdustrial hlins 1s Robert Scrivner.
Vice president in charge of tv com-
mercials is Ken C. Banes, formerly
assistant director of radio-tv at D.P.
Brother, Detroit. Frank [ West-
brook, president ot Jerry Fairbanks
Productions of Illinois, completes

-

Oak Park takes sixth swing at sports sponsorship

For the sixth consecutive season Qak Park Federal Savings & Loan renews for Chicago Cubs
schedule on WGN. Seated (I-r): bank pres. John P. Domeier and stn. mgr. Charles Gates. Standing
I-)- exec. v.p. John L. Domeier; stn. exec. v.p. Ward Quaal; stn. sports mgr. Jack Brickhouse

O

|

the executive staff.

v

Jerry Thorpe made the rounds of
networks and  agencies  recently,
specifically to peddie two new Desi-
tu programing ventures,
Properties are “I'rader Brown,”
which stars Ethel Merman in color,
and “Carcful, My TLove,” co-star-
ring Glynis Johns and Keith Andes.

Thorpe also stopped to talk with
ABC T'V exccutives on production
plans for Desilu’s first color series,
the hour-long “The Greatest Show
on Earth,” with Jack Palance.

\ 4

New properties: TV Marketeers
has acquired the distribution rights
to a package of 11 Alexander
Korda feature films Desilu
Sales, Inc. picked up the world-
wide distribution rights to “Frac-
tured Flickers,” a new half-hour
series now being produced by Jay
Ward Productions, producers of
NBC TV's “Bullwinkle Show.”
The series employs a new tech-
nique in the use of classic silent
and carlv-day talking pictures on
tv. Each film is cut to a half-hour
and a new, topical sound track
lip-synced.

\ 4

Financial report: Screen Gems re-
ported a net income for the six
months ending 29 December 1962
of $3,262,826, as compared to 52,
711,741 for the like period of 1961.
Net profit for the period was $1,-
635,508, compared to $1,372,727
the previous year. This is equiva-
lent to 65 cents per share, against
51 cents per share carnings for the
first six months of fiscal 1962

Sales: Allied Artists Tv's Group 1
Cavalcade of the 60 feature pack-
age to six more stations. They are:
KHJ-TV, Los Angeles; CKLW TV,
Detroit; WANESTV, Fr, Wayne;
WISH- TV, Indianapolis;, KNBC-
'V, Burbank; WDAU-TV, Scran-
ton . .. MCA-TV Film Syndication
division scored sales for its off-net-
work full-hour programs in 13 ad-
ditional markets. L 4
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(Continued from page 16)

ficult business of what goes into a
sales lyric. ldeally, the copy peo-
ple should get together with the
composer and it should be a closed
meeting. Tuneless characters with-
out portfolio who hum or whistle
off-kev should not be allowed to
get in the way with windy criticism,
which if taken seriously, can ruin
an otherwise acceptable construc-
tion. These windy ones are apt to
insist on squeezing a flock of copy
points into the musical portion,
which rightly belong in announcer
copy. Some of the sorry nonsense
that surrounds us stems from the
cardinal sin of demaunding that un-
suitable copy be set to music. I
more consideration were given to
‘tlle proper placement of words,
some of the awkward results we
hear could be avoided. It is well
to remember the old limerick . . .

= ——

There was a young poet of Japan

Who never could make his verse
scan

When his {riends told him so
He replied, “Yes I know ... but
you see I always like to
get as many words into the last
line as I possibly can”

— - ——

l The simple fact is that the happy
blending of conmmercial lyrics and
music is a specialized craft, and

t shouldn’t  be undertaken unless

[ pros are on the job. Everyone
thinks he can write a jingle, and

[perhaps he can, but it is never a

' musical commercial, In this con-

| nection it is a cinch to take a piece
of jingle material and glamorize it

i with the use of star soloists, groups,

| luxury orchestras and high-cost pro-

iduction. The euphoria that results
from an expensive sound can be
deceptive, in that the tuneless won-
der with the nowhere lyrics has
been glorified to the point where
the advertiser believes in it. But
final acceptance is reflected in sales.

