BUSINESS BOOM

fad o Tal! OB " OR BUST IN '64
SF  BRY . = A LOOK AHEAD .28

k4
7 . a%% Fluffs-on-the-air:

THE WEEKLY MAGAZINE RADIC  <4x© e" ' SERS USE
b

h'ie JIeWS is

kch weekmght at 7 and 11

Tre's a daring NEW approach to the News at KTLA. .
¥'ve “re-discovered” America’s News heritage.
¥ re aggressive. We ferret out the

Nvs (the way newspapers formerly did).
Atelenos are talking about “THE NEWS”
b ause KTLA's 29-man News staff
45 fearlessly, edits judiciously,
norts factually. KTLA is Los
Aceles’ NEW News station.
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Des Moines Area accounts for only 13.5%
of the FOOD SALES in ‘‘lowa Plus”

Des Moines is a good market for food products— WHO Radio covers “Iowa Plus”—actually reach:
yet no matter how thoroughly you salurate the es 42% of all the 805,000 homes in that 117-count}
3-county Des Moines Metro Area with local or re- area, weekly (NCS ’62). As a matter of fact, WH(
gional radio, you've still got a long way to go in Radio gives you America’s 23rd radio market—

selling Towa. there are only 22 others in the U.S. that equal o
exceed it!

I ] 'a’ 5 .
n fact, all eight of Iowa’s Metro Areas, com Yes, you can do @ Better, mare cconcniti

bined, account for but 49.6% of the food purchases keting job with WHO Radio than with any othe

made in WHO Radio’s 117-county Nielsen Cover- o )
‘ y medium in Towa. Ask PGW for the dollars and cent:
age Area shown above. (Sales Management, June .
3% These ligures are for Sales Management's newly-defined and [requent

*
10, ]963 ) larger Metro Areas. as found in the June 10 Survey of Buying Pouer Issu

for lowa PLUS!

Des Moines . ; . 50,000 Watts . . . NBC Affiliate

“ Peters, Griffin, Woodward, Inc., National Representatives



have you ever considered

a station’s“share of advertisers?”’

CLOTHING & APPAREL
Abrams Shoes

Becher & Burns Furriers
Budget Unif Cente

[ Ny

ige

LY, W
Riggeway Ladies Wears
Sun Men s Clothing
Strock’'s Men's Wear

Stax ‘n Jacs Men's Wear

Shapiro Shoes

FOOD & GROCERY STORES
Acme Markets

ALP

Food Far

Penn Fruit Markets

Seven Eleven Stores

Sun Ray Drugs

Thriftway Markets

AUTOMOBILES &
ACCESSORIES
Aamco Transmissions
Allied Tires

Block Pontiac
Charies Bott

Chrysler Piymouth

Bergiund Ford
Corteto Bu:ck
C&C Ford

Citres Service Stations
Colon:al Oldsmobile
Chelten Rambler

Degnan Chevrolet

FF Auto Centers

Girard Chevrolet

Ferraro Oldsmobie-Caddlac
Kerbech Lincoin M
Keystone Automobile Club
Keystone Motors

Lt Brothers Tires

Lits Rent-A Car

Mallory Batteries

Mamniine Ford

Murphy Ford

Motor Sport Foreign Cars
Plachter imported Cars
Palmer Tires

Marv Pollow Chevrolet
Ptymouth-Valiant Dealers
Oxford Chrysler

Rambler Deaters

Rayco Auto Seat Covers
Swenson Ford

Southside Rambler
Stylecraft Seat Covers
Walter Motors

local adyectisers on W PEN January thea June, 1963

FOOD & DRUG
MANUFACTURERS

Abbotts Dasries

RESTAURANTS & HOTELS
Horn & Hardart

HOME FURNISHINGS &
SERVICE

Altax Cleaners

Be q 3

M

in Philadelphia, _
has more local advertisers than

any other station!

HOME FURNISHINGS &

TRAVEL & ENTERTAINMENT

BANKS &
FINANCIAL INSTITUTIONS

REAL ESTATE

M

THEATRES &
PICTURE DISTRIBUTORS MISCEL

LANEQUS

DEPARTMENT STORES &
SHOPPING CENTERS

WPEN with a 196"

s lacal advertisers who hnow the market
choose the station that opens the purse strings
[ \f

4 =  d TNY it
radio 9> " pb ¥
Represented by AM Radio Sales Company e A of the cily
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METRO-GOLDWYN-MAYER TELEVISION PRESENTS

View [rom the Lion's Den

Won't Even Fade Away...

B |0 the days of booming film production
in Hollywood, the studios produced hun-
dreds of pictures a year. A surprising per-
centage was really good entertainment. A
lot of television stations discovered this,
too, when they bought those pre ‘48 librar-
ies. In the next 12 months a good many
contracts will be running out on the MGM
pre ‘48 features. What to do about it?

W Well, good old movies never die. They
don’t even fade. The public continues to
have a “thing’’ about Hollywood. Networks
and advertisers make hay with TV specials
about Stars, Eras and Academy Awards.
The many fine films from the Fifties (though
more limited in number) continue to draw
big audiences at most any hour. And prime-
time pictures haven’t dented the stay-up
habits of late show fans. So stations
shouldn’t turn away from what can be a
continuing program mainstay and money
maker—that good pre ‘48 feature film.

M £Examples are easy to track in New York
City with its daily ARB ratings. On WCBS-
TV, top pre ‘48 MGM features played on
the Early and Late Show racked up some
pretty remarkable figures. Do you like 12.4,
7.0, 12.3? That's the dimensions of the
ratings for the third, fifth, and seventh run of
Boom Town. This in a period of 33 months.
Or take the Hucksters, which premiered
with 18.6 and was delivering a 10.6 exactly
eight runs and four years later.

B Redressing pre ‘48 pictures does
wonders, too. Four films were “"packaged”
by WCBS-TV as Adventure Film Classics
and sold to a toy client as pre-Christmas
specials on Sunday afternoons last season.
A similar idea, called Family Classics, broke
viewing habits in Chicago and put WGN-TV
in a prime rating position Friday evenings.

B An offer of a detailed list of more such
situations and results has been made by
Dick Harper over the phone to many clients
who are already renewing their pre ‘48
deals. He'll gladly send it to anyone else
who drops a note to him at MGM-TV, 1540
Broadway, NYC. Ask for “The Boom Town
Bedtime Story.”

i
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25 OF SPLIT POO SEEP — AND OTHER FLUFFS
The super blooper continues to haunt, and intrigue
admen, clients, annowuncers and the industry
27 FURNITURE DEALER SPORTS NEW AIR LOGIC
Pittsburgh retailer, a sponsor of “quiet” programs,
changes to sportcasts; ups sales volume by 50%
28 WHITHER 1964: BUSINESS BOOM OR BUST?
Economy rolling at record or near-record figures,
but economists see an end to long-run upswing
33 ATLANTA BLOND WOWS 'EM IN THE PEACH STATE
Georgia flavor and drawl brings national leadership
to G.E. distributor using “local commercials”
35 TV NOW VITAL FIELD FOR MOVIE PROMOTION
Old enmities disappear as major U.S. producers
find video strong medium for certain films
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9 Top of the News 52  Radio Networks
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N FTRST
IN XTLAN'DA?

IT PAYS YOU to take a close look at the “rating score-
cards” for Atlanta. The myth of one station dominance
is gone! Today, audience leadership see-saws back
and forth, virtually creating a two-way statistical tie!*

Best buy for Fall? WAGA-TV has the edge, because we

enter Fall with CBS' proven program record, plus dy-
namic local programming typified by our telecasting — anta

Atlanta Cracker Baseball. Take a lead on first . . . put

your pitch where it hits home in Dixie's First Market | _"'
... on WAGA-TV! Ask STORER TELEVISION SALES- L/WB a1V
men fOF Fa” ava“S. epresente v Storer Teletision Sales Ine

*ESTIMATED TOTAL HOMES—~ARB AND NIFLSEN—OCTOBER. 1962—-MAY

LOS ANGELES § PHILADELPHIA CLEYELAND MIAMI TOLEDO DETROIT
WIBG 373 WGES wsprp WIBA S‘ ’/ '()1)14‘[)
[\ \ ’ \

NEWYORK § MILWAUKEE | CLEVELAND | ATLANTA TOLEDD DETROIT | ARAMDCISTING crivpry
HHN wiITr.rr win.ri WAGA. HWSPD.-TiI WIEA.TI
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Why it pays

to advertise your station

in a broadcast book

YOU PINPOINT YOUR BEST PROSPECTS

I n a field where a select group
of pcople really buys national
time you look for the specialized
broadcast book to carry your ad
message.

One reason is the logic of mak-
ing your impression where the
interest is greatest. Broadcast
books are tailormade for people
involved with tv radio adverts-
INg matters.

Another is economy. Ask your
national representative. He’'ll
tell you there are only several

thousand readers worth spending
money to reach with your ad
message. The books that offer
box-car circulation figures also
ofter higher page rates and high-
ly diffused readership.

In a nutshell, specialized trade
books run rings around non-spe-
cialized books in ability to target
a specialized audience in prac-
tically any field.

The broadcast advertising field,
which has some outstanding
books, is certainly no exception.

a service of

S PONSOMR

SPONSOR /99 juLy 1€




"PUBLISHER’S | ore nars v

significant happenings in

RE PO RT broadcast advertising

The Agency and the rating

[ TMH uncertainty and distress felt by broadeasters as they view hap-
b ¥ penings on the Washington seene is paratleled by the nucertainty
and distress of ad agencies along Madicon Avenue aned Michigan
Bonlevard.

But iu the ease of the agencies the dilenma stems from confasion
H over the ratings. And the nneertainty is especially acute with respeet
lo spot radio,

I To appreeiate the position of the ageney media man wha s asked
to justity the bive one mnst recognize that media evalnation i< an
extravrdinary dillienlt area. When sroxsaor did its historie A{11-Wedia
Evaluation Study ten vears ago we discovered that even the most

( knowledgable and painstaking of the national advertisers was lard

| gt to it to isolate the effectiveness of ane medinm versns others be.

Cleanse so nuny inflneneing factors are involved. And this dilliculn
is inherent all the wayv down to deciding which station to use i
particular market.

Fariety underscored the envrent dilenmina vecently with a five-
column  headline tiled, AN RATINGS: BROKEN CRUTCH™
followed by a deck that vead. “MEANINGLESS TO MOST AGEN.
CIES.”

While I won't go <o far as Variety there's no doabt in mv mind that
exaggerated and almost exelusive relianee on ratings TV as well as
radio) will soon be a thing of the past. It started with the giants like
PSG whose buvs were so fregnent and widespread that they finath
decided o work by pat farmmla and saerifice the abvions valnes of
tailor-made buying. What many others have realized is that firms like
PG are in a clazs by themselves and enmlating their pattern of box-
car evaluation doesn’t make sense for a lesser advertiser.

Strange a» it may seem to some, the computer will make it possible
to throw into the hopper pther factors of evalnation hesides ratings.
In the last two months T have heard the media aiwd researeh heads of
five major agencies exponnd on this point. They <av, in essenee. that
programing a computer calls for hard work in ferreting ont demo-
graphic and expert opinion data.

The expert opinion will come from timebwnvers who grade <uch
hiverse factors as andienee responsivenes~. stafl experience, andien
omposition. media reach, pnblic <erviee record. image projecied.
and many others,

National representatives tell me that sueh agencies as Cunningham
& Walsh, E=tv. FCRB. BBDO. Aver. DDB. among others have been
de-emphasizing rating worship. Others are coming to it. Meanwhile,
there’s confusion galore: but vou can see the road ahead and it luoks
reazonably smooth.

SPONSOR 29 jiLy 1963
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QUESTION:

What does

560 «

mcan?

ANSWER:

With 5000 watts

NG
avlo
serves an arca of
60,000 sq. miles
. . . it would take
590,000 watts
or 118 times
the power of
KWTO to serve

the same

arca at 1260 k¢

29 - County
Primary Area
$3.3 Billion Market

(1o

270°% more counties than
the second station. This
means 145,573 more popula-
tion, $2.873.886,000 more
CS.L
SRDS CM Data
May ‘63

Who do |

contact?

Contact: Savalh/Gates
formerty Pearson Natioasl
Representitives, Inc

5000 -.m/ ’s 24 \
YNWIE

Springficld, Missouri



Tall “Farm”

Quaker Outs Company’s towering elevators
hold abont 10 million bushels of grain.
They're part ol the world’s Lirgest oatery—
20 buildings on 15 acres in downtown Cedar
Rapids.  Grain purchases  amounted o
about $30,000,000 in a recent vear.

On any given day some 7597 of the [amihes
m the U. S, have one or more Quaker Oats
Co. products in thewr pantries. Besides
world-famous  Quaker Oats oatmneal, the
company’s ready-to-eat cereals incinde
Pufled Wheat and Rice, Muflets, Pack-O-
I'en and Life Cereal. The firm name is con-
nected with more than 200 different food,
feed, pet food and chemical products.
Worldwide sales last year were $36-1,693,000.

I'he Cedar Rapids plant alone employs
1,275 people.

Next time you think of lowa oniy as the
place where tall cornr grows, think again.
It's the place where [arming is certainly
important—but  manufactring  produces
five times as much personal income (about
S5 billion vs. S1 billion annually) .
WMT-TV's sponsors advise wage-carners
and farmers alike about keeping their in-
come in circulation.

WAME-TV-CBS Television for Eastern Iowa
Cedar Rapids—Waterloo

Represented by the Katz Agency

Affiliated with WAIT AM & FM; KAAWMT
Fort Dodge, WEBC, Duluth.

BE

QUL

-

iy
-
AL
22

B
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Expansion in doubt: Rapid binsiness gains are
nnlikely ne 1961 withont a <trong <tinmlns
from tan redoetion, “and even modervare ex-
panston way bein doubt”™ Waher Wo Heller,
chairman of the President’s Conueil of Feo.
nowie Ndvisers said last Tlhuresdas . Tivemarks
to Hon<e Banking Committee, Heller said mirin
thirn<t for rest of 1963 would come from busi-
ness capital vestiment, leaving les< ineeitive
for continued inereases in spending for new
Heller's

sPoNsoR sunvey of business ontlook t~ee page

facilities, commets  conenr with
28). Earlier in the week. Departinent of Com-
meree reported gross national produet of 8579

1963 quarter.
the $371.8 billion vegistered for the first

bhillion in second lnppill;:

quarter,

Film tv profits: A §200 million gross from 1y
film sales s derived by Motion Pieture Asso-
ciation of America companies, Wilthiam 11
Fineshriber of Motion Picture Export Associ-
ation reports, For the 1963-G:1 season. MP A
companies will supply 26 Tiours of network
programs, more than a thivd of prime time
shows, he added. 8200 million gross comes
from sales to networks, stations. and sales
abroad. MP companies™ mcome does not in-
chude tv station ownership revennes, tv com-
mercials, or other aetivities in tv. While for-
cign sales are modest. they make a very im-
portant  contribntion to profits. Fineshriber
pointed aut.

INA adult fables: [n <upport of a <ix-menth
sales drive labeled Aelievementland. nsi-
anece Company of America developed a new
series of te commercials, The one-mimnte color
spots are humorons. animated  parodies of
children’s fairy tales and will appear on NBCS
“Saturday Night at the Movies.™ and ABC'-
“Hollywood Special.”™ This is the second con-
seentive vear an which INA has <ponsored
nighttime tv.

Top o fthe news

“SPONSOR-WEEK| &%

Candidate endorsement: Broadcasters” duty
i~ o endorse candidates for public ofhee,
W MEN news and pnbilic affairs divectar Roge
Turner <aid o addiess prepared for Natwod
\then-. G
Satday, e adveocating practice. which

Rroadeast Editorial Conterenee.

cuerenthy ander <crntunny m Congres<. Turnen
saidd thiere s littde point inowaking a publi
clanor dhont iscnes of the day i we are not
prepared to preseribe remedies and haek men
who are best equipped to adimister them.™
WMCA. now endorsing candidates o all Y.
city and state elections, was first <tation to
broadeast editorials as a regolar program-

ing poliey,

Editorial support: Broadeasters face a con-
sant struggle with those who wonld eurtail
theiv freedom of expression. including  the
right to editorialize. NAB special assistant to
the president Mary Ann Cosack <aid Friday at
Athens editorial conference. Broadeasters have
heen hattling opponents of editorializing <inee
the 1930°<. Dr. Cusack <aid. and mu-t main-
tain their determination o give people faiv aud
intelligent opinions on community and pohii-
cal aflairs,

Times comeback: New York Times reports net
of 8L.738.000 in ~econd quarter. redneing
los<es i the first half 10 32,673,000 for the <ix
months ended 30 June, Operating protit in the
period List vear was 37 EL000. Operations foss
of Si.1
quarter doring lengthy nes spaper strike

million was menreed  duving fiest

Relay record: RCN\ commmnications ~atellite
Relay 1 ohas opevated  suceessfully for 203
davs, as of todav, RON reports, Previons re
ard for <atellite was 185 dav<, Satellite T
of 1

inclidhing 21 Mareh first color <how, ~coond

Leen nsed for nimber L n=mi~ton-,

Relav i~ ~cheduded tor Linnelimg <ome tnne

this full.

SPONSOR-WEEK continues on page 10
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Olympic plan: Work is proceeding rapidly for
October 1964 Olympics in Tokyo, NHK
(Japan Broadcasting) reports. Facilities in-
¢lude NHK Broadcasting Center, with com-
plete recording tape, and kinescope equip-
ment; mobile broadcasting equipment of all
types, color v equipment; radio and tv con-
nections at all sites, and total of 45 radio and
seven tv studios. NBC TV will cover the event

m U.S.

T

N. Y. film festival: Third International Film
Festival is slated for New York, 8 to 10 Octo-
ber. Innovations include citations for actors
in commercials and new award categories for
tv film and tv tape programs. Commercials
can now be entered in series. with a require-
ment of three episodes, in addition to previous
eligibility for single commercials.

TV share rises: Top 100 advertisers placed
57.9% of measured media billings in tv dur-
ing 1962, TvB reported today. Share is up
from 55.3% in 1961. Total billings for 100
rose to $1,855,632.209 from $1,690,615,238
in the year earlier. Among the leaders, news-
paper billings dropped $2.6 million. only de-
cline among media. TV went up 14.8% to top
a billion for the first time: $1.073,979.989.

Seven for seven: Seven advertisers — Lever,
Nestle, Clairol, Dow. Abbott Labs, Liggett &
Myers, and Block Drug—have signed for
seven-week run of Portrait on CBS TV, Fri-
days, 10:30to 11, starting 9 August. Short-run
show replaces Eyewitness.

Auto buy: Chrysler-Plymouth dcalers have
signed for sponsorship of 49er football radio
broadeasts on KSFQO, San Francisco and
Golden West Radio Network. Renewing spon-
sorship. were Standard Oil of California, Bur-
germeister Beer and Corina Cigars.

in tv/radio advertising
{continued)

Top of the news

P.M. promotions: Key marketing promotions
at Philip Morris are Donald Harris to direc-
tor of media and pro- y
graming, Clifford B.
Wilmot, Jr. to assistant
Marlboro brand man-
ager, and Vincent J.
Weiner to production
supervisor. Harris was
v.p. and director of
media for Fitzgerald
Advertising, New Or-
leans, before joining the tobacco company.
Wilmot is former media buyer for BBDO,
Weiner was previously with PM’s advertising
department as assistant to the advertising
manager.

HARRIS

Factor consolidates: Max Factor and Geyer,
Morey & Ballard have terminated relationship.
Factor is switching billings to Carson/Roberts
which previously handled part of account.
Factor, with L.A. headquarters said move was
for efficiency, with Carson/Roberts located in
Los Angeles also. Termination was reported on
friendly basis.

TvQ signs two: Procter & Gamble and Need--
ham, Louis & Brorby have signed for TvQ
service. While P & G is only the second adver-
tiser to sign for Tv data (Gencral Motors was
the first, the two are the largest advertisers in
the country, with nearly a quarter billion in all
media. P & G is top tv advertiser. Agency list
includes nearly a score.

McCullough elected: Clair R. McCullough,
president of Steinman Stations and former
NAB board chairman, has been clected presi-
dent of Broadcasters Foundation, succeeding
the late Arthur Simon. McCullough and Wil-
liant S. Hedges were also elected to the
directorate.

SPONSOR-WEEK continues on page 12
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—that’s advaftisin efficiency.
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WBALTV, BALTIMORE

- MARYLAND'S NUMBER ONE CHANNEL OF COMMUNICATION"




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

“SPONSOR-WEEK

Gillette ad manager: Richard L. Thomas is
new advertising manager for Gilletie Safety
Razor, A Craig Smill,
advertising v.p. has an-
nounced. Thomas join-
ed Gillette in 1959 as
product mamager for
new products depart-
ment. and in 1961, was
promoted to adminis-
trative assistant to the
president. Prior to join-
ing Gillette, Thomas was bhrand manager in
the advertising department of Procter & Gam-

ble.

