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tan lotion? Your best opportunity is right
e she's using the product. Spot Radio via
t gtations will send your summer sales
ing.
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DWARD PETRY & CO.. INC.
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CONSIDER THE WCCO TELEVISION FACTOR#*
WHEN BUYING THE TWIN CITY MARKET!

*THE WCCO TELEVISIO
FACTOR IS...

B Leading circulation i
both ARB 1960 and N
'61 coverage studies.

B Leading audience..
check either the curre
Nielsen or ARB Report.

...........................

*TV HOMES. i i innnenanses —733:666

Retail Sales (000)............. —3:755:373- 3,999,44

GROWTH TELLS THE STORY... Effective Buying Income (000). —5,576;683 59351

and the Twin City Market Average Family Income......... —6:473

I_S GROWING! . .. ....... Ssource: Sales Management Survey of Buying Power
*Television Magazine, Feb. 1962 and 1963

WCCO TELEVISION ... “THE DIFFERENCE BETWEEN GOOD AND GREAT IN MINNEAPOLIS @ ST. PAUL TELEVISI

Sold Nationally by Peters, Griffin, Woodward, Inc.



RETURN OF THE FLY

wine VINCENT PRICE

., 7-"FILMS OF THE 50's"-NOW FOR TV

TY OF THE FINEST FEATURE !
TION PICTURES FROM SEVEN ARTS

84 Arts "*Films of the 50°s''~Money makers of the 60's

|;

Jf'l‘"\ SEVEN ARTS
?; ASSOCIATED
t

For list of TV stations programming Seven Arts  Films of the 50's

see Third Cover SRDS (Spot TV Rates and Data)
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1. Los Angeles metropolitan
area Spanish-speaking pop-
ulation;

900,000 plus

2. Average yearly income:
$800,000,000

3. For automotive products:
$72,540,000 annually

4. For food products:
$434,700,000 annually

YOU CAN HAVE YOUR SHARE!

72 National Advertisers on
Spanish-language KWKW
reach approximately 277,880
Latin-American homes per
week at a CPM of $0.72.

KWKW’s 5000 watts speak the
language convincingly to a
loyal audience, KWKW has 20
years' proof waiting.for you!

KWKW
5000 WATTS

Representatives:
N.Y.—National Time Sales
S.F.<Theo. B. Hall
Chizagt— National Time Sales
Los Angeles —HO 5-6171

8 JULY 1963
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Key Stories

29 TV SPORTS: MAGNET FOR TODAY'S WOMEN
Sex appeal of athletes, particularly winter stars, attracts
the femmes, motivational research shows

32 RESEARCH SHOWS DAYTIME VIEWING HIGH
Proctor-Silex salesmen question aid of heavy tv budgel.
Management proves housewives view commercials

34 PROGRAM-WITHIN-A-SPOT FOUND POPULAR
Golf lessons, each just 12 minutes in length, live,
maintain spot frequency, add sponsorship values

35 REP STUDIES LOCAL TV FACILITIES FOR COLOR
Petry Co. studies 32 major U. S. markets, permitting ad
agencies to participate in planning questionnaire

36 ALCOA SAILING ON WELL-CHARTED SALES COURSE
Cashes in on enthusiasm for boating; trail blazing drive
increases aluminwum sales to small-craft market

THE SPANISH LANGUAGE RADIO/TV MARKET:

For complete report on profitable market, see page 55
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KWW Listonens also shiive adilliecs, hrytlons, Oldimobiles, Buicts, 22z,

Every American made car has been advertised
on W J W Radio during the first six months of
this year.

PULSE Qualitative Study shows 94.2% of WJW
listeners own an average of 1.27 cars per
home, compared with 83.6% for the Cleveland
market.

W J W listener's income of chief wage earner
is $6,400 compared with $5,700 for Cleveland
market average. 22.3% of W J W families have
an income of $10,000 or more.

W JW attracts a higher percentage of profes-

sional, executive and proprietor listeners,
21.3% vs 16.2% for the Cleveland market
average.

The combination of balanced BEAUTIFUL
MUSIC . . . TOTAL INFORMATION NEWS . .
pleasing PROGRAM PERSONALITIES attract
an adult, affluent audience. Select the station
with the listeners having the income and in-
clination to buy, and you'll benefit by this buy-
ing power. YoOr Katz representative has more
information.

JAMES P. STORER

General Manager
Source: November-Oecember 1962 Special PULSE Survey

0S ANGELES J§ PHILADELPHIA § CLEVELAND MIAMI TOLEDOD DETROIT |
KGBS WIBG win WGBS nSPD "B K
NEW YORK MILWAUKEE CLEVELAND ATLANTA TOLEDO DETROIT
W TH WAGA-TH WSPD.TI WJIBK-TH

STORER

BRQIDCASTING CQHPANY
WHN WITI-TI

NSOR & jury 1963

(&1}









BIGGER THAN EVER! Starting September 2,
KNXT’s "“The Big News’ —the first daily full

hourof newsinlosAngeles—becomesthe first
daily 90-minute television news broadcast in

the nation! (Mon.-Fri.,6-7:30 pm)

On that date,’The Big News* will add an en-
tirely newdimension to television news broad-
casting. More world news. More local news.
More weather reportage. More sports. More
exclusive features, such as consumer news
reports. More on-the-spot coverage from all
sectors of the vast Los Angeles market. A full
hour of unprecedented in-depth television
Jjournalism prepared by the largest full-time
news staff in the West, and reported by the
West’s mostdistinguished news broadcasters.
Followed at 7 pm by more Cronkite: the new
half-hour °CBS Evening News with Walter
Cronkite’ on the CBS Television Network.
Obviously, Southern Californians will be get-
ting more of everything that has already made
““The Big News”’ the leading daily news broad-
cast throughout the largest metropolis in the

nation’s number one state. @ Km'

CHANNELZ2,LOSANGELES
CBS OWNED « REPRESENTED BY CBS TELEVISION STATIONS NATIONAL SALES
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signiticant happenings in

RE PO RT broadcast advertising

How the FCC can help the broadcaster

In more than i quarter centnry ol broadeast trade pnblica
tion activity, T can’t recall any period that rivals the present for
government mvolvement i broadeast operational matiers.

No. I haven't forgotten the 1946 FCC Blue Book.
Nor the pressure apphied by the FCC to “encourage™ am
applicants 1o get mnto fim

Nor Chairman Munrow’s maiden speech to the NAB.

I'hese blockbusters, violent as they were. separately ¢on-
stituted the checks and balances that a broadcaster nught ex
pect under a vegulatory system such as ons.

Now comes a new eva.

It's open scason on free-enterprise comnmercial broadeasung,.
Each day you open your newspaper expecting a new barrage.

What's the reason?

Is it because a succession of quiz scandals, attacks on station
grants, and public interest In v programing suggests new ap-
proaches to headlines on which ambitious men feed?

Is it because v and radio really need to be constuntly under
five in order 1o fulfill thewr obhgations?

Doces 1t represent the Kennedy approach o broadcasting?

I'he vecord (the vue record) shows extraordinary overall
mterest by broadeasters in rendering good broadcasting service.
bt shows an industry profitable to some. unprofitable o others.
It shows an industry long on proneering and visk venwre. T also
shows constantly shifting philosophies and stances by the FCC
as chairimen and conunissioners change.

‘The FCC has encouraged broadcasters to cditorialize. Now
comes a Congressional attack on editorializing.

The industry is vulnerable to a push against conuercial
standavds when so much of the industry doesn’t subscribe o the
NAB Codes. But a friendly nudge by the FCC o the NAB
L (with a ame-limit specified) mght bving other broadcasters
mto line. How do they know it wouldn’t work? Thev've never
tried. '

We'd like ro see the FCC alk over some of its objectives
with responsible LeRoy Collins of the NAB. Sowme of the regn
Flatory harassments might be mmuiized that way.

Under good-intentioned Chairman Henry the avalanche of
paper-work involving the broadcaster might also be cut down

If the FCC wants the broadcaster 1o render his best service un-
ler the existing system it would be more than helpful to make
his point crystal-clear.

Sincerely,

WPONSOR/8 jury 1963

WPTR : WPAT

ALBANY-TRDY New York,
SCHENECTADY N.Y.
N.Y.

DIFFERENT?

PROGRAMMING - «

our colleagues at WPAT have built their pro
gramming reputation based on dedication
lo the need and desires of their aud ence
then there is hitle difference between the
two stations and hsteners to both are
better served for if. Recent correspondents
to WPTR points up the varied interests
WPTR serves: the Executive Director South
ern Vermont Art Center, an air man G-
Bay Labrador, the Manager of the Capito
District Farmers Cooperative Market. house
wives, the sports editor of a local news
paper, the president of a senior class, the
Syracuse Oistnct Attorney. There are of
course many more. A professional broad
caster's unsolicited letter is one of our
favorites.

THE WORD-

proximately 150 stations we heard, y
WPTR was one of the few worthwhile
listening lo. It sounded modern, bright
active, alerl and many of the other things
that make a radio station great.”
lou F. Tomasi, PROD MAN
CJSP, Leaminglon, Ontario

RAT'NG S-v" | wonder WPIR

1s =1 in all-day averages both Hooper an
Pulse. Here are the latest Puise all-day
average share of audience

WPTR  Station X  Station Y  Station 2
287/, 20° 16°¢ 14°

For a more qualitative picture of our vast
audience. we refer you to LQR-100 and
your East man

YES: WPTR

Albany-Troy-Schenectady
VP & GEN MGR: Perry S. Samuels

robert e.eastman « co.,

representing maojor radio stotions
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WGAL-TV

1

In this multi-city market, an advertising
schedule without WGAL-TV is like a
TRACTOR-TRAILER WITHOUT A TRACTOR.
Put the full sales power of Channel 8 back of |
your product. WGAL-TV is the only single
medium that reaches the entire market

and delivers viewers in far greater num-
bers than all other stations combined.

WEALTY

Lancaster, Pa.

STEINMAN STATION . Clair McCollough, Pres.

SPONSOR/8 juLy 196!



Delayed dissent: \BC nctwork and
Kets lungering Tor a thitd vhi by dropin
have a powerful voice in FCC Commissione
Kenneth Con.
fayed 23-page dissent lrom recent Conunis

Last week, Cox issued o de-

ston action cancelling seven praspective vhi
drop-ins in favor of uhf pic in the sky. Cox
blasts the decision from every angle: fo
failure to weigh public interest and  the
needs ol competitive balange mmong the net-
works: for brushing aside present uwrgen
needs of the television service, in favor of o
Tuture possibility which the FCC admits may
falter and fail—or be many years away. Cox
says that Tormer Chairman Newton Mhnow's
concurring statement which okayed death
to the drop-ins, while regretting the severe
blow to ABC's competitive position for the
next decade, falls into the same error as
Commission inajority: Minow assumes with-
out rationale that denial of vhf drop-ins will
automatically insure ubhf stations in these
seven markets, and that granting the vhf

drop-ins  would  somchow diminish  uhf
chances in markets all over the counury.
Commission in error: Cox believes  the

whole Commission Tell into further ervor
when it misread Cougressional intent. FCC
majority decided Congress’ authorization of
all-channel sets meant the legislators wanted
no further efforts to make some markets all-
ulfl and some allvhf. Cox feels that Con-
gress was simply looking to long-range aid
for uhf—but it expressly forbade FCC 1o
climinate single viif's in favor of all-uhf serv-
ice in eight communities in an carlier and
aborted deintermix action by the Commis-
sion. Congress has never gone on record
against drop-in proposals, although it is
fully aware of them, Cox says. Cox has been.
and sull is. pushing hard for a temporary
assignment of vhi drop-ins with dual ubf op-
cration for a period of seven years, at which
tune, by present conjecture, the all-chanael

“SPONSOR-WEEK

Top of the news
in tv/radio advertising
8 JULY 1963

voset requirements shonld have advaneed
the ulf service to snong competitive post
tion attractive to licensces l('ul[ml.nil\ QO

sgned the dropans.

Temporary drop-ins: fn v cvent
porary dvopans wonld solve bhoth the Tong

1¢

vange and shortaange gouls of the Conunns
ston, Cox believes,  Frle ses Hitde store by
former chairman Minow's forfon hope thin
someone would come up with some nars el
ons Chaginative” solntion o the atloca
tions tingle—when none has been fonad Ton
the past ten years, in spite of studhes, e
ings. ¢f al. Cox savs the answer s in tem:
porary dropins and dual operation a plan
Minow once embraced bt Liter abandoned.
For the broadcaster who wants to review the
Commission’s back-amd-forth over the alloca
tion problems, it frequent changes of direc
tion and opinion—the Cox statement con-

tans an abbreviated and acid compilation

Adam Young expands: WIINB- TV, the
NBC aftihate i Hartford, and KCRG-T'V,
the ABC station in Cedar Rapids, have ap-
pointed Adinn Youug Inc. as national rep-
resentative. To handle this and other new
v station business i the house since b Jan.
uary. the rep firm is making several execu-
tive and sales personnel changes.  William
B. Peavey. formerly numager of west coast
operations for Young Television, San Fran
Cisco, moves to castern sales manager. Re
placing Peaver is account executive John
M. Slocnm. Roger H Shieldon, manager of
the St. Louis oftice. has been transferred o
the New York v civision and will be re-
placed in St. Louis by Thomas M. Dolau,
formerly at D'Avey. Charles W. Conrad joins
Young from MagFartand. Avevard asav siles
man in Chicago. On the 1adio front, Farl
W, Steil was named manager in Chicago. He
joins Young from WATT,

SPONSOR-WEEK continues on page 12
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Top of the new's

’SPONSOR.WE EK' in tv[radio advertising "

(continued)

Report to employees: ABC TV presiden.
Thomas \W. Moore went to emplovees last
week to report “tremendous enthusiasm’ for
network’s fatl schedule by aflihates and ad-

MOORE

verusers. The lull-scale presentation, played
to a standing room audience at New York
headquarters with Moore (above) in front
ol schedule.

4A rating observers: American Associa-
tion of Advertising Agencies’ president John
Crichton has proposed a team of three agen-
cy observers to NADB's Rating Council. In
letter to Donald H. McGannon, NADB ve-
scarch committee chairman and Group W
president, Crichton suggested observers be
drawn from 4A special broadcast policy com-
mittee to be primarily concerned with na-
tional ratings and network buying; from 4.\
broadcast media committee to be concerned
with local ratings and spot buying, and from
1A research committee to be concerned with
broadcast research and ratings. Crichton
added: “We sympathize with the political
and  public velations problems faced by
broadcasters, but our basic concern s with
the improvement of ratings services as an
aid to our husiness in reaching decisions.
For that reason, we are as concerned with an
improvement in the accuracy and validity
of both national and local ratings services as
we are with an audit of their existing per-
tormance.”

Rating Post Scripts: Radio audience rat-
ing by NAB and RAB seems destined to re-
main a companionate narriage. with no
joint bank account. NAB’s joint board of
directors has offered stand-by cooperation,
but the NAB and RADB radio research pro-
grams will stay separate . . . On the Hill in
Washington, the Harris Subcommittee prob-
mg ratings may let Federal Trade Commis-
sion Chairman Paul Rand Dixon oft the
hook as far as further testimony goes. The
Investigations Subcommittee is veportedly
mollified by recent FTC actions, after heavy
criticism of the agency during ecarlier seg-
ment of hearings. Dixon took some rough
comment on the FTC’s mild consents with
rating services. The agency has made up for
it in part by its as-yet unpublicized order to
the Nielsen firm to divest of 509 of its
broadcast rating business.

Nielsen earnings up: A. C. Nichsen reaped
a profit for the first nine months of its fiscal
year—through 31 May—of 352,299,165 or
$1.34 per common share, as compared with
$2,124,529 or $1.24 per share for the same
period of the prior year. These carnings
were based on revenues of $33.448,783, up
139, from $29,575.945 a year ago. Reflecting
the business pace. the board of directors
raised the quarterly dividend.

New agancy: Gardner is named agency for
American Tobacco cigar brand and subsidi-
ary American Cigar, effective 1 August.
Gumbinner has handled Roi-Tan. SSC&B
other brands.

3M ad function change: 3\ Company has
set up new advertising function to coordi-
nate media purchases among divisions and
their agencies. Charles B. Brandon is named
advertising media manager. Pooling of ali
media information, both among 3M ad man-
agers and among agency media directors is
planned. Change was recommended by five
3M agencies as well as division ad managers.

SPONSOR-WEEK continues on page 14
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' AGAIN

FEBRUARY-MARCH 1963 ARB8 SHOWS
8:30-8:45 P.M. NEWS AND WEATHER MONDAY THAOUGH FRIDAY

11:11:15 P.M. NEWS AND WEATHER MONDAY THROUGH FRIDAY

-1V

OR IF YOU PREFER MARCH 1963 NIELSEN
6:30-8:45 P.M. NEWS AND WEATHER MONDAY THAOUGH FRIDAY

v 11-19:15 P.M. NEWS AND WEATHER MONDAY THROUGH FRIDAY

i : ! & BUY THE STATION
: MORE PEOPLE
WATCH

|
!
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Top of the news
in tv/radio advertising
(continued)

~“SPONSOR-WEEK

Coty fined: Too niuch ot La Belle France
i Coty’s advertising of “L’Aimant” per-
fume, and not cnough disclosure of the
home-grown origins of the scent advertised
extensively on tv, radio and i print media,
has cost the company a $20.000 fine. A U.S.
District Court fined Coty, Inc., for a 37-
count violation of a 1939 I'TC order to drap
the Frenchified wording. Coty described 1ts
domestic blend in L’Aimant as “The Essence
of Beauty that Is France.”

Metromedia acquires KTTV: Formal take-
over of KTTV, Los Angeles by Metropolitan
Broadcasting Television was 1 July, follow-
in FCC approval.  Metromedia v stations
now include WNEW-TV, New York;
WTTG, Washington: KMBC-TV, Kansas
City; KOVR, Sacramento; WTVH, Peoria,
and WTVP, Decatur, 11I. Radio outlets are:
WNEW, WIP, Philadelphia; WHK, Cleve-
land, and KMBC. FCC has also approved
acquisition of KIAC. Los Angeles, while
purchase of WCBM, Baltimore is pending.
KTTYV formerly was owned by Times Mir-
ror Co.

Color tv consultant: Norman Grant, NBC
director of color coordination, has resigned
cffective 31 July to become president, Tele-
Color, new firm specializing as color consult-
ant and producer of color tv programs.
Other organizers and officers of Tele-Color
are former exccs at Crossroads TV Produc-
tions, Springficld, Mo.; Lester E. Cox, Ralph
Foster, John B. Mahaffey, and E. E. Siman,
Jr. Tele-Color plans to work for local sta-
tions, networks, and advertisers, sell its own
program product, produced in 16mm color
film. Two specials are already being ex-
plored with networks. Grant will move to
Springficld headquarters of new organiza-
tion.

Utilities to Compton: Boston Edison Co.
and New England Electric System have
named Compton Advertising for joint ven-

ture into tv. Campaign will be launched on
Joston stations this fall, featuring electric
house heating and major clectric load-build-
ing appliances. Compton is also agency for
Edison Llectric Institute’s Live Better Elec-
trically Program.

Newsmakers: Procter & Gamble has named
Paul Huth manager of the broadcasting and
media division, respon-
sible for tv program-
ing and media buying.
Huth was director of
media. P&G also
named Joseph Beech,
Jr. manager of creative
services division, re- <
sponsible for tv com- ?,'um
mercial production and art and package de-
sign activities, and Russell L. Condit, asso-
ciate manager of media broadcasting, to suc-
ceed Huth as director of media . . . Ernest
Lee Jahncke, Jr. is new president of Broad-
cast Pioneers . . . Lennen & Newell announc-
es promotion of Frank Howlett and Louis
Spino to associate media directors, and Rob-
ert Kelly and Ernst Mocller to assistant me-
dia divectors . . . Giancarlo Rossini has been
elected to the Kenyon & Eckhardt board of
directors . RAB has named Walter B.
McQuillan, veteran bureau salesman, to new

post, manager, sales adminstration . . . Geyer,
Morey, Ballard announces appointiment of
Blake Johnson as radio-tv producer. He for-
merly was at K & E. .. New Ted Bates vice
presidents are: Robert K. Morrison, associate
rescarch director, John C. Ryan, director of
cconomics and statistics division of rescarch
deparunent, and C. Arthur Stangby, an ac-
count exccutive . . . Merryle S. Rukeyser,
Jr. has been named director, NBC press and
publicity, sncceeding Ellis O. Moore, who
resigned as vice president, press and pnb-

Ii\'il)’.

SPONSOR-WEEK continues on page 46
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DETROIT’S BIG STATION
BIGGER THAN EVER IN 1963-64

TATYIA Tar wen=

-

“CPtaanca ~a0 gagy -

STARTING SEPTEMBER OVER 200 FIRST-RUN FEATURES

e ““Award Movie'” e ‘‘Premiere Theater” e ‘‘Big Movie"

The fall-winter picture is brighter than ever on WXYZ-TV. First-run film
entertainment, backed-up by full-range programing . . . alt on Detroit
Big Station. Let WXYZ-TV put you in the fall-winter picture in Det

wXxYz-Tv & DETROIT
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In the wholesale distribution of industria] che
market through the area’s first radio station, WBT Radio Charlotte. Represented nationally by Blair Radio.

“DATA DIGEST |z

TvAR STUDY SHOWS LONG REACH OF NEWS

A new rescarch project from Television Advertising Represen-
tatives, examining news show tv rating, provides adver-
li'scrs with a yardstick on the unduplicated audience reach
over one-week and four-week periods. The initial project deals

with early evening and late
AUDIENCE CUMULATOR

night newscasts only, and was
based on Nielsen and ARB

LATE-EVENING NEWS PROGRAMS
5-PER-WEEK (M-F)

data from major markets.

For example, a local carly
CUMULATIVE {(UNOUPLICATED) AATING

evening news program with T T T g e
an average rating of 13, used N sSR8t aSBEesisedpisat atne® oai iy
three time a week by an ad- g E£E2 8 HiHiEP
vertiser, will reach 50% of s Sffsess mazionse JIREIEC
the tv families over a four- . 53 isahiseges sotbiigog pod
week period.  With a late “Biy 4 T ?% o
evening newscast, audience swhrH % Ritiias :1 T
for advertisers (using on a " 35738 T 1 3 ’
three-per-week basis) would 4 i HY i o
he 229 of tv famnilies in one ] 7] ; HH
week, 429% in four weeks, “B _M; THI
with an average quarter hour K BB :
rating of ten. With an aver- e 352 fr it
age quarter hour rating of e = Hi i Sgeis
20, the one week undupli W it : £
cated rating would be 38 on iaaeliss 1 5 B
a three per week basis, 59 "EHRS: i §82s
over four weeks. g 3ists HEHH!

As the chart shows, an ad- HrthL e $ £
vertiser using five per week, ot wl LT

could reach 59% of tv fami-
lies in one week, nearly 79%
of tv families in four weeks, with an average quarter hour ratin
of 35, Even a late news program with a 5 rating would reac
some 367, of tv families in a four-week period of time.
Research was conducted in 16 major markets in all sections ¢
the United States. including, two, three. and four-station ma
kets. Stations include those affiliated with all networks as we
as independent outlets.  In estimating the unduplicated ratir

AYERAGE ' MOUR RATIRG

for a news strip, programs in two-station markets tend in a
cumulate audience as a rate somewhat above the averages, pr
grams in four-station markets tend to cume at a somewh
slower rate, TvAR noted.

The “long reach”™ phenomenon of tv newscasts  (particular
tate night strips) has considerably significance for spot tv adye
tisers, in the opinion of Robert M. McGredy. managing direct
of TvAR. “Spot tv's value extends far beyond the weekly gro
rating levels attained by varied schedules of programs or 2
nouncements,” says McGredy.

SPONSOR /8 juLy 1€



WHAT IS THE MEASURE OF A BROADCASTING STATION?

‘e believe this to be an important one.

AREA CODE 12 CARIR FLYNWIIAN WY
MTWRAY 1111 34000

GUNNINGHAM & WALSIL ixe,
260 MADISON AvieNvg
Nuew Yorx 16, N Y,

*
-,"/1/1 erlisin g

Tun: 20, 1963

Mr. Paul W. Morency
President

WTIC-TV

3 Constitution Plava
Hartford, Conn.

Dear Mr, Morency :

The 1963 Harvard-Yal. Rowing Regatta is now
thing of the past, andd I wanl {o congratulat
you and your staff for a fine jobh well don
under difficult weather conditions on Saturday
and the opposite on Sunday morning.

1T would alse like to extend to you and youl
staff my thanks for their cxcellent cooperation
i videotaping the six one-minute commercials
tor our clients Uniteld Aireraft and Connecticut
General Life Insurance Company. Both were
extremely pleased with the end results,

Your studio and technical facilities are thn
best and it was a pleasure working with yown
efficient, professional, production personn«l.
Best vegards to nll.

incerely,

% ~ /Qﬂwo\

Oohn L. mmer

Produce&\J}f/Radio

ClUl Aty TOS ANGELFS © NFW YOHW SAN PRANCISCO

WTIC( TV

Broadcast House, 3 Constitution Plaza, Hartford 15, Connecticut
WTIC-TV is represented by Harrington., Righter & Parsons, Inec.
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BIG NEWS

For People Who Believe In QUALITY!

NEWSUILM STATION
OF THE
YEAR
_A.’IARDED na
KPRC-T\
Houston, Jexas
9In dhe
20th ANNUAL
ICTLRES OF THE YEAR
NEWSFILIA CCMPETITION
Sponsorea By
NATIONAL PRESS PHOTOGRAFHERS
ASSOCIATION

UNIVERSITY of MISSOLKI
SCHOOL of JOURNALISM

THE #ORLD 300K
cNGYCLOPEDIA




ww i Interpretation and commentary
e " on most significant tv/radio
| and marketing news of the week

8 JuLy 1863 *

One answer to the “‘invidious-comparison” commercial in tv is to spoof it, not too
kindly, by giving the underdog product a chance on its own.

Such a chance is abont to happen to a new product just assigned to Chicago’s
Sander Rodkin agency. Even the name has a byilt-in langh: “Greasy Kid Stafl’
hair dressing.

Designed for teen-aged crewcuts and rock and roll pompadours, tlie totletry
is being manufactured by Kid Products, Inc., which saw a perfect marketing oppor-
tuntity in the locker-room tv commercials of Vascline Hair Touic, and the "Are
you still using that . . . etc.” line.

In September, a tv campaign—abont which Vaseline can do little except grit
its teeth—will roll via Sander Rodkin for Greasy Kid Stuff. Meanwhile the prod
uct’s distribution is being expanded from the U'.S. to several foreign markets. in-
cluding Canada and West Germany.

\ 4

The 1962-63 tv program season clearly marked the end of one era in industry's
history. It was no longer The Year of the Horse.

Westerns, which dominated the top program lists for five years, were not lead-
ers last season. Among regular programs, for the full scason or on an individual
week basis, Bonanza and Gunsmoke were the only survivors, according to Nielsen.
Shows with the lighter touch, for the most part, took top honors. The chart below
gives the season leaders among individual programs and the date of airing:

TOP 15 SHOWS
{1962-63 SEASON)

PROGRAM DATE A % AA HOMES {000)
1. Beverly Hillbillies 2/20 63 A1 20,200
2. Carol and Company N 2/24/63 n 39 19,400
3. Miss America Pageant 9/8/62 38 19,100
4. Ag_{dehy Awards 4/8/63 37 18,500
‘5. Candid Camera 1/6/63 37 18,200
6. Lucille Ball Show 10/1/62 35 17,300
7. Red Skelton Show 2/12/63 35 17,300
8. Ben Casey 1/21,63 35 17,200
3. Bonanza 1/13/63 34 17,100
10. Andy Griffith Show 1/28/63 34 16,900
" 1. Wizard of 02 12/9/62 33 16,400
12. Rose Bowl Game 1/1/63 33 16,300
13. Danny Thomas Show 1/28/63 33 16,300
14. Look at Monaco 2/17/63 33 16,200
15. Gunsmoke 1/26/63 32 16,100

SOURCE: Nielsen Television Index
PERIOD COVERED: | Sepi.. 1962—1 Mav, 1903
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Attention sports buyers: Full sponsorship for NBC TV coverage of 1964 Tokyo Olym-
pics is pegged at $3 million gross.

Price includes charges for time, program and networking. It's now being offered
on basis of full sponsorship.

Package includes 106 commercial minutes. It breaks down like this: One hour
preview in September 1964 (six commercial minutes), four hours of prime time
during the course of the games (24 commercial minutes), three one-hour shows
on consecutive Sundays in October 1964 (18 commercial minutes), two Saturday
shows in October of two-hour length (28 commercial minutes) and ten fifteen-
minute nightly reports during the games (30 commercial minutes) .

Efforts are planned to present live Telstar coverage, though major coverage
will be by tape. Where possible, in color.

v

Any time you think advanced physics has no practical media value, take a look at
what's happened to the radio receiver market since 1949.

Before that time, a portable radio was a large, expensive, cumbersome, battery-
devouring luxury. Then, along came postwar developments in electronics and solid-
state physics (the transistor, nuvistor, diodes, etc.). Then, Japan's booming post-
war electronics industry got into the act, and things really started moving. Now,
reps are sitting up and taking notice.

Station rep Bob Eastman plans to pinpoint the key fact this week: since 1949,
battery portable set sales have jumped 514.8%,. And, as of last summer, two out of
every three households had portable sets along on summer outings; the figure may
go higher this year.

v

There’s a continuing audience for documentary film series based on events of World
War 1l, New York’s WPIX has learned.