All this brings to mind a com-
mercial that sells “Zing” for the
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~COMMERCIAL
CRITIQUE

Coca Cola bottlers, Isu't it Coca
Cola they're supposed 1o be selling?
Seems to me they might be wise to
put out a new soft drink and call
it “Zing.” In that way they could
cash in on the memory tactor of
this campaign which is certainly
“Zing” and not Coke.

——AUSTEN CROOM-JOHNSON

) &

Austen  Croom-Johnson—bet
ter known as “Ginger” Johnson;
born in England; Roval College
of Music; member British Per-
forming Right Society: wrote for
London theatre and BBC .. . cre-
ated, produced, and performed in
one of its most popular prograns,
“Soft Lights and Sweet Music.”
Subsequently joined NBC; pro-
duced and directed many major
network shows . . . scouted for
new star talent and was directly
responsible for bringing Dinah
Shore to NBC.

In 1938 Ginger Johnson joined
forces with Alan Kent, then one
of America’s top announcers.
They launched their career with
the most famowus jingle of them
all . . . “Pepsi Cola Hits the
Spot.” Success won them the
title, “Kings of the Jingle” in a
spread in LIFE. The parmer-
ship lasted for eleven profitable
vears,

Ginger Johnson has continued
to spedialize as writer-consultant
in the musical commerdial field.
Among his award-winning cf-
forts: Shulton’s "Old Spice” mu-
sical trade-mark for 10 years,

Among the advertisers he has
worked for are: American To-
bacco, Ford, Procter & Gamble,
General Electric, Chrysler Corp..
National Biscuit Co., Kellogg

Co., Corn Products Co,

$]11

an hour

staffs your station
with IGM
SIMPLIMATION

Get the detailst Find the way to bigger
audiences, lower costs, higher profits with
unparalleled flexibility and consistently
better sound. Write for free folder, “The
Sound of Money.”

| GM SIMPLIMATION
P. 0. Box 943, Bellingham, Washington,

ONE BUY!
FOUR
MARKETS!

® ALBANY

@ DOTHAN

© TALLAHASSEE
® PANAMA CITY

GRAY TELEVISION

walb-tv
CH.10-ALBANY GA.

Raymond E. Carow
General Manager

366,000
TV HOMES’

* ARB, Nov. ‘6]

One buy—one bill—one
clearance!

Or stations may be bought
individually for specific
markets!

Represented nationally by

Venard, Torbet, McConnell, Inc.
In the South by James S. Ayers Co.
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WHAT ARE
YOUR

PHOTO
REQUIREMENTS ?

" QT

RATES are rates the

world over, and ours
are competitive

($22.50 for 3 nega-
tives)

BUT QUALITY is

something else again
....0urs is superla-
tive

And SERVICE is stil

another matter .. ..
ours IS unbeatable!

BAKALAR-COSMO
PHOTOGRAPHERS

111 W. 56th St., R.Y.C. 19
212 €1 6-3476
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ON-AIR PLANS FOR AFA

(Continued from page 50)

tional Cash Register Co., Davton,

No stanger to communications,
Cooper had engaged in various as-
pects ol it before assuming  the
arduous and challenging role ol
AFA president. A iransplanted
‘Texan, he was born in Montana
and educated at San Angelo Col-
lege, Unnersity: of Oregon and
University of “Texas. Belore join-
g AF\, he was for five yvears pub-
lic relations director of General
Telephone Co. of the Southwest,
San Angelo, Texas. At one time,
he also owned and operated a di-
rect mail advertising ageney and
worked on the San  Frandisco
Chronide and broadcast media in
the West,

His career in broadcasting spans
ucarly a decade, starting with an
announcer-salesman job at KFJI,
Klamath Falls, Oregon, in 1946
and ending with the commerdial
nanager role at KGKIL., San An-
gelo, from 1955 1o 1955, In be-
tween, he worked in sales, pro-
graming and  announcing at
KDON, Salinas, in 1947 and 1948,
Perhaps his most staggering assign-
ment was during 1948-19149  at
KRON-FM, San Francisco, when
he wrote, edited and  broadeast
some nine news shows daily.

