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GROUP W MEANS NEW PERSPECTIVES...

AMERICA: THE ARTIST'S EYE

A series of cameo films blending his-
ty and art. Fifteen programs for television
tEing America's growth through its art.
#broup W - Westinghouse Broadcasting
fnpany- project. Dramatically narrated by

Hldric March and Florence Eldridge

In one program we wat
FEefight through the eyes of A
Fnitive George Hayes. In another we share
Bdern artist John Marin's view of “Tunk

main.” "America: The Artist’

\WB2 - \WBZ

KORA  XOKA

[y

Ut

GROUP




MISSOURI'S
72 THIRD

7MARKET!

ST.LoUIs

-
v

-

; MEMPUIS

/

WHEN KI70 SPEAKS
HE F-STTE
AREA LISTENS,

HOOP(ER-MARCD; 1963

7200 AM 12.00 NOON 12 00 NOON — 4 00 P M
XWTYO 403 XWTO 43
Stavior 308 Stanon B 349
Ste 154 Sianon C 103
S, 14 Staton D n

“Keko Warchive
THE OZARKS "

$000 WATTS

560 - ABC

SPRINGFIELD,
MISSOURI

PEARSON NATIONAL REPRESENTATIVES

33

37

40

42

144

11
54
62
53

19

15 JULY 1963
Vol. 17 No. 28

"SPONSOR|

Key Stories

WHAT HOLLYWOOD DOESN'T TELL MADISON AVE.
Coast tv film producers admire agencies. sponsors
for cooperation and desire to lift standards

NETWORK RADIO BUYING BACK IN FASHION
Impressive sales figures tell the story. Officials
of four major webs welcome the renaissance

CHICAGO STATION HAS NEW REPORTING SYSTEM
WBKB each week mails master boards to spot salesmen
to provide complete information on availabilities

SPECIAL ON STALIN PAYS OFF FOR ADVERTISERS
NBC White Paper on Soviet leader’s death, sponsored
by Scott Paper, Upjohn, reached 12.6 million homes

TO PICK WINNERS: OUIJA BOARD OR JUDGMENT?
Nielsen eight-year study of top-ten evening shows
reveals “‘corner” by certain advertisers, agencies
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METRO-GOLDWYN-MAYER TELEVISION PRESENTS

View Irom [ne Lion's Den

The New Wave in Kids

B Attimes it seems we're being inundated
by kids. Moppets or monsters, there are
more of them today than ever before. Good
for a laugh, a Good Humor, a good night
kiss and at times good for nothing. The
wiles, the gall and guile of kids communi-
cate, however. Probably a very basic reason
why the medium of TV and kids has clicked
so big. The new TV season is going to have
two new waves of kids breaking on the
home screen. Not just new faces, but new
TV experiences that will really communicate
with kids— and with adults.

B Strangely, the waves are 100 years apart
from each other. Kids of another era are
Jaimie McPheeters and the four Kissel
boys; Lamentations, Micah, Deuteronomy
and Leviticus. Already you suspect some-
thing out of the ordinaryl It's true. And
it's grand. THE TRAVELS OF JAIMIE
MCPHEETERS goes back to the gold rush
days, to spirit and humor and adventure of
Huck and Tom; Twain and Harte. Jaimie's
a true gem to TV—transplanted right out of
Robert Lewis Taylor’'s Pulitzer Prize novel.
Everyone’s going to wish he could have
been Jaimie on his big adventure West.

B This is a really big show. Big cast. Big
entertainment. Big premiere is Sunday,
September 15 at 7:30 NYT on ABC-TV.

B An interesting aside about the scope of
this series is that the Kissel kids are played
by the Osmond Brothers, the quartet that
made a hit on the Andy Williams Show
{and have recorded an album of those
songs on the MGM label). They also do
Jaimie’'s theme, which should roll over the
air waves to a hit this fall.

B And then there’s the other new show
about kids—the contemporary story of
high school! students and their teachers. It
has the real beat of our times. (But not
beat kids.) You'll see them in their natural
habitat through the experiences of their
young English teacher. That young teacher
is MR.NOVAK, which is also the name of
the series. It comes on strong 7:30 NYT
Tuesdays, NBC-TV, September 24.
Altogether, it's a bright crop of kids in TV's
future, the stations and the viewers.

6

"PUBLISHER’S | ore mars view o

significant happenings in

REPO RT broadcast advertising

One friendly note deserves another

Dear Norm:

This is a friendly note to point out an inconsistency in the 1
July issue of your Publisher's Report. Your editorial read:

“Remember that radio is one medium which never
gets full credit for all listening. There is no known sys-
tem of measuring radio listening that can count up all the
multiple-set in-home and out-of-home listening which
really goes on. So, in actuality, you gencrally get more
than you bargained for when you buy radio. The major
auto manufacturers have learned this in recent years and
are taking full advantage of it.”

You will recall that when we had dinner in San Francisco |
explained to you how the automobile companics were using our
data for the past three years because our methods show the inul-
tiple-set in-home and out-of-home listening which goes on.

On page 16 you have a very fine report and make the pomt
that we are measuring total listening at home. m automobiles.
cic. As you see, you have an inconsistency in the same issue.

And. again, I want to pomt out that ours is the only method
on a people basis that measures total radio—the thing you have
been preaching as long as I've known you, since 1948.

Sincerely yours.
(signed) Albert E. Sindlinger

* * *
Dear Al:

Nobody has more admiration for your radio measuring meth-
od than 1. You've always worked hard o give radio a fair shake
during a period when listening has become as personal as thel
toothbrush. You may recall that I even wrote an editonal de
signed to get the networks to buy your RADOX system somie
years back because it represented, o my thinking. the closes
approach to giving the medium credit for wotal home tune-in.

" But not even you can give the medium 1009, credit for al
tune-in. Il you'll reread the paragraph from my editorial quotec
in your letter, you'll note that I use the word “all.” Neither yot
nor anyone clse can give radio full credit for all tunc-in.

My job is not only to point out the cflicacy of your methods
It also requires that 1 help build fullest warranted appreciatiol
among advertisers and agencies for the great radio medium.

Sincerely,

Hporse o

SPONSOR/15 jury 196
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DON'T BOTHER TOY
COUNT 'EM
THERE ARE

1,760,000 WATTS ON

KERO-TY - 23

NOW THE MOST
POWERFUL UHF IN

THE UNITED STATES
= FOR

BAKERSFIELD

CALIFORNIA
. anssnlrinl Otinedn  Sperilan
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i
there’s no question about ratin
in Minneapolis - St. Paul {'

WCCO RADIID DE




- SOLID
%
Picking the top station 1s no problem in the
| Minneapolis-St. Paul market. WCCO Radio 1s in
' a class by itself . with an enormous 67.5%
‘ ‘ ’ share of audience . . . delvering twice as many
. listeners as all other stations combined! it's

been this way year after year. Solid acceptance
. ., are Of audience as WCCO Radto steadily and consistently en-
) l 4 hances its remarkable audience leadership.
For the advertiser, this means top coverage of a
giant 124-county market. Actually two marlkets
in one: 5-county Twin Cities metro area plus
119 surrounding non-metropolitan counties.

WCCO
ADIO

MINNEAPOLIS - ST. PAUL

Northwest's Only 50 000-W.att 1 A Clear Channel Sa:

Sour es N esen at s ot ‘w6 - A W eV
DRCINY

Represented by

°oe RADIO
® % sPOT
GBS.‘.‘: SALES



NO OTHER STATION
CAN MAKE THIS
STATEMENT

5 CONSECUTIVE YEARS

t
MOBILE-PENSACOLA

+0 ..
WA LOH
Q‘l-i!’d‘

1962 1961 1960 1959

February Murch 1963 BENle

------
::::::
-------
llllll

50% SHARE of AUDIENCE

Exception To The Rule

WKRG TV—Moblle—Pensacola

ed 50% or more share
ﬂll(]i(?ll(:(‘ in every Mareh ARB me asurenient
ince l‘)59. from 9 a.m. to midnight.*

Represented by H-R Television, Inc. "
@ or call M@ ,

*3 station VHF macket.
C. PP. PERSONS, Jr., General Manager
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Top of the news

' “SPONSOR-WEEK | s e

Tobacco to filter ads? | obacco Institute  on the huasis of | t SR
nrged List week that contpanies excidise good o

judgment in content o tadiate prograns one basis saod N AR

sposored tor cigarettes—athicr than Tollow

: - ' World Town Meeting: R« 1
artbitvany s o certain acceprable honis
e . ] Iroadiasts of T own Mechin I
fot aiving, Major i shonld he to bypass ,
i are plauned stating m ' s

progtants eedared Tor vonne audiences, and : )
4 : ! N i — followite  Tast week s aticcosinl
nntead geathitm  indostiy’s - position e ] ‘
. . . . Lhoking wonld Jeaders via Telstar satelln
smoking v constomn dorv adules, Teating

adulty i ads. Teas hoped this will elinninat
lecling that tobacco s e nving (o .0
wact young smokers throngh ads that e
tre ghamor, sex, and sports persanalines, o
via sponsonslip of shows aimed at teens. In
sttute prexy George Vo Ablen said this is in
line with industry's recent decision 1o drop
college ¢nnpos advertising and - promotion,
Iustinie stressed it doesi’t attempt jo motii-
totr or regnline s members, and detatls ol

s sngeestions will have 10 he worked our by
individnal companies. [ represents six nu

Shown  (abovey dinine the Inoadoast aie

jor cigarette nannfacturers ad seven othes . .
. . former Peestdene Fisetthower on et s [
tobacco s, Lot vear's 1v revenue from

. hrome Denver and torwer Boosh Poooe Mo
tobacco ads tataled S118,397.500. '

ister Fden hhowe Fooudon on nieht saieen
Smoking rises: Despite the Turer over to- Anchor nan \Walter: Cronkite sits
bacea, cigaretie smokers  continue to - eronnd,

crease. o 19620 62.5 million men and wom
en were counted pofling away by the U 8. ARB adds clients: Dol

610 X Shenheld: Fletchar R ( 1
Holden: Falley X sutith © Ross Retclinm
Vacl cad & Grove: Maose. and | Wl

Racing fans furious: Ruacing fans have v ; new i

Department ol - Agriculoie, against
million in 1961,

come thundering down the FCC tack 1oy ioon Research Bt R
trample the agenev’s proposed curtnidment =

of broadeasting hovse vacing and vesules, Led

hy the National Association ol Broadeasters. 04000

the protests called FCC's proposed limits on
amount and timing of vacing news uncon-  Minow unfair? S

stitugional, censorship of programing, and  cation tor ol An . 1¢
selective diserimination against one sport. Chainnnn Newton M .

Fhe ivpical FCC wse of o blanket categonry

1o exempt vaces with proses over 8250000 1 is SAGS

wits seoredd As diserimination against smaller retus. sen G I

comnmnrities, and no deterrent w cambling.  tor violations windh conse

1t the FCCos worried abowt tllegal cambling ol then contract

SPONSOR-WEEK continues on page 12
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Sponsored sports shrinkage:
telecasts ave being blacked out locally in [a-
vor ol ticket oflice take to an inexcusable
degree. according to a Paducah, Ky, NBC
alliliate. WPSD-TV, Democvat Rep. Frank
Stubblefield of Kentucky has come to the
rescue with a bilt to fix a 7h-mile Hinit for

Pro spouts

blackout ol local tv for sporgs telecasts when
local teanis are playing the home site. "The
legislation will fuvther
that exempts v pro sports broadcasting
fkom anti-vvust penalties. provided telecast
agreements do not exclude any territory be-
youd that ol a club tecam playing on home
ecround. Distances involved were discretion-
The bill was only
exphicit on limiting to a 75-anile distance,
blackout ol football games when local inter-
collegiates were playing. Rep. Stubblefield
wonld pin the 75-mile limit on blackout of
all professiomal sports telecasts. ending thie
discretionary stretching now said 1o black
out tv sportscasts in some aveas up to 125
miiles fromn the home teamn field. The Ken-
mckian calls the pro baseball, foothall, hoc-

nmpire a 1961 law

ary with sports leagues.

Key and other game telecasts “among the
most poprlar and entertaining” on the air.
He said the public has a right to see them
—a point of view which will sit well with
sponsors who underwrite the tv costs.

Pay tv holding on: I'CC has granted Chan-
uel 2 Corp,, conducting a Denver pay tv
experiment, an extension of thvee months,
to Oct. 3rd to get its program nnder way on
KCTO (formerly K'TVR) . In the Last. the
Havtlord pay v tests by RKO General and
Zenith repovtedly will sweat out the full
three-year FCC trial anthorization if neces-
sary, to prove the pay svstem can work. Fivst
aunmversay ol the operation was passed this
month, with no oue backing down at the
ONE-year agreenient Lo review  progress

cven thongh veturns have been far from
spectacular. Rep. Oven Harrs s constant-

Top of the news

in tv radio advertising
(continued)

ly wirned broadcasters and advertisers dur-
g Investigations Subconunittee hearings
that the pay tv spectre is lavge on the wall for
all to see, and delinquent and over-commer-
cialized broadcasters had better look long.
Harris fought authovization of pay tv tests
by the FCC, and seldom misses a chance to
wirn broadcasters to mend thewr ways, or
the pale pay tv spectre could become a very
red-blooded competitor.

Xmas show to Gen. Mills: In a five-year
exchisive deal, General Mills has acquived
tv vights to The Story of Christmas, a 60-
mimite, live-and-animated
duced by Tennessee Ernie Ford's Betford
Corp. Ford will narrate the story as well as
sing the carols and Charles Tazewell, author
of “T'he Littlest Angel,” has been pacted to
write. Doyle Dane Bernbach is handling the

program  pro-

color show for General Mills, whose commer-
aals in the program will be institutional in
natuve.

Agency merger: Griswold-Eshileman of
Cleveland has merged with Anbreyv, Finlay,
Marley & Hodgson ol Chicago. effective |
July. G-E billing curvently yuns about S17.5
million, is expected to hit §25 million in
1964, Charles Farran continues as president

ol Griswold-Eshleman while Kenneth Hill.
excecutive vice president of AFMKXIL vetains

title as head of new Chicago oflice. Thll and
Farran (vight) try new sign (above) for Chi-
cago oflice after annonncement of merger.

SPONSOR-WEEK continues on page 14

SPONSOR/15 juiy 19




’

Just
another

pretty
face

Unul Repertonre Workshops. tw drama, i

otherarg {

by thie five CBS )y

stations (seven halt hours hhom

M the thousands of shiow bhusiness
1wpceluls who cach year strugule
or recognition, Marlyn Mason
isone of the lucky ones. She's been
sighed Tor a starring role on
Broachway this fall. Soon evervone
~ill know her face and ninne.

h station) o 10 o 1
v stations, Repertoive Warkshoy
IS M ecthica d

n ¢ 1

alent L
for Mavlyn, the big break came by vastaudiences
when shie made a hicin an oviginal i

clevision revue, locatly-produced 1| ( TOLBSTELLN STATIHON
IY KNXT L.os Angeles, tor showing \

m Repertoive Workshop, a 35-week  series

erics of half-hour shows devoted TURY
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Nielsen changes NTI: Changes
provements” in Niclsen Television Index,
cffective with the new season. annotunced
last week, include expanded demographic
data, new and scparate fast market-section
ratings report, though no changes in meth-
odology. Age of child, children by income,
and occupation of head of house are added
and daytime program ratings will be ex-

and “Im-

panded to report audiences on a program
(maximum  composite  sponsored  station
line-up) as well as current sponsor (individ-
ual sponsor line-up) basis.

Bright Idea: That's the name of new hair
coloring 1o he mtroduced nationally by
Helene Curtis this fall, supported with $2
milhion ad campaign, including network v,
major market spot tv, magazines, and news-
“Bright Idea™ is said to
be the first combination color and styling
lotion available to retail customers. Edward
H. Weiss is agency.

paper supplements.

Freedom of choice: ARD study shows 899
ol American tv famthies received three or
more stations, while 19% say they get seven
Ouly 39 say they get one station,
597% say four ar more.

Or 1More.

Burnett for newspapers: l.co Burncu
ltas been named o handle
“Newspaper 1, the group formed
(sroxsor, 21 June) to sell 30 large daily

newspapers. Newspaper 1 will offer one bill

advertising for
new

for the group m addition o selling both
(uantitative and qualitative aspects.

Trio signed for summer Olympics:
P. Lorillard  (Lennen & Newell), Schli
(Burnett) . and Texaco (Benton & Bowles)
will sponsor the 1414 hours (SPONSOR-
SCOPLE. 8 July) of coverage NBC TV will
give to the 1964 Summer Olyuipic Games,

| Top of the news

in tv radio advertising 5
(cont nued)

scheduled to open 10 October 1964 in
Tokyo. The network will present daily tele-
casts each evening during the two-week peri-
od. with longer programss on weekend dates.
More than 60 tv cameras will be trained on
the international competitors and it 1s also
auticipated that the Telstar and’or relay
satellites may be used. Winter olympics on
ABC TV were fully sold previously on a
participating basis.

Vermouth commercials: Dennis & Hup-
pert makes its tv bow on v today with
Chambraise commercials on WOR-TV, New
York. Spots for Boissiere, company's dry
French vermouth, will hbow i August. Ad-
ditional markets are bemg considered if cam-
1s successful.  Agency 15 Tobey &
Crothers.

paign

Newsmakers at deadline: Walter A.
Schwartz 1s new v.p. and general manager.
WABC, New York. He was formerly assist-
ant general manager, WINS, New York. He
succeeds Harold L. Neal, Jr.. new president

of ABC owned radio
stations Don B.
Curran, KGO, San

Francisco general man-
ager, elected an ABC
vice president . . . Alan
Baker, NBC business
and wrade publicity
manager, named direc-
tor, program publicity
for NBC . .. James F. Schmidt,
cago creative director, and Carl L.
Dewroit accomnt executive. elected Kenvon
& LEckhardt vice presidents . William .
Fahey is new manager. merchandising and
siales coordinator for WNAC., WNACG-TV,
Boston and Yankee Network Henrv
Seiden and Arthnr H Hawkins,
creative directors, clected vice presidents of
McCann-Marschalk.

SCHWARTZ
K&F Chi-

Yager.

associate

SPONSOR-WEEK continues on page 54
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For sears, om metro <bare vt andienee ha
hovered aronnd A in prime time, Ol
Ivo it as possil
most ol vur viesers v appare

wilh the diversified fare we offer

%

We don't really know. but we feel the re
sponsibility Keenlv. and it Keeps us on om

loes,

Of course. we also deliver more 1otal fami
lies than any station that <hares the othe
10 .* A a matter of fact, we compare most
favorably o total families with many <tation-
i far larger market~. where more <tationis

compete for the audience

ARB, Feb-MMar’6
Nielsen, M

TALLAHASSEE @ THOMASYILLE

OLAIR TELEVISION ASSOCIATES
Nae Reprise tat ves



COVERS THE

531,847

SPANISH
SPEAKING
PEOPLE IN

NORTHERN
CALIFORNIA

FRESNO
Represented by

DON R. PICKENS CO.

*U. S. Census, 196Q

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 terrain
(740 ft. above ground) delivers
1529,300 TV Homes. Greater
coverage in Wheeling/Steuben-
ville Market also for sale. For
used TV Tower or more TV
Homes, contact Exec VP Bob
Ferguson, WTRF-TV, Wheel-
ing 7, West Virginia.

