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margarine? How about this for a selling oppor-

while she's using the product? Spot Radio’s
ibility can put your message across at the right
the right place. Spread your margarine sales
with Spot Radio on these outstanding stations.

Albuquerque WTAR Norfolk-Newport News

J Atlanta KFAB Omaha
R Buffato KPOJ Portland
N Chicago WRNL Richmond
0 Cleveland WROC Rochester
las Dallas-Ft. Worth  KCRA Sacramento
TR Denver KALL Salt Lake City
AL Duluth-Superior  WOAI San Antonio
&C Houston KFMB San Diego
WF Kansas City KYA San Francisco
X Little Rock  KMA Shenandoah
hC Los Angeles KREM Spokane
‘.l Miami WGTO Tampa-Lakeland Orlando
14 Minneapolis-St. Paul KvOO Tulsa
0 antain Network Radio New York Wortdwide

RADIO DIVISION

DWARD PETRY & CO.. INC.

' §HE ORIGINAL STATION REPRESENTATIVE

SR s CHICAGO - ATLANTA + BOSTON + DALLAS

' ® LOS ANGELES + SAN FRANCISCO + ST LOUIS




when you think “




DONT
MISS MICHIGAN

...where Carol Jean Van Valin (Miss Michigan ‘62)

makes beauly judges purr. Whip outl the performance
figures in ARB and Nielsen...they prove that you will

l miss Michigan withou! WJIM-TV...with over 12 years

l of fraining sales-curves to jump up in that rich

| industrial outstate area made up o! LANSING - FLINT -

JACKSON and 20 populous cities... 3,000,000 potential

customers...748,700 homes (ARB March '63)...served

exclusively under the WJIM-TV big-top.

Ask your Blair hustiler how you,too, can tame a tiger

of a sales problem.

3 -
i Strategically located to exclusively serve LANSING FLINT JACKSON
Covering the nation's 37th market. Represented by Blar TV WJIM Ra vasLaA -
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1. Los Angeles metropolitan

area Spanish-speaking pop-

ulation:
900,000 plus

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

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

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

YOU CAN HAVE YOUR SHARE!

72 National Advertisers on
Spanish-language KWKW
reach approximately 277,880
Latin-American homes per
week at a CPM of $0.72.
KWKW's 5000 watts speak the
language convincingly to a
loyal audience. KWKW has 20
years' proof waiting for you!

KWKW
5000 WATTS

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

OPTION TIME — THE END OR A BEGINNING

FCC ban on the practice would present tv advertisers
with new opportunities as well as new problems

ENGLANDER RADIO SPOTS PITCH HIP MARKET
Mattress maker, after concentrating on television,
appears on radio “Jazz Scene” in 26 areas

BIG AGENCIES CAN LEARN FROM SMALLER SHOPS
Executives of “compact’” organizations tell why
they can bring clients closer to the people

NIELSEN MONOGRAPH SERIES TO ANSWER CRITICS

Forthcoming brief on subject of sampling techniques
will stress precision of ratings as estimates

HOW MADISON AVENUE ADMEN SEE HOLLYWOOC
Agency toppers, in praise of video-film producers,
see curbs on creativity as things of the past

Sponsor-Week

Top of the News 48
Advertisers & Agencies 48
Stations & Syndication 60
Washington Week—broadcast ad news from nation's capital

Radio Networks
Tv Networks
Representatives

Sponsor-Scope

Behind-the-news reports & comment for executives

Departments

Calendar 7  Publisher’s Report
Commercial Critique 66 Sponsor Masthead
Data Digest 66 Spot-Scope

555 Fifth 38 Timebuyer's Corner
Newsmakers 65 Viewpoint

"y Yark 17. 212 MUrray Hill 7-8080.
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These food and related advertisers have discovered the moving power of WSPD-Radio.

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

... and into the houscholds of Northwestern Ohio
and Southeastern Michigan. 275,600 houscholds
with over $298,000.000 in food sales are in the prime
circulation arca of WSPD-Radio—First in this bus-
tling marketplace by cvery audience measurement.

WSPD-Radio's morning audicence is greater than the other
3 Toledo stations combined. In the aflernoon, WSPD-
Radio’s audience share is almost 76% greater than the
’nd place station. (Jan.-Feb., 1963, Ilooper) — WSPD-
Radio. 7:00 A M. to Noon, 17.15 share: Noon te 6:00 PM.,
359C,, share.

—
k_'l"ll E
ws17? L \

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

And—WSFD's merchandising program adds extra
sales wallop for food and drug advertisers.

KATZ AGENCY . Inc
Nationa! Representatrves

TOLEDD

wsehD

STORER

BROUUDCASTING (OMPANY

TOLEDO
WSPD.TV

DETROIT
WIBK-TI

e ¥ . HlEG : WIH H'GBS

MILWAUKEE CLEVELANO ATLANTA
| W WIN-TI WAGA TH
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WORLD’S

TALLEST
TOWER"

TO DELIVER G
LARGER
AUDIENCE IN
KNOXVILLE
AREA!

* 1751 feet above ground powerful 316,000 watt channel-10 signal to
3049 feet above sea level a much larger area in Kentucky, Tennessee,
Virginia and North Carolina. Get the facts

The Knoxville area is one of
the growing markets in the
dynamic southeast. WBIR-TY is one

of the fastest growing stations in the

southeast. The world’s tallest tower*,

from your Avery-Knodel man.

WBIR-TV

KNOXVILLE, TENNESSEE

ces  Channel ]0

KNOXVIULE

AFFILIATED
WITH

THESE OTHER SOUTHEASJERN STATIONS
Represented Ndtionally by AVERY-KNODEL, Inc.

WFBC-TV WMAZ-TV

NBC CHANNEL 4 CBS, NBC, ABC CHANNEL 13
“The Giant of Southern Skies’’

GREENVILLE, S. C. MACON, GA.
= [
SERVING THE SERVING THE
GREENVILLE, SPARTANBURG RICH MIDDLE
ASHEVILLE MARKET GEORGIA MARKET

SPONSOR /22 juiy 196!



"PUBLISHER’S | ore ars v

significant happenings in

REPO RT broadcast advertising

What's happening in Washington?

'l-' the poor breadeaster is confused as he views the Washington
scene who can hlame him?

He sees NAB president LeRov Collins, who he has heen tokd a0y
quite with it as an industey spokesman, waging a two-fisted battle
against regulatory encroachments on commereials,

He sees FCC chairman E. William Henry. who on the strength of
his predecessor shonld be vated Enemy #1. defending the industey on
editorializing.

He sees the FTC making noises ke they mean business regarding
unwarranted  pronmotional use of ratings or attempts to intluence
ratings.

e sees Congressmen taking off on editorializing.

But. in my opimion. he hasn’t seen anything vet.

A ot of Congressmen have dizeovered that mest anvthing that
levogates the hroadeast industry makes news. And with an election
ear coming up it's the simplest way to put your name in the headtines.

What compoimnds the problem is that the range of pot-shot subjects
wpen Lo the sniper has broadened from guiz scandals and heense
ibuses to practically everything within the periphery of industry
Netivity.

The possibilities are endless.
And they will be exploited.
1 But the broadeaster i not without a defense.

' His best defense is an offense. He has the strength of his medinm.
i his own medimu he has the museles of public opinion. And publie
pinion almost unervingly puts it~ finger on a phony issue. Further.
or every Washington headline hunter there are other<, many others,
*ho recognize the right of the hroadeaster to vun his own husines< with
4 minimmm of government interference and will fight to keep it that
vav,

" The industry isu’t without {riends.

. We vecommend that the NAB do eversthing in its power to mirrow
he pot-shot range. In doing so. it’s fighting for free enterprise in gen-
ral as well as free enterprise hroadeasting,

This helps the advertizer bheeanse it keeps the vital air comnmunica-
sons media on a strong and self-sustaining hasis.

I vour station editorializes. we recommend that von make <nre
onre good at it If you're expressing your opinion, von can’t atford
b do less than that.

Sill('(‘l'(‘l\ 9

Q)

£ 71/
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3
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WPTIR | WRUL

ALBANY-TROY NEW YORK,
SCHENECTADY N.Y.
N.Y.

TECeTETRTEES L Cocee T e

DIFFERENT?

COVERAGE Naturally WPTR s
different. (We don't beam our signal out of
the U.S.) But 50,000 watt power can do
wonders, and bike WRUL, we too have re-
cewved correspondence from Italy Greece,
and the Azore Islands. Day to day listener
reaction comes from all over New York

Connecticut, Marytand and Canada

EFFECT —The people who hnow the
market—brokers, distributors. et al —te
us the Capitol District 1s an 18<county large
markel. You can buy 18 separate daily
newspapers lo effect unduplicated

tion in the Capitod District of
50,600 watts of the most penetrating Rad o
to be had—WPTR.

RATINGS

examine Nielsen Coverage Service #3 fo
credited county coverage

WPTR STATIONX STATIONY STATIONZ
30% 26% 13% 12%

Your East man will lay « out tor you in
cluding a comparison of surroundsng oty
Pulse reports

YES: WPTR

Albany-Troy-Schenectady

VP & GEN MGR: Perry S. Somuels

robert e.eastman .« CO., u.

representing mojor radia tations




Har[c(/uin-a)z(l-Ho.s'/f

Quickly, now, which has more facets—the Hope
Diamond or the Hope Robert?

It's no contest, really. And viewers soon will
be secing still another side of the fellow who's
already distinguished himself as a comedian,
singer, golfer, political analyst, camp-follower and
Crosby-detractor.

Fornext season Robert will be host of NBC-TV's
brand-new drama series, “Bob Hope Presents the

Chrysler Theatre.”

Not that he has any intention of deserting the
variety programs with which he's so warmly iden-
tified. Faet is he'll be doing five of these next sea-
son, along with two comedy-dramas in which he'll
star and a 90-minute Christmas special. These
cight programs are grouped under the title,
“Chrysler Presents a Bob Hope Special.”

Even at this stage in its preparation, the
“Chrysler Theatre” shapes up as one of next sea-

SPONSOR, 22 jupry [



BOB HOPE

son = outstanding drama seres,
One of its presentation | star Jason Robards,
Jr., in *( hise

e ¢
. Ivn
N 8

1n 3 110 1 ¢
»

mill'l\ a ﬁl'st appe:arance on ;;'m f I tel 121N
Another of its plays wil
Killing at Sundial,” the

" Melvyn Dougla

ONSOR 20 JU1Y




WGAL-TV does the BIG-selling jobk)
This CHANNEL Bstatiov

is more powerful than any other station |
its market, has more viewers in its are
than all other stations combined. Hui
dreds of advertisers rely on its alert abilil
to create business. So can you. Buy tF
big-selling medium. Advertise on WGAL-TY

WGAL-TY

Channel €
Lancaster, Pa

STEINMAN STATION . Clair McCollough, Pre

WAE 316,000 WATTS

New York + Chicago « Los Angeles * San Francisco
SPONSOR /22 juLy 19

Representative: The MEEKER Company, Inc.-
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Drop-in hassle: A~<ociation aof Maximum Tel-
ceasters (nhf broadeasters) would bar FCC
commissionér Kenneth Cox from further par-
ticipation in cousideving vhif dvop-ins, in par-
ticular. the seven-eity group whicl ABC hoped
would |n'mi4|(‘ thivd vhf ontlets, wtil FCC
canceled plo e May. AMT legal pretest s
that Cox provisionally served as chief of FCC
broadeast burean, thus had “prior connee-
tons" with drop-in decision. AMT <av< this s
uot ardinary allocations rule-making. bt i
adjudicatory decision between two strongly-
opposed adversaries. Unmentioned. bt obwi-
ous fear. ix four-to-three vote o caneel drop-
in~ wonld be overturned. With Minow gone,
new commissioner Lee Loevinger woukld hold
kev vote, plus original dissenters Cox. Hyde,
and Ford. Loevinger. former Justice Depart-
ment anti-trust head, is known to favor hetter
competitive sitnation among networks, inin-
terest of more program diversity.

EIA takes stand: El¢ctronic Industries Associ-
ation consumer products division also nrged
FCC not to take any stand which would reverse
dectsion. Exeentive vice presideat James D,
Seerest said that to drop in additional vhf v

-SPONSOR-WEEK|

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

TV revives Lysol: Shutp increwse e sales hus
|N'"|l at lli"\l'(l l.lil' l.'\“'l ds d ]"‘”ll ('l’ 11w
naarheting and advedtising strategy to put o
mature product o profitable ot Lehn &
Fink geneval anager Roger Mo Rirk 1old
New York warketing exeeutives how the com-
pany ook a good. hard Took at Eysol. which
was barely holding its own aftee 70 vears,
and decided o reaclh voung honsewives and
exploit new uses for the product. Throngh
Gevere Morey. Ballard, elient bonght tv, di-
rected wmessages o honsewife, First vear's
campaign cost lesso thongh sales went up.
Sales have continned dotug ~o for three vears.
As result of successt Lysol Spray has heen

mtroduced.

Selling advertising: Young people leaviug
college regard advertising as “a slighte <uper-
ficial. somewhat <illv business inhabited Iy
Slight, superficial. scomewhat sty peoples and
it is hard to find a faculty member who does
not agree with this point of view. And it i-
hard 1o find an ageney man who isu’t secretly
amused by it and who s doing very wnelr (o
change .7 Thus reported Wlat Hobbs, <emor
vice presideat at Benton X Bowles Friday 1o a

assignments wonld be conteary w intent of  ercative workshop in Chicago, Hobbs added:

Congress in enacting all-chamel law  and
would greatly delay effectiveness of rew law in
expanding tv broadeasting by disconvaging
further investments in uhf station eonstruction.
Interest of tv set manufacturers is coufined
to the effeet vhf drap-ins would have on 1y set
market.

Come to the fair: WCALU. Philadelphia
proved neatly this montl that radio has plemy
of pulling power. On 11 July, WCALU «taged a
“Conntry Fair Day™ at Devon. Pa.. about 30
wiles from the center of Philadelphia. Avthny
Godfrey headlined a <pecial <how, with admis.
ston receipts (30¢ for aduhs. 25¢ for chil-
dren) going to Brvn Mawr Hospital, Number
of paid admissions at the event 23,157,

“We are such experts at selliug evervihing
excepl oursehes.”™ He wrged advertising to
adopt the Golden Rule .

unto others a< vou would have them do adver-

.o do advertising
Dsing unto von.”

All-channel boost: With the administration’s

blessiug,  a  consumer-indusiry — nformation
clinie on ubf and all-climnel reception will he
held w the National Musie Show at Chicago’s
Palmer House this week (22 Julvy. Ths s
third vlinie to be set up. with FCC commis-

Robert E.

sponsor i~ Electronie Tudistries Association’s

sloner Lee Reynoting. Program

spreial committee o foster All-Channel Broal-
casting 1CAB) . which las White House sane-
tion to promote uhf.

SPONSOR-WEEK continues on page 12
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Top of the news
in tv/radio advertising
{continued) ..
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KWK fights on: Embattled KWK, St. Louis,
teetering on the verge of extinction since the
FCC decided in May 10 revoke its license,
accused the Broadcast Burean of a campaign
of personal persecution against KWK presi-
dent, Andrew M. Spheeris. KWK, which has
been given a hrief stay while its petition for
fine in lieu of revocation is being considered,
said the plain facts of the case do not warran
recent angry diatribe by the Bureau, nor ex-
treme penalty by the FCC. The station’s for-
mer manager held off hiding prizes in a
Treasure Hunt until the last day of the pro-
motion, and KWK says present owner Spheeris
knew nothing of il.

New statiori rep: KORL, Honolulu is first
new station to sign with Savalli/Gates, rep
firm formed by merger of Pearson National
Representatives and Gates/Hall. (SPONSOR,
15 July). Savalli/Gates will headquarter in
New York, with branch offices in Chicago,
Atlama, Dallas, Los Angeles, and San Fran-
cisco.

Crosley Western rep: Edward Petry has been
named exclusive rep in ten Western states for
Crosley stations: WLW radio and four WLW
tv stations in Cincinnati, Columbus, and Day-
ton. Move is effective 1 August.

Color report: During first six months, WGN-
TV, Chicago reports 48 diflerent sponsors
and/or produets nsed color commereials on
the station. According to schedule, three —
Zenith, Wrigley, and Miles Labs nsed all
months, while RCA Whirlpool, General Mills.
Corn Products. Rochie Laboratories. MeDon-
ald, and Ward Baking used color commereials
in five months. Newcomers in June were All-
state, Secaltest, Coty, Universal International,
Simoniz, Kellogg, ind United Airlines.

Hillbillies ride high: Beverly Hillbillies con-
tinues to ride high in the new Nielsen report
(two weeks ending 23 June) with a 28 rating.
Other shows making up the current top ten
were:

Candid Camera 24.6
Gunsmoke 24.6
Andy Griffith Show 23.9
Dick Van Dyke 23.6
Red Skelton Hour 22.6
What's My Line 280
Bonanza 22.0
Ed Sullivan Show 21.6
Jack Benny 214

Alcoholic guidelines: NAB Code Authority
has issued a new set of guidelines to stations
and the ad mdustry covering alcoholic bever-
ages. They supersede the previous set issued
last August. In general, there are few changes
—Dbheer & wine aye acceptable “when presented
in the hest of good taste,” hard liquor is stll
taboo, mixers can’t be shown being mixed with
distilled spirits. Recognizing the distilling in-
dustry’s trend toward diversification, NAB ap-
proved the use of corporate names of distillers
“if it 1s a part of the brand name” of a non-
alcoholic produet. In any event, NAB seemed
auxious 1o “stay loose™ and avoid locking up
its rnles too tightlv: if there were questions,
NAB zaid, “cach case must be decided on its
facts.”

Census briefs: U.S. Census Bureau reports
these facts of note: 2.4 million telephone sets
were manufactured during 1963’s first quarter
.« . The value of total new construction put
in place in June 1963 amounted to §5.9 hil-
lion, two per cent more than June 1962 . . .
Total population in the United States (exelnd-
ing Armed Forces abroad) was 188.1 million
on 1 May, an increase of nine per cent since

1960.

SPONSOR-WEEK continues on page 14
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DETROIT’S BIG STATION
BIGGER THAN EVER IN 1963-64

STARTING SEPTEMBER OVER 200 FIRST-RUN FEATURES

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

The fall-winter picture is brighter than ever on WXYZ-TV. Fir trun flm
entertainment, backed-up by full- rang prc

Big Station. Let WXYZ-TV put you in the fall-wir )
WXYZ-Tv & DETROIT

AN A w!
22 iy




Top of the news
in tv/radio advertising
(continued) “
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TAB amazing: Coca-Cola’s new soft drink
TAB “has achieved amazing distribution in
only two months.™ the company reports. Fanta
Beverage Division president Thomas C. Law,
Je. says most sales are coming from people
who have bought no soft dvinks of any kind
before. or had bonght other low calovie drinks
on the market. By 1 January, TAB will he
available to 7147 of the U.S. population, Law
said.

Income up: Capital Cittes Broadeasting re-
ports net profit for first half of 1963 up 52,
$961,155 vs. $633.027 in the like period a
year ago. Net income also rose, from $7,314.-
395 to $8.281.528 in the first half of fiscal
1963.

Nationwide agency: Nationwide Insurance
has named Ogilvy, Benson and Mather, eflec-
tive 1 September. The $1.5 million account has
been handled by Ben Sackheim for past 14
vears. In 1962, Nationwide tv gross time bill-
ings were $2.5 million (Source: TvB). largely
network.

New tv center: Metro-Goldwyn-Mayer in as-
sociation with 20th Century-Fox and Columbia
15 exploring possibility of canstructing com.-
pletely new motion picturve and tv produetion
center in Hollywood. MGM president Robert
O’Brien says projeet “wonld not in any way
affect or alter individual identity or autonomy
of the individual companies.™

Unions backward: NAACP called tv and
movie unions anong the most hackward and
reactionavy in the nation m hiring of Negroes.
National Lthor seeretary Herbert Hill said:
“These are not trade untons, These are medie-
val guilds.” NAACP called for integrated
crews. training of Negroes, and improved roles
for Negroes in TV and mov ies.

Falstaff overhauls: Looking to new agency
appointment to handle California advertising.
Falstaff Brewing is making sweeping changes
in western market. Two California divisions
will he consolidated. Mountain division based
at El Paso will he joined with newly created
Pacifie divisiou in San Jose. Overhaul also
ineludes shuflling ol company’s three regional
sales managers as well as advertising depart-
ment shifts. Account 1s now handled i its
entirety: by Dancer-Fitzgerald-Sample.

Income down: Gillette’s net for the first half
ol 1963 wasx 820.3 wmillion, against $21.5
million in the period a year ago. despite a sub-
stantial increase in sales (8147.4 million vs.
$136.6 million). Boone Gross, Gillette presi-
dent. attributed the earnings decline to higher
manufacturing costs, costs incurred in intro-
duction of new produets, as well as inereased
competitive activity in the blade business.

Newsmakers: Art Wittmm has resigned as di-
rector of information services for KNX. CBS
owned radio station in Los Angeles . . . John
R. Mooney named media divector of Pitts-
burgh ofhee. Fuller & Smith & Ross. He was
formerly media director, McCann-Erickson.
Chicago . . . In Cleveland, James E. Osgood 1=
named director of research for FSR. and
Thomas E. Stull joins agency as research asso-
ciate. Osgood comes from National Assoctation
of Manufacturers. . . . Kelvinator has named
M. C. Cameron as direetor of advertising and
sales promotion. and W. W, Patterson as man-
ager of retatl marketing. Cameron suceceds W.
E. Savior. who has moved to company’s
ageney. Gever, Morey and Ballavd. Patterson
succeeds Cameron . . . Frank T. Nolan named
to new post. group research supervisor, Kud-
ner . .. Harry B, Stoddart promoted to creative
service group head at Kenyon & Eckhardt. He
has bheen manager of tv and radio conumereial
production.