THOMAS

Bayer nears victory: Federal Trade Commis-
sion appears to have given up the ghost on
Bayer Aspirin case. FTC hearing examiner
has recommended dismissal for failure of
proof on charges that Sterling Drug and its
agency, Dancer-Fitzgerald-Sample, made false
claims in its advertising referring to the now
famous reporf on comparative effectiveness
ol analgesics. Report, ordered and paid for
by FTC, and later quoted in Journal of Ameri-
can Medical Association, was gleefully fea-
tured by Sterling to justify its claims that
aspirin is gentle as a sugar pill, does not upset
the stomach as often as multi-formula pain-
killers, etec., ete. Rueful rundown in the FTC
exanuner’s suggested dismissal says that in
addition to the numerous network tv and radio
commerceiils, the disputed advertising appear-
cd in 199 newspapers in 98 cities. FTC ex-
aminer Eldon P. Schrup savs no new evidence
has been introduced since dismissal of injunc-
tion request w U. S. Distriet and Appeals
Courls, to give weight to commission charges
that the public was misled into thinking the
product was endorsed by the govermnent and
the AMA. Sterling Drug satd commereials did

not claim endorsement. Court had invited FTC
to go ahead wilh regular ccase and desist
order, if agency fell it had solid case that
could meet further court tests. Examiner
Schrup doesir’t think the Commission has it.
More than likely, FTC comnissioners will
agree. FTC’s very similar case against
Plough’s Si. Joseph aspirin advertising may
founder on the same weakness. Plough, and
its agency Lake-Spiro-Shurman, have denied
charges that its advertising, based on the same
research report, was misleading to the general
public.

Plymouth buys news: Chrysler’s Plymouth
division, through N. W. Ayer, has bought alter-
nate quarter hours on Huntley-Brinkley NBC-
TV newscasts. Show, which becomes half hour
this fall, 1s about 90<¢ sold out at the present
time.

Sports specials: NBC TV will iaugurate
weekly 90-minute sports specials, Saturdays,
starting 11 Janmary, covering various events
both live and tape. Shows are scheduled 4:30
to 6 p.m.

Newsmakers at deadline: Paul Raymond has
been named general sales manager for WAGA-
TV. Atlanta. Raymond was local sales man-
ager. He succeeds Buzz Hassett, new assistant
gencral manager, WGHP-TV, Greenshoro-
High Point, N. C. Charles J. Lupton, acconnt
executive, moves up to WAGA-TV local sales
manager. . . . Stuart B. Upson, Dauncer-Fitz-
gerald-Sample account supervisor. appointed
ageney senor vice president. . .. Paul J. Miller
has resigned as general manager of WWVA,
Wheeling. Miller has heen with the West
Virginia station since 1931, No future plans
were reported.

SPONSOR-WEEK continues on page 44
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"555 FIFTH|

SINOLINGER NOTES INCONSISTENCY

This is a triendly note to point
out an inconsistency in your 1 July
issuc, on Page 7 of your signed Pub-
lishier’s Report, item 2:

“Remember that radio is one me-
dium which never gets full credit
for all listening. Therc is no known
system of mcasuring radio listening
that can count up all the multiple-
sct in-home and out-of-hoine listen-
ing which really goes on. So, in ac-
tuality, you generally get more than
you burgained for when you buy
radio.The major auto manufactur-
ers have lcarned this in recent yvears
and have been taking full advant-
age of it.”

I had explained to you previously
the automobile companies were
using our data for the past three
yvears Dbecause our methods show
the multiple set in-home and out-
of-home listening which really gocs
on,

On Page 16 you have a very fine
report and make the point that we
are measuring total listening  at
home, in automobiles, etc. As vou
see, you have an inconsistency in
the same issue.

=

(1]

JULY

Radio Broadeast Seminar, Barring-
ton Summer Conferenee, Barrington
College, Barrington, R. I. (28-1 Au-
gust).

AUGUST

Atlantic Assn. of Broadcasters, con-
vention, Newfoundlander [otel, St.
John'’s, Newfoundland (4-6).

Georgia Association of Broadeasters,
tv day, Macon, Georgia (14).

RO DA OO

Oklahoma Broadeastcrs Assn., con-
vention, Westem Ilills State Lodge,
Wagoner, Oklahoma (23-24).

Flaherty Film Seminar, 9th annual

Letters to the Editor
and Calendar
of Radio/Tv Events

And, again, I want to point out
that ours is the only method on a
people basis that measures total
radio — the thing you have long
been preaching.

Albert E. Sindlinger,

President, Sindlinger & Co.,
Norwood, Pa.

v

ACCOLADE FROM ABC
Excellent article on network ra-
dio in your 15 July issue. Congratu-
lations on vour objectivity.
Robert Pauley,

President, ABC Radio
New York

v

CO-FOUNDER OF VETERAN'S HOSPITAL

We greatly enjoyed the article
T’ for Tape” by A. Carl Rigrod in
vour 1 July issuc.

We can’t help but wish, however,
that in the resume of his distin-
gnished career, you might have in-
cluded the fact that Carl Rigrod
was one of the co-founders of this
volunteer organization fifteen years
ago.

Rigrod spearhcaded a group of
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“CALENDAR

seminar, Sandanona, Vermont (24-3
September).

SEPTEMBER

American YWomen in Radio and Telc-
vision, edueational foundation, hoard
of trustces meeting, New York (7).

American YWomen in Radio and Tele-
vision, southwest area conference,

Houston, Texas (13-15).

American Assit. of Advertising Agen-
cies, \Western region convention,
Mark Hopkinis Hotel, San Franciseo
(17-19).

Advertising Federation of Ameriea,
10th district convention, Commo-
dore Perry Hotel, Austin, Texas (19-
21).
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broadcast and advertising execu-
tives who have remained loyal and
helpful to the Veterans Hospital
Radio and Tclevision Guild ever
since.

Our membership simply wants
you to know that in addition to his
maintaining an enviable record in
advertising and winning awards,
Carl still takes time to help others
less fortunate.

Douglass Parkhirst,
President, Bedside Network
Veterans Hospital Radio & Television Guild
New York
v

PACIFICA PRAISES PRESSURE PROBE

Your two-part series on the pres-
sures on radio and tv in SPONSOR,
does Pacifica Radio a great service
by reporting some of our specific
problems with the Scnate Internal
Security Subcommittee and the
FCC.

In this and other cases vou state
intimidation may be subtle or bla-
tant, but it takes two to be intimi-
dated, and we at Pacifica have no
intention of changing our program
policy. -

If we did avoid the controversy,
we would lose one of our primary
reasons for existence.

Ouc of the marks of an open so-
ciety is whether frec specch can be
exercised when criticims get close
to the bone. It should not be neces-
sarv—Dbut it is—to rccite the litany
that this is not the case in the USSR
(nor in Spain and Formosa, I might
add). “National Security” is a favor-
ite catch-all to justify limiting infor-
mation and opinion.

The Senate  Subcommittee has
stated several times through vice-
chairman Dodd that it was not in-
terested in Pacifica’s programing.
vet many of the questious put to
me in the hearing concerned per-
sons who had appeared on pro-

grams.
Following these hearings,  the
Subcommittee  “requested”  tran-

seripts of three programs concorn-:
ing the Subcommittee and the gen-
eral subject of investigations that
we had aired. When 1 inquired at
to the relevance of these hroadeasts
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to the purposes of the Subconnuit-
tee I was wtonmed that it was en-
tirely up to me whether I supplied
the program, The WS
clear as to the that
would be drawae if Tretoused, Tsent
the tapes. We have Tieard votling
nore

mlerenee
conelision

Flie nvestigation Tis cost s ses
eral thonsand dotliars i time and
legal fees. Initially, it hoosted onr
sulneription rate, but for some
son whielr neay or may not he at
tributed to the investigation our sub-
seription has dropped well below
the average for the usual suneer
slup

At this writing the licenses for
onr three statious are still in limbo.
We have nmde occasionmad mistakes
—aoven bhimders—in - progruming,
but any objective exinination of
our broadeasting over the past 1
years must conclude that Pacifica
has performed a valnable awed nee-
essarv public service. T think the
FCC must so agree, or we are all in
serious trouble.

I am grateful that vou have en-
tered the fray with a forthright
statement.

Trevor Thomas,
Acting President
Pacifica Foundation
Berkeley. Calif.

v

WKET-FM HAS NEw CAR LETTER ALSO

In the 15 July issue of vour
seonson ungazine there was an
advertisement for \WOEN in Chicago
ou page 17, The advertisement was
abont a new car letter, which \WEN
sends out to new car buvers. They
stated that they are the first in the
uation to have such a letter. You
may be interested to know, we at
WKET-FANI-STEREO also hiave a
new car letter. Althongh we do not
send onr letter to all new car lnivers
n our market, we do send it to the
new car buvers who have included
n their new car an FM radio. This
way we stimmlate interest in our
station as well as fine music, and at
the same time wish the haver and
s family many wiles of happiness
with his new car.

We at WKET-FM think this is a
Iood promotion, and we are very
appy to see that others feel the
Wne way,

frank R. Unum
Account Executive, WKET-FM-STEREO

Speidel Broadcasting Corp.
Kettering, Ohio
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40 MILLION FISHERMEN

AND LET YOUR CLIENTS CAST FOR A SHARE OF THE OVER 5 BILLION DOLLARS THEY SPEND
ANNUALLY! The lure is an exciting, new television series, “The Flying Fisherman,” starnng
Gadabout Gaddis. Here are 26 half-hours (in Eastmancolor or B&W) filled with the thrills and
beauty of outdoor living in America, plus the inside tips all fishermen want to know.

Gaddis is an old pro with a personality; a great teacher, but basically, just another fisherman.
Here's action and beauty that's right for the entire family. Here, at last, is an UNTAPPED MAR-
KET. <==( An audience conservatively estimated at 40,000,000. A loyal audience! Just how
loyal? Gaddis sold 811 cars in one month for a Houston dealer. Gaddis upped gas and oil product
sales over 30% in the first month for a major company in Schenectady. ¢ Gaddis has
sold out tackle shops in the middle of winter. Here's the show that delivers more homes than
any other sports show, syndicated or network! Early results prove that Gaddis is going great in
Boston, Providence and Syracuse. =g 40,000,000 fisherman can't be wrong. Remember,
they spend 5-billion-plus annually on equipment and related items like, cars, gas, clothing, etc
<=8=~( Are the advertisers in your market getting their share? Write or call collect for full
program details, complete merchandising tie-in promotions, and the surprising low cost. Isn't
it time the “Flying Fisherman" went to work for new profits in your marhet?

040
Ol

He £ ING HSHERMB\N

40 MILLION
FISHERMEN
SPEND OVER
5 BILLION DOLLARS
A YEAR

GADABOUT GADOIS PRODUCTIONS

Statler Office Building, Boston 16, Mass., Liberty 2-9633 (Code 617)



GOING UP!
Daytona Beach
Orlando

NOW
FLORIDA'S
THIRD
MARKET

AND

SPACE AGE
CENTER

OF THE WORLD

WESH-TV

FLORIDA'S
CHANNEL

B for Orlando
Daytona Beach
Cape Canaveral
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- D Basic facts and figures
TA DIGEST on television and radio

o

UHF Set Production Inches Upward

Starting in April 1964, all chamnel tv sets will be required by
government mandate. Though this fact has been known for many
months now, uhf-equipped sets are not vet rolling off production
lines in substantially greater numbers. May production figures re-
leased by Electronic Industries Association, in fact, shows only 57,
208 tv sets with uhf tuner, out of 507,499 sets produced in the month.
The proportion in the month a vear ago was similar, 39,409 tv sets
with uhf tuner, out of 474,647 sets.

The year to date shows only slightly better progress to meet the
deadline next year. In the first five months of 1963, 2,794,917 sets
rolled off the assembly lines, 325,839 with uhf tuner. The same
period a vear ago showed 2,674,848 sets, 225,163 with uhf tuner.

TV PRODUCTION

Total TV TV With UHF Tuner
May 507,499 57,208

April 548,637 70405
March 696435 76481
February 557,931 63,713
January 484,415 58032
Year-to-date '63 2,794,917 325,839
Year-to-date '62 2,674,848 225,163

While total tv production was growing slightly in 1963, radio set
mamufacturing showed a small decrease. In the first five months,
some 6.9 million radio sets were produced, against 7.5 million a

vear ago.

RADIO PRODUCTION

Total Radio Auto Radio FM Radio*
May 1,384,063 555,812 119,756
April 1,359,769 596,899 102,208
March 1,568,381 677,613 100,940
February 1,389,652 657,691 75,544
January 1,229,507 594,505 87,641
Year-to-date '63 6,931,372 3,082,520 486,089
Year-to-date 62 1,542,572 2,642,473 367,221
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Investment Opportunity

You are looking at a part of your employce benefit pro-
sram. It's part of your neighbors’, too. And your suppliers’
nrd your customers’ dnd your competitors’, It is there for
tl Amiericans to enjoy.

A healthy cconomy is a bulwark of the freedom it sym-
wlizes—and of our freedom to enjoy it.

American businessmen like you can protect the invest-
nent you have in this benefit program by promoting the
{reasury’s Payroll Savings Plan for U.S. Savings Bonds.
tmakes for a strong America and a sound America. And
t engenders a sense of thrift and independence and con-
ervation that helps us all 10 fathom the real significance

of monuments like that set in the beautiful Black Hills,

Wi { ngs Pla
plant—when v
are investing AN
nesau I > Vit
and ts that off

n Ha -
fi Am I i

D¢ p. . in 3
State Saving [ Q V1
Tr D S. S:
Wi INgei( ‘.C.

2o &
@" in your plant...promote the PAYROLL SAVINGS PLAN for U.S. SAVINGS BONDS 72
=

The U. S. Government does not pay for this advertisemens. The Treasury Department thar
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Jook South ... and you'll gsee TB

BIRMINGHAM

MONTGOMERY

Columbus, Georgia is a market on the move. And TV-3 is the major medium
moving forward with this market. Annual retail sales within our Grade-B
coverage is a whopping $1.2 billion. When you look south...look closely
and you'll buy TV-3...Columbus, Georgia.

WRBL-TV

Columbus, Georgia

TELECASTING FROM THE CE8
WORLD'S TALLEST TOWER NBC
“1749 feet above ground”
J. W. Woodruff, Jr.,, Pres. and Gen. Manager
Ridley Bell, Station Manager REPRESENTED BY
George (Red) Jenkins, Dir. National Sales GEORGE P. HOLLINGBERY COMPANY
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- on mos{ significant tv/radio
and marketing news of the week

Cream of Wheat may be quietly easing out of the spot radio medium.

The veteran air client, whose account is handled by Ted Bates, has been tv-testing
in 20 markets—all in Nielsen’s East-Central area—since February. Full resuits are
expected by the end of 1963.

At the moment, 85% of the Cream of Wheat hudget is in spot radio, and bhecause
of an increase in budget the spot campaigns scheduled for fall aren’t likely to be

affected. Budgets for the tv test are drawn from radio.
Bates recently held a media-plans meeting on Cream of Wheat with tv holding
an important spot on the agenda.

v

A switch in tv shows can also spell a local-level switch in audience composition.

In Pitsburgh recently, KDKA-TV substituted the Four Star-syndicated Zane
Grey Theatre for a juvenile-appeal afternoon series, Funstille.

Before the change, there were 699 kids watching KDKA-TV during the 4:30-5
p.m. period for every 209 men and 248 women. After the change to the adult-appeal
western, the audience composition changed radically within a few weeks.

Male viewers increased 84%, women 162.5% and children decreased ncarly
71% in the time period. There was also a major hop of 356% in the number of teen-
agers viewing. Over-all program rating jumped 207 and share jumped 52.4%.

Moral for media buyers: watch audience composition figures as well as ratings
when stations are re-programing afternoon schedules.

\ 4

That NBC o&o “rating disclaimer” is also being used at network level, too.

The disclaimer (see Sponsor-Scope, 22 July). which states that audience data
are “subject to the qualifications issued™ by rating services, is now appearing in new
shide presentations by NBC TV Sales.

Treatment is very light-touch; the slide is dressed up with the kind of type and
ornaments found in 1890 posters. And, there’s a similar disclaimer on the *words
used herein.”” They are. says NBC, “from such langnage services as Wehster and
Roget. and are liable to the applicability provisions of these services.”

\ 4

Long-suffering N.Y. Central commuters to Madison Avenue may have new reasons to wonder.
Central has taken a rare step into radio. buving Washington commentator Drew
Pearson in seven areas: WMCA. Gary: WCMR, Elkhart: WISH, Indianapohis:
WCKY. Cincinnati;: WHIO. Davton: WCOL. Columbus: and WIEV, Erie. New York
Central spokesman calls it a step ahead. “because radio is entering a new era of
recognition as a productive advertising and public relations medium.”
If Central’s radio campaign is publie relations tool. New York City commuters
may have cause to worry about omission of New York from advertising schedule.

/29 yuLy 1963
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(CONTINUED) 5

“SPONSOR-SCOPE

Something new! — A tv show to which the kiddies can talk back.

It’s the brainstorm of Aniforms, Inc., which has developed a low-cost technique
of motor-animated drawings for cartoon tv commercials.

In a field test last week at Bergen Mall Shopping Center (Paramus, New Jersey),
a “‘special tv receiver” was used in which the cartoon character of Fred Flintstone
appeared to stop in the midst of a typical tv scene and began to chat directly with
the small fry in the audience.

According to Aniforms, young audience members “can break the tv barrier of
a filmed animated cartoon and have one of the characters enter the world of reality
by talking directly to him.”

The animation firm hopes to book similar tv appearances at shopping centers
and department stores for major tv advertisers.

\ 4

Temple Houston for Robert Taylor switch has led to few advertiser problems.

Five of eight advertisers set for the Four Star produced Taylor show will stick
with the new Warner Bros. package. They are: Buick, Heinz, Pharmacraft, S. C.
Johnson, and Lehn & Fink. Helena Rubinstein pulled out of the time period and
went into Tonight. Sherwin-Williams dropped out completely when the Taylor show
was yanked.

MGM, which had a minute scheduled for Taylor, reportedly will stay with
the Warner replacement.

Making up for the losses, NBC TV signed Goodyear and Bristol-Myers for
Temple Houston. In similar good business note, network reported some $16 million
in new business and renewals in past six weeks.

v

Is another price breakthrough on color tv sets coming soon?

Admiral had previously announced a set for $399.95. Now comes Sears with a
consolette at $399 during national home appliance sale which began last week. Sears
sales are frequent enough to allow prospects to buy at different times of year at
reduced price.

More important, Sears is big enough to take a small profit on the sets, a step
which could force manufacturers to cut prices to retailers. RCA had built the set for
Sears until about a year ago, but Warwick is now the maker.

Somewhere on the horizon is another development which could really rock the
color tv set market: Japanese-made color receivers with relatively small screens and
modest price tags.

L

\ 4

Captain Kangaroo isn't just for kids. N

Nielsen data for past season shows one third of audience to CBS TV show in
the over 40 age bracket. Major audience strength for show however, remains in the
under 40 bracket. Monday through Friday broadcasts have 67% of audience with
younger families. In comparison, national average for tv homes with a household

head under 40 is 32%.
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Reps are quietly optimistic about spot radio’s chances for fall.

Spokesmen at a number of top rep firms put it this way:

e Metro Broadcast Sales: *“The next seven or eight weeks shonld be heavy and
the fall should be excellent.

o Henry 1. Christal: “We've had a better receptian for spot radio in food-
category accounts than in the past four years.”

¢ Robert E. Eastman: “The market definitely looks bullish for fall.”

¢ AM Radio Sales: “The old summer fall-off and fall pickup is gone. Now,
coutracts run all through the year.”

Reps also expect that a number of new (or returning) clients will swell spot
radio coffers. These include Alberto-Culver, Colgate (with a 40-week campaign for
a new product), Metrecal, and General Foods (for frozen foods).

v

WINS, New York, has made a painless transition to its revised format.

The independent outlet, which was considered a far-out rock and roll station
when Group W took it over, has carefully re-programed many of its segments, moving
away from the “rock™ image toward a blend of pop music, news, public affairs,
comedy and even Shakespeare.

One major result: a more adult andience, and a gross revenue for the first six
months of this year which topped the comparable 1962 period by 207 and which
were “the highest in the history of the station.”

Interestingly, the percentage gain ahove dves not include WINS billings resuht.
ing from the New York newspaper strike.

v

Four ABC TV specials on The Saga of Western Man are halfway home.

Upjohn is set for half sponsorship of the unusual historical scries of four shows,
first of which is scheduled 16 October. Package price for four original teleeasts,
plus four repeats is $560,000.

Because of the nature of the shows, the producer has asked that commercials
be scheduled as two 90-second announcements, or one 2-minute and one l-minute
to avoid program interruptions.

Long-length commercials have been tried by a number of major tv advertisers
(Chevrolet, Pontiac, Standard Qil. among others) on full-sponsorship shows. and
have been found very successful.

v

Relative calm on rating front may soon be terminated.

While work is proceeding smoothly on new standards under guidance of
McGannon’s NAB group (see page 46). apprehension exists. Feeling is government
offensive will resume in very near future, to pick up tempo established carlier by
Rep. Oren Harris and others.
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Foreign-located U. S. film shows have a strong appeal in foreign markets

Good case in point is McHale’s Navy, a seagoing comedy series produced by
Revue and seen on ABC TV. The locale is (supposedly) the South Pacific, and the
action involves U.S. PT boats.

Some months ago, McHale’s Navy debuted in Australia, and six weeks later
zoomed to the top rating slot, according to Australia’s Anderson Survey. Aired in
Sydney in a Sunday 7:30 p.m. slot, and opposed to a pair of strong shows Rifleman
and Outbreak of Murder), McHale’s Navy pulled a startling 49 rating.

In Melbourne, it outpointed two other U.S. film shows, Hawaiian Eye and Dr.
Kildare, to pull a 41 rating.

There are frequent mentions of “Australia” in the Revue show.

v

Looking ahead, NBC TV hosted key du Pont textile fiber managers last week.

Presentation was devoted largely to updating group on Today, Tonight, and
Sunday, and explaining the role these shows might take in future plans for divisions.
Bringing group together was unusual, in that du Pont textile divisions operate autono-
mously when planning advertising.