~DATA DIGEST]

Move toward standardization

P rogress in standardizing research breakdowns for media comes
in the release this week by the 4A's of

downs lor Consumer Media Data.” In consuhation with media

and research organizations. the 4A’s rescarch group prepared

standards which give promise of being followed by advertising in

ceneral. Recommended standard breakdowns for households

(one part of standards) are as follows:

. Data for households: Minimum basic data

‘Recommended Break-

Basic facts and figures
on television and radis

d

Additional data
highly desired

Size A, B, C, D

B. (Egraphic area: Metropolitan Area
Non Metro Area

A. County size:

Farm
Non Farm
'C. Geographic  New England
region: Metro New York
Mid Atlantic

East Central
Metro Chicago
West Central
South East
South West
Pacific

Urban
Urbanized Areas
Central Cities
Urban fringe
Other urban
Places of 10,000
or more
Places of 2,500 tc
10,000
Rural places of
1,000 to 2,500
Other rural
Metropolitan Area:
1,000,000 and over
500,000-999,999
250,000-499,999
100,000-249,999
50,000- 99,999

North East
North Central
South

West

D. ngs of children: No child under 18
Youngest child 6-17
Youngest under 6

1 or 2 members

3 or 4 members

5 or more members
Under $5,000
$5,000-7,999
$8,000-9,999

Over $10,000

F. Fa;11i|y incom;:

_G. "Home ownership: Own home
Rent home

H. Home character- Single family dwelling

istic: unit

I. Race:

Muitiple family unit

Youngest child 12-1
Youngest child 6-11
Youngest child 2-5
Youngest under 2

Under $3,000
$ 3,000- 4,999

$10,000-14,999
$15,000-24,999
$25,000 and over

Residence five years
prior to survey date
Lived in same hous
Lived in different
house
In same county
In different count

White
Non-White

SPONSOR/15 juLy 19



Another important plus

THE “PERSONAL TOUCH

300,000 new-car buyers in llhinots, Indiana, Michigin and Wisconsin are re
pcrsonn'l cards of congratulation from WGN Radio

This 1s another promotion “hrst” for WGN .. 1in Chicag and the na
These cards provide a umique persomal touch—another important plu N
Radio’s audience and advertisers. The personal touch 1s the key ¢ c

and brand—loyalty.

W) WGN_ IS CHICAGO

v oy

[PONSOR 15 juuy 1963
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We suppress the news

(and our audience likes it that way)

A breathless, blown-up version of
how Mrs. Murphy dented her
fender 1s the kind of news we
don’t report.

We don't shout — to be heard.
We speak softly, but carry plenty
of what our listeners want to hear
(legitimate news) — when they
want to hear it (now).

That’s how WFAA has learned
to grab attention and hold it with
the “news more people quote.”

And advertisers approve. They
know it works.

News that’s actual, factual, in-
depth, and often.

In all, nearly 30 hours a week.
Including something like 210
features—weather, sports, farm,
business, women, etc. — plus
regularly scheduled NBC reports.
Not to mention thorough, con-
tinuous regional, state, and local
coverage by WFAA’s Southwest
Central News staff of 16 full-time

reporters, stringers in every

Southwest city and town worth
mentioning, and four mobile news
cruisers on 24-hour call.

Providing news that informs.
The kind that people turn on,
tune in, listen for, and believe in.

This makes for loyalty. And an
audience that responds. At least,
that’s been our experience and
that of our advertisers. Let it be
your experience too.

Begin by calling your Petry-
man.

WFAA
820

WFAA-AM-FM-TV
Communications Center / Broad-
cast services of The Dallas Morn-
ing News / Represented by
Edward Petry & Co., Inc.

SPONSOR /15 jui.yv 1963




- Interpretatlon and commentary
- on most slgnificant tv/radlo
! : and marketing news of the week

13 JULy 1963

ID's, the one area of spot tv which HASN'T shown growth in recent years, may get a
boost from action taken by networks.

Without fanfare, NBC TV a few weeks ago increased evening station break time
by two seconds, providing a full ten seconds of time for the 1D, rather than cight
seconds. Number of agencies are understood to have provided stations with ten-
second ID’s, which in some cases had to be clipped.

NBC TV now provides 32 seconds witliin a progrium, 42 seconds between pro-
grams. Since the fall of 1961, CBS TV has been allowing 42 seconds between, 30
seconds within a program.

ABC TV still provides 30's and 40's, though operatioually it's understood that
extra secoud or two miglit exist.

v

Madison Avenue is developing its own group of expatriates, who are turning in com-
mutation tickets for a suburban shingle.

Weary of big-city stresses, daily dashes to the station at Westport, and pitching
ideas down the well to see what kind of splash they make, a flock of grey-flannel
exccutives have opened their own small agencies in such hinterlands as Greenwich,
Stamford, Westport and in several lotus-land spots in New Jersey.

Some are even secking the sun, as well as 15 per cent, in places like Miami,
Coral Gables and San Juan.

The escapist trend is also at work in the broadcast field. Jay Heiten, WNBC-
TV, New York's sales chicf is heading for California, after a decade with the o%o.
to teach English at Santa Barbara College. This switch, as one Rockefeller Center
veteran observed, could well be a matter of exchanging poison ivy for college ivy.

v

Warner Brothers and ABC TV plan to freshen-up the venerable “77 Sunset Strip” se-
ries this fall by using cliff-hanger tactics.

Scheduled in the fall cycle of the private-eye show is a five-part drama in which
Efrem Zimbalist, Jr., as “Stuart Bailey.” will be involved in a case which takes him
from Hollywood to New York and hence to Europe and the Middle East. Loca-
tion shooting in New York wound up last week. Fach episode is 60 minutes.

The show thus borrows what proved to be a successful ginunick for Lassie
last season, which shot up into the Nielsen top ranks, for the first time, with a to be-
continued story. The WB series has had two-parters, but no “multiples.”

77 Sunset Strip, which triggered the cvdle of private-eye dramas, will be in its
sixth season. A trio of ex-actors—Jack Webb. once star of Dragnet and now produc-
tion head of W8B's tv division: William Conrad. once star of the radio version of
Gunsmoke and now producer of 77; and James Lydon. once moviedom’s “Henr
Aldrich” and presently a kev 77 director- now call the shots.

New show policies on 77 Sunset Strip this season: more realism, less of the old
gang of minor-character regulars, and a guest-star policy.
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Fm stereo, which has lagged in New York City, will have another major Gotham out-
let early next month: WABC's fm channel.

At one time, WABC merely duplicated on fm all of the station’s regular radio
fare. With the drop-off in network radio programing, WABC aired more local
shows, but continued the fm duplication. More recently, the station has concerned
itself with programing the fm channel separately (not using, incidentally, the sta-
tion’s regular rock and roll format).

Now, starting on 1 August, WABC will have multiplexed stereo fm sound, and
a good-music format. The am station continues as before. New York has had only
minimal fm stereo service, as compared to the medium’s rapid growth in cities like
Chicago, San Francisco and Atlanta.

L 4

Specials as a whole continue to do very well. They're real audience-getters.

Compared with last year, the average ratings are doing as well or better. A. C.
Nielsen AA figures look like this:

1962 1963
Average for February 19 = 23
Average for March 20 20
Average for April 19 22
For May, the AA was 26 in 1963, but it’s difficult to compare since only two
shows were involved. Here are the shows which provided the averages for April
and May:
APRIL 1963 ENTERTAINMENT SPECIALS
Nielsen Average Audience
% Homes
World of Darryl Zanuck 11 5,400,000
Hallmark Hall of Fame 13 6,300,000
Academy Awards 37 18,500,000
Bob Hope Show 28 13,800,00(5
AVERAGE FOR APF?IL 22 | 11,000,000
MAY 1963 ENTERTAINMENT SPECIALS
" Nielsen Average Audience —
Bob Hope Show 21 10,500,000
Emmy Awards 30 14,800,000
AVERAGE FOR MAY 26 12,700,000
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Benton & Bowles, which has an impressive track record in picking hit tv shows (see
story, p. 44}, is landing lots of new business.

There may be no direct connection between the agency's ability to pick show
winners and its ability to attract clients, but certainly B&B's tv touch is no hin-
drance.

Among new accounts landed in the past six months by B&B: Beech-Nut (Baby
Foods, Lifesavers, chewing gum), Vigran (a Squibb multi-vitamin), Burma-Shave,
Personna Stainless Steel Blades, Spectrocin-T (also from Squibb), Paxton Ciga-
rettes, Saratoga, Sweeta (non-caloric sweetener, also Squibb), Edward Dalton & Co.
and Anderson, Clayton (food processor).

\ 4

Can adult-appeal products be sold on Saturday mornings, when the youngsters of the
average tv household control that channel-switching knoh?

The answer is “yes,” according to Houston, Texas auto dealer Art Grindle,
who has been sponsoring the Bomba the Jungle Boy features on a Houston outlet.
Time slot: Saturdays, 8-9:30 a.m.

Here’s what Grindle said of the purchase of long-length Saturday-morning
spots (a trio of three-minute commercials in each of the Allied Artists-distributed
features) :

“If the show is good, if the prices are low, and the commercial intcresting
enough to gain attention, it can be very successful as a merchandising vehicle. There
arc enough interested adults present in the home to make the show pay for itself.
I have sold an average of 40 used cars per Saturday.”

Interesting sidelight: Bomba movies enjoyed better ratings on a local rerun (a
gain of more than 10%, over the original level) than on the first run.

\ 4

With the demand for kines of competitive commercials increasing, Radio Tv Reports
has scheduled a dramatic drop in rates.

The price cuts, which range from 25-50% for off-the-air kines, will enable more
advertisers and agencies to use the service as a check on what competitors are say-
ing and doing on tv in the testing and marketing of new products.

Using 16 min. black-and-white sound film, the research firm offers off-the-air
photo boards, kinescope conversions, tape and disc recordings, station logging and
market studies. Price schedule varies from market to market; Montgomery, Ala.
kinescopes cost $95 although New York rates are down to $24.

A pionecr in the field, Radio TV Reports began monitoring the broadcast me-
dia back in 1936.

v

New products being introduced by heavy broadcast users include the following:
New stainless steel blade from Gillette (Maxon agency) .

Electric toothbrush, home hair dryer, new line of men’s toiletries (named Swag-
ger) . and electric shaver from Schick (Norman, Craig & Kumimnel)

Home keg (214 gallon size) from Falstaff (Dancer-Fitzgerald-Sample) .

Orange beverage powder from Colgate-Palimolive.
lrllmvls juLy 1968
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NBC TV is pitching hard for fals sales in its “Today” early-morning series, and pre-
dicts “a 40 NTI share” during the fall-winter cycle.

The network plans to continue the policy of occasionally devoting an entire
show to a person or subject, and also to schedule week-long location junkets to coun-
tries like Japan, Mexico and Greece. Hugh Downs continues as host, aided by Jack
Lescoulie, Pat Fontaine and Frank Blair.

Predicted delivery for Today is 2.5 million homes (average) per mninute, with
an audience that’s 85% adult. New gimmick: Today can be bought by advertisers
in combination with the network’s new weekend show, Sunday, thus earning extra
discounts. Straight one-minute participation on a 163-station lineup costs $8,700.

v

Reconciliation of differing ideas can be found in release of “Recommended Break-
downs for Consumer Media Data’” by 4 A’s this week (see Data Digest).

4 A’s notes “consultation” with Media Directors Council, among others. Coun-
cil, chaired by Foote, Cone & Belding’s Frank Gromer, had prepared its own sug-
gested standards, disagreed somewhat with 4 A’s.

Breakdown by 4 A’s released today shows close resemblance to Council propos-
als.

\ 4

Sen. Warren G. Magnuson, chairman of the powerful Appropriations Subcommittee,
thinks government agencies such as FTC are becoming “questionnaire-happy.”

Recently, Magnuson noted that various government agencies were placing a
burden on smaller manufacturers and businessmen by showering them with sur-
vey forms to provide information which has already been obtained by still more
government agencies.

Magnuson’s subcommittee has also been examining Federal Trade Commis-
sion requests for fund increases to underwrite a number of new projects, such as a
probe of advertising claims of wrinkle-removing cosmetics, and a study of ad tac-
tics of cough and cold remedies.

\ 4

Group W has settled its argument with AFTRA, and will show the Cleveland-originated
“Mike Douglas Show" on the station group’s other outlets.

No details of the settlement were given by Group W president Donald H. Mc-
Gannon, although he said the settlement had been reached ‘“‘amicably.”

\ 4

Theaters will once again be linked to movie-making, as in pre-tv days, but this time
the government isn’t threatening anti-trust action.

National General, the theater chain which was spun off from 20th Century-
Fox a decade or so ago, now has permission from a New York Federal court to
produce and distribute feature films.

Reason for reversal of anti-trust stand: National General claims that current
production sources don't supply enough features to keep theaters rolling smoothly,
and that tv is drying up the supply of choice oldies.
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How the people

of five great cities
help choose their own
television programs
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“If it were within your power
to save one life this summer,
wouldn’t you want to
know how?”

“Mouth-to-Mouth Resuscitation” June-July, 1963

A new lifesaving method, mouth-to-mouth resuscitation, already has brought many
people "back from the dead.” People who apparently had drowned, or were
suffocated by smoke inhalation, or seemed fotolly overcome by electrical shock.
were returned the precious gift of life by quick ond proper applicotion of the newly-
devised lifesaving method.

Anybody, young or old, could administer it—if only he knew how. Working in col-
loboration with the Red Cross, Station WABC-TV set about to show and tell the peo-
ple of Greater New York the proper method of using mouth-to-mouth resuscitation.
Timing their efforts to the swimming season, WABC-TV made a series WABC-TV
of 60-second, 30-second and 20-second spots —then used them in SRS
o manner unprecedented in TV. They devoted all their Public Service
time for one entire week to teaching mouth-to-mouth resuscitation. .

This lifesaving project is just one example of how WABC-TV works

in collaboration with other community leaders to help bring about the  [ETStEE.

solution to some of the problems of the city and the people it serves. ML




“Every fourth man in Chicago
is a Negro. What is he like?
What does he feel? How can
Chicagoans learn more about
their neighbors?”

“The Fourth Man” September, 1963
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“The dropout problem in
Detroit schools is alarming.
Can television help explain
to boys and girls why they
should finish school ?”

“Careerathon” August 18, 1962

Television could, indeed. And Statian WXYZ-TV devised an effective format for
oftracting the attention of young men and women of school age. In August, just
prior to a new school year, “CAREERATHON" was presented to Detrait.
The nucleus of this ninety-minute TV session was a panel of eight prominent Detroiters
prepared to answer oll questions about schools and careers. The icing on the
cake was the setting in the form of a ""Sock Hop," with WXYZ Rodio Disc Jockeys
presenting musically-fomous guest stars to provide music ond entertoinment.
Two hundred teenagers ottended the studio dance. Six hundred  wxvzav

0 q o DETROIT
queries about school were phoned in. Their answers were heard by
thousands of youngsters of school age watching the show.
Dr. Samuel Brownell, Superintendent of Detroit Public Schools, one
of the panelists, ottributed the decreose in dropouts directly to this
promotional effort. CAREERATHON is o good example of the teom-
work between WXYZ-TV and its neighbors in the Detroit area.




“The city is outgrowing
the police force. We need
more officers and we
need them fast!”

Step Forward” Summer 1963
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“51,700 San Francisco area.
kids will be looking for
jobs this summer. How
can we help them?”

“Summer Jobs for Students” June 1962, June 1963

Schaal was letting out. Fifty-ane thousand, seven hundred young men and women
saan would undertoke the grim search far summer work. Jobs were scarce. What
contribution could TV make toward helping these young peaple find employment?

Station KGO-TV was an ald hand at caping with this kind of problem. In 1961,
foced with the very same community crisis, they created a project called, *'Summer
Jobs For Students.' It produced an increase of 63% in summer employment.

In June, 1962, KGO-TV broadened the scope of its activities to meet the need.
They telecast special films on the subject, put on a unique one-haur panel program,
ran extensive 20 ond 60-second spot appeals. The station also worked out o
community-wide program with civic officials and the Californio Stote  ygo.1v

Employment Service, and enlisted the wholehearted aid of other area SAN FRANCISCO
television stations and all other advertising media.

This effort, with KGO-TV in the lead, helped place 15,500 students
in summer jobs. For the job it did the station received a special
citation from the United States Secretary of Labor, Willard Wirtz, and OWNED

TELEVISION
a commendation from California Governor Edmund G. Brown. STATION




Five great cities breathe,
live, grow, struggle with
their vexing problems...
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PRIZE-WINNERS PAY OFF
Concerning our tv commercial for
Raism Brand, “Wind-Up Wanda”

. . We believe this to be an effec-
tive commercial and we are con-
tinning to use it. Sile of Kellogg's
Raisin Brand is increasing so the
product itsell plus our several
ways of calling it to the attentior
ol the general public must be all
vight. \s is trpe of most any single
segmen( of our rather large adver-
tising program, we are unable to
pinpoint sales results to any specific
commercial or, for that matter any
specific activity.

A. ). Finley

Assistant to the Advertising Manager
Kellogg Company
Battle Creek, Michigan

» This letter is in response 10 SLONSOR's
24 June article which queries admen on
the plus values of superior TV commer-
cials.

Letters to the Editor
and Calendar
of Radio/Tv Events

SHADES OF 1984

I was interested in your 10 June
report relating to ratings and 1.Q).
Making all dne allowance for the
parallel as you drew it, you barely
touched on the most important fac-
tor over which we should all feel
concerned,

I am wating for someone.
whether it’s Seymour Banks, Herb
Manloveg, Joe St. George, or |.
Robert Oppenheimer, 1o tell me
exactly how they will program the
kind of information that rtells a
computer the value of one type ol
andience response over another.

Is a listener to an information
program twice as attentive as to
soft, background music? Is he 1.5
times as attentive? Is he 10 times
as attentive? Is he infinitely more
attentive? I have seen enough ad-
Vertising snccess stories to convince

me that the last may be more true
than any of the others.

And just what is the reaction to
commercials heard on reputable
stations from which the listener
knows he has never received an
carsmashing  pitch from various
types of very dubious products or
services, as compared with the gen-
eral fecling of caution when listen-
ing to commercials on stations
dominated by the pitchman ap-
proach. Is that listener twice as
receptive, or 1.5, etc,, etc.?

You can carry it right down the
line with respect to reliability and
speed of news, public service, and
any other subdivision you want to
name that makes for the quality
of a radio station’s sound to the
public ear. To me, the compnter
is a monster that must, by ity very
nature, pander to numbers. |

30

They'rein
the folc
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think perhaps this letter shonkd be
datedd 21 Jone 1981
Seymour Whitelaw

General Manager
KOL-TV, Seattle

\ 4
SPOT RADIO'S FALL PROMISE
I w.asnt gust dehighted by
Publishicv's 1epoyt, page 7, the |
I have been danang .

AT

July issne
pe ound the olhee.

s simmer the aational spes
business has been great, and al von
ate vight and | think son e
the Tall holds Torhy grear promise
Your report might be o the
spatk that we all need.

Ben Strouse

President
WWDC. Washington, D. C.
» Nrouse  (who v alsa chavviman

of the \ 18 Radio Boaved) aefecs to Pub.
lisher's vepot "4 word to national ad.
ertisers about cadio”

v

WANTS H-J REPRINTS
We enjored vour (21 June) ston
tremendousiy and are interested
eprmts. We'lll need a0 thousand
or ine in Floward Johnson Infor-
mition Kits, ete

Garrett L. Pettingel)
Selvage and Lee, New York

and we conldn’t be happier. kiae
as a solid reputation amony radio
ations in Los Angeles: it’s the new-
member ol the Metropolitan
sroadeasting Radio gronp and its
itnre is very bricht indeed.
ow Metro Radin Sales is selling

OR/ 15 jJuiy 1963
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South Carolina Broadcasters Assn., Sim
Opcare Torest Hoed

N comyetdrom

Ml Beach 11 o)

National Assn. of Broadcasters. fotnil
execuinve development scutr, Har
AV IR

vard Busuress Schiool Baoston,

(14 26)

National Assn. for Better Radio and Tele-
vision, annual nands lonogquer Wl

shne Countey Club TN iy

International Radio & Television Society,
ol o dav, Wakapsvle Connin

Cinle New Rochielle, N Y
Florida AP Broadcasters,

(1)

me Cape Colony Ton, Cocwy Bearh

(20) .