Nor is Cooper a stranger 1o fed-
cration of advertising clubs and or-
ganizations that make up AFA. Te
is a past president and member of
the board of directors of the San
\ngelo Advertising Club, He was
a governor of the AFA 10th Dis-
trict in 1961 and a member of the
\FA board ol directors  (1961-
1962) and vice-chairman of the Na-
tional AFA Legislative Alertment
Committee. Cooper is also a past
president of the San Angelo Com-
munity Theatre and a ruling elder
of St. Mark’s Presbvierian Church
in San Angelo.

\head are numy challenges for
Cooper.  Convinced that advertis-
ing is the spark plug of the Ameri-
can cconomy, he will soon take 1o
the road 1o espouse the ““Truth in
\dvertising” cause and 10 cement
velations among all facets of the
\F\.

Fundamentally, his will be a
march 1o keep advertising as free
as possible from government  in-
fringement and restrictive legisla-

tion.  When not engaged in this
vast assignment, he will return to
his home and family (a2 wife and
two sons) in Mamaroneck, N, Y,
to read the classics and 1o catch as
many television news and informa-
tion programs as possible and to
relax on Saturday nights by waich-
ing The Defenders which he hast.
ens to desaribe as a thought-pro-
voking and conspicuous contribu-
tion to video drama \

MASONITE TV DRIVE

(Continued [rom page 11)

cffort in which the agency has made
substamtial contributions. A basic
philosophy ot Buchen Advertising
stresses heavy merchandising of cli-
ent advertising.  For  Masonite,
where this philosophy has been par-
ticularly evident, the heart of its
merchandising has been a very com- |
plete package provided to dealers:
a promotion kit for which they:
quality on the basis of minimum §
orders of television-advertised prod-
ucts.

Lach kit contains large product
displays, tv merchandising material,
window  baaners, indoor signs, §
counter crds, decals, and advertis-
ing material for dealer use locally,
including tv and radio copy, news-
paper mats, direct mail, and bill
stuffers.

Cole feels that this merchandis-
ing has been unusually thorough,
“Other media, t00,” he says, “are
wed o back up  the television
schedule, A series of ads in the
trade press pointing out the power
of television has been important,
and it has been accompanied by
direct mail and by special litera-
ture. Masonite’s own salesmen have
taken special swip films merchan-
dising the series.”

Within the company, Masonite
informs its people of v plans
through a series of sales meetings |
held each vear, To launch the first
network flight tast spring, a special
kinescope presentation was made in
New York, including participation
by Tlugh Downs and James S. Hur-
tey, Masonite advertising and sales
promotion director.  Recently an-
other kinescope was prepared for
use in this spring’s sales meetings,
in which Jolmay Carson, Ed Mc-
Queen, and Skitch Henderson are
featnred. \ 4
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“SELLER’S
VIEWPOINT

By Thomas B. Cookerly

General Sales Manager
WBTYV, Charlotte

Two-station market—-handle with care

Ithough the ranks of two-station
A markets have been thinned by
the addition of channels in a num-
ber of cities, there are still many
significant markets which continue
to be served by only two commer-
cial television stations.

Markets such as Charlotte, N. C.;

Dayton, Ohio; Louisville, Ky.:
LBirminghzun, Ala. and Jacksonville,
Fla,, may not fall exactly within
the “Top 107 markets of the na-
ton, but these areas still play a
vital role in the merchandising
strategy ol most national adver-
tisers, who funnel in those direc-
tions sizeable segments of their
broadcasting budgets.