The station has played the Victory at Sea scries several times, pulling a rating
on each outing. It has also televised documentaries about the U. S. Air Force and
the British Navy, also drawing audiences.

Now, WPIX has turned up another series—Canada At War, a 30-minute series
covering the war “as Canadians encountered it from day to day.” The series was
acquired from Desilu Sales, and was put together by the National Film Board of
Canada from some 16 million feet of film.

The series is available on WPIX for spot sponsorship in the 1963-64 season.

v

Local-level color tv is being used “in certain areas” in an MGM campaign for a new
adventure movie, “Captain Sinbad.”

The movie, produced by the King Brothers, has already played in Cincinnati,
Dayton and Indianapolis with other tv film spots used in the promotion drives.
Color has also been used in spot buys in Los Angeles and Detroit.

New York and Chicago are the current color tv target cities for the film, which
MGM says is proving to be one of the movie company's “‘most successful films in the
past few years.”

SPONSOR/B JuLy
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The old con-game stunt of a free-loading individual representing himself to be a sta-
tion owner hit Madison Avenue again last week.

Advertising Time Sales reports the case of Donald Anderson, who claimed
to be *shopping for a new rep” for WSAY, Rochester, which he also claimed to have
purchased. Anderson, ATS reports, is well versed in industry terminology, but
couldn't be found at hotel where he was supposed to be staying.

WSAY president Gordon P. Brown denied sale, knowledge of Anderson, and
said he isn't sclling the station. "Anderson” is hcavy-set, about five-feet-ten, weighs
about 225, has dark, curly, thinning hair, is missing a few teeth. and appears 10 be
about 35. Reps please take notice.

v

While entertainment program tastes may change, tv sports preferences stay much
the same, tv research indicates.

For the 61-62 season, number one event was the Rose Bowl, with a 31 Nielsen
AA rating. Rose Bowl was on top again this year, with a 33 AA rating. Significant-
ly, the 1962-63 Top Ten sports events showed increases over a year ago. For ex-
ample, Sunday Sports Spectacular had a 26 AA, against 20 last year. NFL Pro
Football had a 24 this season, 19 last season.

Here’s the picture in detail:

1962-63 TOP TEN SPORTS EVENTS

PROGRAM DATE A % AA HOMES (000)
1. Rose Bowl 1/1/63 33 16,300
2. World Series 10/7/62 81 15,600
3. Sunday Sports Spectacular 1/27/63 - 26 12,800
4. NFL Pro Football 11/22/62 24 11,900
5. NFL Runner-Up Bowl Game  1/6/65 22 10,800
6. Sugar Bowl 171768 20 10,100
7. Pro Bowl 1/18/68 19 9,600
8. NCAA National Football 11/22/62 19 9,300
3. Fight of the Week _  2/23/68 18 9,100
10. AFL Championship Football 12/28/62 Y 8,600

SOURCE: Nielsen Television Index
PERIOD COVERED: Ist Report September 1962—1st Report May 1963

v

CBS Radio president Arthur Hull Hayes reports 1963 sales as of 20 April topped
sales volume for all of 1962.

Hayes fecls strongly that network radio is coming back into fashion. Optinism
echoes recent observations by ABC Radio’s Bob Pauley (sroNsor-score 24 Junc).

“All the glamor in the world went to tv, and advertisers would no more buy
into radio than women would wear long skirts,” Hayes comments. “But now the
glamor is wearing off, and advertisers are finding they can get reach with nctwork
radio.”

ar ANSOR/8 juLy 1963
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CBS TV was very big in the national Nielsens during the winter season, and it's doing
very nicely in the summer reports, too.

For the 1 May through 1 June reports, CBS had a nighttime (6-11 p.m.) lead
over NBC of 209, and a lead of 47% over ABC, in the network tv average-audience
figures. Continuing a trend, CBS knocked oft 9 of the top 10 rankings in the report
for the two weeks ending 9 June. Top show: Beverly Hillbillies.

By way of interesting contrast, on the other side of the world, Nielsen’s meas-
urement of Japanese tv viewing revealed that for the week ending 2 June, the Jap-
anese taste for baseball was reflected in ratings. Although the top-ranked show
was an NHK TV-produced comedy-variety series, the next two places on the list
went to professional baseball games.

In a tie for fourth place in Japan was the top-ranked U. S. show in that coun-
try, Walt Disney. Other high-ranking U. S. shows included Popeye and Little
Rascals.

\ 4

When your personal earnings reach the $25,000-annually mark, you're one man in a
hundred—and that’s not a figure of speech, either.

That’s an economic sidelight reported in the current (July) issue of Mutual
Radio Network’s newsletter, “Of Mutual Interest.” Such an executive type (or suc-
cessful freelancer or creative person) is “between 30 and 40, is married, has two or
three children, is probably a college graduate,” and is likely to be found in one of
seven cities: New York, Boston, Washington, Philadelphia, Newark, Los Angeles or
San Francisco.

Another gem from the same newsletter: housewives whose husbands earn fromn
$3,000 to $5,000 annually spend an hour more, on the average, in shopping time at
supermarkets than do wives whose husbands earn from $7,000 on up.

\ 4

Long-length tv newscasts will move into a new bracket in September. At that time,
KNXT, Los Angeles, starts a nightly 90-minute news series.

The show, which rolls on 2 September, will be slotted in the Monday-through-
Friday, 6-7:30 p.m. period. It will be a combination of 60 minutes of local, state
and national news, and will then segue into the 7-7:30 p.m. CBS Evening News
With Walter Cronkite.

According to KNXT general manager Robert D. Wood, viewers in the Los An-
geles area have ‘“‘an almost insatiable appetite for topical and timely news.” The
show, he adds, will use “the largest full-time news staff in the west.

KNXT lannched the original The Big News as a 60-minute series in October,
1961.

\ 4

Significant step has been taken by Foote, Cone & Belding: radio research figures are
not being used.

Nielsen has been dropped, and, following a session ten days ago wherein four
U. S. offices participated, word went out not to use radio data. Cliicago timebuyers
lave been told not to use ratings to buy tiue.

They’ve been told to buy only on basis of knowledge of programing. use of
coverage service, and wattage and dial location. FC&B officials says they won’t ac-
cept research because they are confident the data is not accurate.

SPONSOR /8 juLY




We're out 1 cabin cruiser

2 motorcycles, 28 transistor radios, 1 outboard motor

But these prizes helped us prove a
point.

We held a contest a while back.
More to measure the calibre than
mere count of our listeners. We
called it “The News-More-People-
Quote Contest.” It lasted 28 days
and brought in 18,874 replies.

By todayv’s standards of
around-the-world cruises and
$100,000 checks, the prizes were
not spectacular — and deliber-
ately so. We were out to prove the
quality of our audience.

And we made it difficult for a
contestant to enter. First, he had
to listen to the station on a regu-
lar basis to hear the latest “quote
clue.” This was generally a quota-
tion taken from a recently broad-
cast statement by some prominent
national or local figure. The
trick was to identify who said it
—and then to mail in this identifi-
cation to the station. If this entry
was correct, then it became eligi-
ble to be included in the drawing
for prizes.

]mrsw 8 jurey 1963

Considering the prizes and the
difticulty in entering, the response
was substantial and it told us
plenty about the quality of our
particular audience. (1) They like
to be informed. (2) They remem-
ber what they hear. (3) They
respond intelligently.

Isn't this the kind of attentive,
responsive audience you're look-
mg for each day? In weighing
your client’s media problems, no
doubt your answer i1s “ves.” So
why not call your Petryman today.

WFAA
820

WEAA-AM-FM-TV
Communications Center Broad-
cast services of The Dallas Morn-
ing News Represented by
FEdward Petry & Co.. Inc.



Boone Com[)(mz'ons

The phrase “repertory company’ is enough to
frighten a mediocre actor right out of his buskins.

Repertory requirements (an actor may star as
an iternational playboy one week and be seen
briefly asanintroverted librarian the next) call for
exceptional versatility.

It's significant, therefore, that there have been

no signs of fright among the playvers now prepai
ing for next season’s “Richard Boone Show.”

But that figures, considering the kind of grou
that star-host Richard Boone has assembled ¢
network television’s very first full-season repe
tory company.

Like Boone, most of his new colleagues have he
leading rolesin successful television series. Onth
program, their dramatic materials will be supe




THE RICHARD BOONE SHOW

atended by Clifford Odets. one of America’s most

spected playwright-scenarists.

Besides guiding the efforts of such hand-picke 1
ramatists as Robert Dozier, Don Mankiewicz an hou
ames Poe, Odets will write at least six of the se-
es’ 30 original plays.

What sort of story-lines is the show planning for
S Tuesday-night viewers? Well, there's a dram:
bout a Hollywood triangle’s effect on a teen-ag
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EE'S JUST OUR BILL

Just a note of correction, if not am-
plification. My first name is Bob,
not Bill. T've seen this mistake in
print so many times there is con-
siderable confusion in my mind as
to who I really am—Dbut 1 do re-
member composing and conducting
the music for “Go, Go, Goodyear.”

Boh Thompson
Hollywood, Calif.

» Note: Publicity announcement of win-
ners at recent Commercials Festival in-
correctly attributed music for Goodyear
to Bill Thompson.

\ 4

WNAC TO BEAM PRO-FOOTBALL

May we ask you to correct a very
important detail in your 17 June
story on the 70-station New York
Football Giants Radio Network.
As key . station of the Yankee
Network WNAC (not WBZ) will
be the Boston 50,000-watt station
that will bring these games to
professional football fans in our
drea.
Al Korn,

Director Advertising & Promotion
WNAC AM-1V, Boston

v
NET DELIGHTED, DEMONSTRATIVE

We are delighted with the fine ar-
ticle, “ETV Program Underwriting
Increases,” in the 17 June issue.

I congratulate you for being able

Letters to the Editor
and Calendar
of Radio/Tv Events

to digest such a colossal amount of
data into a bright, concise story.
Incidentally, we have ordered 500
reprints, which probably speaks
most eloquently of our pleasure.

Warren A. Kraetzer
Vice President for Development

v

GOOD FOR THE BROADCASTING BUSINESS

Your reason for believing in a fed-
erated NAB (Publisher’s Report,
24 June) ought certainly to have
appeal. And yet there is a tradi-
tional view that one, lone, strong
man works Dbest—Ilike a Petrillo,
McDonald, Lewis, Dubinsky, Hoov-
er, and so many others.

Mr. Collins is a very busy man,
as you doubtless know better than
I. 1 am grateful to him, by the
way, for being a well-organized
leader. He personally answered a
note I sent in regard to his sugges-
tion that admen cooperate with
NAB Code stations.

This is meant just as a good-will
letter to vou because 1 think srox-
sor and Governor Collins arc good
for the broadcasting business.

Harold R. Gingrich
Radio/tv Advertising
Oak Park, Il

\ 4

GOOD OLD AMERICAN

The 17 June “AA’s Decade in All-
Night Spot Radio” is very interest-
ing. In spite of the fact I have

~CALENDAR

Juwy

Broadcast Pioneers, annual meeting,
Park Lane Hotel, New York (10).

National Assn. of Broadcasters, fourth
exccutive development seminar, Har-
vard Business School, Boston, Mass.
(14-26) .

International Radio & Television Society,
annual fun day. Wykagyle Country
Club, New Rochelte. NU Y. (16) .

National Audio-Visual Convention, 23xd
annual convention Sherman  House,
A =S

26

Chicago (20-23) .

21st Radio-Television-Film
alunmi  dav, Stanford
Stanford, Cal. (22).

1st National Broadcast Editorial Confer-
ence, University of Georgia, Athens,
Ga. (25-27).

Institute,
University,

AUGUST
Georgia Association of Broadcasters, tv
day, Macon, Georgia (11).

Flaherty Film Seminar, 9th
seminar, Sandanona, Vermont
Seplember) .

annnal
(24-3

e

been with American a long time,
I discovered a few things which 1
did not know about good old
American. In fact our executives
have enjoved reading the article. |
are sure our guests will also enjoy
reading it since many have been
faithful followers of American’s ac-
tivities.

Eve Bergstrom
Admirals Ciub
American Airlines
Aan Francisco

v

SPONSOR SHARES SHELL VICTORY

Even though I saw the proof sheet
of the Shell story (24 June) in
vour office last week, the full im
pact of the story did not hit unuil
I saw it in the book. It was a beau
tiful story of great interest.

Howard Berk
Dir. of Information Services
CBS

New York
\ 4

STATIONS DENY PRESSURE

The picture on page 40 of you
I7 June issue is one of Sccretar
Freeman making a video tape
the opening of an exhibit mar
ing 50 years of marketing service
It has nothing to do with the N
tional Wheat Referendum,

The question of whether st
tions (and publications) are par
to “a large propaganda campaigi
lias been aloft for generations, ev
since the Congress started  givin
the Department of Agriculture pi
grams o handle with special i
structions to informn  the pub
about them.

We find that stations are alc
to what is “propaganda” and wh
is not, and that most of the
do an objective job of reporti
the news and issues of agriculte
programs, includiug those of
recent National Wheat Refer
dum.

Don’t you agree?

Layne Beau

Chief Radio and Television Service

U. S. Dept. of Agriculture

Office of Information
Washington
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BUT... WKZO Radio Will Make You
A Big Name in Kalamazoo

WKZO RADIO MARKET and Greater Western Michigan!
COVERAGE AREA * NCS '61

If you really want to spread the word over Greater
Western Michigan, first glance at NCS 61, Tt documa
WKZO Radio as having more circulation th :
Western Michigan radio rival—with 40,47 man
other Kalamazoo stations combined!

WKZO Radio's e ken )
o The 6-copnty Pulse of S
of 360 quarter- s I

VAN auau‘[m.:nuoo CALHOUN SURYGHG d h
Battle
Kultimoxoo Creel P’lan a s lule {

cass [4 eon | BRANCH Sales Management has predicted that Kalamay

will outgrow L

retan] sales hetween 1960 and 1963
Le \ve N

*

The Fel: yer Slalions

RADIO
WKZO KALAMAZOO-BATTLE CREEX
WIEF GRAND RAPIDS
WIEF-FM GRAND RAPIDS-KALAMAZOO

WWTV-F CADILLAC
CBS RADIO FOR KALAMAIOO

TELEVISION

1M WK20-TV D RAPIDS-KALAMAZOO AND GREATER WESTERN MICHIGAN
’ I'C'A ll#'wmg.éic&m Avery-Knodel, Inc., Exclusive Nationaol Represeniatives
loUl-I'V/ LINCOLN, NEBRASKA
KGIN-TY GRAND ISLAND, NEB.
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Affiliated With
WBIR-TV

Knoxville, Tenn.

EL4

and CHANN
WMAZ-TV WFB‘-“
Macon, Ga.

GREENVILLE, S. C.

PRESTIGE IN THE MARKET

The size of its audience, and its national rank-
ing, both in network news programs and in local
area news coverage attest to WFBC-TVY's domi-
nance of its market. Within its coverage area this
station has consistently delivered an audience for
the early evening news larger than the other
two stations serving the market combined.

28

GREENVILLE-SPARTANBURG-ASHEVILLE

In Huntley-Brinkley ‘“Homes Reached” . . .

WEFBC-TV’s Giant —NBC For

Ranks 24th IN AMERICA

NSt Morket Performonce Report Fall 1962

“The Giant of Southern Skies”, WFBC-TV, competing with the “other

giants” among America’s top markets which have the famed Huntley-Brinkley
Report, ranks 24th in America!

Huntley-Brinkley Report—NBC
Monday-Friday . . . Total Homes Reached—Average 1 4 Hour

No. NS! Market Homes
18 Washington, D €. . 45 28 maias mme soe e o gl 125,200
19  Nashville ....... Sl A A BT veri...:...115,800
201 IKaNEAS\ €Y, wzeims ionei 2 bieiersie s w i mese] b 115,700
21 Sacramento-Stockton ., ... ... 111,400
22 Birmingham .................. pm ek mr o INN5200)
23 0 BURGIO) e v sk v A i L1 e e S vt 105,100
24 GREENVILLE-SPARTANBURG-ASHEVILLE 104,300
251 1 BaltiieHe) I -2ty 5 s iy s sin s i a ol Tecid 97,900
26,  Pittsburgh i« #4455 56 wbimeaeiss smse od ¢ eab R 96,900
27 lancaster . .. ............... e 94,400
28 Providente . - m3iiitendsniniadi st iens 93,400
29 Portland, Oregon .. ... ... .. .. ... 91,500
30;  Grandi ROPIAS) s e » sl o Gelahas 90,800

. . And in the Local News adjacent to the
Huntley-Brinkley Report, WFBC-TV ranks
23rd in the U.S.!

NORVIN DUNCAN

.. veteran announcer whose 6:30 p.m. local news of the
Greenville-Spartanburg-Asheville scene delivers an audience
only slightly less than Huntley and Brinkley. (Pardon the
“Dunkley.”)

Local News Program Closest to Huntley-Brinkley
Report—Based on NSI Fall Cycle 1962

No. NSI Market Homes
17 Nashville .. ... 113,200
181 Birmingham) Ak s Sk sals's 7 08 ¢ 5t esi . 107,000
19 Oklahoma City .......... ... ... ouvu... 107,000
20  Sacramento-Stockton . . ................... 105,400
21  Tompa-St. Petersburg . .................... 103,200
22 Washington, D. C.................... .100,000
23 GREENVILLE-SPARTANBURG- ASHEVILLE 99,100
24 Kansas City ... i cv..... 98,300
251 -/ ProvidenCer o s e mms s w0 #eia e, ets & s e e 91,600
26 BUffalol e By e e S S SR 91,400
27 Milwavkee .. cian. i bl v na s s b e 90,300
28 HOUSTOM! @ 4/8in &s 5t v 7 o i 1 ke = ioARY AL 90,6 @ G180 90,200
29  PittsbUTGI w « oo b 04 55 % stia 550705 0 Somwr et on 86,500

Represented Nationally By AVERY-KNODEL, INC.

SPONSOR/8 juLy 19
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otivational 1escindh scliolars,
M\l:ulimn Nvenue  advertising
agenay chiettains, network aml in
dependent station broadaast exe
utives—all irmhy believe the wdea
of nsing sports programs o adve
tise women’s products has proved
by experience to he a good one.

SPONSOR 1 R 1LY 19472

Tv sports: a magnet for women

Sex appeal of athletes is indeed a big drawing card for the oh-so-fair sex

W hat tascmates snertcan wom
en about sports prograns, patticn
v winter sparts

Lo hear D Finest Theliter s
et ol (e tostinte 101 MO

tional Rescardhs

¥




Selling effectively on sports shows to women

Athletes, including winter ones, appeal to women, according to psvchologists
and adinen. Women reportedly are drawn to such sports figures as skiers,
bowlers, golfers, etc. “T'hirce golf heroes are (bottom, I to r) Gary Plaver, Jack
Nicklaus and Arnold Palmer. The gals also go for not-so-handsome wiestlers

30

psychological motivations.

Richard H. Depew, vice presi-
dent and director of tv programing,
Cunningham & Walsh (agency for
Jergens) advances a flock of solid
reasons including the provocative
one that all male winter athletes, n
particularly the skiers and jumpers
are, almost without exception.
good-looking virile males who traly
appeal to women.

Nor is there any dissent in other
quarters from this point of view.

Richard ~ McHugh, manager,
sports and special program sales.
NBC TV, observes clinically that
“the attraction of women to cer
tain televised sporting events is un
derstandable.”  According to Me
Hugh, man has been the biggest at
traction for women since .\dam anc
Eve and “television has served te
enlarge the scope of this magnet
ism.”

Agreeing with McHugh is Joln
M. Dolph Jr., director of sports
CBS TV, who asserts that the se
appeal of athletes ““is indeed a mag
net for women viewers . . . thes
are good-looking nen and the won
en sure go for them.”

The urge to latch on to winte
sports programs appears to be pat
ticularly strong, although a nun
ber of advertisers with women
products see no objection to bu
ing into  numerous  year-roun
sports features. A notable examp
of such a purchase was the a
nouncement that Andrew Jerges
Co., via Cunningham & Walsh, hz
decided to join the sponsors of il
1964 Winter Olympics at Im
bruck. A\ustria, plus a regular seri
of some 15 pre-Olympic prograi
over ABC TV.

Moreover, there are gratifyit
statistics to prove that women a
wning in to various types of spol
programs.

Example: in the 1960-'61 seas
NBC broadeast Jackpot Bowli
with Milton Berle. The show a
aged 89 women as compared o
nien per 100 sets tuned in. Int
same  period, CBS broadcast t
rodeos and NBC broadcast Su
mer on Ice. ‘These three spee
programs attracted amore  wom
than men.
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Rescivchers have otten come up
vith hudings revealing that sports
uthologics are espedially Lnvored
v wonteu under 10, Buat the most
inilicant funding ol recent tiimes
calt with the 1960 Winter Olvinp-
s which showed o higher -
ence ol women viewets than inen,
Examining the Olympics” audi-
e compinition, Depew ard his
leagues at CRW Tound that each
devision set had at teast oue wom-
This compares very
vorably with today’s top woman-
peal programs snch as Ben Casey
The Nurses.  ““Therelore, and
msidering price Lictors, medha ad-
intages are potentialhy even better
v the 1961 Olvmpies,” Depew says
stimistically.
I'he progrian adyvantages are also
1y good, according 10 Depew.
he 60 Winter Ohvmpics coverage,
epew points out, did much o in-
wduce winter sports, espectally ski-
g. to people who had never seen
em before.  Since  then, other
orts  programs  such as Wide
orld of Sports have regularhy tele-
ed winter sports.
“"One of the biggest boosts for
racting women (o winter sports,
heve 1t or not, has heen the
atively recent  introduction  of
etch  (ski) Depew  de-
1es. “Women love them gnd of-
1 look great inthem. What with
e streich pants and other high
hion ki clothes, sweaters, parkas
I caps, women in some cases
ve gotten the outfits before tak-
r up the sport.”
depew says Sports Hlustrated and
lmcn\ magiizines, too, have pro-
ted skiing and other winter
rts plaving up physical fitness,
nily participation and, of course,
new clothes, cquipmenit and
v ski areas.
“Finally, wake a good Took at the
nle winter athleies. particularly
L skiers and jumpers.” Depew ex-
s, “Without exception. they
I to women. Add all these ele-
uts 1ogether. PPut ‘em on televi-
1 during the peak viewing sea-
~ (also a peak skin-lotion season)
I you can see why Jergens is a
msor of the Winter Ohvmpics.”
vor are other national advertis-
¢ overlooking opportimities of ap-

noviewer,

pants,”
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pealing o wowen tuned a1 oon
spotts programs. Certamhy the oth.
cr spomsors ol the upeowning Winter
Obvwipics, who mdlude Fuestone
Lue X Rubber, Faberts Muataal T
sutance, P Lorillard, Jos  Schhey
Brewing and  lesaco, know  lull
well how e ndlnence the wo
auoenerts as to what her hasboaad
shall and shall not huy.

Beer amakens, lor esawple, e
dware ol the cheerlul tact that ap
proxnmely 36 per cenr of all le
male adubts i the United States
drink Dheer today.

Makers of antomotive supphes
abo recognize the vatue of directing,
portions of their Gunpaigns o the
distdl side.

Dr. Dichter, howeser, sees o nun.
ber of deeply Freudian lactors in-
volved s far as we Linow, wom-
cu not onh like to watch haundsome
men engaged inowinter sports, hant
also not-so-handsome wrestlers.” Dr.
Dichier “Pachologicalty, |
think there are o number of i
tors implved —men competig with
cach other definttely do represent
an aspect of homosexualitn which
might well he mtriguing to wom
en”

Dr. Dichter is of the opinion that
“the athledvic voung men shown i
winter sports and other types of
sports  represent 1o women  the
‘Ideal of the \polto” which the hus.
bands most likely do not fulfitl”
Amd, s froas wrestling is com-
cerned, “there is probablv a certain
sadism imvohved,” Dr. ichier oh-
serves. “These muscular men pre-
tend 1o knodk each other out, which
probably offers some kind of vicari
ous pleasure 1o women. These men
are not dangerons 10 them while
they are oconpicd with eath ather.™

That wresthing en telesisian s a
powerful drawing card for women
Tias been proven again and again

Mary McKenna, vice presudent in
charge of research lor WNTW TV
the Metropolitan Broadcasiing i
tion in New York, which carties
some four howrs of this sport week.
Iy, states: O the total adulis lor
given sports broaddasts, the percent-
age of women watghing wresdlg is
higher than for boxing, profession
al bowling. goll or baseball.”

I'his Tactor is known to seasoned

NIVS,

tnie bivers at the op agendies on
VMadison \venue  Alberto Calva
Civveo Ol aud M Clean aie
amoug the honsehold desigued
produces aegularhy sclweduled  dan
g the  wiaesthng
WANTW I

Spousors, national, regional o

'l(‘ll(i(l\ (Y o]

tocal, e commyg o the condnsion
that certam todevised sporis shows,
as Mgl expresses i, "oller evews
wama the opportamuay to watcly g
vonrthlal, ontsundingle welt coordn

.' ‘1
- |

Looking to winter Qlympics

Conmningliam & Walsh's Fleanor Veelos
mcdia suparsiso and Dick Depes. v p
L progran donefs sndy Jersens par
Heipation in winer Olvpies aclecisn

nated, vsualls musontar and abwans
masculine male, perlorm in a sport
m o manner no ordinary man s
wvpeated 1o paraltel™

Indeed, social scientists have dis.
conered that the average husband
with his heavy Live o’cddock shadow
doesn’t, in the least, resent having
his frau absorb herself m the video
goings-on of, sav, the Winter Olvin
Pres from romantic Inusbruck m
the hijink wrestling matches from
the local sporting arena

ITubby is confident, sobersided
psychologints muaingain, that he can
hold his own, romanticallv speak
mg, against a shaning Dick Batton
a golhing Jack Nackhius or even o
wrasslin® \ntonine Rocca > 4
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Addention admen:

Your wives DO watch daytime tv

ance salesmen for Proctor-Silex
began quietly complaining of “ad-
vertising fatigue” executives lis-
tened, but with a noticeable frown.

I.ast year, when electrical appli-

How could the master plan for tv

be questioned when it had bol-
stered sales tenfold in ten vears,
from $4 million to nearly $10 mil-
lion?

Sales estimates indicated that
Proctor was second to General Elec.
tric in the sale of toasters and irons
and was the leader in sales of iron-
ing tables—all three of which were
heavily advertised on tv.

Walter M. Schwarte, Jr., presi-
dent of Proctor-Silex was convinced
daytime television was the right
formula  for selling housewives.
Maybe there was boredom at the
level of the field salesmen but not
at the consumer level. He had to
be right. Ninety per cent of “well
over $1 million” in national adver-
tising money was scheduled for tv
this year.

To prove the effectiveness of tv,
Schwartz asked the agency to pro-
duce studies such as those by Proc-
ter & Gamble, Nielsen and others.
And finally, for added proof, he

Gentiemen, here are the facts
Max ‘Tendrich, chaimman of the executive committee, goes over study on {emale
daytime viewing  habits. Results quelled  existing  suspicions of ‘tv fatiguc’

32

decided to conduct independem
research. _~,

A research company in New |
York—with no station or network §'
afhliation—was chosen o survey
women in four Proctor-Silex mar
kets—Atlanta, Philadelphia, Port- ‘:
land, Ore., and San Francisco. The |-
results were even more favorable lc#
daytime tv adveitising than Proc
tor-Silex management had ex
pected. I

The 916 completed interviews
made the last week in January by
The Queen Appliel Psychology
Co. indicated:

e There is a lurge and attentive
daytime television viewing audi
ence in primary Proctor-Silex ma
kets.

o Seven out of every ten womel
who owned tv sets reported day
time viewing at least one day pe
week. And one out of every thre
were viewing daytime television a
the time they were called.

o One-fourth of the women wh
were daily viewers of daytime t
watched five or more hours a da
The most popular hours for viey
ing daytime tv were from 12 noa
to 2:30 p.n.

o Half of those who were vies
ing television when they we
called were doing nothing el
while watching . Househo
cleaning, sewing or kaitting. ai
ironing were the most frequent :
tivities engaged in by the othe
while viewing television.

Concluded the appliance fin
The programs carrying Procti
Silex  advertising  rank  high
terms of viewing and degree
liking (Concentration, Merv G
fin. Young Dr. Malone, Play Ye
Hunch—all NBC).

There is a direct relationship
tween the viewing of P-S progra
and greater awareness and oun
ship of its products . . . The ¢€
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P-S research shows daytime viewing habits strong

cvision viewing andience differs
wn that of non-vicwers to a great-
extent in terms of age than in
ms of socio-cconomic status.
I'here was o somewhat greater
rcentage  of iion-viewers  with
zher family incomes and higher
upational status positions than
ong viewers, but not as great
might be anticipated. Differ-
es in educational background of
wers were insignificant.

Javiime television does appear
lraw o relatively higher percent-
of vounger housewives (nnder
years) and a relatively smaller
pportionn  of middle-pge  house-
es (35-51).

A\t the same time the independ-
survey pointed out differem
time viewing habits in different
€s.

‘he extent of viewing daytime
was highest i Atlanta (7577,
h 529 viewing datly), the low-
in San Francisco (649, with
o Mewing daily) .

Nomen in Atlanta were most
Iy 10 be doing nothing while
ching tv (717;) whereas those
‘ortland were least likely to be
lly involved in viewing (21°7).
eavy” viewing was most e
nt in Philadelphia  (309] five
rs or more) and least in Port-
(21%).