National Audio-Visual Convention, 2%
attmial comvention Shermam [ons
(liicaga (2023

21st  Radio-Television-Film Institute
alumni  dav,  Sianford  Universily,

Stanford, Cal. (22).

1st National Broadcast Editorial Confer.
ence, Universiiy of Georgia, Atheus,

Ga. (25-27)

forsix (wyEw. New York: Kuae, Los
Angeles:war, Philadelphia: wuk,
Cleveland : wens, Baltinore, and
kmue, Kansas City), There will be
more,but we do have a lnnit:12 <e
leet properties in major markets.
Yon ~ceawve manntaina highly skilled

Muntl el

Radw Broadcast Semmnar, luirnget
Snnoner Corderonee B oen €31
lege Barnaghae RO T2

AUGUST

Atlantic Assn ol Broadcasters,
Now fontaedlado 1w
AYRS It

Tt
Jorha s

Georgia Association of Broadcaster:
davy Magon Geagre 1

Oklahoma Broadcasters Assn, co 1
tione AVaostorne Thlly Stane | owlPe
ol |

Flaherty Film Seminar, 1
semetar . Sandanong Vorman 24
Septetndicy

SEPTEMBER

American Assn of Advertising Agencies,

Wostemm e comventim Mark
Hophone Hord Sanc Tiososn 07
10

Advertising Federation of America, |
dranct gonventae Conmnodo v 1

Hoted Aistne donas 0920

organtzation designed ta sell a ~
leet list effectively rather than a
randomlisthaphazardly, Ou of
New York, Chicaza, Philadelpda,
St Lonis, Detroit, Los Angede «
San Franeiseo.One Man at
VEAD LD Bul” Nea

4]

ADIVISION OF METROMEDIA tNC,



how do you fit a dinosaur into a demitasse?

It can be done! . . . if you're interested in just the tip of the nose. Like ranking TV markets.
You can take a small portion of the market by using the extinet SMSA metro approach ...
but if you want the whole dinosaur, you’ve got to rank by total market! Think. Less than
10% of the Charlotte Market is located in the metro area, but the total Charlotte TV
Market contains 574,800 TV homes . . . and ranks 20th in the nation!* It doesn’t take an
archeologist, either, to discover WBTV’s colossal 877 lead over the market’s second station.”

[ = *ARB TV Market Digest
s

CHARL®TTE

JEFFERSON STANDARD BROADCASTING COMPANY

Represented Nalionally by Television Advertising @ Representatives. Inc.
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What
Hollywood

=

-

SPONSOR | 15 JuLY 19

DOESN'T tell Madison Avenue

ollywood televivion hlm producers who not too
H long ago regarded sponsors and advertising agen-
16s as blue-pendilling heavies who wonldn’t let them
urn ont good, guality progrims today have an enture:
v different, almost benevolent view of the men who
2 for their hilms.

While this vadically reversed view is due iu pait e
he waning influence of sponsor and agency with 1he
dvent of multiple sponsorships, it's also attribured to

widely held belief that admen have grown with ty,
nd that they no longer make what producers nsed 1o
egard as ridiculous demands,

1 his cantirader
lelt who

medim
M

s shared In lhu\(' cw lnll

}¢

AR AL
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Vincent Eennelly (Rawhide)

(Sponsors as well as the
networlk) .. . ‘“‘are delight-
ful to get along with. If you
sit  down tallk with
them, you can resolve any
problems that may arise . . .
Greatlest cooperation came
1o us last year.”'

and

it’s indicative ol the new view toward the man with

the money,

Jack Chertok (My Favorite Martian)

*Suggestions admen have
made so far I’ve concurred
with. Nobody has tried to
forcée me to do anything.
The sponsors I have now
(Toni and Kellogg) have

a better understanding.”

telefilm producers sound off

Frank Price (The Virginian)

“We have an unusual situa- 9

tion in that so many agen-
cies involved. While
we're conscious of their re-

are

actions, one agency reac-
tion is not forceful. We spet
our own commercials.”

» Gradual-butxdefinite swerving ol progrum con

trol from sponsors and agencies to the networks.

Why this vadical break with the past. when pro-
tucers viewed the sponsor and/or agency with suspi-
cion, distrust and at times contentpt? The veasons are
diverse, of course. but perhaps they can best be
summed up in this manner:

31

» Uplilting of program standards due mainly &
pressure from Washington against excessive violencel
which more or less lorced concentration on bettel
written, low-violence scripts instead of the old-ha
cops-and-robbers [ormat; and success o quality serie

SPONSOR/15 juLy 196



on a delicate industry topic . . .

IRoy Huggins (Kraft Suspense Theatre)

(To
«abont

those who complain

commercials  being
overdone) ... ICs a very
expensive medinm. I can’t
stand an atti-

But my relatiouship

unrealistice
tude
with the sponsors is gread.”’

Morman Felton and Sam Rolfe (Eleventh Hou

“*Now that

one sponsor on shows, there

we do not have

are no  edicts, no  c¢om-
mands. All powcer rests with
the networks™ (Rolfe) . ..
“Today admen are intelli-
gent men: they like to see

controversy™” (Felton).

g

Bert Granet (Tw

“The trend (o multiple
sponsors has dilnted (he
strength  of sponsor and

agency. A agencies have
that the

commercials aren’t upside

to do now is see

down.”

sich as Naked City and The Defenders, which forced ies U
wetworks and  producers 1o raise their standands (

ompete successfully

> .\ feeling that sponsors and agencies luve a o >
nature, intelligent desire to hike standards. Real tea sl

of vesterday that the public doesn’t want controversial wd o

SPrOntsol

aibjects has been virtnally ended by the success of W

IPONSOR 15 iy 1963
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. . . but most get along with admen |

Matthew Rapf (Ben Casey)

I have had a mininuon of
interference. I once did a
syndicated show and one
beer sponsor in 13 markets
in the mid-west gave me
more trouble than I've had
on Casey in three years.™

Buck Houghton (Richard Boone Show)

*“Qur with
sponsors is cordial. It may
be the season of the year.
We are just starting. What
is there to complain about
now? ... I've gotten no list

relationship

David Dortort (Bonanza)

“It’s much easier dealing
with one sponsor and one
point of view. instead of
conflicting points of views
from multiple sponsors . ..
Chevy’s concern is that the
show be in good taste."

to say on the somd stages ol EHollywool?

Listen to Novman Felton, director of programing
lor MGM TV, and exeentive producer of Avena Pro-
tuctions (which is in partnership with Metro on Dr.
Kildare, The Eleventh Hour and The Licutenant) :

Because onr shows are pne hour in length, and we
sell directly w0 the networks, and they in turn sell o

36

of do’s & don'ts.”

sponsors on the basis of oneaammute boys, machiner
wils never set up where sponsors or agencies connmuni
cate directly with us.

“Agencies come to us occasionally. We have a good
relationship, Theve has never been any pressure. 1
we had a show in which a cigarette sponsor had bought

(Please turn Lo page 67)
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ciwork radio s renewed attentoi

(L0 SPOISOLS IS Catising 1y .
networ k shle wath
pride. “We conld all go home now,”
one network pran boasts,

At GBS Rudio, tor example, the
word st
Aptil had alveady topped all ol List
veanr's sales.

Success s albse spread dnongh
other  netwotr ks, A\BCG Radio’s
growtlt has doubled in the last
thiee sears; NBG Radio cLams that
sales are higher now than back
the 508 when mventarny was iwiee
as Large: Mual steatdy
gowth over recent e,

Network tadio, slinimed-down to
pealistic program needs, appears to

oxeadiine o

sales at the end ol

IL'I)()I N

e experiencing . small feassnice,
More sides, new sponsors, and old
ponsors coming hack indicate that
wt radio has emerged from  the
lark ages, financially speaking.
What has bronglhit about the re-
wwed interest is hard for exccu-
nes o pinpoint, but there is no
loubt that wer radio has been com-
g back in fashion for several
cars now. One executive belieyves
he glamor of v is wearing olf . . .
mother that radio has found ity
iche and now knows how to com-
pete ..o thicd mentioned the
tecoguition of heamy portablesadio
ales, now accounting for a majority
Of radio set buns,

L lmmediate Gises are said 1o be
‘the Hanis commitiee hearings and
the new Sindlinger radio reseavch.
Here's why:

I e The Harris investigation

SPONSOR 15 11y 1963

pointed out 1o many advertisers

that vadhio hiad been nnderestinat ol
a pomt which vadio people Tuse
been tiving 1o nabke tod
month
e |he Sumdhnge
aronsed Sponsor titerest

LTI AY

sinedres  alw
Llis pat
mg wechuigne, based onan e
view recall sastem o winde measunes
nidoor as well s ontdoor tadio, .
dicates e nerwork vadio veaches
as hagh as threee times the nmuaba
ol people ever belore reporied

\ pgreat deal of cedat Tor net
work tadio’s breakthnongh must go
Panlev, president.
\BC Radio, who took the chanee
ol delving Niehenesearch cunges
losing  the
leaving the network with no ands

to Robert R,

tharelore setvice  wl

cnce afunbers o pashe 1o adsver
tisers with future radio plans.

At first the move cost ARG con
stderable busimess. At the hearings
in Washington Pauley westified tha
ABC was told it was “out of the
cunning” for any American Fxpress
bhusiness without Nielsen. Wade \d
vertising of Chicago old the net
work not 1o apply tor Miles Tabs
cinpaign sans NR1 hgwies. Procee
X Giamble also told ABC i needed
Niclsen data, according 1o Paules

After losing Niclen the network
studied o dosen research
and settled on Sindlinger, alreads
cndorsed by industey ghants sueh
as General Motors, Chivsler, Foud,
and du Pont.

Sindlinger's studies not only have
helped ARC show that radio reaches
Lnger andiences  than herctofore
shown, it has helped the whole in-
dusiry. NBC recently signed up the

sy e

St himiger sarviee o Muataad
serionshy considarnige o i IS
the teseatoh departicetel s not

tely satishe oo the

cortanuhy bemg looked as
S uits 0 e

ngrhe
casiet lon ovany
1o
Previoisy 1 \ dn
to 1lie 1essee thiencos teponted
voNae )
.Ihl(' tw attnaaed .555‘.!!'.!‘,‘.! Stthj»ra

Ingh cnough to compens e wdhh

ated stanons lor even

ltacnion ob that which thes woald
be able 1o obran by solbing doearls
to advertisers,

With Sindbinger hgaes backoag

Network radio buying
comes back into fashion

hunt up Pandes s conlident ol con
tinned mterest m aadio
The network s grosing
dhott S12 wddlion o vear m sales
and expedts ta be ot of the red
nest vealt

“Fostated at the begnmng of
vear that

\lu)ll\()l

[R[RA1Y

advertiner espenditnres
would go to 325 Inllion i the new
10 vears, and that radio shonldd be
hilling one bilhon, and Pin con
vinced at's goig o happon” s
Panles. “Radio s the mediuim of
the tutwre s second gromth wall
Lar ontstrip its baby vens

“For the first tome i the medde
history of the media world b
s no new medonm on

boatd,” Pawley adds ol
as owm gross natsnal peclut oand
uhvertising expone s have

grovin, theres alwaivs hoeen o new
medinm waitng vy skim off a larege
share of the momey Now advertis



ers are lorced o re-evaluate all
existing media—{or many of them
that means conung back to radio.”

Ihe tendency s 1o blune v for
radio’s problems during the 50s.
Television was the romance, glamor,
and drama of the era which drew
attention from radio,

“Everybody was talking about
1, says William Ko MeDaniel, vop.
in charge ol NBC Radio, “but radio
has been making great strides. Since
the beginning of the v era vadio
stations have mcreased lrom 900 (o
6,000: radio sets fronr 1t million to
200 million. Advertisers have to
believe people were listening. Peo-
ple didn’t buy all those sets with-
out intending to listeir to them. Yct
there is still no conipletely accurate
way (o measure all the receivers.
How can 1,200 audimeters measure
200 million sets?

“Pavadoxically, the weukitess in
measurement is the result of radio’s
sizable growth,” sivs McDaniel.

NBCssigned up for the Sindlinger
rescarch studies in May and feels
they will help sell advertisers. Me-
Daniels believes the Harris com-
mittee hearings’ “expose” will also
help.

But the network’s feelings
toward vadio’s revival are based
primarily on NBC Radio statistics.
McDaniels points out that during
the 50s the network operated at a
loss ol several million dollars a
vear. In 1960 it stavied operafing
in the black and has stayed there.
Clearances have run between 607
and 909 per program. Before the
program reorganization in 1960 the
network had 70 hours to sell. Now,
with inventory reduced to only 28
hours sales are higher, clearances
are higher, and profits are realized.

NBC Radio network, which takes
in about S17 million a year i gross
sales, recently reported sales vev-
enues for thie first half of this year
were approximately 109  higher
than in 1962—previously the best
vear since  the program-formai
change. Sales [or the third quarter
are alveady more than 1677 higher
than Last year,

CBS Radio network  president.
Arthur Hull Haves. savs there was
never anything wrong with radio.
Fjust went out of style like long

38

“~There was never anything
with radio. Radio
was just ot of fashion with

wrong

media men as long skirts
were with women . . .°

Arthur Hull Hayes
President, CBS Radio

““Agency people pretend ra-
dio is only growing now,
but radio has always been a
helluva buy. They need an
excuse (o return home now
that the love affair with tv
is weakening . .7

Robert Hurleigh
President. Mutual

skirts dhid with women.

“No matter how poor a lady
wis, she wouldn’t be caught dead
i e long skirt, and until recently
many advertisers  wouldn’t  be
caught dead on radio,” he savs.
“Network radio just didn’t have

sex appeal or something in those
days.

“Radio ()nl’)’ stopped beating its
head against (v during the last few
years. Now it has become an indr
vidual medium giving news [laster,
presenting i more personal touch.”

“If toolk a congressional
heariny before many ad-
vertisers would believe
that radio has been short-
changed . . .”

i

Robert R. Pauley
President, ABC Radio

“About three-fourths of the
29 million
last year were non-plugins.
Advertisers have to belicve
people listen to them, ve-

radio sets sold

gardless  of
lems ...

rating prob-

William K. McDaniel
Executive v.p. in charge of NBC Radio
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Other reasons presented by the
C.BS
heconung aware ol the tavehing
ancience making use ol transistons
andd G tadias, Tvoas getting expen
sive Lo many ol them, aid the wond
that 1adiv cane do g good job s be
ginnimg to spread.

Radio duel: advernsers ae

1laves savs the network las re
ceived o namber ol
advertisers that begin “We hought
e ol voul petwork with sowe
nepudavion” and end wirh “hit we
got 1esuls”

Special studies by ReFE Baskin
Associates have also hetped sales a
CBS, accarding 1o the presidem
I he hiest stady was based on about
2500 nteviews in fuly 620\ greaten
mterest in vadio over the previoos
vear wis expressed by three times
as o people as those who ex
pressed a lesser interest

letters hom

In the companion stady . wade in
Novenber, imvolving 2000 sinivess,
1espondents e the “greater inten
et monp were twosmd-one-hall
tmes those who hud “lesser inten
est”

Haves not reveal how
unich money the network win ok
ing, but said the radio division
(spot sales, oRos ete)) had “alwass

wonld

been i the black” and that the
netwark had  been i the black
about a vear. When conlronted

with the annnat gross sales figooe
ol St million given by industny
competitors he said the iigie wis
“very low”

A whole new character geomp of
tadio  advertisers v veported by
George  Nrkedis. CBS vip. [m
sales. 1 leel the hicld is expanding
and getting more  vecognition,”
Arkedis, o 20a0vemnr vereran i
network  radio sales. Ol course
food, agaretie, and automorive ul
vertising on net radio has alwiys
been big. bat newcomers such as
\lied Vian  Lines, Miller Fall
Fools, \werican Express, Celoten
building materials, aud Fmery dis
tleaning, for example, vepresem

AHARY

whole new brand of advertise
Fhen again, many old-time  net
facdio users  such as Lady Esther

i Mo candy bars are coming
back.”

Fartier this wonth \rkedis an
nonuced that sales solume for Jane
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was  the  Inglest
uoughout the scunonner GBS R
dio s victually SRO

Rohert

LAl SN AR

Hurtaigh, presudont ol
Mutial, win
milion a veanr and wiael plans o

t ow I e

1.10¢ . | L | N
back to o nuan wath o wale (radhn

aned o nnstress (

TN
11

tress Jand looks back at tus wale 1

| 1 ' TR 1 e ;. 1
thanks she soll looks pretty goodd

|
shie st hane had het T
sontethimg. B actoady
wile, Undorvtunate

dane o1

iws the same

s

Hearings helped point out radio's problems
Owen Tharvis (1) is given sone cvedin for o

Freve, hie's seen receiving Peabods

there’s not that much glamor, ro
manue, ol (ll.“ll-l (Ullll(‘(l(‘(' winhn
wile.” he savs

“Admen are now contending that
radin is growing when it has been
a hethina by all adong. | hes need
nexane to retmn home now that
the love aflatr with vy over”

Wi 18 i t
ersy NBC, GBS, and AB(C
advertisers e histed below

On NR(C

Mennen. Cheviolet
an Lafe, RoJ R p
Dinge, EXAL American Maotars, Nl
tler B W\ () 1o

On

A%

\B

(

e advey
Aitd from Wand Oy
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Master boards aid salesmen, buyers

For WBKB’s new avails, system shows day of week, time of each show, spot rat-
uigs, network sponsors, and cost of cach show. Reproduced 12 x 10 copies of
boards are mailed each week to spot salesmen in all five ABC TV oo markets

Chicago station speeds
data to spot buyers

New station-created reporting system may

solve old and familiar tv sales problent

he “‘communications tag™ which
Tcxi.sls between the time a major-
market tv station is aware of choice
availabilities in s schednle, and
thie time the station’s rep in anoth-
er city iinforms an agency buyer of
the dedatls 1s being shovi-civenited
by ABC TV's v&a outler, WBKB,
Chicago

Station ofhcials have high hopes

10

for the new system, which tley feel
will help ageuncymen in nailing-
down some choice time slots with
a minintum of lost time.

Here's how the new system oper-
ates:

Spot salesmen in all five ABC
TV oo markets (New York, Cln-
cago, San Francisco, Los Angeles,
and Detroit)

are receiving  each

week a 20-sheet packet of listed
WBKB avails on a continuing 13
week, day-by-day basis from sigi-on
to sign-off.

The listing includes: the day of
the week, time of each show, spot
ratings, network sponsors, and cost
of each spot.

Information is mailed out of
Chicago each Friday, arriving on
each salesman’s desk, in each mar-
ket, Monday morning. As spots are
sold salesinen call and report the
sale.  The sale is iinmediately re-
corded on new master boards at the
Chicago station. At the end of each
day (every day except Friday) cor-
rection sheets are made up from the
master boards and mailed to the
salesmen in each market. The re-
produced sheets give the salesmen
an “avails at a glance” system un-
like any other in the country.

The most important feature of
the new system is its portability.
Sheets are easy to handle. compact
enough to be put into loose leaf
folders and carried by salesinen
wherever they go.