It seems to us that buyers, to ob-
tain  the maximum eflectiveness,
should exercise utmost care when
placing broadcasting schedules in
two-station markets.

They should keep a more-than-
normal check on their schedule
during the entire period it is run-
¥ ning. There are problems with two-
station markets just as there are
problems with markets of three or
more stations, but, gnite often, the
problems are very different.

One of the obvious complica-
tions is that with three major tele-
vision networks and only two sta-
tions, some network programs just

cannot be cleared. Clients wishing
to maintain advertising weight in
these markets should make it a
point to stay right on top ol the
clearance picture and begin plac-
ing “network equivalent” budgets
immediately, Some advertisers let
their competition get a five- or six-
week jump on them. Because of
this advantage, the alert advertiser
is able to get first shot at the best
availabilities and can build a sales
momentum for his product that is
difficult for his competitors to over-
come. The slower moving adver-
tisers quite often find themselves
with poor shelf position in retail
outlets, and with the inevitable re-
sult of less-than-adequate sales.
Another reason why buyers of
broadcast  advertising must  pay
more than the normal amount of
attention to these important two-
station areas is that the weight of
their advertising is subject to ex-
tremely wide fluctuation. In dties
with three or more stations, a pro-
gram change by one of those sta-
tions usually has far less effect on a
schedule than it does in two-station
markets. .\ spot announcement
may coast along with a 10 rating
and easily plummet to a 20 if, for
instance, the competitive station in
that area transposes a public affairs
program with a select audience for

Tom Cookerly has spent all but
two years of his business carcer
with Jefferson Standard Broadcast-
ing Co. After seyving in promotion
and sales for WBT and \WWBTV he
was named Carolina sales managey
for WBTV in 1957 and general
sales manager in 1960, A gradunate
of Duke University, he was with
Procter & Gamble, first in the ad-
vertising division, then in sales, be-
fore he joined 1WBTV in 1952.
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a highraced, mass-appeal enry.

Orver-confidence is sonething else
the advertiser should be on gimd
against. Timebuyers have 1old s
they weren’t going 1o use spot tele-
vision in Charloue becanse their
network ratings were ligher than
their national average. What they
should ake into consideration is
that, quite likely, their competi-
tor's network  programs are also
proportionately higher! 1t the rea-
son for the spot buy in the first
place was 1o give their product
more exposure than their competi-
tor's is getting, they have lost “the
edge” they desire.

Speaking of network programs,
timebuyers should carefully check
delay offers for programs unable to
be cleared in the regular line-up.
Don’t automatically reject  such
time periods as Saturday or Sunday
afternoons undl you determine ad-
jacencies, the track record of the
time period, and, most important,
the competition. We have had
many network programs on a de-
layed basis which not only reached
huge audiences for this market, but
did so even more ethcienty than
often could be accomplished in the
normal network period.

If there is a considerable difter-
ence in the coverage of the two sta-
tions, as there sometimes is, sales
areas and sales potentials should be
related 1o the coverage of cach of
the stations involved. This is par-
ticularly true in a television market
area where a large percentage of
the station’s coverage is located
outside the home county,

In WBTV’s case, more than 9097,
of our coverage is located outside
our metropolitan area. Penetration
in each and every one of the out-
side counties should be of major
importance to almost every nation-
al advertiser. Other factors which
must be taken into consideration
include location of transmitters,
length of time on the air, and basic
schedules.

In conclusion, we emphasize that
all 15 not gloomy in rwo-station
markets. In fact, the bright in these
areas far outweigh the dark. Where
else can an advertiser reach so many
different customers so quickly and
with such impaci There is no
doubt that allocations for television
in (wo-station markets is nmoney
well spent. > 4
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Significant news,
‘1 trends, buys in nationa

WA Y N ' OV 8 B | spot tv and radio

Even with sttong competition and health scares, tobacco remains on
of spot radio’s top advertisers. In fact, onc of the field’s newest entries
Montcliair is heavily radio-born. The American Tobuacco cigaretie is
slowly being launched nationally through spot radio while markets are
slowly being expanded beyond the test market stage.