‘he morning hours were rela-
¥ more popular for viewing on

ed
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Tolal Atlsnta Phila, Portland $an Fraa
tal Daily Viewers 100% 100% 100% 100% 10C%
(343) (107) (37) (19 (60)
ours tv was on day before interview:
sthan fhour  10% 1% 14% 8% 12%
2 hours 21 29 16 18 17
hours 28 21 26 32 35
hours 15 18 13 19 8
hours 15 19 19 10 10
7 6 hours 11 6 11 14 18
sition of the houscwife davtime the West Coast  (Portland 38¢ .

San Francisco 167) than i A\q
lanta  (289)  or  Philadelpliia
(219%) . Conversely, the Liter hows
were more popular in the Easte

The results of the study, pub
Iished in March, were sent o Mar.
vin Baimin, mauager of research
projects at NBC lor conparison
with other studies.  Baiman  re-
ported that he was “impressed, but
not surprised, that both 1arves
Queen’s rescarch and the Brand
Ruting Index  (a study subservibed
to by NBC on intent 1o buy) pro.
duced simikir findings.”

The study accomplished  three
things: it boosted salesnien’s conh-
dence in the tv strategy, provided
cliective merchandising  :communi
tion, and most important, showed
that v ts—and had been an of
fective medium for Procror.

The vompany naturally decided
to continue with v, and is muking
important changes. P'roctor-Silex 1s
switching back to spot tv this Lill
(Proctor Llectric used spot v from
1954 10 1960) and plns o use

commercials with an entrely new
approach.
Spot television  will give the

salesmen more uirdividual support.
according to Max Teudrich, new
chatrman of the excoutise commat
tee it Weiss & Geller. Says Tend
rich:

*“l.ocal cooperate with
us in knowing the products we

stations

have, aned working wnly themn Pie
vioushy, when we were i spor, thie
helped sell om Key deslers and ow
distitbutors on what welre doing
they oltenn made catls on ernlers
P10 ten
thes
pensonahies  for

and dhstithutors with the
district
station
wicetings —and we hope they will
agait. L hey huow best the natne
ol thar audiences then
comnrunities.”

By qretunmng to spot, the com
Pany can
ervicws, giveaswavs o shows, in

sles len

HLaLgel
Uealer

aid ol

ke advantage of live

dividual station promotion picces,
and select the most suitable station
in caclt mnket, rather than being
obligated by a network,

\nother major fctor: NBC TV
s reluctant to continue using Proc
tar-Siles
lined

commetciats on
numbher of

()III\ o
stations.  The

New commercial content
Proctor Silex has abaadoned

Maldred
and Albare canoon commercials New
spots feaire mastar wath “patented
heavt * aned non wnh “bnih in maid”

contpany has been using ov i onhy
W kev  distribntion aeas.
claimed the arrangements for 1al
fll-ins durnmng the same time on the
other net stations were oo costls

“In 191 our motivation tor en
tering spot v was entirels differ
cnt.” savs Tendrich, "\t that time
we wanted to broaden the com-

(Please turn page 3
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The proyraln-withih-a-spot

rograms-within-spot-announcement-frames
Pcoul(l conceivably become a trend, judging
from the happy experiences of Duquesne Brew-
ing.

The Pittshurgh beer maker is presently using
twenties and minutes in some 12 television mar-
kets, prunarily i the Ohio-Pennsylvania-West
Virginia area, with the object of maintaining
spot frequency while adding program-sponsorship
values.

The brewer’s program-spot format is called
Golf Capsules, created and produced by Pitts-
burgh syndicator Video Varieties, Inc. A series of
52 filmed golf lessons, each just 12 minutes long,
the package combines live-on-film, animation and
the producer’s own Fullstop technique. It also
provides Duquesne with animated tile, bill-
boards, plus threessecond tags to underscore the
point of each golf lesson.

Each minute Golf Capsule spot opens with the
title and built-in billboard, followed by a 20-
second commercial. Then the 12second golf les-
son is followed by another 20-second commercial.
A brief recap of the key golf tip rounds out the
mintte, and completely encloses the product sales
messages in program material. The 20-second
commercials use the title-billboard, the golf les-
son, then a selling 1D.

Duquesne increased its spot schedules and
added the new format to existing spots. lor ex-
ample, a heavy schedule of twenties and minutes
on Pittsburgh’s \WWIIC was switched to Golf Cap-
sules progranm spots. An across-the-board news-

Unusual program-spot concept
Duquesne Brewing is getting its sales message across in

miniature programs. Title card is displayed by firm’s
top exces, Grant E. Friday, (1). awistant to president,
and John A. Friday, Jr., president and board chairman.
(Above) Scene from Golf Capsules by Video Varicties

cast on KDKA-TV, Piusburgh, was continued
with the golf format used nightly in one of the
commercial positions.

How does the brewery feel about programs-
within-spots?

“Very encouraging” is the way Duquesne board
chairman John .\. Friday puts it. “The idea that
we could have the best features of both programs
and spots made good sense to our organization.
First reactions came from our distributors and
dealers, and were the most enthusiastic we've ever
received from a broadcast campaign.”

Friday adds that “after a few telecasts, we
started 1o get letters from viewers thanking us
for the entertaining and useful programs in our
commercials. \Ve believe Golf Capsules will at-
tract enormous attention and good will to our
products, and that can’t help but produce sales.”

On the media side, Roger Rice, vice president
and sales manager of WIIC, reports at least a
dozen calls each week for schedules of the beer
spots from viewers who don’t want to miss the
miniature programs.

Edward M. Brown, vice president of Vic Mait-
land & Associates, the agency on the account,
says that for a regional advertiser such as Du-
quesne, the progrim-in-a-spot plan has a dollars-
and-cents advantage.

“For a relatively low syndication cost, we can
combine Golf Capsules with our existing com-
mercials and come up with 52 different minute
or 20-second spots,” Brown states. ‘“There's no

(Please turn to page 52)
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Rep firm

surveys

local tv

facilities for

COLOR

olor tv spot business “will be the main
c source of our increased dollar volume, as
well as being the most important new plus
factor in the effective use of the medium by
advertisers."

So stated a well-known rep last week, Mar-
tin L. Nierman, executive v.p. of the Edward
Petry Co., as his firm unveiled results of a sur-
vey of the 32 major U. S. markets where there
are Petry-represented tv stations.

Unlike some media surveys, which provide
agencies with solid information but leave
agencymen wishing they'd had a chance to add
a question or two to the survey forms, the
Petry study gave agency executives consider-
able opportunity to get into the act. Ques-
tionnaires were pre-tested among 14 media
and radio tv v.p’s at such agencies as Ted
Bates, BBDO, Grey, OBM, J. Walter Thompson
and Y&R.

While the survey does not cover color facil-
ities and local-level color ad charges for the
entire U. S. tv picture (a survey area, incident-
ally, which is largely an RCA province), it pro-
vides a most-useful updating on a valid cross-
section of color-equipped markets.

Here, in brief, is what the survey revealed:

s In the 32 tv markets where there are
Petry-repped tv stations, there are two-thirds of
a million—666,000—color tv homes.

o Almost all stations (regardless of network
affiliation) are currently equipped to televise
color shows fed on network lines.

o Among the Petry outlets, 17—slightly more
than half—are equipped to televise color film
(features, syndicated shows, commercials).

+ Those equipped to handle local live color

ONSOR/8 juLy 1963

shows (which involves a considerable local-
level equipment investment) are understand-
ably fewer; however, five were equipped for
local color programing.

« Similarly, four stations of the 32 checked
—one in every eight—were equipped to tele-
vise from color tape, again a tv mode which
involves expensive tv equipment.

A fact of particular interest to color-tv-
minded admen also came to light in the over-
all study findings: only 3 of the 32 stations
said they had “additional charges" for televis-
ing color commercials. Further, 15 of the sta-
tions said they were equipped to produce color
commercials to order.

Petry’s questionnaire, which is being made
available to TvB as a model for a broader-
scale survey among TvB member stations,
turned up a number of newsworthy facts in
quizzing major-market outlets on their color
facilities.

Here is a sampling, by markets:

Los Angeles: According to KCOP, about 5°¢
of the area’s three million-plus tv homes are
color-equipped. KCOP has local color pro-
grams available for sponsorship, and can tele-
vise color film (but not color tape or live-color
commercials).

Omaha: In KMTV's area, there are an esti-
mated 350,840 tv homes, of which 12,250
have color receivers. KMTV makes no addi-
tional charge for color film, with local color
commercials accepted at regular rates.

Albuquerque: Tape-equipped KOB-TV esti
mates that there are 10,000 color tv homes
the stations area, which includes 185,000 tv
househelds. KOB-TV is equipped for color
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Alcoa charts sales course:
smooth sailing all the way

Giant metal-producer makes big splashin the booming
marine market with radio-supported “Boat-A-Ramas”

“Here's how radio/tv paid off . . '
So radio/wv supervisor John Whited of FSR (scated) seems to be telling account
excoutive Tom Tyson (left) and Alcoa advertising promotion supervisor Jack Muse

36

ith more than 7.5 million small
WCraf( on the water, America is
fast becoming a nation of boating
cuthusiasts.  The colorful sight ol
balloon sails and powerful speed-
boats is increasingly more common
as whole families take to the water.

Alcoa has long had its eye on
this $2.5 billion per annum narket,
and  jumped in  headlong this
spring with a trail-blazing cam-
paign that upped aluminum sales
10 the small-craft market by 89,
While total boatanarket sales in-
creased only 29, as a result of the
sales drive, Alcoa’'s own volume
showed a dramatic rise.

Over-all credit for the campaign,
which won the Best Seller Award of
the Association of Industrial Ad-
vertisers, gocs to Alcoa’s sales man-
ager for the pleasure boat market,
W. D. Logan.

The campaign’s cornerstone was
ADIKADM, a policy of Advertising
Dominance in Kev Aluminumn
Markets, jointly created by Alcoa
and its agency, the Pittsburgh office
of Fuller & Smith & Ross.

ADIKAM'S double-headed objec-
tive: to first expand the retmil mar-
ket for boats and motors, then to
“play back” vesults of the expan-
sion to manufacturers, veflecting
what Alcoa was doing for the in-
dusury and reaping industrial sales
in response.

To sell the retail public on the
idea of boating, Alcoa scheduled
more than 5.000 one-minute radio
spots in 21 arget areas. The com-
mercials combined a musical intro
and close with informaton about
aluminum manufacturers’ products,
and the names and addresses of lo-
cal dealers. In addition, each deal:
er received four one-minute radio
spots on a station selected by FSR.

Directed by Alcoa .Advertising
Promotion Supervisor  Jack H.
Muse and FSR account executive
Tom Tyson. the radio campaign
ran ten weeks beginning 2 Apnl
1962 and continuing through
June. Twenty-four spots per week
were allocated to each market, i
viting listeners to visit local boat
dealers’ show rooms.

Radio stations were selected pri-
marily for their abitity 1o reach Ak

sam
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AAaD Meois
1 ! Clast
\din S
4 y . tlhe Weston
( ars ~avs, CYathin any cam-

g, we wonerally adopt a theme
and tormat and then stick to it
I N ln this way we have
fonud that onr conunercials enjos
mnsial andienee recognition and
identification with the produet.”

The agenes has nsed this prin
ciple lor Carlsherg Beer, Sterling
Forest Cardens  (see box) and
other chicnts, Price sayvs it is essen-
t1al to avoid “"blandness”™ in radio ad
campiigns where hudgets simply da
not permit nse of long flights of
solid across-the-day airtime.

There is no one answer to the
ynestion,  says  Stanley Newman,
v.p. and director of media. Thcks
& Creist. Thinking in terms of the
cffect of repetition on individual
prospects. the media plier must
answer this gnestion in accordance
with the faets of cach specifie situ-
ation, Newman asserts.

“Our concern shonld be with how
often the great majority of individu-
Al potentiul prospeets have been
exposed to a commereial message,”
Newnan savs. “A radio connimerceial
loses cffect when the great majority
of the prospeets von can expeet to

reach with the medinm have been
exposed to that commercial at a
level of frequency great enongh for
the message to take hold in their
individual minds.”

Newnan observes that a hard
selling radio commercial for a new

NEWMAN: "Our concern should be with
hiow often the majonity of individual po-
tential prospects have been exposed to a
message,” savs the 11 & G media dirvector
soap produet might begin to lose
effeet when most of the women
who can be reached have heen ex-
posed to the message at least cight
to 10 times cach. At that point, he
savs, the message has penetrated
their minds, and either aronsed
prochict interest vr heen met avith
indilference.
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cent tail feathers of mine? Or these thousands of rose blooms
i onr glorions Sterling Forest Gardens Festival of Roses?”
ANNCR: “Not unless they come to Sterling Forest Gardens.”
PRESTON: “Tow about the S0,000 hegonias? The water-
talls, fonmtains and fishing pond . . . the ski lift ride np Tiger

Monntaim?”

ANNCR: “Just tell the listewers abont them.”
. come to Sterling Forest Cardens.
Its o wonderinl way to spend a vacation in one day, If yon all
come, we can afford to get on television.

ANNCR: (slichtly owmoyed ) “Preston. forgel TV, They've
already got a peacock on NBC

PRESTON: "That imiposter! | saw him on TV todayv. Living
color. Thimph' Te's qust a plain black and white bird.

STVTION ANNOUNCER: Visit heantiful Sterling Forest
Coardens—the wonderland in the wildergess . ‘
doo New York, ofl vemite 210—just an hoor from Manhattan.

PRESTON: "Peapl

Preston Peacock pitches Sterling Forest Gardens

ANNOUNCER: “Preston? Preston Peacock . . . we're on the
PRESTON: " .. coming . .. coming! Are . . . the cameras on

E . Pyeston, wee're o radio, not TV
E PRESTON: “Youit mean the andience can't see these magnifi-

. north of Tove-

TN :!l“lll!iIl"'ll......'IllllllIIIllllllllIIIIIIIIIHI]IIIlllllIIHHIIHIIIIIIIIIllllllllllllllUIIIHIIII!IIIIIIIIIIIIIIIIIIIIE

On the other hand, he continues,
a softer-selling, musie-embroidered
commercial for a soft drink or
cigarette may remain effective,
within the terms of the effect being
sought. .

There is no strong memorability
in the straight, standup, no-non-
sense piteh but one can achieve it
in tommercials relyving heavily on
strong musical themes, antic humor,
realistic sound pictures and docu-
mentary testimonials, according te
Bill Pitts, v.p. creative services, Ben
Sackheim, Inc. It also explains why
“guvs like Klavan and Finch, Bob
and Ray and similar irreverent pairs
attract so many advertisers: when
they kid the commercials, they blur
the distinctions between ad and '
program content,” Pitts bclie\'es.'_k

Pitts recalls a spot radio cam- b
paign to promote Nationwide car
insurance. Sackheim bought mora-
g and evening drive time—Mon-
dav thru Friday—local spots in the
mornings, network news in the
evenings. On weekend there wer
spots on MBS, aimed at drivers
The package consisted of five sepa} {
rate minute spots, each with al}
humorous  situation, winding ug '
with a 10-second musical signature.}

In a complete package of 29 spot
per week, each was rotated close
to six times. Concrete sales result
were seen at the end of a six-week
campaign.

"The spots were entertaining, th
musical theme contagious.” Pitts
savs. "I would guess that with
double the frequencey of our sched:
ule, these spots would not haved
worn ont their welcome. An origi
nal commercial idea can stand more
than the usual exposure and con
versely, if the budget is modest. i
can deliver twice the power of ai
ordinary schedule. And that, I be

i

o %
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. . . i
lieve, is the whole clie to radi :
spot schednling: get vour client te r
. - . . t
invest in a quality commercial—
: s

then run it with confidence an
don't worry about too little or to
numy ninutes per week.”

The “ear is less prone to bore
dom” in the opinion of Jayv Victol
president of the Jay Vietor Con
pany, who also notes that the basi
reasons for such differences in th
life expectancies of aradio comme
cial versus anyvthing on tv or i
pritit probably lies in the patholo,
of the eve and the ecar.
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A bargain hasement approach to
selling radiods debasinge the hroad
sst indostry and vy gmenr even
seater problems lor the medinm
Ian now heset it This ominons
pinion was shared by at least two
of the industry liminavies imvited
o enlighten the recent Radio Ad
L ertising Borean Nanagement Con
CLences

Leslie D). farnath, viee president
n charge of media for NAV Aver,
old the regional gathering in Sara-
o Springs  that switeh-pitching
s become o widels  eoploved
wedee™ inselling radio. Farmath
lefined it as making o second pre-
entation for husiness that seems
lestined to go to a competitor. It is

poor bosiness practice,” he said.
timme-consiming for every hods | and
t cheapens the whole indnstry | giv-
ng the impression that all it takes
o et a bargain is to set the wheels
of nevotiation in motion.” Covering
everal industry problems i a pot-
ourei address entitled "\ Adver-

lio,” Farnath also attacked the neg-
tise sadesman who sells his station
n “downeselling” his competition
i the aurket, “Uve got o fecling
1e's aelling his own medinm down
he viver, building vothing it con-
nsion,  distrust,  disrespeet. and
loubt, about everything from sta-
ion alfidavits to adjacencies and
atings, and even rates,”

Calls for standardisation

Taking ofl on this last topic, the
wdia execntives called for “stand-
rdization i radio i all the areas
Ahich presently befoddle the media
nyer, Bvery station has o ditferent
e card, he charved, adding that
even the units availeble tor sale
ve far from standard. Some sta-
ions sell 10-second spats, 20-se¢-
nds. 30-xecomds, GO-seconds. ete.
will not accept 20-second
s, Some set their own stand-
ds according to the amber of
ords i the copy.” Standardiza-
on is also needed in the area of
me classifications. method of pre-
mting availabilities, rating infor
nition, confirmations, ete.. e said
Cranting greater decisiot-making
mers to both sellers and by ers
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adio cheapens itself, says

arnath and Stephenson

on adhio wonldd elimumate a lot of
wiecossary ded L sggestd
tarnath
|nu.l| lea | I‘(-\r.nnll wlneh \\m||(|
oller agenaes the Kmel of matcnal

to help us onderstund  the aeal

He also called tor o

character ol a particnlar station
o tarhet

\ duimieane Kept acenoy pres
dent Clay W\

diessme the Dallas vcgonal nan

Stephensen tonn ad
acement coniterence. The renni ks
L was to bave made noeht also T
mterpreted  as stotme wartungs
ety that agenes execrtives o
aty - ontside observers can Lssast
tacho meats elorts tosard sell i
provement, Stephensan strnek ont
strongly at o radios  selbiave
whiclh, he said, deternmmes avenes
attitudes Fhe lollow ing view pomt
of agencies and adsvertisers toward
radio s pretty well
by the mtense concentration  on
procirement  of - Crate”
stons,” he told the station mana
Yo hnd voirselves dealing
with havers whose ondy assigiment
v to heat down vorn vates. The
ments ol

mddicated
COTCES

Yers.

vor stations, il those
merits really evist, are obliterated
by a total absorption with the
matter of entting costs. This iy a
sitiation bor which no one bhut the
radio industry atselfl can he held

responsible.”

s net compe ition whiach dr
tations ta ot vate sellinge clurgsd
imnst kiene
vor hiownts that vou are diven ondy

Stephensan Yo

iy bear Ondy hecanse v havend
the wits to take a chance ety Losin
A bk vom b vl ase
sor httle conhdence m the anting e
weorth of vern then Lo
cavon ovpect conhdens

e

1o e e s

N ('l‘l ]
stafton
mimds ol advertiaas arul

Vssartme thn peapls
abvard ol Los dilbevent

ol hong creative ol standne e apnt
o the crowd

toddan e

Al ol sohirely pre

motes o grn Ulopan Tag o e

ety the wzenoy hoad nrged In
bstenas to step astde frann e
sunptonatie probloms of - the
and work  hike the doey
cated mdmodials sonare to it
creatine spank hack imta rad
to rrake tadba so torcetnl and «vart
g w mediom that advatisimye dol
Los e drawn to it by the sheer
power of ats vitalitn To make veonn
stations secdistinctivels and vnatm
atively ditferent frosn the
other, that the caprices of ratings

mcedunm

caclh

will cease to determimne vour des
tities

iy dithendt for e to b e v
that o chotee hetween one hind o
mnsie and another constitintes
the nlbmate diversthicoation nr radue
procrannd. W hen there is o hteh
to distinginsh von trom vonr con-
petitor, is it any wonder that adver
tising buvers mav rest thar e

Cisions an cost?”

imside.” Caminercials, via Uarle

BANK TRIES BOUNCY NEW SYMBOL

“It's the big bank . . . with
the little bank inside.’”

Familv Banking Center of Continental Hlmos Natisnal Bank & Teust
Co. of Chicago has come ap with a hangaroo with “a flled poneh™ as
its new sanball tied 1o sogan, WU the Ing bank wah the lintle bank
Tudon & Co. mdhde 20-vecomd s
and radio spots. Ty, ou WEBEM and \WABQ. iv in prime time
o WALAQ WEHBBNE WOFE, WON, & WENT, averace 45 spols per week

Rado,




BRYCE COCKERIFAM, WSJS salesnun (left), examines a South Central Airlines plane.

His guide

RADIO MEDIA

is Sam Coester, airline president and supporter of radio advertising

Feeder Airline takes to the air

In its first three months of operation,
heginning last 29 May, South Cen-
tral Airlines, Winston-Salem, N. C.,
litd only two customers flying ont
of its headqguarters city. However,
4 Aliree-day advertising campaign
on WSIS in Winston-Salem made
Soith Central's business “take ofl.”

Samnel  Coester,  president  of
Soutlt Central, explains the reason
for begipning o feeder wirline, said:
"Ifive years ago onr method of op-
cration wonld not have been prac-
tical. Local air service was neces-
sitated Dby the development of big
jets. Due to their size, speed and
cost, it is not cconomical to operate
them on short runs. Therefore, as
the larger airlines converted ta jets,
they stopped servicing an increasing
munber of smalb and medium sized

ities. South Central's purpose is
to bring fast, regolarly scheduled
service to cities witls trading areas
of 25.000 to 100,000, and link them
to mujor air terminals.”

tdveriising vital

The airline’s concept and special-
wed serviee denanded comprehen
sive athertising exposnre, WSS
three din coverage of the Farsvth
Tovitationad Golf Tanrna
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free passes to fly anvwhere in the
area.

“The golf tonrnament was a nat-
ural for us,” Coester said. “The type
of people interested in the tourna-
ment were just the people we wanted
to reach. With the heavy saturation
campaign of WSJS, we really got
the message across, You can't al-
way's pinpoint results of advertising,
but we didn’t have any business out
of Winston-Salem until that tourna-
ment ... (Now) we have two to
three passengers a day. The very
day after the tournament ten people
ealled to inquire about onr service
and every one of them became
customers.”

Since the WSJS campaign, South
Central has become a confirmed
radio advertiser: This fall, Coester
plans a heavy spot radio campaign,
not only in Winston-Salem,  but
thironghout Sonth Central's service
arca of 42 markets.

Nevada Broadcasters
Hold Organizational Meet

Nevada  broadeasting stations or-
ganized their first statewide asso-
ciation in regal stvle last week (22-
25) at the Suhara Inn, Las Vegas
putting the reins in the hands of
Lee Tirsehland, general manager
f KOLO-TV. Reno.

On lund to Lmeh the project
were  such industry leaders  as
LeRov Collins, president of  the

NAB; Syd Roslow, head of Pulse4
Jack O'Mara of TvB, and Donald
MeGannon, president of \Vcsting!
house Broadceasting. All con\'ention'
arrangements werc under the di-
rection of Ted Oberfelder, presx-.
dent and  general  manager  of |
KRAM, Las Vegas, who mapped, |
among other things, a motor tour |
of Hoover Dam, and Lake Mead, |
Radio and tv stations in the state
have long felt the need of organi-
zing a statewide association to give |
national and regional advertisers
and their agencies a “look at the
other side of the Nevada Silver "
Dollar.” Although there is no argu- i
ment that the gambling industry i,
the state’s largest industry, the facilh
is that an insurge of permanent resi o
dents has made a world of differ *
ence. The permanent populatior
has more than doubled in the pas‘ d
three years (to 430,000). From the *
more than four million tourists whe d
visit the state each vear are drawa
a goodly percentage of those wh
liked what they saw for the futurc
and decided to return there to live
Despite the wealth of ontertam|b'
ment diversions in Nevada, radn F
and television play a very promi
nent role, both locally and via the®
network facilities, all of which havi ¢
outlets in the state. Las Vegal |
hoasts three tv stations—KLAS-TWir
(CBS), KORK-TV (NBC), ands
€
a

—

KSHO-TV (ABC): six am radiju
stations—KENO, KLAS, KLUC}
KORK, KRAM, KVEG; and twj
fin  outlets—KLUC (FM) andul
KRGN (FM). Reno has two tv stagea
tions—KCRL (NBC) and KOLCx
TV (CBS-ABC); and five am st
tions — KBET, KDOT. KOI ju
KOLQ, KONE; and onc fm outfu
It—KNEV (FM). The Lake Tahafu
arca is served by two radio station
on the castern California bordefw
of the lake—KI10E, Truckee, anj
KOWL, Bijou, and by tv translfii
tors from Reno. Other radio statiorj
in the state are KELK, Elko; KELYx:
Ely; KVLV, Fallon; KTOO (AM
I°'A1), Henderson: KPTL, Carse
City; KDUB, Sparks, and KWN
Winnenureca.

Thus, with five tv, 18 am, anf
fonr fm stations, Nevada's pop
lation, now nearing the half-millic
mark, has perhaps more dai

sources of broadeast service frofn
the home front, per capita, thafue
any other state in the nation. e
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FM shortchanged by
joint radio measurement

W hen researelvattempts to measore
both am and Lin vadio waith the
same vardstick, the Latter o bonnd
to he short-clianged. clanns the
National Assi. of N Broadeasters.,
Measurement teelmgnes originally
deseloped 1or am vadia “ean only
lead to substantial nuder-estiniate
of acearding
to o research analvsis recently made
publie by N AN

ANErelated Drases “short chang
e b arve jndecd to stem from

andience iz

the “histors  of am research de-
velopiient,  from cconumics he-
hind  syndicated  rating
and  ftrom Faibee  to  modernize
some  technigues  that have  pre-
vailed sinee hefore tyv, and NARNEB
clims these problems “have eon-
eivablyv lost am radio lnmdreds
of millions of dollins in advertising
revennes

SCTVICUS,

specialized  probslems
cited by the T orgmization are:

Amony

P hich income residential neigh
horhioads, which make up o Lrge
portion of fin's market, tend to
torm  concentrated  commmities
casy toomiss with clister simopling
techngnes.

P With nuyor dm rating services
limited to thie metro area, as moch
as o e of all fin listening may be
narket basis (Becanse far has the
teclmical advantacee of delivering
interference-free  linc-olesight  sig
nals by day and night, and s es-
sentially similar to television in
hoth engineering
characteristics—a large portion of
s andience is found ontside the
metro arcas, as defined by the
Burean of Censos, vet inside the
icknow ledged B coveraze areas. )
Further, o sample  disproportion-
atehy confined  to the center of
ities. in low-income or low fin
et penctration areas, wonld in-
crease i ratings and canse under-
tatement for Tm. This might also
werstate the popularity of “top 107
wrogrinns and understate the real
magnitnde  of the andience  for
pality radio entertannuent.

p lligh call-letter identification,
yvpical of some am formats, may
reate an inflation of am and am-fim
simulcast ratings  —  particnlarly
true when recall technigues are
nscd.

I

coverage  and
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looking for o
wWas o measuge ont of lome hsten
e wesearch tednngues oy
cowse matenally at a tine when
Ly weeds o gencrate the

Stice a1y now

Sl
topes ol andicnce mfortation now
avatlable Jor v NAFNDB prew
dent James Scholke Ca member of
the NAB Rating Connab) adeds that
althoneh the hin geonp “wishies an
well moats cmrent ethadological
endeasors bheing condneted throngh
the cllorts of the National  Asan
ol Broadeasters and the Radio Ad
vertising. Borean, Tan st nse ats
fivancad resomces ta resolve s
own problems ” Phe N AN does
not  call for o neethodological
stndy, however, but states  that
“evisting teclniques, properhy ap
phicd, will accurtely measnre the
Im andienee,”

Bennett O. Scott to gen.
mgr. of WNMP, Chicago

A 20-vear veteran of Chicave radia
Bennett O, Scott has heen appout
numater of AN\
Cliecago Novth Shore ontlet. Most
recently, Scott was weneral sales
manager of AWENMT Radio, and its
matgazine,  Perspective. Prior o
that. lie swas with WEND Radio for
19 vears, the Tast fowr as general

ed  general

sales manager

NEWS NOTES

MWEHEE roases rate: AR avegae ¥
fate luke Tas been mntaitited Tt

New York Oy Nestoedinnted o

o staton mabge the ot 1ate
boost 1 four vens and svinbaoliy

e the maease e both size and

buving posver o the New Yorb
Newra market Thany Novik aen
cndd mavager sad thot e 19549

when the previons cate card went
mto eftect the Nevro commnty
was IR0 N Persous 1ty o

over 1O nulhons or some 1005

wieatee Smdarhy the spendabile
come e 199 Jor tlos nerket was
st under S2 Il 1t s now $2 25
Dilhon, or sennes 1257 Tugluer New
rate took ctleet 16 Septa mber, wath
the standiigd sivaimonth protection
tor conent advertisers,

Latin BB boasgnral: Fhilip Maorns
for Marlboro and Alpine cigar ttes,
aned Schhity Beer, all throngh Leo
Binnett, will spousar the first Latin
\Vinerican Najor Leagne Plavaors
Caome, 12 October, an W ADO, New
York Spanish-Limgnage statiom Ar
vangements ares heing completed by
director Gy FeBow and Colossal
Ventures, Ine, fonnders ol the
woame, to broadeast and telesvise o
i other US. aities, and o Latig
Vimerica, Japan, the Nirgin tslands
and the B8ah onas

BANK BANKING ON RADIO

| m

Fidelits Union Trast Co., New Jerses™s Largest bank, beamnes radin ad-
vertiser for Giest time with sponsorship of mormme nessseasts on WEATL
Paterson. Haddling on campaign are (10} John T. Stichnes, sopeeadsenn
ing mer. of the bauk: WEPAT accoont exce Nooman F. Flaan, Charles ¥
MeCurthis, station’s news-poblic affairs dicc: and Witham |, O Couner.
the bank’s seninr vice pressdent. Proma is o behalfl of ness Chec-mates
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WVMiG Wi tape div.
narnes 2 execs
in biz sftepup

Tnm] veterans have heen named
to hey posts at NG Telestudios
lollowing acquistion  of a Targe
guantity ol ad
vouced techni-
cal cqnipment
and more or-
ders trom ad-
Verhsing agEdn-
cies  than the
video tape pro-
chiction snbsid-
iary  has  re
ceived sinee its
meeplion
Stanley | Quinn
mer vice president of ).

