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What 1s a Quah’og?

“The minute he said that, we knew he was an out-of-
state-er. Can’t hardly blame him, I guess; ‘Quahog’ is i
a Providence, a Rhode Island word.

“Poor fella ... next thing happened somebody
offered him a cabinet. ‘Beg Your Pardon? he said.
( He almost had us here, all right. When we mean ‘Beg

Your Pardon” we say ‘Please?” )

“Finally, straightened him out that a cabinet’s just

a plain old milk shake witli ice cream ... a frappe.
“Beats all how some people talk so peculiar. Our
quahog is a cherry stone clam . .. makes a delicious
chowder, too!”
But then, Providence is many things. Providence is
jewelry, deep water shipping, electronics and test

marketing; one million people — one billion consumer
dollars. Providence is Taunton, Attleboro, New
Bedford, Fall River, and Worcester — all in Massachu-
setts. Providence is Putnam, Danielson, Norwich and

New London — all in Connecticut. People even say

Providence is Rhode Island. People in television say
Providence is WJAR-TV,

Y
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Your personal print sultablie foF
framing, nwati< your card or eall

FIRST TELEVISION STATION IN RHODE ISLAND ;'5_ AN OUTLET CO. STATION, NBC — Edward Petry & Co,, In



For the fourth consecutive year
Charlotte’s WSOC-TV dominates awards in annual
Southern News Photography Competition

Do you like to look at the news? Hear about 1t? If you
were one of the some three million people within our
viewing area, chances are you would satisfy your liking
by setting your dial on Channel 9. Charlotte's WSOC-TV
is the news station of the Carolinas.

This year, WSOC-TV cameramen swept eight of the
ten tirst and second place awards offered in the com:
petition open to television photographers throughout
the South. This brand of local and regional reporting
awards advertisers, 100. With big audiences; dependable,
able to huy. Let this great area station of the nation
induce them to buy from you. Schedule WSOC-TV.

JOHN CHIFILORD
N

SEENE DEEANEDY

I RID) BARKER

YSOC and WSOC-TV are assoclated with WSB and wsBe-TVv, Atlanta, WHIO and WHIO-TV, Dayton, WIOD. Miami
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STATION NATIONAL REP.

WFBG-TV Altoona, Pa. BLAIR TELEVISION

) PETERS, GRIFFIN,
WLOS-TV Asheville. N. C. | woopwaRD, INC. 5
WGR-TV Buffalo, N. Y. | EDWARD PETRY & C0., INC. | | 1o 5

WUSN-TV Charleston, S. C. |SNE(|;.ECT SEATIn RS

To time buyers now
preparing their
Fall Spot Schedules . . .

WRCB-TV | Chattanooga, Ten. | H-R TELEVISION, INC.

WIVM-TV Columbus, Ga. ADAM YOUNG, INC. 1

WBNS-TV Columbus, Ohio | BLAIR TELEVISION 1
- L | e
GRIFFIN,
WOC-TV | Davenport, 1a Q‘JES&ARD, INC. 1
KRNT-TV Des Moines, la. | THE KATZ AGENCY, INC. 1

THERE MAY

STILL BE
“RIFLEMAN"

AVAILABILITIES

ON THESE

FINE STATIONS...

WIVD-TV Durham, N. C. | epwaro perRY & co., INC. | 1 to

Eugene, Oreg. GEO. P. HOLLINGBERY CO.

WINK-TV Fort Meyers, Fla. | THE MEEKER COMPANY

— ¥ =

1
1
WKIG-TV Fort Wayne, Ind. ;\:g.mnsmc TIME SALES, 5
1
9

KFRE-TV Fresno, Calif. BLAIR TELEVISION

HARRINGTON, RIGHTER
WFMYTV Greensboro, N. C. & PARSONS, INC. |

WHP-TV Harrisburg, Pa. | BLAIR TELEVISION 1t

KTLA-TV Hollywood, Calif. a%’gg‘%ggmgj 1tof

WHTN_W Huntington, W. Va. lSNE(I:.E('.T STATION REPS.,

4

WDAF-TV Kansas City, Mo. | epwaro perry & co. inc. | 1 to |

Knoxville, Tenn. | AVERY KNODEL, INC.

g KORK-TV | tos vegas. New | poeomnentme. | 1

A 'h' WLYH-TV Lebanon, Pa BLAIR TELEVISION 11
{~ : 5

™ KOLN-TV Lincoln, Neb. AVERY KNODEL, INC. 1o I

—— e

WSV | ey | PamEEEen | |

Macon, Ga. AVERY KNODEL, INC. 110
GREAT WORK RA

ring its 5 ya stwork rup, THE RIFL
vEpaged a soll 8,49 hare of audien
NowWprogrammed | r‘n ime slots — in m

casesZearlier than it 8730 pmehnd 9:00 p.i
(NYT) ne rk time ®tots — THE RIFLEMA
assures @completely new and untapped audience.
"EMAN's rating strength coupled with
e periods makes, it -!.g.pl_ideal series on

THE
’I’Pul Tnadic spot your advertising dollars.
3 - ..

kBased on ARB reports covenng the top 50 markets for 5 years
Individual market ratings for this™Period are available on request



STATION

WK

CiTY

Madison Wis.
Nashville. Tenn
New Haven, Conn
New York N Y

Hotlolk Partsmouth Va

Oklahoma City Okla

Orlando Daytona fla
Philadelphia. Pa

Phoenic. Aniz
Pittsburgh Pa
Portland. Ore
Richmond. Va
St Lows. Mo

San Antonio. Texas
San Francisco. Calil
| San Jose, Calif |
_ Schenectady N Y
| Scranton. Pa
Seattie Wash
Toledo. Otig
Tucson Anz
\Washington D C
i ;'.lchula Kansas

York. Pa

= —

Youngstown. Ohio

. -

NATIONAL REP.
ADAM YOUNG, INC.

PETERS. GRIFFIN,
WOODWARD, INC.

BLAIR TELEVISION

ABC TELEVISION SPOT
SALES, INC.

H-R TELEVISION, INC.
BLAIR TELEVISION
THE KATZ AGENCY, INC.
BLAIR TELEVISION

THE KATZ AGENCY, INC.

TELEVISION ADVERTISING
REPS., INC.

SELECT STATION REPS.,
INC.

H-R TELEVISION, INC.

THE KATZ AGENCY, INC.

TELEVISION ADVERTISING
REPS., INC.

ADAM YOUNG, INC.

THE KATZ AGENCY, INC.

THE KATZ AGENCY, INC.

STORER TELEVISION
SALES, INC.

{ GEO. P. HOLLINGBERY CO.

NBC SPOT SALES

BLAIR TELEVISION

BLAIR TELEVISION

PAUL H. RAYMER CO.. INC.

EDWARD PETRY & CO., INC.

EDWARD PETRY & CO., INC

PLAYS
PER YWh.