Hosiery division currently uses Today, while others are more oriented to print
media. Shows’ ability to reach housewife, and perhaps most important, the trade,
was stressed in attempt to return divisions to tv, which was used until two years ago.

v

Talking back to government is becoming more common with broadcasters.

More and more, editorials are being used to answer government investigations,
criticisms. In recent example, WGAN-TV, Portland has taken to Portland Sunday
Telegram with statements by station head Gene Wilkin. Quote from one ad:

“We feel no urge to apologize to Mr. Henry or any other member of the federal
government for the way we run our business in the interest of Maine viewers. We
are proud to carry the entire range of CBS entertainment programing and
our own . . .

“It will be a happy day when the government stops another ‘investigation’ of
broadcasting and comes up with some answers from the previous ones.”

4

Hershey Chocolate, one of advertising’s prime targets, is getting another “free ride.”

General Mills is planning heavy spot and network schedule this fall for mixes
with strong plug for Hershey. Hershey Cocoa has been featured for some time as
principal ingredient in Betty Crocker mixes. General Mills will draw attention to
the 30 teaspoons in every pound box of Brownie Mix. Spots are being scheduled for
campaign in addition to regular CBS TV and NBC programs.

v

Fashion note for tv comes from the Millinery Institute of America. Here are details:

Spot tv campaign of $150,000 is planned after Labor Day in Boston, Rochester,
Atlanta, Milwaukee and other cities. It’s aimed at hatless people, and if successfub
may lead to larger campaign. Agency is Baker & Byrne.
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First in
Hoosier
Hearts

Here's lovely Frances Farmer,
whose illuminating ''program
notes' add interest to the
movies she shows on
“Frances Farmer Presents."”
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First in Hoosier Homes

Most movics do pretty well on television. Make them good movies
and they do cven better. Add a former Hollywooed star as hostess,
i and you have a real winner.
That’s what we have in *“‘Frances Farmer Presents.” Fine ..
l films trom Warner Brothers, Mectro Goldwyn Mayer, Twenticth *# cnanner &
:
:

WFBM

Century Fox, Scven Arts, and Republic . . . with “program
notes” by charming Frances Farmer, onc of Hollywood's lcading
ladies of the forties. !
Miss Farmer docs more than just look preuy . . . though she NOIANAPOLIS
docs that cxceedingly well. She is intelligent, articulate, and
engaging . . . and her comments and recollections about the
films she shows and the personalitics in them make the films
| themsclves far more interesting to her audience.
And quite an audience it is. We cover a 69-county arca . .
I Indianapolis and its rich satellite markets, where more than three
billion retail dollars are spent annually. 3, s ’
A sharc of that audience and those dollars is yours for the ~ AA7erica s”,fqh ,T:‘____.;‘ff’,i"im -
asking. Ask your KATZ manl ov es. ARB Nov. 1961 Nato“wide ¢
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“RIDER’’

a 10 sinch tull bronze
Etruscan frgnre found on
the ldriatic coast of ltaly
lutes from the Sth ceunry

B monnted on a
l’"‘ ', [U.\' ,‘
resembles figures on the
o i 4
8 hnoncn
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Courtesy of The Detroit Institute of A¢

i class by itself

Masterpicce — exceptional skill, far-reaching wvalues. This is the quality
of WWJ radio-television service—in entertainment, news, sports, information,

and public affairs programming. The results are impressive—in audience lovalty

and commumity stature, and in y \T\\" 4 TY rN\7
sales impact for the advertiser \'\ \\ r] illl(l \\ \\ 'J— l \I

on WWJ Radio and Television. THE NEWS STATIONS

Detroit News « Affihated with NBC ¢ National Representatives: Peters, Griffin, Woodward, Inc.
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Try Green Split Poo Seep

the Great Blooper and the on-

c-air verbal slip (“Try  Betty
Crocker's green split poo seep”™) is
rapidly disappearing.
Today's crop of network commer-
ciial annonncers and actors continue
to make some jumbo-sized howlers,
but o checkup reveals that boners,
thanks Lirgely to the magic of filin
e tape, seldom see the light of
broacdcast day  becanse  they are
scrapped  or erased  before most
pommerciils are delivered as fin-
shed products.

Too bad, in the opinion of some
dinical rescarchers in this sphere of
broacdcasting. Many o commercial
ponsor, in the old days, discovered
hat a phonetie diffienlty or an hil-
rions spoonerisin, frequently made
he merchandising and sales man-
L::(‘rs jump with jov. Sales invari-
by rose when the anmnouncer put
is foot in his wonth, as for ox-
imple, when he urged viewers to
Irink “Buppert's Rear” rather thon
Ruppert's Beer.”

Fractured sponsor identification
s produced some  good Tanghs.
‘eterans recall that the hite Lou
sehrig won himself an additional
iy of admirers by declaring on

Grape-Nnts program, that his fa-
4 orite breakfast food was “Wheat-
I8 55" This. in a ineasure, was topped
v baschall plaver Cletus Ehwood
oots) Poffenberger who when he
ppeared on a certain cereal pro-
ram was asked: "Now tell us,
oots, what is vour favorite break-

{Al_\s and alack, the haleyon era of
h
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fast, taken with cream, sugar and
some sort of fruit?”

it was like a page out of Ring
Lardner. Poffenberger dog his heels
into the studio carpet, and banged
onut a three-bagger by grimting:
“Ham, eggs, and a couple bottles

The great commercial blooper or slip that passes in the mike continues
fo haunt admen and clients as well as fongue-fwisted announcers

of beer.” Sposor nearhy flipped
Local-level radho and tv, with ats
emplusis on hive programme, s still
a bastion for the gremhns whoe
case announeers’ tongies to slip
CRIISING SONMIC MOIEntary Panies

Here's a SPONSOR sampling of

Established in the year 1961
WOWQO, Fort Woavne, pross to ity

personalitn wha, i the et e of ol

Fowita

tl ward \ Qs
la ¢ t



reeent across-the-country air fluffs:
Lee Woodward’s (KOTV, Tulsa)
commereial which urged viewers to
“shop at Affidiated Fool Stores™ in-
stead of “Affiliated Food Stores.”
On areeent Morris Plan commer-
cial, local announcer Bernie Kelly
(WISH-TV, Indianapolis) made this
blooper: “Remember at Indianapo-

Threesome featured in famous fluffs

Faye Emerson’s guest insisted on touting Pepsi-Cola’s rival while the announcer heroically strugged to spell eorrectly Bulova Watch,
Milton j. Cross, on an NBC Symphony Orchestra Concert, fouled himself up by calling Arturo Toseanini ‘Ortosco Torganini’

lis Morris Plan vou get pastage
pode both ways.™

Industry exees also tell of a radio
station personality who was unable
to master the correet pronuneiation
of Brioschi. The elient requested
that the commereials be shifted to
other time slots after several weeks
of “Bri-o-shee.”

Then there was the personality
called upon to read the following
line: “And see Zacherly free at Pali-
sades Park.” This evidently sound-
ed confusing on the air and the an-
nouneer hastened to explain to his
andience, “No, that’s right folks, the
man’s name is Zackerly Free.”

A certain Eastern announcer
found himself suddenly unable to
spell Bulova in a time signal. He
made several false starts — “Ba,
Be . .7 then gave up and said
simply: “Bulova.”

Thought not a fluff, a New York
City deejay reeently ad-libbed the
following Beneficial Finance eom-

26

mercial: “There are a hundred con-
veniently located Beneficial Fi-
nance offices in this area. If you
move fast you can get a thousand
dollars from each, and you'll be in
plenty of time to make Rio by five.”

Iere’s an ad-lib lead-in for Phil-
lips 66 commereial on an Oklahoma
tv station whieh was offering a hit

record, Stan’s The Man: “If you
have a little boy you'd like to hit . . .
Stan Musial’s new record can help
him.”

Endless are the broadcast spoon-
crisms. Among the latest, is this
one: “And now the score of the
New Yank Yorkees.”

A mid-western announcer recent-
ly came up with this weather fore-
cast: “This is all caused by a cold
mare’s ass (air mass) coming down
from Canada.”

This recalls the Arthur Godfrey
anouncer who once deelared that
“Congress packed an ass” instead of
“Congress passed an act” The
blushing announcer tried to duck
out by uttering an excuse: “Fifteen
vears in radio and I had to make a
fluff like this.”

The word “Marine” appears to be
a bugaboo for many announcers.
The classic was made by Bill
Schudt, now in CBS station rela-
tions, but an ammouneer at the time.

Schudt announced the band from
the Marine Roof as “we bring you
the music of Freddy Martin, from
the Maroon Reef of the Hotel Bos-
sert.” More recently, a public serv-
icc announcement on WISH-TV, |
Indianapolis, came forth thusly: “Be
a Marine—Go in today and see vour
loeal maroon recrecter.”

WQXR’s (New York) Duncan
Pirnie, referring to a dining place
on his Cocktail Time, referred tc
“Chakes and Stops” for the restau-
rant’s meat-course specialty.

Heralding the opening of the
New York Hilton Hotel, Lloyc
Moss, another WQXR personality
was telling the audience of the fea
tures of this great modern building
He mentioned the American ar
treasures as well as the electrit
“massage” center for quick distribu
tion of messages.

Perhaps most disconcerting to
broadeasters is the unending serie
of spoonerisms that ean strike dow
a vietim once the dike opens up
When General Motors sponsorer
the celebrated NBC Symphony O
chestra, it is reported that Milton ]
Cross heralded the news that a
ontstanding musical event was t
take place the following week—th
first in a series of new concert:

(Please turn to page 57)
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BILBEAT S

FINE FURNTURE «
T

Charting a course in the whirl of sports

Rexl Downley ¢r), sports director of WIHC, Pittsbureh, cmd  Norsian S F Nhoog
with Joseph Cilbert, of Gilbert's Forviture Store, whose sponsarship of the Donley pr

\tivertrsn A
NRIRD | the o stabbrs

Furniture dealer sports new air logic

Sx'on'rs shows and fine furniture red to as Tsports” and associated boneht the hig sports ¢ Vil
may not be the most idealistic with the spending that is synony
B aupling for sales impact to motiva- — mons with “Real Sports.” 1 dedided
B ianal experts, but to Joseph Gilhert,  to sponsor a sports show. Red Don "
P oresident  of  Githert's  Furniture  ley, WHC's sparts director, who has
stare in downtown Pittshireh, spon his awn 13-minute progrim, is one
Borship of a WIHC sports show has  of the most respected and admired
B pearheaded a 507 sales inerease in sports figyire in the Pittshurgh area
pis furniture batsiness. and T decided to take a whirl at
Far yvears Gilbert las been using  sponsoring his shaw.”
vospots in wamen's shows, news The results were fantastic. Spon
ireaks and other “quict” programs.  sarship of the Red Donleyv Show
Jut this vear Gilbert, one of Pitts- upped  Gilbert's volume 307, and
burgh’s most ardent sports fans, de- sold the firm on danbling their ts
ided to change his technique ad budget for the coming vear
vith a flourish. Norman Shoop, of the Galdman
“I decided that 1 was not reach md Shoop advertising ageney
1g people who had the money to Pittshureh. also attribute
v my type af quality furniture,” sticeess to the change inadvertisime
¢ said. "I had never tricd sparts pproach. “We felt
efore, but 1 wasn't getting results statuns ¢
‘om the housewives and white cal- in other A that  the
it workers that  evidently were ports { ] TRV RIRY
itching the Gilbert's commercials.  up late to watch th P\
nawing that sparts fans are large-  wews and the Johuny Carson show
extroverts, often like to be refer- later, ] w of pe t v
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64: Business Boom or Bust?

Sunny outlook af the moment, but econiomists add qualifications
which foreshadow end to long-run upswing in business conditions

'I'm: American cconomy in mid-
1963 is rolling at record or near-
record figures. Signs of a boom are
everywhere:

e Gross national product is ex-
pected to average $580 to $585 bil-
lion for all of 1963, some five %
above 1962’s $555 billion.

e The automotive industry, with
nearly 3.8 million U.S.-built cars
sold in the first half, is moving at a
pace which could come close to or
surpass the 1955 record.

o Adbvertising expenditures, Mc-
Cann-Erickson predicts, will hit $12
billion in 1963, a new high.

o Total television advertising will
unquestionably move to new
heights, topping $1.9 billion. Based

on billings to date, the figure could
come close to $2.0 billion, sponsor
estimates show. Radio billings in
1963 could come close to $800 mil-
lion, against $709 million in 1962
( McCann-Erickson estimate).

e A survey of retailers indicates
a hefty rise in sales for the second
half of the vear.

The opinion of the experts — on
Madison Avenue, Wall Street, or in
Dectroit — is that 1963 will be a
booming vear. When it comes to
forecasting trends in 1964, however,
the picture becomes clouded. Few
are willing to bet that the coming
vear will be better.

At the moment, the U.S. economy
has bcen moving upward for 29

Federal Reserve Industrial Production Index
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Since World War Il, industrial production has shown a steady upward swing. Four major interrup-
tions in the growth have taken place, shown by the shaded areas. The most recent downturn

occured during the period of 1960-61, and has b

28

een followed by a long period of expansion

months, a not unprecedented period
of time, but lengthy as business
cycles go. Prosperity to the end of
1963 would mean 34 months of eco-
nomic improvement, not unheard of
either, but more unusual without
extenuating circumstances (such as
the Korean War).

When you begin to talk about
1964, “ifs” begin to come into the
comments. Tax cuts are necessary,
unemployment is a problem, a num-
ber report. A recent study by the
Survey Research Center at the Uni-
versity of Michigan indicates con-
sumer buying intentions are on the
decline. It also indicates less con-
fidence in business conditions in the
vear ahead (see chart).

Lack of confidence on the part of
consumers, qualifying statements by
businessmen and economists, uncer-
tainty over the longer range periods
of time by most, lcad sPONSER to
predict an economic downturn dur-
ing 1964, despite optimistic state-
inents of the inoment.

For the broadcasting industry in
gencral, a rceession or repression
may cause little coneern. |

It is particularly interesting to
note that in the case of tv. the me-
dium has moved through all of the
recessions during its short history of
15 ycars, with little apparent effect.
with the cxception of thc one in
1960 when its growth was slowed.
Some viewpoints are positive, som
negative.

An optimist is Arno Johnson, |
Walter Thompson vice president
and senior economist. Says Johnson:
“Consumer purchasing power, retai’
sales, total cmployment, wages and
corporate profits after taxes. are @
the highest level in history, as we
start the third quarter of 1963.”

Johnson sces no basic reason why
i
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Business Conditions Expected During the Next Twelve Months

* Less than half of one per cent

Lopportunties for increased sales and
profits shouldn’t continne to expand
in the rest of 1963 and thronghout
1964. e observes that the public
has stoshed away the phenomenal
addition of $33 billion to its liquid
assets in the last 18 months since
1 January, 1962

That amonnt of added pirehas-
ang power, Jolinson believes, conld
manee a 1537 inercase in total per-
onal consmnption or siles of coods
and services to consiuners — from
3357 billion in 1962 to a potential
evel of about $410 hillionr by the
“nd of 1961, Jolmson savs one real
langer is the possibility of restric-
ive monetary policies, such as high-
or interest rates, which could shake
sonfidence and slow down consimer
lemand next vear. This, he thinks.
onld lead inevitably to renewed

PONSOR 29 i1y 1963

ulationary pressures.

“Onr immediate problem. how-
ver, is not lack of purchasing power
or talent neeed,” Johnson adds to
gualify his optimism. “Tt is lack of
confidence aud insufficient selling
cffort to utilize fully the growing
purchasing power and to convert
the expandinge conswmer needs into
insistent demand. Right now, am
amalvsis indicates that we have the
purchasing power and backlog of
latent weeds to justifv an increase
of 157 in selling and adyertising
efforts.”

On the negative side is William
IF. Butler, viee president and chief
ceonontist of The Cluse Manhattan
Bank. Savs Butler: "I tas action is
not taken, or if it is inadeguate. |
wortld expect busmess to level ofl
fairly carly nest vear, and 1 wonld

- o~ W " e e e W v Aw  Wee  mm g
Conditions 1960 1960 1961 1961 1961 1962 1962 1962 1962 1963 1963
A. All Families

Good times 75% 64% 54% 61% 63% 12°%  65% 56°. 64% 66% 60%
Good in some ways,

bad in others 4 7 9 8 6 6 5 8 6
Uncertain 11 17 18 14 20 13 12 20 19 16 16
Bad times 7 10 17 16 10 8 17 15 10 9 15
;m ascertained 2 2 2 1 1 1 1 1 1 2 1
Total 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

B. Families with Incomes of $7500 and Over

Sood times ‘ 83%  79%  56%  69%  80%  82% 73%  64% 12% 4%  11%
Good in some ways,

bad in others 5 6 9 9 5 5 6 9 g 8 8
Uncertain 6 9 12 11 8 710 13 12 2 3
Bad times 6 5 21 10 6 5 10 13 6 8 11
Not ascertained - 1 2 1 1 1 1 1 1 2 2
Total 100% 100% 100% -100% 100% 100% 100% 100% 100% 100% 100%

The question was: ““Now turning to business conditions in the country as a whole ~do vou think that during the next ticelvs
months we'll have good times financially or bad times, or what?”

7llmumuuumuuulummmumuummmmmlm|m||llmnmmlmmr||ummmmnml||umm||||mmunnn|mmmunmmllmmmnnmmmmmmlmum||||r||mnnmm1mmunmnmn ———

be concemed about the possibility
of a moderate adjustment Later in
196.4.”

While husiness continnes to I
good, there is the worrisame prob
lem of wnemployment, according to
Dr. Gabriel Hauge, president of
Manufacturers Hanover Trast Com
pany and one of President Pisen
hoswer’s Rev advisors on demestie
ceonomy poliey and legislition

“Industrial production reached a
new peak i Mo Dro Thonge de
clares.” While the nnemploviment
rate remains o stubborn problom
cmplovment  has steadil
brincing wath o lngher persenal m
comes. Spending on the part of bus
iness for plant and cquipment s
headed for o record cnd construg
tion, spurred Iy ontlavs for sy
is strong Covernment spending at

rise iy
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all levels is rising. Hovering around
this hopeful horizon is some possi-
ble trouble — a sharp letdown in
steel orders following the contract
settlement, a tie-up of the tax eut
bill by civil rights dcbate, a pro-
traeted railroad strike, stronger ae-
tion on the balance of payment
fronts. The probabilities of these
thunderhieads blowing up into an
economie squall this year, however,
do not appear serious as the third

O O O O R T

quarter of the year opens.”

Alvin A. Achenbaum, Grey's viee
president and dircetor of rescarch,
looks at it this way: the big problem
the ceonomy faces is not short-term
maintenance of present prosperity;
it’s the long-term need to inerease
overall eeonomie growth, whose lag
is resulting in high unemployment
levels.

“Competition will eontinue to be
keen, especially in those produet

areas like packaged goods where
advertising has the most leverage.
It will also gét rougher in others
like durables svhere advertising’s
potency as a direct foree in sales is
inereasing. This will reinforece ad-
vertising's role as a competitive
weapon,” Achenbaum says.

John S. Hayes, chairman of the
excctuive committce, The Washing-
ton Post Company, and president of
the Post-Newsweek Stations, sces

Television defies economic laws of gravity with
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no downturn i 1963, but adds:

"I, we e to be secure in oour
optimisun, the Administration will
lune ta ageressively address itself
to the problem of rising unemploy-
ment, and the Congress must, as
rapidly as possible, proceed to the
matter of tay reduction. Haves savs
“The  American  economy  ciniot
long  sustain  the continued  dual
dray of high nnemploy ment and, at
the same time, support a tax rate

TR

apid expansion

For more than a decade, television
has moved ahead each and every year,
despite general business changes.
But while the 1954 and 1958 reces-
sions proved no obstacle, tv's growth
showed a definite slowing during 1960
and 1961. Radio, on the other hand,
experienced a levelling effect in each
of the three downturns during the
last decade. Much more susceptible
to economic changes were news-
papers and magazines, billings for
which edged slightly downward in
1954, with sharper effects in 1958
and 1961. In the latter period, all
' three media showed declines in the
* year 1961, though the low point for
the recession came in February, re-
flecting a time lag before advertis-
| ing expenditures returned to normal.
Billing figures for radio and tv are
‘net time sales as reported by the
\FCC, the only comparable data for
all the years, and do not include pro-
'Igram charges. Magazine data is gross

space charge as reported by Leading
National Advertisers. The data is not
intended as a comparison of relative
]positions between the media. but
Ifnerely to show changes taking place
N advertising spending during the
Various periods. The newspaper fig-
ures for national advertisers which
followed magazine trends very close-
ly, are not shown because of their
close proximity fo magazine data.

SPONSOR, 29 juLy 1963

which militates aganist its aceele
rated growth.”

Mark Cooper, president of the
Advertising Federation of Ameriea
believes individuals and compinies
have coufidence in the ceonom
“within the next siv months”

“Conswumers and  mambicturers
both have money to spend and the
denmnd for goods and services s
inproving,” Cooper savs.

Those working with computers
md  other  data-processing  tech-
niques and who are privy to the
findinus of ccanomists, see in the
months ahead o rosy cnvas filled
with steady wains in spending In
hoth consumer and covermnent.

Phillipy W, Wenig, president ol
SRDS DATA, Inc., the researeh
data-processing subsidiary of Stand-
ard Rate & Data Serviee, declares
that the enrrent bhaoom which has
shattered previons records in hoth
daration of growth and  heights
reached, shows no real sien of

abatement during the second half of
1963.