Dual Filter Tarreyton, another American Tobacco cigarette, begins 25
March with a 17-wecek spot radio campaign and 1 April with a 12-weck
campaign out of Gumbinner.

v

Ralston Purina s reported 1o be moving more heavily toward spot tv
lor its pet foods and cercals. 1t's understood that the company wants 1o
place special emphasis in certain number of key markets.

v

Tillic Lewis Foods, via the Beaumont-Hohman-Durstine agency of San
Francisco has launched test-marketing of a new line of low-calorie salad
dressings, through radio in scattered markets, With a $500,000 ad budget,
account has opened push i San Diego, Phoenix, Bufialo, Balumore,
and the mtermountain area, with other mmkets to follow,

SPOT TV BUYS
Nabisco cookies and crackers Jaunches a 13-week campaign on 15 April.
Interest is in eawrly and late evening minutes with female and child
audiences. Agency: McCann-Erickson.  Buyer: Dale Paine.
American Homes Frozen Pizza is going alter the adult and teen audi-
ences for a G-week run beginning 25 March. Chain breaks and late
afternoon minutes are being used. Y&XR 15 the agency. Jim Stack 1s
doing the buying.
Cities Service begins a l0-weck campaign on 18 March using minutes,
nighttime and chainbreaks. Marion Jones is buying for Lennen & Newell.
Shell Oil Petroleum Products starts a 40-week extensive canpaign on
17 March. Agency: OB&M. Timebuyer: Bob Warsaw.
Spic and Span, a product of Procter & Gamble, opens a 52-week run
next Monday (11 March), using fringe minutes. Tony Cozzolino is
the contact at Y&R.

SPOT RADIO BUYS

Ford Motor Company, Ford Division, starts a 6-week campaign 18 March
through [. Walter Thompson. Minutes are being sought by various
buyers on the account.

Stella D'Oro biscuits will launch a 4-week campaign near the middle of
this month. Shelly Roseman is buying out of Firestone-Rosen in Phil-
adelphia.

Campbell Soup kicks off a G-week run on radio today (4 March). The |
agency is BBDO and the tiniebuyers are Dave Persons and Dave Semons.
Braniff Airlines, out of Cunningham and Walsh, also opens up a cam-
paign today. It will run for four weeks. Hal Deisher is the buyer.

Saint Raphael Aperitif begins a 13-week campaign today. Minutes are
being used. Agency: Chirurg & Cairns. Buyer: Norma Strassiman.
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Why buy St. Louis

DIVERSIFICATION . .. the most highly-diversified major
market in the nation . . . delivering consistent, stable
purchasing power!

WAGES . . . a steadily-employed labor force, earning
wages 22% higher than the national average...more
sales potential for you!

GROWTH . .. 2,126,000 sales prospects in the metropolitan
area alone — a 45% increase since 1930. . . new, growing
families with new, growing needs!

BUYING POWER. .. $4,748,209,000 in net effective buying
income . . . a 67% increase in ten years!

DYNAMIC DEVELOPMENT ... the largest, most dynamic
urban-redevelopment plan in the nation . . . a rebirth of
civic energy that has won the attention of the nation!

PENETRATION ... the nation’s easiest major market to
penetrate, through the “Voice of St. Louis,” each week
reaching 77% of the homes in this thriving market . . . the
greatest percentage of penetration delivered by any radio
station in America’s top ten markets!*

PROGRESS . . . is St. Louis!