SPONSOR-WEEK continues on page 43
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HIGH QUALITY COMES AT A HIGH TEMPERATURE . . . at
the new Corning Glass Works in Danville, Virginia. WFMY-TV pet-
sonalities Jim Tucker and George Perry warily watch the finishing
touches applied to one of the many kinds of specialty glass, includ-:
ing windows for the two-man Gemini space capsule, being produced
at the newest industry in Southern Virginia's largest industrial city
The new Corning plant joins an already impressive family of indus-
tries 1n Danville, long recognized as the home of Dan River Mills,
world's largest single-unit textile plant, employing over 10,000 peo-
ple, and famous as a bright leaf tobacco market, bringing farmers
over 40 million dollars annually. For 14 years, Danville has been
served with CBS and local interest television programs by WEMY-TV,
Greensboro, noted for high quality at any temperature in 51 counties
in Piedmont North Carolina and Virginia.

%: Representéd nationally by Harnington. Righter & Parsons Inc
. 3

ERVING THE LARGEST METROPOLITAN

'ONSOR 22 jypy 1963
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FACTS PROVE
Conciusivery !

1ENUL

IS HOUSTON'S

No.1ADULT

AUDIENCE

BUY!

Here are the latest facts and figures on
cost per thousand —

TOTAL ADULT
MEN

IN AFTERNOON |

TRAFFIC TIME

delivered by ﬁouston radio stations. K-NUZ
again is conclusively Houston’s NO. 1 BUY!

MON.-FRI. — 4.7 P.M.
STATION COST PER THOUSAND

K-NUZ ... ....... . $ 690

Ind; A" omsmmamemezan $ 8.24

Net. A" .. ... L pnE s O %25

Ind. “B** .. ............. $13.08

Ind; '€ sswg pad sz neann 1910200
SOURCE:

First Houston LQR-100 Metro Area
Pulse, Oct., 1962, Based on schedule
of 12 one-minute announcements per
week for 13 weeks, from rotes pub-
lished in S.R.D.S., Feb,, 1963.

SEE KATZ FOR COMPLETE ANALYSIS
OF ALL TIME PERIODS!

IK KATZ AGENCY
INC.

NATIONAL REPRESENTATIVE

IN HOUSTON call
DAVE MORRIS. . JA 3-2581

1NUZ

16

- DATA T Basic facts and figures
l E on television and radio

e

IMPORTS AND SHEEPSKINS GO TOGETHER |

There’s at least one area where men still play a dominant part;
new car buying. In its 1963 Census of New Car Buyers,” Newsweek
reports 84.97 of all new car purchasers are men. Women buyers are
but 14.8¢ with no veply from 0.3 of the respondents. Behiud the
total figure are other interesting ohscrvations, of potential interest
to advertisers who seek a radio or tv program with a certain type of
audience.

For example, when it comes 10 compact cars, the man is less likely
to buy. And whereas men werve 77.0‘¢ of compact buyers, women
were 22.8/¢, the latier well above the average. But when it came to
Corvettes, men bought 92.11, women but 7.3%. Curiously, the one-
car category which came closest 1o the average consisted of the Buick
Riviera, Ford Thunderbird, Oldsmobile Starfire, Pontiac Grand
Prix, and Studebaker Avanti. Buyers here were 84.77 men, 14.9%
women.

Just as there are diflerences i sex, so 0o the age of the new car
buyer played a role in the purchase. Compacts for the most part seem
o appeal to all ages (47¢ under 40). On the other hand. Corveltes
were bought by someone under 40 62.9¢, of the time, imports were
bought by the younger person 60.87 of the time. Cadillac, Chrysler
Imperial, and Lincoln Continental appealed most to older groups:
85.47 were sold 1o people over 40. The Buick Electra, Chrysler New
Yorker, and Oldsmobile 88 didnt do much better with younger
people: 78.8¢ of the buvers were over 40.

Newsweek also took a look at buvers by education and came up
with some trends. Briefly, imports, Corvetles, and sports cars were
the favorites among the college graduate. Whereas the average of all
cars bonght by the person with degrees was 44.8%c, the Riviera,
Thunderbird, Starfire. Grand Prix, and Avanui were likely to have a
man with a sheepskin behind the wheel 51.677 of the time: Corveltes
56.3%, and imports 67.37 .

When it came to the high school graduate. Newsweek found he
would be must likely to buy a compact. or one of the Ford, Chevrolet
Plymouth. Dodge, Rambler, Oldsmobile, Mereury or Pontiac regulay
models.

Income also was a strong factor, as might he expeeted, n the buy
ing of new cars. Compacts were favored in the lower income group
(under $3.000). and very few Cadillacs and Corveltes were sold &
the lower income groups. When it came to imports however, incom
brackets showed little difference from the averages, veflecing pet
haps the widely differing prices of these cars. In three car categories
three out of four buyers were in the $10,000 income bracket @
better. These cars were the Buick Electra, Chrysler New Yorkes
Oldsmobile 98, Cadillac. Chrysler Imperial, Lincoln Continenta
and the Corvetie.
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DL.7-"FILMS OF THE 50's'-NOW FOR TV
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PDTION PICTURES FROM SEVEN ARTS
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Who’s generous to a fault?
(not us)

True, someone might think we
were do-gooders the way we get
so involved in public service. But
we’re not really. It’s just that
we're dynamically interested in
the community ... and so 1s our
audience.

That’s why we take extra pains.
Like our full-time Public Service
Director. He doesn’t just attend
civic luncheons. Or wait to receive
announcements written in long-
hand by nice little ladies. He cre-
ates. He plans. His goal: building
community interest (resulting in
an alert audience for your mes-
sage). He does his job well. For
instance, Heart Saturday — prac-
tically a full-day’s programming
devoted to an on-the-air panel of
distinguished doctors answering
listeners’ questions about heart
surgery, health, disease. So suec-
cessful that even with additional
lines, our switchboard was
Jjammed for six solid hours. And
then there was Hurricane Carla
Relief resulting in a full plane-
load of food and clothing for dis-
aster victims. Or Sabin Oral

Sunday. Or Income Tax Day. Or
a hundred other special events.
Adding up to nearly $250,000 free
air time a year for more than 500
different organizations. Sounds
like a lot. And it is.

But that’s really only half the
story . . . when you consider the
public service concept behind
Southwest Central’s authorita-
tive, accurate news . . . or the
leadership in community activi-
ties by our personnel.

The result? Rapport with our
audience. Take advantage of it.
Call your Petryman.

WFAA
820

WFAA-AM-FM-TV
Communications Center / Broad-
cast services of The Dallas Morn-
ing News / Represented by
Edward Petry & Co., Inc.
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>~ . » Interpretation and commentary
= on most significant tv/radio
and marketing news of the week

22 JULY 1963

Agencies regularly scouting availabilities in high-rated local tv movie shows have been
breathing a bit easier in the wake of the latest Seven Arts coup.

Seven Arts has hagged one of the last available backlogs of post-1948 pictures
for v distribution: 215 Universal features in the movie firm’s vaults. (See story in
“Stations & Syndication™ section, this issue.)

Universal, as veported in Sponsor-Scope for 18 March, had asked stiff tenms
for its movies, over half of which are in color. Milion Rackmil. Universal president,
was determined the package would not go for less than $§21.5 million - and he is
said to have stood firm.

Already in tv distribution from Seven Arts are 175 Warner Brothers features,
212 from 20th Century-Fox, and about 50 from other sources. With the addition of
the Universal group, the grand total of post-1948 product at Seven Arts — which
netted §1.7 million in its latest fiscal year — is over 650.

v

Listening to battery-operated portable and auto radios accounted for nearly half of all radio
listening during the 1962-63 season.

Nielsen figures show the average home listened to radio a total of 18 hours
and 53 minutes a week during the winter season. Of this total, 19¢¢ or three hours
and 31 minutes was on wheels, while 27% or five hours and five minuntes was via
the portable. Line-cord sets accounted for 54% or 10 hours and 17 minutes.

Niclsen estimates 51.7 million homes own at least one line-cord set, 30.3
million homes had cars with radios, as of September 1962. The sample showed
that as of Jan. 1963. 36 of line-cord houscholds also had hattery portables.

v

Have network tv program participations reached their limit? Is there a return to full sponsorship
of nighttime network shows? Some new facts:

Prime tiine schedules for the three networks next season show a slight decrease
in the number of shows sold on a participating basis. And though the total number
of shows is down slightly, reflecting longer programs in prime time, the number of
programs sold to one or two spansors is up. The picture looks like this for fall:

Alternate Total
Single Week Participations Programs
ABC TV 1 12 15 28
CBS TV 5 I 7 ]
NBC TV 9 3 15 27

Last season, the schedule looked like this at the start:

Alternate Total
Single Week Participations Pregrams
ABC TV 8 7 19 2
CBS TV 6 7 _lg 11 36
~ NBC TV 8 9 13 38
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production boss, will “personally supervise’ the hour-long series. There’s talk that

(CONTINUED)

AR FII AT

There is some personnel belt-tightening going on at tv-active Fuller & Smith & Ross Agency,
although it's not due to account loss.

Several agency staffers were pink-slipped in the past week (a copy group
supervisor, a media buyer, a pair of account executives, among others). I

What happened? On Madison Avenue last week, the word was that some of
the F&S&R accounts were cutting budgets.

L 4

Warner Brothers has finally cracked NBC TV with a network program sale, continuing the
Warner trend away from exclusivity with ABC TV.

The deal was wrapped up last week when NBC TV program boss Mort Werner
and other NBC brass decided to yank The Robert Taylor Show, a 60-minute, early-
evening series, from the network’s fall lineup. The Taylor show had been fairly
“firm,” and had been sold to more than a half-dozen sponsors.

The Warner replacement is Temple Houston, a show off the Warner shelf
described by one adman who had seen the pilot as “a sort of Defenders on horse
back.” Tt will star Jeffrey Hunter as a frontier lawyer. Jack Webb, now WB’s tv

the show may be filmed in color — another new trend at Warner’s.

\ 4

In an age where Europe is only a half-dozen hours by jet from New York, a growing number
of advertisers want European-location commercials for U. S. tv shows.

So says Filmex, Inc. president Robert Bergmann, who has named Everett Hart
— former senior commercial producer at BBDO — as head of European production
for Filmex.

Hart is currently on a survey trip of European production centers during which
he will relay production information and still photos of possible locations back to
Filmex’ New York headquarters.

\ 4

Johnny Carson’s takeover of the “Tonight” show from Jack Paar has caused no advertiser
problem.

Nearly a year after his debut on the late-night show, NBC TV announced &
$350 net increase in program participations, bringing the figure to $2,300 net.:
eflective 1 October. ;

NBC TV has also added an inducement to advertisers to carry the entire
group of supplementary stations. Eflcctive this fall, clients buying the supplementary
stations will carn a 25% reduction of the supplcment cost.

NBC TV says result is a reduction in cost for advertisers taking advantage of
full lineup discount, a modcst increase for advertisers concentrating on minimum
rcquired lineup of 70 stations.
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Timebuyers and agency media men should keep an eye on this trio of new trends in the
spot radio field:

SPECIAL PROGRAM SURVEYS: Denver's KBTR, an ABC Radio athliate, is
condneting a large-scale snrvey (500,000 gnestionnaires) in its listening arca for
a 90-day period, after which the station — in keeping with FCC's prodding —— will
be re-programed to snit listener desires. A somewhat similar snrvey was conducted
last season by a Houston, Texas radio ontlet.

SPECIALIZED STATION REPS: With specialized-andience broadeasting an
established part of spot radio, it’s only natural that reps will specialize as well. One
sneh firm is ron by former QXR Network sales chief Roger Coleman, who functions
as program consultant to fm stations as well as station rep. Coleman’s Fatest station:
KRSE-FM, Minneapolis-St. Paul, a stereo-voiced antlet owned by Red Owl Stores,

SPECIALIZED 1LOCAL COMMERC! {LS: Commercial producers. like New
York's Don Purcell, are making a lot of headway in ereating to-order packages of
commercials, station signatures and break packages for stations to use at the loeal
tevel. Pureell’s latest: a eommercial package for WWOM. New Orleans, to he used
in an ad campaign for Holmes Department Store.

\ 4

NBC-TV has been enjoying a hot daytime sales streak this summer, and is very nicely in the
black. Here are some details:

During June, NBC racked up $10 million in daytime tv sales, with $2.5 million
in three relatively new shows: Missing Link, Merv Griffin and People Will Talk,
all Monday-throngh-Friday series. Advertisers include Warner-Lambert, Campbell’s
Soup. Pharmaco. Revere Copper, Grove Laboratories, and Alcoa.

During the week of 1 July. the network’s sales stafl fairly sizzled. passing the
June weekly levels witlr a seven-day gross of $6.1 million.

v

Now rolling off the presses is a new book including the winners of TvB's research competition.

Book is slated for release at mouth’s end by Appleton. Researeh competition
winners were announced in October 1961 following a competition aimed at hringing
in new ideas from academic scholars. as well as those engaged in media rescarch.

Interest in winning plans, full details of whicli are reported in the hook, came
from former FCC ehairman Minow and others in government and business,

v

After three years at WWDC, Washington, American Airlines” "Music Til Dawn” series — one of
spot radio’s top shows — has changed back to WTOP.

The switch, effective this month. is actually a homecoming. The good-musie,
nightly show whieh AA has sponsored for a decade in several major markets — see
SPONSOR for 17 June, page 32 — originally used WTOP when it began. until
1960. An official of the airline told us: “Reason for going baek: the quality of
WTOP programing is ideally suited to MTD.”

Interesting sidelight: nearly every radio station on AA's hist for the show is
cither a CBS o&o or a CBS Radio affiliate.
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(CONTINUED)

i

Networks are going to try to have the forthcoming ban on option time lifted (see story, this
issue, page 25, but reps will oppose them.

The Station Representatives Association, in fact, has urged FCC to stick to its
guns on repeal of option time and crackdown on CBS Station Compensating plan.

ABC TV’s protest of the end of option time as aggravating competitive im-
balance is, in SRA’s opinion, only a peg on which to hang another plea for reversal
of FCC’s decision against vhf drop-ins.

Reps also feel that ABC was given plenty of time to make contract arrangements
in the three months or so between the final order against option time and the 10
September effective date.

\ 4

NBC's o&o stations are walking an interesting tightrope on the question of supplying rating
data to agency buyers.

Yes, the NBC outlets will supply rating figures.

No, they won’t be supplied as mathematical gospel.

A disclaimer is being rubber-stamped on all NBC o&o rating material which
reads: “Audience and related data are provided by the rating service indicated and
are subject to the qualifications of that rating service. Copies are available on request.”

\ 4

Tobacco advertisers face an implacable foe in the person of Sen. Maurine Neaberger of
Oregon, who makes LeRoy Collins look like a chain smoker.

The lady Senator’s blast against the Tobacco Institute for its *“pallid announce-
ment” which offered “no change whatsoever” in cigarette advertising was met with
dignified silence from tobacco interests.

On another Congressional front, a bill was introduced last week which would
require cigarette packages to carry warnings of danger to health. The bill was

launched by Rep. Bernard Grabowski (D., Conn.).

v

A firm called National TV Log, Inc. is making considerable headway in lining up advertisers
who want to promote their tv network shows.

The firm, which terms itself “a specialized newspaper representative,” sells a
service whereby advertisers have “the opportunity to call special attention to their
tv shows by means of two, three or four-line bold-face insertions in the hour-by-hour
program schedules published by major metropolitan newspapers.”

Although the fold-face listings are ‘“‘designated as paid advertisements rather
than editorial endorsements,” the general idea is to make readers think the shows
are thus listed as highlights. Morally, this may be a bit sneaky, but National TV Log
has signed 28 newspapers so far.

k]
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lmMENT AND COMMENDATIDN
ON SPANISH RADIO REPORT

Ehave st finished readme the S
July SPONSOIL magcazinge,
the Spanish langrage report in genie
eral. Being one of the 21 1007,
Spanish-Lingnage stations we were
particnlacly interested iu this fea-
ture article, and womld Jike to com-
mend Srasson on their outlook ol
the importance of this market, This
1. withont o donbt, the fastest
growing market in this countey, and
I doubt very seriously whether am
of uis in the business actnally realize
he fnll potential of this market.
Dwight Shaw,

isste of

usiness Manager
I. Pueblo Colorado

It was with great pleasure and
atisfaction that I read “The Shan-
h Language Radio TV Market”
Laving seen articles devoted  to
spanish Lingnage bhroadeast media
n Sroxson and other trade pnbli-
ations during the twelve vears that
mr organization has been associat-
i with Spanish radio, 1 assore vou

JULY

Al Channel TV Clindce, regional clin-
ic and reception, during National

National Audio-Visnal Conveation,
23rd ammal  convention Shermoan
ll«m\q'. (‘hic.vun (':0-223 5

21st Radio-Televisioa-ISilm lastitite,
._l]umm din, Stanford  Uninversity,
Stanfard, Cal. (22,

Ist National Broadeast Editorial Can-
fercitce, Uanersity of Ceoras
Athens, Ca. 25.27

Radia

Broadeast Seminar, Harrnog-

College, Barnngton, R L 025t \a-
cust’,

22 ey 1963

*555 FIFTH|

Music Show, Palater House, Chicaco

tan Sumnier Conderence. Barrtagion

Letters to the Editor
and Calendar
of Radio/Tv Events

that the anvent article s the bea
(S0 8

While & conple of inaccaracies
did shp inta vone listing of stations
cavving Spanish Lwgnaee  radio
tlee errars are trivial i view ol the
overnll excellence of the material
von did nse. There w little guestion
that vonr ndgment i selectiug
Riclird Pickens of BRD&O to wrnile
a speciad article is more tham vindi-
cated. Pickens” report is perhaps
one of the inest ever written on the
subjeet inoso fes words,

But wost of all, T think evervhody
in Spanisht radio owes yvou o vote
ab approval. Editor and stafl did o
report i keeping with Sroxson's
high standards,

Arthur Gordon,
VP and General Manager
National Time Sales
New York

The most welcome intermiption
to am vacation was, indeed, the
Spanish section in the S Joly issue.

It's nndonbtedly the bhest ever
done to date by any publication—
reallv comprehensive and - totally

RO RRO000 E9O00 0) ODE ORS00 LS OB LTSIV AL N HORSADT AR TS L S LS

“CALENDAR

AUGUST

Atlantic Asar. of Braadessters, oo
vention, Newfoaadlacder Hotelo st
John's. Newfoandland (1-6

Geargia \ssociating of Broadeasters,
tv day, Macon, Georgia (11

Oklahowma Broadeasters  \ssn., con
vention, Westenn Lhils State todae
(23-24L,

Flaliwerts
semmmar, Sandanona, v ormoat
Septembert

SEPTEMBER

vnerican \sso. of Advertising \gen-
Gies, \Western  region comaatrn
Aark Hophins Hotcl, San tra s
17-19

Advertining Federation of  Amenca.
toth distriet comvention Coeo
dore terry tlotel, Vasta, Tevas H)
h]

Film Seminar, 9th angond
243

L SO T O

%

meanncdnl to advortisers and e
Cles .lll‘u

hevald tartl o the
amverall nuprovameeuts W ve e ted
of late e Srosson

It seoms to

Weve alrcudy ordored tawa lim
dicd roprts
Richard G'Coane

Evecut ve Drector
Sombrero Radio Network
Hew York

Congralulations on the excellont
Spanishomarket story i SPONSOR
1t was one of the hest featuros of ats
Nind P've ever read

Charles Baitin,

Vice President
Progress Broadeasting
New York

v e received aomemno from bee
Cavnor of Rusteraft Broadceasting,
indicating there was oty pograpln
cal error in your Spamsh Lingiaee
story.

WSOL s carried the Spanesh
Limanage exchisively in the Citv of
Tampa for the past fifteen yvears, as
WSOL, or WWTB, or WEBK T
present onnership has ad W SOLL
sinee 1959 and has npgraded and
added to the development of Span-
ish Linguage I alimost tnple the
time,

Albert B. Gale
Manager
WSOL, fampa

Feitor's e te SPONSOR nesdecetontly
wlentefied WSO wth Musra awd WNHET
with targa  Listoess cre reect vath
the se oy rar oy reversed

NBC RADIO CORRECTIONS

I would hike to commicud Siros
sort Vacazine lor the vy fuge
artich Netwerk Raudhio Buvine
Comes Back Into Fasluoar ae thes
wieeeR's issne

The article was patienlorly well
whitten and displaved a keen kn
cldee of netswork radhio There were
heswever twe sanll crrors fe tl
atscle One patanec=l 1o NBYON
dho Netswerk s clearau i ]
laves Deene stated that NBC Rode
new albowe 9 per
the

tlearances ar
per program
Please turn to peaze 58

Cent Secmdy



Beware of the
commercial

on the conference &3

room screen! 4

TV viewers see it on a tube—
where today’s best-selling pictures come
from ScotcH® BRAND Video Tape

On a movic screen your commercial may rate Oscars;
but on the family tv it can lay there like cold popcorn.
Trouble is, home audiences don’t view it theatre-style.
It reaches them (if at all) on a tv tube. And the optical-
clectronic translation loses sharpness, presence, tone
scale gradations, and picture size.

On the other hand: put your commercial on **Scotcii®
BRAND Video Tape, view it on a tv monitor, and sce
what the customer sees—an original, crystal-clear pic-
ture with the authentic “'it’s happening now’ look of

L8
oy

Magnetic Products Division 3comm

tape. No sccond-hand images. no translation, no pic-
ture cropping. Video tape is completely compatible
with your target: America'’s tv set in the living room.
Proof of the picture’s in the viewing! Take one of
your filmed commercials to a tv station or tape pro-
duction house and view it on a tv monitor, side-by-side
with a vidco tape. You’'ll see at once why today’s best-
selling pictures come from **Scorcit™ Video Tape.
Other advantages with *ScotcH” Video Tape: push-
button speed in creating unlimited special effects, im-
mediate playback, and no processing wait for cither
black-and-white or color. For a free brochure *“*Tech-
niques of Editing Video Tape™, write 3M  Magnetic
Products Division, Dept. MCK-43, St. Paul 19, Minn.

[Y]

*SCOTCH*" 1§ A AEQISTENZO TEADEMARK OF @ WNESOTA M NINQ & MANUFACTUAING CO., SY
AUt 19 . 0 AnADA AR 10 -

OMOOMN, ON
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The clearance problem

Networhs wall face a new ieadaehe
thas fall, if repead of optio
el

ABC Y

Option time—what lies ahead?