Quinn
above), a for-
Walter
Thompson and senior producer- di-
rector of the Kraft Dramatic Hour
on ABCSTV Las bheen named divee-

for of administration. Herbert C.
Homes, Tormer international direc-
tor of Cohmbia Pictures Colpix
Records and exeentive producer ol
WPINXO New York, has beenr named
associate prodnetion manager. For-
mer commercials producer with Er-
win Wasey, Rothraufl & Ryan and
three - network prodncer - director
Sid Tamber lis heen nanied produ-
aQer

\gencies which have placed or-
ders with MG Telestudios are:
Ocilvy, Benson & Mather: Kastor
Hilton, Cheslev, Clifford & Ather-
ton: Ted Gotthelf; Leo Burnett:
Papert, Koenig, Lois: Donahue &
Coc: BBDO: N, W, Aver: Foote,
Coue & Belding: Yaung & Robicam:
I Wialter Thompsen: Ted Bates:
MacManns, Jolm & Adwms; M-
Camn-Erickson,  McCan- \ar-
schalk. s 4

An “order-taker” is not

a salesman: Firestone
“Today, a salesman’s got to he a lot
Botter than the order-takers who
called themselves salesmen in the
old davs, " attests Len Firestone L.
md woneral manager ol Four Star

Ditnlmtion. Firestone  savs his
actstatl of five salcsnen brings
e sales than the army of 100

divected while jn
7 pnor to join

“This vear we had two months in
which we did over $1,000,000 in
sales each month, In all my vears at
Ziv we never had a million dollar
month.”

“Its more difficult to find good
salesmen todav,” said Firestone. “If
I Tound another crackerjack man,
I'd hire him in a minuate.”

Describes the “old days™

Firestome explains that syndicated
shows were sold directly to local
sponsors in the “old davs:” but "now
we sell almost exclusively to sta-
tions. The salesman has to talk their
language. e must be able to sug-
vest how and where a sevies can he
nsed 1o the station’s advantage in
their programing. e must be able
to back up up his pitches with rat-
ing figures, audience composition
break - downs, counter - programing.
«and all the tools of the new trade.”
Cites “*quality. not guantity”

Firestone emphasizes that when
he uses the term “crackerjack,” he's
talking about a man who's thorough-
h trained and experienced in pro-
araming as well as sales, savs his
staft is one of quality, not quantity.

IFonr Star Distribution’s roster of
ofl-network  series includes  Rifle-
man, Dick Powell Theatre. Zane
Grey  Theatre, The Tom  Eiwell
Show, The Detectives, The Law and
Mr. Jones, Stagecoach West, and
Target: The Corruptors.,

SG earnings hit new high
The fiscal vear ended 29 June 1963
was the best in the T4-vear history
of Screewr Gems. The production-
dhstribution firm cleared $3,500,300
tor the period, compared to $3.466.-
300 for fiscal 1962,

This profit is based on gross in-
come of $64.377,000, up substan-
tially from 1962's dollar intake of
$52,188.900. 1t is equivalent to $1.50
per share based upon 2538400
shares outstanding, as against $1.37
per share, for a like number of
shares, the preceding year.

NEWS NOTES

Triangle strengthens inventory: 17vi-
angle Program Sales, the recenth
Lormed syndication arm of Triangle
Publications Radio-Television 1ivi.
sione s rapidly biilding its pro-

araming stock. Latest property is |
the Little League World Series, |y
with rvights acquired for a three-
vear period. The seven-game juve-
nile baseball classic, held in Wik
liamsport. Pa.. each sunmimer, is avail- = %
able to tv stations throughout the
country. Other properties acquired 8
by TPS in the past two months in-
clude The Big Four, an auto racing b
package, and the hour-long color
special of Podrecca’s Piceoli Thea- ?
tre, the Italian puppet troupe. Re-
cently Triangle onnounced it would @
produce This is Awerica, a series of
half-liour tv visits to the nation’s @
fairs and festivals. TPS now has per- ol
manent headquarters in New York
at 320 Park Avenue. v
ity
Screen Gems' summer sales soar:
Led by the sale of 325 feature films @
to WLAC-TV, Nushville, and 275|,
pictures to WPRO-TV, Providence, *
Screen Gems concluded licensing ¥
agreements with 33 stations during gl
July and August for its two major
feature film packages. This brings "
total sales of the 210-title group uf."”
Columbia post-"48’s to 144 and the **
73-title package of post-30 Colum-
hia features to 78, bo
U
Africa a gold mine for CBS Films:
A total of 45 CBS Filmys’ progrnm’{T
series have been purchased i the f
past few weeks by six different Afri-
can tv services. Among the purchas-
ing countries is Sierre Leone, the
68th country with whicli the CBS
Films international sales depart-
ment is now doing business. Other =
African sales were made to .\'igcri-k

an Television  Service in Lagos
Western Nigeria Radiovision Ser:
vice, Ihadan, The Kenyva Broadeast:
ing Corp., Nairobi, The Eastern Ni:
geria Broadeasting Corp., Enungu
and Rhodesia Television. Salisbury

Cartoon interest high: Cartoon Dis
tributors reports that a  seconc |
group of 130 episades of Space Anj
agel will soon he off the drawin
board and ready for 10 October re
lease. Produced in color in an illus
trative art stvle, using the “Syner
Vox" animation technique. Spac
Angel is currently aired in excess 0
90 world markets. Another cartoo
entry, Cartoon Classics, is doin
well under the distribution  guid
ance of Radio and Television Pac
agers. 1t has closed deals in 20 add
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tioval  mavkets dunng the past
imanth, bringing to 100 the stations
Rthroughont the world  telecasting
Mthis packave of 310 subjects, inchid-
ing 135 Enlichtemnent subjects and
205 classic Fairy Tale sibjects

Ready  Olvimpic special: Quentin
Revuolds, noted  anther-jonnialist
his been signed by Ceollrey Selden
\ssoctates to write and narrate g
special 90-mimnte program called
Nympiad - 1961 Release is set to
coincide with the 1961 Olvonpic
Coames in Tokva nest fall, Format
calls for prersomal interviews witl
Eithletes i varions parts ol the world
s they prepare ta represent their
conntries in the international sport
g event. Sceldenr recenth com
pleted siv limir-long v specials i
collaboration with Victor Borge

T8 reness NTA skein: Onlv fom
weeks after Linching its Tull-seale
siles drive, National “telefilm Asso-
ciates reports that 787% af the sta
tions and or sponsors carrving Dr
\bert 150 Burke's Probe series Last
scasan have renewed contracts Tor
the second straight vear for the half-
honr program

UA-TV sivns 26: Lee Marcin Pre-
scnts—Lawbreaker, the new first-
rin syidicited series based on po-
lice file cases in cities thronghont
the conntry and featnring the real
participants in the events in pic-
tures, has heen honght by 26 <ta

the lor color v viewimy Uit
Art s Ty, wlindhos svndheatmg t
Y ler 201

(]

"o Prance” noss on e mare sta

tions: Do the st weel S
tember, n I | .
prived )
Liall

Fleven more volnmes ol Se \rt
Filis al the H0O ] il

)

“Have Gon™ travelling over $2 0l
Lion mark: Set lor domestic svadi-

ition release this month,  CBS
Filnw Have CGun, NV ill Tracel sales
e approaching the %2
mark, according to viee president

Loy domestic sales Joames T, Victory
On the voster are three NBCTY
wo's, three ABC TV oao’s, and
Tevas State Optical, via Frwin
Waser, Bothrandl & Rvan, whi

has purchased the seres on oo
siomal basis Tor 13 Tevas markets
Victony explains the sales suceess
as o recounition by stations that
there will soan he a severe shortage
of this type of programing i ssn
dication.”

Syndie finm springs new arm: N\
than, Jalms & Danlap. marketing
and packaging firm, has formed o
subsidiary, Rolling Productions, to
create and produee tv programs
Offices of both companies are at 247

Sea-soned professors at Westinghouse U.

Condacting lectnre series on naval histors for Westinghouse Broadeast-
ing are Profs. 1. O. Werner (I} and E. B, Potter of the U.S. Naval
Acadenmy. Titled “Sea Power,” the series of 63 half-liour shows was
recorded on tape at Annapolis by Group WS Baltimor

> outlet, WJZ-TV
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STATION REPRESENTATIVES

Forker, Sanford promoted

in | eneral expansion
Na
t ap-
| or
e i radi le nager
and Willican 1. Sanford as midwest
telen Both Fo

Ler and Sanford have been with the
vep firm as sales exeantives since the
National Sales Division’s inception
in 1961. Prior to joining RKO Gen-
eral, Forker served as general man-
agzer of WDRC, Hartford and as ac-
count executive with WNEW, New
York., Previonslyv, he was sales de-
velopoment manager for Blair TV,
and advertisineg manager for \WPIX
of New York. Sanford served as a
tv accomt exeentive with Crosley
Broadcasting.

New ATS appointments

ATS has centralized the sales ad-
ministration of all of its sales offices
by creafing two new execntive posts
at New York headguarters. W, B.
Tavlor Eldon (above), presently
vice president and New York radio

sales nanager, will assume direction
of radio sales for the company’s cight
other offices as well, and becomes
vice president and national radio
sales manager. James A. McManns,
vice president and New York tv
siles manager, takes the post of vice
president and national tv sales man-
ager, extending his supervision over
tv salesmen in all nine ATS offices.

NEWS NOTES

Four name BTS: KKIN, Aitkin,
Minn . AWBTH, Williannson, W, Va.,
KCF1, Cedar Falls-Watcerloo, and
WKDE, Altavista, Va., have all se-
lected  Broadeast Time Sales  as
their national sales represcentative.

Rep racks clients by category: CBS
Radio Spot Sales hroke down its
sales by category for the first six
months of 1963, compared it with
the same period last year, and came
np with an indication of where
mnost new business is coming from.
Involved is business on 11 top-mar-
ket stations, Figures show gains in

the fields of auto accessories and
cquipment (up 11%), home furnish-
ings (up 163%), toiletries (up 133%),
and building materials (up 95%).

He's well represented: If further
proof were needed that tv advertis- ]
ing produces results, look at the
results produced by Blair Tv’s Jim
Theiss. Last month Theiss was the
father of three. Today he’s the
father of six, after the September
birth of gir] triplets.

New Detroit office: Prestige Repre-
sentation Organization opened its
sixth office, this in Detroit, Room
424 of the Book Building. Max
Goldfarb heads the new branch.

Spokane stations name Blair:
KREM (AM & TV), Spokane, both
Crown stations, will be sold by
Blair Companies, eflective 1 Octo-
ber. Other stations changing repre
sentatives inclnde WROD, Dayton
Beach, which appointed Jack Masl:
& Co., KOME, Tulsa, to Mid-Wes
Time Sales for St. Louis, Kans
City, Memphis, Omaha, and Des
Moines.

|
NEW PROMO FIRM CLOAKS (TS
Martin Katz sales promotion and
lepment dhrector at Blair e
1955, recenth humehed hi
I [ 1 & W 1
al \ ~n [
ol it New York's La
ING
Lareity 1. AP TeVIeW
wood ™ phon
P N ll ] N ol | 20000
1 up
i onf to
| X
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OPENING

Jacgques Fath Pesfinnes, now ont
of Dbusiness but still listed under
that number in the Yellow Pages.
KNatz, in his  presentation,  used
o tapes of callers trving to
place an order for perfume. His
office is focated at 10 E. 49th St.,
mid specializes in broadeast pro-
motion  and  consnltaney  services,
Above, he awards first prize at his
ostnme party to I Scott Snead
Y & Co., who came as “A
Blind Venetian.”  Also  winning
prizes were Engence and Jackie Moss
CBS 1iln

NEWSMAKERS

Toxt Epwarbs to Mort Bassett as
account executive, and Enrva F I.\'K!

as director of sales services. Eb-
wanps was with Blair TV Asso-
ciates.

EvLex Rapen to the promotion
and rescarch department of Ad-
vertising Time Sules in New York.
She was a staff member of Educa-
tional Travel.

CrLank N. Banrnes to the sales
stafl  of Kelly-Smith, unewspaper
represeatative firm in Los Angeles.
He was the L. A. manager for
John E. Pearson Co.

Manniy F. ConyELLY to the sales
staff of NMetro TV Sales as account
exceutive. He was with KTLA, Los
Angeles previously.

Pirer R Scorr to account execu-
tive with Roger O'Conner in New
York. 1e was formerly retail sales
director for WPAT, Paterson.

Wit Liaien Coxknax to ac-
count executive for the radio de-
partment of Peters, Griffin, Wood-
ward. e joins PGW from William
Estv, where he was an account
executive.
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Yok Broadcasters may as well make specific recommendations to the FCC on
thematter of limiting broadcast commercials: the problem
to fade away at the commission.

This warning was given by FCC Chairman E. William Henry last week in
a talk before the International Radio and Television Society in N.Y. Henry
came down hard on commercials, after deciding to forego the pleasure., of
comment on network devotion to mass appeal, or summer re-runs, or the Fair-
ness Doctrine.

A second wvarning wvas: "We mean what we say. WWe mean it." This goes for
all FCC decisions, and there is no use in acting outraged wvhen the commission
restates apolicy, Henry told broadcasters.

This particular toss of the gauntlet may be picked up by House Com-
merce Committee Chairman Oren Harris, who very recently urged the rFCC to
"un-mean” what it said on tightening regulation of commercials and Fair-
ness Doctrine. The Rogers Subcommittee has also made it clear that Congress
prefers to write these rules itself-or put them out of FCC reach.

% % Henry borrowed some ammunition from advertisers who have complained
that over-commercialism weakens sponsor effectiveness on tv.

The FCC Chairman quoted talks before the ANA meeting last spring, by
John W. Burgard and Max Banzhaf on bad effects of advertising "clutter®
in program breaks. Another point of reference was David Ogilvy, chairman of
Ogilvy, Benson & Mather, recently and quotably irritated with "bad® com-
mercials interrupting programs.

Henry used last year's handsome tv revenues to argue that if broad-
cast advertisers paid $1% billion last year for air time, they will prob-
ably pay as much on the basis of fewer ads at higher cost. This somewhat
undemocratic attitude would not apply to smaller outlets, particularly
in radio, which are assured of eased limits according to their needs-but
Henryurged them to spell out these needs in detail.

Yk Some classic broadcaster argument anent viewer freedom to seitch
stations, and probable boycott of crasslv commercial outlets were
Henry targets.

He insists the good broadcaster must succumb to cotmercialized com-
petitors. What good is switching the channel if viewer runs smack into the
same thing all around the dial? Some 2500 complaints on commercials went
to FCC in fiscal 1962, said Henry.

Henry wondered if advertisers who want to sponsor selective, rather
than mass-appeal programs, are finding networks "not at home' to the idea.

% If written comment proves too rigid to cover commercials problems,
"Let's talk it over, ® was Henry's final suggestion.
He'd like an informal get-together for broadcasters, networks, pro-
gramers, advertisers, and the wvhole commission.
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News from nation’s

interest to admen

“WASHINGTON WEEK| 595" —

%% This week, ABC will make its crucial bid for network room inseven 2-VHF
markets once slated for third VHF service until FCC reversed and can-
coelled the drop-in prospects in May.

Ultra highs in the Association for Competitive Television (ACT), and
vhf's in the Association for Maximum Service Telecasters (AMST) have fought
drop-ins tooth and nail. ACT sees them as deterrent to uhf development ;
AMST sees them as degrading existing vhf service.

Vote to cancel the drop-ins was 4 to 3 under Chairman Minow, and could
reverse, if Cmnr. Loevinger votes with Cmnrs. Cox, Hyde and Ford.

No formal announcement has come out of commission on whether Cmnr. Cox

will participate in drop-in argument proceedings, 4 October.

AMST asked him to bow out, ostensibly because of his involvement in
the case when he was chief of the broadcast bureau—actually because he
champions at least interim drop-ins. Educated guess is that Cox will be in
on all of it.

Cox's dissent from cancel of drop-ins said commission was over-opti-
mistic in assuming ABC competitive disadvantage would be ""short-range."

Cox wants temporary dual operation of vhf and uhf by drop-in licensees,
with termination of the vhf operation in 7 years. Cox said question at issue
is whether the seven markets would be served by third station and a third
network, until ultra high becomes more established—or leave markets in 2-
station status while all-channel set law takes effect.

Electronic Industries Association will argue against drop-ins, urg-

ing all-out cultivation of higher spectrum for widened, long-range tele-
vision service.

Yk Broadcasters were reminded last week by the FCC that when the bell of

controversy or political issue tolls in any program—it tolls for the
licensee personally to provide the opposition with a script, and conjure up
a rebuttal spokesman

NAB had challenged this viewpoint, reaffirmed by FCC in July, as car-
rying the Fairness policy far beyond original intent.

Not so, said the commission: fairness has always required licensee to
provide tape, transcript or summary of controversial, personal or politi-
cal attack for the opposition "whenever his broadcast facilities have
been used to carry the program.” He can rely on his own judgment as to the
who and how of rebuttal.

FCC says it will come up with more answers on Fairness.

Y4 NAB also challenged FCC's ad hoc decisions as pretty confusing to
broadcasters in the fairness doctrine area.
NAB says each case blueprints more specific to be allowed. FCC insists
these are illuminating, since shifting sands of controversial programing
could never be ccmpletely mapped in guidelines.




8 Local or Nation-wide
Audience Estimates

or any New Program...
VERNIGHT!

The new fall secason is quickly shaping up as the most dramatic and 1]
programming period in recent vears. As the dozens of new programs brighten the |
screens, networks, local stations and sponsors will be following audience reactior

| @ with fast and dependable ARB Overnight Surveys. Now. on rery short noti ARB can pr

crucial information both nationally and locally

Overnight Arbitron Nationals provide qui ! _ '
ming the very next day after telecast. Based on a full national sampling, W mght ARBITRON
National can be ordered for nearly any half-hour or hour and for anyv day or w '
prior notice. You order only the period vou nced

Overnight Telephone Coincidentals off

Trained and experienced telephone interviewers are ready 1
l work in virtually everv U. S television market " - AMERICAN

immediate audience S :

e (Y! researcH
| Plan now to profit now. with advanc 1 l
e . . o o ' A
that is exclusive to ordering clients. Talk with vour AR BUREAU
sentative todav e




coa’s iminediate audience ob poten
tial boat buvers, and secondanily
for their wmetchandising ability

With spot vadia enlisted o do
the major wmedia job, Alcoa em
ploved "The Merchandising Group
to sunmabate field actuvities. An ex
perienced representative hom the
Group called on stations and deal
ers to help coondinate theiv pro
grams, white a regional Nlooa fiekd
promotion manager couduced o
il promotions using shisplass
comnter crds and maiting pieces in
vadio-glealer liulll)s

Boat-A-Rama adds extra sparkle

For addivional impact, ghono
ous “Boat-\-Rama’™ shows featw
mg a wide variety of boat exhibits,
and drawing audicnces of over 2
willion were  then aunched  in
giant shoppiug centers of seven of
§ the wost important nakets. To
L whoop up intevest in the Boar-\
L Rama promotions. the agenc
wcheduled 100 radio commercials
Linviting listeners o attend the gala
shows in April, Mas and June.

Cooperating stations in the seven
Boat-\-Rama  markets  canducted
Miss Boat-.\-Rama beauty contests
15 a joint station-show promotion,
lonatiug tome ani alent. Many of
he stations made broadceasts from
he beauty show, and some devel
ped thetr own promotion ideas
NP, Plaladelphia held o contest

Aiss Boat-A-Ramas at play

Boat displays sail on to greater sales
this in oseven ke Lacas dies amdione

i ahabins Hike
e

to spur shopping center merchants
to publicize the Boat-\-Rana con
cept in their windows, and gave
prize to the best display

Besides the adio activiny, aet
work tv supported the program
tionally. "I'lwee one-ntinnte and 20
second spots, featuring alominum
in boats, appeared on ABCTVYS
“Alcoa Prennere” during the Bom
\-Raa manths

The “plin backs™ reathy ~tarted
before the campaign begay to volt,
when Moa previewed the project
to numufacturers at the 1961 \la
rine Trade Show i Chicago In
plaving the aadio commercialsy

\leoa salesmen personally g

hese prety givls, i a craft exhibited by an alumivum siumuafacturer at Marin
rade Show in Chicago, lrielped secure nationwide coverage for th

promoe 1

sedd share of the sial oo mea ko fon

y =

Mooa el the

Film for

M over

customers

Progress of the Boat R

Sowl



TMP — Test Market Plan —is an exclusive
market research service developed by Blair
Television and offered to advertisers who want
to test the effectiveness of their advertising.
More than 1 out of 4 of the top 100 U. S.
advertisers have used TMP. And others are
turning to it every day.

Based on before-and-after surveys and in
use since 1957, TMP has already accomplished
much more than was originally envisioned. It
has been used to test brand awareness, intro-
duce a new product. test the impact of copy,
compare the effectiveness of different media,
find the right copy approach, compare _
time slot against time slot, match '
commercial against commerical,
check packaging appeal. and explore
many other aspects of spot television.

Blairdeveloped TMP because, as
station representatives, we know
that there is no better way to sell

-
-

than to help the advertiser pinpoint his sales
targets, needs and methods. And as representa-
tives of key stations in most of America’s ma-
jor cities, Blair knows their marketing areas
firsthand, and knows how to make spot televi-
sion sell in these areas.

For any advertiser who qualifies, the Blair
Research Department will develop a simple
questionnaire that asks the questions he wants

answered. And we will help select the neces-
sary test market or markets, secure the test
schedules and choose the best method of
interviewing. All these research costs are
absorbed by Blair and its represented
stations. The advertisers pay only the
normal media costs involved.

Your Blair salesman or The Blair
Television Research Department will
be happy to show you how you may
qualify for TMP and how it can ‘\

be tailored to your marketing goals. N




ANOTHER VALUABLE
ADVERTISING
OPPORTUNITY

ON WNBC-TV

NEW YORK

Doctor
FRANK FIELD

WEATHER
PACKAGE

Delivers a valuable
program franchise
with an adult audi-
ence at an extremely
low cost-per-thou-

sand.

HERE'S HOW IT WORKS

YOU BUY full sponsorship on
alternate weeks of three 5-
minute weather programs at a
weekly cost of $3,000.*

YOU GET a one-minute com-
mercial, plus 5-second opening
and closing billboards on the
following schedule:

Week 1:
Saturday 11:10-11:15 PM

Week 2:
Saturday 7:10-7:15 PM and
Sunday 11:10-11:15 PM

Rating, reach and cost-per-

thousand are exceptional.
*(End rate.)

IT GIVES YOU MORE FOR
YOUR TELEVISION DOLLAR

Ask your WNBC-TV or NBC Spot Sales
Representative for complete details.

WNBC-TV E’ NEW YORK

“TIMEBUYER’S | s s

what they are doing

CORNER|™™

Chicago hit by candy wrapper blizzard: Clinton E. Frank, Iic. is knee
deep in Curtiss Baby Ruth and Butterfinger candy wrappers— 15,000
by count. Checking the total here (see photo) are (I-r) Rex Lathen,
H-R Reps; AL S, “Bud”
Trude, Jr.,, agency v.p. -
and media director; and
Kaye Kruger, assistant
timebuyer. Client’s wrap-
pers were sent o the
agency by KAAY (Litlde
Rock, Ark)), which re-
ceived them ay the result
of a contest. Students of
65 high schools mailed in
the wrappers with the
name ol their favorite
deejay. The air personal-
ity receiving the most
votes  was assigned 1o
emcee a school dance.
The question now, Clin-
ton k. Frank, Inc,, is what
do yon do with 45,000
of the dlient’s wrappers?
Wallpaper for the media
director’s  oflice?  Large
Fourth ot July bonfire?
Confletti for the next as-
tronauf parade? What?

New York buyers are still talking about it: The recent Crown stations
Treasure Hunt sent more than 100 buyers and ia.e’s tearing out of
Central Park’s Tavern-on-the-Green food-laden party. They departed
m four-man teams in a mad rush f{or taxicabs at the countdown mark-
ing the hunt’s start. Contestants frantically cabbed over mid-Manhat
tan chasing clues for three hours to discover the location of five hidden
silver crowns; ran into such James Bond situations as diving to the
bottom of Motel City's swinming pool where a scuba diver held a
clue, reading a phone number engaginghy printed on a belly-dancer’s
tummy, translating a Yiddish ad in an Arvabic newspaper. and mvad-
ing a YMCA steam room. To get back to the belly-dancer’s tuminy:
one story making the rounds is that one team member read the phone
number incorrectly, dialed. aud was told by the harassed answerer (he
had undoubtedly received other contestant’s calls wrongly) to “go
jump nr the lake.” Good sports that they were, and with an eve to
winning no matter what, the team proceded to Central Park lake
and the last one in was a rotten egg. Well, so much {or the losers; top
winner was Geyer, Morey, Ballard’s John Clugstone, who became the
astonished owner of a midget MG sportscar. Other prizes included
color tv's, am-fm stereo hi-fi's, portable tv's, cameras. and AKC French
poodles. Good guess: agency people will remember the Crown stations,
KING-AM-FMTV (Seawde), KGW-ANM-TV (Portland), and KREM:
AM-TV (Spokane).

Agency people the corner recognized at the Crown Treasure Hunté

(Please turn to page 10)
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PEOPLE-BEAMED . . . person-to-person radio, AL
the friendly giant glow across the rich money .
belt of Oklahoma. KRMG, radio that's beamed : :
to people . . . bright with personalities and « *
shining with sales results. People who listen, . 2
like it . . . people who buy it, love it! A EREEEEEREES

KRMG

1S
PEOPLE-BEAMED

HOW
ENLIGHTENING

s

§ 5] 5]

-

' B KRMG KIOA KQEO KLEO @ —
HE JONN BLAIR STATION
TULSA, DES MOINES. ALBUOUERQUE WICHITA
towa | NEW MEXICO KANSAS sastman & co. inc

OKLAHMOMA
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“For outstanding contri-

bution by a radio station
I for effectively promoting
public awareness of the
| value of tourist courtesy

to the community and to

the State of Florida.”

Presented to WSUN Radio
by the Florida Develop-
ment Commission June
21. 1963 - for the Tour-
ism Education Project of
the Florida Association
of Broadcasters.

One of the Nation's Great Stations

WSUN

5 KW 620 KC
TAMPA—ST. PETERSBURG

Broadcasting 24 hours daily!

Get all the tacts from
Notl. Rep: VENARD, TORBET & McCONNELL
S. E. Rep: JAMES S. AYERS

40

“TIMEBUYER'S
CORNER

Continued from page 38

Peg Grabam, Smith/Greenland; Phil Stumbo, McCann-Erickson; Gene
Hobicorn, J. Walter Thompson; Joan Stark, Grey; Jonne Murphy,
CGumbinner; Jim Watterson, Lennen & Newell; Ed Nugent, D’Arcy;
Angela Nicolats, Cunningham & Walsh; Chet Slaybaugh, Ted DBates;
Warner Ziegler, BBDO; Bob Jeremiah, C&W; and John Lamson, Nor-
man, Craig & Kuinmel.

The date is set: Bruek & Lurie (New York) has passed along the word
that their lovely blond research director has wedding bells on hei
mind. The bride-to-be, Carol-Anne Rauch, will marry Leonard B
Elliott, vice president of Animatic Productions Lid.

Made a vice president: Norman A. Topper, secretary, has been electec
to the post of vice president-administration, and appointed media di
rector of Mervin & Jesse Levine (New York).

A note from Florida: Mac McEndree has been named media director
of Hume, Smith, Mickelberry (Miami).

The latest to hop the fence: E. Boyd Seghers, Jr. has joined WGN
Inc. (Chicago) as sales promotion advisor. He was broadcast media di
rector with Knox Reeves-Fitzgerald (New Orleans).