1t0d

To stations now
planning their Fall

Program Schedules . . .

THE RIFLEMAN IS
ONE OF THE MOST

“EASY-TO-SPOT" SERIES
AVAILABLE TODAY

Program 1t either as a Strip of orce a werk

audienc

COMPLETE FLEXIBILITY
Chuck Connors, star of THE RIFLE AN

PROVEN PROGRAVVY 45 (0w

AVEN
NEW

X



‘mira:

1. Los Angeles metropolitan
area Spanish-speaking pop-
ulation:

900,000 plus

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

| 3. For automotive products:

$12,540,000 annually

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

YOU CAN HAVE YOUR SHARE!

72 National Advertisers on
Spanish-language KWKW
reach approximately 277,880
Latin-American homes per

week at a CPM of $0.72. |

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

KWKW|

5000 WATTS

Representatives:
N.Y.—National Time Sales
S.F.—Theo. B. Hall
Chicago — National Time Sales
Los Angeles —HO 56171
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Key Stories

IF YOU CAN'T BEAT ‘EM, SMEAR ‘EM

Print media wage all-out war on radio & tv,; new pres-
entations are dangerous, wiless you know pitfalls

EXECS SEE MORE REGIONAL BIZ IN SYNDICATION

Men who know syndication best predict return of top |

regional advertisers, once strong force in industry

TECHNOLOGY FASHIONS FILM AS ATV TOOL

Technological strides in production of film and cam-
era equipment produce cinemagraphic miracles for tv

BANK COMMERCIALS DON'T HAVE TO BE DULL

Chase Manhattan spots on World’s Fair praised by
viewers; already many requests for tickets, maps

IT'S SPOT TV HANDS DOWN FOR THIS COMPANY
Why Western Union CandyGram feels it owes sudden

success to a well-timed and tailored tv campaign

Sponsor-Week

Top of the News 52
Advertiser & Agencies 52
Stations & Syndication 61
Washington Week—broadcast ad news from nation’s capital

Radio Networks
Tv Networks
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Sponsor-Scope
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Newsmakers 65

Publisher's Report
Sponsor Masthead
Spot-Scope

Timebuyer's Corner

Viewpoint

SPONSOR @ Combined with TV, U.S. Rodio, U.S. FM . @ 1963 SPONSOR Publicohﬁ*
EXECUTIVE, EDITORIAL, CIRCULATION, ADVERTISING OFFICES: 555 Fifth Ave, N

e York 17, 212 MUrroy Hill 7-8080.
\a MIDWEST OFFICE: 612 N. Michigon Ave., Chicogo 11, 312-664-1166. J

SOUTHERN OFFICE: Box 3042, S8irminghom 12, Alo. 205-FA 2-6528

o WESTERN OFFICE: 601 Colifornio Street, Son Fronc‘isc,g 8Y, 415 YU 1-8913.

PRINTING OFFICE: 229 West 28th St., New York .
SUBSCRIPTIONS: U.S, $8 o yeor. Conodo $9 o yeor. Other countries $11 a yeor. Sinl
copies 40¢. Printed in U.S.X. Published weekly. Second closs postoge paid ot N.¥§

SPONSOR 5 avctsr I




BEST
BALANCED
COMBNATION

o)

In a Class by itself--- earner is higher than the market average

) $6,400 vs 35,700. WJW attracts a higher per
More food products an.d services are now centage of professional, executive and pro
advertised on WJW Radio than on any other prietors people with the income and

Cleveland radio station. inclination to spend more for food

Food advertlisers k_now that WJW Radio is For sales producing advertising supported
t‘he fac L oL St?tlon to reach the 1.5 bil- by effective merchandising, buy Cleveland's
lion Northern Ghio food market. best radio combination BEAUTIFUL
WJW's listener’s total income of chief wage MUSIC and TOTAL INFORMATION NEWS.

James P. Storer
Your Katz representative has the details. S s

Sources: Ad-Check Monitor, Wendell & Getz, July 12. 196)
Special PULSE Survey Novembder- December 196
Standard Rate and Dats

LOS ANGELES § PHILAOELPHIA | CLEVELAND TOLEOO DETROIT .
Wi WSPD wIBK
STORER
MILWAUKEE CLEVELAND ATLANTA TOLEDOD DETROIT BRAYIDCASTING CAMPANY
WITI.TV WIH-TF WAGA-TV WSPD-TV WIBK-TV
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puzzle:
Travels with Charlie (Bob and Neal) .

“Did Neal Edwards, Charlie Macatee and Bob Livingston leave their vacation
addresses with you?”’ Vice President and General Manager Fred Houwink asked
the summer secretarial replacement in our TV Sales Office.

“Yes, Mr. Houwink, but I’ve misplaced them,” replied the girl, blushing to the
roots of her wig. “‘I know one of them was going sailing off Cape Cod; one went
up to the Adirondacks; and one is at a resort in West Virginia. The two who aren’t
sailing are either playing tennis or golf.”

“You’re doing fine, my dear,” said Houwink, who is a patient man, “tell me more.”

“Well, I'm sure that Edwards is not the one at Cape Cod and Macatee didn’t go

to the Adirondacks. The one who went to West Virginia said the resort didn’t

have a golf course and Mr. Macatee once told me he gets seasick.”

“Thank you,” said Fred, *‘that’s all I need to know.”” Who was where doing what?

Apprise us. Win prize. '

Post-vacation plans begin with WMAL-TV’s “Happy New Year” starting
September 15 . . . the greatest new shows on TV, an exciting roster of
stars, audience-pleasing drama, humor, variety that wins friends and makes
sales. Check Harrington, Righter & Parsons, Inc. for details.

Puzzle adaptation courtesy Dover Publications, New York 14, New York.
Address answers to: Puzzle §83, WMAL-TV Washington 8, D. C.

wmal-tv 3

Evening Star Broadcasting Company
WASHINGTON, D. C.

Represented by: HARRINGTON, RIGHTER & PARSONS, Inc.
Affiliated with WMAL and WMAL-FM, Washington, D. C.; WSYA-TV and WSVA, Harrisonburg, Va.

SPONSOR 5 avgust 19




“PUBLISHER’S | ox -

significant happenings in

REPORT | rostoest avertiing

Maybe Commissioners Should Travel More

WIII-:.\I-I\ e 1 find that the heat, humidits, o tempo o Madi-on
Avenue is getting oppressive 1 go traveling.

Orv mavbe s just that 1 like to tavel,

Last week 1 visited six midwest eities in four days and as usual |
learned more than Feould in four months cast of the Hudson River.

I break fasted, hinehied. and dinnered with ageney men and broad-
ciasters. | bimmmed vides 1o private planes. 1 visited stations not yet
apened, Talk abont honr<! 1 ealled on one ty station manager at 9 pon.
(hi~ tdea) and relnctantly pulled mvself away at 1 pam.