Until now, each member of the
sales staff had to go back to the sta-
tion, after meeting with timebuy-
ers, to read the traffic board before
he knew exactly what spots were
available.  Out of town salesmen
had to call in to ask for avails. All
of this was a time-consuming pro-
cedure. Ouce the salesman got back
to the office he had to waste more
time reading the traffic board to
figure out what spots were avail-
able. The delay sometimes caused
the loss of a sale.

Reading the wraffic board has al-
wiys been a complicated and time
consuming job, even for the sea-
soned salesman. Too frequenth
avails were overlooked and not
sold. Now all the salesmen have to
do is look at their avails sheets
which are received weekly with
day-to-ciy corrections to know at a
glance what it previonsly took
them hours to learn.

In explaining the new systen.
Bob Adams, \WBKB's general sales
manager, says: “When we turn the
key in the doov in tlhie morning our
job in sales starts. Our biggest
problem is letting the salesmel
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know  what's available. 11 they
don’t know what spots ae avail
able they can’t sell them. Spot tal
fic conuol has grown into some
thing ol a monster in the past few
sears.  Mainly becanse ol the uet
work pattern ol selling one minne
scatter plans, sometimes within the
sate show, but rotating within the
sane programs in dillerent posi
Lhis is  componnded by
short Hlights of  spot advertisers.
This ssstem wall tike the giess.
work out of sales. 1t will eliminate
the time that has been spent wving,
o acad the board and figme om
what's available. Agendies will now
have an immediate sevice  tat
conldu’t be given them belore.™

Adas vecalls that the svstemn
came abont one night while he was
working Late and decided 1o check
the wathe board just 1o see what
he. as in old time salesian, wonld
have done ta present the los of 4
wle. He sand the longer he stood
in front of the board wving 1o fig-
we out avails and check available
dates the madder he got. 1 was
then that he decided there imust be
a better was 1o make avails known
through o less complicated  and
e corisimung system.

\chums, contract service numager
Pick Tanben, and sales talhe man
ager Sara Fritz, worked on the sys-
tem thiee or four months, roning
out bugs and parfecting v oas
cnor-free g system s possible. e
cotding 1o \dms, WEKB now has

Hong,

aosastem with o percentage ol o
estinted as low as 5

Revisions and improvemaents e
bemg muade as the sales tralhe seall
works with the ssstem to co down

the percentage Su
clfcctiveness ol the new system s
mcater thar anvone il

pared. Salesmen e pleased with
1 hecause they can now speand more
tine ont on the steed sellimge. Reps
in ABCS olhices in Calidorma aod
other
s chat

MRI4dCLE 12°1%¢31 | 111 N e 113(T
matrkets aeport e glosang

then

wimk has been

New system in action



The Death of Stalin

Sponsorship of special aquality pro-
gram brought imncreased brand aware-
ness, copy porm identification,  and
purchase poiential for advenisers

Stalin pays off for advertisers

Bruskin study for NBC shows improved attitude

for sponsor’s products after special broadcast

pousorship ol tv news and ac-
S tnality spectals pays “handsome”
dividends for advertisers. "This 1s
the conclusion of NBC Reseuarch,
based o an R. H. Bruskin study
of the NBC White Paper, The
Death of Stalin.

The study was commissioned by
NBC 1o assess The Death of Stalin
progrim upon viewers.  Measures
to gange this impact covered three
broad areas: Drand awareness, con.
sumer attitude, and purchase po-
tential of the advertisers” products:
the public's opinion of actualities
sponsors: and the public’s under-
standing of the subject mauer ol
the program tsell.

Fhe  program,  highest-rated
White Paper ever telecast, reached
12.6 million homes, and was spou-
sored by Scott Paper and Upjohn
this past season. Scott, with sub-
stntial constner usage and prior
advertising, started out with high
levels of awareness and attitude,
while Upjohn had lower awareness
aned actteude levels at the outscet.

lf)

Awmong the Bruskin results were
these for Scott:

o Drand awareness—Belore the
telecast, 42.39, of the prime
viewers mentioned Scott towels
first, when asked what brand
names ol paper towel came o
mind. After the telecast, this
proportion rose to 51.197, a
gain of 279, For Scotties tis-
sues, the sime measure rose
from 16.79, 10 21.0°7 for an
increase of 26°7.

o Copy poiat identification—
T'he proportion of prime view-
ers who associated the “Magic
Oval” slogan with Scotties in-
creased from -10.9°; before the
“Death of Stalin®™ program 10
5L, a gain of 257, ldenti-
fication ol the “Scott makes it
better for you' theme rose
from 11.8°7 10 21.09, for a

relative increase ol 789,

o Couswwer attitnde—In the be.
fore-wave, 17.097 of the prime
viewers rated Scott products

“umong the best.” In the after-

wave, on the other hand,
59.990 gave Scout this top rat-
ing, a jump ol 27°7,

o Purchase potential—Cui-Rite
was mentioned as a brand they
would consider the next time
they purchased wax paper by
60.39, of the prime viewers
after exposure, up 73, from
the before-wave level of 53.1,
For a similar question on pa-
per towels, buying considera-

tion increased 169, from a
level of 10.69 10 17.09.

Whereas in the case of Scott. a
limited amount of commercial time
wis devoted to any one product
(maximum a full minute) . Up-
john devoted its time to a single
product, Unicap vitamins, Net el-
fect for Upjohn was this:

e Braud awareness — Among
prime viewers, top-of-the-mind
awareness of Unicaps jumped
from 10.09, before to 22.9%
after. This represents a rise
ol 129¢ .

o Copy poiut identification—
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Onlv 50", ol prime viewers
knew thar the 23 veans of e
search 0T slogan was wsed
by Upjolin belare thie White
Pape Viterwands,
2184, could idenuly n,a level
low tnnes as high as the initiad
one.

o Consuniey attitude  1he o
portion ol prime viewers e
gave Upjohin praducts the wop
tating 1ose Y from 27.8°,
o 39.3%, .

o Puithase [lllll‘lllill[
e
wouh! consider huving Unie
caps alter the \aualite Spes
cial compared with 7.29 be-
fore, o aclative  inadase ol
e

Intersiews

telecast.

13.7*, ol

viewers  stated  thes

were  condncred by
telephone prior to the telecast with
one group of appoximuely 1000
hosewises, snd alter the elecast.
The sample size and distribution
nonaiewers  for
both samples wete:

of viewers and

Before Sample

Total Respond- 1096 100%
ents
Viewers 421 39 100%

Prime Viewers 281 26 66
Light Viewers 146 13 34

Non-Viewers 669 61
After Sample
Total Respond- 1137 100%
~ ents
Viewers 380 34 100%

. Prime Viewers 262 23 67
Light Viewers 128 11 33
Non-Viewers 747 66

Both before and after groups
iwere  asked  the smme  question,
INBC said. “Smee there s also o
Lquestion on the extent ol viewing
this particnlar program, we were
able 10 gronp howsewives in each
winne by the sunount ol viewing and
examine changes in the varions
Cmeasures by degree ol exposure.”
For the changes in awireness, etc.,
prime viewer groups only were
used. those that stated they watched
all or most of the program, 1wo-
thirds of all viewers.

I Biuskin  research  also found
Viewers comsidered the sponsors of
the program 1o be leaders in their
fields (80,) . modern, progressive
companies (83,) . concernetd with
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the publics wellwe 8800, and
merested e Keeptiig people m
lotmed on world allans (89 )
Among noncviewers, there was al.
so b lvorable nnage ol actnalin
sponsors, NBG reported. Somewhag
over hall shared the strong opimion
ol thet prane vieswer connterpants,
with o range ol 1o 387,
relleted
gams i knowledee ol the sabjea

Prime viewers  alwo
Whereas
189 sapd they had o good back
cronnd about Ruossta o the te

the aeseardh eporied.

ol stahin's death bhelore the bvoad
cast, 2000 ol prime viewers said
they did atrer the show, A ol

ol 3, adennhed Berra as e
ol the Russiau Scearet police L

lotehand, 631, shiaoward \nroans

vtenwers bolorcliond, 37

. repornesl
seamng o heanag somcthung wlieh
provaded then with o benor o
derstanding ol R Aot
while 82| e
T

N\ 1
t
ity audioee e v
«nt !\l": AMNMLHLCLECN 5.'! .:!!fi o ::E
toward the Sponisors
prestige “rub ol il
pribli

|’ll)11ll(

undenstandimg ol the oo
grant’s subjert mato L

New FCC move against
joint-media reduced rates

i the FCC continues with a
new elfort 1t sy undertaken to
force combination media owners to
stop  ollering  joint - newspaper
broadeast  reduced-rate ad  plans.
The ledeval agenay ruled in Janu-
ary that when o licensee owns news
paper and radio stations, he can't
oller package deals hecause it would
be unfaiv to those who could only
oller broadcast rates.

I he VOGS Litest mose i this o
rection came to hight as o applica
tion tor vansfer of a vadio station
was withdrawn with o charge tha
the FCC tnied o force a divorced
rate comnutment on the apphoants
as o condition ol approsal

Tivolved s WVITP, N,
N which Suburban
ing, subsidiary ol the tterald 1Tob
une Network, songht to iransler o
Patent rader, newspaper saiving
that community. Frader publisha
Call Tueker, i savs the applica:
tion was hled with the FCG ey
List Januaiy, and in March the
buneau aeqguested Pradet aoee
ampng  other things not w sell
radio and newspaper advertising in
combimanon.

A(l\ ertisers will end up the losers

Risco
roadcast

He sasd hos paper then amended
the application 1o state 1 dicdn |
contemplate suth vates, bt i el
June was instracted by the FCC 10
nuke o i conmmument e that
cllect. When Trader relused o do
s, said Tacker, the paper was
aclined this would 1eswdt m pio
tacted and lnrther delas
haps denal

Lacker asserted that b sellme
packages ol this kind e compa
tive it kets s decimeed nnptope

med per
of the apphoation

“ias np o Congiess to conrect the
praciice with legisbarion
to g lederal hocan with powar o
oeree compluame

Ute pomted ont that sich oo
mitment wonld mean wacong
lovego lorever the nght to Wt
bimation advertising rates
common business practice tha
both proper and legal

I neker added that i has p
nla case, " the news vaper
vadur station e anov hagleds '
petitine munket shoaval be vty g
dio stattons and newspap o and
ans concern about
this muarkcr as s

monopoly an
1ealistn



Ouija boards or judgment?—
few have knack to pick winners

When it comes to picking @ tv

show that's going to land in the
top rating brackets, a handiul of
adveruisers and agencies have a real
corner on the market. A sroNsor
analysis of “top ten” evening shows
(full season averages) as reported
by . C. Nielsen starting with the
1955-56 scason, reveals this client-
agency pattern:

o Odds favor a top show being
sold to one or two advertisers, rath.
er tran o a flock of participants.
More than hall of all prime time
shows involve three or more adver-
tisers, but three out of the lour
top-rated shows had only one or
two advertisers.  Admittedly, over
the span of years, the participation
program has grown (which would

Gunsmoke a champion among leaders

Over span of eight years, only onc program has bheen able o hold a top position most of the time. With seven pliacements
in top ten during this period, CBS TV's Guasmoke holds singulav distinction. No other show ranked move than four times

rellect a bias), but evenn in the sea-
son just completed, seven of the top
ten had less thair three advertisers.

e Eleven agencies placed three
out of four buys on top-rated
shows, with J. Walter Thompson
the leader, as it also is in total net-
work billing. Because of its sheer
dollar volume, JAWVT might be ex-
pected to be the ratings leader.
Young & Rubicam, close behind, al-
so has a large dollar volume, but
in third place, with considerably
less spending, is Benton & Bowles.

e Ten advertisers sponsor half
of the top-rated shows, in whole or
in part. Though heavy dollar vol-
wme might account for many of the
advertisers occupying the year-to-
vear golden circle, it doesn’t readily

explain why General Foods is at
the top, with less than half the net.
work dollar volume of Procter &
Gamble, which ranks second. It al-
so doesn’t account for the absence
of leading dollar-volume advertisers
in the leading-program lists.

e Success olten comes from dif-
lerent shows, not a single program
bought for a number of years. Over
the eight-year period studied, 42
programs were in the top ten, out
of 80 possible placements, reflecting
a turnover in the top ranks.

Some interesting patterns also de-
velop when you examine the agen-
cy-advertiser relationship to basic
LV program types.

Just four years ago, seven of the
top ten shows were Westerns. Only
two westerns were involved in this
vear’s rankings. Only one show,
Gunsmoke, managed to place
seven of the eight years. Nothing
else was close.

Ed  Sullivan, Danny
Have Gun, Will Travel,

Thomas,
and




Wagon Tram made the elite lows
times,  Stgnifcantly, 35 of the 12
shiows lll.l(illg over the vears, Lasted
for a4 maximnn of two vears, 20

of this 1iotal only one veat

Such an analvsis does not implh
the shows Lasted onldy o veat o two
sote moved inoand out ol the top
ten, o for example, Fd Sullivan
though continning over @ long span
of time. Most have Ly long Life
spans, some hitdng the tap ranks
for 1 vear or two, then setling back
to a strong ating, thongh not mak
g it alb the wav up againe In o
feast a1 few cases - Lassee and Danny
Fhomay, Lot example—lane cune
onh sifter a number of vears on

Though fory different agencies
honght time an the top shows over
the cight-year span. wenty e
were able to place bnt once or
iwice. Generally, those who ased
network nv more freguenthy, placed
more often. But dollaraolume buy
mg conld not alwavs be equated
with high-rated “placements.”

Following are agenoy leaders in
buyving high-<core  nciwork  top
shows, with the number of pro.
erams bought in the top wen.

{

J. Walter Thom pson 21
Young & Rubicam 19
Benton = Bowles '
Ted Bates 14/
William sty I
Bancer-Fitzgerald-Sample 10
McCann-Erickson 9
BBDO N
Foote, Cone &= Belding

Compton 7
SSCEB 7

Some of the placements involved
small number of shows. DI, for
me, rode with Gunsmoke for six
cars, Wyatt Earp for two seasons,
wnd Dr. Kildare for one. But in
he cightvear swewch, | Walter
Fhompson has had 12 shows in the
op ten: fid Sullivan, Have Gun,
Vil Travel: WWagon Train, Father
Knows Best, 77 Sunset Srp, The
E'ntouchables, Rawhide, Candid
Camera, Perry Mason, Dr. Kildare,
nd The Lucy Show.

Y & R similarly, has placed on
en: /| Love Lucy, Gunsmoke, Al-
red Hitcheock Presents, Chevenne
Maverick, Rawhide, Candid Cam-
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Intuition?
Ciencral Loods Tue leal o spor an ahe
nerwork top ten dor cach of 1he Gight

vears stodied. Floaad of
vty lon General Foods v b AW | e

1
TSN ANl "

Dollar dominance?
Leader
winnters, as woll as network spendig

QHONE aneugres i

prekie

s . Walter Thompnon. where Dan
Seymonur lias a wop ole i decisions

cra, Perry Mason, 1y, Rildare, and
Ben Casey,

Benton & Bowles also hought ten
dilferent December  Dride
Gunsmoke, Danny Thomas. Rifle
man, Red Neelton, 77 Sunset Strif,
Rawhide, [Andy Grfiuh Show, Per-
v Mason, and Ben Casey

The advertiser picture shaped
up like this:

ONesS;

General Foods 15
Procter & Gamble 11
lL.ever Brothers 1

Liggett = Myers Pobaceo
R. |. Rexnolds Tobacco N
l-ard Motor 7
Colgate-Palmolive
Remungton Rand
Bristol-Myers
American Home Products o
Were the espenditnres on an
average vear to be the basis, assum-
ing strictly the Laws of shunce, the

tosalis would hoasve v sormetlio
‘ {
Y|
n |
| 1 l ¢
1hi
I \
RN |
"
b oo
shiows 1
/
I
i (. 1
one show i the upper hrackeis
(N4
1t S |
I N p
\
I 1 .
the
e }
11l
/i I

dollar
Cencral
with but

Other exceptions o ahe
and vavimg tindem were
Motors, hith in dollars
Ine rop plwcements: Gillerte and

al Nabls, swhiach had hut

(o |
.III(I two l)l-l(l'llll'lu\ |t\|u1"."\\:|\
hrough the eight veans
1Tome Prodncis. number two an
dollars, but number ten e prckang

Anrican

winners; aiid Remington Rangl
which had Ian
1 N <

l v OT o
t I W
N CIEINerS i ONIrast o (it
arge mmmber of advernis w o
v the medinmm cach vear, an

average of more than 300,
Call 1t whar will, track

n ol .y :

So [I
Some . )

|
l

I thevll ik, D S ]
JW I o I
Bowles a 1 Coent



ATTS

KUDL

lrv Schwartz
V.P. & Gen. Mgr.

McGavren-Guild Co.
Mid-West Time Sales

“TIMEBUYER’S | s s

what they are doing

CORNER|™"™™

CANADIAN PRESENTATION: CJOH-TV, Ouawa (channels 13 &
8) drew a bevy ol buyers to their film presentation at the Sheraton-East
Hotel in. New York. E. L. Bushnell, the station’s president—"aflection-
ately known as ‘Bush’ "—presided over the film showing and luncheon,
good-naturedly bemoaned the fact that the film was scheduled firs,
the food last. The presentation itself was delightfully Canadian to
the ear, with its generous scatterings ol “spot shed-ules” and “aboots.”
Some of the agency people on hand enjoying the lamb chops (what
happened to Canadian bacon, Bush?) and learning eboot CJOH-TV,
were: Aurora Blando and Ray McArdle, Morse Int.; Robert Pape and
Noel Becker, Compton; Larry Colen, Benton & Bowles; Helen Thomas,
Street & Iinney; Bob Hall, Don Lumsden and David Farrar, Thomp-
son-Koch; Joan Rutman, Ed Hamowy and Warren Stewert, Wesley
Assoc; and Ruth Bayer and Peter Steverango, Parkson.

At advertisers and agencies: every desk’s a stage

Lever Bros” associate media manager Sam Novenstern (1) learns about
WRIED (Columbns, Ohio) from Avery-knodel’s market development director
Fd Lier. The vep firm s showing S-minute radio and tv station market
stories by means of a special desk-top automatic sound slide-film projector

The knot is tied: Pete Spengler, planner/buyer at BBDO (New York)
on the Campbell Soup account, and the former Roseann Graffagnine
ol Young & Rubicam (New York) were married 18 May. The Speng:
levs honeymooned in St. Thomas and Puerto Rico.

A pink vibbon arvival: ], Walter Thompson's (New York) Jerry
Golden and wife Pat welcomed new arvival Kelley Ann, a six-pounder |
and their first child. on 19 June.  Jerry buys for lLever Bros., DBrillo,
Rheingold, and Seven-Up: was formerly with Doyle Dane Bernbach
(New York).

(Please turn to page -18)
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" MAXIMUM RESPONSE

—that’s adveftising efficiency.
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THE
AN
Wi
KNOW
KON
D[]

fo+(F 80) (B
8)=alLEd

This is a formulo thot Richord Betts,
Gun-Betts Oldsmobile, has used for
o long time for successful soles. Add
KONO Radio (Diol 86) to the fine
line of Oldsmobiles ond continued
sales success is the totol result. Mr.
Betts hos found thot KONO hos the
receptive odult oudience so neces-
sory for quolity outomobile soles.

KONO Rodio works for Richord Betts
... KONO Rodio will work for you.

Don't toke our word for it ... Coll
Richord Betts Collect PE 6-1551,

Areo Code 512.

Far ather details cantact KATZ Agency.

K/O|N|O

860 KC 5000 WATTS
SAN ANTONIO

~TIMEBUYER'S |
CORNER

ontinued from page 46

Never fear, Compton's (New York) media men are on guard: Medi
trainee Steve Manshel is in the midst of his two-week stint with the
National Guard, Alan Klein starts his tour this week.