Network advertisers face new problems, new opportunitigs !t o vl fonnd

!
in era where guaranteed clearance may be just a memory
M(m’ of the capital had closed  having a like restraining ellect, i

shop carly on Wednesday ontrary to the public interest and

learing desks for the late-Mayv \le we

norial Day weekend. But around  them!”

B30 p.ns a few strategic phone i FFed

alls brought the press corps i monications Commission lad ~

nny., N

Aides handed ont a 36-page doc- networking was hnilt \

ment. One paragraph held the os- B

ence of upcoming headlines need for tis prop, the 1F( t
n “We conclnde that option time « it 1
" ar any device or arrangement
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How non-network shows fared in option time

1955 breakdown—iwchen non-network production iwas thriving—shows that

syndicated programs had relatively light usage during option tune, and that

market size also was a big factor in usage.

. % an-
1st TO 25th MARKETS Option time  option time
Syndicated film 6.5 338
Feature film 14 119
Other film 0.2 0.7
Local live 1.9 21.6
Network programs 90.0 32.0
26th T0 50th MARKETS
Syndicated film 9.0 332
Feature film 1.1 89
Other film 0.1 0.5
Local live L 20.5
Network programs 87.6 36.9
51st T0 100th MARKETS
Syndicated film 14.4 28.5
Feature film 1.5 T
Other film 02 1.0
Local live 33 239
Network_programs 80.6 35.0

Percentage of programing from different sources during 6 10 11 p.m. segment. according

10 market rank of slalion.

Source: FCC network study tv station questionnaire

O O A s A RO

The marketer of a product or ser-
vice with national distribution has
been the traditional network adver-
tiser. Ilis tv nceds parallel but don't
ahways coincide with thosc mar-
keters who buy national spot time.
The regional marketer has a tv re-
quirement differing from both of
his competitors.

A radical change in tv's structure
cannot cequally henefit all of these
advertisers. Who's  going to  get
stuck?

There are no answers yet, be-
causc the extent of change itsclf
can't be predicted.

Two months ago, the regime of
ontgoing chairman Minow was be-

26

ing fashionably dismissed as a “do-
nothing” cra. Repeal of option time
was Minow’s penultimate announce-
ment before leaving affice, and the
judgment of his term has presum-
ably altered as a result.

In the weeks sinee then no pub-
lic comment on repeal has been of-
fered by any network head, or by
cither broadcasters or advertisers
through their industrial groups.

This is a minor rcflection of the
gravity of the act. It's also a result
of the estraordinary vacuum into
which tv fecls it's hbeen plunged.

The networks have had the order
under intense legal review. Unless
appecaled it becomes effective on

Scptember 10.

Off-the-recard talks show a con-
sensus among the three networks
that a dircct appcal is unlikely to
succeed. The commission’s right to
modify option time was asscrted by
the Supreme Court, in a 1943 judg-
ment against NBC.

This isn’t to say the basic princi-
ple won't be appealed. Even if
doomed to failure, the legal ma-
neuvre could have value as a delay-
ing action.

Whether or not the new ruling
could be suspended during the life
of an appcal is dubious. But if so,
this would be a relatively cheap
way of securing commercial free-
dom for the 1963-64 season and of
allowing a breathing spell to replan
network-affiliate rclationships for
1964-65.

Screening of pilots in January-,
February next vear would then pre-
sumably be held in front of poten-
tial clients given only an “if-and-
when™ assurance of clearance.

It’s unlikely there’d be any great
change in station acceptance during
the first full ycar of repeal (if at any
time), but the program-selling cli
mate would certainly be impaired
Rival media will undoubtedh
launch an immense counter-attacl
if the guarantced national audienc
of the networks appears to be i
jeopardy.

However, delay of repeal couls
also prove dangcrous to the net
works. It might allow enough tim
for independent producers and dit
tributors to regain their former foo
ing, and for key stations (and the
reps) to prepare for vigorous dires
sclling to national advertisers.

In similar vein, a season’s grac
could give buyers of both netwar
and spot an opportunity to re-asse
their plans, to regroup, and to s
cure hases by dealing dircetly wil
stations and packagers.

The nctworks’ choice seems to
cither fighting a dclaying action |
scizing advantage in a temporar
confused situation. i

If repeal cannot be overturne
it is still possible that onc or otl
of the networks may appeal t
rider of the FCC dccision, bannit
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S00THEMEDSOARESPHARRARRR! PR L DA s O —
1955 programing on 3 networks
Here's haw it used to be—but was it any better?

“arvangements which have a hike
restraining eflect.”

CBS TV is direetly aflected by
this, since the wording overlaps and
strengthens amother  decision out-
law ing that network’s plan of grad-
uated afhliate compensation.

While CBS is pessimistic of its
chances in appealing cither the op-

Breakdown of wietwork vao independently-controlled shows i the Tall
linenp of 1953, Shows in italies were nop contiolled by nets, Heve, the
sehednle for Monday, New FCC vnling agamst option tinre, wineh inan
become effective this Fall, i< designed o vestne idependent pro
after Tooking at this chart ay hee "Wy 7

tion time ban or the separate ruling
against its oxvn plan, it may appeal
the oypansive  wording  gqnoted
above, Some oflicers of CBS report-
edly feel the broad sweep of the
ban may prove legally indefensible
i.nn] commercially impractical,

A precise and limited bhan upon
option time alone conld vasily be
circumvented, or rather, the statns
quo could he maintained by other
methods. Of course, this assumes
that networkers wonld be  con-
cerned only with the letter and not
the spirit of law.

Trving to skirt the problem, net-
works carlier snggested the com-
mission  shouldn’t repeal withont
considering  alternatives. But the
IFCC tersely rejected this approach.,

ayving “The argument completely

isconccives the point of a decision
sroscribing option time.

“The issue is not merely whether
bption time is in the public interest:
rather, the issue is whether it is in
“the public interest for the networks
o have a shield — a restraint — of
the nature of option time.

“We have determined that it s
wt. This determination obvionsly
pars any alterative arrangements
between the networks and stations
- which have a like restraining ef-
‘cct.”

* Check, and mate ..?

If there's no option time, then
l wtworks must negotiate clearances
or each program individuatly. Put
frudely, the effect is merely  the
aets having to work harder for their
L noney sinee it's safe to assime most

Tations — in the absence of other

*lonsiderations — will continne to
- coept the butk of net program
~ ing.

The network advertiser will eon-
mue buying time even if there's
bme drop-ont of affiliates, A cut in
§ ¢ lineup of, say, from 130 stations
5 120 or 110 isn't going to worry
: ( Please turn to page 64)
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granung. \ guestion

ABC

CBS

NBC

Wiclkey Wouse Club

Garry Moore

Aulla, Fran & Ollie Arthur Godfrey

John Daly, News
Topper

Readers” igest
Firestone Hour

Dotty Mack

Wedieal Horizons

Stribe 1t Rich
Valiant Lady

Love of Life

Search for Tomorrou
(Cutding Light

Jack Paar

“ (‘/('ullll’ 'I'run'//:'rs

Ding Dong School

Search for Beanty
Home

Tennessee Ernie
Feather Y our Nest
Matinee

Wav of the # orld

First Lo

” llf/ll u/ l/r .\.Iu‘t‘lu‘\

Robert Q. Lewis
Art Linkletter

Big Pavoff

Bob Crosby
Rciplucr De
Secret Storm

On Your lecoum
Douglas Edwards, News
Robin Hood

Burns & Allea

Talent Scouts

Wodern Romanees
Pinky Lee

Howdy Doody

Tony Vartin

News Caravan
Caesar’s Hour
Producer’s Showcase
Medic

Rohert Montgomers

| Love Lucy
December Bride
Studio One
Structure of full week's programing
ABC CBS NBC
80 network 174 network 18012 network
controlled contro'led rontrolled
hours hours hours
70 outside 160 outside 1791 2 outside
controlled controlled controlled
hours hours hours
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Englander’s
radio spots pitch
a hip market

1's most unusual for a major na-
tional bedding manufacturer to
“make the jazz scene,” but once-
conservative  Englander Company
has done just that with a series of
local  saturation spots featuring

“word jazz” in its 1963 ad campaign.

Grooviest 7guy in town

Ken Nordine, one of the best known of the Chicago deejays, gets se
to loose his inimitable brand of jazz patter as a featurc of England
er’s big radjo spot drive, The campaian covered some 26 markel

1

Generally, such old-line compan-
ies rarely veer from the accepted
norm of print advertising, and stick
closely to a straight-and-narrow
copy approach. But following a sug-
gestion from its agencey, North Ad-
vertising, that radio be considered

for the campaign, Englander ok
production of some sample cor
mercials, setting three basic criterii,
The spots had to demand attention
create talk, be unusual, and estal
lish a brand name and major clain

Agency  people decided th
“word jazz” wonld fill the bill. Eve
Englander executives are hard-pi
to define the term, but “word jazs
can generally be described as rhyt
mic conservation set to a jazz bac
ground.

North contacted Ken Nordir
$185.000-a-vear Chicago decjay wl
is the creator of “word jazz,” alf
explained Englander’s sales pitdh
Nordine (whose first excursion inf

describing their color rainbow §
“cool poetry™), together with tf
agency's creative and  productif
staff, hand-picked a small jazz co
bo and developed a format for ¢
60-second spots. ’
While Nordine narrated,
musicians improvised a jazz the
of high-keved tension for the f
half of the commercial,

More bounce to the ounce

Video seemed the logical medinm in wl
to stress case-of-handling features of this &
lon mattress, but lacked the “vooleth™ of L‘
year's campaign which is definitely not 8
ting the public to sleep, it might he mentio 4



switched to Bralins and o relased
mood for the second—the complete
cliange of pace illustrating the tron
sition rom tension to gentle sleep
fon an Englander Tension Ease mat
tress and box spring

Budeeted at $300,000 (ar twre first
iy months of radio saturation, the
campaign has proved what Nardine
Lwonld call “hoss™ (0 big snceess
ISLited 1o close at the end of Jnly
since sumer onths are often poo
sales months Tor hedding mannfae
tnrers, the 26-week  campaign s
currently rnoning i the LE o
narkets. of th
weitht of the sehedule is Chicago,
fwhere GO spots a week are rumming
i five stations, and over 30 per
p-ent of the schednle in each market
s concentrated during drivers” ensh
ionr, 6 to 9 aan. and 130 to G:30
P

Representative

Fuelander exeentives, swho began
st v ear thedr television concentra
ion on case-of-handling features of
he Envlander Aivlon nuittress, sre
1wt vet able to determine dollar re-
nris of the campaien. Bt North
dce-president faomes Green savs the
ales drive “did more than what

vas asked as a bhasie promotion

ill in the planning stages
g in o session ta plin Engluder's

th Aihvertising, agency for Enghmder, B
ver for the agenev. The idea for o -h
miths, and sated 10 close the end of July

ONSOR 20 iy 1ons
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Englander’s Airlon is light as a feather

st vear's entire add budeet was spent
er’s \irl nire (
i b otl 1
It ereated a lot of talk and awar
ness, And  the market-hyvamarket

radio concentration affords wmi op
portimity to give strony support in

pot camp.n



Madison Avenue

can learn from the
smaller agencies

A major curse of the big boys, say smaller shops,
is proliferation of plans boards and committees

Tlm chiet curse of the behemoth
agencies, in the eves of smaller-
agency executives, appears to be the
proliferation of “plans boards™ and
cambersome congresses which clog,
rather than unclog, the wheels of a
client's progress in media  pur-
chasing.

Moreover, some giant agencies
are so entranced with firming up
large balls of wax or watching how
the cookics crumble, they lose im-

mediate track of what America’s
grass rooters really think of their
advertising campaigns, smaller
agencies maintain.

When Lowe Runkle, president of
Lowe Runkle Co., a brightly-oper-
ated 4A agencey in Oklahoma City,
is asked to comment, he begins with
a disclaimenr:

“We do not consider ourselves a
small agency,” he says. “Size is rela-
tive and in the southwest, we are a

Service and speed keynote of smaller agencies

Pictnred (left to richt) are Tom De Hufl, and Ted Eisenberg, two of the partners in
the Zakin Crmpany, going over the frames of a storyboard prior to client presentation.
Service and specd nnst kevnote the small ageney'’s performance, is the view ot De Hulf

30

sizable shop. We also think we are
sizable when it comes to ideas.”
Then, Runkle adds:

“Perhaps the thing Madison Ave-
nue agencies can lcarn best from
small agencics out in the hinterland
is to get closer to the audience, to
be more sensitive to reactions to
some of the cxaggerated claims,
poor taste and irritating techniques
exhibited in too many commercials
today-.

“While most award-winning com-
mercials come from big agencies,
I'm under the impression that most
of the stuff that brings criticism to
broadcasting media, also emanates
from big shops.

“If the people responsible for
these commercials were in as close
daily contact with the folks they are
trving to sell, as are their counter-
parts in an agency like ours, I am
confident that most of this would
never happen. They would hear far
too much criticism from their
friends, neighbors — and clients —
the day after the commercial had
run.

In any discussion of big agencies
versus small, one constantly hears
this question posed: is size a handi-
cap or an advantage to creativity?

The question was sufficiently im-
portant to be grappled with in an
ad-lib panel at the recent annual 4A
meeting in White Sulphur Springs.
Representatives  of  big  agencies
didn’t think size was a handicap;
others thought there was a little ad-
vantage in size.

Said George Gribbin, chairman ol
the board of Y&R: “Our people
work on their own accounts, but |
think what vou find is completely
unpatterned advertising. Because o
that, vou don't find that the adver
tising for one produet hears a rea
close resemblance to the advertisine
for another producet.”

At this point, Margaret Hocka
day, chairman of Hockaday Associ
ates, a powerful small ageney, al
served: “But does it in any creativy
ageney? [ don't think it doces: any
thing could he diverse. The a
conts we have — each is so con
pletely differently handled becaus
the needs of the clients come ot
completely different, even thoug
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the same person might write in
some cases.”

A bigtime ageney exeentive who
started ont small chimed inat this
L monient, He was William Bermbaeh
| president ol Dovle Dane Bernbacl,
who agreed with Viss Hockadoany
that “there is  great danger as youn
grow bigger of getting impersonal
and removing o sonree ol inspira-
tion Tor evervone concerned in the
creative end ol the bosimess. 1 think
this s a terribly important thing.”

Berubach also said it is “impor
Ftant that the work yvou do, the work
fon stand for, he properly deseribed
to the clients 1 think this makes
for o better relationship.”

“I think what happens to us.”
Niss Hockaday then answered,” s
that people who will consider a
simall ageney will sav, T am going ta
Aee vou all again, because swe dre
so tired of presentations.” 1 think
this is part of the problem of “So
Big" — von get disconneeted: and

hey  don't even know  von are
Iu'n'."
Smaller  agencies  pride  them-

elves that their top exeentives are
itally  concerned with each and
very account in the house. Conse-
menthy the best brais are con-
tantly called npon to commsel each
imd cvery accomt. This situation
loes not always prevail among the
Madisor Avenue Coliaths,

“Sure, we're o small ageney com-
ared to the cionts.” Bruce M.
Dodge, executive vice-president ol
sorth Advertising, sayvs. "Our hill-
pas are just a bit over $20 million,
dJut when you're involved with top
dvertisers ke American Home,
hemway, Lanvin aind Toni—as we
re—yorr must he stiffed with top
rofessionals as cood il not better
1 those in the gt agencies.”

Dodge helieves the advantage to
1 advertiser of a shop like North
dvertising is that top people are
rectly involved on each acconnt.
“We don't have the work and
liming done by second-cchelon
pople and then “approved” by a
Lins Board or some such adminis-
ative body,” Dodge evplains.
“The first tean is involved from
le start. Frthermore, we are more
(Please turn to pase 62)
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As ad agencies get
bigger they grow
impersonal, it is said

Concerned with all accounts

Brice Dadue, execntine vwee proesident of
North Adhvertesna., empluasizes e faal
that the snneler ad avencies are vialh
concernid with each accannt wr the honse

Bigtime agency man

William  Bernbach,  president of
Pane Bernbach, started out as i siiall
areney, Grawing bigger has it dangers,
Bernbach observed i recent intenview

1Yor ke

______JFY
No complex financial setup

Leo Greenland, prostdent of Snathy Gore

Land, poms to the fact that the smaller
agenvies ore turning ont awre than ther
share of esatmu advortismy e tlas e

il
"

Prod stations harder

vice presedent o charee ot
ervices, B3 ] 3

Bl Pites
iy e

Must work together

Philhp Cele proade noid (€ \



Nielsen rebuts rating critics
with monograph on sampling

As absolute numbers, ratings

are terrible tools —

but as estimates, remarkably precise, brief reports

“As absolute numbers, ratings are
terrible tools. Thev are too
blunt. But as estimates, ratings are
remarkably precise.” So reports A.
C. Nielsen in a soon-to-be-released
brief on the subject of sampling

techniques.

In a new explanation of how
modern sampling works and the
value and limitations of the infor-
mation it produces, Nielsen has un-
dertaken to clear the air on ratings
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via a series of monographs, in the
wake of the Congressional hearings
on the subject. The onc on sampling
will be followed by others, the re-
search company says.

‘The controversy surrounding tv
ratings goes beyvond questions of
their accuracy or how they are
used,” Nielsen says candidly. “Con-
gressmen, columnists, the general
public—people who normally have
no interest in media research all
have strong opinions about what's
wrong with ‘the ratings.

“The criticism made most often is
that the samples used are too small.
This criticism is unfair. Samples of
the size used for tv ratings can pro-
duce accurate and useful informa-
tion, and our purpose here is tof
show why this is true.”

The monograph uses several an-
alogies to show how sampling:
works. First is a photograph, with
pictures screened at 120, 400, 800.
and 1600 dots. While sharpness im-
proves as vou move from smaller tc
larger samples, Nielsen notes, it's
also possible to get a good idea ol
the picture from the coarse sample
(see illustration). “Note how mucl
better the ‘small sample’ picture:
look at a distance (ten feet) as vou
eves adjust to the overall imags
rather than to the minute detail
which the eve demands when uj
close. In this samc way, a smal
sample can give vou a good overa:
appraisal and vet be seriously in
adequate if vou scek detailed infor
mation.”

Explains “bead” system

To answer the question “How bi
should a national sample he?” Nie
sen uses an analogy of mixed re
and white heads. Taking a samp
of the equally divided yet wel
mixed  beads, Nielsen savs tl
chances of coming up with 50 r¢
beads are about one in one-millia
billion. “The odds are about twen
to one that our sample will conta
between 18 and 32 red beads.”

If the sampling is repeated &
number of times, “we'll find that t
number of red beads in our samp’
will cluster around 235, or half
cach sample.” Nielsen adds: “In't
simple case of red and whitc beas,
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fa sample adegate for a universe of
5,000, is just as adeguate for auni-
verse of 30 million.”

Niclsen em-
phasizes, does not involve prediet-
g, as with poll takers, bhut simply
whether a person watched.

Sampling  for v,

In getting a randow sample, the
Company abso notes the iimportanee
of “cqual chance of being selected.
s concept of equal chanee is im-
bortant, for if vou think abont it, it
dncans that the proper proportion
Of different Kinds of homes will ap-
bear in the sample oL the random
selection  principle,  correetly ap-

licd, will prodacee proper represen-
ation of most measirable charac-
Leristics in the sample.”

| Adds Nielsen: "One  nationally
svidicated  columnist  qurestioned

| —

tlll* lngi(' of \.Illlplill).’, IN‘(':III\(', . he
puts it, it one Republicon dentist in
Olio was i the Nielsen sanple and
he watched Gunsmoke, the colinnn-
ist didhi’t believe that this meant all
Republican dentists in Ohio
watched Guasmoke. We don't be-
ieve it either, and neither shonld
vour, It makes no sense to talk abont
that part ol the sample located i
a partienlor state, ov to talk aboit
a sample lome as it specifically
represents other homes of the same
type.”

Niclsen also cantions on the use
of ratings. "\ rating is a bhirred
mmmber,” they report.. “Theyv are
statistical  estiniites. This - means
that althonel ratings are expressed
as numbers, they do not have the
precision we usually associate with
@ nmber. Each rating has a certain

wartan ol error

“Sinee statistically there s very
httle ditterenies hetswecn a rating of
29 and 30 or 4 20 and « 21 o a 10
and o O Based vpon o 1000 Tonue
sample, to nse the duta asf these
are real diferences s wrong. Rat
gy are jnst uot that precise

"Bt is ot equally wrong to go to
the other extreme. Vhe clunce of
rating ditlering troan the truthy rap
iy hecomes smaller as the daffer
tn the case of onr
30 rading, hased npon a snple of
1,000, the chanee ol this rating be-
ing 1.5 points off—the temth heng
lower than 233 or greater thun 315

CHCC IDCTCIses.

—in fess than three in one thonsatal
The chance of this rating bemy off
by ten points s abont two in one-

billion.” v

RAB slates sessions to face

&.ight Management Conferences fo deal with methodology
fudy, over-commercialization, rating audits, crificism

thllT Management Conferences
s have heen scheduled by the
tadio Advertising Burean this fall
tarting 9 September. In the words
| Edimd C. Bunker, RAB presi-
L ent, the conferences are partien-
L arly important this vear “hecause of
£ he vnusially large number of eriti-
sl issues focing the radio industry.”
Among the issues, RAB said, are
ne guestion of over-commerciali-
“tion, the development of a meth-
toloay stndy for ratings, how to
adit  existing  ratine companices,
‘r'm‘r;d criticism of  broadeasting
terein tv and radio are linked to-
Cther, angd others.

Bunker  said  the  conferences
jould not only he nsed to “provide
ation ovwners and managers with
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an opportunity for organized  ex-
change of opinion on radio’s prob-
lems and  opportimities. Tmt will
also give those who attend access
to ideas and trends o the areas of
successful  station and sales man-
agement.”