I love ll';l\(‘lill;:.

\ud | svmpathize with broadeasters,

It's tre that 1 don’t know mineh abont the pressures of the restan-
rant business or mavhe a tie-elip factory. But 1 found two broadeasters
sweating ont labor negotiations one frantically occupied with prepar.
g vohimminons reports for a new owner. two up to their cars in com.
munity projects. and all of them over their heads in Washington
Worries,

The Washington Worries are the worst, 1t's not just the numerons
forms that nmst be filled onmt. Most of them complain abont the ava-
lanche of harrasment. attacks. and pressures. They say that ~some
are 1o be expeeted. But why come to work cach morning wondering
“What's the new Waorry from Washington?™

Ax stated by one erudite manager: “We're asked 1o do a great job
of commimicating. We're asked to be great ereative minds. That's as
it should be. But how can we do onr best in an atmosphere of constant
eriticism and harrassmem?”

Another said. “The FCC needs a course in inspiration instead of
1'x3511(‘rnli()|l."

Une example of the wayv regulators frustrate hroadeasters is the
constantly inereasing period of time required for approval of a station
sale. | heard this complaint more than once. While admitting that
certain cirenmstances demand more shidy. station men feel that in
rontine ~simations 90 davs ~honld he a maxinmm between purehase
aml approval.

An owner who has contracted to pay aronnd $1.100.000 for o mid-
west station savs that his lawyers tell him it will be a mivaele if he
zéls clearance within five months. He said. =1 wonder whether the
Commission realizes what the waiting period does 10 ~taff morale.
uhertiser confidence. publie <erviee initiative. aml public entlmsiasm
m the station,”

Mavhe commissioners should travel more.

oo
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WPTR : WOAM

ALBANY-TROY MIAMI,
SCHENECTADY FLA.
N.Y.

o

DIFFERENT?

VACATIONLAND

Certainly WJTR.Land 1s no less a vacation
playland than Mbami. It's a sate bet mn
fact, that you personally know more people
who will vacation under the pownerful
50,000 watt signal of WPIR this year than
will visit Miami.
Fishermen, hunters, swimmers shiers,
campers and sightseers al »e come from
all over the worid, but especially from
New York and Boslon to visit
Saratoga Springs, Lake George, Lake Placid,
Lake Champlain, Saranac Lake, Schroon
Lake, Lake Luzerne, etc., IN SUN'ER

and
White Face Mt., Lake Placid. Keene. Mt
Whittier, Mt Snow. Stowe Sugar Loaf %t
etc., IN WINTER.

RAT'NGS -Sorry truly

sorry. thal no audience measurement serv-
ice has counted the bonus listeners de-
livered by WPIR's power and popu anty
You and your chients have one way 1o
measure how WPTR impresses listeners in
the most traveled vacation area n the
country place a spot schedule w'h
WPTR and watch your sales volume room
Ask your friends about travel in the great
Northeast. Ask your East man about adver-
tising in the great Northeast Hell tel
you about BBC—that's Bz Bonus Cover-
age—on ' The voice of the Great %orth
east —WPIR

YES: WPIR

Albany-Troy-Schenectady

VP & GEN MGR: Perry S. Somuels

g

Cwat”

robert e.eastman s CO.,u.

representing mejer redie 1tefiens

7]




GREATER
GAPAGITY

T0 RENDER
SERVICE

This CHANNEL 8 station

e Nemmr ‘ Jroses . U 7 is more powerful than any other station in
' its market, has more viewers in its area
_" NS d than all other stations combined. Hun:
‘‘‘‘‘ dreds of advertisers rely on its alert ability ©

to create business. So can you. Buy the
big-selling medium. Advertise on WGAL-TV.

J i} " “.“:“ l"-‘; 3 b
| U LANCASTER : / ‘ Ege
| T e I N : (

e ' vre .‘._“' .__ & . - 3 -
i oy e ":‘-7‘ - " . .. ‘ s, - -

e ¥ Channel 8

'''' Lancaster, Pa.

STEINMAN STATION . Clair McCollough, Pres

spresentative: The MEEKER Company, Inc.* New York « Chicago « Los Angeles + San Francisco
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Follow the British: American broadeasters
and advertisers could learn mneh from Bri-

. tish handling of tv commer-
cials, NAB president Le-
Rov Collins, said last week
o return from trip to Fog-
Linel. Commercials are high
tn gqnality and skili{udlv in-
serted prograning to

reduce any irritating effest

COLLINS

on viewers, he saud, Adver-
tising is voneentrated fargely at beginning
and end of half-hour segment. but if & eom-
mercial interrupts midway, itis timed to come
at natural break in program. Collins favors
this trend. expects NARs current study of
broadeast vommereials will result in discard
of old stopwateh eoncept. and new guality and
carefully non-aggravating placement. NAB
president had high praise for British enter-
taimment programs, but was snrprised by lack
of quantity, and comparative remoteness of
British broadeasting in general from Ameri-
cin-style integration with national and local
affairs on a daily basis.

Radio not cozy: British radiv i~ still nationul
in coneept. not loeal. Collins continued. It has
none of “eozy™ vonumunity services Ameri-
cins get on car radio on way to and from
work. le noted. Collins likened quantity of
broadeasting in Britain to a “spoon feeding.”
compared with continnous “fonntain alwavs
available to the American publie.” He at-
tributed American situation to its vigorous
competitive roots in private enterprise,

New agency for Lehn & Fink: l.chn & Fink
Products has appointed C. J. La Roche as its
advertising ageney for Dorothy Gray cos
metics. Billings on the aecount. formerls
handled by McCann-Erickson. amounts to
some 81 million annually. The appointment
15 effective mmediately,

SPONSOR-WEEK continues on page 12

Top of the news

~SPONSOR-WEEK| 1}z e

Supermarket push: Health and beauty proud
nets acconut for $993 mitlion in <aper market
Sles, an estimated 2.5, of voluwe, Progres.
sive Grocer reports. Projections forecaa
health aund beanty produets wall contime to
grow, veaching 324, of super narket sales
by 1905, Drug advertising geared to con.
simer by drug and toiletry nanafactiers
add up o more money than total advertismg
dollirs spent on autontobiles and antomolnle

produets, siurvey also notes,

Sales at record: Manufacturers” sales in June
reached a new high, up one per cent over
Vav, UL S Department of Commeree reports,
Total durable goods sales for first half of
1963 were four per cent above period i
1962. Nondurable goods <ales during fiest
half also were four per cent abave vear earhi

er period.

Heineken switch: Smith Greenland adver
tising ageney appointed effective immediate
Iy for Vau Munching. general U S0 importer
of Heineken's Beer. Advertising reported to
be some $900.000 annually, Van Muonching
has done little in vadio and tv. but Leo Green-
land. ageney president, believes tv would be
good bet for Heineken's. that women’s pro
grams will be considered serionsly. instead
of sports buvs. Leo Van Munching, president
of importer. reports =ales have gone up
3507 sinee 1955. Of Netherland™s heer im-
ports. 92¢7 are Heineken's, he added.