Return of a vacationer: Gumbinner's (New York) Anita Wasserma
is back at the agency after three weeks i Europe where she spent al
her time listening to the radio. (Well, that’s what the agency's p
man said.)

Welcome back to the Summer Festival: George Peter is back in the
media department at Maxon (New York) after a refreshing vacatio
in Massachusetts.

New appointment: Gail Martell has been named a media estimatoi]
at Needham, Louis & Brorby (New York). She was formerly witl
Wexton (New York) as media director, concerned with print media.

Promotion announced in N. Y.: Max Tendrich, who was executiw
vice president and media director at Weiss & Geller, has been name
executive conmiittee chairman of the agency.

A month on Long Island: Walter Barber, associate media directo
at Compton (New York), is spending the month of July vacationing
in Noank with Mrs. Barber and six of the eight Barber children.

—Grace Porterfield: midsummer rates dream

During the 12 years Grace Porterfield has been associated with
Benton & Bowles (New York}, she has progressed from a five-year
position as secretary to the account exec on Maxwell House
Coffee—who in 1946 was Edward Esty Stowell, now president of
Ogilvy, Benson & Mather—to a year's stint as assistant buyer,
and lastly, media buyer on the
Maxwell House and Instant
Maxwell House Coffee account.
Grace, aptly named, departs
from her usual pleasant
disposition to simmer aboul
summer rates. She feels that
with the inherent decline in tv
sets-in-use during the summer
months, an urgent plea for rea-
listic rates is in order. “Sum-
mer discounts have been of-
fered by some stations, she
says, “but the policy must be
widespread to be effective. Sta-
tions would have less time
available, while advertisers
would be able to purchase
summer tv at sensible efficien-
cies under a discount plan.” A native New Yorker, Grace lives in
Manhattan with her husband, Charles Clayberger, who is also in
the advertising field. The Claybergers escape the city’s summer
heat at their second home in southern New Jersey, which boasts
grounds harboring a cranberry bog. She is a member of IRTS.
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| Take a good look at this smart ney

mode

Here's that “custom™ appearance to satisfy
the proudest management; “"custom™ quality
and flexibility to please the most discrimi-
nating engincers...all in a production-mode!!

CUSTOM STYLING-Striking new lines in

{blue and silver bring a color accent to con
jtrol rooms. Color-coded operating controls

are engincered to avoid errors. Only 39” long,
it is compact and self-contained...to satisfy
New or cXisting arrangements.

CUSTOM QUALITY-The BC-TA is fully
transistorized for long-tern reliability. All
amplifiers have input and output trans-
formers...precise impedance matching for
both program and menitoring circuits. You
get quality sterco monitoring (10 watts out-

e

2CA| Closest to Custom in a Production Consolette!
o=

- RCA Transistorized Consolette

for Dual-Channel AM/TV and FM Stereo

put), quah rain control:
Key switches on all program circu

CUSTOM FLEXIBILITY-Y
changeable plug-in modules ... pre
solation/ ‘
fiers, monitoring ampli
and powel :.'.:;‘.pf) I

unit. You get threc-mode operat
tor switch to instant

100U
dual channel, parallel or stere ér

W c e\
you will agree that this 1s the kind of custon
ized styling, qualty. texibil

Let your Broadcast Representat w

all the features that nake th ¢

best buy. Or write RCA, B it T

vision Lquipment, Bldg 5. Cam N

THE MOST TRUSTED NAME IN ELECTRONICS




Trends, techniques, new
styles in radio/tv
commercials are evaluated
by industry leaders

“COMMERCIAL
CRITIQUE

“A HOUSEWIFE'S REACTION TO TV COMMERCIALS”

OR “I DREAMED | WAS BRAND X”

By CAROL ROSENZWEIG

The typical American housciwife
probably agrees that Charmin is a
funny name for a dog; that a liv
ing bra is better than a dead one;
and that srer husband had better
not use two dabs if he knows what's
good for him.

She s amused, interested, an-
noved, nspired and bored by it

-
A TR e
Source: U.S. Tele Seivice

Typical Gleem Commercial . . .
may prompt Mrs. Average Housewife
to discard offspring who won’r brush

all, depending on her frame of
mind and mood at any given mo-
ment, as well as on the sum total
of all her experience, neuroses,
goals and prejudices. Whetlier she
rushes ont 10 buy what particular
products is known best to the sales
executives and advertising agencies
of the interested companies.

However, one way or anether,
the millions ol American house-
wives, of which I am one, do react
to TV commercials. We stampede
our supermarkers at least once a
week, make unaided choices among
hundreds of products seen at one
time or auother on television and
often don't consciously know just
why the hand that rocks the eradle
(and the cash register) reaches for
one brml in preference to an-
other.

This is o rather remarkable
phenomenon and one about which
surprisingly little has been writien
outside the trade. As a part-time

50

writer as well as a homewife, 1
skim more than my statistical share
of mass magasines and newspapers.
Although these kaleidoscopes of
the American scene are filled with
opinion, reaction, sermon and dia-
tribe aplenty dealing with televi-
sion and s inhabitants, little is
said about the “few  (million)
words from our sponsor”™ and what
part they play on that self-same
American scene. \When, here and
there, the TV commercial makes
an occastonal sally into print, it al-
most always comes oft as a low form
of video lile whose sole “raison
d’etre” is to whip the natives into
wild spending sprees. Mrs. Aver-
age Housewile supposedly reacts to
TV commercials with a fervent de-
sire 1o eliscard anything in her
home more than one day old . . .
including husband and oflspring
who simply WON'T brush afier
every meal.

No one can report in depth ex-
acthy what the housewife's reaction
to TV commercials is. 1t is 100
broad and complex a syadrome
and is uudoubtedly something dif-
ferent for everyone at various
times. However, it is myv belief
that there are some aspects to the
subject which are no more than
“a quarter inch away” from the
surface, yet are hardly ever trotted
out for a bhreath of air.

Nowhere is 1t suggested that the
TV commercial serves the very
practical finction of presenting
the nation’s products and services
and informing the consumer ol
their uses and benefits. Each day
thonusands  of supermarkets, dis-
count dragstores and other retail
establishmeuts {ling open their self-
service doors to the public with
nary a sales clerk in sight. Oue ol
the factors that makes this possible
is that the sales clerk has already
been to the housewife’'s home in
the form of the TV commercial.

I'\" orientation is so taken lor

granted that we accept without
question the ability of even the
least gifted homemaker to regular-
ly and skillfully navigate a verita-
ble labyrmth of brand names. This
complex includes products that
sound alike, look alike bur may
serve uses ranging from widely dif-
ferent to almost identical.
Docs  this  seemingly endless
choice hammered home night an
day by the TV commercial mak
a woman long for the day whe
soap was soap and not Gee, Whi
and Bang? .
The answer is “yes,” if you simi
larly think that she yearns for dis
enfranchisement, arranged mar
riages and vocational ostracism, al
of which ecliminate the necessity
of choosing.
Rather, 1 belicve that a woma
righitly looks upon the prolifera
tion of products on TV, not as
form of persecution peculiar to th
mid-twentieth century, but as
natural outgrowth of the competi
tive bid for her consumer dollar.
She might even wonder why othe
claimants for that dollar, cspccial
ly those purveying goodies dear t
her heart like fashion and travel
appear only as shadowy and
casional visitors to the showei
(Please turn to page 66)

Author, friee-kiee  writer, €z
while adverntising and  publicing
executive, Carol Rosenzweig is
the wile of Saul Rosensweig, viee
pres. of KPLR-TV, Sy, l.ouis.

SPONSOR/15 juLy |



TAKE A SECOND LOOK

it's Chun-King! The Chun-King Corpora-
tion in Duluth, world's iargest producer of
American-oriental foods. Take a second
look at the Duluth-Superior-PLUS market
—it's bigger than you think! Blgger be-
cause KDAL-TV now delivers Duiuth-
Superior-plus coverage In three states
and Canada—through 18 licensed trans-
lator stations! .

It ali adds up to a quarter of a miliion TV
homes In the Duluth-Superior-PLUS srea
—second iargest market in both Minne-
sota and Wisconsin—and oniy KDAL
delivers it all!

'| Duluth-Superior-Plus

KDAL 2nd largest market

in both Minnesota
| AWGNstanow | . "

e

{DAL—CBS—RADIO—TELEVISION 3 REPRESENTED 8Y EOW. PETRY & CO., INC. AND IN MINNEAPOLIS/ST. PAUL, BY HARRY 8. HYETT CO.



If you lived in San Francisco...

...you’d be sold on KRON-TV




News from nation's

N WASHINGTON WEEK capital of special

interest to admen

o The FCC's complaisance toward the glaring competitive imbalannce be-
tween ABC and its fellow networks continues to outrage the protesting
third network and astonish onlookers, including some FCC members.

Last week it was radio: ABC will fuce the 1055 of {ts New York t'lagship
station unless it agrees to directionalize nighttime coverage to accommo-
date KOB, Albuquerque, N. Mex., a clear channel station given the same fre-
quency 21 years ago. The CommisSion insists there is no great disadvantage
to WABC's limited coverage as compared with the unlimited operations for
NBC and CBS New York radio stations.

The FCC's proposed duplication of clear channels has long been a bone
of contention between Chairman Oren Harris of the House Commerce Commit-
tee and the Commission.

%% Ihe decision against WABC renewal, whichhung fire for five embattled

aspects, follows a pattern blasted by FCC Cmr. Kenneth Cox.

In his rousing dissent from FCC kill of 7 possible vhf drop-ins for 2-
Sstation markets, Cox pointed out that the agency sheds a crocodile tear or
two over competitive wounds to ABC, while assuring the network it has a fine
future.

YWk Asmall ray of hope for restoration for one of the canceled vhf drop-ins
lightened another recent FCC decision which went against ABC last
week.

ABC plea for a third outlet in Johnstown, Pa., went agliomering for
the second time when FCC gave vhf chaanel to Clearfield, Pa., as one of five
educational channels in that state. However, a footnote said considera-
tion was being given a drop-in vhf for Johnstown, Pa.

Strengthening the hope were dissents by Cmrs. Cox and Ford, who ap-
proved UHF educational assignments, but objected to the Clearfield vhf in
view of pending petitions for a Johnstown outlet.

Y ABC's lone stand against FCC order abolishing option time hinged on

double jeopardy in loss of hoped-for vhf drop-ins. with nes threat Lo
clearances on an affiliate lineup already dubbed "truncated” by the net-
work.

ABC challenged FCC's declared policy of rostering competition among
the networks. It points out the hard fact that ABC has 127 primary affili-
ates, while CBS and NBC have 191 and 193 respectively. ABC network bill-
ings and hourly rate differentials ar2 steeply below each of the other two
networks.

In any case, ABC despairingly asks for more time. The net says F°C’
Sept. 10 deadline could spell disaste-~ tonetwork-station-advertising coa-
mitments already made, based on option time clearances.

NBC remained mum on option time, but CBS threw down the gauntlet on
FCC's outlawing its Station Compensation plan as a form of optionins.

|
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SPONSOR-WEEK I Advertisers and Agencies

Cash registers kept busy in '62

With advertising expenditures up
on nearly all fronts in 19692, 1t's
no wonder that civilians in the
LTS, were prodded into spending
retail goods last vemn
when the per capita average rose
6, to S$1,281 from 1961°s S1,208,
according 1o tlie Annual  Retail
rade Report just released by the
Commerce Dept.’s Census Bureau.
Retail stores’ total sales were up.
89 last year, $235 bhillion vs. $219
billion.

For food stores, average sales [or
cach person amounted to S314,
against 8306 in '61. Next m per
capita sales, but showing the larg-
est gain over ‘61, was the auto-
motive group ol stores—S233 vs.
$201. In the general merchandise
group ol stores, 1962 per capita
sales totaled $118, $10 higher than
the previoys year.

more  lot

I'he cost vidues of merchandise
inventorics in retail stores at the
end of the year amounted 1o $25.6
billion, 797 higher than inventories
held at the close of '61. Ot this
total, SH.4 billion represented the
value of stocks and non-durable
goods stores, up 7%, Trom '61; and
S1L2 billion, the value of stocks
ol durable goods stores, also up 7.
A year-to-year increase of 109, was
noted i the mventaries of fran-
chised passenger car dealers. An-
nual sales of all retail stores in "62
were 9.2 times the cost value of in-
ventories at the end of the year,
virtually unchanged from the 9.1
in ‘61,

Retail stores in the U.S. reported
a total of $14.3 billion of accounts
receivable balances owed to them
by customers as of 31 December
1962, 10 more than the $13.1 bil-

Bank goes ‘bowling’ again on Hollywood tv

Security First National Bank (Los Angeles), via Donahue & Coe, has signed for its second year
of sponsorship of a two-hour-plus telecast of a complete Hollywood Bowl program on KHJ-TV.
An all-Gershwin night, it will be taped 27 July for prime-timing 7 August. Looking at oicture of
last year's initial KHJ) telecast are (I-r) Hollywood Bowl president Oscar Trippet; KH) program
director Wally Sherwin, and Lloyd A. Austin, chairman of the board of Security First National

54

lion reported as of the same date
a year carlierw Credit balances on
the installment accounts amounted
to $6.9 billion, an amount 167,
higher than at the close of '61; and
balances on charge accounts totaled
S7.4 billion, up 49 from '61.

“Who's Who" off presses

One year after the start of the
project, Haire Publishing of New
York is ready with the first edition
of “Who's Who in Advertising,”
a  1,300-page  volume of 10,000
biographical sketches intended as |
a daily business tool.

The book, edited by Eldridge
Peterson, former editor and pub-
lisher of PRINTERS INK, liss
agency executives, media men, of-
ficers and advertising executives in
industries, teachers, and others who
contribute to the country’s S12 bil-
lion annual advertising investment.
Some 50 researchers, editors, and
writers worked on the book, which
sells for S50,

‘Organization man’ hit
for ‘molehill-making’

The “Organization Man” and
‘Took-alike” advertising have been
sharply wikenr to tank by the head
af one of the top agencies in the
Southwest, who singled them out
for criticism in a recent talk on
“The l.ost Sense of Destiny in
Marketing,”” before the Sales and
Marketing Executives Club of San
\nwonio.

Clay W. Siephenson, president
ol the Houston-headquartered firm
bearing his name, asserted that in
nmarketing, the “Organization Man™
is forever busy making “a molehill
out of & mountam. .\t the agencs
level, he strives mightily to make
the imitative appear creative: al
the client level, he renders the un
creitive even more nncreative b
forcing it into the ‘fail-safe’ strain
jacker fundamental to orgamization
thinking.”

“His mark.,” he added, “is 1o be
be seen todav in the conscious in
feviovity in v programing. in the
universal  worship  of  computers
the drab sameness ol advertising
the prevalence of price-dealing sell
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g tactis, the  maslinoonmg
growth ol parasitic prvate Libels,
the list is long, and depréssing o
contemplere.”

Stephenson said it winde i
L e be nne, and undenstandably
B ot the “Organization Nan's”
mark ol mediocriny s st olwen
1 be tonnd on the produce of the
big agenoy and the big adventiser
1 s o present
i mcredibly grotesgue Tonm™  on

Cand sonmetimes

the product of the snall agenas
L ond the sneall adventiser
Ihtong ot look-abike he
Imilllml dvan example o Cthe o
wo-imspiving histony™ of aoline ad
Laertising, noting thae the magonm
ol the lmes at one time all cimpha
sized thein equipment, Ler shif
ing to Lirget sersice and meals, aod
presenth Claddishiv swing in g
presentation ol hand
somely vnitotned wen and women
Lwho are purported o nueke taved
Ling ba aiv onlv o hude less relining
than @ davy gt the seashore”

SLACTOUN,

L 1le said the vesult of these "nn
Linspured” ellores has been o per-
ande  only something  less than
15, of the population to travel In
Lair. I sbort, 3500 of dthe papula-
ton is still wanting to be convineed
of the merits of aiv wavel”

Other “look-alikes™ crred by Ste-
phenson were in such hewvily pro
“motedd product categories as ciga

nettes, soaps and detergents, dmg
prochicts, awtomobiles, and the cnr
ltent use Dyvomany divergent prod-
uets of o particulatdy horrendons
tpe of testimonial advertising, ap-
Sparenth inspired by Candid Cam
lera” Resulis, Stephenson claimed,
ol senve o demonstrate the ob
Nions  Litlac” of  assaming thn
whatever works for one advertiser
will work for another.
L lowever, he cmphasized  tha
the size of an advertiser and/o
Biis agenay isn't necessarily prime
aise for advertising being eichen
fmitative or oll.toget. 7 \saming
the competence of an ageney 1o
levelop etfective advertising.” he
saied, Cits absence can be fainly Lid
o the neav-nniversal pracuce ol
lowing advertising decisions 1o
e made by nonadverntising peo-
e

Stephenson asserted that in s
23 vears in the ad business, seiving
M both the dliegt and  agenen
avels, he hay “encountered aela
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21 years of ‘wedded bliss’ for station and client

Tusing Finance Co.. 1n recognition of 21 years of continuous advert n oNAVY
Portsmouth-Newporl News, Va, was given a 'day™ by the station, consisting of special announce
ments by personahties and account execs pius awarding of plaque to president Joe Tusing 2

trom 1) on WAVY-TV's "Dialing for Dollars ** Giving award was vp Edmard ) Hennessy

tvely tew aeative adverusing peo
ple parmanendy ensconced on the
chient side of the desk Bae e
added thae the hlanre for the sitna
von doesn’t hie with the <hiem
done: “Fogunally responsible s the
agenay nuan, g and simadl abike
who has't gor the guts 1o give
anvithing but lip service 10 areative
advertisme’

e said b 1o solve the prob.
lem ol the dedhining ellecuveness
of advertising it wnst e atacked
it the root—the  “organization”
coneept, which has “contributed so
Livishiv 1o the waste and decliming
1'his con
ceptis here 10 st at leist i the
forsceable Tunne, sad Stephenson,
but i doesn’t imply thar i weak
nesses 't be winomized and s
strengihs enhanced, if evalnated
and dealt with objectivels

creativity i advertving.”

Gas ad yield low with
high earners: KGLM

Biand Iovaltin bears licde o
werght in the huving decaons
|||)|n'l"imn|m- sonthern Caliton
ans, with almos s many pation
izing three brands of gaisolime s
are Laichinl wo g single label. s
fuct was revedled by KGUNL Tos

D oanrdhies s

\ngeles. 1n one of
sponsoring to exannne the awae
ness. attitndes and boand prefe
enees ol honseholds eannig S ano

ancd np annidh

dfr-
Here's the break 2% it
tronize oy one b owd ol gasolon
200 patiomize
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Bowtlord. Constantine & Gardner

and de Garmo Ine, Tt will operate
through 29 wholly owned domestic
and international ofhces, athliages,
or associates of the parent agencies.

SWELLS RANKS: Goodwin, Dan-
nenbaum, Littman & Wingfield of
Houston has been elected to mem-
bership in the 4.\’s.

NEW QUARTERS: Marketing
Impact Rescarch now at 515 Madi-
son \venue, New York 22. Phone
number is HA 1-3811.

KUDOS: Frank Sccley, head of the
Frank Seeley Advertising Agency,
clected president ol the San Diego
Assn.  of  Advertising  .\gencies.
Norntan  Foster, president ol
Jarnes-Chase, is the new vice pres-
ident and E. L. “Bud” Chase ol
the Chase Co., is secretary-treas-
urer. . R, J. Caire of Ronny
Caire \gency, was numed New Or-
leans’ Advertising Man of the Year
by the Advertising Club of New
Orleans. He was honored [or the
part his agency played in a tourism
promotion sponsored in ten states
by Sperry & Hutchinson, distrib-
tors ol SXH Green Stamps.