Opinion is widely held

“This is the opinion not only ol
Data, Inc.. Int of economists else-
where with whom we have deal-
ings.” Wenig savs. 1 predict a 107,
or greater inerease in gross national
product for 19614, he adds.

The cconomy will continuge on
pretty much as it has, according to
Joln Blair, president of Joln Blais
& Company, "I we have a faven
able tax Law, activities will aceeler
ate.” he thinks.

“hr our bisiness. and we're all
primarilv interested in onr own
business, it's what we make
Blair adds. “Actnally, thie greatest
progress ot company has magke
Ims been during the p('rin(] when
bhusiness was not good, \We worked
harder and made real competitive
gains. So, regardless of over-all con.
ditions, if we all work like the desil
at our oavn jobs, 1 think we'll all
do right well”

The present rise in binsiness ac
tivity' doesn’t show anmy signs of
petering out. despite the presence
of a few mildly negative factors,
according to Jack Trachtman, direc-

( Please turn 1o page 30)
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by product classification® network & spot tv
January-December 1962

classifications and definitions for both network and spot.
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* All dollar figurcs are gross time cost only; no production costs arc included. Sources ore LNA-BAR ond N. C. Rorobaugh, and utilize TvB

% % Change
g Spot TV Netwark TV Total TV '62 vs. 61
S Agriculture ... $ 959,000 § — § 959,000 —~ 660
= R, Beer and Wine.. ... 57,836,000 8,766,826 66,602,826 + 130
% Amusements Entertainment ... . ...... ... 2,146,000 ] 88:0,893 = 3,020,893 +- 36
S Automotive ......... T 23433000 51476323 74,909,323 + 190
% Eilaing_-iﬂaterial, Eﬁpﬁent, o N B

= Fixtures, Paints ........... 2,568,000 16,683,290 19,251,290 + 61
= Clothing, Furnishings, Accessories ... 10436000 3,804,077 14,240,077 - 18
S Confection and Soft Drinks. .. 53378000 26,794,559 8017255  + 30.2
£ Consumer Services ... ... ... 23583000 26,254,804 49,837,804 + 216
S Cosmetics and Toiletries 74565000 115107725 189672725 + 264
S Dental Products ... e 17314000 35458547 52722541+ 46
B | T PImicts - v soaiach ) 52545000 102,550,693 155,095,693 + 197
S Food and Grocery Products............... 188224000 128498872 316722872  + B84
S Garden Supplies and Equipment. ... 992000 336287 1328287  + 213
= Gasoline and Lubricants. . ............. 26118000 17,405,598 43523598+ 12
S Hotels, Resorts, Restawrants. 72000 T721000 4 41
% Household Cleaners, Clm_— o - o e
E Polishes, Waxes ........... 26,511,000 30,838,946 57,349,946 — 02
g Household Equlpment—Appllances ..... 5,426,000 11,742,767 17,168,767 + 215
% Household Furmshmgs ................. o 2,164,000 5,1_47_,7t§ - -7,35,788_ — 38
S Household Laundry Products ... ........ 57,883,000 53,024,952 110,907,952 + 181
S Household Paper Products .. ... .. 10862000 15,727,621 26589621  + 190
£ Household General .. ... ... 6946000 12,781,187 19,727,187 + 318
S Notions . g 274,000 608,984 882,984 +211.8
S petProducts ... ... . ., 11069000  98386%  20,907,6% + 215
S Ppublications ... 2418000 1001686 3419646 - 215
S Sporting Goods, Bicycles, Toys........... 12,541,000 10,211,751 22,752,751 + 36.2
= Stationery, Office Equipment. ... .. 426,000 1,702,868 2128868  — 42
§ Television, Radio, Phonograph, - o =
§ Musical Instruments ............ , 675,000 5,283,346 5,958,346 + 113
S Tobacco Products and Supplies .. ... 29696000 88701491 18397491+ 34
S Transportation and Travel ... ... 6828000 1,088709 7916709  + 483
= Watches, Jewelry, Cameras. 3534000 14819174 18353174  — 3.
= Miscellaneous . 9,146,000 2,269,718 11,415,718 + 260
%2 TOTAL oo, $721,211,000 $798,808,138 $1,520,019,138 + 143
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Atlanta blond wows appliance dealers
via spot radio in the Peach State

Key G-E distributor for Southeast finds that throughout Georgia

feminine charm of radio spokeswoman creates sales traffic

ranerry, Southern-accented

blond mamed Sandy is amone
the more conspicuons components
of an advertising componnd which
makes the General Eleetrie distribe
tor in Atlanta a national leader.

She provides the voice for W, D.
Alevander Company in an ambi-
tious broadcast operation  which
pumps hometown flavor into radio
coninereials for C-E retailers all
over Georgia.

A behind-the-scenes study of the
distributor’'s radio usace  throws
light an just one of many potent ad-
ditives in the W. D. Alexander
formula established by advertising
dircetor Lddie Austin

Austin actnally believes in all
thines which inercase sales, cer-
tainly all advertising, and he readily
squieezes extra sales punch from
each schedule.

In the case of radio, Austin has
applied a dash of social geography
ad a lot of elbow grease to pro-
diice a svstem which is drawing
envy from the competition, business
for more than 100 radio stations
(starting  with  Atlanta's  30-k.w
WSB)Y and added censtomers for
G-E  franchisers  thronchout the
Rrgest state cast of the Mississippi

The W, D. Alexander advertising
picture  has  changed  drastically
since \istin joined the company in
1952, including a boost in the over-
all budeet from $330,000 to about
SLOOO.000. But as late as last fall
the distributor’s advertising depart-
ment  still wasn't satisficd  with
the radio approach. What was
wWrone?

“Well. radio being the personal

SPONSOR 29 jrLy 1963

Never underestimate the power. ..
Sandy Strand, spokeswe F diinlo 1. \ s -
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Adman, spokeswoman are part of sales team

Above, Sandy Strand joins with (1. to r.) Jim Bridges of WSB, Atlantag
Alexander Co. ad director Eddie Austin; and \WSB’s Lee Morris to talk about
new G-E sterco radios. Below, adman and spokeswoman hold brainstorm
session with (l. to r.) Fran Hammill aund Chuck Shiclds of Shields Advertising
(ageney), and Austin’s chief assistant, Williami McFall, at firm’s Atlanta office

medium it is, the hometown folks
aren’t motivated as well by some
announcer reading off eopy written
uniformly for an entire chain as
they are by a quality-produeed
conunercial talking speeifically to
themn about their own loeal store,”

Austin recalls. “And
latest inove, we weren't giving them
the latter completely.”

Fowr or five years ago, W. D.

34

before our

Alexander took an initial step to-
ward its goal by hiring free-lance
talent and using various station
facilities to record spot intros for
dealers to use during big G-I cam-
paigns or “sales programs,” as the
distributor prefers.

In 1961, W. D. Alexander went
a step further and retained the serv-
ices of an Atlanta ageney, Chuck
Shiclds  Advertising, and began

stepping-up the intro produections,
adding Dbetter sound effects and
voices. Transeriptions were pressed
and sent to dealers for every G-E
statewide sales program — which
number 10 to 12 a year. The intros
were 10-30 scconds, followed by
copy for the local station an-
nouncer, which the agency also
wrote.

These steps were good, standard
approaches, but the distributing
company wanted to help G-E
dealers cven more in their radio
campaigns. (This attitude, incident-
ally, is a trademark of W. D. Alex-
ander—a distributor which believes
its job doesn’t end with distribu-
ting goods and giving an over-all
marketing shove; it believes in
giving spirit and substance to the
dealer’s grassroots effort to move
goods.)

“After all,” Austin says, “their
sales move inventory off our
shelves, too. Support of their local
store programs can’t be offered ef-
fectively from an ivory tower.”

W. D. Alexander long ago
backed up this philosophy by
placing 13 sales counselors in local
regions around Georgia to help the
retailing effort. A hard-working ad-
vertising staff at W. D. Alexander
headquarters in Atlanta works
closely with decalers, too, cven
scheduling elaborate advertising
clinies to implement statewide sales
programs. Austin himself stays on
the road a third of his time partiei-
pating in retail store promotions.

Analyzing his radio problem,
Austin deeided last fall to plunge
solidly into the production of radio
commercials. He studied the floor
plans of the Alexander building
and shuffled things around to make
room for a first-rate  Dbroadeast
studio. He got his idea approved
and carpenters went to work.

Austin, from years of experience
in advertising, knew the value of a
radio personality. He was impres-
sed by WSB's woman’s director,
Audrey Tittle, and deeided a fe-
male would best fit the role of a
Georgia G-E voice. He came up
with Sandy Strand, an attractive,
smooth-talking blond with 10

(Please turn to page 59)
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Can
TV
sell for the

MOVIES?

THI:‘ Motion Pictnre ITndnstry mance between movie fans and t a tndho
which has long heen crying the s a relatively recent trneec When cidentally, de
blues Decanse tv has kept movie-  tv's fiest dnroads ot the movie boy t
goers it home. is now turning in- office were felt back in 1949-1930
creasingly to television as an adver: Haolly wood mogals of the old school tronp ¢
Dtisine medinm, The irony is great. rose i wrath to condenm the up -
\pparently, so are the resnlts start medinm motion pict
The advertising-promotion  ro- In fact, the top exeentive of o I'he independ

Video upped Lolita’s box office sales

“Lolita,” starring James Mason and Sue 1 \ ) ‘ »
the ainwvaves. Bon office take for ts -ad | t

l' "ONSOR 29 juLy 1963



If you can't beat 'em, join 'em ...

That’s the idea in this brave new world of peaceful co-cxistence betwceen the once-warring factions of tv and motion pictures. Press-
“ooks for “Lolita” and “Captain Sindbad” show how exhibitors can use tv/radio for effective regional promotion of movie product

insisted on tv campaigns for their
picturcs, and the let's take-a-
chance-and-see minor distributors
who pushed oftbeat or forcign-pro-
duced movies on tv blazed a trail
in the early and middle 1950’s.
Now, the tide has turned, and the
hatchets arc buricd.

Giant producer-distributors such
as Columbia, Paramount, \Warncr
Bros., Universal, MGM, and 20th
Century-Fox, are often putting the
major share of individual movie ad
money into tv, although spending
froin filin to flm varies radically.

For some movies, like Para-
mount’s “Dual of the Titans” or
Columbia’s “Jason and the Argo-
nauts,” virtually the complete ad-
vertising budget goes into tv.

Tv plans depend entirely on the
individual movie and not on any
firnt poliey by producer or distribu-
tor. Exception: Warner Bros. which
consistently puts at least 60 to 70%
of each film ad outlay into tv and
radio. In a few cascs this pereent-
age goes even higher.

Movic advertising directors be-
lieve tv is most effective for horror
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nake a movie o

“LOLITA :
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films, spectacles, and children’s
movies, but any movic would bene-
fit from it, they claim,

The main problem is cducating
the theatres on the effectivencss of
tv, according to Richard Lederer,
v.p. in charge of advertising and
publicity at Warner Bros. “Many
theatres want to put their moncy
into print as they alwavs have,”
he savs. “So we say ok, Well put
our money into television and radio.
But is isn't always that simple.
Some arrangements call for split-
ting the cost of tv. Theatres we have
gotten to use tv admit it’s very
effective.”

A Columbia advertising execu-
tive disagrees: he savs theatres have
already seen the light and are cager
to use tv now.

One reason for the rising interest
in tv is the decline of newspaper
amusement  page. Ads are now
crammed up with little breathing
room and editorial support is not
what it used to be, industry men
claim.

“The number of disenchanted
arows daily,” according to Don

Baker, advertising director at
Loew’s Theaters.

“As I look through thc amuse-
ment pages nowadays I find motion
picture advertisements next to ads
for ladies’ underwcar, pots and
pans, automobiles, and pork chops
—and therc’s nothing very amusing
about pork chops selling for 4
cents.

“In some eitics the amuscmen
pages have deteriorated to the
point where they can never be sal
vaged. Unfortunately too many 0
them are Dbeing handled by re
ligious, travel, food, or farm editor
who couldn’t care less about the
movie section.”

According to one ad-publicit
movie exce the three problems with
newspaper advertising—space, cov
crage, and cost—arc remedicd wit
tv. A tv spot for a film is never Dack
to-back with another film spot
comparison of price-per-impressio
between papers and tv makes tv b
far the best buy. Also, the film ad
vertiser on tv is payving the sani
rate as the department store an
used-car dealer and not a highe
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“wmusement” rate as with
NEWSPIUPers.

With o little wooinge, tv conld
capture a el larger share of tv
advertising,  the  Loew's  adman
cliims. By this e means more edi-
torial snpport, ntore news breaks,
and niare free time.

“People are interested in news
about nrovies,” Baker adds. “Every -
body wants to know when Liz
Taylor sneezes, so why not when
Peter O Toole gets nme over by a
camel, or Jolm Wavne when he
breaks an arm. Tv, except for dur-
ing the newspaper strikes, has been
somew hat indifferent to the movie
industry.”

As an example of publie interest
Baker cites the premicre of “PT-
109" in Boston. There were no
really top stars aronnd bt the
Record  American veported  the
event drew the largest crowd in
downtoswn Boston since VJ-Day.

Some  studio  exceutives  argue
that newspapers could never do the
job tv can do. "l mumy instances
newspapers can do little more than
anmmounce - movie and  establish
where it plays,” W1's Lederer com-
ments. “This has its place in any
campaien. But movie-going is no
longer a habit. People must be mo-
tivated to go. The only way to do

1NN

this as throngeh a vved sty telling
technigne tint can tngger an emo-
tion. Tv las the ingredients—sieht,
sound and motion.” In some cases
radio can accomplish the sane job

The cost of v is often too high
for anany indiidual theatres, and
even producers. The motion pictiree
industry often finds it hard to use
an expensive medinm when carne
ings are o a downtrend compuared
with other American industries.

The precedent o payment for
tv advertising was establishied when
tv first appeared more than a de-
cade ago. The producer nsually
carries the bulk of the cost heciuse:
(1) it wonld be too mach for local
theatres to absorh, (2) coveraee is
too wide. often benefitting other
theatres in nearby cities.

Il tv were utilized as it is sith
departinent store prochicts, it wonld
be more powerfol, savs one movie
industry adman. But the nature of
the motion  picture  business  re-
guires  advertising  desizned  to
“launeh a news prodnet” every week
as eaech new picture is introdireed.
Oncee a pictnre has left town reten-
tion of commercial content does
nohady any good.

Regardless of the problems, pro-
dircers want tv, and  somctimes
imsist on it

00 O 0 00T A 0 00 1T O

1962
lentice year)
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Oftent a vers visial o ceotonal

ACTTOE stehie s II\('(‘ 1) coinlurr
Natalie Wood done o stnp
tease m “Capsy, Joan Creaford
Kicking Bettv Davis e What ey
Happened to Balw Jane?
Willeams slaving o dracon e Cup
tain Smdbad ® But more and meore

v hemg ntilized for low pre

crals

or Gy

sure comedies and melodramas
"1 thiok try
to cover what is most excttin e m
entertammne
using reviews or the man drae
fers pitclung  the  picture
Mart [ock, director of advertas
my at United  Artists. “Haweven
scenes from the  movie’s  peak
seetes are asually It's the
old ad theory, show the product
i ose.”
Placement  of

most  comme redals

tevestine,  or neas by

AR

hest

commercials s

senerally. near a0 program  wath
snnlar subject matter res the
clection retnens for “NMancimrian
Candidate™) or near a program
with same  andience  characteris
ties (e the Tomight Show  for
“Lolita™).  Here  again,  \Warner

Bros. iv o deviant. Many of W's
spots are placed nest to tvoanovies
oir the theory that tv anovie view
ers are also moviegoers.,
Movies reguire a vertical satura-
Please turn to paye 60

Motion picture industry use of television is small - but growing

1963
first quarter

spot
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spot network network
ALLIED ARTISTS 2,500
'@iumﬁm 118300 18,200
' 549,880 90,522 56,100 12,600 -
33,310 8,200
38,200 2,000
CENTURY FOX 47,250 35,000 41,400
79,230 16,296 14,700
32,130 4,000
226,160 774,075 49,900 287.100
87,950 52,900
| reeeas——— - -
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PULSE

PICKS

WKMI

AGAIN
No. T in

KALAMAZOO

METRO AREA

Pulse Metro Areo Sept. 1962
Pulse Metro Area Sept. 1961
Lost Area Hooper Sept. 1960

THE BIG
INDEPENDENT
BUY

for Greater Kalamazoo

$577 MILLION
MARKET

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

WKmMI

5,000 Watts Days
1,000 Watts Nights,

24 HOURS A DAY

Representative:
Venard, Torbet & McConnell
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“TIMEBUYER'S | vci e

what they are doing

CORNER|™™

Working tool for buyers: Avery-Knodel is now sending a tv network
guide, a eompaet chart of evening network shows, to ageneies and
advertisers. This ehart, produeed by the rep firm, elassifies shows
according to three types: new show, old show at new time, and old
show at same time (as '62-'63 scason). Chart notes start dates and
sponsors. If you haven'’t received one, and would like to, get in touch
with Irwin Spiegel at Avery-Knodel in New York.

Buyer makes a move: Joseph E. Barker has joined Gray & Rogers
(Philadelphia) as a radio and television timebuyer. He was most re-

Buyer visits WBT-AM-FM, Charlotte, N.C.

Jonne Murphy (e), Gumbinner (New York) media buyer chats with Paul Marion
(1), station’s assistant vice president and managing director, and Ty Boyd, person-
ality on “Ty Boyd Show™ and talent on Tareyton’s daily newscast on station

cently with Donale & Coe (New York), and before that was with J.
Walter Thompson (Nesw York) as a broadcast supervisor.

Appointment in Los Angeles: Arlene Raysson has joined the Nides.
Cini (Los Angeles) media department as a buyer. She was with BBDO.
and before that Coleman-Parr.,

Buyer Delieves in the value of field sork: Jonne Murphy, media buyer
at Gumbinner (New York) makes it a practice to “get out in the field !
as often as possible, visits about 10 markets a year. When she visitec
WEBT-AM-FM in Charlotte, N.C. recently (see photo), she had a series
of 13-minnte conferences, which had been set up in advance, with al
the WHT department heads—uesws, programing, farm, special events
cte. Lach executive explained what his department was prepared te
do for Gumbinner clients. Jonne also visited \WCSC-AM-FM-TV
Charleston, S.C. in May with a number of other New York buver:
including Gumbinner assistant timebuver, Jackie Moore.

For goodness sake, be prepared: At Metlis & Lebow (New York) the)

SPONSOR/29 yuLy 196




'“TIMEBUYER'S
CORNER

talk husiness at lunehtime, and what's more, hiternal Revenue Service,
they can prove it. Buyer Harvey Pearloum at the agency says bis
leadders Sandy Metlis and Stanley Lehow, take their noouday repast
with clicuts at a shore-side caters knowa as Ripples on the Water in
Beechhurst, Queens (they travel by boat) amed then return to the
office bearing reels of tape. Seems that anyone breaking bread and
talking husiness at said catery may have their conversation, or parts
of it, tape recorded by means of a microphone placed right on the
tahle. This provides proaf of business talk, date, place, contractnral
§ agreements and terms, and “factnal recallections af topicat jokes and
witticisms which usually enter inta business canversations as relief
monents.” Sinee this inwavation is spreading with a fair amount of
rapidity, (have the reps found aut abont it vet?) hovers, cheek to
ascertain whether the premises is bugged or ot before yon dip into
that vichyssoise. And, make swre von are prepared o render one of
those witticisms when van feel a relief moment drawing near, After
i;lll. you dan’t wint thase Revemners saving ageney miedia people
i.m'n't witty, do yon?

Timebuyer no more: Charles Canrad is now with the Adam Young,
Hne. Chicago office as a tv salesman. He was @ media aceomit snper-
visor at Maclarland, Avevard (Chicago).

Ed Stern: chip in, tv

Ed Stern, media director at Foote, Cone & Belding (Chicago), talks
about broadcast media with the firm authority of a college professor.
Which is not surprising, since he does conduct an advertising media
course at Northwestern University; also serves on the National 4 A's
Broadcast Committee. Aside from his interest in ratings and research,
Ed is concerned with the broad-
cast industry’s responsibilities. In
accord with his usual positive ap-
proach, his opinions on this sub-
ject are flatly stated, without
doubts or reservations, but not
without a great deal of thought
and experience backing them up.
He feels that the broadcast in-
dustry, particularly tv, should
share a bigger part of the ex-
pense in research costs. Accord-
ing to him, agencies pay too large
a share in these costs, and don't
actually profit from research to
the same degree that tv stations
do. He says that the broadcast
industry has blinders on regard-
Ing the amount of responsibility it
it is willing to shoulder to re-
search the effectiveness of com-
mercials. For the past 15 years Ed has been with Foote, Cone &
Belding; was media director at Kuttner & Kuttner (Chicago) before that.
He and his wife and three children make their home in Evanston,
linois.
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WDEF-TV CHATTANDOGA
a much BETTER BUY

NOW than last Fall.

CHECK LATEST ARB ond NHIELSEN REPORTS

HIGHER RATINGS
MORE HOMES

Greater Popularity

CHATTANOOGA

CALL g cnenurmron o

== Now!