Radio audience: ABC Radio reports an esti
mated 36 million tned inta the heavvweight
fight between Sonny Listen and Flovd Patter-
<o an 22 Julv., With heavy andience draw
ABC Radio notes it will continne 1o bid for
all major heavvweight champion<hip fight-
the future
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Top of the news

in tv/radio advertising
{continued)

~“SPONSOR-WEEK

Clash: Sharp clash of opinion between new
FC( Cox
arpse last week over the question of an estab-
lished broadeaster’s right to challenge a
grant made without hearing to a new, third
competitive station in his market. FCC had
refused to reopen for hearings its grant to
new am applicant KZIM in Cape Girardeau,
Mo.. on petition of existing station KGMO.
Latter claimed competition would damage

Commissioners  lLoevinger and

him and force him to curtail public serviece
programing. Cmr. Kenneth Cox had dis-
sented from the FCC’s refusal to reopen the
case after grant without hearing was made,
and cited six other instances in which chal-
lenge to similar gramts brought a reopening.
In a stinging reply. and in terms redolent of
his antitrust lore, Cor, Lee Loevinger said
rule of precedent could not apply forever in
individual cases: that the petitioner, while
citing the famous Carroll case in which Ap-
peals Court remanded a similar instance to
the Conmission for hearing. had not pre-
sented the necessary facts of economic loss—
only the assertion. Loevinger took a swipe at
the “murky institutional style” of FCC opin-
1ons in general, while he was at it—and in
the precedental bases cited by his fellow
added that he does not think this particular
denial to reopen would be precedental in

other cases to come.

QXR net transmission: Effective 1 Septem-
ber, aH QXR Network program feeds will
be via tape. Of 47 stations on good musie
lineup, 16 have bheen connected by live off
the air relays. Decision was reached at Syra-
cuse meeting last week to feed all shows via
Northeast.
Reason for change. QXR reported. was be-

tape. Live connections were in
cause stereo live relays were difhieult and
signals from one station to another were
suffering from inferference.

Esty ups Mortimer: Charles G. Mortimer,
Jr. has been named v.p.. television program-
ing. for William Esty.
Mortimer, who jomed
the agency 1 1957,
was formerly pro-
gram production man-
ager and supervisor
of on-the-air program-
ing for ABC-TV. He
is the son of the chair-
man of the board of
General Foods.

MORTIMER

Bellus to Cleveland: Dan E. Bellus, former
director of advertising and promotion for
Transcontinent, has
been named station
manager of radio sta-
tions WDOK and
WDOK-FM. Cleve-
land. Prior to Trans-
continent. he was di-
rector of sales devel-
opment and promo-
tion for KFMB-TV/
Radio, San Diego and general sales manager
for KFMB Radio. All are Transcontinent
stations. Bellus is national president of the

BELLUS

Broadeast Pioneers.

NBC secures news wire service: The net-
work’s news department inaungurated a wire
service to make reporting immediately avail-
able in item form. Linking N. Y. and Wash-
ington. it will not displace any regular
service but will carry NBC coverage strictly.
It is a culmination of the network’s expanded
number of news shows and reporting facili-
ties. NBC News executive v.p. Bill MeAn-
drew reports the operation “can develop into
a much more comprehensive one. and might
be made available outside NBC.™ Bert Ivy.
Washington. will edit the service.

SPONSOR-WEEK continues on page 14
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\gzgmf Coverage

w the Southeadt. . .

WFBC-TV |

Plus AM & FM
GREENVILLE, S. C.

<4

WBIR-TV

Plus AM & FM
KNOXVILLE, TENN.

WMAZ-TV|

Plus AM & FM
MACON, GA.

WBIR-TV

World’s Tallest Tower
KNOXVILLE, TENNESSEE

WFBC-TV

Giant of Southern Skies
GREENVILLE, SOUTH CAROLINA

WMAZ-TV

The Rich Middle Georgia Market
MACON, GEORGIA

|
I.
‘ SPONSOR/5 avcust 1963
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Represented by

Now united under the strong and
progressive ownership of SOUTH
EASTERN BROADCASTING
CORPORATION, with general of
fices in Greenville, South Caro-
lina, these three television sto
tions and their AM ond FM
offiliotes offer to advertisers sig-
nal coverage of approximately
1-million homes in five of
the prosperous states in the

Southeast!

Each of the three stations is a
long established and well man-
aged broadcasting organization,
and an integral part of the re-
gionol orea it serves. The stations
invite your inquiries individually;
or, we welcome your interest in
advertising in all three morkets
through the nationol representa-
tion of Avery-Knodel, Inc.

‘. W

SUUTHEASTERN BROADCASTING
CORPORATION,

Greenville, South Carolmo

Avery-Knodel, Inc
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~“SPONSOR-WEEK

Color tv growth: Zenith reports color tv
rapid growth contributed substamtial in-
creases in sales and profits i first half ‘of
1963. Sales and earnings for company hit
all-time records for period. Distributor unit
sales to dealers for color tv during first half
increased nearly 1007 . with production and
factory shipments at levels exceeding any
prior month. Subsidiary Rauland Corpora-
tion is starting production of color tubes to
meet demand. Black and white sets are also
at record selling levels, Zenith reported.

it

Jefferson Standard expands: Broadcasting
company has launched a half-million dollar
expansion of its WBT-WBT-TV, Charlotte
studios. New facility, a separate division, will
specialize in commeretal production and pro-
gram syndication for radio and tv. Planned
for readiness 1 November, operation will em-
ploy equipmient and personnel to produce
color and opaque commercials and syndi-
cated shows. Called Jefferson Productions, it
will service any outside organization.

Out of the past: Remember the FTC com-
plaint against Libby-Owens-Ford and Gen-
eral Motors auto glass commercials several
years ago? The FTC hasn’t forgotten, despite
the fact that LOF dropped out of tv in 1960,
and hasn’t used the commercials since 1957-
58. FTC last week ruled the commercials
spurious and ordered the companies to stop
using them. Rehash of old arguments, whiclt
LOF Jong ago admitted and also noted had
been dropped even before the first complaint,
said tv commercials used optical distortions,
and so on. FTC again said commercials were
rigged. Firms now have 20 days to answer
before the cease and desist order becomes
final. Since firms have ceased and desisted.
five vears ago. revival of subject was inter-
preted by one source as FTC attempt to set
np example for other mock-up cases.

in tv/radio advertising
{continued)

£ Top of the news

Network tv billings: First five months of
1963 showed network tv gross time billings
up 6.2%, TvB reported today. In January-
May period, ABC TV billings were 391,
991,624, up 8.7 over like period a vear
ago; CBS TV was $131.097,520, up Sl T
NBC TV $121,006,868. up 5.2 . For month
of May., ABC TV had $18.339,070, plus
6.5 over month a year ago; CBS TV $27,-
924,088, an increase of 1097 ; and NBC TV
$25.304,188, up 7.7%. Big increase for all
networks was Saturday-Sunday daytime, up
28.17. Nighttime billings for first five
months was up but 2.2 .