Binker  emphasized  that RAD
would retain the concept of man
agement  conferences as compact
meetings for top station managce-
ment only,

While Management Conference
locations are distributed regionalls
so that any station exeentive will
find at least one that's convenient
to get to, members may choose anm
location. All logitions were chosen
with an eve to at least some isola-

tion from the sarions Tonns of

major issues

distraction, Bunker added.

In addition to Bouker, BAR en
contives who will attend the con-
ferences include Nhles David, ad-
ministrative viee president. Robert
1L Alter, viee president and director
of national sales. Richard 1. Chal-
mers, mational director of memwdwr
development, and Keith Trantow
director of member senvice

Dates and locations of the Man
agement Conferences are. Soptem
her 910, The  tHomestead,  Hot
Springes, Voo, September 1243, The
Hiltomi oo, mrport. Atlanta G
Septenther 16-17, The Holulay Tan
Central. Dallas, Tex o Septomber
23-24 Cadeon-Potnam,  Saratoga
Springs, N Y September 30 Octo
her 1O tHare Lon, awirport Clicase,
. October 31 Ricken s
[louse Totel, Palo Alto Cahtb o ()
tober 7-5, Town Honse Maotor Ho
tel, Omaha, Neb aad Octolwr 1
13, The Excontine be Detront,

\Mieh L 4
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Enrron’s Noti: In a special
SPONSOR report last week. a
number of Hollywood's top tv film
producers revealed that a new mood
of benevolence toward Madison
Avenue’s adceertisers and agency-
men was current among, film makers.

Admen, said the men responsible
for many of nighttime programing’s
leading film programs, no longer
bedevil telefilm creators with long
lists of do’s and don’ts, and take a
mature view of controversial subject
matler.

But what of the Madison Avenue
mood? IHow do ugencymen regard
the new breed of film executives
who have risen to prominence in
Hollywood? The other side of this
tideo coin is examined in the report
whicl follows.

ITH a few exceptions, top tv
Wagencymen agree that sponsor-
agency pressures and curbs on tele-
film creativity are things of the past,
and indeed are no longer necessary.

One of sevcral reasons advanced

for this glowing state of aftairs he-
tween Madison Avenue and Holly-
wood is the multiple sponsorship of
tv film programs which, without
question, has diastieally curbed the
power and influencc of the adver-
tising agency and/or elient.
Agencey observers also agrec with
Hollywood producers that addition-
al factors contribute toward eman-
cipation of writer and producer of
West coast telefilin material—fac-
tors such as the swerving of pro-
gramn control from client/ageney to
the networks; the upgrading of pro-
gram standards, largely because of
Washington’s  finger - shaking at
those concerned with broadcasting
kick-"em-in-the-groin dramatic farc;
and the emergence of more stal-
wart produet like Naked City, The
Defenders, Ben Casey, and others.
Such knowledgeable agency ex-
cutives as Lee Riehl, senior vice
president in charge of media and
programing for Benton & Bowles,
admit that the caliber of the aver-
age Hollywood television film pro-
ducer has improved considerably.

Film producers say

they co-exist peacefully

with Madison Avenue.

Now, read . . .

How

admen
see
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OLLY WOQOD
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They can name you any number of
West Coast filin makers with high
standards and good taste.

“Taboos rarely come up in the
advertising agencies and among eli-
cnts. Very little of this is seen to-
day. The primary concern of both
agency and client is with the dram-
atic quality level of seript material.
There is eertainly a rise in soeial
drama. It will be particularly evi-
dent in the upcoming '63-64 sca-
son,” says B&B's Rich.

Who among the television filn
producers, in the collective opinion
of many ad agency executives, com-
bine masterly showman qualities
with a strong desire to cast light on
problems of eontemporary cxist-
ence?

Here are some of the exccutive
names that pop up constantly in
conversations with more nobly-pur-
posed Madison Avenue individu-
als: Tom McDermott of Four Star;
Jerry Thorpe at Desilu; Dick Dor-
so at UA; Jack Webb at Warner
Bros. and Bob Weitman at MGM.
Still others deserving of an embrace
for the work they are performing,
say informed agency men, are E.
Jack Neuman, Buck Houghton,
Martin  Manulis, Leslie Stevens,
Norman Felton, Herbert Leonard,
Rod Serling, Sheldon Leonard and
in the East such names as Herbert
Brodkin and David Susskind.

(Said one ageney man when Suss-
kind’s name caine up; “On oceasion.
with Susskind, you have to scream
a little louder, but you get there.”)

The majority of agency men feel
that MGM-TV is responsible, more
than anyone clse, for clevating the
production standards of televisior
film programing.

In most instanecs, today, agency
client dealings with producers fun
nel through network program de
partment contuaets. Network people
agree with agency execs that the
Hollywood tv film producers hav
complete freedom ereatively ol
series and anthologies.

“Without question, many theme
on the air today are holder,” the t
v.p. of a Park Avenue ad shop saye
“Sponsors, more and more, are bu
ing shows with mature theme
And. by and large, we've been hay
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ing very little tronhle with them.
Occeasianally, a sponsor may have a
legitimate complaint, but an the
whole, he has been mast under-
stinding.”

If the comments of the several
tap-rank  ageneymen  with wham

SPONSOR  discussed  Holivwaod
telefilin producers canldd be called
“typical,” the Tabel conld most easi-
v he g on the remarks of a vet-
eran hroadcast  exeeutive  whose
office is, actually, on Madison Ave-

nue—George Polk,  vice-president

in charge of tv
BRDO.

As Polk puts it: “In working with
ipraducers, your are dealing with dv-
namie, creative forees and nimble
minds and consequenthy, yon st
leapect  challenging  guestions. Al
those so-called ‘impassible’” produc-
wrs, if they are any cood, are really
nat impassible at wdl”

Speaking of present-day trends in
the buving of programs, Polk notes
that “the desire on the part of the
advertiser for really “hig hit” shows
is not onlv as greal as ever, it s
probably greater. Tle is less con-
cerned with taboos and far more

pragraming  at
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Ceorge

that Hollywe

aware of the dynamices of the husi
ness and the need to “go with' cre-
ative talent. Tle knows that the
stifling of ideas  eventually must
lead to medioerity.”

What are admen’s thourhts on
important characteristics that make
up a gaad present-day television
film producer?

For one, a wood producer mnst
he a creative and intellicent inds-
vidual to cone up with anvthing
new i an era which seems like
cvervthines has heen done hefore
the BBDO excentive behieves

Point two, in Palk’s judement, is
that o good prodacer must have
“the patience and  toleranee of .
hiblical character™ to put up with
the foibles of creative taleat, both
performers and otherwise, as we
as other professionals within his
own organization.

And Lastly . a good producer must
be “un extremely determined indh-
vidual to foree i creative
idea through a jury of exeauntives at
networks, acencies and chents

NewWw

And how many  prodocers
vou find with all of these attribuites?
l'?lk SdyVs Vol 1§ F I am M

See rise in social drama
SPOnsor ageney pressures

TR A]
Ol el

eraining, BRDNCO

thing of the past, accordn
| e ol

with one or two, but "von
can't find toa many with all of these
virtnes.”

Is the advertiser’s importancee i
programing waning? N 1
ing to Polk. “Althonch, the ave
where an advertiser bins |
show everv week and owns it s
eraduath disappearing, there secims

L resit " ol 1

oven
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“
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the market before schednln 1
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Admen admire such ‘new breed’ execs as these ...

more understanding of yvour needs.
He is usuadly a learned man.”

Polk can’t recall dealing with. an
“unreasonable producer, but ve
dealt with dificalt and tempera-
mental producers.” Polk feels ong
hires a producer for his “executive

K11

JACK WEBB
Executive in charge of te, Warner Bros.

TOM McOERMOTT

President, Four Star Teletision

ability which includes. taste. judg-
ment and, in some cases, track
record.”

“You look to the producer to
make a successful show and you are
in tantamount agreement when vou
buy his pilot,” Polk concludes. “The

RICHARD DORSO

Execitive v.p., programing, UA-TV

ROBERT M. WEITMAN

Vice president in charge of production, MGM Stadios

producer must have strong convie-
tions and a strong personality to
carry out his convictions. In short,
vou shouldn’t be able to push him
around.”

“There is no sensationalism for
the sake of sensationalism,” says a
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network official who lLias had con-
sideriable dealings with bath agency
heads, clients and West Coast lili
industry eraftsinen,

“Just hecimse we lave a license,
we am't ride herd and abose the
privilege,” he savs. “The priman
responsibility of the prodocer is to
turn ont 2 good drinna—and this is
what he is doing toda

Adds a Y&R exeentive: “The het-
ter producers are less fetteved than
in the past, kirgely hecnise there is
less sponsar interlevence. There s,
tocay, a fine attitnde of cooperation
hetween producers, networks and
ageney clients. None of ns is ont
for sensationalism. We're primarily
interested in telling o valid story,
And we think, the clients, above all,
appreciate this relationship. Alsg,
we have noticed there isn't any dif-
ficnlty with producers  regarding
ample commercial time o seripts.

“There ave fewer Hy-by-night op-
erations somong producers. The pro-
ducers whao wo in far the guick huek
are passing out rapidly. The trend is
certainly toward the better-made
film with hetter thonght-ont snbject
matter. Clients go along swith this
L thinking. Clients, today, are ready
and willing to give the creative peo-
ple leeway to do hetter, more hean-
tiful things.”

Up and down Madison Avenue
[the melody s indeed a respectable
and admiring one. Unhesitatingly,
{top exeentives agree with Polk and
Rich that Hallvwaad televisian film
praducers and their staffers of today
are, by and farge, ndeed thming
out a better, infinitely finer product.

Thronghont the street where the
13-percenters make their daytime
abode, one constantly hears  that
Hollywaod tv il producers, par-
ticnlirly  those with more mature
and intelligent viewpoints, are less
fettered thim in the past. Bath ad-
men and  their clients, more and
more, are beginning to respect the
production, direction and writing
skills of the Hollvwood tv filin-
makers.

Richard A, R. Piukham. one of
the most knowledgeable individnals

n the advertising and broadeast
spheres and  wha heads up Ted
Bates” medin and program opera-
ns department as well as the
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chaimmanship of the big agenav's
planning  connnitte i u oadree
ment swath the viesws expressed by
his colleagnes on Madison Avenne

"Ny impression ol the job done In
the Hollvaw o] television filim pro
ducers is that in the pressure cooken
of weekly deadlines, it is o anirack
liow high the continning quality ol
their work i) Pinklam s, o
general, T have fannmd them to he
highlv articndate and totally dedi.
cated eraftsmen. The exceeptions to
this observation are the ones sl
e gradually dropping ont - of
sight.”

This is the way anather  top
ageney exeentive sonnded off . P
respect for gualityin televisiom filim
production has increased consider-
ablv. We shonld have more sober
subjects, more droma of  greater
depth. Bat, above all, these dramas
must he good shows, good produe
tions. They mnst not he hadly writ
ten. Remember o good pictare s
primaey. Is there more sophistica-
tion today: in what's coming ont of
Hollvswvood. Indeed there .

Called dynamic and creative

Industiv: observers amgle

ST

CUS Lavt Swle W
A [
\llt..\ LEAY b}
NBC as exccdlent examples of off
wath Ingher 1O
S
i hett tr
Lhanees are ndeced o !

11 N

ject matter, in the

\ccordingly . the picture adds np
to o blissful horievimoon stat
tween all parties imvolved.

Sponsors, na longer, appear to I
cast e the rale ab blne-pencillig
menaces. Hollvwood vidfi
ducers, .t the same time, are flash
me o new kind of strenath ane

maturits in the swares they offer
NMadison Avenne

In shart, the hope e the hroad
cast industey s that thas tirns ont

to he a lone and h

narriag L 4

Admen who byt Gl prodact sy these two contnbute i port ot wipan Feltom |}

director of programs for MGM-TV, and |

Jack Neaenan
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ANOTHER VALUABLE

ADVERTISING
OPPORTUNITY

ON WNBC-TV

NEW YORK

DOUBLE

ing the year.

Delivers a bonus of
one entire quarter’'s
expenditure ... dollar
for dollar,..for you

to use any time dur-

HERE'S HOW IT WORKS

YOU BUY a minimum of 12
spots weekly, any length, for 52
consecutive weeks.

YOU GET an immediate 10%
consecutive week discount,

PLUS a dividend equal to the

| total dollar value of ali your ex-
penditures between June and
September.* You may use your
dividend dollars for all types of
anncuncement at any time dur-
ing the year.

| “(Except in AAA time, or evening minutes
6:59 PM-1 AM daily.)

IT GIVES YOU MORE FOR
YOUR TELEVISION DOLLAR

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

WNBC-TV E’ NEW YORK

3R

“TIMEBUYER'S| ...

what they are doing

CORNER| ™™

What's happening in Hollywood: Gardner is establishing a broadcast
buying operation in its Hollywood office. New department will handle
purchase of spot radio and tv schedules in the Pacific and Mountain
states for all Gardner clients. Ralph Neugebauer, media supervisor in
the St. Louis office, will be transferred to the west coast, where buying
activity is expected to get under way 1 August. Ralph joined Gardner
in 1956 as a media assistant, later becaine a timebuyer before promo-
tion to his present post in St. Louis. Gardner’'s Hollywood office is
headed by v. p. LeRoy Porter, Jr.

Looks like a speedy recovery for Young & Rubicam’s (New York) spot
coordinator Ray Jones, who was released from the hospital a short time

Splashdown winner visits New York City

Cape Canaveral hatted Rod MacDonald (1), media v.p. at Guild, Bascom & Bon-
figli (San Francisco) called at RCA to see colar set he won in WFGA-TY s ( Jack-
sonville) Cordon Cooper Splashdown Contest ( TIMEBUYER'S CORNER 10
June). With him are PCW’s Ted VanErk (¢), and RCA v.p. Ralston Coffin

ago after a siege of illness. This column is happy to hear that Ray is
now taking lifc easy in Bermuda, will he back on the joby at Y&R 29
July.

Buyer makes a move: Dick Newnham has switched from his position
as media buyer at Dancer-Fitzgerald-Sample (New York) where he
bought for Simoniz. Dick is now a media buyver at Ted Bates (New
York). Ilis new account assignments hive not yet been disclosed.
Something special for Minneapolis buyers; The Avery-Knodel office
in Chicago now has u special tie-line (ZEnith 2870) which cenables
Minueapolis ageney buvers and advertisers to place ealls to the rep
firm’s Chicago base without incurring long distance charges.
Speaking of Minncapolis: Roger O. Dahlin has joined MacManus, Joh

(Please turn to page 40)
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PERSONAL-IZED . .
radio that cashes m with powerful personal-
ities . . . producing listener-conflidence n the
Des Moines area, and “cents-ational™ results
for lowa advertisers. KIOA, family radio
“personal-ized™ for people, to people. People
who listen, like it . . . people who buy it, love it!

KIOA

IS
PERSONAL-IZED

. person- to- person

*h * hk * hh kAR

THAT
MAKES
CENTS

*
¥/

m
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KRMG KIOA
THE JOMN SLAlR STATION ror ot Kol
ORLAHMOMA 1owA

KLEO robert ¢
wCMiTA eastman & co. inc
RANSAS
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1962
PULSE
PICKS

WKMI

AGAIN
No. 1 in

KALAMAZOO

METRO AREA

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

THE BIG
INDEPENDENT
BUY

for Greater Kalamazoo

$577 MILLION
MARKET

SM 1962 Survey Effective
Buying Income — 209% Above

National Average

WKMI

5,000 Watts Days
1,000 Watts Nights,

24 HOURS A DAY

Representative:
Venard, Torbet & McConnell

—Dan Kane: all for the better

“TIMEBUYER'S
CORNER

& Adams as u media buyer. lle was formerly with Campbell-Mithung
sainc city.

Continued from page 38

e,

Keeping up with our New York buyers-sellers softball teams; or, their
mothers didn’t raise them to be ball players anyway: Casting an eve
on that intrepid tcam, P. |. O'Hara’s softhall marvels, an awesome
mixture of buvers and sellers, this column has received word that so
far this season the tcam has won two games, lost one. Seemingly head-
ed for possession of the highly coveted SPONSOR pennant (which
TIMEBUYER’S CORNER just pulled out of thin air) the team trounc-
ed H-R’s athletic group 13 to 3; clobbered PGW’s sluggers 12 to 10;
lost its battle with Lennen & Newell All-Stars 6 to 3. Outstanding
among the P. |. O’Hara’s are Frank Martello (Leco Burnett Co.), first
bascman; Phil Toeantins (BBDO), all-round star substitutc; Jay Wal-
ters (HRP), third baseman; and Jaek Flynn (ATS) left fielder. Spectac-
ular member of the L&N tcam is Captain Dee Heather, shortstop. As
yet, no date has been set for the upcoming big P. J. O'Hara’s-McGav-
ren-Guild contest, but it will probably be scheduled for the early part
of August.

New appointment: Maxine Cohen has been named media director at
Redmond & Marcus (New York). She was a media buyer at Ogilvy,
Benson & Mather (New York).

Distaff promotion at J. Walter Thompson (New York): Ruth Jones has
been made responsible for all network and station relations, including
supervision of spot and network timebuying for both radio and tele-
vision.

Tatham-Laird (New York) media supervisor Dan Kane, who handies media
buying for the Boyle-Midway division of American Home Products at the
quiet-carpeted agency, says it's been his observation through the years
that both media buyers and sellers have become more qualitative in
their judgments of the different media, and that it is certainly alt for
the better. Says Dan, “This is the
result of the added research that
has been made available. It's been
healthy for both buyers and sellers,
the industry as a whole, and par-
ticularly for the advertiser.” Dan
joined Tatham-Laird last March,
after a tenure of 14 years as
broadcast media director at Elling-
ton. Before that, he was a buyer
at Dancer-Fitzgerald-Sample for
about three years, after a four-and-
a-half-year tour with the U.S. Air
Force. As a captain in the Air
Force, Dan traveled with Uncle Sam
to Europe and the Mediterranean
theaters of war, saw a lot of Africa,
Italy, and Southern France. Before
he donned the uniform, he started
as an office boy with what was then the Blackett-Sample-Hummert
agency, advanced to continuity releasing, had a never-sated yen to be a
commercial artist. He and his wife Agnes and their three children live
on Long Island, in Merrick, New York.

10
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By AUSTEN CROOM-JOHNSON

The other seunight 1owas listen-
ing to one ol those rare radio sta-
tions that broadeast a mizture of
wod pop and occasional classical
ccords. A uninterrupted group of
hese closed with a recording of a
sicce ol ephemeral beauty by
faurice Ravel. The trancguil air
vas then shattered by o blasting,

Come on in, the nothing's fine!

wer-sung, and  frenctic call o
Tie bottle. “Schacfer” . it said
Cis the™ L L L it said L L Cone beer
O have, when vou're having more
han one™ . . . it said. While the
ation rather than the client was
learly: at fault in this juxaposition,
e contrast served to highlight the
se enthusiasm and brassy exhor-
tion contained in the commer-
Jal. Certainly the station people
re entitled to eat, and to have more
un one if they eare to—but they
wek the listener and do the elient
disservice with such an adjacencey.
his version of the Sclueler sony
ould have passed harmlessly by in
Ye general clangor of a rock o' rall-
p-twenty station, being absorbed
the hearer as part of the caco-
imic whole, Dropped into a set-
hg of quict musical eleaance, it
“obbered in and out—an over-lond
i unpleasant noise,
In the race Tor attention, does it
1 to take an over-hearing musical
titude? Shonld the brass hlow
eir brains out, and should singers

R22 juuy 1963

*COMMERCIAL
CRITIQUE

“WOO THE MUSE” — A DEFUNCT PHILOSOPHY?

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

helt the words® The Noo 1 (rat-
ings?) station’s progrant content,
more olten than not, consists of a
non-stop barrage ot sound. | {ind
that commercials with o more minsi-
cal and therelore more generalhy ae-
ceptable approach benefit by con-
trast. Jtis my belicl that vou shonld
knock on the door first, not just
burst into the room. The kind of
salesman who does the Iatter is 1i-
able to et thrown out.

Recently 1 had the pleasure of
discussing and analvzing commer-
cials with iy old friend and cohort,
Akur Kent, We sat down tovether
to mull over past and  present
trends, including some that we in-
vented. This re-examination proved
interesting to us, and perhaps will
be to von, sinee onr delvings show-
cd that patterns change hut wot al-
wins for the better. Much more
laughter than at present surrounded
the business of the musical com-
mercid in its formative  stages.
Moreover, some of it mbbed ofl to
advantage in what was a much more
licht-hearted and  entertaining ap-
proach to the serious effort of sell-
ing a product. As Kent was wont
to sayv, “You must woo the Muse—
not rape her” This  enlightened
thinking is now almost  defunet,
weighed down by ponderous phal-
anves of serions-minded  executive
types. Key men cant do withont wit
or wisdom when it comes to know
ledee of the use of words and music

. highly specialized teclmigue
that inmvolves copy -music sense. The
instinet of the showman-director is
too often missinyg, and the atmos-
plicre in the recording studios and
the results thevetrom  rellect the
spastic uncertainty ol the superva
sion. The evidence is betore von
and on the air.

The lighter attitude reforred to
produced snch firsts av a0 Kent.
Johuson one-munte radio connmer-
cial for Admiration Shampoo that

presented a gnaranteed  atfention
getter. Silenee, 1t went something
like this Annonncer: " Ndinira
tion Shampoo lor the hatrsaes
preseuts the new est tnng on the wr
CSitencee! Come o, the
nothing’s fine!™ A ES-second panse,
Announcer: (with o circkle) “lsn't
this wonderfnl, ladies sharing
this silence with yon? Adniration
Shampoo is so vood we don't have
to talk about it" More radio pro-
granis should sound like 1his

listen” A tenssecond panse. An-
nonneer: Dot foreet Adnuration
Shampoo, Lulies. Beantifol hair s
our business, and silence our pheas-
urc—and, we hope, yours. Broueht
to vour by Admiration Shampoo!
You're welcome!™ With enthusiastic
ageney and client okay, this com.
wercial series was hanched. The
campaign was picked np by col
umnists att over the country, and
the chient benefited from laree
amounts of Tree pubdicity. Besides,
the ladies Tosed it and bought lots
of \diration Shaunpoo. Could o
happen right now, and wonld such
a concept gain approsal? T doubt
it. Today's two-legged busiess and
research comnputers are oot o
given to whimsy, and tlhas kind of
commercial necds unuswal nder

(Please turn 1o paze 63
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interest to admen

"WASHINGTON WEEK | S

Yy It is doubtful that any new laws on equal time to answer broadcast ed-
itorials will result from last week's House hearings—but it is not at
all doubtful that broadcasters and nets will cool toward controversy.