Available:

A
CREATIVE
MARKETING

MAN
For Agency,
Company,
Network,
or Station

Experienced 'n domestic and interna:
tional {European) marketing — heavy

food. drug
;)a( 'INg

t To on
. o o
Rooted in fundamenta’s of meda
merchandising, sls. prom

Strong in radio-TV ¢

tunity. Write Box 37, SPONSOR



~COMMERCIAL
CRITIQUE

CREATIVE CHOICE: EFFICIENCY OR EFFECTIVENESS

By DONALD L. FOX

A current favorite background for
almost any produet in a commereial
is a spectacular shot of a body of
water, The television viewer can see
an occan of it every dav and,
whether it’s a Caribbean seascape or
a tropical waterfall, there’s not a
ripple of difference when it is run

- m
Water is a commercial favorite

Breakers at- Big Sur, California are
typical of often viewed aquatic scenery

together on the television sereen.
Perhaps this is symptomatic of the
presently much discussed creative
problem in advertising.

Are we spinning our creative
wheels, not exploring new commu-
nications areas, marking time with
familiar  production media and
methods? This seems to be the crea-
tive trouble. What we have to do
now is find a solution.

Recognizing that we've somehow
fallen into the practice of turning
out look-alike commercials, we
ought not to waste any more time
wondcring how bad this is for the
agency and the advertiser. We can
assume that when ncarly 80 of
the ecoimmercials noted in a panel
study fail to make any impression
whatsoever on the panclists we are
being overly philanthropic with our
advertising  dollars.  Management
looks sourly on such a practice and
this should be our clue to step
lively. So, if anybody is inclined to
run ahead, this may be the time to
do it. But before we make a move
we ought to try to figure out how
this bad situation developed and try
to avoid making the same mistakes
again,

40

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

Everything was peace and con-
tentment until someone got the ides
that we shounld test commercials to
see what an audience thought of
thenr. Leave it to a client to think
of some way to upset our creative
applecart. The truth is. the poor guy
was probably tired of being out-
numbered by the agency presenting
team and of feeling foolish when
they raved about a commercial that
he didn’t find even intercsting. The
advertiser did the only thing he
could do in these cireumstances. He
called in a referec—the audience
rescarch man. Then, rather than
worry about whether the commer-
cial was weak or not, the whole
matter was resolved very neatly and
statisticallv. The commercial got a
number and that number was put
beside another which represented
the average audience reaction to
what had been done before. This
cut down on the rave notices. In
fact, it all but eliminated them and
and at the expense of a great deal
of distress in creative circles.

But the agency business is adapt-
able and we went into the research
phase with almost no hitch at all.
There was hardly a pause to shift
our creative gears. A smart copy-
writer figured out, after some pain-
ful rewriting experience, that there
was a way to write a commercial so
that it was fairly dependable in the
scoring dcpartmment.  Gradually a
pattern developed which became a
formula and we called it “problem-
solution.” After that things got bet-
ter. And after that things got worse.
The numbers were averaging better
but the product began to look like a
painting by then. And, since every-
one was using the same numbers.
there came to be a lot of look-alikes.
This is partly how our problem has
come about and vou can't blame
anybody for it, particularly.

The problem has other causces,
though, which predate the rescarch
phenomenon. For example, we have
always had to reckon with the or-
ganization man’s concern for opera-

tional efficiency. The desire to
strecamlinc creativity has reached
the point where automation in ad-
vertising is now fascinating some
agency people. These influences
only aggravate the problem. The
creative-production responsibility is
already diluted in the “organiza-
tion” and the spirit of togethemncss
grows stronger. We have managed
to fracture the creative function
into so many pieces we must main-
tain an assembly line to put our
commercial product together. Ev-
ervone knows now what Henry
Ford found out first about assembly
lines; that no system can be efficient
without standardization of parts.
When we choose to operate a crea-
tive assembly line, therefore, the
first thing we must do is standard-
ize, and then we must lay out each
job so that the right thing is at the
right place at the right timne.

It is said that creative people
tend to be a little disorganized
about management affairs but the
television commercial assembly line
moves like it was organized in De-
troit (and forgive me if this hurts—
I've contributed to it and it hurts
me. too). First, someone gcts a
sample reel of outstunding conuner-

(Please turn to page 38)

DONALD L. FOX

Owner-manager of Producer’s TV
Lab. Inc.. Fox was Television Pro-
duction Supervisor at Ketchum,
McLeod & Crove, Inc. until organ-
izing his own company late last
vear. Before joining the agency he
was a director at WIHEN-TV. Syra-
cuse, N. Y., beginning when that
station went on the air in 194S.
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interest to admen

"WASHINGTON WEEK| e

Yy Ihe broadcast regulating functions of the Federal Communications

Commission have rarely been So openly threatened as during the House
Commerce Communications Subcommittee hearings on broadcast editorials.

Not even during the big tv scandals era, from McConnaughey to Mack to
Doerfer, did legislators argue Sso savagely to cut down the rule-making
powers of the FCC.

Warm-up by subcommittee members Cunningham (R., Neb.) and Bennett
(R., Mich.) was the demand that the FCC turn over to Congress the decision
on equal time requirements for broadcast editorials on candidates: "This
should be a matter for Congress, not a downtown agency to decide.”

It was a short step to all editorialicing, and from there to claim
that every major rule-making issue should be passed on by Congress.

Yry The problems of broadcast editorializing were almost lost sight of
at times in the scramble to get diatribes against agency authority on
lhe record.

Rep. W. J. Bryan Dorn (D., S. C.) said a library of Congress study had
shown that 90% of governing rules and regulations are coming from agencies,
not from Congress. He said: "Any and all new regulations of the FCC should
be reviewed by this committee."™ He included everything from broadcast
commercials to programing.

Dorn approved unrestricted broadcast editorializing at just one
level : grassroots. "Local broadcasters have reached maturity," in South
Carolina at any rate, he believes.

Y For once, an FCC chairman and CBS president Frank Stanton were on the
same side of the fence, and received identical scoldings for opposing
Rep. John Moss' bill tightening editorial fairness rules.

FCC chairman Henry and the CBS president both had misgivings about a
law that would leave broadcasters open to rebuttal free-for-all for station
time in the wake of any political editorializing.

Said Rep. Bennett to teach in turn: "You are always against regulatory
legislation by Congress when you come up here."

NBC gracefully sidestepped involvement. The network per se does not
editorialize. NBC recommends laissez-faire for broadcast editorials, in
general, but hasn't decided whether to allow them on its own stations.

Yy Urgings for remake or removal of the FCC have been on the increase.

Ex-chairman Minow's plan for a single admimistrator plus a special
communications court was described as "dictatorship®" by Cmr. Robert E. Lee
last week. Georgia broadcasters want broadcast split-off from FCC.

Gentlest suggestion is for supervision by a permanent Administrative
Conference that would council all overloaded regulatory agencies.

It seems a long while back that Sen. John A. Carroll D.. Colo.
ascribed all troubles to ex-parte contacts and in May 1961 suggested uniform
10-year terms for agency members, to attract the "best available pecople.*®
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how does a tatto

SPONSOR/29 juLy 196



yncern you ?

729 juLy 1963

Two ways.

First —it's a perfect illustration of what

a great campaign can do. Second - it
proves that the advertiser who believes in
advertising ends up a power in his industry.

So — how does this concern a broadcaster?
So — it works the same way here.

Every station that sells advertising  and
has equal faith in buying it as well -
always winds up with a bigger share

of spot in its market.

Think it over.
And don’t eliminate the ‘‘tattoo".

We respectfully suggest you find the
“tattoo’ that suits your station image
best —then call SPONSOR.

SPONSOR reaches practically everyone
involved in the purchase of time—of course.
But there's a special segment it reaches
best. We call it "*the influential 2000"
because this “influential 2000" actually
purchases better than 95% of all national
radio and TV spot. SPONSOR has a greater
penetration of influence within this group
than any other book in the broadcast field.

That's our sales "tattoo’'—substantiated by
every independent survey made.

SPONSOR

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE
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New research eyes

COxsmmmD a luxury in other times
and places, good grooming and
glamour in 20th century America
are, by all indications, necessities
not readily dispensed with. As the
John H. Breck Company has discov-
ered in research over the years,
U. S. women are like U.S. mails—
neither snow, nor rain, nor heat, nor
gloom of night, nor anything for
that matter short of economie catas-
trophe, keeps Miss and Mrs. Ameri-
ca away from the beauty shop .
Though in the happy position of
having this constantly receptive
market, the charged competition for
brand loyalty forces the outlay of
many multi-millions of advertising
dollars annually by cosmetic and
toiletries manufacturers. Last year
alone they loaded the radio and tv
billings ledger with over $200 mil-
lion to woo and win the consumer
over to their product camps, placing
the group second only to food and
drugs in television expenditure. And
though the market is always there,
social and economie changes over
the years alter its complexion, occa-
sioning a steady flow of dollars
yearly into market resecarch. For

glamour & grooming

instance, a survey just completed
by the Lloyd H. Hall Co. for Schol-
astic Magazines offers impressive
documentation that very young con-
sumers. in this countrv, both male
and female, have hecome an im-
portant and influential segment of
the grooming-glamour 1narket, a
phenomenon charted only since
World War II.

“Good Grooming Study of the
Youth Market” was conducted for
Scholastic Magazines in April 1963
via mail questionnaire in a cross
section of U.S. households having
boys and girls enrolled in grades
seven-12. Survey results were based
on 1,753 returns from individuals in
1,601 houscholds. Youngsters in
grades seven-nine are gencrally in
the 11-14 age groups; those in
grades ten-12 are in the 15-19 age
range. A post-war precocity seems
to have actively placed girls in the
cosmetie and toiletries market at an
early age, according to data analy-
sis. In grades seven-nine, at least
four out of five girls are using nail
polish, lipstick, hair spray, cologne
and a deodorant. By the time they
reach grades ten-12, their usage of

At asn s
Use of selected products by boys

Grodes Grodes

Totol 7-9 10-12
PRODUCT % % %
shampoo 87.1 89.0 85.0
hair dressing - WS 89.7 89.3
shave (any method) 450 16.8 7.8
safely razor (of those who shavel 58.8 59.7 58.6
shaving soap (of those who shavel 52.7 58.3 51.2
after shave lotion (of those who shavel i 50.1 500 50.2
ever used electric razor {of those wha shave) 63.3 52.7 66.0
deodorant/anti-perspirant o 66.1 52.8 81.7 )
chapped lips product 69.1 70.8 67.2
chapped hands preduct 30.1 313 28.7
Ehapped face product 18.6 201 16.9
regular toothbrush 96.2 95.8 96.7
toothpaste/powder 98.3 97.9 98.7
mouthwash 57.5 52.1 63.9
A OO A AR A OO A O O
4-4

grooming products increases mar-
kedly: 86% use nail polish, 97% use
lipstick, 83.4% use eve make-up,
86.5% use hair spray, 90.7% use col
ogne, and 98.7% use a deodorant.
Not only is usage of grooming prod-
ucts considerable among girls, but
they are an important factor in
brand selection for products which
they use. Over four out of five girls
either buy their own nail polish o
specify the brand to be boughi
when another buys the product
Over threc out of four girls huy
their own brand of lipstick, two ou:
of three buy their own eye make
up, one out of three their own hai
spray. And while only 9% buy thei
own shampoo, 47% specify the branc
when another buys the product—:
total brand influence of 36%.

The Hall report blasts the stereo
type of boys being indifferent abou
their grooming, as the chart beloy
indicates. In grades seven-nin
ninc out of 10 boys use a shampo,
and hairdressing and over 50% use
deodorant or mouthwash. In grade
ten-12 over 75% are shaving, and ¢
those who shave, about six out ¢
ten use a safety razor and over ha,
use shaving scap and after-shay
lotion.

While boys don't personally bu
grooming products as rcadily ¢
girls, thev still exert considerab
influence on brand selection f¢
products used by them. Only 20
buy their own hair dressing, for it
stance, but 51% specify the brand
he bought by another; 8% purchas
their own mouthwash but anoth
36% specity a brand; 20.1% buy aftc
shave lotion and 34.1% specify tl
brand; 13.1% bay medicated ski
care products, 335.3% spccify
brand; and 18.3% buy deodorant ai
35.27 specify a brand. Product arc
where boys appear to exert the lee
influence include razor blade
shaving crcam, chapped lips pra
uct. toothbrush and toothpaste. ©

Turning to the cosmetic-toiletr
trade’s top target, the adult fem:
consumer, Jolm H. Breck has ji
published the results of its 16th A
nual Breek Survey into the l)eal[
habits of the American women
thev specifically affect the hair-c:
industry. Each vear Breck pe
4,000 randomly selected subserib:
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to one of the commtry’s large woine-
en'’s untgiiziues, The information in
this latest survey applies to 1962
and is hased on veplies from 3,007
wonien, o return of 7327 The out-
standing fact nucovered in this lat-
est study is that the weidenee of
lair problens s o the rise, with
89T of the respondents complaimng
of one or more such dilliculties in
1962. 11 1961, S had problem hair
vhile five vears ago the 1th Breek
Survey reported a fignre of 829 tor
his catecory. The overall incrcase
n the hast five vears in the sales
soteutial of lunr preparations is sig-
ificant to the indostey generally
he  breakdown  of  the  speific
woblems indicates that the maost
sonsistently reported  problem re-
mains “hard to nkuntee”™ hair whielr,
weatse of its viignenesss, nay also
w the most marketable problem.
Hair spray popular

The I6th survey also analy zes
e statistics i relation to some
of the more popnliar hair prodnets,
umely aerosol hair sprays, ercam
inses, hairdressings, wave scts, and
air coloring. 1lair spray has the
idest interest. Some 877 of the re-
wndents “ever” use it and 727 cur-
ently use it. Youug women (under
3) are the biggest consuners of
air spray, with 937 reporting they
ever” use it and 767 currently ns-
1g, as compared with older women
35 and over) where the statisties
e S07 ever and 707 currently.
cam rinse is currently used by
tter tlhum half the respondents.
‘his product is equally interesting
»women in the vonug and middle
e groups ( voung women report
9% ever and 347 presently, and
dddle age women report 747 ever
wl 56% presently) but it falls off
mewhat  among older  women
Me ever and 427 presently). One
it of three women enrrently nses
air dress. The tendeney is for the
cidence to bhe greater among
ien in the middle (397 currently
) and older (367 currently nse)
groups. Among the vamng wom-
only 297 presently use bair dress.
‘¢ set is cirrently used by one
it of four and shows up smoothly
Toss the three age groups (ap-
oximately 272). Nearly two out of
* (357) used hair coloring in thie
vear, cither at home or beauty
- This incidence is most marked
nong women 33-34, with upper
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Hair Problems

1962 1961 1960 1939 1938 1957

total reporting problems 89 . 84% 84 g3 g0 82
hard to manage 37 39 32 34 33 35
dandruft 33 34 39 36 35 32
fhair too dry 32 32 31 28 29

lacks lustre 18 19 21 23 17 21
hair falls out 14 13 18 18 18
har too oily 14 12 &)

LT ET T TITT R AT i

(over $8.000) incomes. The break-
down by age and income is as fol-
lows: By age—yomg, 327 middle,
137; older, 317, By income—upper.
179 middle, 319 bower, 297

Since home hair coloring prepar-
dtions have become i recent yvears
one of the big selling items in the
ficld, it is interesting to look fourther
into the imarketing sitiation for this
product. The location of the last
hair coloring application was split
fairly evenly between home and
heauty shop. The median amount
spest for  the  last  application
cqualled $2.13 compared with $1£99
a vear before, however, some 21%
of those who litd hair coloring ap-
plications spent $5 or more on their
last application compared with 157
a vear ago. The frequency with
which coloring was used varies, of
course, by type of application. Tem-
porary color applied separately has
the highest freqneney of nse in that
267 of the women who used that
type didd so once a week. An addi-
tional 29% who use that tvpe did o
once or twice a month. Semi-per-
nmwent and permanent color wsers
scem to nse the coloring every five-

- — T —eli— S -

siv weeks and bleach or hghtona
tends to b wsed at i weeck
tervalks or less fregnently

Of those who never tried hair

coloring, three ont of five saad they
had never even thoneht abonst st

Al af these hair problem prod-
ucts showed o nsage ncrease oves
the  previons vear Fhoor
wsed by 39 of all respondents m
TUGL. rose inisage to 729 accordhing
to resnlts of the I6th Sy es
of cream rinse rose fron [ 1961
to 33t in 1962; hairdressaings from
277 to 337, wave sets from 226 to
77 and hair coloring from 36% to
387

Approvimately S67 of the Breek
Surver  respondemts reported  that
they frequented a beanty shop daer-
ing the past vear, compared with
$37 in the previons sunvey . Of 1962
S67. 127 of the patrons bhought ane
or more rctatl items on ther Last
visit to the beauty shop, the same
percentage as in the 15th Sarves
Hair spray  continnes to donnnate
the list of items bonght, ruunmg
four-to-one versns the second most
frequently purchased itewm, sham
poo.

sprov.

L Sogler

T T TP ETTE LTI N T YR ITIT 20 i I e T —T
Items Bought

1962 196)
hair spray 45% 23
shampoo 11 11
hair conditioner/dressing 10
lipstick 8 10
hair net 5
cream rinse 5
hand cream .
nail polish 3
face make-up 4 €
aarEuf‘l preparation 4
other items 20 14
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Ok audit procedure before
standards, says Nielsen
Nielsen today said it feels a re-
scarch audit procedure acceptable
to all industry groups and research
organizations can be agreed on
without awaiting an okay on the
related subjeet of research methods
and standards, and accordingly has
asked its researeh clients to state
the types of information they would
like to see included in the andits.

Mcantime, NAB, which along
with ARF and other groups has pro-
posed the andits, reports “exccllent
progress” in its efforts to provide
radio and tv with an accredited and
audited system of program ratings.
NAB Rating Council’s subcommit-
tces are “ahead of schedule” in de-
veloping  standards  and  criteria,
agreeing on proper auditing pro-
ccdures, and in preparing question-
aires for submission to cooperating
rating scrvices.

One subcommittee has worked
out the basic approach to auditing
rating services, calling for the set-
ting up of a non-profit corporation
to head the audit function, with
accounting and business manage-
ment firms to be contacted to dis-
cuss handling the actual auditing
on a contract basis,

In addition, the group eoncerned
with Criteria and Standards antici-
pates having its criteria for rating
scrvices completed by mid-August,
in tinie to accompany question-
naires being sent to rating services
the latter part of the month.

Also, NAB’s Research Committee
expects to have ample facts o hand
by mid-September to reach con-
clusions and make recommenda-
tions on the proposed study in tan-
dem with RAB into methodology
for radio audience measurenients.

Niclsen, in its invitation to its
clients — including advertisers, ad
agencies, and  broadceasters — in-
cluded a summary of its own sug-
gestions regarding various aspects
of the auditing procedure, in the
Liopes of hielping NAB to get things
rolling. It felt agrecement on re-
search methods and standards could
wait because they involve basie dif-
ferences of interest and  opinion

46

Advertisers and Agencies

among advertisers, agencies, net-
works, and stations.

Quoting published statements of
proposed auditing bodies to the cf-
fect that they will be “financed by
the rating services and users,” Nicl-
sen suggests an  expense-sharing
plan under which internal costs of
the audit—including exce and cleri-
cal salaries and electronie data pro-
cessing—would be borne by the re-
searchers, while auditors” fees and
other direct auditing eosts would be
financed by the users.

It is also suggested that the andits
may require  somewhat  different
specifications for each of the four
basic tvpes of broadcast audience
research—network tv, local tv, net-
work radio, and local radio— and
it is recommended that cach of the
four tvpes of rescarch be covered
by separate agreements between
cach individual researcher and the
sponsoring industry group.

»

At

Rubber face and real money

Pointing .put that the Audi
Bureau of Circulations includes ir
its membership, and on its board
the organizations which are being
audited, the Nielsen suggestions in.
clude a recommendation that “care:
ful consideration be given to invit
ing each rescarch organization to b
a member of the proposed Industn
Committee.” '

Other suggestions include scope
frequency, timing, and uniformit
of audits; format, certification, anc
distribution of audit reports; rccog
nition of legal requirements, an
protection of competitive interests

Home entertainment field
at ‘moment of decision’
The home entertainment industr
is courting chaos through “high
pressure  selling, low-profit me
chandising, indiscriminate distribv

tomiime conmereials plugging consmmner contest running 29 July through 7 Septemb

A ton of silver dollars worth $34.000 are featured by B, F. Goodrich in off-beat p;’

Face belongs to Joe E. Ross of “"Car 5347 and “Sergeant Bilko,” who reacts to €
camera voice i the spots. Money and other prizes go to motorists in cont

'
SPONSOR /29 juLY 19



tion, amed over-saturated warkets,”
savs Rokud ], Kalb, vop-ven. mer.
of Pilot Radio, immumfacturer of hi fi
consoles  and components,  the
warned p.u'ti('ip.ults in the National
B of Music Merchants show at
'Cllivugn last week that these tactics
are “guickly tightening the noose
Lou the whole industry.”