A word about Texas: Jan Collins, who is ofice manager at Wrigh
Allen & Ryan (Dallas) has been given the added post of media directo

Bob Jeremiah: the big picture—

A discerning and intent newcomer to the Cunningham & Walsh
(New York) media department, Bob Jeremiah is media buyer for
Braniff International Airways, St. Regis (school paper), and Geigy
Chemical, among other products. Bob feels that media buying
gives him ‘“‘the big ad picture,” that buying is a science as well
as an art, and that the buyer
has to keep alert to new devel-
opments to stay on top. “Each
medium has its advantages
and its disadvantages,” says
Bob, "and no medium is an ab-
solute answer for a product.
The decision depends on char-
acteristics of sales, share of
market, seasonal trends, and
all the miscellaneous factors
that make up the total market-
ing picture.” After a stint with
the Army, Bob began his ca-
reer by joining Lennen & New-
ell, where in a little more than
three years, he progressed
from the mailroom into media
research, became an assistant
buyer, and then a full-fledged buyer on industrial accounts. A
graduate of Fordham University in New York City, where he ma-
jored in communication arts, Bob is now a member of the Ford-
ham Ad Club. A bachelor, he lives in Mt. Vernon, New York,
dabbles with golf in his leisure hours, and will tell you tongue-
in-cheek and without batting an eye that he's an ace golfer.
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~COMMERCIAL
CRITIQUE

Trends, techniques, new
styles in radio/tv

by industry leaders

DON'T ‘TWIST' THE COMMERCIAL WRIST

By AUSTEN CROOM:-JOHNSON

I sariety is the spice ol hife, 1
Toubt its cllectiveness in the jingle
lepan tment. Inomy book. one good
adio commercial by Les Paul and
iy Ford, vegulnly tepeated in g
.|n||ln.|ign, can do more for Robert
lall than f dhis client were Lo

| sesent i slew ol sivlized variations

finging" the blues . . .
b haps 1o avoid an undue cmphasis,
;-F"l_- “zing™ in Coca-Cola has lost i zip
oy the saoe theme. The business
| raking o musical commercial and
e reconding i, as a2 mater of
futine, with ditlevent groups, dif-
et backgronnds, and in even
le musically at hand, can be a
stake. Such fads as the Twist
¢ the nnthinking to believe that
v will lose audience unless then
mereinl is brought “up to date’
being suitably Twisted. And
hile they e au it, they figure that
y might as well cover the field
h variants  that include bossa
A, country and  western, jass,
Famthing else that's supposedy
faul i the jingle business,
tesuming that a singing com-
teial starts out in life as some-

sales copy embroidered with
e5, 1t i» an established fact that
i enjoy long and successful
wntire.  When its acceptability
roven bn giving icsafficient time
egister, then can come judicions
Leshers. These should not be an

O0R 8 jury 1963

exane toindalge g reconding
spree. I'he  "ehesher™  vanant
should also be given o chunce 1o
register. But 1 believe o vaiant
should not be allowed 10 stray too
Lo hom the original, the most im-
portnt part ot which should al
winns be idluded i

Over-production dangerous

reweries, cigarettes, and auto.
mobiles scem to allow themselves
a field div i the production ol
vidio commercial varntions, It
tehes all the ingenuity ol the o
chestrators and oimgers to make
some ol these come ofl at alll In
many aes one s left unpleasantls
aware of the shortcomings caused
by this struggle to fit the tune and
vocal line mto i stvle lor which
they were not written or intended.
Fhey i all too casily become the
victim of over-production,

I have always been an admirer
of the musical theme used by Salem
agarcttes in their tv commeraials.
It is all the more sirprising, there:
fore, 1o hear cirrent vadio spots
with an entirely new e, if tine
it can be called, singing out “'Salem
soltness freshens vour taste.™ 1 hinve
no qunrel with the perfformance
of the spot. but s up o vom
cars and mine in musical cliches.
I'iv humming it some tume. I'ur-
haps vou will wonder, as Tdo, win
the memorable  and  established
notes of their v omuosic weren's
adapted for this purpose. 1Us pass
ing stringe, but one thing for suie

cven thongh both  themes are
presently on the air. they won't
compete with eich other for mnsi-
cal @nd therefor product)y memm
ability.

Guy to the rescue

A pedestrian picce of music for
NO-CAL., iv being enhanced and
rescued by Guy Lombardo and his
crew. The final notes abwavs e
mind me of “Cinzano. Cinzano,
Cinzano™ from the jingle that 1ep
resents this vermouth. Without the
plug for his production of * \round

commercials are evaluated

the Worle [ can € aagme M
Lombardo, who lus fong heen an
advocate of good conmmeraal tines,
bomg o “pat ol n

speaking

ninsic 1ty

I menononed oy fusar Cean
macul Croionque ¢ Maichy th
the wayv zing” was nsed
conmercnls pave
what seemed o me, the statns of
brand

Coca Cola
nane. Pahaps o v
such undne cmplisis, 1t has jow
been vocally demored 1 most cases
to where it sounds palhd and em
barvassed. Indeed, “ring’ appeas o
be on the wav out and the magic
word Crefiesh” s fding s
back, Now it thev' Il only apply
litde of the left-over 7ing’ to . new
cimpaign and the composition of
a good musical commeraial, 11
licve Coke might have o bete
chuance of competing for 1the favors
ol those who think voung 0
those who just plain think

Sparkle lacking

Ty the special sparkhing taste
m spankling Canada Din™ has he
SCU O UNIMaginative msic, i
poorlv sung and non spaikling
mercial. Tlere, oo, 1 hope
come ont with something new an
1oxtore some Life to the andio fmage
of o old firzy fuend  he prosent
pngle ~ounds as thoneh
bheen left in the e tar Lo
week nncappe U 4

AUSTEN CROOM JUHNSON

\usien Croom Johnson, crenr
with Al Keat of " Popai Cohy
Fhias the Spot 7 ica weldhy known
writer-consuliint « coilizmg an
the fcddd of music 1 advertising

i1
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News from nation's

interést to admen

. WASH'NGTON WEEKl capital of special

Ye% IThe clamor about limits on broadcast commercial time grew louder and

more confusing last week as NAB Board members held a tug of war on the
issue, and an FCC Commissioner came out against FCC regulation of commer-
cials—or maybe he didn't.

The NAB Joint Board of Directors meeting here sent Code Board chiefs
back to their drawing boards by rejecting efforts to relax commercial time
for tv subscribers during non-prime hours, and permit radio subscribers to
choose between categories of 18, 20 or 22 minutes of commercial time per
hour. A good try—but not the answer, the Board decided.

The TV Code Board had recommended that non-prime tv percentage of non-
program material average 20% per hour, with exceptions up to 30%. The Joint
Board said no to this, but yes fo permitting percentage basis for broad-
caster's choice of prime hours. Code maintains present 17.2% hourly ceil-
ing, but without slicing commercial ttime by half-hour maximums.

Y% The NAB Joint Board did agree on a no-holds-barred cold war on any at-
tempt by the FCC to snag the NAB Code into its regulatory maw.

A big-sweep promotional campaign against the tightening regulatory
noose will carry appeal to Congress, to individual states, civic, business
and charitable leaders, and to John Q. Public, who has a few fiscal rea-
sons of his own to fear too much government impingement.

Y% Radio broadcasters fighting for their place in the advertising sun
could take some comfort from FCC Cmnr. Ford's strong pleato let market
competition decide commercial time limits—with a gualification.

In the last line of Ford's cogent outline of differing radio station
revenue problems, he told Wisconsin broadcasters his preference would be to
rely on competition supplemented by voluntary codes, "and only as a last
resort on additional laws or regulations."

No one has ever defined a last resort situation—nor did Ford. He of-
fered a plan to have stations report percentages of time they expected to
allot to commercial versus regular programing, based on a composite week,
and recorded in FCC program reporting forms. The percentages estimated
would be made public.

Thereafter, natural laws of competition would level off amount of ad-
vertising at the point which listeners, sponsors and broadcasters would
find reasonable, Ford believes.

Yy Additional hope held out by Ford is that FCC acknowledges NAB Code use
would be unsatisfactory, and vote to consider was very close.
Exceptions would have to be made for 1300 Daytimers, with long summer

days and short winter days; rural outlets with weekend-only revenue,; sea-

sonal and resort stations. These and many others could not live under NAB
radio codes, Ford pointed out. FCC has promised to sift all suggestions
for a better plan than use of NAB codes.
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SPONSOR-WEEK | Advertisers and Agencies

Transports tighten tryst with tv

It tre hiese quinter ol this yemn
is any indication,  transporttion
trnvel will b
umsporting more and  mme ol
theiv advertising dollins 10 tele
vision.  In the  Janmuoy-March
penod, these advertisers  spivaled
theiv tv billings 158,290 over the
like quarter a year ago, to 33,176,
000 Trom SLIT6,000, according e
I B,

Among the 12 wp v spenders
m the category there was a 35.2¢
dollar increase in their use ot the
utedium in 1962 over 1961, They
spent 7,369,089 on network and
spot. or 21,370 of their wial media
budget of $31.519.273. T'his com-
pares with $5.150.520 spent in
in 1961 Herte Corp. the largest
toaser in the classtheation, spent
nenrhy $2 midlion i television last
vear, NLOSR 709 in network, S829.-
350 1 spot. This was 60¢ of the
firm’s total media budget, a Wlice
1opped only by Atchison, Fopeka
& Santa Fe  Ruailway  which in-
vested  all of s consumer  ad

and advertisers

| Grid Giants’ Lynch ‘caddying’ for Pepsi

N.Y. Football Giants All-Pro defensive ace Dick
Lynch is “caddying” for Pepsi-Cola in a new 60-
second tv commercial which has him playing
miniature golf. Prepared by BBDO, the ad was
given its first airing on Friday (5) and continues
the company’s overall theme, “Now It's Pepsi for
those Who Think Young." Background music has

PONSOR 8 juiv 1963

budger =565 1,320 30 1.
Viclines accounted lor the magon

pnt ol the list gqunter gam
\mong  the highest tv expendi
ties o the 1963 quarter were
Eastern Nivline,  SG17.200;  PPan

American World - Anvways, S
SH0; Northeast A S276
070, and Delta \n S267
090, T'wo otha l 1ans
Woild wmd KI1.M Dutch

spent nothing o v duning 1961
but stated 1y climb last veanr with
the former making a tv outlay of
SETSI60 and the latter S130.780

Lines,

|.ill(‘\,

atvhnes
Roval

Updated ad text-books
held top industry need

Moy advertising ext-books e
“hopeleshy  ontdated  and  inade-
guate,” says Frank Gaither, gen
eral manager of WSEH (AM & M),
Athimta, in calling tor “more of oun
successful and  knowledgeable  ex-
perts—whether they be i agen-
cies, midio, or (v sfations, 0n news-
papers  or  magazines— (1o) - sit

llasat.

Joanie Sommers singing to Michell Ayres’ band.
Featured in the spot with Lynch
Pepsi's 1963 tv drive includes te
spots in 14 prime-time programs on all thr

networks, plus 20 and 10-second versions to aid
bottlers in local scheduling. Radio i
frequency peak, with some 147 spots a week

i
(
e
netn
within o
] n ne
P
nt

( ir
[ sal i 1 \ il
bme the qualities of successtul .l
\ N a Ialiey

o ampm e their knowledge i 1the
clissioom.”

Jerry Lewis hits at
‘Mad. Ave. mediocrity’

Jerm retinrns
weehly o the coning sea
a two-howm Satindan
on ABCL has taken o swipe at the
advertising imdustry,

l.ewis, who

Linmn 1

s pert Tammy

now at it
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a recent interview on NBC Radio’s
Monitor that “Madison Avenue's
mediocrity has kept me out of tv.”
LExcept for some guest stints as
liost of NBC TV's Tonight show,
he hasn't appeared regularly on
tv for several scasons since the end
of his contract with NBC for a
series of specials.

Lewis said he “walked away
from the medium  several vears
ago because I didn’t like being
governed and dictated 0 by ma-
chines in grey flannel suits. This
time around, my show will not
talk down. It will be vruthful and
honest. 1 told the sponsor (Ed.
note: there are many; see below)
from the beginning, ‘Either play
my way or forget it.” I am going
to have complete autonomy.”

Iis reference to ‘“‘telling the
sponsor” would have involved his
talking with representatives of at
least the following advertisers set
for his program:

Virtually .every week—Liggete &
Myers, via J. Walter Thompson:
Brylcreem, Kenyon & Eckhardy
Armour & Co., Foote, Cone &
Belding: U. S Plywood, K&E:
Block  Drug, Sullivan, Stauffer,
Cohwell & Bayles, plus another onc
entering network v for the furst
time, and holding his name back.
In addition, flight (participations)
arc set by Dodge, via BBDO; Green
Giant, Leo Bumett; Star-Kist,
Burnett; Gulton, Compton: Pola-
roid, Doyle Dane Bernbach; Meure-
cal, K&E: Norwich Pharmaceuti
cal, DBenton & DBowles: Heiny,
Maxon, and 7-Up, JWT.

APPOINTMENTS: The Waldor(
\storia Hotel to Pritchard, Wood
.. Imperial 100" National, motel
chain, to Albert Frank-Guenther
Law . .. FTracey Cooling and Heat.
ing to Ball Associates . . . The Alli-
gator Co., 'The Assn. for Export
Development of Bordeaux Wines,
and the Inter-Professional Commit-
tee for The Wines of Cotes De Pro-
venee, to Jack Wyate Co. ... The
Commerce and Industrial Develop.
ment division of Missourt to Win-
ius-Brandon for its recreational ad-
vertising program Southern
State Bank of South Houston Pa-
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per Co., and the Alley Theatre
Fund-Raising Campaign o Good-
win, Damnenbaum, Littman &
Wingfield . . . First Federal Sav-
ings and Loan Assn. of New York
to Summit Advertising . . . Data.
Guide Publishing Corp. to Pritch-
ard, Wood National Rural
Llectric Cooperative Assn. to Mau-
rer, Fleisher, Zon & Associates for
the 1964 national campaign
American Bakeries 1o Christopher-
Gerard & Associates, Dewroit, for
public relations . . . Computer Sci-
cuces Corp. to Hal Stebbins
Greenwood Foods, division of the
Borden Co., to The Rumrill Co.

. The Wood Shovel and Tool
Co., Piqua, O. to Howard Swink
Advertising.

MERGER: Electric Autolite and
Mergenthaler Linotype Co., manu-
facturer of typesetting machinery
and products for the graphic arts
industry. The new company will
operate under the name of Flora
Corp., with Mergenthaler and Elec-
tric Autolite each functioning as
independent units of the merged
corporation.

NAME CHANGE: The Washing-
ton public relations and advertis-

“Dispense-eez” carton in tv test

Morrison Milling, via Jack T. Holmes & Assoc.,
Ft. Worth, is using tv in the Ft. Worth and
Dallas market area to aid test of “first”
dispenser carton for a flour product and
“first”" pre-measured inner packaging for a
corn meal product with a new convenience
carton, used for its Lil' Lulu Corn Meal Mix

ing firm ot Maurer, Fleisher & As-
sociates changed its name to Mau-
rer, Fleisher, Zon & Associates with
the clection of Henry Zon as vice
president.

DESIGN SCHOLARSHIP: Con-
tainer Corp. of America will honor
the designer who “has done the
most within the previous year to
advance the cause of outstand pack-
age design™ with a 52,500 scholar-
ship 1o the school of his choice and
an original piece of sculpture by
a prominent American artist com-
missioned specifically for this pro-
gram. A jury composed of leaders
from business, design, and design
education will select the indepen-
dent designer for the Walter
Paepcke Award. Deadline f[or en-
tries is mid-September and judging
will be 153 October.

FINANCIAL NOTE: In advance
of the official annual report which
will be released 29 July, General
Mills estimated net earnings for
the fiscal year which ended 31 May
will be approximately S1-,900,000,
about 177, higher than those of the
previous fiscal vear. Earnings per
share of common stock are esti-
mated ar $1.90 as compared with
S1.25 in 1961-62.  Sales. totaling
5521.000.000, were down $22.500.-
000 from those reported a year ago.
The reduction resulted almost en-
tirely from discontinuance of feed
sales, said the company.

NEW QUARTERS: Erwin Wasey,
Ruthraufl & Ryan, Philadelphia.
moved to 2 Penn Center from 3
Penn Center. The phone number.
LOcust 1-3551, remains unchanged

Solters. O'Rourke and Sabinson
are in new offices at 62 West 15th
Street. New York 36. Phone is ‘TN
7-8500 . . . The Stanley Advertis-
ing Agency is settled in new offices.
occupying two floors at 3 Last 12th
St Wilmington.

KUDOS: For the third consecutive
vear, The Travelers Insurance
Companies has won the “Best of
Show™ award presented by the In-
surance  Advertising  Conference.
for its Red Umbrella national and

SPONSOR/8 juLy 1963



local advertising campaign

\Members of the First Advertising
\gency Group cleced  Daniel .
of Cabell Ricls-
mond, s president, and  Walwer
Craigle, of Craigle & Paulsen, Chi-
cago, s vice president ... Bank of
chalked up 13
[our honoriable men.
tions in the 1963 allowestern adver

Roman Fanos,

America ntjor

awards and

tsing craft competition sponsored
by the Advectising Assne ol the
West. lis agewcy, San Frandisco-
based Johnson & Lewis, walked off
with 20 major awards plus several
honorable mentions. Best of Show
Medallion awitded 1o Con-
tadina of San Jowe (Cun-
ningham & Walsh, Sun Frandiseoy .

Wl
Foods

AROUND COMDMERCIALS:  (n
addition 1o their familiar assign
ments as the voices of Bert and
£ Havry Piel. Bob Elliott and Ray
Goulding, nd theiv production
company Goulding-Elliot-Greybar
have turned out new campaigns for
Allegheny  Airlines,  Underwood
Deviled flam, and Calso Water.
Thetr commercials for G. M, Guar-
Mamtenance and Millbrook
L Bread countinue into their fourth
veat,

ey

dian

MOVING: Herbert L. Brown (o
vice president, Amipex Internation-

sl—unufacturing  and  enginee-

i
ring,

t John F. Koloduy to account exec

' utive on Benrus Watch at Donahue
L Coe. Melvin S, Kanfwan, rvetun

ﬁ ng from military service, rejoius

 he agency as assistant account ex

‘ cutive on Benrus,

" Theodore Simpson, vice president
mnd associate cveative divector of
sardner Advertising, will be asso-
ted for the next vear with Gard
er's British alhliate. Butler & Gard-
er, Lud,

S Morton A, Graham to the Chicago

freadguarters office of Clinton F.

‘ '-'r:mk as art director.

[l
Ls

1

er¢

llen Grotio Graham to creative
aordinator of Herbert Baker Ad.
crtising.
L Jack J. Goodnran o director ol
esearch  and development  and
cears W, Ingraham 1o managing
L irector of Noxzema laternational.

de Schumacher, former president

f Ligget Rexall Drug. 10 execunr-

PONSO R/S J ULY l 9(’,3

June ready for airing throughout Ohio three days later. Telemobile (abov

thve vice president and divector of
Hasel Bishop.

J(‘l'r\ Conrad to account exeonting
ar Phavves-Massengale, Alanta, b
vision of Street & Fiumey,

Robert A, Tarris to senior ieount
executive i the new 1artford of-
fice of Conningham & Walsh, sen
wing the newly acqguived United
Airaaft Corp. account

Philip L. Rubinstein to vice press
dent of Pepsi-Col Metropolitan
Botding and manager of its New
York Citv bottdmg operation, suc
veeding Charles DeChavlerav wh
was appointed vice president in
charge of sales for Pepsi Cola Boul
g of Detvoit,

Milton j. Shapp o president and
chiel executive ofhcer of The Jer
rold Corp. William H. Obfe and
Muvtin L Smitzer. accounit super
visors, and Thwold G, Tillson, man
ager of the medin depantment. 1o
vice presidents of Leo Buvnett
Nicholas Gibson 1o Papert, hoent
Lois as tv conmuercial produce
Walter Daspit. Jro to manager of
business affairs for tvaadio produg
tion at Necdham, Louts & Broibs
Chicago.  He'lll contime also o as
managér of business atlairs of the
program dc]mrlnu‘nl.

Hal Dickens resigned Mo

2 location tv commercials produced in 60 hours
Ohio Bell Telephone and McCann-Marschalk's Cleveland office really had !
decided 1o publicize installation of Bell's communications system at site
Tournament as commercials within tourney coverage 29 June. Ads we

rush whe ]

f Cleveland Ope It
urriedly wntten ar
approved, bulk of filming done 24 June, footage developed overmight with editing finished at
3 p.m. 25 June, revisions and voice track made immediately, and prints delivered at noon

was among e

Cann-Enckson 1o join Grant \d

vertising, Chicago, . 1

and account supeirnvison

Martin - Apelman

warket reseinch JTor deal "Fos

Joe Ko Hhughes 10 executing

president of Grant \dvertising

Wilhiam F. Frants to the New Yok

ofhce of Foote, Cone ¢ Belding as

A acconnt exectrtive on the Gen

cral Foods sicconnt

Edward Nuosshawm 1

ment at Kudner

Baxter Finles

ieement stall .)[ [GYIYUS .kllill'\ Ml
d. 1 \ 1

avold L. Nadler

Reach, MoClinton, aetived 1 Juls

\nne Maiwn

Shulion

Budd I, White
Wermen X Se

Marvin Gavnor

N

RS RIISLY \. le D
I INTED

Tom Lasn

dler & Hennessen

( hester W, Pa \

N\
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Pre-tested campaigns near

hat  long-sought  advertising
milestone, the ])l‘e-lc.slc(l campaign
that regularly “shinnies up the flag-

pole,” iIs just over the computer

horizon—and it won't stop there,

says Mutual Broadcasting president
Robert F. Hurleigh in the radio
ietwork’s current newsletter.

“How many industries this will
cilect, is anyone's guess,” he says.
“If the computer can react 1o ad-
vertising, why not puckage design
as well? Or o a tv pilot, or milady’s
feclings about next year's styles?
And where do we go from there?”

Hurleigh bases his comments on
the reported development of Simul-
matics, a computer system  now
being nsed by auto manufacturers
to pre-test impacts of proposed ad-
vertising campaigns. Noting the
computer has been molded into a
“model brain” essentially represent-
iig a crosssectior of the entire
American population, he adds:

“Into this ‘brain’ has been fed
the buasic reading, listening, and
buying habits of us all. Once the
‘brain’ has assimilated its alter ego
it is then ready o react to any cam-
paign offered to it. And the reac-
sions are said 1o be terrifyingly
close to those of real flesh-and-blood
consumers like you and me.”

Discussing the machine’s  pre-
testing efficiency, Hurleigh stressed
thag “witder this new concept the
formula for (advertising) success
will be tonnage. The more cam-
paigns the advertiser tosses at the
composite monster, the more likely
lie is o find one that ‘shinnies up
the {lagpole.” The more dresses a
manufacturer models for our elec-
tronic counterpart, the more likely
he is to guarantee a line that will
be o winner.”

Feeling that Simulmatics’ success
will preclude the expensive media
pre-testing costs of new products,
Hurleiglr said it is anticipated that
adverusing-to-sales efficiency will re-
sult in a greater return per adver-
tising dollar,
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Frosting mix sweetens webs

Gen. Mills just beginning promo for new
Betty Crocker Toasted Coconut Frosting Mix
with tv commercials on already scheduled
CBS and NBC morning and afternoon spots, as
well as on GM’s nighttime buy. NBC’s “Empire”
Agency is Needham, Louis & Brorby, Chicago

Humble’s 1st web buy
is 26 specials on NBC

Humble Oil & Refining, long one
ol the top local tv news sponsors,
today disclosed its first venture into
ncetwork 1v—a series of 26 one-hour
news and special events documen-
tary programs mostly in color—to
begin 7 January on NBC. Agency
lor the buy was McCann-Erickson’s
ITouston ofhce.

The series, consisting of 13 new
programs mud 13 repeats ol out-
standing NBC documentaries, will
be identified as The Humble Re-
port, The Esso Report. or The
Enco Report in the company’s vari-
ous marketing areas. New programs
will be  presented on alternate
weeks, with nine of them to switch
with DuPont Show of the Week on

Sunday evenings, and the other
four 1o be aired Tuesday, 10-11
pon.

Among the new programs will be
Lou thizam's The Ganges and
Ovient Express—IVindow on East-
ern Euwrope; Chet Hagan's dmeri-

can Carnival; a documentary by
Robert Northshield on  privately
owned art collections, and David
Brinkley's Our Man on the Missis-
sippi.

During the Summer, Humble
will lollow up with weekly pro-
grams repeating top NBC  docu-
mentaries such as US. 21 Ameri-
can Profile: Shakespeave, Soul of an
age; The River Nile; The Chosen
Child, and Death of Stalin. The
time for these telecasts, to be sched-
uled on difterent days of the week,
0L vet set.

Arthur Simon, 60, dies

Services were held in New York
City last week for Arthur Simon,
€9, president of the philanthropic
Broadcasters Foundation, which he
helped faund, who died suddenly
from a heart aitlment while at his
desk at Radio-Television  Daily.
Simon joined the trade newspaper
in 1937 as a special representative,
was appointed its advertising man-
ager in May, 1951, and early this
vear ok on added duties as a vice
president.

A vanious times he also had been
an executive with \WPEN | Philadel-
phia, and WOV (now WADO)
and WLIB, both New York, and
had served as president of the Ney
York chapter of the Broadcast Pio-
neers. Simon currently was a mem-
ber of the board of directors of th
(LS. DBroadcasters Committee fo
the United Nuations, president o
the Forest Hills Tennis Assn., ane
a member of the Intl. Radio-Ty
Society and Variety Club Tent &
35, N.Y.

Checks greener at CBS

If you notice a certain spritlines
around 485 Madison Avenue it may
have something to do with a gener-
al pay hike which ook effect there
List week, in response to proposals
made by the network’s emplovee
management committee in June.

\pplicable for both radio and
tv personnel, the increases provide
a boost of S3 per week for salary
grade .\ personnel: $3.50 for grade
B, C.and D; St tlor E, F, and G.
and S1.50 for H and L. In addtion
emplovees expecting probationars
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maoicises willsull vecemve them, andd
a4 NEw IEVIL INEease progrant s
being put into eflec. OF particn
Lot nmerest this time of the e,
CBS will put it ofhce and executive
emplosces four weeks vacation after
20 vears of service, effecrive dining
the 1961 season.

3 webs' April billings
up 8.8% to $69 million

Gross time bitlings lor dhe three
1y newworks tocaled S68,013.57) in
\pril. up 8.8, from the combined
figure ol 363,330,106 in the saome
month of 1962, 1 he wotal for the
fst fony months of this vewr, 10
Hlmling figures 1evised as pf 25
L Junce, s S272E8886H, an mcreise
Eol 5.8, over the S237.918, 182
acked up by the three networks in
hc U llnu.u\ April petiod. Source
lor the henres is TVl LNABAR.

By day pares. biggest inerease wins
n davtime o for the st four
nonths, leapig 152, [rom 381},
130,033 vecorded in 62 10 393,191,
£ 75 this vear, Mondayv-Friday bill-
ngs accounted [or a jump of 11.9¢,

S7TL527,376 vy, S60GE5.678
vhile Sagurday-Stday gross time

INSOR S8 juLy 1963

was up b k
SEED23.550. Naghune e
A\prl was up 15 ins

s NETRLS0O 4

For Apnd, divinne nlhings were
up 2L heom SISO 357 10 829
189,592, with Monday Friday o
ame showimg a leap of 20.0° hom
SI5,071920 1o $I8.782.759,  and
S.unuln Simdiny up 23.01°0 hom
$3.570.137 1o S 106833, Nighinme
in April rose 23—~ 723970
> LOS 719,

Wonetwark, ABCS nllings ton
\pril inaeased 7.8 lrom 17,237
700 1 1962 o SERAHTO083 GBS
moved up 929 how N2 193,01
o 26111025, and NBC dimbed
9.2 Trom 821 899,207 1o s23,923,
163,

Pharmacraft bankrolis 3

Phavmacvalt Lalw™ best vl three
one-hour specials itis sponsoring in
one week on NBC TV will be a
repeat on 12 Nugust ol The Milton
Bevle Shoie in color, originally
aired on the network 9 March 1962
and staring Jack Benny, Laurence
Huarvey, Lena Horme and o Jams
Paige.

Phe other two are o orepeat on

MEMORIAL

STADIUM

Hazam heads ATAS unit

NEC'S Lon Hazam has beon

named  manonal dumman of

1l f 1ab Fuseun

I’ f A\ \

Jl hY Il W
momeeed  at L eenng

hosted Dy the \Waslungoon, 1) (

conunittee lor the project, when

plans were revealed tor linking
nsemn-hibranies modhuae ey and
New Y t

clltnral mstiunon an Doty Jocales

I n 16 ¢, |
[LRY4
: l
Haon Mchkarman I he \\.l\'llll):
W t T
1 | d 11,

JACKSON, MISSISSIPPI

"8 ‘F—‘m _ww‘w# e

WJTV ch12 Katz o WLBT 3 Hollmgbery

Serving 1,465,700 PEOPLE
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Ford offers key to align ad time

FCC commissioner Frederick V.
Ford, one-time chiel of that agen
¢y, has come out with a4 new pro-
posal to limit advertising and pre-
vent station abuses by “competi-
tion,” which he says should be
tried “‘before resorting to the ex-
tremes proposed of incorporating
the NAB Codes in our rules or
pursuing the opposite approach by
letting NADB keep its Codes, but by
law forcing all broadeasters to sub-
it to regulation by this private
association with a right of appeal
to. the commission.”

1fe said that in the revision ol
the FCC program form, he woukd
“require an annual estimate of the
total time the station involved is
on the air in the ensuing vear for
a typical week: the percentage of
that total ume which would be
devoted to program continuity in
each segment of the broadcast day.
I would retain the composite week
for the purpose of obtaining the
same information for the previous
vear.”