Network public service specials became an issue during the first two
days of hearings when Congressmen, on and off the Commerce Communications
Subcommittee, ground political axes, and new rules on editorializing were
promised by FCC Chairman E. William Henry.

One witness, Rep. Durwald G. Hall (R., Mo.) was all for editorial
freedom for "diversified" local stations—but backed himself into a corner
when he urged answering time for what he called "snow jobs" for the ad-
ministration's policies on network special reports.

Subcommittee Chairman Walter Rogers worriedly asked: who would de-
cide which programs were biased or controversial, and how would nets make
available costly time to answer a Sponsored, hour-long program? No clear
answers emerged.

Yy When anti-editorial harangues by visiting congressmen got rugged,

Commerce Committee Chairman Oren Harris chose to defend broadcasters,
who would not put in their plea for adult treatment until later in the week.

Harris reminded all present that broadcast licensees editorialize
under the FCC's "Fairness Doctrine” which requires airing of both sides of
political or other controversial issues.

With no large-scale or blatant record of editorial unfairness at
FCC, Harris favored a "wait and see" policy—similar to the one being
followed in the broadcast rating reform. "There is time," he said, to see
what broadcasters would do by way of more careful compliance with fairness
doctrine. His fellow Congressmen remained unsoothed.

Y% FCC Chairman Henry hoped there would be no need for Rep. John Moss'
bill to require equal time for rebuttal by any political candidate
subject to broadcast editorial comment.

Henry promised: a refresher on broadcast editorializing for licen-
sees and the public; a factual primer on editorializing to guide broad-
casters; a tightening of fairness rules; and finally, spot-checks in the
Internal Revenue mode, to audit editorial practices.

Under tightened rules, a licensee would not only inform opposition
when controversial issues are to be aired: he must try to flush out a
spokesman for the other side if none volunteers for available time.

jrj( Outspoken Gordon Sherman, KSDO, San Diego, steamed committee by

saying he felt he owed no rebuttal time on editorials.

The FCC will shortly disillusion him.

Equally ovutspoken witness Rep. Hemphill (D., S.C.) wants law to end
all editorializing on the air. "It's a headache—stick to entertainment,"
he advised. He may get his way without legislation.
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Althongh AMberto-Culver as cur-
rently spending some $30 milhon
to advertise the more than o dozen
products it mannbactures, and plans
to spend considerably more lor the
satue prrpose i 196361, it doesn't
believe advertising works o .0 "wype
know so. H we believed inadsertis
ing,” svs president Leonacd 1L
Lavin, “anr hodeet wonld not be
Iall what it 1"

He pointed omt his company’s
commitiment to advertising is hased
on “certitudes,” becinse the power
of advertising is apparent and “we
know the snceess we achieve with
our produets is o direct proportion
to the reacli of one adsertisine. . ..
The conditions that amake it pos-
sible for one advertising to have its
intended effect can be controlled by
us. However, our control over ad-
vertising itsell is more limited.”

Lavin also said he felt avencies
deserve cvery pereentage point of
the 157 they carn from clients, and
they generally deserve more credit
for the successes of their clients
than clients are willing to acknowl:
edge. But he added that he thonght
this o fault of the agencies, with
“advertising people generally the
most of suspicious of advertising.”

Among reasons he cites as to why
advertising people so often donbt
the success clients know advertising
helped  achieve are: "Considera-
tions bevond their ken and concern
(such as distribution)  determine
the success ol advertisine,” and
Some  leaders  of  the  industry
neither appreciate nor comorehend
the revolation in selling effected by
tv . L ot least insofar as it has
chanued the rles for suceess in the
field of packaged goods.”

As for the creative eflort by ad
agencies, his company’s vital inter-
est in spurring this was spelled ont
by Lavin, who stressed that the
writer at the three acencies lan-
dling A-C is “free to try anvthing
becimse we do not dictate a plat-
formn to a writer.”

He said that as o client. “1 am
nore interested in vood writers than
m good writing. T knoaw that the
mb  difference between o vood
capywriter and a bad copyawriter is
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Agencies earn all of their 15%: Lavin

that the bad  copswaiiter alwass
writes had copy. And 1 e seen
enoneh  bad  copy  presented 1o
\Uberto-Calver  to demohsh the
compam thrice over ”

But he vaterated  that i the
case of lis company, the waiter “is
free to trs any approach. T think
this liberates the writer from the
tvanny that often exists wathin an
ageney, We respect the writer
he is essential to dood advertising

Discnssing chient-avenes relation
ship, Lavin snggested the cardinal
virtne i this should be fortlhvight-
ness. The greatest disservice an
ageney num can do to a client.” he
said, "is not ta speak his mind
whether it has to do with hilling,
persommel, advertising, swhatever.”

e said A-C holds nothing back
from its agencies. "Oar seerets are
their seerets. What we ask in return
is involvement in onr affaivs and in
onr welfare, And we want this in-
volvement to take place at all levels
—the manavement level, the media
level, the marketing level, the crea-

A 'Day’ in the lite of an advertising agency

“Have a happy .6 dogan of | hoesed
specnd dan h

Dons Dav's Tdesty 1
Proess, . (s | :

C R oovee vp Jadk ot

tives level”
But Lavin emplasized that thos

110 et
Iu n ]

NS 14}
t IR L ¢
t AAY \ t 1
e 1 addre \
t L chient \ sl - "
thung all agen v are relnctan

ke They are more mterested
protecting their conmmission,
“TI think as the
client thinks. They don't want to
share his problems. The end resul
f this attitnde s that CHCH
ooid develing with clients. Thes
don’t want te rock the baat

Lavin offered his views Laist week
while addressing the morning ses

Thev don't want to
Thevdont want to

revon Hlecdw pis Vo ] Pk g
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Food mag to feature special recipe on tv

| Wi THE
LRy CLERK

D/ TESTERDAY -

S/ DOES TODAL

feag Norch oo

At pow-wow to plan special issue of Food Merchandising magazine on iv's potential as
an important medium for grocery products are (1-r) TvB president Norman E. Cash;
Michael J. O'Connor, exee director of Supermarket Institute, and Robert E. Farnham
gen. mgr.-editor of the magazine. The special issue will be published in September

sion of a Creative Workshop in
Chicago’s Edgewater Beach Hotel.
His talk was titled, “The Happy
Marriage  Between  Ageney  and
\dvertiser.”

JGJ realigns agencies

The pullont of N. W, Aver from
all its advertising assigimments  at
Johnson & Johnson because of “sev-
cral potential product conflicts™ has
forced the drug firm to regroup its
products at Yoomg & Rubicam and
bring in two new agencies— Nor-
man, Craig & Kunumel and Sullivan,
Staufler, Colwell & Bavles.

Prodnets resigned by Aver were
Arrestin, Ligniprin, Dental  Floss,
Medicated Powder, Band-Aid

H

Brand Plastic Tapes and Medicated
Plasters. Y&R, which already hand-
les several Band-Aid products in
addition to Red Cross  Surgical
Products and Baby Products, has
been assigned the additional Band-
Aid billings. Young & Rubicam also
remains the ageney of record for all
network television.

SSCaB tukes over Micrin prod-
ucts and Johnson's Baby Shampoo,
both from Y&R, as well as Medi-
cated Powder, Dental Floss, Arres-
tin, and Liquiprin. NC&K has been
awarded Bi-Phase Two-Stage Ant-
acid. a produet formerly at Y&R,
which is in distribution in several
test markets.

Share of drugs hypoed
by mass merchandisers

Mass merchandisers are grabbing
a significant share of drug product
sales, according to a new survey by
A.C. Niclsen. The study began with
a list of 4,066 potential mass mer-
chandisers, believed to be as com-
plete as possible. Of these, only
1,751 qualified as true mass merch-
andisers (minimum 10,000 square
feet, carry at least threc merch-
andise lines, no single line to com-
prise more tlan 80% of total selling
area, and posscss high volnme and
fast turnover).

Large increase shown

Among the 1,751 mass merchan-
disers, 1,650 handled drug products,
accounting for an estimated annual
volume of $750 million, or about
9.5% of all sales in drug stores. A
comparison with the previous year
revealed the number of outlets
grew by 37% and dollar sales by
25%.

Of the 1,731, 953 handled food
products, with an annual grocery
volume of $1.2 billion. or approxi-
mately 2.3% of total grocery sales
of $52.5 bhillion in conventional out-
lets. A comparison with the year be-
fore shows the number of outlets
grew by 4%, but grocery sales in
dollars were up 72%.

Future seen uncertain

Looking at the growth, the Niel-
sen report concludes: “There no
longer seems to be much conjecture
as to whether mass merchandisers
are here to stay, or doubt concen-
ing their ability to help themselves
to business previously held by more
traditional food and drug outlets.
The future eatent of these inroads.
however, is still most uncertain.
Regardless of their future. some
observers feel that their impact on
conventional retailers will be out
of proportion to the share of busi-
ness they are able to obtain,”

Cobra attacks Corvette

A San Francisco ad agency has
used a snake bite kit to administe
a  good-natured  “jab™ at  thei
client’s opposition. The firm, Fine
frock, Bice & Gocebel, sent emer
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geuey suahe bite kits to more than
300 California Chevrolet Coryette
spavts car owners and race drivers.

Their clicut is Coventry Mot
Cars o Walunt Creek, dealer fou
the Ford-powerved AC Cohra sparts
car, aiming at thes Coryette-dowmie
ated market.

Inach Kit contained a card which
read  as follows: "SNAKIE BIYTLS
KT Administer innnediately after
Cobra  attack —further  teeatinent,
consult Northesu California's Cobiea
specialists, Caventry NMator Cars
. Walnut Creek, Calif”

Radio ads ignite Cricket

Rogers, Tue, Tas paid tribute 1o
radio advertising for the phenom
wal sneeess i sales of its fow priced

N :
Cricket hutane gas ciarette hiehiten

which has resulted w the company y
gaining undisputed second place
the hutaue  was cigarette hehitey
market, decording ta Rovers e
v Henry Beroee Apeney
Cricket is Pritchard, Wod

e said that sinee the fiest of the ]

vouar Cricket sales “liave far eneied (

cel even ounr greatest espectations”

NE summer day a few years ago, a fast-rising actress
U paused for a bridle-path photo in Central Park with a
member of royalty. The actress, Grace Kelly, soon there-
after walked another bridal path to become royalty her-
self. And the actor-model, John Rallo, who portrayed
“King Ballantine” in a tv-slanted promotion, was turning
a well-tailored back on tv dramatic and commercial roles
for Ballantine, Oentyne, Camel Cigarettes and others to
seek a new career as owner-oparator of retail men's wear
stores {see photos below). Aware, as only an actor can be,
that clothes make the man on Madison Avenue, Rallo
opened in 1960 what he calls The Gentlemen's Resale
Shop on Manhattan‘s Lexington Ave. near 59th St. On its
racks was an inventory that represented Rallo’s gamble
on an idea—that admen, executives, falent, salesmen
and teachers, among others, have to look their best even
though their finances would never excite Dun & Brad:
street. The clothing was “nearly new,” much of it tai
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No business like clothes business——

lored by top custom firms, or top-quality end-of

items from “name” stores. Since then, Rallo’s busin
has boomed. He has opened a second store (Madison Av
at 84th St.), and on 1 August will open a third (Madison
at 49th). All are second-floor walkups, decorated n a dis
creetly masculine fashion. If the stores seem conc
trated in the ad-agency area, 1t's no coincidence. “What
with the upkeep of a house in the suburbs, two cars
children in college, membership in a country club, a boat,
domestic help and maybe alimony, an adman’s salary
doesn’t leave much on which to look ‘well-dressed,” " say
Rallo. “That's where | come in. | sell to guys with taste
but modest means.” Some of Rallo’s stock comes from
performers who tire quickly of their wardrobes. Other
successful. Minimum value: $100. Rallo’s average price
$39.00. When a big clothing account changes agencies
Rallo note ny adr hot n ardro
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Tv is top drawer at furniture store

ETAILERS generally, who have shown reluctance to use tv to any great
R extent, should check Bill Myers of B. F. Myers Furniture and Appliance
Store, Goodlettsville, Tenn. During 1962, his first year i the medium, the
business chalked up a 1,0009 increase in sales and, in the first five months
of 1963, showed an increase of 800% over the '62 increase. Vehicle of the
phenomenal track record is “Country Junction” aired by WLAC-TV, Nashville.
Beginning with three spot announcements per week, following much per-
suasion to induce Myers to use tv, the success has piled up continually.
Sales records of 98 years standing went by the boards with the first
Saturday and, shortly thereafter, Myers increased sponsorship to three days
per week, in addition to Saturday. Before tv, he had nine salesmen, used one
warehouse and two vans for delivery. One year later, there are 43 em-
ployees, five warehouses, and 12 vans delivering furniture as far as
Birmingham. Sales events have included a “Christmas in August” sale, the
“Tri-State Furniture Fair,” and many other ideas which included P.A. tours
by Eddie Hill, the *‘Country Junction star. Coming up are further Myers expan-
pansion of store and warehouses, and a 100th anniversary sale. “Country
Junction” itself is a variety show, including music, news, weather, and guest
personalities. Agency for the sponsor is Dawson & Daniels, of Nashville.

aire, mannfactnred in France, to its
butane lighter line, as of the middle
of Angust.

High spot open for
Fair-fetched ads

Advertisers angling for the at-
tention of the hordes expected to
visit  1964-65 World's Fair —and
willing to compete with potential
pink elephants—will be interested
in the availability of 40 ad panels at
the “Drinks-Around-the-World”
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cocktail loonge.

The lounge is a completely glass-
enclosed elliptical ving sitnated di-
rectly beneath the Top of the Fair
restanrant, 120 feet  above  the
around. in the Port Anthority Heli-
port and Exhibit Bnilding. It offers
a panoramie view of the entive Fair
and the Manhattan skvline. The
pancels are aronnd the inner cirele
of the lonnge, framed and Dbauilt
into the wall. Eacli panel measnres
fonr feet across and 40 inches high,
and s illuminated from the back.

The cost is 813,000 per panel for
the two-vear Fair period. Officials
are interested in attracting food,
tobacco, beverage, fashion, travel,
and hotel business.

APPOINTMENTS: The Health In-
surance Institute to Foote, Cone &
Belding to inaugurate an ad pro-
gram that will further augment the
Institute’s public relations pro-
grams . . . Plizer Ltd. to Kenyon &
Eckhardt Ltd. . . . Little Yankee
Shoes, Fitchburg Savings Bank, Jay
Peak ski development. and Kear-
sarge Valley Country Club to
Weston Assoeiates DeLuxe
Reading Canada Ltd., newly form-
ed subsidiary of the U. S. toy man-
nfacturer, to Cockfield, Brown,
Toronto, for Canadian advertising,
Children’s tv programs will be main
ad vehicle . . . Inca Piseo, a new
product of MeKesson & Robbins
Liquor Tmport division, to Kenyon
& Eckhardt . . . The United States
—Japan Trade Council to Maurer,
Fleisher, Zon & Associates, for
special public information projects
... Milton J. Wershow Co. of Los
Aneeles, one of the west’s largest
imdustrial auctioneers. together with
Stiller-Hunt aecount executive El-
liott Wolf, to Sanford Weiner . ..
Bowinan Dairy Co. to Earle Ludgin
... Lincoln Mercury Dealers Assn.
of Houston to Kenyon & Eekhardt

Frantz Mannfacturing Co.. |
manufacturer of garage doors and
hardware products, to The Walker
Agency of Davenport, replacing
Gever, Morey. Ballard . . . Baker
Boy Bakeries to Enyart & Rose Ad-
vertising Berry  Industries.
Birmingham, Mich. to LaRue &
Cleveland Kirk Dayton to
Savage-Dow, Omaha . . . American
IHome Foods division of American
Home Prodncts to Richard K. Man-
off for the G. Washington’s line of
instant hroths and scasonings. This
is the second brand assigned by
American Home Foods to Manoff:
which already represents Gulden's
Mustards . . . Mid-Ameriea Race:
wavs to Stemmler. Bartram, Tsakis
& Payne . . . Gonrmet Restanrants
located in Disnevland Hotel, te
Brancham/Brewer/Holzer. Lot
Angeles . .. Scott Paper to J. Waltes
Thompson for its consumer publi
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citv, eflective Angnt 1. Walsh MOVING: Fred B Phillips to vice e mattager ol the 1 owod of

Ford, NMedia, Pa., Valley  Supply president and accomnt gronp anane fice of ] AWalter Thomn
Co.. Bethlehen, and The Pent- aper, Herbert 10 Grayson to vice soctate director broadoas
honse, Philadelphia, to €. Robert president e claree of merchondis partment  Robert Buclann
Cruver Associates ... Smith Broth- me and pronotion, St Clair O, matater of the hrooastnge
ers. Poughkeepsie, to o Pritelird, Divon to production diwector, ad partment New York, John ¥, Hall
Wood, cflectine September 2. Ceoll M. Tt to acconnt exedn to ir r wrat Wl Rnth
e, all at Cooper, Strock & Scan Jone
nell, Milwankee, A were Tormer s 1l
NEW AGENCIES: \nother new with KLoneVan Metersoan Danlap
Los Angeles ageney, Adams & Mee- Sandford C. Suiith to Kastor Thitm
Malan Advertising, has open ot Chesley Chilord & Atherton s viee [
fices at 2330 \West 3rd Street, wath prosident and acconnt eveentine Wilton Purdom

Boby MeMaluin as principal and William R, Wilgos, vice presice
Jolin Adhums as a0 partner. Phone
L number is DU 15256 Norman

Laden has .Ulu_-m»(l A uﬂi't:'f- at 155 ; YOU’RE ON LY

Montgamery Strect. San Francisco,
B concin on s e o HALF-COVERED
L commmncations 'N NEBRASKA
IF YOU DON'T USE
KOLN-TV/KGIN-TV!

3

RESICNATION: CGardner Adver-
tising aned Clark Brothers Chewing
Gum have severed their association,
Gardner has just acquired part of
American Tobaceo  account  and
while no dircet conflict of products
enists (Clark Bros. is a Pliilip Morris
division), the agenev felt it could
not “in cood conscience,” serve two
parent tobacco companies. The ae-
count had been with Cordner sinee

11960,

NEW QUARTERS: LaRue &
Clevelimd, local advertising and \
marketing ageney. has taken over « \ N\ R

two-storyv office building at 18930 ] “‘ “l' . .
Creenficld Road, Detroit, to accom- _ lln(0|n =] I.Ond IS now

modate its grow ing husiness. .. After

_— %
B3 vears in the same loeation, the v ‘k nation’s 74”1 Tv morket!

‘\.L‘\\' York office of Foote, Cone & It doesa’t takee long 10 learn aboar TV

- - - e . A .y " 1 l
Ik‘ldmu has moved from 247 Park warkels in \f-lur.u Ka. There are 1wo, (lae
y “‘ lht m I |l|rll|l|-|..'|ll'| rl'afll"‘ more

Avenne to new aned laraer offices at

than half the binving poser of the conire
|200 Park Avenue (The Pan Am AVERAGE HOMES DELIVERED Llal
* Building) Lineolad and i« now the Tith larges
2 PER QUARTER HOUR market v the {3 liased on th
(Feb.-March, 1963 AR8—6:30 10 10 p.m.) ;l"lllr""' of howes per gao a |
tyerrd ' ol “lulinns
"XPANDING: Reuter & Bracdon, UNCOUN-LAND® A" e Rt NTVY RN TV %
y : N-TY KGIN- ‘V ......... 2 fie iy i e . -
ittshurgh, has absorbed Carl P ALY KONV 17 froc NNt s 2 gl
Dswald & Associates and new of- DMAMA "B ....... 54.700 \merica’s 1op market
£ aces have been established ot 327 B rereno st,:gg Vb \vern lel
I I | ks LINCOLN-LAND B 23,6 "" "3" \ r
pladison \venne. New York, Carl LINCOLN-LAND® “C* . ... 23,600 e NS (Bolm for wieel @ Velinaslis
| )~ ()\'\\‘ll(l “I” contmne \\'itll th(‘ *Lincoln-Hostings-Kearney :lll-l Northera KNaners
£, as vice president and general . g

E nanacer of the New York office. ont

L which the v oand radio depart [

P aent will operate . . . Dordick- KOLN'TV 'KG[N'TV
dlarkese Co.. Chicago, has joined
resha-Nucuch, bringing an addi- I, - R el

ional  $330.000 bhillings to P-\M

§ i N 3 covinsg UNCOLMLAND —NIGRASKA'S OTHIR 00 MARKEY
ombined volume is estimated at L e - s oy '_*m.‘”f-—“”“_'m.

hout $2,500.000.
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Chevy revving up for another net ride

Only Chevrolet, DuPont, and
Kraft will be underwriting full-hour,
regularly telecast network shows in
the 1963-64 scason, with Chevy’s
commitment just an extension of its
long-term, uninterrupted heavy in-
vestiment in the medium, beginning
with sponsorship of the old 15
mminute Dinah Shore strip in 1951,
Next season, Chevrolet  will be
baeking in full the hour-long Bon-
anza on NBC, and have half- spon-
sorship of the one-howr Route 66
on CBS.

Not many vears ago, when pro-
gram and sponsor identification was
held in high esteent and it was conm-
mon practice for big companies to
underwrite a series, Chevy's spon-
sorship of Bonanza would have
passed unnoticed. But single spon-
sors of regular series faded away as
the networks—pressed by 60-min-
ute formats and rising costs— intro-
duced the magazine or multiple
sponsorship coneept.