“Our industry faces a4 moment of
decision,” said Kalh, "\We can eithya
take the heavilv traveled road to
chiros or we can Like the one paved
bwith fair profits, professional sales.
Lmanship, smd  protected  trading
ireas.” Althongh the choice seetns
dear, he added, very few home en-
ertaimment  equipment  producers
have chosen the quality road
wven thongh some have pretended
o,

During the NAMM show, Pilot
b nitiated an intensive cnnpaien for
he restoration of “fair profits and
anity” to the industry, tn mectings
vith dealers and throneh trade ad-
ertising and direct mail, Kalh said
Zilot is stressing the point that the
pome  entertainment ficld is at o
moment of decision.”

lorden spreads puffs over
i NBC daytime programs
! Eight NBC TV davtime programs
Live been set for the national intro-
uetion of the S-oz. size of Borden's
agle Brand Nenfchatel Cheese,
Mowing successful test marketing
f the low-calorie, high-protein
roduct in cities in California, Ohio,
nd Hlinois. Neuafchatel has previ
b sl been available in institntional
b zes. used primarily by restanrants,
Litels, ete., but this is the first time
he cheese has been put up in the
hall size,

The tv caiapaign, from 12 Angust
£ Vat least 27 September, will consist
¥ minute participations in Coneen-
ation, Loretta Youne Theatre,
ice Is Richt, Make Room for
‘addy, Play Your MHauch. Say
"h(‘u, Your First Impression, and
m Don't Say. Backing this np will
p 25-cent-off offers and ads in some
) newspapers. No broadeast me-
3 were nsed in the test campaign,
it the national introduction makes
nich more extensive use of radio-
than print. Young & Rubicam is
¢ agency.
Each package of Neufchatel will
rry a “Hlag” in the upper left hand
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Boston sports sponsors sign wifh station

With bicli-score sales the voad, these New Faelind

ertisers Jnd agencres w

some 130 Br C l wam l

es on WIHDH-TY ) 1rased
Cavamaneh, New [ C Ul ( \
B. MeGrath, stations St I i S 1
man: S, laseph Hofls Ingalls Nssociat h Farrington, Boly Coriflin 1 (

& Co.: Jo C. b (18] AYR

Provandie, representing New York, New

cormer of the kabel, reading: "30° ¢
lower in fat than ereamm cheese,” and
Borden said it ¢an be used in every
wav  that cream cheese s used.
However, it pointed ont that in the
test  campaign,  nenfchatel  sakes
were in addition to those for eream
cheese, rather than cutting the lat-
ter's total. Nenfehatel will retait for
some de less than the S-oz. size of
cream cheese.

APPOEINTMENTS: The Princeton
ton, Avalon, N. J. to T L. Reimel
Advertising, Philadelphia . . . The
Wallpaper Council to Fuller &
Smith & Ross. The cronp’s mem-
bhers represent 907 of industry
sales. A heavy saturation campaia
i April will include radio, trade
publications, and consimer maga
zines KCOP-TV, f.o
to Cleary-Stranss-Irwin. & Good-
man for public relations - Lennos
tndustries, manufactnrer of the new
“Kittvtrack”™ crawler-mounted Liwn
tractors. to W. D. Lyon Co.. Ced

Rapids Nationwide Marketin

Associates to Cole Fischer Rogow
for Liimage Beanty Masque. \a-
tiondl ad program will start i Sep-
tember The Tavlor Wine Com

v and ot Roatlr

pany to Davis, Parsons & Stroh
meier Feono-Car International
and The Cosnat Corp. to Murio
Trombone Associates
ternational Assi, of Fire Fichters to
Manrer, Fleisher, Zon & Associates.,
Washingeton

¢ In-

FINANCIAL REPORTS: \H of P,
Lorillard’s filter brands registered
sales gains in the first sis months o
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earnings for the fiscal year ended 31
May 1963 incrcased to $3.55 from
$3.49 last vear while carnings after
taxcs increascd to $7,822,261 from
$7,671,205. Salcs registercd their
seventh consccutive advance, total-
ing a record $407,733,643, up from
$401,369,696 last year.

Advertisers and Agencies

NEW PRODUCTS: Molle King
Shave, an instant lather shave
cream, introduced nationally by
Glenbrook Laboratories division of
Sterling Drug. The new item, medi-
cated with hexachlorophenc and in-
cluding mentho), is available in an
11-ounce size and replaces the six-

Live tv ads put viewer in driver’s seat

ounce and ten-ounce Molle Instan
Lather which are being disco
tinued. -

NEW AGENCY: Admedia ha
opened its doors at 353 East Mag
nolia Blvd,, in Burbank. Principal
are Rex Brookhart and Fred Lam

Phone number is 849-1325.

n

Nn more do you have to run down to the corner to
your friendly auto dealer when you want to pur-
chase a car . . . at least, not in the Indianapolis area.
There, you just call the dealer, describe what you want,
then sit back and wait untit the object of your desire—or
the closest thing to it—appears in a commercial in the
middle of the movie you're watching. This innovation,
called ““Car Shoppers’ Tele-Sale,” is being sponsored by
Smart & Perry Ford City on indie WTTV, Bloomington-
Indianapolis, in Friday editions of “Family Night at the
Movies.” At the opening of the program, viewers are

asked to phone in a description of the car they're shop-

.. ( {(\,'EX\\T""
-‘A\ m y

’.'
l

ping for. On subsequent commercial breaks within
the film the car is shown. Jack Smart, head of the auto
firm, said 120 calls were received the first show, and
over 200 the next. The format of the program permits a
total of 12 cars to be shown, two in each of six commar-
cials. “The most amazing thing about the system,” says
Smart, “is the fact it produces sales.” Phone calls are
answered by the 22 Smart & Perry salesmen, who then
appear on camera to show the cars to their prospective
customers. All calls are acknowledged on air, although
all cars can't be shown, but first names of callers are dis-
carded “to prevent other car dealers from using the

show to develop prospect lists.” If a requested car isn't
available, viewers are reminded that anyone with a car of
its description can make a good trade on a new Ford
since Smart & Perry has a ready-made customer for
theirs. Says WTTV manager Bob Holben: “Through the
live, on-location commercial technique, we're able to
sort out the people who have already made up their
minds to shop for a car and lead them first to Smart &
Perry. . . . And the independent (station), since it gen-
erally operates at lower audience levels than its com-
petitors, is more keenly aware of the prospect/viewer
distinction than most broadcasters. When a program or
a spot schedule produces a measurable sales result, no
one asks what the rating is.” The station and sponsor
cooperated closely in promoting the venture, with WTTV
airing saturation ID's for a week preceding the first show
jnviting viewers to tune in, and the auto firm carrying the
same invitation for two weeks in all its print advertising.
In addition, 2,000 letters of invitation are mailed out each
week to stimulate further viewing. As for those calling
in, it was found that 80% are legitimate. At left is
interior of Smart & Perry showroom, where salesmen
talk to viewers by phone. Below, Smart, coordinator Bill
Kleyla, and salesmen look on as announcer Chuck Mar-
lowe opens the “Tele-Sale.” Kleyla's job is to oversee the
selection of requested cars from over 200 on the lot for
on-air showing to prospects.

15
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Bottlers toast teen tv brain trust

As part of recent 50th anniversary eelelivation at the Coca-Cola botthing plant i
Alevandria, Va., the bottlers, which sponsor “It's Academic” on WRC-TV, Washington
sresented engraved plague to Lee Lligh Sehool team, fivalist on the show. Here (l-r
ws't. principal Glenn Piper; Coca-Cola exees William Sales and William Mavs, Rusty
fess and Don Des Jarlos, two of threesnicmber winning team in ahe competitio

MERGER: Olian & Bronner and
Robert Taas Advertising have cont-
ined aud will be known as Bronner
& [laas, headguanters in the ex-
yanded  facilities at the  present
Y&B location in Chicavo. Com-
sined billings will he approximately
6 million annnally with a staff of
nore than 30 people.

\ROUND COMMERCIALS: The
hird annnal Interuational Broad-
asting Awards trophy-winning v
nd radio commercials are now
vailable to all advertising and
roadeasting gronps for mectings
wd workshops. Seventeen tv and
ight radio conmierciils, selected as
e world’s hest for 1962, wre in-
luded in the reels. Inguiries should
@ addressed to Lucille Liets, man
b leing director, Hollvwood Adver-
simg Chiy, 6362 llollvwood Bhd
v the way, Jolin T. Reyvnolds, se
lor vice president of CBS TV, will
Load the fourth wmual TBA compe-
tion . . \WNEW, New York, sports

waking the ronnds ol New York
agencies and production companies
with a 43-minute andio presenta-
tion which may he the first com-
posite audio presentation of com-
mereial talent ever put together for
buvers in the advertising business,
Stern’s  Hollvwood  talent  agency
specializes entirely in radio and tv
commiercials,

MOVING: Wilham  E.
clected a vice president of Ketelinm,
Macl.eod & Grove

Wilbur E. Savlor, for the past wine
vears director of advertising and
sales promotion for the Kelvinaton
division of \imerican Motors, to
Gever, Morev, Ballivd, ageney fon
the Kelvinator and  Rambler ac

Spracue

ta. b . I
vinator
Dave Nagata and Aaron Ehrbich
Dovle Dane Bernbac tv
ducers
Frank A. Yahner, Jr. to Doy e Pane

Berubadh < I} T

Jolm 11 Morris cle |

i < St D]l s
i 1

Robert K. Welsh

of Kemvon & Eckhardt's San Fran
ciseo office to

stantine & Gardner as viee president
in overall accommt management

L. Keitlh Lanning moving  fromy
Lucky Lager Brewing acconnt post
at MceCann-Frickson in San Fran
cisco to acconnt evee on the Tills
Bros. account with N AV, Aver.
Lew Jones setting np his oaen pnb
lie relations and media consultant
I’;III :‘l Somrm 1, (‘.1!'5 riid, \\:n\ Tt
he will handle public relations {or
severil resorts

Warren C. Rossell ¢
production at K
\acleod & Grove

Jack M. Blanchard to th
of produet director J 1
Breek Ing

Lawrence M. Raines, Jr

haver smd rescarcher for (

el 4
Fadio-m e,

Wilson & Acree, Riclnnond
Faigene Patterson . "«
lent of Davcer-If « |

Gerald Larence

Ly 1 pr
Reimel Ady phi
Willimn 1. Stehunets I §
Cowan. Beverly 1Hills

Sells to Y4 Million Latin
consumers in the San Diego Tijuana
nietro area, with 100 % Spanish
pregramming all day, every day!

INVESTIGATE this
“sleeper market:”
N NEW YORX Call

212 YU 6-9717

Virtual geographic severance has
created the “free port” of Tijuana
where large, efficient and modern
Supermarkets feature huge stocks
of US. brandname products!
Suburban San Diego: CHULA VISTA, NATIONAL CITY, SAN
YSIDRO, and others are dominantly Spanish-speaking!
AFFILIATED WITH THE

Spcnis] B H ket Cronp
/ Jro

ircctor Kyle Rote, has just com
Jéted 2 onc-minute spot commer-
£l for the Institute of Life nsur-
‘ ice, co-sponsor of the NCA foat-
{l" games on CBS TV in the fall.
he testimonial spot will be carried
oth on  national  and  resional
tmes thronghont the season. JWT
the agency and MPO's Joo Lerer
irected . . . Charles 1L Stern s
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“Corny” commercial reaps first Bronze Mike Award

Dan Scully (1), brand mgr. of Leo Burnett, aceepts award from Bob Bell of Bernard
Howard’s Chicago office, rep for WGIV, Charlotie. The station plans to recognize
exciting creative radio commereial campaigns and this first honor goes to Burnett for
Kellogg Corn Flakes series which features Homer and Jethro “corny” commercials

CBS TV.

Benjamin Colarossi to production
supervisor of Ted Bates.

Richard L. Doyle to manager of
the advertising department of Home
Insurance Co.

Lone Star Flag is ready for raising over New York

Robert H. Morton to account exeeu-
tive of Shaller-Rubin.

John B. Maee to manager of pro-
duction at |. S. Fullerton.

William M. Nagler to the client
service division of Leo Burnett.

Symbol of Texas is about to be raised over N, Y.'s Pepsi-Cola Building Plaza, for
promotion of Pepsi’s co-sponsorship of the Touston Colt 43 baseball broadeasts this
scason. Left to right are team pres, Roy ilofheinz, ficld mgr. Harrvy Craft, Pepsi pres.
flerbert Bamet, players Ernie Fazio, Bob Aspromonte, Don MceMahon, Dick Farrell

30

Lawrence H. Chin to production
manager of , Wyman Co. of San
Francisco.

Jim Stockwell to account executive
with Kent & Hollacnder of Phoenix,
Dan Regan, veteran publicist, to
director of advertising and public
relations for Ice Capades.

Philip H. Cohen, management sup-
ervisor on American Tobacco at
SSC&B, clected a senior viee presi-
dent.

Walter Adler to media dircctor of
Dancer - Fitzgerald - Sample, San
Francisco, effective 1 September
He moves from the New York office
to replace Sever Toretti who is re-
turning to N. Y.

Thomas J. Dempsey to the new post
of director of public relations fo,
Reeves Industries.

Sherwin Wasserman, formerly man
ager of market research at Colgate
Palmolive, to Ogilvy, Benson 8§,
Mather as associatc director of re.
search.

James O. Bridges to account execu
tive and Michel Will to art directo:
at Ketchum, MacLcod & Grove.
Ronald J. Levin to the Los Angeley
office of Fuller & Smith & Ross a
copywriter.

Marshall Riggan ta Jack T. Holme
& Associates as copy chief. '
David T. Little to advertising man
ager of Sicks” Rainier Brewing Co
Seattle. ]
Charles E. Overholser, Jr. to vic
president of Young & Rubicam.
Eugene R. Hatton to Earle Ludgi®
as account executive.

Robert W. Jennings, former mans
ger of equipment assembly for Al
pex Corp. video and instrumente
tion division, to manufacturin
manager of the division, succeec
ing Robert Weismann, who reeen
Iy beeame manager of enginecerin
for the division.

Albert S. White to vice presider’
and eopy director of Weightman.
Jerome A. Friedland to scnior prt
ject director in the marketing an
rescarch  department  of D.
Brother.

James F. Dunn to media director ¢
LaRuc & Cleveland.

E. William Donaloe, Jr., to exec
tive director of Sales Promotic
Exccutives Assn.
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Herbert G. Drake, since 1956 a
senior viee president of Ted Bates,
New York, to N, W, Aver, Sim
! Frincisco.
| Hlenry B, Safford, Jr., clevated to
vice quesident of  MeCann-Erick-
son, San Francisen.
Edward Walsh to account exeen
tive with Foote, Cone & Belding,
Los Angeles.
Fred J. Bingluon moving from ac
count exeentive with Bear Adver-
tising, L. AL to accaunt supervisor,
Phil . Franklin, vice president, to
manager of the new  Santa An:
| branch of Barmes-Chase, San Diceo.
Johu A, Charlesworth will be cis-
sistant ianager.
Leonard Katowski, creative snper
visor o Oldsimobile, cd Edmund
'F. Rushton, creative supervisor on
| AC Spark Plag, to viee presidents
Lt . . Brother.

BRobert Petrocelli to viee president
in charge of print art at DCS&S.
NMichael A Raymond, for the past
liree vears senior vice president of
srant Advertising, to general part-

wr of Brimberg & Co,
Nat C. Myers, Jr., former vice pres-
dent of TelePrompTer, to direc-
or af marketing-communications
sroducts and services af Industrial
’raduets division af Fairehild Cin-
'ra and Instrument.

lerbert G, Drake 1o N. W Aver,
wmn Frincisco, in account service
nd develapment.

tobert P. Freitag ta eastern region-
I sules manager, Noreleo Shaver
division, North Awerican Philips.
sichard B. Miller to copywriter at
renvon & Eckhardt.

«corge Price to natianal advertis-
e manager of  the  Reichhald
hemicals Alsynite division.
Vilham S. Hepner. Jr.. to director
£ public relations of the Electronic
whistries: Assn., assuming the du-
es of Rabert T. DeVore, who re-
ntly resigned.

Taper Daniels 6 excentive vice
esident of McCann-Ericksan, in
arge of the central region

ouglas G. Kenmedy from Dona-
ie & Cace’s former Los Angeles
fice to an associate post with

harles Estvan at Dimension Sgu-
0,

mest . “Buzz® Hodges resigned
seniar vice president of Cuild.
iscom & Bonfigli's San Francisco
fice after 10 years to become mar-
ting consultant for Wade Ad-
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Fashion world bowled over by AMF-introduced toppler trousseaus

New roads are being pased o the fashion industry and tie de

finding itself faced with a strange new bhedfellow i the sportsw
Machine & Fonndry which cadier this wmonth introdaced at o New Yo

Cronp Press Week fashion shiow the finst ine of fashion bowhae dlothies f

family, including

Here 1Llaune Holbten (1), Cope

vertising,

Donald C. Burnham to presideit
and  chicl exeentive of \Westing-
house Eleetrie Corp., snceceding
Mark W Cresap, Jr.. who resigned
for reasons of health,

Howard Gingold from ad nmumager
of Hastings and Moore 1o accomnt
executive with tlre Fiteh Advertis
ing ageney of San Franciseo.

T. Lansdale "Danny™ EHI joined
Frank Darien and Farle Russell as
a third associate with Advertising
Media of San Jase.

L. L. Garber to president and E. R.
Fiene, W. C. Ray, and J. B. Frank-
Im ta viee presidents of the Presto-
lite division of the new Eltra Corp
William F. Purves to viee president
of Prestolite International Corp
Jack Taylor to accomit excentive

dozen nesn creations by nine internationails K

iU 1 1 hier

C. Rol
delphia
Arthur M. Adler
hoard] of le
Industries

Polls: Rich.

t(ll \‘

\

Jack-Warren Ostrode |
lircctor  of  Beckiman-K

¢
tiemt at KB | \
Mavine C. Colwen ta e
at Redmond & NLarons
Mike Mungo

Yy .t. ) 14

1-1e r \dve

Maurice G, Vauehn,
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Hagerty exits ABC News

for AB-PT corporate post

James C. Hagerty has been
moved upstairs by American Broad-
casting-Paramount Theatres, with
his duties as head of ABC News
being taken over temporarily by
Stephen C. Riddleberger, v.p.-gen.
mgr. of ABC News, and Robert ]J.
Quinn, its exec producer and gen-
eral operations manager. They will
serve until someone is named to re-
place Hagerty
as ABC’s v.p.
in charge of
news, special
events, and
public rela-
tions, a post
he has held
since joining
thenetwork
in January,
: 1961.

Hagerty’s new title is corporate
relations v.p. for AB-PT, a post he
was elected to “in order to take
fullest advantage on more varied
corporate problems of his any
capabilitics and world-wide experi-
ence,” according to AB-PT presi-
dent Leonard H. Goldenson. In ad-
dition to his new responsibilities,
Hagerty will be available to counsel
ABC News when necded, Golden-
son said.

He added that under Hagerty's
lcadership, ABC’s news and public
affairs department has been “tre-
mendously  strengthened, and we
not only are competitive with other
networks in this area, but the na-
tionwide audiences which regularly
tune in ABC News radio and tv
broadeasts have greatly increased
in size.”

Commenting on the move, Hag-
erty noted: “It is quite probable
that 1 may cengage in on-the-air
work from time to time in the fu-
ture, so 1 do nof feel ds if 1 will
be severing entirelv my news in-
terests or activities.”

Hoss’ buggy hits big time
The hefty hero of NBC TV'’s

Bonanza, Hoss Cartright, leaves his

horse at the tv hitching post for

52

Networks

somewhat racier offscreen pursuits.
In private life Dan Blocker is the
proud part-owner of a new race car
which he describes as “the fastest
Grand Prix raccr in the world.”

Named the Vinegaroon, the car
which Blocker owns with Philadel-
phia ad man Hugh Peters is just off
the block and already starting to re-
coup the $25,000 it cost to build. In
a sort of drug-store discovery, talent
scouts spied the racer and recruited
it for a starring role in Elvis Pres-
ley’s new mavie, “Vive, Las Vegas,”
now in production at MGM. And
it's being pampered as few leading
ladies are these days—the studio
has ordered a stand-in vehicle and
a stunt double.

Although “Hoss” himself holds a
race driver’s license, he’ll never be
able to drive his own dream car. His
300 pounds just won't fit.

PROGRAM NOTES: NBC and
MGM-TV co-producing a new half-
hour adventure series in color
called Flipper for the 1964-65 sea-
son. Series relates the adventures
of a boy and a dolphin and is based
on the new MGM motion picture
by the same name . . . Basil Rath-
bone joins NBC Radio’s Monitor as
host for Monitor Theatre Time
which will be heard at various times
throughout the weekend . . . Jeffrey
Hunter will star in the title role of
Temple Houston, a full-hour west-
ern dramatic series set against a
backdrop of legal practice in the
carly  American  southwest. The
filmed series will premiere on NBC
TV Thursday. 19 September, 7:30
p-m. Produced in Hollywood Dby
Warner Bros., it replaces The
Robert Taylor Show in the NBC
lineup.

SALES: American Cyanamid (Dan-
cer-Fitzgerald-Sample) will sponsor
Alunimi Fun on CBS TV next sea-
son, Sundays, 3-5:30 p.m. starting
5 January for 13 wecks. Show is
moving over from ABC TV ... For
the second consecutive year, United
Motor Service division of General
Motors will sponsor the College
All-Star Foothall Game, live from

November (9p.m.) willbesponsored

L3

Soldier Field in Chicago, over ABC
Radio (2 August at 10 p.m.) .