KMOX RADIO

A CBS Owned radio station

Represented nationally by CBS Radio Spot Sales *  cumulative Pulse 1962




Home Delivery

A one million home market...three states...one billion consumer

PROVIDENCE

L
1

|

dollars. A WJAR-TV market...100% reach...full market coverage. ,

Ty

And speaking of homes, WJAR-TV doesn’t miss many. *

ARB — NOV./ DEC. '62

WJAR-TV
AVERAGE
TOP TWENTY PROGRAMS TOTAL HOMES
PER V2
HOUR
1. DR. KILOARE (WJAR-TV) 169,600
2. CHEYENNE (WJAR-TV) 150,600
3. BONANZA (WJAR-TV) 147,500
4. OEATH VALLEY DAYS (WJAR-TV)* 137,200
5. HAZEL (WJAR-TV) 136,600
6. VIRGINIAN (WJAR-TV) 135,100
7. BEN CASEY (STATION B)
8. GALLANT MEN (WJAR-TV) 130,000
9. COMBAT (STATION B)
10. MATTY'S FUNNIES (STATION B)
11. JGEY BISHGP (WIJAR-TV) 120,800
12. CAR 54, WHERE ARE YQU? (WJAR-TV) 118,900
13. DISNEY'S WORLD OF COLOR (WJAR-TV) 118,500
14. RED SKELTON (STATION B)
15. SAT. NIGHT AT THE MOVIES (WJAR-TV) 116,500
16. PRICE IS RIGHT (NIGHT) WJAR-TV) 110,800
17. RIPCORD (WJAR-TV)* 110,500
18. SAM BENECICT (WJAR-TV) 107,700
19. SUPERCAR (STATION B)
20. DICK POWELL (WJAR-TV) 106,800

*Average Homes per Vs Hr

STATION
ore

318.7
127.8
292.2
446.6
199.5
132.5

168.0

63.0
57.4
66.4

68.1
16.3
265.8
15.4
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NIELSEN STATION INDEX — DEC. '62 / JAN. '63

WIJAR-TV o4 MORE
AVERAGE THAN
TOP TWENTY PROGRAMS TOTAL HOMES
STATION
PER V4 «pg
HOUR

—_

. BONANZA (WJAR-TV) 148,400 173.8

2. OISNEY'S WORLO OF COLOR (WJAR-TV) 131,400 171.4
3. OR. KILDARE (WJAR-TV) 131,100 44.9
4. INTERNATIONAL SHOWTIME (WJAR-TV) 122,500 71.5
5. OEATH VALLEY OAYS (WJARTV) 119,300 52.2
6. SAT. NIGHT AT THE MOVIES (WJAR-TV) 119,300 41.3
7. HAZEL (WJAR-TV) 118,800 29.4
8. JACK PAAR SHOW (WJAR-TV) 116,800 84.8
9. JOEY BISHOP SHOW (WJAR-TV) 116,100 3386
10. CAR 54, WHERE ARE YOU? (WJAR-TV) 115,900 89.6
11. SING ALGNG WITH MITCH (WJAR-TV) 115,800 37.2
12. MON. NIGHT AT THE MOVIES (WJAR-TV) 114,200 211
13. BEN CASEY (STATION B)

14. ENSIGN O0'TOOLE (WJAR-TV) 111,500 110.7
15. PRICE IS RIGHT (NIGHT) (WJAR-TV) 111,300 10.3
16. MANHUNT (WJAR-TV) 109,400 62.6
17. YOG! BEAR (STATION B)

18. RIPCORQ (WJAR-TV) 107,600 54.6
19. LAW & MR. JONES (WJAR-TV) 106,000 270
20. HUCKLEBERRY HOUND (STATION B)

WA ANERSNINV

N B C - REPRESENTED BY EDWARD PETRY & COMPANY, INCORPORATED
OUTLET COMPANY STATIONS IN PROVIDENCE — WJAR-TV, FIRST TELE.
VISION STATION IN RHODE ISLAND — WJAR RADIO IN IT5 4IST YEAR
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