AROUND COMMERCIALS: In-
tercontinental  Broadcast  Media
completed a new series of musical
commercials for the Automobile
Club of Maryland for their World-
Wide AN Foreign Travel Service.
Langsdale \dverusing is the agen-
cy. ... Robert 8. Colodzin has been
named president of SIB Produc-
tions of New York. He was for-
merly tv production supervisor at
Benton & Bowles where he worked
on Crest Toothpaste, among other
accounts.

MOVING: Robert M. Hrubesch
1o product manager in the Borden
Foods' cheese and perishable prod-
ucts marketing group.

Jack R, Ryan to public relations
manager of Olin Mathiieson Chem-
ical.

Louis LeGall 1o inanager of French
Services for BBDO, Canada. He'l)
supervise French radio and tv pro-
ductions for agency clients.
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Advertisers and Agencies

Edward §. Clammer 1o government
sales manager of Visual Electronics
Corp.

George Sapin, account supervisor
for the Boston othce of Fuller &
Smith & Ross, named a vice presi-
dent.

Abraham Schargel 10 Audits & Sur-
veys as director of retailer rela-
tions.

Robert F. Lynch (0 account execu-
tive, Robert E. Bonette to assistant
account executive, Raymond A,
surke 1o copywriter, Mary E,
Todd 1o vafhe coordinator, and
Richard . Matson to art director,
all at Needham, Lounis & Drorby.
James PP. Clinton o director of
media for Chavles \W. Hoyt.

Clive R. Fisher 10 Doyvle Dane
Bernbach as account executive.

‘Millionaires’ size up 'sneaky’ promo

James B. Garvin 10 the markeung
and rescarch staff and Malcolm T,
Stokes to staff writer in the adver-
tising division of Beaumont, Hell-
er & Sperling.

Vincent N. Nunamaker to vice
president in the Yellow Pages Na-
tional Sales Agency division of |
‘Thomson Advertising.

Tom Weiler to public relations
staff of Botsford, Coustantine &
Gardner, Seattle.

Al Halker sold his agency in Eu-
gene, Ore., to rejoin the Whaley
Co. of Louisville as national sales
executive. Purchaser of Halker Ad-
vertising is lHeims & Turtledove
Ageney ol Portland, which also ab- 3
sorbed Ad Counsel of Eugenc and !
named Robert G. Christenson as #°
resident manager.

Randolph Shoes has provided a “Millionaire’s Vacation” aboard a yacht in Florida for a Mas:
sachusetts family whose name was picked in a contest promoting Randy Pedic sneakers. The
promo, held in conjunction with Boston's WEZE Savings Jamboree Campaign, involved some 20C
participating dealers, with one featured in ‘each commercial over the campaign's four weeks
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SOURCE. A. C. Nieisen Station Index May June, 1962

ONE: You get dominant coverage (42.1% average share) in the five-county
Metro Atlanta market, where retail sales soar to $1,352,520,000 annually.

TWO0: You reach 132 counties in Ga., Ala., S. C, N.C., and Tenn., where
retail sales total $3,869,409,000 annually.

Buy the one that gives you two . ..

WSB RADIO

Georgia's 50,000 watt clear channel station

Fep scrented v

m NBC affiliate. Associated with WSOC-AM.FM-TV, Charlotte. WHIO AM FM.TV, on, W 0D A FM Vigm
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‘Hub’ urges end to data ‘worship’

Th's big brass has been urged by
former network exec Hubbell Rob-
mson to kick the habit ol slavish
submission to ratings and audience
research, which he says can el
what has worked but not what
will work in the luture. Robinson,
who recently reactivated Ins own
producing company after a second
tour as CBS TV progriuns chiel,
points out that shows now enjoy-
g contimiing mass popularity all
onginally  had  some uniqgueness,
freshness, and  boldness ol ap-
proach, and it was precisely this
difference from the dismal norm
which made them hits.

Fis first stint at CBS was lor
some 15 vears, during which as v.p.
in charge of programs he lostered
such tap-ltight series as Playhouse
90, He then lelt the network to
form Hubbell Robinson Produc-
tions, which lensed such shows as
Thriller, 87th Precinet, and  the
Ford series ol specials, all on NBC.
Robinson rejoined CBS in March,
1962, as senior v.p.-programs. and
resigned that post last March to
again take up the reins of his inde-
pendent production company.

Debunking the notion that qual-
ity approach and quantity appeal
are mutually allergic in v, he notes
that even within a standard format

’

Stations form California Pacific Network

Forming California Pacific Network are (I-r, front) Reg Streeter, KSLY, San Luis Obispo; Dorey
Brown, KSMA, Santa Maria; Jim Gates of Gates/Hall, which reps web; Mrs. Len Menard, KDB,
Santa Barbara; Lyle Richardson, KUDE, Oceanside; Henry M. Stanley, Gates Hall, and (standing)
George Allen, Gates Hall; Sylvane Lasallette, KSLY; Joe Hagerman, KSMA; Chuck Todd, KPRL, Paso
Robles; Len Menard, KDB; Art Youngberg, KPRL. Also in web are KWIZ, Santa Ana; XEMO, Tijuana
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ol proven audience appeal—the
Lamily show, the medical show
the situation comedy—imaginative
writers, ¢hirectors, and  producers
can nuanage, and in fact have some-
times managed to mix significance,
provocativeness, and box-ofhce in
pleasing proportions.

Robinson cites as an outstanding
example of creative approach 10 a
basically tried-and-true format The
Defenders series, and also  lauds
“such middle-of-the-road offerings”
as Dr. Kildare, Ben Casey, and The
Eleventh Howr as also having had
“their moments ol grit.”

“Lven The Beverly Hillbillies,”
he says, “whose expertise in cor-
nography is so trying to so lew,
occasionally manages some ncat
comments on the dubious valnes
our society spawns so abundantly.”

Hitting out at over-emphasis on
super-cerebral programing, Robin.
sOn mamtains it is wrong to try to
stufl highbrow programs into the
not-necessarity-highbrow of the av-
crage viewer simply because they
are artistically elevating. "By any
quantitative measurement, today’s
celebrated cultural explosion adds
up to a blank cartridge fired [rom
a water pistol.”

He adds:  “In searching for

prouder accomplishments in tv en-

tertainment, the answer does not
lic in compromising with popular-
ity . . . The essential fact, appar-
ently so litde understood by 1v's
most vociferous maulers, is that it
reaches 1ts greatest utility as a
channel to the hearts and minds of
millions. 1t is, and always will he,
a medium whose competence must
be measured by its success in pene-
trating majorities, not minorities,”

Robinson’s remarks are con-
tained in an article on Television's
Necessity in the July issue of Show
Muagazine.

ABC TV hoists SRO sign
on All-Star grid clash

Four of v sportsdom’s staunchest
supporters will pick up the tab on
2 August when ABC TV broad-
casts its minth straight College All-
Star Foothall Game from Chicago's
Sokdier Field. Live coverage starts
at 10 pam.

The athleticallv-minded adver:
tisers are Gillette (Maxon), Good-
vear Tire & Rubber (Young &
Rubicam), Pabst Brewing (Kken-
yon & Eckhardt). and R. ]. Rewn-
olds (William Esty). This vear's
game will have 50 of the top col-
lege players of last season meeting
the National Football Lecague
champion Green Bay Packers.

RATES REVISION: NBC TV
Latest Rate Manual for production
facilities and services offers reduced
rates for color studio usage and a
significant  decrease in rates [or
video tape commercial integrations
as well as the daytime conmercial
package rate for live color com-
mercials. New rates are eflective
I July and advertisers sponsoring
programs and packagers supplying
programs cither ordered or on the
air as of that date will be protected
against  vate changes for a SN
month period.

NEW AFFILIATES: KXLR, Little
Rock. KNXXN. Colby, Kan., and
KUEN. Wenatchee. Wash., to CBS
Radio Network.

NET RADIO RALLIES: ABC and
N BC Radio networks both rcponcd
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tonsng thed quatters and upbeat
developments o hosiness generally
At ABC, wheve the vise s antnehe
uted to Sidhinger measmemen ol
radio’s react,
volume in the thivd guanter st
begnn has  alieady

ont-el home LZross
siipassed i
13¢, the second quuatter, the presa
ois high mark lor the network in
recent hisiony, Vod, the network
adds, the infant quarter s 507,
alicad ol the durd guarter ol 1902,
NBC Radio’s sales Tor thas thaed
gquanter e 100 better than those
of 1962 third quartet. T the see-
ond quarter. 25 advertisers of
which 22 were new
S263R77 1 and, looking at the
Joanmuars-June 1963 period, sales ave
up 100 over the st hall ol 1962,

brought m

SPORES NOTES: NBC obtaimed
iy vights ta che 18th amnaal Junmor
Rose Lowl CGame 1o be plived 11
December, 1o will be the Girst time
the game s heine televised nation.
ally andd it brings 1o nine the nnne
ber of postscason erid attractions
oun the network,

CBS CARTOONS: Saturday mornn-
ing on C.BS 'V next full might
easthh be nistaken lor i anmated
animal Tarm. With the introdue-
tion ol 4 new cartoon sevies Grlled
Tenneswee Tunxedo (fi:.“()-l“ Jamn)
which treats the escapades ol o mis
chicvous pengoin and his partoer-
w-comedy. g walvos, cind the na-
tional debut of the populiv syndi-
ated  characer Quick Draw M-
eraze (10-10:30 Janc), the network
vill have a solid two-hour hlock of
uch programing fare. 7he cllinn
Show will De Dack ar 949:30 aan.
nd Maghty Monse Plovhonse con-
mues i its current 10:30:-11 aan.
lot. T'he vest of Saturday morn-
ing will see the return of an Tin
Cw, The Rov Rozers Show, Sky
ang, and o new children's educa-
ional series.

ALES: Duncan Collee Co. (Tat-
m-Land)  purchased  regional
ponsorship ol five ABC TV pro-
rams- [he Fravels of Jaime Mo
Yheeters, Mcllale's Navyv, 1Wagon
Tvain, Jimmy Dean. and Muavphy
artin with the News. It warks
he first network v exposure for
hree Duncan brands—Thomas .
Vebb, Admivation, and Maryland
dub.  Butternut Coffee will also
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be adveitised an ahe hive pProgrants

Lisol Spran (Ceever, VMuaney,
Ballad) Arthur Godfres
on CBS Radio lor 20 weeks, stan
ing 28 Jine
ol netwark aadio, Ralsion:
Puring (Candner) and R, 1L Revne
olds  (Wilhan Estvy wall cospon
sor Gilvans, new comedy senies st
nng Clhons Johos and Keoh Vodes
nest Lall on GBS TV (Wednesdoas,
N300 poml) .

honghn

s Tasol's hiese nse

KRUDOS: Mot Wenner, vice prese
dem, programs, NBC TV becane
presidem ol 1the National Acadenn
ol TV Arts and Sciences, snceeed.
g Robert o Lewine. Sevimom
Berns, ditector of the Red Skelton
Howv, wias cledted escautive viee
presidenc: Beoy Pavness s the new
secretary: and

George  Bagnall,

whose fiom distribwtes v fithim, s

treasurer.

MOVING: John AL de Waal 1o
CHBS TN sales as account excoutine,
assistat
manaeer  lor ARG
I elevision,

Gy Kav 1o program

hernational

Frank B. Palmer (o account exe
utive with GBS TV sales=Cennal
division.

Leomand Allen to divector ol op-
crations, NBC News, Wislanglon,
Bill Small, divector of news of the
GBS News Washington Bureau,
also named buvean manager and
news ditector. \s hnean nuinager,
he sncceeds Bob Allison whao was
recently named  producer-divedor
for Europe with GBS News.
William Mualdoon to commiment
administvator, NBC TV participa
ing program sales.

Richard N. Binns and vmhons G,
O Malley 1o divectors,
business allairs—sales. to head the
new unit by that name a1t CBS TY
Unit will consolidate cotrrract funme
tions which in the past have been
dinvided hetween network sales and
bisiness alfairs,

Johm F.o Waklh o wanager ol
N BCS AVaslhungron-hased unit mane
agers.

aasistant

Launvence M. Bub to munager. tal
ent and program admmistation,
west coust, for NI

ON THE MEDIA FRONT
Warren J. Kratzky 1o cu-.ui\cr di
recior of Gardner's St Louis olhge

Chavles A Comad and Walhiam ¢
Pendill 10 vwe puesidams, m
Jondan Beanstem 1o tadho v o
dncim manager Poa Koves Gard
ne.

Herhen Graanstorlle fr o weonm
oneamne on the Lever e o

connt . Foote, Cone « Beddimng

Dorothy Rusueberg to vose iy b

1ecton ol Foore, Cone & Beddimyg

f. By Lasaence 1o acconnn one

ntive  with Kb Van e 1]

|)||||l.l|)

Wilham DL Gavgan, Joo e«
KRevvon N Teklnnde, Tos An
1o vice prosident of the agena

Maxwell Sapan o Dl v
nstng as execntive vice prosedon
Aeenoy mame wiall become Baand
S

Allved S Moss o vice presadam an
cdnge of chient services for Trend
Rens Advennising. 1Te was semor
vice presidant ol KRastor, Thition,

Chesley, Clitfocd & Atharton

Tom Lovelice o at diector it
Viacy Locke Vdvertising, Dallas

L P Halpern o acconni oxern
e, George R Biuhop 1o samor
media dicector, Evelvi ML Eangan
to media dinecton . and Viela S,
Anold o media daector Tor tadio
and oo, all ot AWinos handon S
l.onts.

Monray Hillman and David Racand
to senior vice presudonts of Ve
Cann-Frickson.

Hal Walker vice poosidant ol 1ois
tond, Consrantine N Coanduer st
199%, moving 1o Canl Chinseopha
Advertising 15 Juls asa patiner

Perry Fo Pasimezoghn movaing Tiom
Donadine & Coc of T os Angeles 10
Gereth, Brown, Claek 0 Flkos o

that city as an acconmt sapervis g

Joe K. Hnghes 1o excontive s
president ot G Vvertisi
Dallas

F. Clhivistian Schoenleb o we s
exeanne at Needbham )

1o by

Charles L. Newner 1o sice paes
ol the San Francisen othee 1
nen N Newell

Rov Brooks 10 Wonge M
san Frandaseo s vice prosudent
lhavold E. Ballmann o medn di

rector of the Los \ugeles olhee ot
BRDO

11 ! l‘(
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Profit up for radio, tv stations

Coming back strong from 1961’s
profit decline the broadcasting in-
dustry registered new  gains  last
year, with before-federal-taxes earn.
ings of a typical tv station hiuing
16.99,. and thm of a median radio
statian rising to 7.7°,. The figures
are based on inforination obtained
by NADB from questionnaires sent
to connmercial radio and v stations.

The tv station profit margin is
the highest ever recorded since
NAB began its annual financial
survey. In ‘61, the median figure
for v stations dipped 2.89; from
the year before to a profit margin
of 12.6%. A typical radio station
i ‘61 also saw s margin drop
2.875, 1o a £.89, profit figure.

As for total annual revenue, a
typical v station’s was over S1 mil-
lion last year, up 8% from '61,
and that of a typical radio station
was up L7 to about $110,000.
TV stations it all but the smallest
markets showed a sizeable profu
increase, but the reverse was found
i radio where stations in the

smaller markers reported higher
profits and those in larger markets
showed a decline.

I'he NADL survey, for the first

, n

B T

time, reported on how salaries are
allocated, showing that the largest
percentage for both radio and v
stations . went into programing—
tv setting aside 40°7, for salaries
i this segment, and radio 379,
Technical salaries in tv consmned
some 239, of the budget, but ra-
dio carmarked only 109, for that
end.

Sut radio’s sales and general and
administrative pay represents a
larger  percentage of the salary
budget than in tv. The salaries of
radio salespeople account for 259,
of the budget, with general and ad-
ministrative pay totaling 289, In
tv, salespeople’s salaries take 17%
of the budget, with the general and
administrative  categories  taking
1897,.

Ad agency secretary
shares spec spotlight

The sometimes glamorous, some-
times lonely life of an advertising
agency secretary from out-of-town
who now resides in New York will
be examined in Heaven 1¥ill Pro-
tect the Working Girl, a half-hour
special to be aired Wednesday (17)

“Cold Cash Ensemble" warms up listeners

Over 342,000 entries were received by KAPE, San Antonio, in contest to win “Cold Cash Ensemble,”
modeled above by “Miss Frigiking,” with runners-up given Frigiking car air conditioners. KAPE
originated contest and sold it to Handy Andy Supermarkets and Frigiking Car Air Conditioners
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in prime time on WCBS-TV, N.Y.
The program’ will also look at a
Copacabana chorus-line dancer and
a former interior decorator who
now supplies photo backgrounds
for photographers.

The agency secretary, Sally Ann,
is 23, from Chappaqua, N.Y., and
employed at BBDO. With two
years of college behind her, she says
people have told her she’s “too
smart to be a secretary.” The danc
er, Dorothy, is also 23, and comes
from Westwood, N.J. She notes,
“F'm an actress, not a dancer. And
the work available for an actress is
nil in New Jersey.

The other member of the trio,
25-year-old Dorothy, from Tupper
Lake, N.Y,, in explaining what she
does, said: "“The other day, for ex-
ample, I had to get a bathtub for a
photographer. You ury that some-
time—it took me all day looking
around town. I had to rent it.”

Sponsored by Chock Full O'Nuts,
via Peerless Advertising, the special
will be narrated by Jeanne Parr,
with producer Bad Beame inter-
viewing the girls to learn what
makes them tick as they go about
searching for whatever it is that
brings out-of-towners to New York.
and also o determine the changes
girls go through in the big city—
what New York does to them.

Broadcasters bark at
editorial muzzle

Broadcasters tuned in to this
week's House subcommittce hear-
ing on equal time for broadcast
cditorializing are cliffhanging over
the possibility of having 1o sort
and classify different types of edi-
torials 1 order to provide equal
time when political bias is involved.
The bias can be by open editorial
stand for a candidate—or the more
subtle forms of endorsing what a
political candidate stands for, ac-'
cording to Rep. Walter Rogers,
chairman of the House Communi-
cations Subcommittee.

The Texas Democrat says con-
gressmen have complained that edi-
torializing by stations on “issues”
cmbraced by candidates can be
more powerful than giving time to
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the candidates themselves in some
cses. FCC policy reguines reasor:
able nppurlnnil} lor rebuttal when
g station takes a sude moa conno
versial mater. Rogers wonld ex
ted s seguitement o cditorids
O ANy e identified with pa
ticular candidates

Umbrella group urged
for electronics assns.

Newly pecleced FIV presiden
Charles 172 1Tome Tas neged Tedera
tion of vatious electuonic wndus
try  gronps colmnon
stength and avoid loagmentation,
Dilfering interests conld spliv the
clectronics industries mto a hewero-
gencons asseanbiyv of anannfactm -
ing with loss of identity 10 cus.
tomer industries, Hortne warns

o presenve

The tederation wonld provide o
wational spokesmian lor tlie conr.
mon good, while pernitting free
icin o diversities ol nterests and
prodnces within the non-restricting
orgamzation,

Sl snggestions have  been
made, with increasing pertinence,
Labont NADL, which has snffered
splitting on differing interests of
tv vs. aadio, uetworks inde
pendents, large vs. simall members

vs

Horrible example cited In sone
broadcasters s in misic recording
and publishing, where over a dosen
splinter intevests hanve formed s
nrany Fighting
tween gronps, and within gronps
at all devels from performance
rovalty collection to record retail-
ing, goes on constantly in courts.
at government agencics, and Tlill
hearings.