Greece: The Golden Age, an hour-
long color special on NBC TV 5

by Reynolds Metals. Lou Hazam
is writing and producing the pro-
gram . . . The Samsonite Luggage
division of Shwayder Bros., Denver
plans the greatest multi-media ad
program in its history the last hall
of this vear. Campaign, via Grey
Advertising, will include from latc
October through 16 December par
ticipations in NBC TV’s The Price
Is Right with three or more minute;
weekly . . . Channing, a new our
long weekly dramatic series whicl
finds its stories behind the ivy cov:
ered walls of a university, debuts a1
18 September (10-11 p.m.) on AB(C
TV, sponsored by Brown & Wil
liamson, Dodge, H. J. Heinz, anc
Remington Rand . . . Captain Gal®
lant, a filmed desert adventur
series starring Buster Crabbe re
turns to NBC-TV as a weekly re
peat series 21 September (3:30-
p.m.). Sponsors are General Mill
and Beech-Nut Life Savers ... Th
43rd Miss America Pageant will b
broadcast live from Conventio:
Hall in Atlantic City on 7 Septen
ber (10-12 midnight) for sevent
consecutive year on CBS-TV. Spai
sors of the special, which will pre
empt Gunsmoke, are Toni, Peps
Cola,, and the Oldsmobile divisio
of General Motors . . . Two ful
hour NBC-TV color specials ¢
American themes, American Spe
tacle and The Red, White and Blu®
will be sponsored during the fir
half of 1964 Ly The Savings arﬁ

Loan Foundation.

PROGRAM PERSONNE
SHIFTS: A realienment of the N:
York program department at Cl
TV provides for the following pr
motions: Mare Merson named ¢
reetor of live programing, T
Loeb named to the new post
director of program sales, Rabe
Milford assumes new title of dire
tor of program services, and Rob
Peyson moves up to productit
managor.
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Blair tunes up volume in radio study

Blair Radio president Art McCoy
today unveiled an anprecedented
study designed to give advertisers
and agencies a vital in-depth pic-
ture of radio listeners all across the
nation. The study, terimed "National
Survey No. 1" was connnissioned
by the rep firm and the 35 stations
it landles and conducted by The
Pulse. Others will follow.

It is the first study measuving na-
tiona! listening to all types of radios,
wth in-home and out-ol-howe, ati-
Jizing personal interviews in the
liome. The scientifically  designed
sample contains 2,125 interviews—
Gabnost double the sample normally
ceepted as representative of the
ational picture—making the sur-
ov the largest of its Kind ever
nducted. Results are projected to
1.7 million radio houscholds.
Data on various characteristies of
hc audience, such as oage. income,
pecupation, family size, cducation,
'tc., are reported, giving flesh and
Dlood reality: to bleak mumbers, and
mabling advertisers to zero inoon
harply defined specific audiences,
sach one of them hopefully heavy

Blair Group Plan
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with prospective criistomers,

The Blair stndy actnadly began
as o twinkle in the eves of agenay
media people, Suspired by \Ward
Dorrell, researeh vop. of John Blair
& Co. e gueried innnerous ey
ageney people i media and media
rescarch, as to what sort of data
they wmost wanted regarding radio
listeviers. From this begiminnge the
survey took slupe. The interviews
were conducted by Pulse in Novem-
ber 1962 and, after weeks of talws-
lating  the data assembled,  the
report is a reality,

In presenting the report with
McCov, John Blaiv, president of
the rep finn, expressed “great con-
fidence in radio,” stressing that he
feels “radio is not on trial, but that
the proper use of radio (by adver-
tisers) is.” Tle went on to sav that
Blair's National Survev No. 10 by
aiving as complete a picture as pos-
sible of todav’s radio andience, will
he a singular aid in helping adver-
tisers score advertising hullseves in
using radio effectively and - cfli-
ciently,

The report includes data on the

Nurvigwer L
(W adikty

-

’ FEMALE

MAG,

35 Blar Gronp stations ws well o
the total saple daty and m van
ants areas oflers o companson of the
two. It also mehdes compansons of
Blor Cronp recho wath other e
tional inedig As the decampaning
sy ey Chart reveals, e e ads of
who histen to Blar
repped stations spent 2357 more
time listenme to radio than readime
uewspapers, and S0/ wore ta
with racho thaw st magazines i
the case of the female heads of
honseholds, the chaet shows the
radio Jisteping advantage is 23974
and 45077 respectivels, A il
tide of cliarts and tabs for spevific
sales sitnations, althongh not .
cliaded in the report are available
to advertisers and agencies, accord-
e to MceCay,

Il(’ll\l"l”'('\

T conjunction with Natoual Sar.
ver Naou b, Blair has initiated o sen
e believed to he the fist of s
Kind  established by rep b,
whereby agencies can nse a speal
Blair form to submit o profile of the
mudience they desire for o specifie
product. and the bndget allowance
Then Blair Radio Researeh. acond-
ing to department hiead Bob Galen,
will ntilize o Blair Gronp Pl data
form to present a plan specifically
tailored for the prodnet. also cinn
paring the plan to network data of
desired by the agena

ITC’s Jo a foremost scller—
dairy pacts for 30 markets

Swinvin® songhird Jo Stalford s
tirnine ont to he o strong sellor for
distrilimtor tndependent Telovimon
Corp. Marking FTC Y hazeest ¢
wonal of the vear. Foremaost 1) arnes

Cwld, Baseom & Bonfich  has
picked ap siv hoor leng musical
specnils starrme Miss Stalford
will sponser the how e m 30 aapr
marhets swest of the Misasapp

The Foremmst buy e Haws THC
provions sale al o Jo Stttord e
to Proctar & Ganble vin le e
nett for CBS TV Wath @nest st o1
Bolh Tope and Janres Darren
PaCoone-shot as echeduled Fae IS
Angnst at 9 pan The |
casts sall start ater i th vear

Some ul the entertamme nt warbd «
top nanies appear e thee spreaahk

1Com st tele
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Channel 12's joane Humphrey Wields a mean pen

Linc drawings like this one have won praise for Joane Humphrey of Channel 12's copy
department. Called “No-Navel-Nudes,” they are whimsieal interpretations of Jounc's
own delightful view of life. A one-time model, Joane was also sec’y to James Clavell,
producer-director of “The Swect and the Bitter,” filmed in Vancouver last year

including Ella  Fitzgerald, Rose-
mary Clooney, Mel Torme, Peter
Scllers, Clair Bloom, Peter Lawford,
and others. 1TC is making available
a total of eight one-hour programs
for sponsorship by regional adver-
tiscrs.

Chairmen for N. Y. ATAS

The N. Y. chapter of ATAS has
named members to head five stand-
ing committees as follows: Activi-
ties—Irwin Sonny Fox, president of
Sonny Fox Enterprises, and Herb
Sussun of Screen Gems, co-chair-
men;  Membership — Gene  Accas,

-

by

network relations v.p. for Leo Bur-
nett; Publicity—Public Relations—
Syd Eiges, NBC publie information
v.p.s Loeal Stations— Norman E.
Walt, Jr., v.p.-gen. mgr. of \WCBS-
TV; Legal —attorney Edward T.
Burns.

Other comnmittee chairmen named
by chapter president Roval E.
Blakeman are: Forum Program —
Richard Reetor of VIIF, Inc., and
Renee Valente of Talent Associates
—Paramount Ltd.; National Awards
Nominations—producer Albert Me-
Cleery and NBC seenic designer
Tan Scott; Review and Planning—
Mildred Freed Alberg of Milberg

Enterprises, and Roger Englander,
producer-direetor of the N. Y. Phil-
harmonic Young People’s Concerts
with Leonard Bernstein.

SALES: WJR, Detroit, key station
for the Detroit Lions Radio Net-
work, originating broadeasts for 36
stations throughout upper and low-
er Miehigan, sold eomplete cover-
age of the games to Marathon Qil
Co. and Altes Brewing . . . North-
west Mutual Insuranee will co-
sponsor ten Fresno State College
foothall games on KJEO-TV, Fres-
no, beginning 22 September . . .
Wings of Healing, a gospel infor-
mation organization, has renewed
for 52 weeks its morning and eve-
ning programs on Sundays over
Mutual Broadeasting Svstem for
the 11th consceutive year. Century
Advertising of Los Angeles is the
agency Daily Construction
News, a nightly report on latest
developments in the construetion
industry, presented over KABC,
Los Angeles, under sponsorship of
PLP.E. (Plumbing Industry Prog-
ress and Education Fund). The pro-
gram is broadeast each night at

10:10 p.m.

FINANCIAL REPORTS: Taft
Broadeasting reports that for the
first fiscal quarter ended 30 June
1963, net revenue was 83,203,574
vs. $3,057,975 for the same period
of 1962. Net income was $563,74€
vs, $578,541 and earnings per sharc
were 36 cents for hoth periods . .
Wometeo Enterprises’ net income
after taxes for the first 24 week:
of the vear was $1,043,439 as com
pared to $916.197 for the samn
period in 1962. The interim repor
for the 24 weeks ended 15 Jume
shows gross income of $9,950,74]
Gross income in the same 196:
period was $8,915,101. Per shar
earnings werc 72 eents as compares
to 64 cents for the same period i
1962 . . . Storer Broadeasting r¢
ported earnings for the six month
ended 30 June of $1.28 per shar
compared to $1.48 for the sam
1962 period. Net ineome after taxe §.
for the first six months of 1963 wa
$2.931,654 vs. $3.618,366 for th

same period in 1962
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WNEW looks back 30 years at Garden gala

Just saying "Thank You" to its hsteners last week cost Vic Damone, the N. Y. Football Giants tea ng t
New York's WNEW over $25,000, as the Metromedia sta gala, WNEW v p.-gen. mgr. John

tion hired out Madison Square Garden and invited many lirector Varner Paulsen recewved a Mayor's Citation fo
of the entertainment industry's top personalities to take tt alt A
part in the five-hour extravaganza launching festvities York City

leading up to its 30th anniversary 13
February Nearly every one of the 18,300
seats was filled, with some $52,000 in
proceeds from the sale of tickets going
to the Musicians Aid Society, which pro
vides financial assistance to aged and
needy musicians. Those taking part in the
gala either appeared for minimum scale
or donated their services. Since WNEW
went on the air three decades ago with
the push of a button in the nation's capi
tal by President Franklin D. Roosevelt,
the station has helped launch—or added
luster to—many of the entertainment
media’s brightest talents, a number of
whom were on hand at the Garden party
Two circular, slowly revolving stages
were used in the center of the arena to
handle the huge lineup, turning it into a
sort of “theatre in the round.” A touch
of nostalgia was introduced for long-time
listeners who remembered the days of the
big bands in the late 30's and early 40's
when a skinny kid named Frankie had
bobby-soxers and matrons swooning to
his voice. That Frankie is bigger today
than ever, but as an actor and swinger
more than a singer. However, a budding
replacement named Frank Sinatra, Jr
made his New York debut, starting out
as his father had done—with the Tommy
Dorsey Orchestra. Frankie Jr. sang the Era Gabor tapes her 11:35-midnight show of 1950 .t
songs that first made his father famous,
using the same style and arrangements
and even accompanying the Pied Pipers
in a tune or two. There was a tongue-in.
cheek squeal here and there in the Gar-
den, and that was enough to bring forth
an eerie feeling in those that remem-
bered the Senior Sinatra's early days.
Others appearing during the evening
included Helen Forrest, the Si Zentner
Orch., Ray Charles Singers, Peppermint
Lounge Twisters, Sy Oliver Orch., Jack
Jones, Teri Thornton, Dukes of Dixieland,
Jerry Vale, George Maharis (singing), J's
with Jamie, Martin Block. The Seven
Epics, Steve Lawrence & Eydie Gorme,
Dave Brubeck Quartet, Buddy Hackett,
Jack E. Leonard, Della Reese, Peter Nero
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Newsmakers
sty / radio advertisin g

Norman Gladney

Elgin National Watch has named Gladney as-
sistant to the chairman of the board and
president Henry M. Margolis. In joining Elgin,
Gladney resigns as president of Taplinger-
Gladney, a New York advertising agency. He
is a former v.p. and director of marketing for
Golden Shield, then a subsidiary of Sylvania
Electric, and was the director of tv, radio
and sales promotion for Bulova Watch.

Edward Argow

Argow has been appointed a vice president
of McGavern-Guild. He joined the raido repre-
sentative firm’'s New York office in 1959 and
was appointed manager of their Chicago
office in 1960. He returned to New York as
sales manager in 1962 and will continue to
work in that capacity. Prior to joining McGav-
ren-Guild, Argow was associated with the
Forjoe Company and Dancer-Fitzgerald-Sample.

Dr. Alfred Watson

Radio Advertising Bureau has named Watson
director of advanced research to direct the
bureau’s $200,000 study of methods for meas-
uring total radio audience conducted by Audits
& Surveys. Watson was executive v.p. and
senior project director of Alfred Politz from
1958 to 1961, then left to become marketing
v.p. for United States Rubber. He recently
joined the faculty of Columbia University.

30000000 0] 800000 0000000000 00000000 AR DA O O

Sidney Grayson

Grayson has joined MetroMedia as v.p. and
general manager of KOVR-TV Sacramento. He
was owner and general manager of KSYD
Radio (formerly KFDX) and KSYD-TV (formerly
KWFT-TV), both in Wichita Falls. He was also
general manager of KMID, Midland, Texas. In
1961 he purchased the West Texas Network,
is now selling stock in the 4-station web
comprising KDUB-TV, KDUB-AM, Lubbock,
KEDY-TV Big Springs, KPAR-TV Abilene.

Richard Gray

Geyer, Morey, Ballard has appointed Gray
account executive on the Danny Kaye show, to
be co-sponsored by American Motors on CBS-
TV in the fall. Gray, who will operate from the
agency's Los Angeles office, returns to GMB
from Van Praag Productions, where he was a
v.p. He was previously a radio-tv producer for
GMB, Jeaving in 1961 to become manager of
WFAA Productions, WFAA-TV Dallas.

St i
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SYNDICATION

SALES: Eight stations have already
ordered the additional 26 episodes
of The Life and Legend of Wyatt
Earp just rcleased into domestie
syndication by ABC Films. To date,
over 123 markets have bheen pacted
for the off-network western series
... WABC-TV, New York, acquired
70 post-1950 filins from Seven Arts.
Fifty of the titles are from volume
7, now sold in 12 markets . . . TV
Marketeers has sold its first pack-
age of movies—I11 Alexander Kor-
da-produced features—in 18 eities
in the first two months of distribu-
tion. The company has made dis-
tribution arrangemeuts for the west
coast with John Ettlinger of Medal-
lion TV Enterprises, the mid-West
with Ben Barry of Ben Barry Films.
and for Canada with Paul Talbot
of Fremantle International . . . Four
Star Distribution Corp. i a fast
selling [nly, has racked up 17 new
sales on its off-network series. Dick
Powell Theatre leads with 10 new
sales . . . The Mighty Hercules,
new 130 segment eartoon series in
svndication by Trans-Lux Televi-
sion Corp.. purchased by five more
U.S. tv stations and one Canadian
outlet.

MOVING: B. F. Adcock to Dallas
resident vice president of The Alex-
ander Filin Co.

REPRESENTATIVES

APPOINTMENTS: ‘WPBS, Phil-
adelphia, to Roger Coleman, Ine.
as  national representative,  and
Robert S. Dowme, Philadelphia, as
regional rep. Station’s new fim oper-
ation will broadeast some of QXR
Network’s sterco programs hegin:
ning this October . . . WMNTW
(FN). Mt Washington. N.H.. t
Good Music Broadeasters . .
\WMIAS, Springfield, and WEXT
[Lartford, to The Bolling Companyf
. . . WCRB. Boston, to George
Hollingbery . . . The Maine Broad
casting System to Robert E. East
man. Stations are \WCSH, Portlanc
WLBZ, Bangor, and WRDO, Au
gusta. Maine Broadeasting Syster
was formerly represented nation
ally by Broadeasting Time Sale
Nona Kirby Co. will continue t
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GREEN SPLIT

Cartoon folders serve as introduction to KVIL (AM & FM) ft
Warm and friendly cartoon cards are given to anvone i Dallas who huvs
aecl D \ I
promational et will i ) 1 f. KVH
I~ ¢ I (] (31] { r \
regionally rep the stations. i Bos fi f CBS TV St N
ton. S.les

Jerry Lawrence 'S exeen
MOVING: Juin Stevenson 1o e tive in the Los Angeles oflice of 0
count executive in the Chicavo of- RKO Ceneral National Sales

3PA brass inspect site for November convention

N San Francisco recently to tspect the Jack Tar Hoted, ate of
romotion As o1
Wresi I

NI\ p. Clark Grant ( WOOD-T\

PONSOR 29 jrLy 1963

(]

POO SEEP



pause. Recovering quickly, Chase,
added Dbelatedly. “. . . and when
youre at that refrigerator, remem-
ber—it’s Pepsi, please.”

The Pepsi-Coke mixup is far from
new. Oldtimers recall that one of
Fayc Emerson’s guests, a rcserved
English dramatic actor, appearcd
on her onctime Pepsi show and im-
mediately put his foot in his mouth
when he referred to the sponsor’s
arch rival, Coca-Cola. But Miss
Emerson, no stranger to such crises,
quickly ad-libbed: “An Englishman
couldn’t be expected to know as
much as we do ahout Pepsi-Cola.”

One of the biggest public service
functions performed by Fort
Wayne’s WOWO is station person-
ality Bob Siever’s “fluff talks” dc-
livered throughout the city. Some
not printablc are used with male
audiences only, but many arc just
downright funny. According to
Siever, he has given over 500 of
these talks and made quite a nest
egg for himself. Somctimes, he is
booked as far as a year ahead.

The fluff that Siever tells which
never fails to bring down the house
concerns a commercial for the Syl-
con Mattress. A typewritten crror
in the manuscript copy completely
missed Siever and he rcad: “Ladies,
when you are making your beds
this morning, be sure you check and
see if there are any ‘soggy’ (saggy)
spots.”

COMMERCIAL CRITIQUE
(Continued from page 40)

cials. These demonstrate cxcep-
tional creativity, from concept
through production, and it is felt
that getting the writers and art di-
rectors exposed to this sort of thing
will give them a kind of creative
transfusion. If the exposure worked
like a pep pill it would be all right.
Unhappily, it often does just the
reverse. People become so attached
to the attractive ideas they see i
these reels that they must have one
for themselves and so they take onc.
This is where our streamlined rapid
asscmbly line often starts. The
framework of the commercial is a
pre-assembly, brought into the
ageney in this way. The writer sim-
ply hangs his ideas oir it in a slightly
diflerent  arrangement.  Ile  then
passes it along to the art director
who gives the body a pretty paint

58

job and moves it off to television
production—the wheel department.

Here red wheels are matched to a

red body—design commercial to a
design oricnted studio, a small op-
eration but important. In the studio
it is run up, so to speak, and driven
oft the linc. Then, after a trip
around the test track and some
minor adjustments, it's done—one
more mass produced assembly line
commercial. Put it on the road and
it looks like any other.

This is no way to make a com-
munications product. Most of us
know this. It may be expedient, or it
may not be possible to deliver ad-
vertising volume in any other way
but it is difficult to defend if we're
talking abont creating advertising
that communicates effectively. The
pressurc is now on the “organiza-
tion” to bc more creative. The crea-
tive man, as always, is expected to
have the answers and he’ll be com-
ing up with one in this present
emergency. We can only hope that
before going off in a new direction
someone will take the time to look
at the destination signs.

Urgces scarch for ideal

iy looking for a good solution to
this problem it would be better to
set our sights on an ideal and hope
to meet practicality at its highest
level. We must give creative peo-
ple, who understand the art of com-
municating in the television me-
dium, every freedom to do as they
think best in addressing the viewer.
With no artificial restrictions im-
posed, the creative man will begin
to perform like an artist.

First, he will take a lot inore time
getting selling information for him-
sclf. TIc will enlarge upon his
knowledge of the research heing
donc in the communications field.
Dreary as some of these studies are,
there are a few, at least,, that the
creative man will find pertinent in
the present sitnation. With new
communications ideas in mind, the
ercative man will get himself ont of
his writing cubicle and take a look
at the product wherever he can get
to know it best. And then he will
get to know the consumer. And
after finding out what the product
really has to offer and what the con-
sumer may like about it, he will
have the right ingredients to put
into the selling idea. Without these

preliminaries it is unlikely that an
cffective selling message can be
prepared. For we might as well try
to light a wet match as to make
anything out of a commercial whose
selling premise is not right.

Current practices notwithstand-
ing, television is not illustrated ra-
dio. This being the case, we must
be concerned with the oral-visual
unity and performance values. If
the commercial does not play, thea-
trically speaking, it will not com-
municate well.

Mistakes can be helpful

Every finc creative accomplish-
mment has had some amount of trial
and error in it. The artist sketches
and paints over, thc performer rc-
hearses, the vriter rewritcs. The
creative man must have an oppor-
tunity to try out his ideas and make
revisions in them antil he is satis-
fied that he has the expression he is
trying to achieve. If we don’t do
anything else to improve the crea-
tive system, we ought to provide
the television creative man with the
opportunity to make a prototype of
his commercial. Give him a chance
to make mistakes, to trv out his
ideas in their performance stage
and to work with these perform-
ances until their theatrical values
are honed to a fine sharpness. Give
the creative man time and let him
work out his ideas without nter-
ference and he will create very ef-
fective advertising.