Since its entrance into network
tv with Dinah, Chevrolet has had
its various varicty hours hosted on

Buckling down after 10 years on the job

Douald 1L McGamnon (), president, and Rokimd V. Took:
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the medium by such stars as Shirley
MacLaine, Shirley Temple, Ethel
Merman, Bob Hope, Nanette Fa-
bray, Betty Iutton, Edic Adams,
Tom Ewell, Roy Rogers, Keely

Smith, Anna Maria Alberghetti,
Louis Prima, janet Blair, John

Raitt, Art Linkletter, Giselle Mac-
Kenzic, Jane Powell, Andy Wil-
liams, and Walter Slezak.

Big as that list is, Chevy's ad
agency, Campbell-Ewald, points
out it represents only a small seg-
ment of the auto company’s total
involvement in tv. There was the
major undertaking of 104 Sunday
evening hours  hosted by Miss
Shore, who virtually hecame svnon-
vmous with Chevrolet in their 12-
vear association, Chevy also under-
wrote Treasury Men in Action, the
Pat Boone Show, Crossroads, and
Fred MacMurray's My Three Sons.

Looking abead to '63-64, Chev-
rolet notes tlhat Bonanza—first one-
hour series to be filmed in color
specifically for tv—has seldom been
out of the top five sinee it moved
it from Saturday to Sunday evening

eace vep. of Group W
present Havald C. Lund, v.p. of KDKA (AM & TV), with a gold engraved belt buckle
for ten years with Westinghonse Broadeasting, Lamd is actially near 13-year mark

three years ago. Also, Bonanzd's
1962-'63 scason was not only its
most successful in the U.S., but also
internationally. It has also reaped
many kudos and awards, in addi-
tion to being voted most popular
show two suecessive seasons by TV
Guide.

Route 66, which is currently
shooting in the Minneapolis area
after having completed lensing as-
sisnments in Florida and Colorado
for next season, is one of the few
series filmed entirelv on loeation.
Chevrolet feels that 66 gains tre-
mendously in believability and im- f
pact from realistic backgrounds and l
fresh faces of ordinary people who
appear as extras during its travels. L

NBC’s 203 affiliated tv stations
were given a look at the network’s
plans for advertising, promotion,
and  publicity of next season’s ¢
schedule last week in a special, 45-
minute elosed-cireuit colorcast set
up as a result of requests by promo-
tion managers who had viewed the
presentiation previously at regional
seminars in New York, Chicago.
New Orleans, and San Francisco.

Highlights of the plans are the
siath annual promotion managers
contest, the NBC Star Parade, a
weeklv press conference with an
NBC star via elosed-circuit tv, the
annual Personally Yours tour, the
largest photo mailing in the NBC
Press Dept.’s history, estensive tele-
phone interviews for the press with
NBC stars, plus broadcasting of
new 60-second, 20-second, and 10-
second on-air promotional an-
nouncements as well as print adver-
tising.

!
NBC closed-circuits plans ’
|

Monroe Auto sparks
CBS TV sports sked

Making its initial swing nto net-
work tv, Monroe Auto Equipment
(Aitkin-Kvnett, Philadelphia) is
sponsoring the ten-minute pre:
game show which precedes each
Sundav’s baseball Game of the
Week on CBS TV, A heavy spot tv
advertiser, Monroe seems also to be
developing an affinity for national
tv sports, with plans call for similar
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Happy Birthday “To Mitch

—the Greatest”

Whent the cast and erew aof NBC TV “Sioe Along with Mitch™ staged o i Ly

party on the stage of Brooklyn Studio On
from thent, presented by Reid |

sponsorship linked to NCAA oot
ball games when the baseball sea
son ends.,

The present schedule is on behalf
of Monroe-Matice shock absorbers
and Load-Leveler stabilizing units,
National coverage is being supple-
mented in the 17 major leagne cities
where Game of the Week is blacked
ot by participation in sinular local
shows covering home team appear-
ances. Monroe is no stranger to air-
media sports, thongh this is the first
‘network tv o venture. The compiny
has been and will continie as spon-
sor of Bill Stern's daily Sportsreel
over the 450-station Natual Broad-
casting System radio network
Budget for the CBS TV huy is over
and above what Monroe spends in
other media which include. in addi
tion to MBS, consumer and trade
magazines.

SALES: lebhn & Fink Products
Corp. (Gever.  Morev,  Ballard
boneht into nine NBC TV 1963
3 nighttime progrons—inclnding
Espionage, thus becoming the pro-
Irams ninth sponsor Wyun
Oil (Erwin Wasev, Ruthranff &

WPONSOR 29 poy Hand

L Uthie beard

Davis, NBC [a

[ one ceived g o
matager b the netaork st

Ryan) honglit o quarter-sponsorship
of ABC Radio’s heavvaweight cham
pionship  fight  tonight, 22 Jals
10:05 p.n. Cearvia-Pacific
Corp. (MceCam-Erickson) and Mon-
roe Auto Equipment (Aitkin-Kynett
will sponsor NEFL Hichlichts, a new
show on NBC TV Saturdays (3-3.30
pn) during the 1963 NFL season,
starting 21 September Bing
Croshy will star in an honr-lone
musical variety special on 7 Novem
her (9-10 pan) on CBS TV, &
sored by Lever Brothers and
tiac. Baddy EFbsen of The
Hillbillies will gnest star
ta Oz, a fullv animated cole 1
feature mnsical, will he among
of fantasy specials to be p
sented varions Sundavs 03-6 pan

v NBC TV ns n
General Electric.

Pon
Beverly

ST

MOVING: Arthur Salzbureh
manager of research for ABC R
and Williaim A, Cummines
count execntn e

Robert Norvet 1o the new post
general manager of il operations

CBS TV. Hollvwoud
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b do with you ?

Two things.

One—it points out how brilliant a job
advertising can really do. Two—it proves that
the advertiser who does it generally

winds up with the business.

The moral is obvious.
Which brings up two things more.

One—there are some 7500 men and women
involved in the purchase of national spot.

Of this number—the top 2000 control over
95% of the total business. We call them

the “influential 2000". The most economical
way to pre-sell this “influential 2000" is

via a schedule in SPONSOR because SPONSOR
has the greatest penetration of influence

with this “influential 2000" of any book

in the broadcast field.

Two—give your ads a “‘patch” of individuality.
Without it—the page you buy is empty.

With it—you can spark a purchase, increase a
schedule, motivate a new appraisal, change

a buying pattern and build your station’s
volume every year.

»SPONSOR

THE WEEKLY MAGAZINE TV RADIO ADVERTISERS USE
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WABC-TV in new 'live & local’ look

WABC-TV, fagship for ABC,
kicked off a series of 0-0 previews
of fall programing plans last weck
in New York’s Plaza Hotel amid re-
ports of good response by adver-
tisers and agencies to the upcom-
ing schedule geared to a “new live
and local look” for the station.

Sales chief Dick Beesemyer said
all programing in the local schedule
is being sold on a participating
basis, except for Death Valley Days,
alreadv moved over in a Saturday
evening slot from WNBC-TV by
U.S. Borax, and a nnmber of clients
have already locked up their buys
for the 15 September start. The
minutes are on a rotating plan.

Host at the N. Y. session, at-
tended by the general managers of
the other four ABC o0-0’s in addi-
tion to some 1,200 top agency and
client exces and press reps, was
John O. Gilbert, newly named v.p.-
gen. mgr. of the flagship.

He revealed that \WWABC-TV has
entered into an agrecment with
David Susskind for the production
of a mininmnn of six live entertain-
ment specials for next season, and is
presently negotiating with other in-
dependent producers to lens “im-

portant” live specials for nighttime
presentation,

Other new live programs include
a daily one-hour morning scrvice
show for women; a daily college-
level course of study in cooperation
with a local university; a series of
five-minute newscasts throughout
the morning and afternoon; a night-
ly discussion program, and continu-
ance of on-air editorializing by
Gilbert.

WABC-TV, one of the leaders in
the move to one-hour newscasts,
has also revealed it's cutting its
segment back to a half-hour, in-
cluding 15 minutes of network and
15 of local. Al told, however, the
station this fall will be offering a
total of 76 individual newscasts per
week.

In the entertainment area, said
Gilbert, his station has grouped
specific programing into a 90-min-
ute evening segment titled The Big
Show. From 5-6:30 each day, this
will include feature films and vari-
ous svndicated serics, highlighted
by the first-run of The Lee Marvin
Show on Fridays. A late-night of-
fering, from 11:20 on, will be
Broadway, consisting of first tv run

Execs gather for preview of web, local fall plans
Among the 1,200 key ad ageney, client exees, and press reps attending last week’s ABC

o-o fall programing preview hosted in N. Y.'s Plaza Hotel by WABC-TV were (k1) Tom

Lynchi, of Young & Rubicam: Angela Nicolais, Ciimingham & Walsh; Harry \Mnlford
and Martin Shapiro, WABC-TV sales, and Rich Busciglio, Cunningham & Walsh

52

feature filins pre-emmpted at regular
intervals by “live” entertainment
such as an off-Broadway play, a
night club review, a one-man show.,
or a jazz concert.

Gilbert said all these innovations,
coupled with ABC’s fall lineup,
should make this season one of the
best for the flagship.

Meantime, 0-0 KGO-TV in San
Francisco adopted a MNcHale's
Navy theme for its preview, hosting
more than 200 ad execs and press
reps on a Bay cruise from Fisher-
man’s Wharf to Tiburon aboard
“PT 7" (better known as Harbor
Qucen). “Admiral” of the presen:
tation was v.p.-gen. mgr. David M.
Sacks, who guided everyone to the
Tiburon Playhouse to view the pres.
entation, and to The Dock restau-
rant for lunch.

Attending the preview sessions ir
addition to Gilbert and Sacks wer
WBKB (Chicago) v.p.-gen. mgr
Sterling C. Quinlan; WXYZ-T\
(Detroit) v.p.-gen. mgr. John F
Pival, and KABC-TV (Los An
geles) v.p.-gen. mgr. Elton H. Rule
plus other 0-0 and network exces.

7 Arts sales soar

A banner vear for the domestic t;
distribution arny of Seven Arts Pr
ductions Ltd. saw a sales talley «
$14,739,109 for the fiscal vear enc
ing 31 January 1963. Seven Arts A
sociated pulled in the added $2
539.991 over the previous vear
812,199,118 largely from the 21
Warner Bros. and 20th Century-Fe
“Films of the 50's.”

Here's a breakdown on the distr
bution pattern of the post-1950 fes
tures: volume 1 went into distriln
tion in October 1960 and was so
in 131 markets: volume 2. releast
in May 1961, was sold in 106 ma
kets: volume 3. released in Janua
1962. was sold in 88 markets, vo
umes 4 and 3. released in Septer’
ber 1962, were sold in 33 and !
markets respectively. Other produ
contributing to the sales peak: |
one-hour tv concert specials; for
new series including The Emme
Kelly Show, a series of 39 half-ho
children's programs; En France.
series of 26 half-hour French 1a
guage  entertainment - instructi
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filins starring Dawn Addams, Ma-
halia Jackson Sings, u series of 82
five-minnte programs, amd Laffs, a
series of 63 once-minnte comedy
skhetehes.

Parent company Seven Arts Pro-
ductions reports total revenne for
the fiscal vear ot $19,107,905 with
carnings of $1.705.793 amonnting to
SLOS per slure. This compares to
e previons vears total revenue of
$15.99057 Lwath earmings ol $1,HK,
355 anmemuting to 85 cents per share.

\ccenting the selling strengtls of
the “Filins of the 30" Seven Arts,
;L(nin( Adde nt it announced it acqui-
Sition of 228 additional 20th Ceu-
tury - Fon filns, including 103 Post.
ISS sncl as "Bos Stop” and UM
Behvedere Goes to Colleee.”

Station spawns newspaper
of tradition
DEWSREPeTS

Flving i the face
whicl finds so many
s originators, owners, and ‘or oper-
iors of broadeasting  companies,
AWYVMC, Mt Carmel, acting to fill
in cditorial void in the comnumity,
us given birth to a weckly tabloid
Falled “Midweek.” John 1. Hurlbnt,
resident and general manager of
IIu- station, s publisher and A
Philip Tofam. sales manager lor
VINIC, will he general manager.

The newspaper will be managed
d sold entively separately from
£ he Dbroadeasting operation. with

L ofani working hiull-time as general
nanager. Hell be replaced at the
tation by John R. 1ibbard. pres-
nth acconnt exceeutive at WLIO,
aSalle.  Tharlbut was formerly
resident of the Broadcast Promo-
fon Assn. and was promotion di-
ctor of the WEFBM stations in
ndianapolis.

' \d budgets seen gauge

\f how consumers spend
r When there are more dollars to
reud, where are they speat? Harry
ovik, general manager of Negro-
Fiented WLIB, New York, fitures
Ivertisers provide a good criterion
[\mcv ad budgets are geared to
imcm" those dollars via retail sales.
£ comparison of his present 1963
ety roster, to date, with that for
Le ceutire vear 1961—in terms of
roduct  ficlds—reveals  this -
wa for the Nearo Community of
reater New York:
Over and above food (ad bude-
L5 were  particularly  inereased
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for packaged and processed foods
Liaked goods, and Frozen items )| the
liclds mercasmg then seliednles, m
order,  were  apphances (35
clothime (29°9),  cigarctte brands
27 ¢ more time used to serviee
additional bronds added to copy
lincup), Ieers (250), soft
(IS ¢ ) turuiture (157
(13 ¢ ), costucties (1), and mo-
tionr pictives (B30

Novik noted this comparison nan
be indicative of natioual  Negro
Compunity huving trends sinee the
Creater N Y, area
consuner income how i eeess of
$2.25 hillion and highest in liston
represents 1He of  the
total,

drinks
Jutos

wiath gl

wational

“"Good Guys"” warm up to
pinch hit with Bunnies

Big sporting event this week will
he the 23 July confrontation of the
WACA, New York, "Giaud Guss”
solthall teamn and the Plavbhoy Club
Bunnies. The scene will bhe Central
Park and on the monud for the
“Good Guys™ will be “Dandy”™ Dan
Daniel.

Fhe game statne 1sona it
have ollered to trad

Plarey Vharitson niehttin r 13
Matchiel Reed, aud ol wehito
Davis Lor any member ol the Ba

utes troop

Rootl Ve t hear of
“l [

ii ]
I t Hr
Podgers’ Catly A b 1

joimng WAJC A

Spiegel helms rescarchers

ITarves Spuegel, vice president of
rescarch lor the Ty, sucereds
Henry Brenmer, president of Hone
Testing Tnstitute-TVO, as president
ol the Radio and Felevision K
search Conueil, e takes office
Angust for a vear's term.

The Comeil, 20-vcar-old
vanization Tonned to turther the
formal discussion of broadeast re
seareh problens, las 60 actinve and
25 honorary members. Other of
ficers elected were Dre Philip Fisen
berg, president of Motivation \n

alvsis, viee president and Aven

ﬁ@rrscnvs

LOUISVILLE

‘BOTH REPRESENTED BY THE KATZ AGENCY

(Antique type from the
Robinson-Pforzheimer Collecuion.)
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U. S. a classroom for Japanese broadcasters
toured Straus Broadcasting hqs. at \WMICA,

Officials of Tokyo Broadcasting recently

N. Y., while observing radio-tv in U. S. L-r are TBS radio prod. dir. Tancki Tnada; Mrs.
Frank Pront of TBS office in N. Y.; Straus secretary-director Roger W. Turer; TBS
radio news dir. Kuniomi Shimazu; Chusabure Watambe, mgr., radio sales research-plans

Gibson, sales development  vice
president of H-R Representatives,
secretary-treasurer.

Pioneers open roster

The Brdadcast Pioneers has
amended its constitution to widen
the eligibility list for membership.
The new regulation permits those
to join who have had 20 vears of
association with the radio industry
at the time of application, or who

Shades of the Roaring 20's, a Charleston

have heen associated with the tv
industry prior to 1 August 1933.
Officers of the Pioneers who will
serve to 1 July 1964 are Ernest Lee
Jahncke, Jr. (NBC), president;
Robert J. Burton (BMI1), Ist v.p.;
Joe Baudine (Westinghouse Broad-
casting) and Ben Grauer (NBC),
v.p’s; Ravmond Guy (consultant),
secretary, and Robert ]. Higgins
( BM1), treasurer. In addition, new
directors have been cleeted as fol-

~ A (o
¢ VR

Contest!

Providence’s WJAR turned birek the dlock recently with a Charleston Contest it spon-
sored in conjunction with the ammal old fashion days promotion of the downtown shop-

ping arca. Adding color by dressing in striped blazers and bowler hats were WJAR
i’ Sherm Strickhonser, Dick Wood, ind Gene DeGraide, who joined in the contest

1

lows: Robert Coe (ABC), \Walter
M. Erickson (Gray & Rogers,
Phila.), Arthur Haves (CBS), Paul
Mowrey (tv consultant), and Ward
L. Quaal (WGN, Chicago).

Also designated were new officers
and directors of the Broadcasters
Foundation, with Jahncke named
interim president to fill the post of
the late Arthur Simon (Radio-TV
Daily). V.p. is Charles Alicoate
(Radio-TV Daily); trcasurcr, Rob-
ert Higgins ( BMI); seeretary, Ed-
ward Benedict (Triangle Broad-
casting). Directors arc Jahncke,
Burton, [liggins, Gny, Coe, Hayes,
Quaal, Charles Godwin (MBS),
and D. L. Provost (learst Radio-
Tv).

SALES: Scven 52-week contracts
head the list of WCCO, Minne-
apolis-St. Paul, program sponsor-
ship renewals. They are Milk Foun-
dation, Farmers and Mechanies
Savings Bank, Fund Bros. Seed Co.,
Minneapolis  Savings and Loan
Assn., Monareh Chemicals, Cyv’s
Men’s Wear, and DeLaria’s Kiteh-
ens . . . The Frank Howard Clem-
son Football Show which will orig-
mate on WSPA-TV, Spartanburg,
and be carried on four other sta-
tions, sold to Duke Power Co..
South Carolina Electric & Gas, and
Carolina Power and Light . .. New
contracts for KWKW, Spanish-
speaking station in Los Angeles.
include Pall Mall, Unimart, S&H
Green Stamps, Monticello Drug.
and Gold’s Clothing Store

American Airlines sponsoring
Music "Til Dawn on WTOP, Wash-
ington, D.C., Monday nights
through Sunday mornings, hetween
the homrs of 11:30 p.m. and 6 a.m.
.. . WERE, Cleveland, will agam
broadeast the foll 14-game regnlar
season schedule of the Cleveland
Browns National Football l.eague
games, plus six pre-season exhibition s
games. Sponsors are Carling Brew
ing, Standard Oil of Ohio, Honse
hold Finance. The Giant Tiger:
Stores of Cleveland. WERE wil
also be the flagship station of a 35
station Brown’s network extending
thronghont  Ohio,  Pennsylvanias
New York, Massachusetts, WWes
Virginia, and Indiana . . . Libert
Mutual Insurance Co. (BBDO) an
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Fels & Ca. (5. 15 Zabrow), have
purchased o siv-part, hour-long se-
ries of docnmentary specials span-
ning the Aerican and interuation.
al seenes fram World War 1 to the
present historical  period,  which
A PIN, New York, will televise
wmonthly  bheginning i November
The progrums are Trom the work-
shop ol David Wolper,

QUINTUPLE PROMOTION: In
its 35th anniversary vear, the Yan
kee Network, RRKO CGeneral's eluin
ol 30 radio stations in siv New Fng-
| land states, has nndertaken an es-
tensive promotion. Over 1,200 of
the nation's leading advertising ey
centives wmd tiwme buvers will re-
ceive i colorful red, white, and bl
“Yankee Fact File™ Tolder in which
to keep all the Fitets on the Yankee
Network, The matlings inelnde o
letter from Yankee president Wil
iiun ML MeCormick, with the file
folder, a station map, and the fol-
Howing Tact sheets: the Yankee Net-
| work service: the market;
Cpenctradion: a food suceess story
a special entry blank for a contest,
Himited to those receiving the mail-
ing, to follow up with prizes on
NYankee's actual ainniversary, Colum-
{bus Dav, 12 October.

Nesws

|

NEW CALL LETTERS: KVIP-TV,
Redding, Cahif.. now nsing the let-
tters KRCR-TYV WAGO has
replaced letters WDOB on 1370
Kilocveles in Canton, Miss. and the
stition has moved from the ontlyving
prea to downtown and into a com-
pletely  redesizned building with
Wl new braadeasting equipment
including & Collins  Transmitter,
Provraming  has  been reworked
mto an all-family format. inclnding
news and weather, farm and home,
tommerce amd indnstry reports,
cgislative items, sports and local
ctivities, Sundiyv  morning  gronp
vinging, beanty, fashion. child care.
amily: and health, ete.

TEMOTLES MOVE MOTORS:
VEJL, Scranton, got cood resilts
tor Moore Ford Company. Station
roadeast four three-honr remote
porrims from the dealer’s storage
. A weekdong saturation sehed-
He of aunouncements was nsed in
ounection with the hroadeasts and
I station personality provided liam-
L hond orcan wnsic on loeation. Re-
lt: total sales in four day s were 3§

PONSOR 22 jy1y 1O

new cars, siv ness trucks, 13 used

cars.

OFEF-BROADWAY BOWS ON TV
New  program Lare lor the wmass
meditan ol tv ot keast i New York

seens to be the satre stidded
oll-heat reviews which previonsh
stiek elose to tellectnal ghettos
likee Greenwich  Village, WPIN,
New York, will televise a special
two-lionr program called The Pre
nise, 200 Julv, 9-11 pane The pro
wram, W hich will he introduced and
hosted by David Snsskind, Teatires
the entire cast ol the show
AWNEWSEY s selweduded the fivst
Tall-hour te version al Second Cay
31 Inlv, 59 pan. The transplanted
off-Broadw ay show, to he repeated
on FAngnst, will alvo he carried on
hoth dates by Metropolitan Broad-
casting Televisions WITFCL Wash
ington, 1).C.

BACKGCROUND MUSIC: Capitol
Library Services, Los Angeles, ol-
fering a new backgromnd Libran
called  Prodnction  NMusic
(PMS). Tt classifies nnsic by cate-
gory, rather than the usnal system
af individual titte, and is offered on
11 112, 33's double-faced dises, con-
taining 251 different  selections,
Price is $83. Categories  inclnde
sports and metro, news and indus-
trial, fast activities, show business,
documentary marches, scenies, liaht
and happy, ete.