ASSOCHLI 011, he-

Filmways back in black

Reversing a loss for the similar
period a year ago. Filmways in
come for the mine months ended
31 .\ln) was 383966 or 11 cents
per share. This compares with a
net loss of $231.803 or 11 cents per
share. 1he uptnrn reflects produ
tion expansion of motion piture
and v films and the shift ol com-
mercial production [rom the ciast to
the west coast.

Revenues for the period amount
ed 10 $9.017.116 compared o §7,
163,038 for the similar period last
sear. Filmways tv activity inchrdes
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Weight-watchers helped to “Think Thin"

Dale Remington (r) talks with jockey Eric Guenin for special sern

combined on Lp for stations using his "Kaleidosc

Beyerly Hhilllallies  and
both renewed Tor GBS TV nest
seson, and Pettieoat Jundction,

new show by the creator ol il
Uilires, which lias also been set for
CBS TV nent

\iv. Lkd,

SCISON

Joint portable tv push

Participants  in o month-long
campaign by RSD TV, Se Lonis
10 stimulate the sale ol portable
tvosets aeported marhed
crease” nnoimnterest and tmnover
according o Rayv Karpowicz, the
station’s sales manager and origima
tor of the event. Nmong those
ing part were dealers, distiibutons
and  nuinutactwrers i RSD 1A
6G3-comitiy coverage area. inddnding
RCA, General Electrie, Magnavos
Sony, Zenith, Vdmual, and Sharp

Gnided In
Fred Muaeller the cnmpaign was
prompted by KSD- V'S sohednlin
of 25 sporiscasts during Jun
uding golf, baseball, horse rac
howhue, wrestling, and others
was built aroutid a4 twocolo
stration  featuring a home p
scene witlr a | 1
haseball telecast wn a portable re
ceiver, The art woirk was nsed on
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= Freedom

The one major element not shown in this “equation”
of liberty is you. Liberty must be protected, pre-
served, and maintained by those who value it the
most. That's why your company’s help is needed,
in the form of a Payroll Savings Plan forr U.S.
Savings Bonds. Not just to “raise money,” but also
to encourage the kind of individual thrift that
makes citizens more self-reliant, makes communi-
ties moreindependent, through a build-up of reserve

buying power. And also to help Americans partici-
pate in the affairs of their country. If you have a
Plan in operation, why not do some extra promot-
ing. particularly important if you have personnel
turnover. If vou have no Plan going, vou’ll get all
the help you nced by calling yvour State Savings
Bonds Director today, or by writing Treasury De-
partment, U.S. Savings Bonds Division, Washing-
ton 25, D.C.

Keep Freedom in Your Future. .. U S SAV' NGS BONDS

The U.S. Government does not poy for this odvertisement, The Treosury Deportment thonks, for their potriotism, The Advertising Council ond this mogozine.
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Newsmakers in-—

- —tv/radio advertising

John T. Curry, Jr.

Curry has been appointed director of ad
vertising and promotion operations for
ABC-TV. He comes to the network from
the Grey agency, where he had been an
account executive since 1958, servicing
such accounts as Westinghouse, Mc-
Call's Magazine and NBC tv radio. For-
merly, he was with RAB as regional sales
manager and account executive.

Harold G. Tillson
Presently manager of Leo Burnett's me- "

dia department, Tillson, who joined the
agency as media supervisor in 1956, has
been appointed v.p. Account supervisors
William Ohle and Martin Snitzer were
also named v.p.'s. Before coming to Bur-
nett, Ohle was with Needham, Louis and
Brorby, and Snitzer with Earle Ludgin &
Co., both in Chicago.

Tom Loeb

Joseph Savalli
Savalli, president of Pearson National
Representatives, and James Gates, pres-
ident of Gates/Hall, have announced the
merger of the firms. Savalli is to be
president of the new company, called
Savalli/Gates National Representatives;
Gates will be executive v.p. The new firm
will be headquartered at the former

g =

CBS-TV, in a realignment of the N. Y.
program department, has named Loeb
director of program sales, 3 new post.
He has been supervisor of live program-
ing. Marc Merson, general program ex-
ecutive, is named director of live pro-
graming (series & specials), to replace
Robert Milford who has moved up to di-
rector of program services.

Gates Hall office in L. A,

———
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Sandford C. Smith

A v.p. and director of Fletcher Richards.
Calkins & Holden, Smith has joined
Kastor, Hilton, Chesley, Chfford & Ather-
ton as a v.p. and account executive.
During past 17 years at FRC&H, Smith
handled various divisions of U. S. Rub-
ber and American Machine & Foundry
Peter Hilton, president of KHCC&A made
the announcement,
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Metromedia checks into West Coast

exec Omar F. Johnson (above) for KTTV, and
Forward (below) finalizing his firm’s takeove

3 Srm e

Twin City Federal Savings & Loan
and  Mileage-Direct Service Gaso-
lines.

APPOINTS STORER PRO-
GRAMS: The wholly owned pro-
ducing am distributing subsidiary
ol Storer Broadcasting, Storer Pro-
grams has contracted to handle all
broadcast connected sales of the
electronic products developed and
manufactured by Machtronics. In-
itial emphasis will be on the port-
able, wransistorized, tape recorder,
the MVR 15, a 68-pound unit
made specifically for the tv indus-
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Metromedia chairman-president John W. Kluge (Ij presents checks to Times Mirror

company’s sixth radio stn. Awaiting FCC okay is buy of WCBM (AM & FM), Baltimore

-
- ...uu—ﬂlyﬂm"’“‘ma
o e 3 s

market

to KLAC (AM & FM) v.p.-gen. mgr. Bob
r of the Los Angeles outlets. KLAC is

P ot et PN VKR Bol

I3

ty. Hank Davis, Storer Programs
marketing manager, is being ve-
licved of his other assignments to
head up the new sales arm of the
company.

DEADLINE DELAYED: The FCC
has agreed o extend deadline lor
conunent on its proposils to set up
market allocations for the AN
service, and separate at least par-
tially  the AM-FM  programing,
from 17 July to 16 September. at
the request of the FM Broadcaster
Assn.and others. Paper blizzard at
the agency should be spectacular,

with comment on proposals to lim-
it commercial time due on the
sime date.

TALL TALES: WTRF-TYV,
Wheeling, presented a special dedi-
cation program to celebrate the
switch-over from their old tower to
their new 740-foot structure on 7
July. During the program, which
featured the film “Mr. Roberts,”
viewers were actually able to par-
ticipate in the change from the old
to new means of transmission. . . .
WOR, New York, purchased 69
acres of land from the Township
of Lyndhursi, New Jersey, as the
first step in moving it> vadio trans-
mitter lrom Carteret to Lyndhurst.
The station’s transmitter has been
located in Carteret since 1935 but
recent engineermg studies disclose
that beuer reception in the more
heavily populated areas of north-
ern New Jersey would result from
a relocation to the new site.

t
PUBLIC SERVICE: The 12th an-
nual Shrine All-Star Football game,
matching the finest high school
platers of the year from northern
and southern California, will be
televised for the first time | Au
gust by KTVU, San Francisco, witk
all proceeds going to the Los An
geles Shrine Hospital for cripplec
children. . . . Golden West Broad
casters has mailed to one kev radic
station in each major market :
record album called “Heritage
statements  redefining  \mericu
principles and individual rights
\s a non-profit public service proj
ect, the station absorbed all pre
duction and distribution costs, re
questing stations to play the re
ord on the air in conjunction wit
the Fourth of July holiday. Golde
West is composed of KMPC, Le
\ngeles, KSFO, San  Francise
KVI, Scattle, and KEX. Portlant

AULD LANG SYNE: In I()f.’.‘I
WLW, Cincimnati, was only on
vear old and searching for prograi
ideas. In the same year the Ci
cinnati Summer Opera wis begil
ning its third year and needed pul
licity and promotion. The statio
persuaded the Opera o give it 1
dio rights for broadcasts of cor
plete operas once a week and ¢
began a close association betwee
the (wo which is still strong toda

SPONSOR/15 JuLy |



As o nuatter ol Lacg, Crosley Broad-
cisting and WAV just presented
a 33000 cash gitt o the Opara
Assi, Lor the 2000t conseontive yeat,
bringing to $100,000 the amount
that Crosley has donated 1o help
defray the bringing
opera o Cinannati. This vean alo
marks  the 20th anniversany of
James 1L Shouse, chairman ol the

CENPUBINeS of

board of Crostey, as a mentber of
the excontine committee of  the
Cincinnati Smnmer Opeta Assn.

NAME CILANGE: Vo retlecn the
expanded operation of the hnn,
WMRCE, Inc.,
changed  i1s

Greenville,  has
torporate name  to
Sontheastern Broadansting Corp.
Firm now  owns and  operates
WERC (ANEEM R EPV) . Green:
ville, S0 G AWBIR O (ANAEM &
'\ . Knoxville, and AWMAZ (AM-
FM K& TV) Maam, Ga. I-'.\Ir.md-
ing tsel, WEBC-TV has histalled
v translator transmission tower for
the benefit ot viewers it the “Fry-
m, N. Coarea. Phe translator pro-
ides teception ol all station’s pro-
sranis thronghout the Polk Conmn
ection by giving restdents o choice
of two channels.

BIANGING TEANDS:  WBIC.
slip. Long  Lkind,  bought  in
leridian Media Inc, whose prin-
ipals are hrving Maidnun, Gerald
LoArthur, and Wilkon B. Stringer.
\ithur, former senior vice presi-
lent of Donalime & Coe. will be
westdent of the company: Stringes,
vice president of Rowe-Stnford
dvertining  and  previously  con
ected  with BBDO,  MCann-
rickson, and FISXR, will be ex-
cutive vice president: and Maid
nan, realtor and invesior who
wis, among  other things, the
Vest Side  Nirlines “FPerminal in
sew York. will he senior vice pres-
lent. Station is a 230 watt dan-
chr on 510 ke and is just a linle
ver three vears old. 1he trio also
mght o chain ol eight weeklhy
ewspapers in Suffolk under the
rporate name of Sunrise Press,
ne. hes were purchased from the
ingsland Miey estate. Headguar-
s for the newspapers and station
82 Fourth .Avenne, Bavshore,
ong Island, New York.

OVING: Fred Von Holen to the
al sales staff of KIRO-TV,
tle.
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Larry Manusky, assstant general
manager of KWRAW, Los \ngeles,
assttes thie post of natonal sales
dnector,

Thomas . Paris 1o conmercial
manager of AWVYON (AN X MY
New Rochelle, Ny

A Peigen to dineaor of chient e
Lations for station gronps and 1ep
FOSCRETINVGS, position at
ARB Petgen, lommar vy castern re
gional manager lor station services,
will continne to manage the New
York Station Services ofhoe
lHoedk, eNeuntne
with ARG, will assmne direer re-

Tew

Raogen

lotimer  acconmt

sponstbility Jor eastern stations s
castern tegiomal manage

Y =
13 proves lucky for shapely miss
Birmingham's WAPI-TV picked Mitia McCord as
1963-'64 “Miss Channel [3" in 1ts third annual
contest, which attracted 280 part cipants from
over 30 counties. Contest was ¢:maxed by
hour tv show and Miss McCord recerved
all-expense-pard trip to N Y as jop prize

COMMERCIAL CRITIQUE
(Continued from page 0y

which toclay

tecenes so much of
her attention.

1 he honsewale s well awane thnt
ol all ahe glamorons

shine m 1Y

stars who
Hoeaven, shie s the
perenmally regnmg gueon Hpon
whom o whole iad of
sponsors dance artendance
Maoreover, she s tharonghly o
phisticated in the protocol of tlos

1 1 1
CORIL, Whirelr donvarees theet

Im! e

ol Il(ll
tton be prosented as g “mesage of
imterest and atteacinvely packagod

iE Mas Amierica doesn’t aeally
behieve that her new cake nn will
make her the belle of the bladk,
what then, does shie believe®

She believes, with o st and
puritamic faith, in the integriny of
the company whose produit she
sees advertised. She helieves in the
gnts of the message and the state
ments nade therein vegardhing the
product’s character. She believes m
the satisfactors performunce of the
prodnct she has bonght on the
word of sponsor and v stnion

A bettaval of that trnst wall
tonch ofl o female holocanst 1hat
cdims the destuction of Gomorrah
She will veact with the violence
of o Borgia and the vengefnlness
ol o Salome to the occasional fran-
dulent olaim, the prodict that s
shoddily made. the extra or hidden
charge she wownt expecting 1o
the spomsor imwise cnongh o skirt
this predipice, she will mere ot .
buanishment from which there is no
1ecall. To paraphiase, “telt ok
no fnry hke 0 woman nnwarned ™

And unwarned she i o thns
arca. bong expenrence has acens
tomed her to satidhty e the daireat
clatms made abont the product, an
honest connt on amy prennnm . of
fer or comtest and honorable con
direr by the prodice or serviees 1
the held of nse.

1 he lone woman has no batien
of lawvers, no testing Liboyatonies
and no Secret Serviee Birean on
Madison Mvenne Yat, day ol
dav ont, vear i oand sear ont, she
continues 1o stop, look listen o
the television advertisemonts She
fills  her home  ad stiowks her
shelves with the brands displaved
thercon W hat betrer testimons o
the reasction of the Amancan house.
wife to TN commercrnals? L 4



Marvin Beier, assistant program di-
rector of KROD, EI Paso, pro-
moted to program director.
George A. Sperry o director of ad-
vertising and promotion of CKLW
stations, Detroit-Windsor.

Robert L. Gibson to merchandis-
ing divector of WTVY], Miami.
Harry H. Averill, vice president of
the RAB, to Thoms Radio sta-
tions. He'll be resident general
manager of WEAM, Washington,
and will direct the operation of
WAYS, Charlotte, WCOG, Greens-
boro, and WKLM, Wilmington.

SYNDICATION
ANOTHER BIRTH FOR
“DEATH VALLEY"”: Oll soldiers
never die and neither does Deatli
I'alley Days, the syndicated western
series now entering its 12th season
on the air. In fact, the skein seems
to have more lives—iand names—
than a cat. The Peter M. Robeck
compiany now markets 208 ve-run
episodes of Deatlt alley: the first
two groups ol re-runs. totatling 104
episodes, ave re-titled The Pioncers,
feature Will Rogers, Jr., as host,
and have been sold in some 200
markets under 300 separate mar-
keting agreements; another 52 half
hours placed in  syndicationr 10
months ago under the banner of
Trails 1West have been sold in 115
markets to date. Robeck has now
released still another 52 programs
and host Ray Milkmd is filming a
supply of l)rl(lﬂes so that two epi-
sodes of Trails 1West can be pro-
gramed Dback-to-back in an hour-
long format.

NEW COMPANY: J. F. T. Pro-
ducll()ns has been formed by Tobe
. Fedder, producer, Emile Jones,
spcciul market  consultany,  and
Tele-Tape Productions, Inc. Com-
pany hopes to make “representa-
tive innovations in tv entertain-
meni which will encompass a range
from ballet to jazz with top talent
. and also provide a vehicte for
the exposure of an unlimited reser-
voir of relatively unseen talent”’
Headquarters are at 200 West 57th
Street, Suite 1301, New York 19

SALES: United Artists Television’s
Lee Marvin Presents—ILawbreaker
las been sold in 70 markets prior
to its 8 September release.
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Alan Sands Productions has sold
its series of 15-seccond  features
called Boating Tips to three more
stations, npping market total 1o 18,

Telesynd added eight more
stations to its list lor The Lone
Ranger, bringing markets sold to
(an to 95. . .. New sales on The
Defenders by CBS Films to broad-
casters - Panama, Saudi Arabia,
Puerio Rico, and Costa Rica raise
total of ofl-shore countries viewing
the olf-network series to 24, . |
Seven Arts’ newly released volume
7 of post-1950 20th Century-Fox
films sold to 11 markets in first two
sveeks of release. . . . With 14 new
sales, Four Sun Distribution Corp.
has sold Rifleman in 52 markets to
date.

NEW PROPERTIES: Juliin Cla-
man’s COCo and United Artists
teaming up to co-produce a one-
hour tv film scries for the 1964-65
season  called  Hawk-Eye, based
upon the adventures of a traveling
documentary crew. . . . CBS Films,
via a distribution agreement with
Jack Douglas Productions, will re-
lease  into  domestic  syndication
The Gold Te#, a 90-minnte special
in color on the finer points of play-
ing goll. Jack Douglas has also be-
gun production on a new, non-fic-
tion, in-color series called AMER]-
CA! which will be ready for the
1964 season. . . . Specialized Mass
Markets, 405 Park Avenue, New
York, is ollering a series of taped
interviews with leading personali-
ties, Negro and White, dealing
witlt Negro subjects.  Interviewer
is Bernice Bass, Baltimore column-
ist who turned her talents to radio
a few years ago and became direc-
tor ol women’s programs for
WADQO, New York. Three stations
have bought the sevies so far. . . .
Junior Quarterback, an andience
participation show featmring NFL
stars, is the first (v program to be
olfered by National Footbatl Lea-
gue Properties, Inc., an organiza-
tion owned by alt 11 NFL teams.

It will consist of 13 hall hour

shows to be videotaped in Los An.
geles. Michael ]. Polard will
star in the title role of Bunky, a
hall-hour situation comedy  series
to be co-produced by Placebo Pro-
ductions and United Artists Tele-
vision.

REPRESENTATIVES
MERGER: Pearson National Repe
rescntatives and Gates/Hall. Move
wis spurred by many considera-
tions, includmg the recent death
of Ted Hall, and the need for
expansion 1o meet the growing
importance of the west coast as a
source of national business. The
new Savalli Gates organization will
operate from coust-tocoast. In Los
Angeles, it will headquarter at the
former Gates Hall oflices at 6331
Hollywood Blvd., and in San Fran-
cisco at the former Pearson offices,
58 Sutter Sureet. Gates Hall, in ad-
ditdon o its own list of coast sta- |
tions, Iad acted as sub-agent for a
number of eastern representitives,
The merger automatically pre-
cludes Marther sub-repping.

MOVING: Peter R. Allen, sales
exccutive in Blair Radio’s New
York office, to manager of the firm’s |
Detroit oftice.

John T. Papas 1o account execu- |
tive in the Chicago office of Spot,
Time Sules, from sales staff of«
WJJD, Chicago.
Albert Chance to manager of the
San Francisco office. Shaun Murphy
to manager of the Chicago office,
and William Gorman to account
exccutive in the New York office,
all at Ohland /Robeck Inc.
Duncan Mounsey to manager of the
Atlita oflice of McGavren-Guild
replacing Charles E. Hedstrom whe
has resigned.
Joseph M. Parenzan 1o account ex
ccutive a1 CBS Radio Spot Sales
Lov Angeles. replacing  Jack D
Pohle who resigned.

Shawn McGreevy to tv sales stal
in Chicago, and Don Bruce to r:
dio sales in Los .Angeles. both fe'
Avery-Knodel.

Date W. Stevens to manager of th
Chicago olhce of Robert E. Eas®
man.