So, there you have the idealistic
plan and if we could follow it we
wouldn't have a television adver-
tising problem, I'm sure. ITow near
we can come to the ideal depends
upon how we want to measure cffi-
cieney. If we measure it in terms of
communicating dependability we
will come very close. If we meas-
ure it by the vardstick of opera-
tional efficiency U'm afraid the ideal
will be serapped; for creativity can-
not tolerate automation. '

The signs read “Creative Effec-
tiveness” in one direction and “Op-
erational Efficiency” in the other.®
One road runs up to higher ereative &
places: the other toward a sea of
sameness. One road saves on crea-
tive onerating costs immediately:
the other makes the service more
valuable. When we make the choiee
we must realize, too. that the adver-
tiser has a lot at stake. &
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BUSINESS 0UTLOOK

(Continued from page 31)
tor uf the statistieal departinent of
Steiner, Ronse & Company,

The ewrrent tichter moucey pre-

ture will not be providing as innchs
stinntlus to the ceonomy as has been
the case in the Paast yvedar or so,
Trachtman declares, adding  that
there are o nmber of compensating
factors snch as (1) the generally
rsmy trend of indastry capital ex-
penditures, (2) the prospects of
ome form of tay rednetion; (3)
he backlog of anfitled  dorable
oods orders i Mav recorded an
nerease for the tifth conseentise
month and (1 another wood in-
rease i govennment spending on
< federal, state and local level
s i store.
“All these factors, combined with
munber of others, point to a pro-
alile continuation of the current
igh level of business activity at .
ateaw throuch at least the first
uarter of 19647 Trachtman be-
(Y

Dillayn aptimistic

At BBD&O. Tom Dillon, general
anager of the ageney | told spoxson
at the cconomic tremd is steadihy
p Tand will undoubtedly continne
)y be, richt across the board, for
e remoinder of the year.”

“In a situation like this, the area
wt profits most immediately seems
be packaved coods—sinee people
disposed to eat better® first,”
illon savs. “An interesting veneral
arketing indicator today i the
ct that lots of tv stations are liter-
v sold out right now—and pro-
bh will he for the rest of the
ar. This is also true of a good
lof tv network time.
In the July issue of the First Na-
nal Citv Bank’s \Monthly  Eco-
mic Lotter, econosists ask  the
estion w hether, after the vacation
m, industrial activity can im-
ve npon the fiest half vear's per-
‘manee. "It s clear that some
mili which had been helping ac-
ity witl weaken,”™ the publication
es. “In (wo important lines, steel
antomobiles, production is re-
mg from crests that are unlikely
e duplicated in the second half.”
Fortunately, increased binsiness
‘-*l prospect for other arcas,” the
3 publication continues. “Busi-
ontlins on new plant and
ipment—which have been lig-
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garg—.ate sehedinled to nse dimg
tie seeoud half and will no doult
eapaied more affirntively i corpo
rate tax reductions are cracted
Fcitors at The Vahie Lane Invest
ment Survey put at this way. "Our
ainess iy that the cutrent reaction
will not mark the very end of tlie
Dbl ararket hut awill e followeed Dy
another upthrast o test and pos
sibly eveerd old lughs of 1962 R 4

ATLANTA BLOND

(Continued from page 31)
vears of hroadeasting experience at
WTAR i Norfolk, Va., WCSC,
Clurleston, S, Coamd WEVT in
Tapa, Fli. ber hometown.

Sandy underwent an indoctrinag
tion to become familiar with C-1
appliaices and the Ceorgia terri-
tony. She staved in plannming hud-
dles for lume hours with Chuck
Shickds and  Fron  Famill,  the
ageney s viee president and  copy
director.

b a few weeks, Nustin was ready
10 spring his new radio proposal to
the 150 Ceorgia retalers, and he
chose a  mid-winter  advertising
clinic to make his move,

As dealers seated themselves for
the mevting, a sample G-E spot an-
nouncement  flowed  dramatically
mnto the reom:

MAN: Boucht me a sterco . . . that
on-the-wall job . .. just paid $165.

MAN: No foolin™?

SOUND: BOINCGGGCG

ANNCR: (PROGRESS TO FAST

SPEED)Y NO FOOLIN' .. . NO

FOOLIN ... NO FOOLIN ...
SANDY: (LAUGHS IN) This is

Sandy Strand for G-E, and no

foolin’, folks, HARRIS APP'LI-

ANCE CENTER is bursting with

huy-em-none  harcains! Consider

this one! C-E console sterco . . .

with the magnificent sound you've

oheayswanted .. with all-wood
cobinetry . . . styled to fit fabu-
lously amychere yon choose

on the wall .. . on a bench

JANUARY PRICE TAG SPE-
CIAL . just S16S' NO I'OOLIN'

It's HARRIS APPLIANCE'S

vreatest sale! Bie price reductions

on G-I refrizerators, [roczers,
washers, dryers. te's - and hear
this! G-E table radio . . for AN

cand FA listeninz .. only 837!

Al-aluminum ice trays st

SS cents' And o many harzains

you'll be droolin® .. . NO 1'0Q0! -

\Prii
Hur g

IN So ’m’l HARRIS
ANCL m Cordih
HARRIS APPLIANCL

\WACH PROGRISS TO | ASNT

SPLED NQ TOOLIN \NO

FOOLIN NG FOOLEN

BLTTIERGLT THIRIFAST

P AST FAST!

Vistin the sales preacher su
preme, the o cate on 1o tell deders
of W D Alevander’s plan to pro
vide cacle of them with sich cus
tomntzed radio spots for use durme
overy G-Foosales program  He also
detwonstrated o telephonce Deoper
sestern wiiich he said wonbd e
stalled at W D Alesandor s studho
o Sandy could record  conversa
tiona] commereials swath any local
dealer in Ceoruia,

"o this wav,” Vustin explaned,
“we'll be able to enstomize a radio
commercial for voun between state-
wide programs whenever vou
necd ite Yor can place o eall o
Sandy one morninge and get o pro-
diced tape ek ready for your
local station  within 21 hours.”
\ustin promised

The dealers were overs hiehned
They  knew  that when Vst
prowised, he delivered.

The bhudeet pereentage spent for
racdio has jumped from eight to 25
during Nnstin's T vears at WD

\levander. Chuek Shiclds hanedles
plicing of radio time tor Vtlanta-
arca stores, V large portion gocs to
WSB, Mlanta, which covers TS of
the state’s 139 coumties G-ID retan!
ers ontside the Mlanta area place
their own radio schedithes  wath
W D Alevander partiapating

C-F retdilers are elated with re
sults they re getting from the new
radio spot system.

Chuek Shields. e nes head. savs
of the grassroots radio plan

“The  ‘customized  ¢ommereral
awatem has mereased the ffective -
ness of  CGeols radio advertinins
throughout the state. But nost -
portant, the plan has hetped radu
do g hetter selling job, showmg bet
ter immediate resalts ”

Wt has such industriens hase
asststance to G-F retatlors moant t
the Atlanta distribitor? Quarte o« bit
O C NMcebhean sales mmazer for
W D Alevander Company, reperts
the firm now  helds the coamtny’s
Noo 1 opositeonr an G 1 distnbnter
performaney by an noprossine mar

it v
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IV “SELL” FOR MOVIES

(Continued from page 37)
tion on tv {or about two to 10
davs. Minutes, 10s and 20’s are
used—nsually the minutes repre-
sent a small proportion.

During one week this spring,
chosen at random, Broadcast Ad.
vertising  Reports  counted 1,000
movie spots in 16 nuirkets.

Currently there are a handful of
agencies which handle most of the
movie advertising. They are:

Monroe Greentliol—United  Ar-
tists, Associated Independent The-
atres, Columbia, RKO Theatres.

Donaoline & Coe — MGM, Loew’s
Trans-Lux, Radio Citv Musie Hall,
Criterian,

Blaine-Thompson — Warner
Bros.

Others: LEN—Paramount. C. J.
LaRoche—Buena Vista (Walt Dis-
nev ). Schlaifer—20th Century Fax,
Universal, and a half-dozen the-
atres,

Promating movies via tv is not
new,

Television was used 11 vears
ago by 20th Century Fox for “The
Robe” (the sum allocated to tv
for this pix was the largest ever
at that time). This was perhaps
tv's first success stary in the movie
ficld. The nest year RKO used tv
heavilyv  ta  reintroduee  “King
Kong” and to promote “Mighty Joe
Young.”

The Ld-week newspaper  strike
in New York eonvinced many a
die-hard  newspaper mavie advo-
cate that tv could handle mavie
advertising—aed - handle it effec-
tively.

“The strike proved tv could be
used as a primary mediom in-
stead ol just a  supplement  to
print,” accarding 1o Jim Barry,
sales manager  at \WNBC-TV,
which  hindles nmeh  of  New
York’s movie advertising on tv.
“Producers and  distributars  rea-
lized you could even opeir a pic-
ture withput tv and still get gowd
resnlts.”

Russell Downing.  president of
Radio City' Music 1all, savs busi-
uess was veny  good during  the
strike, and helieves “Days of Wine
and Roses™ was one of the show-
case’s most suceessful post-Chirist-
mas features. The Astor Theatre on
Times Square rvealized one of the
best grosses in its history during
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the premiere of  United  Artists’s
“Taras Bulba,” introduced during
the newspaper strike. ’

So far, 1963 has proved a big
vear for movie air advertising, ac-
cording to WNBC's Barry. For ex-
ample, Columbia, which prepares
commercials ‘or 85¢7 of its movies,
has served up generaas spot sched-
nles for “Bye Bye Birdie,” “The
L-Shaped Room.” “Lawrence ol

Are regional
advertisers returning
to syndication?

Experts in the field reveal their
views on the future of this market.

NEXT WEEK IN SPONSOR

Arabia,” “Sundays and Cybele,”

“Barabbas.”

Universal has come on with
“Forty Paunds of Trouble,” “To
Kill a Mockingbird,” “The List of
Adrian Messinger,” “King Kong
vs. Godzilla,” among others.

The list grows and grows and
agrows.” savs Barmy.

Paramount’s  two  biggest  hits
were  both  heavily  tv-supported.
About $250,000 each—half the total
ad budgets—went into tv for “Hud”
and "Come Blow Yaur Tlom.” But
Paramount’s  advertising  manager
Martin Davis  indicates that re-
gional editions of national maga-
zineys like Life and Look are attrac-
tive and might steal business away
from tv as well as newspapers.

MGM, already a firm user of
tv, is dipping inta calor. Via color
spots “Captain Sindbad” is now be-
ing introduced i five cities—Cin-
ciimati,  Dayton, Indianapolis,
New York, and Los Angeles. 1n
Cincinnati and Daxton the spots
are heing tested against two con-
trol  cities of equal  population
nsing  black-and-white  commer-
cials. If the color spots prove suc-
cesstul, they will he used for other
MCON releases, a spokesman said.

Undisputed leader in v adver-
tising is Walt Disnev which goes
in heavily for network time. Haw-
ever, conmmercials  as  sueh  are
never shown on Disnev’s regular
NBC show, The Wonderful World

of Color, whicli is sponsored by
RCA and Kodak.

Aside from placing  relatively
large amounts of ad maney in
spots, industry executives feel Dis-
ney gets added promotional mile-
age from the show itself. But NBC
and Disney claim there has heen
no cross-plugging with the exeep-
tion of a partial scene of upcoming
Disney movie production  which
was aired o Wonderful World
last year.

There are many firm ease histor-
ies to back up tv's eflectiveness.
besides those already  mentianed.
Here are some examples:

e “Flipper™ (MGM): Recently
this movie was a big hit in Atlanta
and Miami where it was primarily
tv-promoted. Belief is that tv de-
serves the credit for success and
should be bulwark of introduetior
throughout the country.

e “What Ever Happened ¢
Baby Jane®”(Warner Bros.): Orig
inally, no distribution firm was will
mg to handle this picture. Tall
was that it would not be a success
WB advertised it heavily on tv
giving medium 60% of total ac
budget. Result: film had excellen
hox-affice reeeption.

e “Spencer’'s Mountain™ (Wan
er Bras.): Due to policy at Ney
York theatre where movie opene
tv was not used . . . and movie di
poorly. Throughout the rest of th
United States tv was used exter

sively . . . and the movie did ver
well.
e "The Langest Day™ (208

Century Fox): Tv took the spe
light at reeent meeting on movic
ad plans. New York debut pr
moted via 30 spots on a New Yo
outlet was great success. Numb
of box offiec impressions made w
42 million, according ta rating s
vice figures. This would be eque
alent to populations of Chicag
Los Angeles, Detroit, Philadelph
San  Francisco, New  Jersey a
Ohio.

Some of the major company &
pub exees are more  enthusias
than others about the patential
tv for advertising, but all of then
even those who state that noth
will ever supplant the stand:
newspaper display ads and puls
city stories—agrece that tv spots ¢
hring better results than they o1
inally believed possible.
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By SANDY BECKER
television personality,

WNEWSTVY Neae York City

In all the recent disenssion of
elevision’s public service obliga-
wn, one poit has been largeh
verlooked,  Public service  can
wring a direet selling henefit to the
dvertiser at  the thme it
‘rves the pubhe good.

There are a number ol wavs in
hich participate in
devision's public service Tnnetion.
fost of them are designed simply
y “enhance the corporate imace;”
nat is, to show the viewer that the
oy s an active interest in
e  public good  and  welfare,
hereby, it s hoped, the viewer
il have a favorable impression
f the advertiser and will glow
qth a warm inward Teeling when
ancing upon the  advertiser’s
rodnet on o snpermarket  shelf.
Tiether he reaches for it is an-
her matter, the dircet sales mes-
ge is evpeeted to accomplish
at ceritical final step.

The tswo most important wavs ol
hancing the public serviee “in-
*are, ol course: a) by sponsor-
ip of a pnblic service program
wl. ) by donating commercial
ne to one of the causes approved
the Advertising Conneil. Both
them are very “low sell”

A definite “hard sell” value, on
e other hand, can resnlt from the
tegrated public service message
thich is o part of the program
ntent. 1t s like a selling com-
ercial in that it urges the viewer
| take action. It is wnlike a selling
tnmvrcinl in that it is not scl-
ving—and therein lies the seeret

s cnormous benefit to the ad-
stiser and his sales message,
Let me illustrate by example
m my own daily practice. T am
ponsible  for  two  hours  of
ildren’s  programing o day  on
amnel 5, the Metromedia station
New York City. The commercial
iilabilitics are sold ont. \Why?
We entertain. We give them car-
ms. jokes, cames. and informa-

Nannet

advertisers

-
-
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“VIEWPOINT]

UBLIC SERVICE: IT CAN BOTH SERVE AND SELL

A column of comment

by industry observers

tion that they  thovonghh enjoy
We know becmse their il re-
sponses tell s very eniphativally
what they do and do not like.

We have their condidence, We
talk on their lesel bt da not talk
down to them. We tell thene the
truth—and that includes the com-
mereials, We have never carried
deceptive commercial nor a dhs-
torted picee ol information We
Inve made mistakes, ves, bat we
have abwavs heen willing to stand
corrected by the viewers.

We serve them. Every week we
carry o public service  thene
throngl both honrs. And, ves, it
helps the advertisers wha pay the
bills for the program, as well as
the children wha watch st

Recenthy for exampile. the Vet
erans of Foretgn Wars,  throueh
their local posts, have been carry
g on a bievele safety campaign.
The emphasis has heen on safety
during those dusk and night-time
loms when bicvele-putomohile ac-
cidents are most freqneut beeimse
motorists - am’t see children on
bikes. or vice versa. The heart of
the VIFW “Lite-A-Bike” eampaien
has been vefleetive tape—strips of
mnmned tape covered with reflee-
tive material hike that on road
signs. The VW is givine them out
free. Attached to the Tenders and
Iindlebars of bieveles. they pick
np the headlights of antomobiles
and  vefleet  their straieht
hack to the driver.

A\ during one week 1 talked
abont bicvele safety and tokd the
children they could et “Lite-A-
Bike™ veflective tapes free from the
VW 1 had posters visible on the
set behind e, and showed a little
film of newsbhovs from the lLong
Island newspaper Newsday  dem-
onstrating  cood  hicvele  safety
practices. By the end of the week
most of the VFW posts in the New
York Metropolitan arca had  run
vut of free reflective tafice.

The  children know.  hecanse
their parents have been telling
them all their Bives, that they st

colors

on broadcasting/advertising,

observe good satety halauts when
nding thewr Toeveles They R
m short that swhat £ tedl tean s
a pubhe sorvice s tor their sakes
and not for e av e advertiners
Inevitably thee

the comnmerenal content e

IN atarry oner te
\.I|1 N
mpact ol v cotmercoals s
reased  mumeasivablv. Know iy
thiat they i trist o abouat In
ovele safety, they leel they can
tonst e abont a prodoct

The same thing olniomdy ap
plics to adnlt programs The par
ticipation of a Bob Tope or o Jack
Betun e oy pubilie serviee
tivits has premnm valne—Dbecase
their andieners trast thene Andd by
the sinne tohen, entertainers sich
as these invohve themselves i pah
lic service not only for nier rea-
\llll\'—l)l‘(‘.lll\(‘ tll('.\ ale r('\l)()ll\'l)]t
people—Int also becanse at adds
to their total statare and valoe as
catertamers.

In the end the sreatest valne ac
cries to the advertiser—and bl
wervice  becontes an importaoit
function ol enlichtened  self-inter
est. 1t both serves and sebls, 4

Sandy Becker

Joined WNEVW.TV dn 1435
to host «hildven's showes, after
ployinz  the  role  of  CBS
Radio’s “Youne Docter Nla
lone™  bemvmne o 199N
Becker orinnally planned o
carcer n anedeine, but b

came interezted i hroadeast
e when B woerked o oa
part-time annonncer on
WM RL VWoodade N )

while at N Y Unnversity
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*SPOT-SCOPE |

BREWER BEGUINES SPANISH APPEAL

BL’R(;I-.H.\H-:IS‘I'I-IB Brewing (San Francisco) starts a broadeast media cam-
paign aimed at Spanish-speaking audiences in California and Arizona this
week, utilizing 23 radio stations in the two states plus KMEX-TV and KCOP-
TV (Los Angeles). Effort will be concentrated in the San Franciseo Bay
arca, Los Angeles, Fresno, and throughout Arizona. Drive ties in with
16 Septemnber Mexican Independenee Day eelebration i Los Angeles, and
features selection of a Spanish Queen, who will reign at the fiesta. About

600 spots per week are scheduled for the fonr-week promotion. Ageney is
Post-Keyes-Gardner (San Francisco). Accoumt exeentive: Lynn Fairweather.

Sarong to do stretch on tv

International Latex has completed a tv spot buy for its Sarong bras and
girdles. National camnpaign of nighttime minntes will start in 20 markets on
I September for a 532-week run. Agency is Young & Rubicam (New York).

TV BUYING ACTIVITY

* Vick Chemical's Clearasil, skin preparation, will go into about 40 market:
across the nation using minutes to reach teenagers. Buver Adele Schwartz a
Morse International (New York) is interested in progroms with teenage
appeal. sueh as early evening (horvor or Elvis Presley-type) movies, anc
“danec parties.” The buyer notes the seareity of the latter, and welcome
information on same. Radio will probably also be utilized. but plans arc no
definite vet in regard to this medium.

* Lipton Soup purchasing nighttime minutes tor a drive to start 15 September
The 26-week national campaign will go into approximately 20 markets. Buye
is Steve Silver at Young & Rubicam (New York).

* Revlon's Esquire Knomark shoe polish drive will begin 23 August for a 13-wee
run in undisclosed markets. Buver Irene Levy interested in nighttime minute
to reaeh the adult audience. Ageney is Grey Advertising ( New York).

¢ International Latex buying a schedule to push various produets startin
I September for a 26-week period. Buver Lynn Diamond at Morse Inte
national (New York) looking for nighttime minutes in parkets aeross tl
country.

RADIO BUYING ACTIVITY

e Equitable Life Assurance Society of the United States will take flight again
September for 13 weeks utilizing minntes in more than 100 markets. Tl
company employed the same type of campaign last fall, and again
February. Timebm er at Foote, Cone & Belding ( New York) is Martha M
Ly,
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10 new agency subscribers
Doherty, Clifford, Steers & Shenfield, Inc.

Fletcher, Richards, Calkins & Holden, Inc.
North Advertising, Inc.
Lennen & Newell, Inc.

Smith-Greenland Co., Inc.

all of New York
l‘ ' | John W. Shaw, Chicago

Brangham/Brewer/Holzer
Snock, Debnam & Waddell, Inc.

]

" . v both of Los Angeles
. Ver ISIn Scotty Glasgow Advertising
[ Colorado Springs, Colo.

Screenboard, Inc., Hollywood

1 agency expanded

; agencies sl S
| take the

| The Rlse, Inc.

730 5th Avenue, New York 19, N. Y., Phone JUdson 6-3316
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GROUP W MEANS A DIRECT NEWS LINE FROM THE WORLD
TO BOSTON, NEW YORK, CLEVELAND, PITTSBURGH, FORT WAYNE AND CHICAGO

News is news. But Group W—Westing-
house Broadcasting Company's — national
and international news is something more
than headlines, bulletins, wire service copy.
The Group W radio stations cover the news
themselves. With their own news bureaus in
Washington, London, and Berlin.* With cor-
respondents around the world.

And the feeds come in thick and fast.
Up to 20 one-minute “shorties'” every day.
A 15-minute wrap-up each evening from
Washington. A 25-minute weekly panel

show. The Presidential News Conferences
in their entirety. And Specials. Intensified
coverage that ranges from space flights,
to the Cuban crisis, the Papal Coronation,
plus localized reports particular Group
W stations are interested in. A Group W
correspondent has covered virtually every
Presidential trip for the last seven years.
Daily, continuously, this broadcast news
service is a direct lifeline between Group
W radio stations and the world.

This service combined with each sta-

*Jim Snyder, Group W's Washington chief. Rod MacLeish heads up Europe.

tion's own outstanding local and reg
coverage makes for the special KE
broadcast journalism the Group W
stations have always been noted for

GROUP
\4

WESTINGHOUSE BROAGCASTING COMPANY

]
BOSTON WBZ - W
NEW YORK WINS
BALTIMORE wJz T
PITTSBURGH KOAS
CLEVELAND KYW - ¥
FORT WAYNE wnw{
CHICAGO WING
SAN FRANCISCO »