Joint theater-tv project: Broadway opening
night will be telecast for the first time 13 Oc-
tober by Group W. Play is “The Advocate,”
starring James Daly. Though the program is
np for sponsorship. it will not be interrupted
by commercial messages. “The Advocate™
will be taped at a tv studio in N. Y. after its
two-week tryout in L. 1. Under the direction
of Herman Land, Group W’s director of cre-
ative services, the play will be aired via
WBZ-TV. Boston: KYW-TV, Cleveland:
KDKA-TV, Pittsburgh: WJZ-TV Baltimore:

and KPIX, San Francisco.

Newsmakers: Willard H. Keland named
v.p.. corporate public relations, for S. C,
Johuson & Son, a new post. Keland was oper-
ating board chairman of the chemical divi-
sion of Johnson’s wax . . . Needham. Louis
and Brorby has elected Thomas R. Gorey and
John C. Trindl, Jr. v.p.’s. Gorey is an anrt
supervisor, Trindl an associate copy direc-
tor . . . Paul Keller, rescarch direetor of
Reach, McClinton, appointed research and
media director in a merging of the two de-
partments . . . WTAR Radio, Norfolk-New-
port News. mamed Larry Samnders general
sales manager. He has been local siales man-
ager since 19601.

SPONSOR-WEEK continues on page 46
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Ha!

The laugh’s on us...
and so is the action.
FRACTURED FLICKERS,
DICKENS AND FENSTER,
HAVE GUN WILL TRAVEL,

WANTED: DEAD OR ALIVE,
and many more...

all programmed to make
Detroit’s Big Station
bigger than ever!

WXYZ-TV & DETROIT

An ABC Owned Television Station



Underneath is Charlotte

Beneath all the business and bustle is
Charlotte. More than 100,000 cars enter
this booming city on an average day. And
you’ll find more people in the Charlotte
75-mile radius than in a corresponding
radius around Atlanta, Indianapolis, Kan-
sas City, and Minncapolis. What better
way to get at this thriving market than
through WBT Radio Charlotte? For over 40
years, WBT has had the largest adult audi-
ence for the 37-county basic area. And
this is the audience that receives and
spends most of Charlotte’s $2,612,784,000
worth of spending money.* Reach them
with the statior they turn to for responsi-
bieprogramming,outstandingservice,and
finer entertainment. WBT Radio Charlotte
Jefferson Standard Broadcasting Company.
Represented nationally byJohn Blair & Co.

CLOVACE) JUAYEY OF BUYING POWES

w Basic facts and figures
DATA DIGEST | - erin s

.

Nielsen radio report shows power of medium

New Nielsen report on “Radio "63™ continues to reflect a medium
of giant stature and reach. Contained m the report are a number of
items of interest:

® 51.7 million homes are radio-equipped. against 31.1 million

a vear ago, 41.4 million in 1950.

® Commercial radio stations in operation number 1606, com-

pared with 4329 in 1962, 2781 in 1950.

® Hours of radio listening per U.S. radio home per week during
1962-63, totals 18 hours and 50 minutes. Plug-in sets account for
10 hours, 17 minutes. battery portable five hours and five minutes,
auto radios three hours 28 mijnutes.

® |ligh point for listening ts battery sets comes between three and
five in the afternoon when 2.5 million homes are using portables.
Auto radios, says A. C. Nielsen. hit a peak between five and =ix wheu
2.4 million home were using. Peak for plug-in sets in the home came
between 8 and 9 a.m.. wotal being 6.6 million.

® Half of all homes listen to plug-tn radios during the nighttime.
as the chart below shows. And during the weekday hours. 63.8
of U.S. radio homes hsten.

Accumulation of homes listening to radio

Monday-Friday 7 nights
6-noon / noon-6 6 mid. / mid-6
% total U.S. radio homes  63.8%
51.7%
e 50.1%.
16.0%
millions of homes 32.6 26.4 256 _ 82

hours per home 6:21 4.56 4:11 4.4
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OF INTEREST TO ADMEN

One o the race baoks that has
come along innany vears that does
not chih advertising to death, nor
sensatioutlize, but tries to deal with
the forces of afflience that have
uade advertising what it is today is
“The Colden Fleeee™ By Joseph Sel-
den. Peter Bavt corveceth anticipated
that the book’s veform proposals
will uot be grected by hizzahs from
the advertising business, as he noted
in the New York Times, but it s a
bhock nonetheless that even seasoned
adien will find of more thaw wod-
erate intevest.

Peter Scott,

Harmon Associates. Marketing Consultants

Harmon, New York
P

PROPAGANDA IS PET PEEVE

The S Juby dssne avain illnstrates
my pet peeve against avticles nsed
in trade papers, quoting fignres with
Ne souree diven,

AUGUST
Atlantic Assn. of Broadeasters, con-
vention, Newfoundlander Totel, St
Jolm's, Newfoundland (4-6)
Multi-Natiooal Commanications Sew-
inar, Brandeis University, W odthanr,
\liass, (3-6)

- Natioied Communinity Television Assa.,
2nd annaal maracement  institote,
University of  Wiscansm,  \Madison

(11-135)

Georgia Assn. of Broadeasters, 2ud
annaal ty das, Macon, Georgia (1.0
Fardham University Conference on
Edueational Television, 3rd annnal
conference, Rose Thll caompms, Ford-
L ham (19-23)

- Oklahoma Breadcasters Assn., con-
vention, \Western Hills State Lodee,
\Wavoner, Oklahoma (23-2:4)
Flaberty Film Seminar, Oth aonual
seminar, Sandanova, Vermont (24-3
September)

Board of Broideast Goseraors, hear-
ing, Ottawa, Canada (27)

SEPTEMBER
West Virgimia  Broadeosters  Asan.,
amamal Lall meeting, The Greenbrier,
\White Sulpbur Springs (3-8
Arkaosas  Broadeasters  Aswsn., fall
wmeeting, Haolidoy Inn, North Little
Rock (6-T1t
American Womea in Radio and Tele-
vision, educational foundation, hoard
of trnstee mecting, New York (7)

-
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Letters to the Editor
and Calendar
of Radio/Tv Events

The Spanish Lingnage radio and
TV amarket article on page 62 savs:
“"KCOR, Sawr Antonio puts it another
wav, i San Autonio, 33 of the
people speak and think Spaunish.””

The KWENSTV ad oo page 65
savs “get the biggest share of the
apple . sell this 337« Spanish
speaking warket 7

In view of the attached Burean
of Census ficures, why are these
people nsing pereentage ficures that
show no source, and why doesn't
somehady ask for verification?