Richard Ashby o sales C\c(uli\
in the Chicago office of Stone Rej
resentatives. previoushy called R
dio V. Representatives. i
Williain J. Budde to manager ¢
the new St. Louis oflice of Hen

1. Christal. Inc.

Edward Q. (Ted) Adams wtral

ferred from the Chicago to il
New York sales staff of Tv\

He'll be replaced in Chicaga |
John A, Carrigan,

SPONSOR/15 jury 19



OLLYWOOD PRODUCERS

(Continued from page 36)

time. | don’t think we would have
1 scene 1 wlich someone would
sy Gigatette simoking is not o good
thing or have someosue sy "'
o o gve up dgaettes.” We
lave never lad an advertiser ell us
‘don’t do it AWe nse conmon sense
and becanse we do, they don’t hogh
“In the old davs, with ong spon
so1, we would have heen inhbited
e what we wanted o do, hoe o
Ly as e result of mnluiple sponsor-
hip. they do not have thae inllu-
nee, and, they are much more un-
lerstanding
“Foday, admen e intelhivem
nen, they like 1w see controversial
lrama. When T was with the Rob-
't Montoomery  Presents
ears ago, we had one sponsar who
W creative control, and he tele
ance e was putting up ali the
wney he wanted some sav in it
rl'ml.l) the network and many ad-
ertisers share responsibility, and
e have much more Laditade, Ad-
ertisers have shaown they want bet-
er things"

\

show

Not all producers face situitions
vhere they have maxinnm areatinve
reedom only if their shows have
miltiple sponsorship. There are
nlightened full-program sponsors,
00,

Relationship “good, solid"

. David Dortent, one of the few
oroducers with a onesponsor setup
Bonanza) describes his relation:
hip with Chevrolet as o “very good
nd solid one.”

)

\ To illustrate. Dortort tells how
1 auto hrm “traditionally had o
olicy  of four commerdials  an
our.” lle adds: 1 asked Chey-
olet to switch thar and adopt
iree-act format, which meant they
ould lose a full commercial, al
pough cach ol their three commer-
by would be 20 seconds longer.
2 heir researchers advised against it
mpbell-Fwald  and Chevy  de
ided to v it anvwiv, sipnce there
ad never been o test of it It was
ew ground, so how could they test

o

with old statistics, they said.

“1t's been that winy un our show
nee thes sponsored, apd we're now
ing into our third vear. hey
¢ responsive 1o the producer.

15 ey 1968

They ave never vnned doasn a
've subuntted 101 had a
chowe of o

story
spotsor  setargy, tis

would be 1t

“I°s mnch caster deahing wahi
one sponsor and with one pome ol
view, instead of conllicomg pomts
ol view hom muluple sponsors AL
so wath munhiples, they sometimes
me jockeving regardimg the chowe
ol program o be showa, depending
on thewr pohiey 4 concede i
be we ave complete Irecdom and
no presiie becanse om show s g
siccess, B Clievy's concenn s thea
the show e done with good taste.
L hey do not lrown on commroversy.’

Matthew Rupt, exeantive produc
er ol ABC TV Bing Croshby Produe
tions” hat series. Hen Casey, has also

What Madison Ave.
wishes to tell
Hollywood

Leading ad agency execs sa-
_ lute coast film makers and

chart course for continued

tolerance and cooperation.

NEXT WEEK IN SPONSOR

laed complete freedom greatively on
lis series, one with multiple spon-

SOTS,

“Minimum interference”
Rap! remarks: I have had o
mterlerence  from
ABC andl the spotsors from the be
ginning, We ot carlyv, The ABC
program co-ordinator took om po
stion (o sponsors andd ALONCICS,
‘don’t bother them:” We have had
no objections to our stornes. the

minunum  of

clonest ever to problem was on
ont two parter. 1 Cardinal dct of
Mo rey.

“Brown & Williamson, one of om
sponsors, hud o fit because ki
Stanley smoked a ot Fhev didn’t
hike it because of the face o the
story, where she sinoked o mnch,
she was a narcoticos addict. Wi
they were so upset. I'll never know

“Once o twice a conple ol big

ARCTICY ZEAS comc oul lrom the ¢,

and we spend S5 oor Hommimes
arsing  the shos Py ask

what wall they el thon chenr, and
I sav the show will bhe bherer than
ever D gave thaom my views o o
tine change  Tye been ks Jon
tatehy Pye been mdepondent
thunk the fact omrs s o hie show
Iias somcthimg 1o do with it Once
ol twiee 1 hen o «n||||:|.||||| fiom
anagency, and el thom o ga
another show 1 nevar hear anenhicr

word” Rapt states i

“oluve fationde becanse the na
work supponed e and the show
sl Phosas he most expensive
show | have ever dome, var 1l
pracucatiy no mtertaence 1 onee
did a svidicated show, and one bheer
sponsor i I3 markers meothe mud
west gave e more trouble than
I've had oir Coavey 1 tluee veans.

“On the whole, | have no obje
von to om commercials Onee )
saw one that prred the ending of
an act ternbly, e was almost comae
the win it camne on after o tense
seene inosirgeny, omade them
switch i

Sam Rolfe, producer of last sea
son's ovele ol The Fleoeath Hin
plus several for s £l on NB(
TV, savs hie
plaints o1 beels trom sponsors o1
agendies, that two o thee tiimes
there were mild comments about
prochimt contlicr

HEVED Teceives conm

Once, a cosmetic manufacinver
who was o llllllliplc sponsor, ab
jected to g line in o sanpt abont a
unwed  pregnome irl,
which read “Potring lipsiek on 12
vear old ginls and letting than go
out on dates IS not as Inocent as

15y car-old

1 seems
Called healthy situation

Fhev objerted, and 1 duedn’
hlame them, but NIV swuad the hne
was to sty recalls Rolle Onan
with smuhir cnenn
stanees, the Tine was nat importaont
to the story, o 1t was changed  In
adentally, that cosmene bhankroll ¢
dik not pull out of the show  n
whuh the hine
u'plrcl "
one sponsor on shows, thaie 1 no
Thay hne
the option to poll om ot g sezment
but they dont s alalthy st
tion A\l powa now resides winh
the networks, Rolfe ranarks

other show

rennmed 0w
Now that we do not Hon

edhicts, no comands



Bert Granet, producer of Twi-
light Zone on CBS TV, also says
the trend to multiple sponsors has
diluted the strength of sponsor and
agency.

He points out, “If we listened to
cverybody sponsoring hour shows,
there wouldn’t be a show. About
all agencies have to do now is 1o
sce 10 it the commercials aren’t nup-
side down.”

P&G  and Americm  Tobicca
spousor hall-hour Twilight Zone,
and Granet commends highly Bud
Steffan of BBDO, “a good” contact.
Producers ire more careful ghan
ever these days about content he-
cause of future sales—reruns—and
the global market. Points out
Granet: “We take from scripts cer-
tain terms or words which have dif-
ferent meanings in some countries.
The thinking is in terms of over-
seas reruns.,” Over-all, he com-
mnents, “it's not like the old days
when a show went off the air if the
agency didn’t like 1t.”

Roy Huggins, onetime novelist,
Revue studios veepee and executive
producer of the Kraft Suspense
Theatre series upcoming on NBC
TV, is another of the few film mak-
ers dealing with a single sponsor
and agency.

Ile has been conferring on the
project with J. Walter Thompson
execs, and says the cooperation has
been “‘great.” Huggins, executive
prodncer of Revue's The Iirginian
last season, observes, “when you
have a combination of advertisers,
the position of any one is weak-
cned and he doesn’t have as much
say.”  But insofar as [uggins is
concerned, his relationship  with
sponsors is excellent. “You've got
to have sense,” he adds.

Points to intermissions

As for those who complain about
commercials being overdone, 1lug-
gins snaps “it's a very expensive
medimn. 1 can't stand an unrealis-
tic attitude.” And to those who
bheel that commercials interfere
with a program, he retorts “Have
people been o Broadway shows?
Are they aware of the fact that at
the peak of a show, (he audience
goes out to try orange juice. And
a half-hour later, they do the same
thing. And no one ever complains,
This has been going on for cen-
turies—interrupting the drama, for
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no reason except to think and talk.
I have nothing but impatience and
conteinpt for those who complain.”

Buck Houghton, who is produc-
ing the new The Richard Boone
Show, describes his relationship
with Reynolds Metals and Lennen
& Newell and Charles E. Frank as
“very cordial.” They have dis-
cussed with him where the conimner-
cials should be spotted on the show.
Houghton’s reaction: “I don’t an-
ticipate any interference in storics
or content. [I've gotten no list of
do’s and don’ts, as on former shows.
They are afhirmative about our idea
of a repertoire company, whiclt will
insure continuity of an anthology.”

Has no complaint

Adds Houghton realistically: “It
may be the scason of the vear. We
are just starting. What is there to
complain about? It would be quer-
ulous to complain now. When a
show is on the air and the differ-
ence between idealization and real-
ization may occur (and our dreams
always exceed reality), then vou
might expect a lot of static.”

Frank Price, producer of Revue's
pace-setting 90-minute series, The
Virginian, observes, “we have an
unusual situation in that so many
agencies are involved. In reality,
while we're conscious of their re-
actions, any onc agency reaction is
not particularly forceful. We send
scripts to them, and thieir reactions
come to us through NBC. H the
network is in agreement, mavhe
they will make the point 1o us. We
do our own spotting of commer-
cials. We break into acts, with five
breaks, so we know where thev will
be slotied.”

“Multiple sponsorship is the big
development that’s come about in
the last few vears. 1 don’t think the
agencies arce happy about it, The
network widerstands our problems
better thim agencies. T was once on
a show where everything cime from
an agency guy in N. Y. who had
never been in a studio.”

Vincent M. Fennetly, producer of
Rawhide on CBS TV finds his spon-
sors as well as his network “delight-
ful 1o get along with.” There were
no scrious problems last year, and
he found that “if vou sit down and
talk with them, you can resolve any
problems that may arise.” Last year
was his “greatest”™ in cooperation

from agencies and sponsors, Fennel-
ly notes.

Jack Chertok, producer of the
new comedy series, Aly Favorile
Martian, bowing on CBS in the
fall, also has a “good” relationship
with agencies and sponsors.

“Suggestions they have made so
far I've concurred with. Nobody
has tried to force me to do any-
thing. I have never had a problem
in this arca, but in the atmosphere
today, they are much inore recep-
tive to new things. [ get sugges
tions, not orders. I work with the
Leo Burnett agency principally,
and they are fine people. The spon-
sors I have (Kellogg and Toni) are
not new at it. They have been
throngh the wmill and have a better
understanding.”

Another producer with no spon-
sor-agency problem is Norman
Lloyd, one of several producers of
The Alfred Hitchcock Hour. His
situation this past year was better
than ever, and he encountered no
complaints. Lloyd attributes it part-
ly to multiple sponsorship.

“Now vou don’t know where the
control is; it has been diluted. We
have no interference. We had
seven sponsors last season. In the
old days, with one sponsor, he had
control, but with one-hour and 90-
minute shows, there are more and
more sponsors, and that means less
coutrol. I have no objections to
the commercials,” Lloyd declares.

Sponsor, viewer both vital

This cross-section of Hollywood™
tv film production executives is in
dicative of the new aura existing:
Probably the best and most promisN
ing aspect in the entire picture i
the producer’s recognition today of
the advertiser and agency problems.
a very real awareness that sponso
necds must be served as well a
viewer needs. !

This, coming at the same tim
that the agencies and sponsors ey
dently show a greater understan
ing of the producer’s desire to mak;
more adult, qualitative producy
speaks well for the future. i

Ironically. the producer has fir
ally come around to recognition ¢
the moneyman’s role in the pictui
at a time when multiple sponso
ships have caused diminution of h
once-tight control.
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By SAM COOK OIGGES

L pres., Inel. Racio and T Society
| and aelmn. v i GRS Fidms, Ine,

I received o note that shook me
ip o litde the other din. W\ friead
vho deals with agenay media peo
le thonght T ought 1o know that
nost of the media people she knows
are not members of the Interna
tonal
ey, Most devastating of all was
the statement that a lot of these
t»cnplc dent’t even know what IRTS
£ So lets ger down to faces viglht
ow. 1 hope those of van who
|r«:n'l familiar  with IRTS, and
those who e, but haven't joined,
vill take note. There might even
¢ o nngeet of information for
ong time members who have not
participated fullv in our activities.
Neat vear, IRTS commemorates
s th anniversan. The orgimiza-
ion was lounded v a group of ex
utives in the broadeasting busi-
ess, and was first known s the

Radio and Helevision So

Radio Lxecutives Club, [11 1952
EC merged with the \nierican
Lelevision  Society and  beeame

nown s the Radio and Television
NCantives Society, A vear ago, tak-
0g into acconnt the global aspects
'L broadcasting, the name  was
hanged to the Interninional Radio
- Television Sodiety. Ing.

IRTS is i non-prolit membership
brporation chartered by the State
1 New York, and is made up of
t‘l‘\('ll\ in all aveas of broadaasting
ol allied fickds. 1t is dedicated to
‘nving the industry, and o pro
foting and increasing a sense of
spomsibilin among all who are
igaged m conmmunications, It pro-
des an assembly for professionals,
id fosters a lasting fraternity of
oy i the industry. 1t also
ovides an international fornm for
aussions and the interchange of
‘eas and information.

‘As of 1odiny, IRTS has 1215
iembers. Of the total member-
\ip. 918 are resident members and
¥ are non-resident. The resident

13 Jriy 1963

“VIEWPOINT|

NT'L RADIO AND TV SOCIETY: WHAT IS IT ANYWAY?

group breaks down as Tollaws (in
cInded is wny gronp having 147 or
better of the mentbership) @ Ndver
tsers (32 miembersy, adsertising
agencies  (135), trade associations
(20), attorness (1)
and religious (1) . equipment and
technical (I8). hlm dis
wibuntors (15), hlm and tape pro
duction (26), forcign roadcasting
(13). groups, induding New York
statigns (87) . music rights sodieties
(16y, networks, inchiding  New
York stations,  film  distribution
aris, cte. (222y | trade and other
press orgamizations  (26) . progrinn
producers, sevvices and agents (60)
public relations (28), public ser-
ice organizations (1), reseanch or-
ganizations (16) station representi-
tives (86), New York stations, ex-
clusive of group or network (28)
IRTS activities fal} primarily in-
to the following ¢ategories:
Newsmaker Luncheons:

education

NCITV IO

These
munber nine o vear and have, in
the past, heard such newsmakers as
Harry  Truman, Richard  Nixon,

Javeaharlal Nehru, Flerbert Hoover,

Averill Tharriman, Nelvon Rodke-
feller, Sam  Goldwin, Spyros
Skonris, Dove Schary, and Newton
Minow. Since 1943 it has been tra-
ditional for the fivst newsmuaker of
the fall season to be the chairman
of the FCC. The Hon. F. William
Henry will join us ar the News
nuher Lancheon 21 September

The dnniversary Banquet: Insu-
mited founr veurs ago, this function
i held primarily to honor an indi-
vidnal or i orgimization for con
tribution to broadaisting.  Recipi.
ents to dite have been Brig. Gen.
David Sarnofl, President Kenneds
and Richard Ninon (for thewr tele-
vision debates) . Dr. Frank Stanton,
and Bob Tope.

The Special Projects I uncheons:
These functions, cight per vear, are
devoted to problems curvently af-
fecting our mdnstry.

Fun  Affairs: These are  the
Christmas Partv; the IRTS Broad-
casting Fallies: and Fuin Dav, which

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

leatnres a dav of goll, dimoer and
curerLonment
IWelfayve Projects
tnt of these s IRTS snpport of
the Veterans Hospital Radio ol
Lelevision Canld, money Tor whineh

Maost o

is raised ar the Chostimas Panin

Production 1) mk\hn'n Noue ane
held annnaliv, to keep rhe IR TS
membership ntonned on the Larest
developments of the mdnsin

Time Boving and Selhing Semn
nars: tnform the pimiors moonr i
dustey, and mcrease the specabized
knowledge of veterans

Annual Collegiate Broadeasters
Conference: For stadents opetating
college radio stations.

College Majors Conference:  \
new actinvity, intuated for stmdents
majorving e radio, television and
advertising,

IRTS Foundaton:  Fstabhished
in 1962 (o enable IRTS o g in
cducational and service fields.

That s what we do. It's o pro-
gram that can be bhenchianal to
evervonean onr basiness, and a1 pro-
gram that deserves the support of
evervone i om bistness

SAM COOK OIGGES

Digges got Tns first taste of
broandcasting  with WM
(Washngton, D C ) an 1912,
has worked i radhvo or 10 ¢ vy
Lie was eliec vted ta haie
present position with (RS
Falris o TUYN; D
atvonr with BN
1V e becerre an vt e
IRTS membey pter jormng
the oveamization in 1951
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Significant news,
’ - trends, buying
.in national spot

PRO TAN 3 & PATIO COLA GO STEADY

ales Plus, Inc.’s new suntint lotion, Pro Tan 3 (sister product of success-
S ful Sca & Ski ) and Pepsi-Cola’s new Patio Diet Cola, although new on
the scene, are apparently not too young to go steady. The pair is an item
in a six-county sampling proniotion along the California coast, supported by
spot radio in what is believed to be the first tie-in of a suntan lotion and a
soft drink. Pro Fan 8 was imiroduced in Los Angeles in April; in San Fran-
cixco in late May. Pepsi-Cola lannched its Patio Diet Cola on the coast early
this year. Agency for the new tanning product is Sturges & Associates (San
Francisco) ; account exec is Paul Sturges.

Clorox brightens tv scene
Procter & Gamble's Clorox, which last vear channcled S$3.8 million inlcI
spot tv, has not yet announced the 1963-1964 expenditure. However on |
July Clorox latmched a 52-weck saturation schiedule of minute spots in 13(
markets in all 50 states—an increase of 13 markets over last year. Schedule!
vary nr different markets. Agency is Honig-Cooper & Harrington (Sar
Francisco) . :
NoDoz nods at motorists |
Grove Laboratories, in a summer Safe "N Sane drive for NoDoz tablet
aimed at auto drivers, vacationers in particular, has allotted more than hal
the ad budget 10 radio to reach this market. Campaign, which will ru
through October, uses weekend radio primarily, with peaks planned for hol
days, when highway driving is heaviest. Major spot radio narkets plus CB
Radio Network bring the number ol markets being reached by ets an
live minute and 30second spots to 190. Consumer magazines and in-stor
displays complement the radio push. Agency is Gardner (New York).

TV BUYING ACTIVITY

o Liggett & Myers Lark cigareutes, which were originally test marketed i
Columbus, Ohio, and Albany-Troy-Schenectady, N. Y.: advanced 1o Utic
Syracuse, Rochester, and Buftalo, N. Y., for secondary testing: were recent
introduced in Boston and Springheld, Mass., Providence, R. 1, the Ne
York City metropolitan area, and Hartford, Conn. Spot tv campaigns ha
accompinied Lark’s expanding market list, and network v and print a
also being utilized. Now spot tv is being bought in selected California ms: |
kets in preparation for the introduction of Larks there. Agency: J. Walt
Thompson (New York). Buyer: Gene Hobicorn.

o United Vintners, which spent about $3.5 million in spot tv during t
past year, will use minute spots in sataration schedules in Y0 major marke
starting in September. The market list is expected to renain the same
last yvear's. Buyer is Clarice McCreary at Honig-Cooper & Harrington (8
FFrancisco) .

RADIO BUYING ACTIVITY

o California Prune Advisory Board's $325.000 domestic promotion for ¢4
1963-1961 scason will get underway in Septemiber, Spot radio will be us
in Los Angeles, New York, Chicago. Detroit, and Philadelphia. Spot sch s
ules will supplement participations in Don McNeill's ABC Radio Netw
Breakfast Club. Tie-ins will continue with the American Dairy Associatis
General Mills, and the Cling Peach Advisory Board. Some scattered spot
may abo be used. Ageney is Botsford, Constantine & Gardner (San Fr
¢isco) . Account snpervisor at the agencey is Barney McClare: account €
William Rutherford.
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WTVD

RALEIGH-DURHAM

appoints BLAIR: TELEVISION
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Television Station WTVD, Raleigh-Durham, North Carolina, appoints
Blair-TV Division as its national sales representative, effective July 1.
WTVD joins the other stations of the Capital Cities Broadcasting Corp.
already represented by BLAIR TELEVISION, 717 Fifth Ave., N. Y. 22, N. Y.