Ford added that although he
doesn’t consider either the typical
week or the composite weck ap-
propriate for progrim material on
i percentage basis, “T do consider

Telecasting from atop Pikes Peak

them appropriate for program-non-
program time purposes.” He said
he would make these figures pub-
lic and “let the market place regu-
late the linitation on advertising
and anv abuses of overcommercial-
ization.”

He feels that in this way the
competitive factors involved “would
soon level ofl the percentage of
advertising continuity, at a point
which the listeners, the sponsors,
and the broadcasters would find
reasonable. My principal reliunce,
therefore,” said Ford, “would be
first on competition, supplemented
by voluntary codes and oniy as a
last resort on additional laws or
reguliations.”

Ford made his proposal at a
recent session of the Wisconsin
Broadcasters Assn., during which
he noted that some 299 of v sta-
tions and 632, of radio stations
don't subscribe t the respective
NAB Codes.

Newspaper blackout big
bonus for Cleveland radio

\ post-mortem on the newspaper
strike which shook Cleveland for
some [our months shows the sales
situation for radio i that market

KRDO-TV, Colorado Springs, went atop Pikes Peak 4 July to cover effort by some 25 drivers to
race to top in high-powered cars, as one of series of ten remotes sponsored by Continental Oil
and local Conoco dealers. Filming preview atop peak are {I-r) stn. mgr. Jay Gardner; engr.
Jack Connelly; director Bob Fitzmorris; chief engr. Charles Upton, and engr. Bob Blauvelt
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1s anything but dead. “It would
have taken 20 years of continuous
presentations- by ali the stations
and all the vepresentatives in the
Cleveland area to sell radio adver-
tising to the extent that the strike
experience opened the eyes of local
advertisers in the Cleveland mar-
ket.” says KYW sales manager
Tom Tiernan.

Noting that it's situation is not
unique among stations in the city,
KYW reports that revenue in-
creases have been approximately
1107 each month since the end of
the strike and that it has been
operating in a near sold-out posi-
tion since January of this vear (the
strike suwretched from 31 Novembe
to 8 April). At the start of th
strike, 63 advertisers etther in
creased their radio budgets radical:
Iv or used KY\W for the first rime
Now, two months later, 33 of thes
65 are snll with the station, either
on a continuing basis or sporadi
cally. Of these 33, 22 had not bee
with KY\W prior to the strike.

STATIONS
MBA OPENS DOORS: Missour
Broadcasters Assn. now  has asse
ciate members, that 1s members il
allied fields to broadcasting. These
newcomers to the organization wil
he mvited to attend the fall con
vention of the Assn. to be held n
the state capitol, Jefferson City
during October.

CHANGING HANDS: WHEW
Riviera Beach-Palm Beach, sold «
Colee Enterprises by Robert Heck
sher, who also owns WMYR, Fi
Myers. Fla. Blackburn handted th
sale. Donn and [.ee Colee are wel
known as a hushband and wife mai
agement team and served until ¢
centh as vice  president-gener:
manager and general sales manag
er respectively  of WTTG-TV
Washington, D. C. ... KSMN, Mz
son City, Ta,, sold by Harry Camj
bell and Donald Blanchard to Hat
ward L. Talley, present owner ¢
WSMI, Litchfield, 1H., and KNG
IFti. Madison, la. Price of sak
brokered by Hamilton-Landis,
$170,000 . FCC approved t
sale of KLACG (AM & FM), Los Ai
geles, 1o Metromedia, for $4,500
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 tay at home and shave, says KRON-TV's “sailors”
® “del Lynn Borden with other gob-garbed beauties, invited San Franciscans to watc

W, Metromedia has adio out-
ts in five cinies and recently ac
ired s seventh v station
"'V, Los Angeles, for $10.300,-
20, Sale includes agrecment that
i¥fevious owner Hall Broadeasting
It not operate in other riadio st
ms within 50 miles of Los An
gles for ten vears.

LEDSIDE ELECTS BOARD: The
Frerans Hospital Radio and Tele-

pvion Guild, known in the enter-
tnment industry as the Bedside
sawork, named  Douglas Bark-

T8bst as president for the coming

W8, Others elected were: Richard

(#hser, Terry Ross, Richard Foor-
' and William €. Jackson, vice

Apsidents; Joan Meclser, secretary-
tusurer; Alex Kramer, chairman
othe exccutive committee.

MW O FORMAT: WRCYV, Phila-
Il d phia, switched its program cm-
o “isis from Big Band Sound, start-
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"Mr Roberts”
L\ KRON-TV recently, while at the same time passing out over 10.000 samples of Schick's new
¥ luble-edge Krona blades. Schick was entering the market with Krona via a promotion on KRON-TV

e low “avels
Sound,” an expanded music format
geared o the particutar time of

the danv: a revised morning wake

vedrs  ago, o

up sezment devoted ]n'ilulp:lll\ to
news, araflic veports, weather, and
ather mfornuational services: and
the addition of several new on-the.
air persomalities. Big Band won't
be abandoned, “but programed dis
criminateh . Rock-and-voll, vl
thm-and-bhies, western and coun
wy, and mostt jazz will be In

passed in favor ol qualitv. popula

nmusic
ACTRESS UPSTAGED: \fier
cight weeks of trial, Picdimont

Publishing Co. won a deasion in
the Los Angeles County Sup
Court against Many Pickford and
her hushand Charles Buddy Rog
ers who were petitioning for
larger pavment for their one-third

interest  in WSJSTV,  Winston

|
DOMINATES THE
‘ SAN FRANCISCO-0AKLAND

' NEGRO MARKET
| ‘

NECGRO PULSE OCT nOV 1962

|6 am-rznfs amrzn|12n 6 pm

THE ONLY NEGRO STATION
COVERING THE ENTIRE
BAY AREA NEGRO AUDIENCE.

NEGRO RADIO

KDJITA

| DOUBLE THE COMMERCIAL
VOLUME OF ANY LOCAL
NEGRO MEDIUM

REPRESENTED BY
BERNARD HOWARD CO.

A SONDERLING STATION

WDIA, Memphis . WOPA, Chicago

KFOX, Los Angeles




Salem. A\lter refusal of the Rogers’
to ttrn over their stock when Pied-
mont exercised its option 10 buy
m 1956, Piedmont filed suit to
compel specific performance. \lter
a decision m Piedmont’s favor, the
Rogers’ appealed and  Appellate
Court ordered that the case be re-
tried on the sole issue ol the good
will value of certain intangible
items. The latest ruling was that
all such ttems were covered by the
terms of the original agreement
between the parties.

SWITCH TO UHF: KERO-TV,
the NBC basic afliliate in Bakers-
field, after 10 years ol telecasting
on vhf ch. 10, has moved up the
uht band as part of FCC's request
to make the market all uhi. As of
1 July, station will broadcast on
uhl ch. 23 and, to nake the
changeover as smooth as possible,
will operate on both ¢h. 10 and 23
for two months.

NEW CALL LETTERS: KLIX-
TV, Twin Falls, ldaho, changed
its letters 1o KMVT, ellective 14
June.

FOR SALE

Slightly used TV TOWER.
Only 10 years old. One owner—
a Code Board Member (used
only 19 hours per day). 286 ft.
tall; 70 ft. antenna thrown in.
Priced for quick sale! As stand-
ing, come-and-get-it for
$7,777.77. Available August 1.
Reason for selling: New Tower
962 ft. above average lerrain
(740 ft. above ground) delivers
529,300 TV lomes. Greater
coverage in Wheeling/Steuben-
ville Market also for sale. For
used TV Tower or more TV
Hones, contact Exec VP Bob
Ferguson, WTRF-TV, Wheel-
ing 7, West Virginia.

)

PHUIDHI
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Gienn A. Christians

International Harvester has announced
the appointment of Christians as man-
ager of media advertising, a new posi-
tion. Christians came to International
Harvester from Clark Equipment, where
he had been advertising and sales pro-
motion manager since 195%. The com-
pany also appointed A. J. Norris Hill
manager of creative services.

Jay Grill

In addition to his present position as
general sales manager of KOGO-TV, San
Diego, he has been named station
manager. Grill, who has been associated
with KOGO since 1954, came to the sta-
tion from KGO-TV, San Francisco. Prior
to that, ne was a partner in Grill & Fen-
ton, a tv production company, and in
Byrne & Grill, an advertising agency.

Charles R. Kinney

Effective 8 July, Kinney becomes v.p. of
Peters, Griffin, Woodward, West Coast.
Transferring from the rep firm's New
York office, he will make his headquart-
ers in Los Angeles. A veteran of eight
years with the company, Kinney has been
a v.p. handling sales and administrative
assignments. He was formerly with radio
and tv stations in Ohio and Pennsylvania.

Robert H. Savage

An account supervisor at Ogilvy, Benson
& Mather, Savage has been elected a v.p.
Previously brand manager for P&G, he
joined the agency as account executive
in 1960. Also elected v.p. were account
and copy supervisor Carl Sautter, form-
er account copy group head at BBDO:
and account supervisor John Porter,
former account exec., Benton & Bowles.

Mickey R. Dubin

)

Dubin has resigned as v.p. for Souther-

land Associates to join Sarra as v.p. in
charge of sales and administration.
Previously, Dubin was senior v.p. and
a member of the board of Filmways,
from 1954 until 1962. Dubin is a member
of the bar of the State of Connecticut
and of the Dubin & Dubin law firm in
Hartford.
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DBIT: Hiogh hemdall Boice, 79,
aie of the pioneers in broadeast
wlvertising, died 1 Jul. Vice pres-
dent 1 change ol sales an \WONR,
wew Yotk lnoeight sears belore
Fais 1S retiement, Boiee had been
ive president ol Benton & Bowles
sl vice president in dharge of
ales for CBS. Tlis soun, Thagh K.
Roice, Jro. i viee president and
Lreneral manager ol WEMDP, Ml
r atthee,

AFETY REVISITED: I there
ere no tathe faalites recorded
it Dade Connty over the holiday
ceehend just past, Pepsi Cola, in
poperation with WIOD, Miami,
il award free Pepsi Cola 1o every
i, woman, and duld e the
sty Chances are Dade County
Il be treated 1o the refreshing
Lse. bast Labor Day, when local
ottlers and WIOD iniially made
it oller 1t resulted in the first
Hit weekend with no ratlic fa-
ilities and—100,000 free Pepsi's.

T0OVING: Sid Fruchter, formerly
Lation manager of WNCN (M),
few York, tooexceulive assistant
b ohe president ol Promotional
“rvices, Inc.

lum:s P, Jimirro 10 program di-
cotor of WDPBS, Phitadelphia.
ames W, Anderson to KMEXNSTV,
an Antonio as general sales man-
“er,

ames W, Frost (o assistant to the
wcentive vice president of Mere-
th Browdeasting, with headguar-
rsoal WOAW, Omaha,

harles H, Tower, administrative
we president since 1961, to execn-
ve vige president of Corinthian
watlcasting,

‘uce B Brewer, Jr. to promotion
aector of KUDL, Kansas City.
aanny Swernfeld 10 business man-
ver of WROCTV and radio, Wash-
on, D, C.

v Grill 1o station manager of
IGO-TY, San Dicego. in addition
! his present duties as general
‘es manager,

i Shannmon o program director
KING, Seanle,

mes F. Wilke to oparations man-
er of KING (FM), Scattle.
wrence T. Lavson to director of
berations for KSRF (F\M), Santa
Iica.
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Sasbury, membar ot

George L.

the pln(llulinu sall of WE T,

Flosence, S Co, moves uto the sia

tion’s sales deparnment

SYNDICATIONS
EXPANDING: LU 0N O
tions, prodacers ol v hlins and
commmercials, has acquned o 52

Mtodne-

mterest i Cine Universal L., in
ternational featme and v Wil das
iributing and producing inn with
ofhices in lokve, London, Paiis
and Bombave Cine Universal Lad
will operate as an independent divi
sion of VUL Prodacnions and
plans call for the company 1o ex
pand its distribntion acivinies into
Sonth America, Vb, and othe
meus in Furope,

SALES: GROUP W (Westing,
honse Broadaasting)  has ~old The
Steve Allen Show in pine more mae
Kets since Mo, at the rare ol one-a
week, raising total markets (o over
10 ... Desila Sales sold the hatf
howr sertes on Waorld Wi 11 called
Canada oa 1War 1o \WPINX (1'\)
New York.,

APPOINTMENTS: K\AKE, Wich
na,  WENF,  Binghanon,  and
WRVM, Rochester. 1o Robent L.
Williams . . WIHINL Providence,
R. L, 1o Mort Bassett & Co,

RKUDOS: Harry Smart, vice presi-
dent and sales manager of DLl
Television,  Chicago,  has  been
clected president of the Chicago
chapter of Station Representatives
Association for the vear 196301,
Robert Kalthoff, sales manager of
Avery-Knodel,  was  elected  viee
president of the chapter.  Jolin
Boden, accoumt exceantive of John
Blair, was clected searetiny, and
George Dnbinets, vice president
and sales manager of Robert Fast-
man, wias clected reasuren
George G Bingham,  president,
New Enghimd Spor Sates, was elect
ed president ol the New Fugland
Assie ol Radio and 1V Represen
tatives. Cinter S hnight. New
Enghimd manager of Tlarrington
Righter & Parsons, was elected viee
president: and Samo J. Grupis New
Engkmd munager, 11-R Represen
vatives, wias named secretans-ieas
urer,

WSLS-TV, Roanoke
sells Virginia's
NO. 1 TV Market

COTIL RKATZ Al NEY W
R s terrerwray

UNDUPLICATED

Wonderful ABCTV Coverage

Florida

of 23 counties

CENTRAL FLORIDA

commereinl

i l SPACE AGE

MARKET

Vision

POWERFUL

LS

ORLANDO - FLORIDA
Phone: Adam Young, Inc.



PROCTOR-SILEX

(Continued from page 33)

pany's distribution and sales bases.”

A\t ay rate, Weiss & Geller has,
decided 1o use the re-entry into
spot for experimenting with eve-
ning and nighttime tv. Six markets
have been selected for the test.
“This may be setting the ground-
work for a heavy nighttime enury
i the future,” Tendrich hints.
“We like to move into new arcas
gradually.”

I'he upcoming spot campaign
will be in two flights as it has been
in the past.  Commercials April
through June cover the gift period
for weddings, Mother’s Day, etc.
The fall campaign, Septemmber
through November, is for a pre-
Christmas push.

The commercials  themselves
show a marked deparcure from the
well-established image created by
cartoon characters “Mildred and
Albert.” These commercials, in use
since 1954, were animation plus
live-action on film. They were
Keyed to the plaintive cry of Albert
whose toast had burned: “\We need
a Proctor in the house!”

“The switch is generally [rom
comedy to quality,” according to
Lawrence Wisser, formerly creative
head at Weiss & Geller and now
agency president. “We still want
to have a combination of mmnuse-
ment and information, but we
want to use life-like characters and
really go about explaining what
the Proctor-Silex toaster or iron,
for example, have to offer.

“Also, Mildred and Albert have
been around for a long time and
iU's difhicult 0 introduce new and
improved appliances with old com-
mercial ideas,” Wisser contends.
“People think you’re advertising
the same products.”

The new commercial for toasters
feanmres a “patented heart,” an
automatic thermostat which meas-
ures the temperature of the hread
and toasts it to suit its user, wheth-
er the bread is inserted frosen or
heated. Only one other company
has this device, according to W&G
executives. Most use an automatic
timer.

A “built-ir maid” highlights the
commercial for irons. By the use
of film optical techmiques the maid
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is shown inside the iron, demon-
strating the irons’ salient features.

“Such comercials provide ex-
cellent demonstration for our prod-
ucts,” comments Wisser and Tend-
rich. For sucli movable products
as the toaster which pops up and
down, the iron which spravs and
steams, and  an  ironing  board
which goes up, down, rolls, and
even flips, demonsiration on tv is
a natural.

“We have always thought that
the best way to sell the products
was to go into each home and
demonstrate them to the house-
wives. Tv is the next best thing—
and much less expensive.”

It was in 1953 that Dr. Max
Geller, now chairman of &G,
traveled to Philadelphia to sell
Proctor (then Proctor Electric) on
tv advertising. He was 1o talk with
a man he'd never met before, \Wal-
ter Schwartz, Jr.

Proctor at that time was an es-
tablished industrial concern which
serviced small government con-
tracts, made non-consumer electri-
cal components and accessories,
and several consumer items.

Geller succeeded in convincing
Schwartz of tv's possibilities, and a
plan was drawn up to enter spot
tv in '51. New York was to be the
onc-market test which would prove
how well tv could boost the com-
pany sales.

The agency picked New York be-
cause the $50,000 budget was large
enough to permit a big-market test

and the campaign could be
watched closely.

Prior to the start, Proctor dis-
tribution was low—one department
store, Macy's, which sold about 30
ironing tables a week. T'here were
also about 100 dealers. After cight
weeks on tv. Macv's sales jumped
1o 100 iraning tables a week.

Philadelphia and Los Angeles
were added in the fall. In 1955
spot schedules were planned in five
more markets — Seattle, Denver,
Detroit, Columbus, and Syracuse.
By 1956 there were 19 markets and
by 1957 there were 56—the present
total. At this point the company
was wide-spread and ready for net
tv, which it entered in 1960.

Although tv rocketed business
the first few vears, recent growth

of Proctor-Silex has been erratic.
According to Merrill Lynch, com-
petition is rough. Proctor-Silex is
up against electrical giants General
Electric, Westinghouse and others
such as Sunbeam, Dominion, Uni-
versal, and Toastmaster.
“Advertising is not the only fac-
tor, of course,” says John E. Loog,
adverfising manager of Proctor-
Silex. “\We have to rely on market-
ing, research, and a number of
other things. But {or our money
we're sure that tv and the best ad-
vertising we can get are synony
mous. That's why we constantly’
put about 909, of our ad budget
in tv. The Queen rescarch resul
indicate we're right.” L 4

PROGRAM WITHIN A SPOT

(Continued from page 34)

chance of audience fatigue. and the
production money our client savec
has allowed a beefing up of ow
spot schedules.”

Golf Capsules is Video Varieties
third release using this principle
The producer-distributor started i
1961 with Weather Tots, weathe
programettes with babies as fO}‘e
casters. This was followed by Hin
Parade, a series of 12-second housc
hold hints acted out by a stodl
company in a style “midway be
tween Pete Smith and Mack Ser
neft.”” as the producer describes if

The golf series is Video Varieties
initial series applying their unusi
al concept specifically to the neec
of regional television advertisers. /
series of 12-second bowling tip:
uwow in production, has been of
tioned by Duquesne and two othe
vegional brewers for Septembe
launching. Later will come mini
turized program-within-spots dea
ing with hunting, lawn care an
fishing.

Says Tom Steiger, managing d
rector, Video Varieties:

“There’s always a market for
totally new idea, providing it sati
fies a genuine need and is well ex
cuted. Advertisers want progra
for impact and spots for saturatio
but few can afford both. We simp
provide a proved way for them
have the best advantages of bo
program sponsorship and spot f
quency.

SPONSOR/8 juLy |



“VIEWPOINT]

' THE DISTRIBUTOR: HIS ROLE IN MEDIA SELECTION

By PAUL G. GUMBINNER
vice president, divector tisradio
| Lawrenve C. Gumbinner ddvertis.
g, New York City
The distributon wholesaler,
food hroker, selling agent. vack job-
Cber o whatever-—has much goodd
and valuable knowledge about his
community, He knows its economic
st e can gauge the sales po-
tentials for a praduct by the peo.
ple’s habits, ikes and dislikes. Tle
is the pivowal figure in whipping
np retatler
operition.

enthustaste and  co-

. In view of this, should he not be
I|tlu.- one to decide what stations,
howrs, and progrians will bese el
his produce?

Our experieniee is that genevaliy
he distributor's devision is bused
m his personal tiste and it of
s Lonilv and friends. 105 subjec-
ne, and not an analvtical objec-
e study ol hus nmunker, loeal
hough it nmay be.

Let's look at the normal adver
sing agency's scheduling opera-
ion.  T'he advertiser and agency
onfer, argue. vestudy and at last
gree o an overall njedin plan
ales aned marker figures go through
e  computer—or  at least  the
vringer.  Station  coverages, audi-
nee statisties and availabilities arve
ompared in - depth. Finally, i
smphanty, decisions are wade.,
rhcdulc completed. orders issued
gl films or teanserviptions shipped
. Then, every once in awhile,
mes a wire or letter from the dis-
ibutor: “You picked wrong: our
mpaign shauld  be on
W
Consternation! I'he sales mana-
osays, “Make him happy—give
?im what he wants. Cancel the sta-
‘o and buy WWW."* The agency
edia buyer. fecling that he has
en made a whipping boy, has a
uble Smirnoff martini at lunch.
wes back to the agency and
ites a memo stating flatly that
e distributor wants WW1W bhe-

Station

OR/8 juLy 1963
J

cause: a) his brotherinclin wonks
for the station: by (s the anlv one
cannving wiestling, which i all he
aver watches; ) he's o prejudiced,
avtogant, stupid nran

Fhe media ditecaor takes  a
somewhat broader viewpomt. Ths
memo, touwr pages fong, reanahvzes
all the conclustons it led to the
original buv, and has addinonal
supporting evidence proving that
WWAW is the worst statton for the
product. I the wd manager voes
along  with the agenav, the sales
nanager has adisgrunted distibu
tor. 1T the sales numager prevails,
there not only is a dip i local sales
but an wthappy media group
will tackle its next schedule with
no enthusasm at all,

It isn't too dificult to avoid such
sttuations. One wan is 1o get the
distributor involved in advance
but teo control hiv involoement
Give him his choice — ol your
choice. sk for huis opinion of anly
thone alternatives which fit within
the overall picture of the compaign.
wiite lum, “Om
rescarcit shows that two of vour sta-
tions cae do w job {or vou. Station
\ offers merdumdising cooperation
to include Station B
enes us better outside coverage
Which do vou prefev? Can vou e
' omerchandising well? Can vou
get hwelp out of B tlur we cannot
or use its outside coverage for in
creased sales®”

Fovr imstance:

Now he nuust nuake a choice. 14
he does ave a brother-in-law with
Station B, he can’t swing the i
there unless the station throws in
lagnmiappe- dree goods—in the was
of merdhandising. Aad since i s
one of our acceptable stations,
that’s fine.

H your selection of stations s
narrowed to one. then obviously
vou cannot give the disunibutor o
choice.  But vou can preell him
and abtain his involvement.

At this stage gine himh every sta
tistic vou can: Mcetro coverage. sta

A column of comment
on broadcasting/advertising,
by industry observers

| L
Now

Lon  conerage Lienee
downs 1 wedk, B owedk
cumes, unduphcated and ol an
dicnees. aumbar of wonnen  aged
290, wnh hakles, nnmber of e

hauded anale golfers veh, qum

nles el Be naprossed
()l.-t. fUst oalee,  we o e njp
NI bk wall disieihatan

Despite all of o data and 1eason
g, he ansisted bl ahe schiedale
must be placed his wan [ he sta
ton he wanted was owned by an
muportant aetatl owler Tle had
promused the schedale, even pickad
the spots They were reallv had
mosthv e Kid ome, tor an adale
product [he company was
bind, tt chd ot want ro antagomse
the retailer. nor pur the distnibu
tor, ity valuable one, 1 an G
huariassing situdation

A vet we, as an agenoy, knew
that the advertising  clfeonnv oo
would be almos nil. We had 1o
take e stand and dd AW
told owr chient 1o let the distiibn
tor place the business and v it
billed divectly 1o the adveniiser 1o
mdaline om divoscament from
the buv, we relingnished oin com
nission. Crcaer integity b osab
mit  hath no agenoy than this' ¢

PAUL G. GUMBINMER

Jurned Lawience C. Gumho
nev (biother) agency aftes oy
airt an 1923, hecame
1932, He nouw heads
azeny'y hroadeast depn
ment, which does better

L of ageney billings ey
writlen pieces for The Ne
Yorker,

about
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SUPP-HOSE BUDGET HEAVY IN TV

A “big part” of the Supp-hose (Kayser-Roth) ad budget will go to spot

and network television this fall according to a company spokesman.
Spot campaign will consist of 20-second commercials to be placed in prime
time in 35 top markets across the country. Network spot tv will go inte
70 markets via NBC (Johnny Carson). The Men's Supp-hose sales volume
alone has increased 107 this spring over the comparative season a yea
ago. The product was introduced four years ago. Arnold M. Raphael
Kayser-Roth v.p., stated that the ad program is creating a new market fo
nien’s hosiery deparumnents throughout the country. Fall program will alse
include magazine schedules for the first time. Agency is Daniel & Charle
(New York).

100% Whitman budget to r-tv

Whitnman's Chocolate has alloted its entire ad budget to radio anc
television. First broadceast campaign of sweet spots started last week o
360 stations of the ABC Radio Network, and employs 18 spots a weel
(nine 60-seconds, and nine 30-seconds) for 35 weeks. An additional sched
ule of national spot includes six markets, using mostly 30-second spots. t
run for 21 weeks. The network tv spot program will go into high gear It
days prior to holidays such as Christmas, Mother's Day. and Valentine’
Day, when 60-second announcements will be included on such shows a
ABCTN'S Wagou Train and 77 Sunset Stvip, and NBC-TV's Saturda
Night at the Movies. Agency is N, W. Ayer (Philadelphia),

Tv to support new Schick products

Schick Inc. will introduce {four new products at the National Houst
wiares Association show in Chicago 13 July—a hair dryer, an electric tootl
brush, men’s toiletries, and an electric shaver for men. The “major parnt
of the multi-million dollar ad budget for the new products will go int
spot and network v, but as vet it is not certain when the campaig
probably of minute spots, will start. Once underway, it will follow distr
bution of the products into leading markets. Ad campaign will also incluc
print support. Agencey is Norman, Craig & Kummel (New York).

Canned salmon in the r-tv swim

The New England Fish Co,, largest North American producer of canng
sihmon, is Liunching the biggest ad campaign in the history of the salme
indnstry  this month. Tv campaign breaks 11 July in a dozen maje
markets. Campaign also will utilize radio, and will employ print suppoi
\geney is Gever, Morey, Ballaidd (New York) .

TV BUYING ACTIVITY

o Johnson & Johnson's Tek Hu~hes' Denture Cleanser and Denture A
hesive is going into Los Angeles. San Francisco, Milwaukee, San Diego. @
Chicago for a four-week campaign of [ringe minutes starting 19 \ugw
This is the first wave of a program that will total 13 weeks. Gen Hurl
at Young & Rubicam (New York) buys for the acconnt.

« General Foods Post Toasties campaign ol prime LD.s will start 15 Ju
for a three-week run in some markets, and a four-week drive in othe
The schedule is being placed in over H00 markets, and although it will
almost national in scope, some vegions will be omitted. Bill Brady
Yenton & Bowles (New Yark) is the buver.
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Para ¢i maximo resuitado en los mer-
cados de hhabia espaioia, compre
tiempo en Sombrero Radie. Los
grandes annneiautes ¥ ias grandes
ngenceias de publicidad no pueden nsar
medios de segunda categoria. Para ob-
tener represceutacion respetabie en
toda fase de radio en espaiiol ¥y sus
respectivos mereados, consulee con
confianza v sin obllgaclon ningnna o
Richard O°Counell ;y adios problemas?

SOMBRERO RADIO KCOR, San Antonio XELO ‘El Paso

/_\

KUNO Corpus Christi

Every fletd has one standard of lead-
ership, one standard of quality per-
formance: In Spanish, it°s Sombrere
Radio. Leading advertisers and agen-
cies ean’t setdle for second best. For
reputabic representation in every

phase of Spanish radle and marketing.

consunit with confldence. Consuit

Richard O°Conneil and you'ii never
settie for leas. Yon won'¢t have to!

XEK Laredo KGBT Harlingen KXEW/Tucson represented by:

RICHARD O'CONNELL INC. 845 West End Ave., New York 25 212 M0 3:.3180.0ther principal cifies.in association with Pearson Nat. Representatives
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Specialized national market
served by broadcasters
Increases importance for

| leading advertisers

By Richard Pickens
mmketing specialist. BRDO

M e s =

-

e B g

SOR/8 jurv 1963

6 u 1 n :,'\ ciy g Tt istsis of mil
llnlll\ | Cl « )

Spattsh hieritage lm dovaticty of teasons, mostly soci
ogical. They are not “Se, st senor”™ caricatuee 1 h
don’t exist on tortllas and beans, wor da they aon
n the shade ol cactus pl t ]
o do they all live on welfare .
No one e kK i St
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nnia, \ri New M 1 Col 1o w S|
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On the other ha
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ture, since they have become
“Americanized.”

In this arucle, we are dealing
with  the Spanish-speaking and
Spanish-oriented Americans who
don’t show up in the ofttimes phan-
tasmagorical number games used to
delineate the various segments of
the market.

The largest concentrations of the
Spanish-speaking population are
Southwest Texas, Southern Cali-
fornia, New Mexico, Arizona, New
York City and Florida. In the
Southwest, the culture is Mexican;
in Florida, predominantly in Tam-
pa and Miami, it is Cuban; in New
York and surrounding areas it is
Puerto Rican. Spanish Amnericans
do not generally assimilate for two
very basic reasons: North American
color prejudice and an inherited
preference for a Latin rather than
an Anglo way of life.

Tradition of tenturies

Mexican Americans live in areuas
where the Spanish language has
been spoken for more than 400
years; 456% of the El Paso, Texas,
total population of 276,000 is Span-
ish speaking, according to the 1960
U.S. Census. Some private sources
place the number of Mexicans
alone at 202,000. The Mexican
government estimates the total
population of Juarez—just across
the border—io bhe 300,000, and
15,000 commute daily to jobs in the
El Paso area.