1 sure that if 1 wrote vour on
this matter and said  that WO\
would ‘put it this wayv'—"In San
Anitonio, 907¢ of the people speak
and think Anglo"—vou might ask
for vy rebuttal wonldn’t
vou?

Another litthe perplesing gnestion:
on page 35 regarding Bl Paso, the
article savs “13%¢ of the El Paso,

SONee,

> CALENDAR

Woestern Assn. of Broadcasters, an-
vual mecting, Jasper Park Lodee,
Alberta, Canada (8-11)

Radio Adsertising Bureaa, ianage.
ment conferences, The Homestead
tlot Springs, Va, 9-10; The Hilton
ton, airport, Atlanta (12-13% ‘the
Holiday Tin-Central, Dallas (16-17):
CGideon - Putnan,  Saratoga Springes
N. Y. (23-24); O'Hare lun, airport.

Chicago  (30-1 October);  Rickey's
1y att 1touse Totel, Ualo Alto, Calif.
(3--4); Town lloase \lotor Hotel,

Omahia (7-8); The
Daetrost (1:4-13)
Radio-Television Dicectors
Asans, 1St intemational conference,
Rachison 1lotel, Mmneapolis (11-148
American Women in Radio and Tele-
vision, sonthwest area conference,
Houston, CTenas (13-15

New York State Al Broadeasters
L, bangquet and business sessions,
Cran-View  Motel, Oedensbarge (13-
16)

Louaisiana Assn. of Broadeisters, con
vention, Sheraton Charles ot L,
New QOrleans (15-17)

Rollins Broadeasting Co., ~tockhold
ers meeting, Bank of Delaware Banld
we, \Wihmington, Deloware 17

Facentive i

X(‘\\'\

Americia Assn. of Advertising \gen-
cies, \Westem  region convention,
Mark Hopkins Hotel, San Fraawiseo
17-19

Tevas, total popalation of 276 000
s Spanshe speaking, accordimg to
the 1960 U S Censns ™

If the U
cnongh for Bl Pasa isn't et anthonty
cnongh tor San Antomo? Phas
wonldn’t it be better assnption
that Ll Paso—on the Rio Grande
bhorder—wonld have o ngher Span
ish pereentage than San Antomo
150 wiles from the border?

\We object strenuonshy to this type
of propaganda mnless sonrces that
back up
fignres or percentages guoted

Rex Pres,

S Censns fienre as good

are valid are nsed o

Station Manager, WOAI Radio,
San Antonio, Texas

STORY EXPLAINS (RTS

Thauk you so much for the 15
Juh article in SPONSOR an TRTS
under iy byv-line. Also, thauks ven
mnch for providiing me with the
lead, which formed the basis for
the entire article.

I have Tud a puaher of notes and
phoue calls about the article which
indicate that an explanation of IRTS
fuuctions was vers nmch i arder

Thaoks. again, for vonr interest
and for making the pages of SPON-
SOR available for the backgronund
information on IRTS.

Sam Cook Digges,
Admiistrative V. P.
CBS Films. Inc.
New York

v
QUESTIONS VOTE

Broadeasters are strageling ¢on.
stanth to keep free of shackles
which burcancrat covermment al
wavs seems to be trving ta wind
tichter and tehter abont us Under
these drenmmstances, one wanld ex-
peet the Protestant Chinrd to be on
the side of freedom. Frankly |
think the recent PRONOUNCH
NENT by the Board for the Natieon-
Al Cowncil of Charches does net
speak fairlv an opimon generalls
shared by o majorits of the great
charchies in tlas conmtry Ceort unly
33 vates for, 3 votes avaanst wath
no abstentions s net o naonity
irdd v

oty s
VOTe DY LN

bering ahont 200

as by a B

Carleton O Brown,
Pres dent, WTvL
Veater, e Mave
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Why WFMJ-TV bought Volumes 4 and 5
of Seven Arts’ ‘“Films of the 50’s”

Says Mitchell F. Stanley:

Manager of WFMJ-TV, Youngstown, Ohio

“WFMJ-TV in Youngstown has long been established as the absolute leader in fea-
ture film entertainment for our five-county market.

As an affiliate of NBC carrying the TONIGHT SHOW, we came to realize early in the
game that our motion picture programming must be founded on the principle of

Herein lies the reason why our Saturday and Sunday late evenings (as well as those
of practically all area viewers) are reserved exclusively for Seven Arts' ‘Films of
the 50's.'

Market-wide acceptance of this nothing-but-the-best policy is well indicated in the
latest A.R.B. ratings which show our weekend presentations from Volumes 4 and 5
delivering more total homes than all local competitors combined.

Needless to say, we couldn't be happier. Our clients and reps (Blair TV), too, are de-
lighted with this overwhelming endorsement from our truly discriminating audience.

We look forward to succeeding volumes of great motion pictures from Seven Arts.”

A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD.

SEVEN ARTS NEW YORK: 200 Park Avenue 972-7777
CHICAGO: 4630 Estes. Lincolnwood, IlI. ORchard 4.5105

ASSOCIATED DALLAS: 5641 Charleston Drive ADams 9-2855
LOS ANGELES: 3562 Royal Woods Drive, Sherman Oaks, Calif.

CORP' o STate 88276

TORONTO, ONTARIO: 11 Adelaide St. West EMpire 47193

For list of TV stations programming Seven Arts’ “'Films of the 50°s" see Third Cover SRDS (Spot TV Retes and Dats)
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The curious double moral standards of newspapers have again come to the fore.

While unrelenting in their eriticisin of sex and violence on tv, newspapers in the
past two weeks have presented every sordid detail of the Ward case n Britain, Not
contemt with simple reporting, New York newspapers in particular, have used page
one banner headlines, column after column of copy. to reveal every possible detail
of sexual promiscuity in the case.

With the possible exeeption of the New York Times, which has shown some
restraint, New York newspapers have provided accounts which tv in its darkest
moments would not dare to use. Speeial correspondents have been sent o the
scene, side stories have been added to keep the story going.

No doubt. the accounts have received good “ratings,” a goal often blasted on
tv. It is not for us, however, to judge whether this reporting was necessary, or not.

But it is a time to ask whether newspapers have the right to see the mote in other
cyes when they themselves take every opportunity to report complete details of such a
case. Newspapers generally, while pursuing a policy of righteousness on their tv pages,
have shown little vestraimt whatsoever. By what standards do they jndge themselves?

Perhaps, it is time for a newspaper code board. Or the time may be now to
promote the righteous tv editors to evaluating general news.

\ 4

Shades of the penny arcade:

Commercial Photography Division of United Press International has come up
with “Cinebox,” a device capable of showing 40 different sound motion pictures
without changing reels. Machine resembles coin-operated “jukebox™ with projection
screen on top. Viewer can select color sound films just as he would pick tunes.