Series

POWER BOOST: KETO (FM) has
moved its transmitter site on Congar
VMomntain, Seattle, and installed
new  Jawmpro S-hayv antenna on its
new  HO foot tower, This increases
station's eflective radiated power to

10 kw from 17.7 kw,

SIGN ON: WENMP (I°VD), officially
went o the air carlier this month.
broadeasting daily: from 6 e to
12 midnicht an 99.1 mecacyeles at
full power, 23 kao Al am programs
are being duplicated, including the
Ailw aukee Braves baseball games

HAPPY ANNIVERSARY: Philuidel
phia’s oldest continonsh sponsor-
ed v series. Television Kitchen
marks an important milestone iy
long video histors on 24 July. with
the telecast of its 700th program on
WROCN-TV. Sponsored by the Phil-
adelphia Electrie Co.. whose insti-
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SPONSOR WEEK | Stations and Syndication

tutional messages promote usc of
clectric appliances and elcctric
cooking, the weckly serics aired in
color Wednesdays 1:30-2 p.m., has
been hosted by home economist
Florence Hanford since its present
cooking format was instituted in
1949.

FINANCIAL NOTES: \WD\IV
Salisbury, Md., reports an increase

HERSCHEL BERNARDI * +~ «

x &

BOB T

Rep platter spins sales patter

A NEW all-audio presentation titled “That Agency Thing” has been put
together for CBS Radio Spot Sales to convey in musical comedy terms
the message that radio today is a new medium, and limitations of its ef-
fectiveness are bounded only by the creativity and imagination of agency
and client. The 20-minute production was introduced before more than 500
top ad agency people in Chicago by v.p.-gen. mgr. Maurie Webster, and
today the CBS Radio Spot Salesmen in N. Y., Phila., Detroit, L. A., Chicago,
Atlanta, S. F., and St. Louis begin playing a tape of the recording to agency
people throughout the country, leaving behind a disc copy. A full-scale musi-
cal production, complete with original score, a fine orchestra, and top cast
of performers, the presentation takes place at the mythical “Inlike Agency,”
whose creative dept. discovers the new medium, 'ra-di-0,” and explores a
number of effective ways to use their discovery to sell a variety of products.

in billings of nearly 30% during the
first half of 1963 compared with
the same 1962 period. The gain
over January-junc 1961 is some
70% . . . Gross Telecasting revenuc
for the year’s first half increased
15% to $1,315,607 compared to $1.-
145,517 in 1962, and earnings were
up 19% for the same period.

KUDOS: Franklin C. Snyder, vice

CREATED AND WRITTEN BY x k%

ARD MORRIS
« * JUNE FORAY * =
MPSON * * COMMERCIALS

COURTESY OF ALAN ALCH + = PRODUCED BY

1D ATE

56

* * LOS ANGELES * « =

president and general manager of
WTAE-TV, was elected president
of the Pittshurgh Radio and Tele-
vision Club for the 1963-64 season. |

MOVING: Manny Sternfeld to bus-
iness manager of WRC-TV and
radio, Washington, D.C.

James Rayburne Lightfoot to di-
rector of operations at KLAC (AM
& FM), Los Angceles.

Marvin M. Freeman to promotion
manager of WTVO, Rockford.
Shirley M. Bahns to director of pro-
motion and publicity for \WQAD-
TV, Davenport.

Edward P. Lawless to executive
vice president of TvB of Canada.
Thomas A. Dooley to the sales staff
of WARBC, New York, from eastern
sales manager of Adam Young.
Robert D. Vieno to sales manager
for the fm operations of the North-
cast Radio Network.

John R. Heiskell to public service
director for WSAZ-TV and radio,
Huntington, W. Va.

Richard P. McCauley to the sales
department of WBZ, Boston.
Elizabeth B. Harris, former mana-
ger of radio research at ABC, to
manager of research at WOQXR.'
New York.

William J. Fahey to manager, mer-
chandising and sales coordinator,
for WNAC-TV and radio. Boston.
and the Yankee Network in New
England.

James M. Polston to account excenr
tive at WAVY, Norfolk-Portsmouth:
Newport News,

Jane Flaningan, Miss Indiana 196?
to women’s director of \WKJG-TV
and radio, Ft. Wavne. effective L:
August.

Howard W. Meagle. general sale
manager of WWVA, \Vheeling
promoted to assistant general man
ager.

Dick Newman to general manage
of \WDMV, Salisbury, Md., replac
ing Jack Moran, resigned. John &
Walker was named to the post «
local sales manager.

Edwin C. Metealfe to director ¢
sales aperations for CKLW (AM ¢
TV), Windsor-Detroit. 1lc has bee
m charge of the RKO Gener:
National Sales office in Los Al
geles. '
Michael Chipko to account exeet
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New Detroit SRA officers plan '63-64 season
New ollicers of the Detroit chapter of Station Reps \sa

oot I’ i, Mo
v, 3 'K

ive for the Franklin Broadcastine
o, owner of WELN (AN & FM
hiladelphia, and WEFNZ (I7\D, M
entown,
Robert B. Beusse to direetor of ad-
ertising and sales development tor
WOR (MM & TV), New York, sue
eeding VEwtin S. Fliesler who re
ently was named vice president
nd general manaver of K, Los
Anucles.

ess Spier to the sales
VNEW.TV, New York
barnard Bee Wilson to the local ty
es stafl, Joe C. Monrae to the
wal radio sales staff, and Terrence
. Ford to the radio promotion de-
artment, all at the WIEFAA stations

Dallas.

homas J. Knott, producer-director
) public affairs director, and Rob-
t Weinstein, to the production de
irtment, \WBZ-TV, Boston

lichael B. Styver to the departiment

public relations and promation

WIIC, Pittsbureh

v Trachtenberg to acconnt exeen
ve ot KATU. Portland, Ore.

d Dunbar to accomnt exeentive in
cal sales, at KNBR. San Francise
2tte Elliott to director of women's

tivities for \WWRAL-TV, Raleich
verett Wren to general manager

WOLF, Syracuse

stafl  of

ONSOR/22 L1y 1963

Williima W, Joved

Dick Woollen, provram director of
KTTV. Los Aneeles, and vice

ident of the now defnucet Times
\irror Broadeasting Co., resiened
the dayv before Metromedia took
over the operation

Herh James to aecount «

for WAIT, Cedar Rapids

Donald . Tyvkeson, general ma
weer of KEZLTV, Fug

president of Liberty Television
Frank Wilson leaves the e

vision of WTOP, Washineton, D.C
to become the station’s first general
production manager

\Marion Dean and Jasper Rowland

to full-time duties in the sales staff
of KSRF, Santa Monica

SYNDICATION
SALES: KINT, Il Paso, .
Edmonton, Canada. have signed

or Mars Broadeasting's Dick ¢
Radio Show for July <t

ing total nurkets to 32 Econo
mee Television Programs, i
ol United  Vrtists Telews I

“

EXPANDING: Transluy Tele

vision e L
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935 FIFTH

(Continued from page 23)

piece stated that NBC Radio Net-
work takes in about $17 million a
vear in gross sales. This should have
read $17 million in net sales.
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Edward Codel

Presently a v.p. of the Katz agency, Codel has
been re-elected for a second term as presi-
dent of the Station Representatives Assn. at

Again, I would like to express my
appreciation for this fine article.
William K. McDaniel,

(T

Executive v.p.

its annual membership meeting. Others elect- i e
ed include Adam Young, v.p; Robert Eastman,
treasurer; Bob Dore, secretary. Elected to the TWO-FACED

B A0 A ORI LA

SRA board of directors are Frank Headley,
John Blair and J. William Knodel.

TvB’s Pete Cash dropped me a
line. As a matter of fact it was a
couple of sentenees; he was ap-
parently that disturbed. The script
was in his own handwriting and
sprawled over a double-truek ad
above my signature which ap-
peared in the 1 July issue of Srox-
sor. I think it deserves an answer.

The ad in question was ealled
“the twao faees of advertising.” It out-
lines my feelings eoncerning those

Tom Burkhart

Burkhart has been appointed general sales
manager of WLOS-TV, Greenville-Asheville-
Spartanburg. Local sales manager of WTVJ,
Miami since 1961, his appointment marks a
return to WLOS, where he served as regional
sales manager prior to his WTVJ post. Morton
Cohn, v.p. and general manager of WLOS, a
Wometco station, made the announcement.

nouncement.

&
\
James de Tarr

BBDO has named de Tarr, now account group
head on Pepsi-Cola, a v.p. Before joining
BBDO's Chicago office as account exec de Tarr
was with Leo Burnett and Coca-Cola as dis-
trict mgr. Also named v.p. is marketing supv.
Henry Norman, who joined BBDO in 1960. He
had been gen. sales mgr. of Pharmaco Div.,
Schering, and v.p. Union Pharmaceutical.

Donald Chapin

=

Chapin has been elected v.p. in charge of
sales for Taft Broadcasting, replacing Kenneth
Church who retired recently. Chapin joined
WKRC-TV, Cincinnati as local sales mgr. in
1950, advanced to general sales mgr. and as-
sistant general mgr. He was then made east-
ern sales mgr. in New York, and in 1958 re-

turned to Cincinnati as v.p. for national sales.

Ralph Butler, Jr.

Butler and Robert Weenolsen have established
an operation to provide assistance and super-
vision in tv, radio, marketing, research and
advertising to out-of-town and foreign agen-
cies. Butler will be executive v.p. of the or-
ganization, called New York Services for Ad-
vertising, and Weenolsen president. Both have
wide advertising experience here and abroad.

I

station managers who appear to
have one face when it eomes to
“selling”™ advertising but who put on
another when it comes to “buying”
some for themsclves.

Here is the full text of Mr. Cash's
reply: “and did vou know broad-
casters market by market are the
biggest advertisers or don’t yvou
think  channel numbers-network
idents-a’s—cves and ehimes are ads.
Buy some tv for vour outfit and see
what happens.”

From the tone of the letter one
might venture that Mr. Cash wasa
bit overwrought at the time and a
man in this state of tension should
be treated with gentleness. So [
shall be as gentle as I can.

The facts. however, are still the
following: radio and tv sold some,
$2 billion worth of time last vear.
It spent about $7 million in trade
paper advertising or about 's of 1%
of total sales. Let's double that
amount for the amount spent in
coin of the realn at the loeal level
—bringing the combined figure in
actual dollars expended to 12, The
whole hall of wax is still roughl
33132 of the lowest figure whicl'
many industries employ as the min
imum vardstick for advertising it
relation to sales. And that figure i
3.

REPEAT: The broadeast field =
whose very life depends on proma

5 actuallv snends 3 h:
Sl O OO AR OLDPRARECC OO LCC MO RO RARONOE O AR CARRRE SR ANRROCRE AR AR REO Lt iR "Kt“‘]”-\ spends ¥ of wiid
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it repeatedly advocates as the ven
hasic mininuum ratio for the s
cossful pursmt o tisiness

I huow (and For sure Mro Cash
Knows T Kiow
bers, network idents, a's, eves and
chimes arve advertising Bt 1 oswas
talking about money nat ahont
traclconts, reciprocal deals, jingles
and pligs that a station gives itselt
on its own air. A espenditnre ol
dollars is rarely iivolved o these
actions. The stations are so loathe
to part with capital (or perlips
have so little foath e wiat they
thenwsehves hive to sell) that they
often pay back at better than three-
for-one for these extrancons promos
tious. And far the mast part many
of the facilities themselves do not
consider it an expenditure in adver-
tising for it is  venerally horied
somew here in the ledeer as an “es
change”

that clanmel mnnm

It might be interesting to inquire,
as e addendum, as to jnst how ditfi-
enlt it is for TvB itself and RAB t
sell its own members and  keep
them sold; as to haw mnch expen-
ditare s necessary an an annnal
hasis ta convinee the industry to
join even  these hasie  impartant
groups and ta stay with them sear
after vear. Mr. Casl's own salary, |
inderstand is well above average.
Wanldd it he that hich if an exeel-
lent wan were not needed to do the
joh® And woudd such a top-flight
nan he Snst™ if the joh were any-
where as simple as it onght to he?

In vour considered  judgment
Mr. Casli, of the 5.000 or so radio
and tv facilities in this country—
haw many have a full-time proamo-
tional wmanager an staff or consis.

tenthy cmploy the serviees of any
outside advertising of public rela-
tions concerns at all? They all talk
‘consisteney T when it comes to sell-
g ad ertising: how mamy of them
ictually  do  practice what  they
preach?

I know as well as Mr. Cash that
here age intelligent,  acgressive
smpanies in this ficld who DO
welieve as strongly in "buyving” ad-

ertising as in “selling” it. Their ef -
torts and their names are very well
amawn to all. | was speaking of the
najority, not of the few

Jay Victor,
he Jay Victor Co.
ewark N.J.
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College student earns his ‘intern’ stripes

Kent State (Ohio) specchi-hraad r Jolin |
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ales office in Zarichon 1 Septemher companies, Praperties avalable

under the hely of Budi \Witsehi
a Swiss who has been active in
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Ribbon-cutting at WTEV open house
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Station asks listeners what radio should program

Mullins Broadeasting’s KBTR, Deriver, last week launched a three-month “Public
Opinion for Programing” campaign, invelving 500,000 individual questionnaires to scek
out listeners’ desires. At the end of the 90 days, KBTR will revise its entire sehedule to
conform to their wishes. Of the questionnaires, 300,000 will be mailed directly, 100.000
distributed by Frontier Qil service stations, and 100,000 enclosed in Royal Crown Cola
cartons. Prizes will be awarded in a eontest to be condueted concurrently with the
campaign. At plamning session with Mullins Broadcasting owner-president John C.
Mullins (seated) are (left to right) Don Dietersfeld, Frontier; Bob Bevan, Frontier
Larry Buskett, KBTR gen. mgr.; Bill Goodfro, of Goodfro Ford (prize giver), and

RATES are rafes the

world over, and ours

are competitive
($22.50 for 3 nega-

fives)

BUT QUALITY

is something else
again . . .
superlative.

ours is

And SERVICE

is still another mat-
ter .. .. ours is un-
beatable!

SR A R R RO R

BAKALAR-COSMO
PHOTOGRAPHERS

111 W. 56th St., N.Y.C. 19
212 C! 6-3476

Ui
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Mal Dominico, Royal Crown

Hire, Felix the Cat, Guest Shot, and
Frontiers of Knowledge. Hereto-
fore, Trans-Lux international sales
(in 25 markets) were handled by
various foreign sub-distributors.

BACK FOR A SIXTH: The produc-
tion team of Levv-Gardner-Laven
have signed a new exclusive joint
venture pact with Four Star Tele-
vision markiug the sixth year of
the unit’s partnership with the pro-
duction firm. The three will start
to work immediately on three new
properties. In the past five vears
they have produced with Four Star
The Rifleman, Robert Taylor's De-
tectives, and over 300 tv shows.

NEW QUARTERS: McKean Asso-
ciates has moved from 418 West
54th Strect to 72 West 45th Street.
New York, Organized carly this
vear hy Cathoun MceKean, the firm
is an independent producer of mo-
tion pictures tor tv, industry, and
government.

DATA ON DOWN UNDER: Fre-
mautle International now has 45
film shows on the air in Australia,
The first vear of Biography is vim-
ning in ten nurkets and ATN-7.
Svdney, ind KTV, Melbowrne, have
already purchased the second vear's
production. In addition to the 45

film shows, Fremantle is the pro-
ducer of a five day a week live
program, Romper Room.

MOVING: Ed Perlstein to the con-
tract administration division of
Desilu Productions.

Herbert W. Hobler elected vi
president in charge of production
operations at Vidcotape Produe
tions of New York.

Donald Lee Lawrence and Rubs
R. Wright to directors at Fred A
Niles Communications Centers.
Maleolm Seott to Robert H. Klaege
Associates  as  sales  manager
the firm’s business films division
Ben Kranz ta general mgr., VP

REPRESENTATIVES
APPOINTMENTS: WTAR (FM
Norfolk, to Good Music Broadeas
ers . . . \WTVD, Raleigh-Durha
to Blair Television . .. WQXR, Ne

York, to Oliland/Robeck, newh
formed rep firm . . . KNOXN-
Grand  Forks, N.D.. KCND-

Pembina, N.D.. KNCO-TV, Far
N.D.. KFRM. Salina, Kan., \WNIN
North Adams. Nass., and WA
Northampton. Mass., to Vie Pig
Associates . . . KNOP, Tueson, a
KPUB. Pueblo, to the Ewing R
rep firm of Los Angeles ... KT
Minneapolis, to Jack Masla &
(Continued on page 62)
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0 fishing for a new type of tv syndication bait
that will attract both advertisers and viewers
and what would you come up with? One lure that has
been proving successful is “Gadabout Gaddis, The Fly-
ing Fisherman,” only syndicated fishing senes avail-
able to tv. Consisting of 26 half-hour programs
either color or b&w, each segment takes viewers on
a fun-filled but interesting fishing adventure, with
the narration giving constant instruction to anglers.
The host, whose real name is R. Vernon Gadds,
took a nickname which best describes his way of
life. He had lived in 17 states before he was 11 and,
by the time he turned 18, had been fishing in the
wilds of Alaska, Canada, and South America. After
his World War | discharge, he lived in Europe for
several months and found his way home via China.
Since then, he has spent a good deal of time gadding
about the fields and streams of this country, work-

Syndie skein takes viewers, sponsors up creek —

ing as a fishing tackle salesman

tarted in tv wit

years ago had a 15-minute sy

Places with Gadabout Gadds

and aired in almost eve )

naw a pilot, hence the addition of

to his nickname. First |

were test-sold to KTRK-TV, Houst

Schenectady, with full 26 picked

others: WHEN-TV, Syracuse; WHDH-TV \

TV. New Bedford-Providence, KHSL-TV

and WFGA-TV, Jacksonville. The sta as wi
Gadabout Gaddis Productions, in Boston, have
receiving enthusiastic letters from botl

and viewers, attesting to show's pulling power in th
untapped audience of 40 million Americans who fish
French-dubbed version of the feature has also beer
made available.
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REPRESENTATIVES

(Continued from puge 60)
KORL, lonohilu, to Savalli/Gates.
1It’s the first new station sinee the
merger of Pearson Representatives
and Gates flall KITE, San
Antonio, to The Bolling Co. . . .
WAPX, Montgomery, WADC,
Akron, and WKYW, Louisville, to
Spot Time Sales . . . KSJB, James-
town, N.D., to Roger O'Connor.

REALIGNMENT:  Metromedia's
purchase of Los Angeles tv station
KTTV and radio station KI.AC
has resulted in a shift in sales per-
sonnel in the San Francisco office.
Office manager Rick Schutte will
continue in that capacity and head
Metro Radio Sales. Graham Moore
has been named to the new post
of manager for Metro TV Sales in
San Francisco. I5d Hawkins, of the
KTTV San Francisco sales stafl,
will remain as an account execu-
tive on tv sales.

MOVING: Don Bruce to the radio-
tv sales staff of Avery-Knodel, Los
Angeles.
Thomas H. Hagner to account cx-
ccutive in the New York office of
CBS TV Stations Nutional Sales.
Charlotte K. Scars to the public re-
lations staff of William L. Simpson
& Assoc.

Raymond Padden to the Los An-
geles sales staff of MceGavren-Guild,
from Venard, Torbet & McConnell,

AROUND COMMERCIALS: Jack
Grossherg, producer-director of tv
fihn commercials and associate pro-
dncer on several feature movies,
has joined Sarra, Inc., as producer-
director . . . Faillace Film Produc-
tions and Henkin Productions have
consolidated their commereial and
indastrial film production opera-
tions to form 1I-F Productions, Inc.,
with offices at 1270 Avenne of the
Americas. Telephone mimber is Cl
6-7676. Faillace
musical producers and composers,
will continue to operate as a separ-
ate vntity bt will be ereatively as-
sociated with H-R . . Les Goldiman
has withdrawn from active partici-
pation in Quartet Films, Tlolly-
wood, refleeting a divergence of
interest with the studio. Quartet
produces animated and live action
tv commercials and other filns.

Prodnctions, as
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SMALL AGENCIES

(Continued from page 31)

flexible. If somebody gets an idea
in the middle of things, we're not so
strictured that we can't stop every-
thing and start all over again with
a new premise. We're not strictured
by a ‘hasic strategy’ designed by
some remote management  group
which tends to inhibit the all im-
portant free flow which is so critical
an element in creativity . .. and I'm
talking about marketing and media
creativity every hit as nuich as copy
and art. 1 believe we've done more
unusual types of broadcast buying,
for example, than the giant agen-
cics.

“If T was an advertiser, I'd be
looking for an agency which is so
sct up that top pcople can contriby-
ute to iy account without compli-
cating things by tables of organiza-
tion.”

Everyone has to be a pro in an ef-
ficicntly-run small agency (accord-
ing to Tom Dec Huft, who was a vice
president at Cunningham & Walsh
until he recently joined The Zakin
Company as a partner.

Like Dodge and other smaller
ageney top  executives, De  Huft
maintains that such an operation
demands that the principals serviee
accounts and to do this they must
be backed by top-notch staffers.

“Service and speed must keynote
the sialler pgeney’s performance,”
De Huft asserts, adding that these
qualities, resulting in cfliciency and
ceonomy of operation, necessitate
“a closer tie between such an agen
cv and an advertiser.”

Smaller agencies react with great-
er speed to the needs of clients, he
adds, without consuming weeks in
intra-agency committee meetings to
make decisions. Moreover, Huff be-
lieves that smaller-ageney manage-
ment is aware of the advertiser’s
sales and production problems al-
most as soon as they happen.

“A well-orgamized small agency
has as principals men who are well-
rounded in marketing and merchan-
dising as well as advertising.” De
Hofl continued. “These men per-
form for several clients what a
l;u‘gvr agency may assign a group to
do.

“If there appears to be safety in
numbers, there’s a smaller margin
for eyror in a streaunlined operation.

formed that most advertisers and

Clients get the best of the staff
rather than parts and picces of com-
mittees and groups.”