El Paso couldn’t exist without
Mexican trade. El Puso supermar-
kets depend on Mexican consum-
ers, who constitute 509, to 809, of
the business. Muliiply El Paso by
any number of Rio Grande Valley

communities, and then add on
cities in Arizona. New Mexico,
and Southern California which

have predominantly Spanish-speak-
ing populations, and you will have
some idea of the market’s size.

In New York, now the largest bi-
lingual city in the world, the pic-
ture changes. The U1.S. Depart-
ment of Immigration has estimnated
that there are 1,005,000 Spanish-
speaking people in the New York
metropolitan area, the overwhelm-
ing majority Puerto Rican. Due to
a lopsided economy and a very high
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birthrate (families average 4-5 men-
hers), Puerto Rico cannot accom-
modate all of its inhabitants. Al-
though Puerto Ricans are Ameri-
can citizens, they consider them-
selves primarily Puerto Ricans, due
to a rather foggy “‘commonwealth”
economic and political philosophy
promulgated by the insular govern-
inent and \Washington, and intense
devotion totheir island, reflected in
the 300-0dd social and civic organ-
izations and “home town” clubs in
the New York meiropolitan area.
The ebb and flow of Puerto Rican
migration to the mainland depends
on American €conomic cycles, to a
large extent.

Florida

Although Miami and Tanpa
(Ybor City) have always had sizable
Spanish-speaking communities, it
was not until the Castro take-over
when thousands of Cubans were
forced to flee 1o Florida, that atten-
tion was focused on the economic
potential of this market.

The Inter-American Affairs Com-
mission of Miami estinates that
there are now 254.000 Latin-Amer-
icans residing in Dade County, the
overwhelming majority of whom
are either Cuban nationals or are
of Cuban descent.

Various attempts are being made
to re-settle the refugees in other
paris of the country; they are caus-
ing a labor squeeze. since they will
work for less money than Ameri-
cans, a fact which has caused quite
a bit of resentment against them,
especially among low-salaried Ne-
gro service workers, many of whom
have lost their jobs to Cubans.
Since they tend to feel that the
overthrow of the Castro regime is
imminent, most Cuban refugees do
not want to leave Florida.

Reaching the Market

“Recuerdos de Puerto Rico” and
“Mexico Canta” mean absolutely
nothing to English-speaking Ameri-
cans, but hit home with the mil-
lions of Spanish-American radio
listeners and TV viewers who live
in New York, Chicago, San An-
tonio, Los Angeles, San Francisco
and hundreds of other cities and

towns United
States.

Radio is, by far, the strongest
medium. Some 200 doinestic radio
stations program either full time or
part time in Spanish. |

The types of inusic which appeal
to the strong traditional tastes of
Latins cannot be heard on general
appeal stations. The rock ‘n’ roll
junk ground out by many Euglish
language stations holds little appeal
for Latins, who take their music
seriously.

The Southwestern stations, whick
cater primarily to rural audiences
devote the bulk of their programn
ing to Mexican country and cow
bov music. Mexican music i
steeped in tradition, and is un
changing in style. /

Not long ago, while touring the
border towns, I observed the ac
tions of a non-Spanish-speaking ex
ecutive from a prominent agency
who was taking a “look-see” at
Mexican-American  market.  Hu
visited several supermarkets, anc
interrogated Mexican housewive
on their brand preferences—in im
peccable English. All he got for hi
trouble was a lot of quizzical stares
I later learned that, feeling some
what rebuffed, he had decided tha
the market didn't exist, basing hi
opinion on the peculiar America:
notion that evervbody but even
body speaks English.

Some national advertisers wh
have a sincere interest in goin
after the Mexican-American marke
are scared off by the sloppy opera
ing procedures of many broadcas
ers, particularly on the Mexica
side of the border. Conditions hay
improved in recent years, but cal
tion still must be exercised in s
lecting stations. Though the Sout!
west is the largest market nume
cally speaking, New York City h:
been the most successfully deve
oped market, due to the all-out €
forts of astute station owners to
cure community and advertiser su
port via solid public relations ca
paigns and merchandising pr
grams.

Unlike the Southwestern statio
which all have basically the san
format, each New York outlet h
a distinctive programing phile

throughout the
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ophy, which mmsures maxunnmn cov
erage ol the market tor advertisers
who have big enough budgen o
buy tiue on all five stations. One
station  features soap operas and
typical  Puerto Rican counn
music; another relies heavily on re
corded Latin dance music and live-
Iy andicnce partic ipation programs,
induding o weekly dance contest
sponsored by soft drink firm
which pulls i average tnnout of
1200 people, mosthy teenagers and
voung adults,

Television

At present theve are seven all

spanish  tv stations  serving  the

Mexican American Mmket: five on
he Mexican side of the border, apd
me cach in San \ntonio and in Los
\ngeles. I addition, several sta-
ons i California, New Yok and
Miami carny Spanish shows on a
uirt-time . basis. - The  programs
hough not quite up to Amercan
rtistic standards. are hased on wried
nd true formulie carried over
rom !atin radio: highly emotional
oup operas, traditional music, slap-
tick  comedv  and  plav-by-play
borts cvents, including  basebatl,

2 ai-alai and bullfhghts. The horder

Lations also Gury American ©v pro-
rams dubbed into Spanish.
Spanish television is gradually

L hming into its own in the Unitegl

tates. and offers an excellent op-

L orwunity o reach a highly appre-

lative audience at a comparativeh
5\\' COML.

( Selling the Market

If you really want ta sell a prod-
1 to a Crystal Ciry, Tex., Mexi-
n. a Phifadelphia Puerto Rican,
a Tampa, Fla. Cuban. throw
hay vour tonvist-ty pe notions, and
arn something about “la musica
ncheria.” “la plena™ and el mon.
no." the folk music of Mexico.
1erto Rico and Cuba.
When vou take off o a vacation
1 business trip 1o Latin America,
tid turm on the radio or v set in
tur hotel and find out that vou
tn’t understand what's going on.
tuember that “back hoeme™ there
f& several million Spanish-speak-
12 people who don’t undersiand
Sur “general market” v and radio

UNSOR/8 juLy 1963
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programs, cithes

Some American conipanes that
are njost actnne 1n advertisimg then
products in Latin \merica, bliss
fully ignore the Spanish A\
m New York, Caldorn, | esae
Mizona, New  Mexico and Col
rado, Liboring under the llusion
that then general media covernage
in these states is sulboient. s
makes as much sense as uvny
reach  the thousands ol Nortl
Amiericans an Puerto Rwo and
Mexico Citv, via the “gencral
peal™ Spanish radio and v stations

To sell Spanish vou have o think
Spanish. Untortunaiely some non
Spanishspeaking ieps have only the

I PLAY BALL FANATICOS !

wi3) @ NCOLO

ESCUCKE LOS
JUEGOS DE LDS

METS

CADA DOMINGO

EXTRA DRY

Fogeor Leot

L RN RS

JUGADA POR
JUGADA....
MIGUEL ANGEL TORRES

COMENTARIOS..........
WILLIAM YALENTIN RICO

(84
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Major Spanish Language Broadcasters

(More than 2539, of schedule)

I/ ¥

Hours Weekly

4]

By Program Tybe—Hours Weekly

it

*

Call of Spanish %% of Soap
State City Letters Broadcasts Schedule News Operas Sports Music Other
ARIZONA Nogales XEHF 126 100 V/ 20 312 90 5Y%2
Phoenix KIFN 102 100 R 3 0 70 214
Tucson KEVT 991, 100 6 2 1 85 55
Tucson KXEW 991> 100 i 2 1 89Y2 0
CALIFORNIA Calexico/Mexicali XED 154 90 3% 0 1% 14834 0
Fresno KXEX 98 100 13 0 3 82 0
Fresno KGST 96% 89 4V 6 1V 79% 5Va
Gilroy KPER 32 33 1 1% 0 29V 0
Los Angeles KWKW 165 100 21 3 3 135 3
Los Angeles KALI 1502 90 6 12 3 130 10
Redlands KCAL 98 95 4 0 4 8912
San Diego XEXX 126 100 13v2 0 4 106 2
San Diego/Tiajuana XEGM 111 100 6 0 0 105 0
San Jose/San Francisco KLOK 72 60 5 8 1% 50%, i
San Mateo/San Francisco  KOFY 88 90 10%2 1 2 7212 2
COLORADO Denver KFSC 82Va 95 3 0 % 73 5%
Pueblo/Colorado Springs  KAPI 98 100 21, 2%2 Y 92v> 0
DISTRICT OF Washington WFAN 1121~ 100 1012 0 2 80 20
COLUMBIA (FM)
FLORIDA Miami WMIE 108 60 30 0 0 70 8
Miami WFAB 132** 98 20%2 0 1Y 110 0
Miami wSoL 31 35 215 21 1% 20 4%,
Tampa/St. Petersburg WMET 914 100 49 1% 1% 26 13%2
NEW MEXICO Albuquerque KABQ 126 100 10 0 134 114Y, 0
Albuquerque KLOSt 9812 60 0 0 0 9814 0
Roswell KRDD 91 100 7 0 o 77 7
NEW YORK New York WADO 68 42 2 0 15 62 3%
New York WBNX 11915 90 18 3 1 97
New York WHOM 120 85 91, 20 1t 80 9%
PENNSYLVANIA Philadelphia WTEL 40 35 312 0 12 35 0
TEXAS Brownsville/ Matamoros XEMT 112 100 4 6 31> 9815 0
Brownsville/Matamoros XEO 126 100 14 14 6 85 7
Corpus Christi KUNO 124 100 11 2Y> r) 101Y2 6
Corpus Christi KCCT 96 78 8 7 2 75 4
Eagle Pass KEPS 21 25 1 0 3 14 3
Eagle Pass XEMU 94Y> 100 7 0 h 87% 0
El Paso XELO 112 90 9 49 32 50 0
El Paso XEJ 126 100 7 10 134 85%  21%
Harlingen KGBT 431, 45 6 0 1 34 2¥
Houston KLVL 102 81 7 0 * 903, 4%
Laredo XEAS 102 100 i 0 0 95 0
Laredo XEBK 111 100 31 0 1 106~ 0
Laredo XEGNK 93 100 7 0 0 85 0
Nuevo Laredo XEK 102 100 7 0 0 95 0
Raymondville KSOX 27 28 3% 0 0 214 3
San Antonio KUBO 971> 87 6 0 ity 80 11¥
San Antonio KUKA 91 98 6 0 3 70 2
San Antonio KCOR 112 90 16 12 2 82 0
Reynosa/McAllen XERI 84 100 2 6 2 74 0
Reynosa/McAlien XEOR 126 100 14 14 6 85 7
“Total docs not Include hascball games carriod six months of year. °°2% hre. dally beginninz 1 September. tWeckend broadeast of major league basebsll.
I'rogramed hasleally and primarily for the Spanishi market, which 1s bil-lingual.
o Lt i - s -
60 SPONSOR/8 juLy 196
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i Nunca Muy Fuerte, Nunca Muy Suave
Siempre Al Punto!

AHORA EN_
Merchandising aid Local commendation
Pomtol prrdhase dinplas poosvuded by Congtatnlitions I

stations 1o s(otes s npical ol anany
promotion assists gisen by Spansh lan
vinee oadostens o aid 1t scllimge

Client pesos fill Spanish sembero

Impressive lists of national advertisers buy Spanish language radio broadcasts
aided by extensive promotion and merchandising services provided by stations

spent this year by national anwd
regional advertisers 1o sell products
to Spanish-speaking  Americans
through the medinm of radio. .\n
even greater sum, it is believed, will
be spent by local advertisers for
Spanish ridio  advertising.  The
smonnt ol adsvertising is growing.
Already the list of advertisers us
ing the medinm v impressive. It
includes, in addition o companuies
long identified with radio. mam
mnues  not  generally  sponsoring
regnlar radio programing. Procter
& Gamble, lLever Bros. Colgate
Palmolive, Borden, R. |. Reyvnolids.,

An estimated N7.5 million will be

IRlncin;.znhl. Quaker Oats, Burgen

meister. Pepni-Cola, General Mills,
National  Biscuit, General Foods,
are a few of the names which cm
be heard on Spaunish tadio alimost
any day.

Yet, at the same time, the prod-
nets being advertised e not spe-
inlized for the Spanish market, un
ess we comider o rare exception
sich as Mosa Hharina or Fa P,

A number of companies sucl as
arnation, General Mills, and
Juaker Ouats, hive invested thou-
ands of dollars to study the bu.
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SINTONICE SU RADIO EN

AA PRIMERA o ESPANOL !

n- BIPW AT Y ANA OS] S WMol DRED SX [ o YOLNEE O I TV, T, T.I’{"u\

One for the road
I “l] je ). Juds »

(N '

Going to the fair
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On parade

Promotion takes many forms inclutling
a float with a Spanish theme as illu
strated above for KALIL Los Angeles

11U AT LM

Reaching to public

A corner display for an advertiser in
a supermarket provides WM IL, Mimmni
with an opportunity to gain exposure

e e T

WHO ARE THE REPS?

Three station representative firms carry the burden of deal-
ing with advertisers and agencies for the majority of radio
stations with the bulk of their programing in Spanish. All
have headquarters in New York. Tele-Radio & TV Sales han-
dles the Spanish Key Market Group and is headed by Warren
Shuman. The Sombrero Network is headed by executive
Third firm is National Time
Sales which represents the National Spanish Language Net-
work. Arthur Gordon is vice president and general manager.

director Richard O’Connell.

I M R

Advertising on wheels

Not only delivering a plug for its sta-
tion, but working in an advertiser
credit, as well, WAMET, Miaun uses bus
advertising.  The language is Spanish

L SRR -

Una IOAII‘

RADIO RELOJ

j WMETIE

02

e e e e e R T

T
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Golden Gate masquerade

Masquerade parties staged by KOFY,
San Fraucisco-Oakland gets the adver-
tiser message across by one couple
dressed in Langendorf bread wrappers

of Latin Americans depend on 1

ing and living habits of the market.
Belden Associates, Pulse, Burgoyne
Index, Inc. and Far West Surveys
are a few of the research firms
which have tackled the problem.

Advertisers have found an advan
tage in reaching these variouw
groups in their native tongue. Un
like other immigrants, who left
lands quite distant, Spanish Ameri
cans have close ties to their home
lands. Mexican Americans, man
of whom still have families in Mex
ico, are separated only by an invisi
ble boundary, and retain Mexica
customs and habits.

A recent religious-interest stud
conducted by KGBT, Harlinges
vividly points up this closeness: a
the Latin Americans in the Ri
Grande Valley, 70% pray in Spar
ish, 159 pray in both language:
1597, pray in English, the statio:
says. Of those who are fourth ger
eration Americans, 699, pray i
Spanish, 119, pray in both Ia
guages. “The language an indivic
ual prays in has to be the languag
he comprehends best.” the statio
comments practically.

A Pulse study for WHOM. Ne
York draws a similar analogy. Asl
ing the question “IWheu you see ¢
hear any advertising, which he
more menaing to you—English ¢
Spanish?”, the study found 744
preferred Spanish, 13.297 Englis'
and 1247 reported no difference

KCOR, San Antonio puts it a
other way. “In San Antonio, 33¢
of the people speak and think Spa
ish.”

Another survey by Internation
\Market Analysis, reported |
KWKW, Los Angeles, shows 95

dio for their entertainment ar
needs, 31% read no newspapt
39°% do not read magazines, ai
139, listen only to Spanish radi
Similar studies by other statio
come up with comparable figur

With this closeness to langua
and customs, Spanish radio statio
might easily capitalize on the m:
ket with regular sales tools of rad
But as a group, be it Texas or Nt
York, Spanish language broadea
ers are among the most aggress
in providing excellent and help
marketing and merchandising st
port for their sponsors.

SPONSOR/8 juLy I



\ 1here are ol comna thon il of

OTHER SPANISH LANGUAGE STATIONS * dillerent porats whh could b

made about Spandy tadio il

II (l,,‘x,( than '_’.;'70 u/ .\‘l'hl‘l’llll') mechience Fach and oo 1y sation
| Calt Weekly covenng the marker has prep aed
Stale Cuy Letters  Hours Programeng docnmented eporis on the sgainh

l KRIZONA ..........Yuma LKVOY . 6. .. Music teffane ol ilggrman ez omal, maal
Yuma ... weerere KBLU i B.rvrvr Music power o Spanish tadio to il the

andience Tor s mple

CALIFORNIA . _ Apple Valley KAVR 5 Music G I e .

Bahersfield ... KGEE  ...15%.. Music, News
Dinuba ....... KRDU 13 _...Variety I AT il fb i
Hanford . KNGS . .10 ....Music, News hane the Lowsalle menopohtan
Hollister .. KGHT . .4 ....\Various Attt the pupnbition s voune,
King City Y¥RAC . 7'z Music with 700 ol all famihies T wdal by
Los Angeles KHOF 1 .Music, Religious men nder 50 (the poncrally 1o
Marysville ¥UBA 8 Various garded heavier baving sogment of
Merced ... O (1N 12 . . Music the population) . And R ALT ackds
Merced .. .. Xwip 8. Music, News

the average age ob the | A banin 1
Salinas ... e KDON 4 .Music -y R

getting lower,

San Fernando ... KVEM . .25 Music _—

Santa Barbara ... ..KIST ... 12Va....... Music Phe significance of Spansh Lan
Stockton 14.........Music. News giage is abso pointed one by KABQ,
Visalia ... ... ..10%.......Music, News, Soap Operas Albugnergque. “fna state where

. = ~ the anthorities recognize the impo
Creeley e KYOU L 6%.......Music, Religious < mpor

Trinidad KCRT 8% .. Music rance ob Spanish by msisting that
S il all school chikdien be taught Span

ish in grade school, and thae il
Music, News nujor legal docnments be hilingual,
. Music. News KABQ fMlfills an ontstanding pub
tic and marketing Hmcnion.”
Another survey adds an cconom

L Waterbury ... Music

LMiami L

Burley .

. CRICAEO ..o Music, News. Sports

.Kansas City ...oovovennee. Music feondtes "GO wilitve Jnsniern
....Bay City ... . ....Music wcan families in the Los \ngeles
Vineland ... . oeoneniron. ...Music area own their own honse or apart

.7 ....Belen ., T T MUSiC. NCWS l"an" .’] IlC (("“P.Irlll).l(‘ !‘.ﬂ“rf‘ [‘"
Clayton ... ..o o KLMX e Ve Religious Anglos in the nuarket is 66.6¢ 7

Roswell . . . Music For the most pare, Spanish racho
Tags o o Music, Varety stations  are concentrated  in the
Truth or ccnsequences._“ Music Sonthwest and Far Wesr. Pwo ot
of three stations are in this area
Of the stations in the arca, . num
ber are located in Mexico on the
border. though their advertising m
terest is clearls in both Mexico ind
the United States, o facr, the ad

v Music, News

..Jamestown Music
Newburgh ... oo St T Variety for immigrant orientation
Niagara Falls ................. & vt 12 oS Sports, Music, News

...New Orleans ... . ...

LGFremont e e Music

Marion .o ....Spanish lessons vertising roster of ghese Mesican
...Lancaster . Religious, News stations, closels resembles the Unit
_Alpine ... Music ed States stations,

Brownsville ... e — .Music, News, Sports But wherever they are located, be

laredo ... .o KVOZ . 10 Music, News it in California, Tesas, Mesieo

Morton ... . g .o Music New Mevico, Colorado, New Yorl

Pecos ........... v 12 Music, News Florida or Wasdungton, Spamish

f;gk;\:gelu ﬂ:?:z A s language stations have a distindt

el el S ' g character all their own From tlie

EtolR e e 0TS M Nes (i3 A TUF v epgg e A .

Weslaco ..o, .Music. News, Agriculture might see liude ditference berwe

= ; Spanish Lingnage stations i
...... (Sl:;r:;); 11/10..:1eu:isé Music . 51 broadtemcns  Sacten e
Sunnyside ... o Music L e B el i L L L

SOAP Operds, L b pronanent on

- Music the schedules.

But in realus. there s a great
Please tova to page 72)

.....Torrington

O0R/S jury 19638 6t




Selling the SPANISI

1380 Kc.
5000 warrs.
]
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Source: Spanish Pulse
Oct., Nov., 1962
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0,000 AMERICANS WHO HAVE SPENT TIME IN LATIN AMERICA

K“d WITTIG, UBC Sales Inc., 420 Madison Ave., PL 5-9145 + C. CARROLL KIN, Gen. Mgr, WBNX, 560 Fift
| |
||'N GORDON, Gen. Mgr., WFAB, 1034 Biscayne Blvd., 373.8366

JOWRREN DANIELS, UBC Sales Inc., 410 N. Michigan Ave., 467-16:

Tﬁ;‘-YTON J. COSSE, Dora Cloyton Agency, 502 Mortgage Guarantee Bldg., JA 5.784
1




EW AIL SPANISH T.V.

Sponsors look at

Spanish stations in U. S.

panish tv in the United States is
S beginning to take root. An-
nouncements of new stations, new
licenses, and new applications in
recent moriths have raised an olé
from many a Spanish-speaking tv
viewer.

Sponsor v interest in the Span-
ish market has been growing with
the February 1962 changeover of
KWEX-TV (channel 11) in San
Antonio, and in September the sec-
ond station in this counury, KMEX-
TV (channel 34) in Los Angeles.

These two U.S. stations, in addi-
tion to five other border stations,
all broadcast completely in Spanish.
The two in the U.S. are ubf and the
five localed south of the Mexicin
boarder arc vhf. The vhf stations
reach a substantial number of Span.-
ish-speaking people on both sides
of the border.

The Spanish Intermational Net-
work represents the two US. sta-
tions and the five border siations.

Advertising revenue coming into
the U1.S. stations is relatively low
compared o vhi sutions jn the area

66

—about  $15-20,000 per sponsor.
Many advertisers are still probing
the market, SIN executives feel. By
next year an average of between
$75-100,000 is expected from most
national advertisers, spread over
all seven stations.

T

Armour

Armstrong Rubber Co.
Carnation

Eoc;(lzlé
@%-Pélmolive

Continental Béking
J. A. Folger ] ]
General Electric
Gerber's Baby Foods
Hamm's Beer

Bullfights Boxing pExox

Spanish televisio

and on border are doing well. More stations are due

L e e R R R

National advertisers which sponsor
programs on Spanish tv

There are licenses out to group
in Chicago and New Brunswick
New ]Jersey, which plan to devot
part of their time to Spanish broac
casting. Telecasts in these tw:
areas are expected to commenc
next year.

o T e

Italian Swiss Colony

Lever Bros.

Libby McNeal & Libby
Motorola -
I.mvbera Co.
Pﬁre?si-Cola

Norwich Pharmaceutical
RCA '
EoyeTlCW Cola
Schick

SPONSOR /8 jirLy G0
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Abo, lonr apphications have been
l hled for chanmel 37 in Paterson,
L New  Jersey —all ol which request
; pennission to broadaast Spaitish,
One ol the applicns s from the
SIN goup.

For ns progranting Spanish st
tions diaw heavily on Felesistens
Mesicano, which makes about (0
B uew programs availuble cuaclt week
B —all on tape. Felesistema

o,

Wil
Hf«mucd by Spanish v poneer Don

Emihio  \rcanaga,

L Fach netwark station broadcases

4 vaniety of programs. ‘1'he KMEX
WY schedule is tvpical. noaseven
Filay week the station hrondaasts al-
Smost 0O hours—10 howrs of live
public service, I8 musical variety
shows, four daily dramatic serials,
ultural programs from the Teauwro
le Belles Arvies, and nightly sports
specials on boxing, baseball, jai
1lai, and of course bullfighting.
l I'he half-howr diamatic serials oy
(

).IP (')l)cl’ll\ are \‘Cl'} ])Ol)llllll'
mong Latin Americans.  Usually
hey are twlevised in prime time.
Ihe great interest in soap operas
K atributed 10 use of movie stans,
iighhy  emotional  plots  comple-
chnling the Latins' interests, and

ompactness (each serial runs only

r thice monthy av less).  Proc
er & Gamble and Colgate aie
carvy spomsors of this type of pro-
ram.

Progiams such as the bullfights

special musicals qtrict a large
umber of non-Spunishspeaking
tewers. Rene Anselmo, vice presi
'nt of SIN, in charge of the New
ork office, refers 10 this group as

“bonus” audience. but ignors it
hen approaching sponsors,

Faco paties among Americans
‘e now a fad in Los Angeles. This
Reans many non-Spanish-speaking
R cionados of the bullfights will be
‘ ned in. chewing frozen taco, and

I
f

scussing the are and moralins of
¢ ipol(.

“We do not attempt 10 compere
th the Faglish language televi
o stations in our markets.” savs
Phsclmo. “rather we complement
fem in delivering the total audi-
ice to the advertiser. We deliver
i sell the Spanish speaking sec
t. which is practicallv a captive

PEINSOR /S juLy 1963

market for us. We welcome Anglo
viewers oy puests, hut we do not
presume to compete wyth other sta
tions on the basis of delivering
thent as an andienge.”

Programing on SIN'S horder st
tions and ULS. stations as diflereiss
nroonly one vespect. Bender st
tons, 1 addition 1o telecasting
otiginal taped prograning, run
great number of featise hlins and
dubbed Nmenican programs such o
Pevvy Mason. Medie, e Route ¢
I hese are not run in the Stanes
as they would natratly be repeats
alveady aired on mother station
(the border stations have no
competition

Progranung houwrs are hhom 3 1o

12 pm. on the bovder stations and

Foto 1030 pane i the U.S0 on
weekdavs,  Sararday and Sunday
the <tations broadcast hhom noon

to midmgln

Adhvertising along the border s
somtetimes placed by the \mencn
divisions and somcomes the VMewa
can divisions of la
thare i ¢
mg mvket o that region

an s

I'he fin
me XNFFF-T\ nne Y
Laredo-Laredo. NF| I\
dad Juares-F1 Pasg; NHIF A TV (2
Nogales.  Sonara Nogales 1
XHBC-T\ Men | i
Vallev., California: andd NEAW T T
F2). Tijuana San Diego A sinth

NMestcan vht siction of the Sponeld

et b oweld

1Y ]

" \ ko
pects WNJU- 17)
tauke th I
honis of prame [\

anting will be pnnanty devaree

to the Spamsh and Newo popnla
tions in the

= {
Soap operas and sports
Ay tood wawalaorarois spotsess daa



KWEX-TV

Channel 41

San Antonio,
Texas

Only All-Spanish TV Station

Get the biggest
share of the
San Antonio apple

...sell this 53%
Spanish speaking
market. ..380,000
consumers

not penetrated by
“normal’’ media
...get the facts...
call SIN

s

KMEX-TV

Channel 34

Los Angeles,
California

Only All-Spanish TV Station

Take a bite of the
big apple. .. sell
over 1 million
Spanish speaking

residents. ..
300,000 homes
...over 60%
converted to
UHFCh 34in7
months...
there must be a
reason...call SIN

XHBC-TV

Channel 3

Imperial Valley-
Calexico-Yuma,
Ariz.- Mexicali

Only All-Spanish TV Station

SINERNGCELCRELE
a bite of this 32%
Spanish speaking

market...
342,000 people
...42,000 TV
homes...who can
be advertised to
in English but only
really sold in
Spanish...call SIN

XEJ-T\

Channel
El Paso-Jual

Only All-Spanish TV ¢

Get a big piec

this 60% Span
speaking mark
covering 580
people.. .90,
homes. . . boi
twin-cities but
a U.S. reta
market...onl
to sell...call




. market...thru spanish tv

EWT-TV

hannel 12

San Diego-
Tijuana

All-Spanish TV Station

«e a big bite out

f this market...

over 269,000
anish speaking
sonsumers in
7,000 homes
sell the loyal
and captive

dience of this
e port’’ on the

nguage they

t understand

call SIN

XHFA-TV

Channel 12

Nogales-
Tueson, Arizona
Nogales, Sonora

Only All-Spanish TV Station

Take a bite of SIN
and cover
49,000 consumers,
5000 TV homes

... here where
Spanish was spoken
100 years before
the Pilgrims
landed. .. speak the
language—sell a
lot...call SIN

XEFE-TV

Channel 11

Laredo-
Nuevo Laredo

Only All-Spanish TV Statioa

Get to the core of
the apple in this
90% Spanish
speaking market by
reaching 154,000
people and 20,500
homes...reach and
sell this market
more efficiently
thru exclusive
all-Spanish TV...

call SIN

oINs

SEVEN EXCLUSIVE SPANISH
LANGUAGE TV STATIONS SELL
3,000,000 SPANISH SPEAK-
ING CONSUMERS IN THE FAR
WEST AND SOUTHWEST.

Now ali you have to do Is SIN
a littie and you can reach the
6th largest market in the U.S.
.. «through exclusive, non-
competitive, TV at that...for
SiN’s (Spanish International
Network) 7 stations do not
compete with any others...
they are singuiar to their
audience In language and
emotional appeal...Don’t be
just another brand *“X*’ in the
U.S. 6th largest market...
SIN a littie and get your piece
of the apple—

Spanish Iat'l Netwerk Sales
247 Park Ave,, New York, N.Y.




Quaker Oats’ Rio Grande
radio drive hits media target

American cereal firm’'s use of Spanish-language radio
on Mexican border is model of successful campaign

By Roger A. Ragland

brand advertising manager,
The Quaker Oats Co.

he Quaker Oats Company ven-

tured into Spanish-language ra-
dio in 1951 with a definite sales ob-
jective: to launch a product named
“Masa Harina.” Masa Harina is a
specially treated corn flour used
primarily for the preparation of
such typical Mexican foods as tor-
tillas, tamales, etc. It is a special-
ized product for a specialized mar-
ket—the Mexican American.