Marketing is aimed at trade exhibits, conventions, fairs. ete. Conld be nsed by
tv concerns promoting sale of films, displaying commercials. ete.

v
Airline interest in broadcast media continues to grow.

Gross billings in spot tv alone will be near §10 million in 1963, in contrast to
one-fourth that amount two years ago. The leaders are in, and now some of the smaller
airlines are starting to use. Pacific Southwest Airlines, via Gross and Roberts. i~
latest, with radio and tv spots in San Francisco, Los Angeles. and San Diego.

v
Daytime tv newscasts audience potential cannot be underestimated.

Harry Reasoner’s CBS TV has gained steadily in the rating picture since its
start two years ago. Over the past season, average minute rating, according to Niel-
sen, was 8.2, share 35.4¢7, average minute homes 4.1 nillion.

Doug Edwards later in the afternoon has a 8.6 average rating. a 39.8°, share.
delivering 4.3 nillion homes.

v
Unmeasured tv audience is growing source of complaint.

One station operator points out his area has heavy summer viewing, with nary
an Audimeter in sight. Unmeasured tv audience in resort areas, plus growing use of
portable tv sets. will be cited more and more. much as now being done hy radio.
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Homes watching evening shows holds high.

But average audience ratings are showing decline. Analysis from A. C. Nielsen
shows AA this spring for hour shows at 17.8, off from 18.3 a year ago. Half hour
shows AA was 17.6, down from 18.1 a year ago.

While AA’s dropped, homes held at 8.9 million for average hour show, 8.8
million for half hour show.

Comparison of Average Minute Audiences

(March-April each year)
69 MINUTE 30 MINUTE
YEAR 7 AVG. AUD. AVG. HOMES AVG. AUD. AVG. HOMES
{%) {'000) {%) ("000)

1963 17.8 8,900 17.6 8,800

1962 18.3 9,000 18.1 8,900

1961 19.2 9,000 182 8,800
1960 190 8,600 173 7,800

v

Will tv sell building materials?

United States Plywood thinks so. In letter to ABC TV, Plywood reports on
“before and after” study, one conducted in September 1962 at beginning of tv
campaign, the other in March 1963 near end of campaign. The results:

Consumer awareness of Weldwood brand name increased significantly.

Consumer attitude toward Weldwood panelling showed significant improvement.

Comparison between viewers of the shows on which Plywood advertised and
non-viewers revealed more significant differences in both awareness and attitude. with
the variables higher for the viewer group.

4
WDSU-TV, New Orleans has its own “road show” — and is getting results.

“Caravan” is mobile TV tape unit, and is staffed by the various local person:
alities on station. Not only have the letters of praise rolled in from the communities
visited, but “Caravan” is proving strong promeotion and audience building tool.

\ 4

College Students aren’t very media-minded. |

So one would gather from survey prepared by College Radio. Two-thirds of
students said they virtually never watch tv. Half don’t read the Saturday Evening
Post, 609, don’t read Look, 35% haven’t read recent issues of Life.

Radio came out better, with 66% saying they had listened last night, while 35%
said they listened to campus station.

When it came to smoking, 47% said they did, with three out of four smoki
filter tips.

SPONSOR/5 AUGUST
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Wednesday at 9 p.m. Mark it as a tv time period to watch.

In a pre-season “performance appraisal,” NBC TV has 1aken a hard look at the
forthcoming head-on battle between the top-rated ABC and CBS competition  Ben
Casey and Beverly Hillbillies—versus Herh Bradkin's new entry. Espionage. Casey
is sliding in the TvQ reports, NBC notes, down 35%¢ among young adults in the past
year, is losing young adult viewers, while gaining among over 40 adults, according
to ARB data.

Casey’s share in May 1963, the appraisal continues, wa~ a mere 50°7 10 the
Niclsen National Reports, down from 377 in Jauuary!

As for Ihillbillies. NBC said: “The reorientation of viewers in the Espionage
hour is a foregone conclusion for the 1963-64 season. To just what extent Beverly
Ihillbillies’ audience will decline. of conrse. is open to speenlation, but it is logical
to assume that some homes viewed Hillbillies this season as a marginal choice rather
than watching the second half hour of Going My Way on ABC or Perry Como on
NBC.”

With a cost of $21.000 per minute, and a 247 <hare. NBC TV figures Espionage
cpm at $2.60.

|
TvB’s annual meeting this year promises great interest.

Two key speakers ave already set—Alberto-Culver’s Leonard Lavin and Father
William Hogan of Fordham University. Latter has worked on number of projects for
1. S. Steel and is expert in the business world.

Session is in Chicago this November.

\ 4
KETV, Omaha has come up with an off-beat approach for a local advertiser.

Turning to loeal talent. KETV staged o musical tonr of Broadway i prine
time (9 to 10 p.m.) last Friday. preempting network show Premiere. Following num
ber of presentations, show was sold to Countryside Village, a local shopping center.
Sponsorship believed first major plunge into tv by merchants who banded together
for the program.

| 4
CBS TV's Sunday Sports Spectacular is building an impressive record.

Late afternoon program has built steadily since series start in 1960, reaching
nearly six million homes recently. With modest cost, series is producing a cpm in the
$3 range. Briefly, the Nielsen track record looks like this:

Average Audieace

Share Rating Homes
1960 26.1 7.9 3.571.000
196 365 107 5,001,000
1962 397 115 5.616.000
1963 10.8 12.0 3.961.000

/5 Aucust 1963
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might be “doctored” to suit the fair-shake situation.

(CONTINUED)

ST O

Is Oren Harris preparing editorial hill?

Although he praised broadcaster editorializing in Georgia recently, he may
have been holding a bill to tighten FCC’s fairness requirements, behind his back.

The Commerce Committee chairman didn’t say yes and he didn’t say no on
whether new legislation was needed to set more “fairness” rules for broadcasters to
editorialize by. He implied there might be rules needed to cover hiring of newscasters
and cominentators, if latter follow licensee’s editorial viewpoint. He said Congress
had a right to look into these touchy matters, and he said Rep. Moss’ bill requiring
reply time for any political candidate coming under editorial broadcast attack,

There was no disagreement with his statement that Congressmen and political
candidates in general are not so much fearful of unfair broadcaster treatinent as
they are in terror of the weighty influence of tv and radio on public opinion in general.

FCC meanwhile, trying to forestall legislative straitjacket for editorials, began
sternly spelling out its fairness requirements. Licensee must send a transcript of any
personal attack on an individual or organization in any type of controversial broad-
cast, offering reply time. If a non-candidate attacks either a candidate or controversial
issues on the air station must send script to candidates concerned and offer chance
for reply by “an appropriate spokesman.” Latter solution has no appeal whatever to
Congressmen, who have made it plain they want to speak for themselves. Finally, in
issues of racial integration, Negro leaders and groups must be given equal oppor-
tunity to air their side.

| 4
Campbell-Ewald has brought all account groups together, except for Chevrolet.