Television today, in thie opinion
of Max Tendrvich, cxeculive vice-
president and director of media for
Weiss & Geller, is sufficiently de-
veloped and patterns have been so

agcncics, no matter the size, can
recommend, buy, and utilize the
medium without fear of the gamble
that cxisted years ago.

“In the beginning, large agencies
bhorrowed heavily from ‘show hiz
to produce shows for clients, and
like Broadway and Hollvwood, the
‘flops” exceeded the ‘hits’,” savs Ten-
drich. “This required large staffs
who found it important to push the
tv medium to warrant the expensive
ageney  overhead. However, the
smaller and medium-sized agencies
did not stand-by.

Flexibility of Approach

“They learned to utilize the medi-
um for their smaller advertiscrs by
helping to develop the fringe time
of tv, such as duytime, late night
and carly evening. Such tv adver
tisers as Lestoil. Charles Antel
Proctor-Silex. are some examples o1
this. The smaller ageney which i
not affected by’ inter-departmen
and inter-media competition, usual
Iy is more flexible in its tv approac!
lor its clients. It owes no strong al
legiance to any of the networks ¢
stations because of any major buy
made for a large tv advertiser.”

Agency principals often functia
in several capacities with relatic
to buving. and creating for tv an
oftentimes contact the client :
well. Tendrich states. He notes th
decisions are made faster and th
buys. storyhoards, selection of t
ent, need not be referred back
the ageney for revision. Furthe
the smaller agency can often elie
stronger tv station co-operation {
its advertiser especiallv in deali
with local client sales managers a
key stores.

The ageneyman from a sm’
shop often attends local sales me™
ings where he gains knowledge
marketing differences from one a
to another, and thus gets the opp
tunity of meeting tv station mas
gers at the home office and in
field.

“With the increase in tv costs @
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the nearsold ont condition of the
leadding tv ontlets, the sialler ty ad-
vertiser and his avenes st ntilize
its advantages of Hexilnlity, speed
of decision, more intinate knawl.
edue ol field conditions in order to
retnain in the edinm,” the Zakin
execntive conchides,

Over aurain, smaller
ageney  clueftains threw np their
hands at what has been deseribed
as the “nightimare stronctuve of de-
partmentalization™ ol nost
Madison \venne adencies.

“the  advantages  of  beine o
snaller adeney are, by definition.
whoantages which a a@iant shop can't
hare,” Leo Greenlinnd, president of
smith Creenland savs Hatly,

"We employ Tewer people. One
nternal commmications problems
ire minimal. We do not labor nnder
v nightmare stinetnee: of  depart-
nentilization, branch offices, per-
omel hierarchy, compley fnancial
nanagement, s oa oresalt, in the
maller shops we have more time
o spend on onr basic business, ad-
ertising. This is why, in my opin-
m, the smaller agencies are turming
it more than their share of the
eiting advertising today.” Green-
nd hastens to say that “we must
ive clients eredit too.”

and over

hiyv

Looks ahead, too

Creenhimd’s - parting  tonene-in-
wek  observation: “Ask e the
me gnestion in five yvears. 1 hope
L represent the “eiant’ side of the
aee by then”
Meanwhile, advertising's Davids
i teach the indostry Coliaths
me tricks.
Savs Charles Goldschmidt, clair-
an of Danicl & Charles. "Sive, big
ancies can learn from us—onh it
on't do them any cood. They re
thailt right. They're too big. Too
My people, oo many memos, too
amy - conmmittees, too mnch -
ng np and down the Hagpole, too
nech motivation research, copy re-
arch and all the rest, adinfinitm.,
navseam, ad medioerity”
As Coldsehmidt sees it. the small-
creative aceney wins ils reputa-
1 lor two reasons. one. becanse
ageney manacement’s willingness
take a stand and fight for what
)«11';'\'('\' is right and. two, becanse
ize and structure of the agencey
mits a flevibility in creative elfort,
We can tum on a dime.” Cold-
idt savs, "We emomiv and

L0
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matehe copy winters and art due
tors it the siidie connes Vi the
top people i the agepoy ae al
wans i thiere, waviiag the soaned il
the wlnp, to see that it does cong

What happens shon the simallo
crcatne agency bedgins to praspes
and grow Tat and o too starts o
ning brainstorms up and dow the
tlhagpole? Can ot still ot the
saie lappy My that el the
adeney ?

Deceries “the commonplace”

Dan Karsely, president of Daniel
& Chartes, has this to sav: “The
danger s wreat that comproniises
will he made, one here, another
there, We suspeet it is an ahinost
inevitable concomitant ol size. On
the other bund. it the creative spirt
of the ageney s strong enongh, il
new hnsiness acgnisitions ave held
to those whose philosophices mesh
closely with the ageney's il man-
agement’s cadllv vole s ndimin-
ished, then the smaller ereative
aveney can grow and still shina the
commonplace.”

Local ad agencies can aid nation-
al ad aeencies diveetly, according
to Phillip R. Cole. president of Cole
\dvertising, Toledo.

“We constantly ntilize nationally -
supplied materials. adapting them
to onr onwn needs at a cost a local
client can aflord, when we Kiow
they are available andachen we can
manave to dig them ont of a client's
bottom  driiwer,” Cole savs. "The
national ageney’s client shouid pro-
mote the nse of a reputable local
aveney unt the distributor or dealer
fev el Then if the tocal ageney conld
establish a diveet pipeline to the na-
tional ageney, the advertising job
conld wo the full wav, tnencim
IN"‘L‘(]."

The national ageney’s job is “to
tell the people about the prodncts,”

Cole adds. “The local ageney's job
is to lead the consminner into g par-
ticular plaice where the prodoet
may be purchased. Since the two
are o direeth related, it would
seem nearlv 100 per cent more of -
fective if they worked together, do
ing the sane thing at the same e

. mational advertisimyg strongth
conld virtually be donbled ot the
local agency knew when the nation-
al ageney is breaking with o cam-
paici, what the campaign s and
conld pick it ip locally at the same

tume Wl g uat fe ¢
tabhishes  commmumie it}
sound proles ol o ‘v

the advertinng evele ot \
cane listen v of what legppeoies wh
sl age neres winvade the warldd of
Piver ave e s connes oo il 1Pain
vice prosident Ben Sackbiona Tin
who savs we look Lievond wee e J
patterns technd ont Lest sahiatyon
Twa veans ara diss drbod awathy
avatlable one shots the o ones o
duced the only hean v spoaad
The Lo 2ond of Radolple N ale it
for a chient Potar Pan

Recalls Patts

nnidate n

“Hovan o 25 markets at g
ot

feon
pPer - swan cnonnons pnl
Bty and adiieved o national
ook for Peter Pan Fast week o
showed np as a rermim e New Yk
loaded sath partioipations from b e
adeney adhvertisers Botore that we
bonglt the radio conaraee of ta
Grace Kellv weddme m Manca
tor the same clicnt Tt cost all of
STLOOO0 bint vielded aoamlhon bucks
warth of pubtioty for Peter Pan

Merchandising pavs, he savs

When his ageney bins tine tor
its clivnts “we sct aside o osieanficant
part of the hudeet to micrchandis,
the campaign to dealers, Patts savs
"1t pavs off hig becanse prodnct dhs
tribntion is sharply stinnlated e
fove the first commaraal appe ns
We look tor enstom netwaorks bor
regional advertisers We prod sta
tions harder to promote onr chonts
clorts. The formnly s sunpls
brainpower plis ooy 1 hos
worked so well wercally shonldht
he (|||uhd WL AONT SIS ey W Te et
astall aveney any i

I there g pattern ta the pths
conhident comments of the small
shop azencvmen comccrmmg then
adcfraternmty - brothors Conn
nimtes from the more e subnrhe o
carpated quarters i BBDO JAWT,
B&B. Y&R and the othor kg sizedd
JUhe ies? s l:ll'll' JLE N l~.|“ ‘1 SN i
to be learned?

\\lln

Itonzht he stated thash th
smaller agenaes fregquonthy ropre
wnt g dhnumue foree m adsertisim
becanse of therr abibty po st
loose™ 1 Listimevin2 crcatine el
medha sitnations \When an aeny
losesits nible quality swletherats
N Street
it s alrcady well aloe o the read
to bivness” L 4

i Madhiaen Avenn
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OPTION TIME

(Continued from Page 27)
him greatly, if the outlets are in mi-
nor markets.

But the loss of clearance in even
a few top markets could be critical
tor a major advertiser. Tliis is the
spectre which currently haunts net-
work sales officers.

[t's in the Diggest markets,
where there is the most demand for
spot time, that affiliates may be
tempted to abandon networks cuid
grab full-dollar spot business.

Affiliates refusing to clear prob-
ably wouldn’t all hit the same time
periods, leading to a checkerboard
of vacancies. CBS has made a mod-
cl of this situation, taking three suc-
cessive evening half-hours in the
top 60 markets. 1t’s projected that
14 stations fail to clear in the first
half-hour, 11 in the second and 12
in the third, (each station fails pnly
onee.)

Even this low rate of failures
would rob network advertisers of,
respectively, 14.3 pereent of total
U. S. population; 10.5 percent, and
10.6 pereent.

The commissioners observed in
their May order that clearance was
more or less guaranteed in the top
five markets, through cach net-
work’s owned stations. This is prob-
ably realistic, but it strikes observ-
ers as an odd comment since thi
commission had carlier been per-
turbed at the reported tendency of
o&o’s to be treated as conduits for
network programing.

IHowever, consistent failures of
clearance within the top 100 mar-
kets would pose serious problems
for nctwork advertisers. The com-
mission thinks most of these would
be solved by delayed broadcasts
and similar accommodations  be-
tween networks and stations.

This ussumption probably would
hold for the marketer who wants
a bulk audience. But it scems to
overlook the large number of mar-
keters whose product or service is
tailored to a specific profile.

The advertiser whose audicnce is
defined by age, sey, income or edu-
cation may have a difficult task if, in
major  markets, networks  cannot
gaarantee particular programs
cleared at particnlar times.

Advocates of the rotating-spot or
“magazine” prineiple will hail the
FCC decision. Repeal undoubtedly
could be a stimnlus to development

o1

of this practice. Since it probably
would lead to guaranteed minimum
audience, many of the largest mar-

keters would stand in its favor. But’

a great deal of precise inarket and
advertising analysis might have to
be abandoned — and this certainly
would hurt campaigns of specific
rather than geveral appeal.

Meantime, the buyer of national
spot time sees an immediate advan-
tage. Repeal means that more avail-
abilities should be created for him,

But the advantage depends upon
viewing staying at levels created
carlier by top-flight network pro-
gramming. The riddle is whether
spot advertisers or stations can pro-
cure independent programing  of
similar appeal, and can promote it
as thoroughly. Of course, this is the
whole point of option time’s repeal
—that it should encourage inde-
pendent production and presenta-
tion.

Nobody knows — yet. Meantime
there’s not a major rep firm which
dares give publie opinion either
way on the sales question that’s
here involved. The Station Repre-
sentatives’ Assoc. is more or less op-
posed to option time in principle,
but its members don’t speak with a
united voice on the practical ad-
vantages or disadvantages of repeal.

It’s only regional and local adver-
tisers who seem likelv to make a
clear-cut gain. Airtime will un-
doubtly be opencd to the large re-
gional marketer and this was an
important consideration with the
FCC.

Iowever, there’s little cvidence
of “starvation” among this class of
advertiser. Thousands of words of
testimony  given the commission
during its network inquiry were
drawn alimost solely from national
advertisers.

On the programing front, the
commission expresses hope that re-
peal will revive independent pro-
duction, and ensure freedom of
choice to station licensces.

There's  considerable  debate
about the first part of this proposi-
tion, During the lifetime of the Bar-
row committee and its study of
networking (1935 to 1958), most big
syndicators thought they'd have tv
by the tail if only option time was
hanned.

Since then, program syndication
has largely been reduced to the
function of basement retailing. s

almost impossible there could be a
startling recrudescence.

What may emerge is one or two
production groups, backed with im-
mense financial strength, producing
a severely limited number of high-
calibre shows. *

These will compete directly with
the weaklings among network pro-
graming. Repeal of option time
gives stations the chanee to junk
shows that fail, but which today
stay in the lineup because there's
nothing better available and be-
cause there also is a contractual
obligation to the network.

A considered view of this is given
by Dan Denenholtz, v.p. of The
Katz Agency, who sayvs: “Networks
liave the power and resources to de-
liver quality programing and big-
talent, big-name box-office values.
So long as they continue to offer
sucle values, affiliates will continue
to provide clearances.

“The networks, however, will he
under constant pressure to main-
tain the quality of their product.
Any slackening will encourage in-
dependent  producers  to  launch
programs of higher quality, since it
wi]l be possible to obtain clearances
on network affiliates during prime
time.”

This may eventually prove to
have been a pious hope. The final
result of repeal will he a long time
coming. Whether it’s a useful or a
destructive result depends on how
the industry approaches this novel
situation.

Advertisers will have new prob-
lems — and new opportunities. The
networks, upon whom so much now
rests, will have to decide whether
their true salcable product is time,
or talent. v

COMMERCIAL CRITIQUE
(Continued from page 41)

standing and initiative by those whe

pay the bills. |

All in all, our evening’s rescarel
seemed to point un the advantage:
in the retention of the light touch
In this manner, a sense of experi
ment and entertainment can be re
tained now and again, and a mor
adventurous  attitude  allowed a°
airing,

Not evervone can present silen
—hut too much noise can make pec
ple reach for the switch—and th
as we all know is fatal in this bus
ness.
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VIEWPOINT]

By George Bolling

president, Fhe Botling Company

Image-ination. or allusian albsout
image, has been spreading like o
vines tronghomt the broadoasting
andh adhv ertising indstries

Timcbuvers have been pressured

station status tor nrore than rating
nmumbers. Rep firms have proudly
announeed research progeams Tor
andience  characteristios,  viewer,
lovalty, and local inage. Station
rronps trnmpet their conumity in-
olvement,  and  poblic  relations
nen win eloguent.

I'm the st min to knock imave-
miilding. 1ty a desirable point of
ny company’s blueprint and a bosi-
ess essential todav, But 1 wonder
f the job in many cases hasn't heen
lome too well, Often, the campaisn
s so sncecessful that the company it-
elf and all its varions pnblics be-
ieve a little too Tervently, as if an
nave is a stationary thing,
Nothing stands still. An imace
Lanees as the vealities which made
in the frst place clange. The
nage, chattges  much
wre slowly. 11 can linger for vears
ter the realities have ceased to
pport it. An old-line radio station,
i instance, can have a wide and
tneral reputation for public sery -
b programing and  strong  com-
ity influence, oven thouelr it
vitched to hard music several vears
ick and the manager isn't on
deaking tevins with the mavor.

however,

Conversely, a small formula ont-
can go all-talk and still praject a
40 image to the indnstry for
son after scason, hecanse the de-
ion makers haven’t caught up
th the new tnrths.
he history of television, though
wter, contains as many examples
anachronistic reputation. At this
ment, for example, there is a cer.
vy anarket which most anvone
vtell yon is dominated by one
ip-ovned station of long life

22 juLy 1903

for the past Tew vears to examine

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

~ BEWARE: OBSOLETE IMAGES CAN FOOL YOU

and repute. Tes “alwavs first m the
rating books,” thev sav—onlv it st

In the past two years, it's pretiy
regnlarly been second, occastonally
third, occasionally first. Bt produces
more class programing Lire tha the
others,” they sav, But it doeso't, of
von add np the half-honrs, Tt acn
iy produces less live local pro-
graming tho two of the other ot
lets i the narket, as well as less
public wflairs and  public serviee
programing, by i definition

In the same market, there is an
independent. Withont network al-
fliation, it is perhaps foreed into
producing public
more local live: into biyving “Festi-
val of the Pevforming Arts” "Play
of the Week!” and Dr. Bergen
Exvans, into enltivating civie leaders
and gronps. I a statian on the rise,
with executives dedicated to the np-
lifting of viewers tastes and the
service of the public interest. Ney
ertheless, the average  advertiser
“hnows™ it's the “least inllnential
station i the nurket.”

Can’t keep track of changes

No matter how havd we try 1o
absorh monthly changes in rating
positions, it's impossible to keep
abreast of them all. much
more diffienlt it is to assess changes
in local statins, in corporate policy
in station goals and emphasis. Until
such time as the NAB rescarch cen
ter mivhit hecome o reality, we tend
to rely on vagne from
friends, on numbers alone or on that
deceptive quicksand or publie rela
tions, image.

Privately financed reparts by an
independent research firm on a reg-
ular basis would he a boon to sta-
tions, advertisers and their agencies,
il they mceasnred  the commnnity
standing of station image  \ briel
questionnaire to 100 VIP'S in the
market conld produce starthng re
sults in wany cases. The Bolhng
Company is willing to partiapate

What is old is wot necessanly
what is finest or hest. What s new
is not alway what is most progres.

more NUSS I

Ilow

l'('pnrt\

ave or snccessfnl nathe e st
When voa bon e
mnnhers 1

portant A oar
spots sticthy by the
mireht have wageed v head o bt
\IU 1

becanse they were absolet

vomr bantelit them bt ven
trtled Now that von're nnneng nn g
mto the battar 1T have to wayg mor
vigoroushy, hecanse teal et
doesn’t bt hoselt to e
brands. Thev're bland and they're
pretty  sage nntil
fish scare!

I believe the stations  netwaorks
and reps are ahead of advertisers in
topical assessment technigues. e
know much abont themselves and
oach other, Protecting ther ovwn m

PWere ol

there's a tuna

terests, they commission private snr
vevs, mtintain individual
which serve as kevstones and tonch
stones, send their station peaple ont
as modest CLA operatines to 7 case

SOUTCeS

the opposition.

Rescarch directors areanore keen
I aware ol which stations are sy
and  fallme than aliost evervon
else in the business, becanse they
don't sit hack on therr preconcep
tions of tenst imade-inatwon -

— George Bolling

In broadcastine sinee 1925
he Dbecame Chicaze s
riache

when
first conmumercial ap ¥
salesman, his outal rep hro
ceperience was 2amed et Jobhn
Blawr Co | twa D

troft manacer and foer o

" liere he
proswdent. Mo crgeree b o
cun company o VT ¢

mutes anonz L brancdy offie s
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Significant news,
- “trends, buying {
- in national spot

SPRAY GLUE WILL STICK TO TV

NERGINE Spray Ghie is being introduced for home use in aerosol containers
E by the Cummer Co. division of the d-Con Co., a subsidiary of Sterling
Drug, via television. The new glue’s advantages—"the longer it ‘sets’, the
firmer is its adhesiveness, cte.”—are now being proclaimed in a spot tv cam-
paign in Louisville, Ky., utilizing 1.1D.’s. Spot tv is expected to follow further
distribution of the new product. Tv drive has magazine and Sunday supple-
ment support. Ageney is Thompson-Koeh ( New York).

TV BUYING ACTIVITY

s DuPont's Zerex anti-freeze will be emphasized in the company’s 1963 mer-
chandising program, although the other DuPont automotive cooling system
anti-freezes — Telar (year-round anti-freeze and snmmer coolant with “color
check”), Zerone (anti-rust anti-frecze), and commercial methanol anti- |

freeze—will be pushed also. Advertising program will include heavy tv

spot schedules starting in September, timed to weather conditions, which
determine peak selling periods in cach area of the nation. Network radio and
tv, eonsumer and trade print, and point-of-purchase aids will also be
cuiployed. Ageney is BBDO (New York): buyer Lon Bullock.

o Clark-Cleveland’s Fix 0 Dent denture adhesive now buyving daytime and fringe :
minutes for a campaign due to run in Los Angeles und San Franciseo 9 Sep-
tember for four weeks. The schedule may be expanded to include more
markets later on. Timebuver is Howard Webb at the Ralpli Allum Co. (New

York).

o Bristol-Myers 4-Way Cold Tablets goiirg into "a lot” of markets all across the
country with a ecampaign of nighttime chainhreaks and 1.D.s. Start dates are
aried (30 September, 7 October, 14 October) to follow the snecze scason it
different markets; all will rin through Mareh 1964, however. Marv Glasse
at Doherty, Clifford, Steers & Shenfield (New York) is the buyer.

o Heublein A-1 Sauce bhuyving davtime minutes for a 4-week campaign whie
will start 12 Angust. The number and loeation of markets has not bee
disclosed. Buyver at Fletcher Richards, Calkins & Holden (New York)
Jouny Johns.

o Stokely-Van Camp will air a schedule of nighttime chambreaks startiv
3 August for 10 weeks. Markets have not heen disclosed. Buver at Lennen
Newell (New York) is Marian Jones.

o National Cotton Council fall national spof campaign will get wnderway
\iignst for a 13-week run of nighttime minutes. CBS Network will earry
S-week campaign of daytime minutes starting 3 Angust. Ageney is Fuller
Smith & Ross (New York). Buver: Bernie Rasmussen.
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Why it pays

10 adyvertise your station

in a broadcast book

B_ECAUSE THE TIMEBUYER IS KING

Thcrc's nobody better quali-
fied to advise you how and
where to invest your national ad-
vertising dollars than your own
national representative

He'll tell you that the time-
buying system rcally works.
Which means that at any of the
top 50 (or top 100) advertising
agencies placing national spot
business the recognized time-
buyer, backed up by his super-
visors, decides which stations get
the nod. Sure, there are excep-
tions to the rule. Of course there
are some account executives and
ad managers that exert a heavy
influence. But, by and large, the

tumebuyer is king.

Reaching the timebuyer, and
the other men and women who
strongly influence a spot buy,
is a job for a specialist. That's
why the several thousand time-
buyers (by job title and job
function) who buy national spot
read the broadcast books. More-
over, they relvy on them. The
rely on one or two favorites al
most to the exclusion of all
others,

Buy broadcast books to give
your national campaign impact
where it will do the mos cood

at least cost

a service of

SPONSOR



MAXIMUM RESPONSE 1

—that’s advertising efficiency.
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WBALTV.BALTIMORE

“MARYLAND’S NUMBER ONE CHANNEL OF COMMUNICATIO
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