Over 909, of Mexican Americans
live in the five Southwestern states
of Texas, New Mexico, Arizona,
Colorado and California, and of-
fered a potential market of over
three million at that time. Added
to this market was the potential of-
fered by migrant workers from

Mexico, and by Mexican citizens
living in border towns who regu-
larly shop in adjacent U. S. cities.

In 1951, the new food product
was introduced over three Spanish-
language radio stations in Corpus
Christi and Larcedo, Texas. Each
vear following, distribution ex-
panded. By 1957, the product was
being distributed in all five South-
western states, and being adver-
tised on more than 70 radio sta
tions devoting part or all of their
programing time to Spanish lan-
guage.

Although, over the years, other
media have been employed, Span-
ish-language radio remains the ba-
sic medium of advertising for Masa
Harina.

Spanish-language radio is selec-
tive. It pinpoints the target audi-
ence and reduces waste circulation.

It is the most ecffective means of
reaching in our case the Mexican-
American consumer, for the com-
mercial message is presented in
what is still the primary language
ol the people, although most are
bi-lingual.

These people have closer ties to!
their homeland than any other of
foreign descent. They live in close
proximity to Mexico, and many of
their customs and habus are re
tained even after several genera-
tions as U7, S. citizens and residents.
Even national holidays of Mexico.
such as Cinco de Mayo, are cele-!
brated. Mexican Americans are’
close to the land of their origin in
nany ways and thev are equally
close to their local Spanish-lan
guage radio station which bring:
them the music, news and color ol
that homeland.

Spanish-language radio ha:
proved to be a most effective me
dium of advertising for Masa Ha
rina as it has for many other local
regional, and national product
and services. It is a medium tha
must be purchased on the basis 0
performance and resulis. If on
were to approach this type of radi
on the basis of ratings it would b
most discouraging and would han
ly be worthy of consideration. y
the audience is there, and in larg
numbers, if results are any indig
tion.

Over the past years various o
sumer premiums such as a Quak
Tortilla Warmer, and a Quak
Tortilla Press, 10 name a few, hay
been offered over the radio station
Response to these offers has alway
been more than encouraging.

From a creative standpoint, 0
of the first rules to remember
that Spanish is not always “Spai

SPONSOR/8 juLy 19



ish  Many advertsens, recogning

the potential of the Mexican e

wan marker, hiave deaded o ditect
campaigns (o this consiimer gronp
thiongt Spanish-Linguage 1adio,

Flaving made this decision they, o
theiv advertising agenoy, wiite the
copy, then selecr what they conside
1o be the most proficient and local
v available Spanish-speaking per-
son who, in many instanges, may be
|4 Spanish teacher, o Poerto Rican,
1 Cuban, or an announcet lios
iy one ol the muny Cennal o
pouth \inericin conntries.

The Spanish they speak s not
the Spanish spoken by the Mesican
American.  “The jeaction o this
ype ol presentation nmong Mexi
1an Americms would be somewhat
pkin 1o onr reaction to an Enghish.
man giving the playv<byv-play of
Dodger’s baseball game. When sell-
ng to Mexican  \mericans, one
mnt sell them in their own pan-
icular brand of Spanish.

. To stay on the safe side, transla-
gons should be made by Mexican
Americans.  Many advertisers have
2ad distin bing experiences by has-
ng the tanslation ol their com-
aercial message come out in hidi-
yous fashion.

| Taking these pitfalls into consid-
bation, The Quaker Oas Com-
Slany retains Glenn  Advertising.

5
h

coaw roRTILLAS
TAmards. 5%

i Fduced-price introductory offer
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v® Oferta Especial

QUAKER
"TORTILLA WARM

ER"

Liene y envie Moy mismo esta orden a:

1011400 042018 $0 B 50 [emage * Fmem
. k .

e - > ire e -
» wes

e

Coupons pull well

Spanishospeaking histencis .t prone 1o
Ao qaickiv o ollas vorced e Ll
r Loogaage, advennsons June leaned

Inc., which is based in the Sonth
wost and has had cousiderable es
pericnce in consmnet products, as
well as o the Mesican-\iericar
market.

TUis important to hase an agency
that s not only otiented 1o the
Mevican-\merican matket bt one
i a posiion o write, tamlate
and sapervise prodoction, (o knew
the many complenities of the nn
ket and the people. and to work o
close coordination with the stations
on - merchandising and  publici
support. The Luter two bactons ate

FOR TORTILLAS, TACOS & TAMALES,/"

fiaker Oats tailored corn-flour Masa Harina o Spanish taces, launched v in 1951 with air camp wil
exican- \merican market in the Southwestern U.S.. which at mmne nomb

Jd over 8

exbemely unportoant o complon
SICCENS 6 mak

ected 1o the Mesicun Yimcncan
maket Spanosh Language e
sty e parhenlalv conpera
e e the vl ol '
diving

Fhe Spavish Lingnage radio st
tons can alse be a o sannce ol valn
hle distnibntion waad sales aton
maton since the N
sockated with the constmer ol e

tnl mercha

to these con
NTIITUES

The Mesicn \Mincoican marka
isowing. In the penod betwee
the 1930 aued 1460 censns, the Mes
1can- \merican population ki
Sonthwest inarcased by over 50 pes
cent, and today stanads s a0 fon
million-plus manket. Iy con
sumer gronp gencradly agnored by
national adverosers, ver i liolds an
excellent potennal dor those wall
mg 1o approach
e and devotion haomg oxarcise
m other acas of advernsmyg. s
cnnn ket vespomsive to advertising
particokaly adsverosing
prosented i the Lingaage mowlnch
it thinks

I he saiv-week schedule ol

[ AR TSR W (J iR

spots aweek Ctoosee how an goes
would he mones better wved than
One st e

et ot Cspond L 4

mepared 1o
peepared 10

RN 1 1171771

0¢ OFF

on your purchase of

QUAKER INSTANT MASA HARINA
Good on either 2. 5, 10 or 20 Ib. size
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‘mira:

1. Los Angeles metropolitan
area Spanish-speaking pop-
ulation: .
900,000 plus

2. Average yearly income:
$800,000,000

3. For automotive products:
$72,540,000 annually

4. For food products:
$434,700,000 annually

YOU CAN HAVE YOUR SHARE!

72 National Advertisers on
Spanish-language KWKW
reach approximately 277,880
Latin-American homes per
week at a CPM of $0.72.

KWKW's 5000 watts speak the
language convincingly to a
loyal audience. KWKW has 20
years' proof waiting for you!

KWKW
5000 WATTS

Representatives:

N.Y.— National Tirhe Sales
S.F.—Theo. B. Hall
Chicago — National Time Sales
Los Angeles —HQ 56171

SOMBRERO
(Continued from page 63)

difference to the listener in addi-
tion to the lunguage. At the heart
1s the music, which is Latin to the
nth degree. £ven rock and roll and
the twist have an added Latin top-
ping, which may account for their
widespread popularity among the
people.

But for the advertiser. Spanish
stations express an untold willing.
ness to cooperate and promote.

XEO and NEOR in the Ric
Grande Valley, and XEAS in Lare
do are but a few of the station:
which emphasize “no dounble spot
ting on national accounts iy guar
antecd.” 1

KOFKY, San Francisco-Oak Fanc
takes this stand: “Progrann are re
moted from advertiser’s premises i
the Mission district and the Eas
Bay, with daily broadcasts originat
g in KOFY studios lociated in Sm
Jose, Stackton, and Sacrimento.”

Working with retailers. the stal
of KUNO, Corpus Christi. arrange
salesman-retailer contacts: in-stor
displays, and other [unciions e
merchandising. “Eaclr request fo
assistance is worked out separatel
with the station to assure maximus
ethciency of eflort.”

KGRBY, Harlingen has prepare
extensive information on grocer
distribution, showing the nnmbe
of stores, both Mexican and Angh
Notes KGBT: “Mexican grocel
stores attract very few .\nglo pe
ple. They attract the Mexican cit
zens and the Mexican .\merican

I'he Anglo stores attract \ngl
American (rade as well as \Mexics
\mericans  and  Mexicans o
across the Rio Grande River.”

KUBQO, San Antonio has adopte
its own version of “stamps,” calk
“Monedas KUBQO.” Advertise
purchase i supply of these Moned
[rom the station together with the
regular air schedule. The coins a
distributed to store patrons. ka
had a number which if called 0
by KUBO won a special prize.

A Mother's Day show at a lec
theatre staged by KCCT, Corp
Christi brought a packed hou
and more than 15,000 pieces of m
from its coverage area.

“Close cooperation  with dr
and grocery outlets in the Mexic
areas is assnrec,”” KCAL, Redlan

SPONSOR /S juLy 1€
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HOY

como siempre
la primera

en Espanol en
San Antonio

Full Time « 5,000 Watts

Vea a Richard O'Connell
en Nueva York,

Pearson en Otras Ciudades.
KCOR San Antonio 4
512-225-2751

Emisora Clave

de la Cadena Sombrero*

ONE BUY
COVERS THE
531,847
SPANISH
SPEAKING
PEOPLE IN
NORTHERN
CALIFORNIA

KLOK

San Jose o San Francisco

KGST

Fresno

Represented by
i DON R. PICKENS CO.
LN Census 1700
PUINSOR 3 iy 1963

]

Caldor states A\l
that s needed as a0 plhiom all 1o

Riversde,

seamne an st e stack or waindow
display lor the advartners
“Spomsor ol the Home s nsed Iy

KUK\, San

the stattion manies the sponsor, and

\ntomo ol hioo,

calls o telephione exdiange. Re
spondents must call back nanang
the sponson.

On WADO. New Yok, ['epu
Cola Recond Tlop s mow s
thod vear, Once o week, waith Tive
bands, dancmg cnnpeatons ae
conducted at theaves, with Pepai
avward vophies gnen to winnens
The promotion s espectadiy attra
Ly e Lo teen agers.,

\ e

nonnedr

singer, and an
» oprovided o Jront ol
grocery stores by KNEF\, Fresno,

addition 1o umpvr.llinn with .whva

hand,

tisers lor store promotinns, e,
Merchandising services provadal
by AN,

ble: poinc ol-purdhase displass, par

Mianm are mnnmera-

sonal tatent appemances, Spanish

* FRANS  Todas as alwass, RCOR
s st i Spanish i san Amomao,
See Richand O Connell in New Yook

or Peason in other dvies RCOR
Koy station ol 1he Sombiero Gaonp,

th aoe lobbiy o ppl e o e bt
1wl
s humgse,

newspaper e ncams peel s 10

hoads bus cads, the e a0

vortsag an Spooshe s

plings pievnn sche bade wad
SPOINOL s uapnint o [ ) 1
men bomdisig o o

WAL N prab th
ondy Jood aud s Ny Tore g
m the Southeast Thar o M
ter s som to hey distnib o n 1]
cin, e onhias acthimey )
fas bonelne whae wha I

WAL alsn has 0 nmae e 1o
plan which andhinh v y o}
Spamsh o display 0 R b ¢y
A popodar Spansh the e 1
I3 weeks ol e provdes !

Fast Ladl i the € b e
WA pardonmed « savt e sl st

I he station by s
1onnd the clock
Vowe ol \marica Spannshy progr uns
to Cuba tron 22 Orvtobar tooagh
16 Nosemnba, \1
woere diopped dinme das poned

I he

lrom

another sont.

onoa haas  all

commmranls

action bronght 1
Prestdent Kenneds
thanks to von .l vom

MW TN]
AYRTIRS
OLe N
tion lor vom cooperation  Flos s

(Pleave o to pu e 70

the station with the
latin beat

1480 kc




WMIE

- MIAMI,

NO WILD CLAIMS

JUST LATIN
LISTENERS BY THE
HUNDREDS OF THOUSANDS

These are just a few of
our advertisers who agree:

FLA. —

Budweiser
Carnation
Yoo-Hoo
Schlits

Pret Milk
Carling

Top Value Stamps
Pepto RBismol
Riceland Rice
Breeze
Pepsi-Cola

Free Cuba’s greatest stars . ..
Complete client merchandising

. 10,000 watts of “personali-
tles" reachmg Cuba and 27
South Florida counties.

RADIo srAHON/RAD'O‘M'SOu

N40 EN SU DIAL
1448 Northwest 36th Street
Miami, Florida
PHONE: NE 3-0161
REP. NATIONAL TIME SALES

Contest for Spanish advertiser !
Point of purchase material to be used with contest being run on WBNX, New
York and Cafe Caribe is discussed by Eduardo Caballero, WBNX account execu
tive; Luis D, Albertinto of Chrisholim, Baur and Neil; Arthur Rosenstein, Cafe
Caribe sales manager, and C. Cauroll Larkin, WBNX general manager. Trips
Puerto Rico are amnong major prizes offered to listeners '

Is the Solld Spamsh Diet

of 402,172* Latins in the

San Francisco/Oakland Bay area

at 1050 kc. from 6:30 a.m. till Sign Off! '

MARKET FACTS

KOFY |

Median Annual Income ...... $5,710*

For MORE
qualitative data:
IN SAN FRANCISCO, CALL

KOFY -YuU 2.9933

IN NEW YORK, CALL

| _E]v 212 YU 6-9717

\ O

l Spanisl @' W/“‘g“ I ar °et Sroup

| [ S;IE to ¥4 Million Latin L

| consumers in the San Diego Tijuana

[ ] metro area, with 100% Spanish
programming all day, every day!

Gainfully employed males ....91.3%
Gainfully employed females 32.8%

Home ownership ............. .....55.5%

! *Far West Surveys, Latin pop.—6/62
| AFFILIATED WITH THE

74

Virtual geographic serverance has
created the “free port” of Tijuana
where large, efficient and modern
Supermarkets feature huge stocks
of U.S. brandname products!

Suburban San Diego:

INVESTIGATE this
“sleeper market:”
IN NEW YORK CALL

212 YU 6-9717

CHULA VISTA, NATIONAL CITY, SAN

YSIDRO, and others are dominantly Spanish-speaking!

AFFILIATED WITH THE

\pums @‘\“ﬁ“ﬂ‘” arket &ronp

SPONSOR/8 jyuLy



Why ‘literary translations’ don’t work long

win general advertising (in Fog- Glass, alter ghiss, alter glass Wath the T atns’ 1y
lish) reach the Spanish market “Spanish tanslation: . :
in the United States eflecovely and Buigic s Basje  «Laa
efficienty? L Buargie ey
A Ly Fairweather, wedia su Vo thas vaiso mejorn
p(‘l\imr at Post, Keves, Guardne, “Traslation back o aghsh
agenay for Burgevneister, believes Bangie  smoomh
that it won't, becise of the Lin e Biogie vy
guage bavrier. Evidence to substan Celaans al K N
tiate s theory is found in the L S b
fact that Spanish radio is hooming, Spanish franslion hrom vos L
and booming among  those users lish copa just et the gene
who sell the most in this narker, he idea come thiaugh

savs, Horefers abso o Spanishoele
vision,” he adds. =

As to commercial approach, it
hnust first be decided whether 1o

adapt the general campaign to
Spanish or consider the Spanish ;

sdvertising a separvate and distinet
cpaign,  Fairweather continues. &
“Either approach can be eflective, — IN AUDIENCE
ilthough it must be understood
that  Foglish cannot be  literally .
ranslated into Spanish. As an ex- s IN RESULTS
umple, o conmeraial for our client,
Swrgermeister Beer, went like ihis
n English:

‘Burgic looks hight, Burgie tastes KALlI LEADS IN . . . Research,
L. Burgic drinks light Programming, Personalities and

Recanse

S ITU N AT Y

ARE YOU MISSING Sales Planning. : ;

150’000 PROSPECTS? WE HAVE THE KNOWLEDGE to assure you of the latest in

ouw are if you don’t includc KIFN when buying

¢ Phocnix market. KIFN 15 the ONLY 1009 mation about the Los Angeles Spanish Speaking Marke:
anish language station covering all of Central
zond with 3 Primary signal. And KIFN is the

aton most oftcn tunced in by the 150,000
. <nish.speaking people in the arca. These peo- KALI ALONE, over the years, has pfOVlded yo {

"5 & won’t buy your product «f you don’t sell them. studies Of thiS $3,000.00000 a day market!
when buying the Central Arizona arca. include
e 17%% of your markct that speaks Spanish

[ y KIFN and scll 1hem all?

NATIONAL TIME SALES “THIS IS WHY KALI'S CLIENTS *
il &u e INCREASE  AND  RENEW 10 .
THE BERNARD I. OCHS CO. REACH the 800.000 Spanish
Atlanta Speaking People of Los Angel 8
N HARLAN 6. DAKES
Los Angeles M
DON R. PICKENS CO. 5000 WATIS SP"’

San Francisco

“HKALIiE

A TELE-BROADCASTERS' STATION

REP: TRTV SALES
5723 MELROSE AVE

LOVERING PHOENIX AND HOLLYWOOD 38 .

AL OF CENTRAL ARIZONA

LNSOR 8 Juiy 1963
t



KABQ

ALBUQUERQUE

ONLY
Full-Time
SPANISH
RADIO in
MEXICO

5,000 WATTS

1350 K.C.
L

e Serving over 400,000 Spanish
speaking consumers

o Serves nearly one half of the
state’s population

o News and sports reported in
Spanish . . . music from Mexico, Spain
and the Latin American Countries

o The Spanish voice of New Mexico

. . through close continuing associa-

tion with Spanish culture groups and
public service works.

Member . . .
National Spanish Language Network

Tell 'em ...
Sell 'em ...
IN SPANISH

KABQ

SPANISH
RADIO

1309 Yale S.E.
Dial 505 ...243-1744

ALBUQUERQUE
T —— —— — ——— |

Represented by
NATIONAL TIME SALES
New York, Chicago

Harlan G. Oakes
G Associates

Los Angeles, San Francisco
Bernard 1. Ochs, Atlanta

Bob Hix, Denver
" ——

76

SPANISH TV

(Continued from page 67)

SIN would naturally use much
ol the program material coming
out ol Telesistema, but supplement
it with video taped programming
from Puerto Rico, and with news,
and other local tive shows slanted
towards the 900,000 Puerto Ricans
in the New York metropolitan area,
but bullfichts would certainly be
in  the schedule. According 1o
Anselmo “there is a tremendous
caowd of ahcionados in New York,
and” he says, “there are bound to
be letters of protest from the or-
ganized animal society groups, but
we, of course, do not feel that bull-
fighting is a cruel sport. It is an
artistic event, deeply embeded in
the Litin culture which we are
trying to reflect.”

Progress Broadcasting would use
the station exclusively for Spanish-
language programing, 12 hours a
day, from noon to midnight. Under
Progress the station would be heavy
on sports and social service pro-
graming. Much of the talent would
be borrowed from the company's
radiostation, WHONMI, which broad-
casts 19 hours a day in Spanish.

Trans-Tel would begin broad-
casting three hours a day and work
up to 12, Emphasis would be ou
the Spanish market, with a great
deal of programing for lalians,
Some tme would be devoted 1o
local English-language programing.

Channel 37 in Paterson would al-
so cover New York City which has
a population of about 1,200,000
Spanish-speaking people, about the
same as i Los Angeles.  Instead
of Mexican, however, the greatest
percentiage would be Puerto Rican
and Cuban.

The channel 37 allocation s
complicated by the request of the
Radio Astronomy Group of the
University ol 1. which wants to
mse the channel for space research.

Weigel Broadcasting Co. in Chi-
cago has been granted a license for
channel 26 in that city. but his not
vet begun broadcasting.  Call let-
ters assigned are WCILT,

The interest in specialized uhf
v hias reportedly been propelled by
the FCC decision to require all
future v sets 1o be equipped for
both vhif and ubl reception. Span-

ish v specifically, has been boosted
by newly available video tape pro-
graming. Only a few stations, such
as those in Fresno and Denver, have
shown interest in programing in
Spanish previously.

SOMBRERO

(Continued from page 73)

a splendid public service iy the in-
terest of the nation.”

Spanish  radio stations are no
strangers to public service i other
ways. Active participation by man.
agement and employees in civic af
fairs and functions is a must for all
at KEVT, Tucson.

To further its public service
work, KAPIL, Colorado Springs ha:
an advisory board. These leader:
guide KAPI on programing, per
sonalities, commercial acceptanc
and provide a sounding board fo
the station.

In support of the annual Puerte
Rican Parade, WBNYX, New Yorl
staged a Marathon, raising thou
sands of dollars. The success of th
Marathon, the station noted “is a1
unmistakable sign of the true spiri
of the Puerto Ricans who toda
live in and near New York.”

In a like manner. KFSC. Dentc
has spurred the creation of th
Good Americans Organization. con
posed of Spanish-speaking peopls
Founder and president of GAO
KFSC owner Francisco Sanchez.

That the Mexican America
have deep roots in the Unite
States. despite their favoring 1l
Spanish language, is illustrated 1
the Fourth of July celebratic
staged by KLOK. San Jose/S:
Francisco. Some 25,000 went 10t
Santa Clara [fairgrounds to he
special entertainment from Mexie
with a fiesta touch added 1o the it
ditional fireworks and picnics.

Similarly, KGST, Fresno maug
rated their first annual Mothe
Dy events. The Fresno fairgroun
were leased for the occasion, wi
more than 5000 participating in
picnic and celebration for the “n
dres”™ among the local residents.

“FThat Spanish radio stations
setting high standards s illustrat
by recent awards to KCOR, §
Antonio. The Texas Broadcast

SPONSOR/S juiy IS



Award fon Best Local News and 1o
hest locally prodiced musical comn:
mercial were presented o RCOR,
san Antonio, the hest e thes
were eser awardet] toa Spanish L
LUAEC MLI00N.

Wiale onlyv one Spanist radio
sation s curremthy o the air 24
hours o dav (KAWKAW)
more will join ic this Septemben
WEAL, Miami. WEADR reporis n
lras heen tumimg “solsd o™ Thors

at least one

Kennedy interviewed
ne Laman Ronan, WHOM, New
DIk special aaenis reponer, interviews

tinrnes Goneral Robert Renneds.
L iterview took plece o heart of Span
2 ncighbohood

v throngh Sunday, a sttong indi

tion ol the success ol Spanish va-

o in s market. WFEFADB, com

enting on the Spanish growth in
L, notes that the M Jer.
24 now publishes three pages on
£ chends, all in Spanish,

From o facilities stadpoine

st three other stations are worthy
dnote. WEAN, Washington s the
iy full-time Spanish vadio broad
oter solelv on b Like its am
ECmicerparts, \WEAN carries a fnll
Sictdnle desvoted to news, utbisic

B! other 1vpes of shows,

' the Sonthwest, XFLO, L Paso
phres operates on 50,000 watts
Sanks ta it bemne located in
1-\|\iw). andd Lins clanm to being
1 most powerlul,

" And n Philadelphia, WHEL s

Whsting its power frone 230 watts

H0.000 wares. When this is com.-
P Pted” the station reports. “we
B considering increasing onr Span
S programing o 75 Our pres-

I!SOR S oy 1063

) e
ent 350

Noteswnttliv ol the sell i s tha

is complache sold mn

we lve no sa . \
wders e volintaniy plaved byl
VETHISCTS,

1 hie number ol s devoted
to the Spanish Limgiage s also
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Chisholm, Baur & Neil, Inc.

Especialistas in mercados latinoamericanos

These national advertisers agree WMET in 1963

e Peoto Biemal o Iydia E Prdham
o Camel Cigaret’es LK [l C mear
o Breeze Delrrgent o 1ot Maqu

o Warner Lamher{ Preducls o C

.

Bo v Magnslia s M lles
Condensed MIA e
Greyhound Buses
Creomulslon
Niational Beer
Winslen Cigarettes
Regal Beer

Salem Croaretles
Falstaft Beer

AFFILIATED WITH THE

Miami's ]_st All-Spanish Voice is the

Preferred Station of 263,995 * Latins!

For otticial Latin popu ation bBrest
IN MIAMI CALL
WMET -751-9743

IN NEW YORK CALL

_Ejv 212 YU 69717

Spanish Eecisnge | larleet Cronp



ARE YOU DOING
THE WHOLE JOB

FOR

served
exclusively by . .

SPANISH LANGUAGE
RADIO!

Phone, wire or write

DWIGHT SHAW

General Manager

Pueblo, Colorado
or

NATIONAL TIME SALES
N.Y. - CHI— L.A. - S.F.

YOUR CLIENT?
27777777777

Buy the 268,000
“captive” audience

KA-PI

COLORADO’S ONLY 100%

78

Virtually all major agencies place advertising on Spanish
stations today. A roster of clients provided by KUNO, Corpus
Christi shows J. Walter Thompson, Ted Bates, Benton &
Bowles, Young & Rubicam, SSC&B, Cunningham & Walsh,
Grey, Gardner, and Grant—among others—on KUNOQ’s list dur-
ing 1962.

Is there a market for an agency specializing in the Spanish
market? Chisholm, Bauer & Neil believes there is. This new-
comer (it started only in May), claims billings already of $1
million a year. The figure seems high for a fledgling, but the
formation of the agency represents the bringing together of a
number of interests and people who have been performing
services in the Spanish field for some time. Its clients include
Albert Ehlers, Vick Chemical, Escudo Rojo Rice, Metro Gold-
wyn Mayer, Columbia Pictures, the ABC International Divi-
sion, and quite a few more.

Chisholm, Bauer & Neil is currently placing radio business
in the New York market, but looks forward to moving into
Miami and the Southwest and Far West before the year's end.

The agency feel strongly that the market potential is there,
that advertisers aren't spending enough now. Total U. S. ad-
vertising equals about $67 per person, which corresponds to
a per capita income of $1,825, the agency notes. “Per capita
income of the U. S. Spanish population is 45% lower than the
national average. Hence, the corrected per capita ad budget
for Spanish America should be $37. On this basis, the $1,458,-
050 residents of Spanish New York should be accorded an
annual advertising expenditure of $53,947,850.

I

——_MADISON AVENUE WITH A LATIN BEAT —,
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Im Fresno’s 1009 Spanish Station,
Selling to 149,000 Latins in

This Lucrative, Responsive Market!

‘ Reaches and Sells more Spanish- IN FRESNO CALL:
‘ speaking consumers within our KXEX 233-8803

0.5Mv/M coverage, than any other
Spanish media in the Fresno Metro- |y New YORK CALL:

area! And at LOWEST COST!
AFFILIATED WITH: -E:IV212-YU-8-9717

Spaish @*/*W“g‘ll rket Sroup

ﬂm RC?C[ [OKYF]?Q CHAT CHAY CHAL

g T._ ANIMATED-AUTOMATED SPANISH RADIO!
; %C{’O/ ?Lmo Newest Con-

cept in Spanish radio, is sweep-
ing Laredo's Latin listeners, like ;. new vork coll:
lightning! In the streets, -in

stores, -in homes! Fresh-new -E—Ivzu_yu_e,mﬂ

@CIIOFLTI??O is “Numero Uno"!

Affiliated with—

Spaiish @‘/k“/‘"g] arket & 1oup

SPONSOR & ji'1y I




PINPOINT SAL‘ES EFFORT FOR YOUR PRODUCTS TO 2,643,863 LATINS IN
THE KEY US. SPANISH LANGUAGE MARKETS via THE S/U[//C,
MULTIPLE or 1-market Soanish Sales Campaigns are tailored to your product and di tr buts o
merchandising, copy-adaptation, commercial-production, and specinl servic avartatyie
“RIV has the ultimate in Major Spanish Market and Population tescarch reddy fe

10-minute color films on individual Spanish Markets available for scre

b (lzzzs/z@“\“ﬁw arlet (/mu;

Represented by Tele-Radio & Tv Sales, Inc
133 3rd Avenue. NY 17
212 YU 69717

The DYNAMIC NEW Spanish Media Rep!

\\.

XEXX, San Diego
Tijuana

KUBO. San Anl'.)nio 7

L XERL, McAllen %, {EMT, Brownsville
3 9

Los Angeles: HO 6.7279

San Francisco: YU 29933
| Chicago: Enlerprisé 7439
St. Lows: Enterprise 7439

§ XEGNK, Laledo

IT'S NEVER HAPPENED BEFORE!

The 76 mayors of Puerto Rico presented an award to
WADO for “extraordinary services to the PUERTO
RICAN community of New York,” another reason why
advertisers of distinction use

WADO

1280 K.C.
“The Award Winning Station™

: You'll want to know WADOQ’s 3-M story (Media-Merchandising-
Marketing) with specific recommendations on how you can attract
more new customers and build stronger brand loyalty for your prod-

ucts. Write today to
- SYDNEY KAVALEER

WADO

1280 in New York
; 444 Madison Avenue
) Ne >2. New York

*The only micard ever made 1o a medinvm in New York by the Mavor’s Association
vf Puerto Rico.




Your advertising efforts might, by the stretch of a slide rule, reach a segment of the fastest
ing market in the US today...Spanish... (they have been known to read an occasional news
or magazine) but if you want to sell them the best way is to learn about the 7 lively SINS...S
International Network’s 7 exclusive all-Spanish language TV stations...singular to the moi
5,000,000 Spanish consumers in the West and Southwest in language and emotional appea
Call Spanish Internationmal Network Sales, 247 Park Ave., N.Y.—telephone OX 7-058

SPANISH INTERNATIONAL NETWORK SALES, 247 PARK AVENUE, NEW YORK, NEW YORK - TELEPHONE