In move designed for efficiency, and to improve service to clients, Detroit
account groups have been brought to one floor of Argonaut Building. John V. Doyle
has been upped to senior vice president to manage the accounts, with exception of
Chevrolet. C-E president Thomas B. Adams believes consolidation will result in
better exchange of ideas.

4
Men, women or children, Rifleman’s got them.

Study of five year network track record of Rifleman by Four Star, which now
puts the program into syndication, shows almost equal division of audience. Shares ™
for each group for all years are: men, 32.1% ; women 34.7%, children 33.29. \

\
Forget the entertainment. Just give us the facts.

In a move which might wreak havoc in the restaurant business if followed on
Madison or Michigan Avenue, a Honolulu advertising agency has told media repre-
sentatives that business entertainment is eliminated. In a letter to radio, tv, news-
paper, and magazine salesman, Milici Advertising Agency called entertainment “a
business extravagance and time consumer that neither of us can afford.”

Henceforth, discussions of time and space buying, media changes, and budgets
will be discussed in the office.

Without doubt, the Honolulu practice will not spread to the mainland.

SPONSOR/5 AueusT |



New Tappan Zee Bridge spanning the Hudson River

from
the
Tappan Zee...

Breakers al Big Sur, California

to
the
Pacific Sea

e

- - - - e S ———

WGN Radio reaches the largest audience of
any broadcast property west of the Hudson

,| WGN IS CHICAGO ' won

"NCS 1961
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Starting September 2, we are giving afternoon programming (4:00-6:30 p-!

back to the adults and teens — everyone old enough to b

Starting at 4:00 p.m. decision-making buyers will turn to Adventures in Paradi

followed by Rifleman at 5:00, Dick Powell’s Zane Grey ' |

Theatre at 5:30, and Total/ Information News at 6:00. @ ) St. Lc
Have a product adults buy?

Sell it 4:00 to 6:30 on KTV I . h' l



SPONSOR |5 AucusT 1963

’,,i"'f,g TERE ¢ £ :
s 6?' o0 QUES

‘),\:- WZ/ TPA,QA
_'-,/t ALS' 40
i‘l = THER OF &
¢ EvsS g

._."!! ’CAT//E./Q K/\/G:Wc
£7C’£7'C,

770N

GO
THE BQI'DF
o &

) 5’557.

_.-""—-—‘-‘__: :
e

rint says: We'll bury you

Magazines and newspapers mount new hate campaign

against radio and tv in wave of destructive selling

e tronble with tv s, quite frank-
[v. that only paar peaple look
at it
This makes it hard for advertisers,
Fven the eheap, bilk items waste
most of their tv budeet, sinee not
only are the viewers poor bit also
stupid. Theyre badly edncated.
therefore it takes repetition to uet
the sales miessage across.
Unfortimately, most people vet
irritated at being told the same

3wl st lued

thing over and over agrin, oty ad
frequency deteats its onn porpose

Not that it st doomed to tailare
anvawen, sice onlv abont 12 ol
adults watch the sinall seeeen And
of these, most don't helweve what
they see or hear.

[ any of this Larraz o of nonsens
stirhes o reader as nosual womcans
onlv one thing Tlos never heon e
posed toa print-media presentation

)



Living the good life
Current presentation by LIFE magazine is refreshing change in more than one way;
song & dance act doesn’t knock anybody—not even broadeast business but sell hook’s
own virtnes, Producer Nat Greenblatt is an ahunnus of CBS and Group-\V programing

Most admmen are familiar with
some of these arguments. Most sea-
soned veterans of Madison Avenue
can pick the loaded questionnaire
and the syllogismic argument. Some
ol these, let's say right out, have
come from the broadeasting busi-
Hess.

But seldomn has there been such
a concerted barrage of destructive
scelling as currently is aimed at ad
managers and ageneies. The news-
papers and magazines appear to
have abandoned any idea of sclling
their own virtues and are training
their heaviest guns on radio and tv,

Heading the bombardment is a
new presentation by the American
Newspaper Proprietors” Association,
cntitled “A Change in Value” Re
leased two weeks ago amid a flurry
ol print-trade publicity, the ANPA
project sets out the dubious thesis
that, because there now are more
tv sets than existed ten vears ago.

26

the medium has been diluted in
value.

The Alice-in-Wonderland logic of
this is crystallized by ABC TV re-
scarch dircetor Paul Sonken: “It's
like saving a billboard has more
valune when only two cars are pass-
ing than when there’s a traflie jam.”

Few medin directors are likely

‘McCall's,” “Journal’ Back Survey
Showing ‘Weakness' of Daytime TV

Nw Yok Sept. 6 MeCall's

Home Journal, who ¢
sind ©o1s magta-
Trolvenlap onoa o survey

~ugliv e lae-t

- [0 S T

When ladies get together

McCall's and the Journal sponsored stucy which nncovered alleged shortcomings of (]-
time tv, Closer study reveals that survey was constructed in a manner which could 3 l
onhh one resnlt. Guess what? Only the old and ignorant watch—in McCall's rep

to fall for this line. However, aparl
from the inspired lunacy of ANPA’
central thenre, the presentation alsc
employs false statistics.

Whether ignorant or malicious
the newspapers’ claim that onh
12.6¢% of viewers actually watch ts
during station-breaks is likely &
prove a boomcerang. Rescarch-ori
ented admen have already pickec
this point to picces, and the resul
is—by extension—an unwillingnes
to accept other documented “facts
which grace the study.

The station-break booboo was th
contribution of a tv-station-operat
ing New York tabloid, the Dail
News, whose own profit from trut
and accuracy is rcflected in the fac
that its circulation today is less tha
it achieved in 1942. The ANPA ap
parenthy accepted at face value th
News' contention that spot tv ac
vertisers are wasting their mone
becaise no-one looks at their con
mercials.

The ANPA-Daily News tact
was simply to take a piece of legil
mate rescarch (carefully vetted b
forehand by the Amecrican Researc
Foundation) and then blithely mi
apply this to a totally different s
ot conditions — without, of cours
incentioning the fact in their prese
tation. !

“Seldom,” comments TvB's 1
search dircetor Harvey Spicgel. “h
the difference between research an
a sales presentation been as we
demonstrated.”

For anvone who didn't sce t
pea o under the shell, here’s he
the trick is done:

The ANPA-News approach is
“show™ that a very small proporti

Light,” aml “Fdue of Nk
TV)Y., and “Concentrat-on’™ - NS
TV Some 2042 hoo @
[ ] N
Pickged _ar randony 1

el

t
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af ol adnlts in the New York mar-
ket sav that they watched all of the
staticnr-reak withont switching, to
another  clummnel, sewing,  eating,
talking, or doing other things.
However, the base osed for all
their pereentages in the presenta-
tion is the avea’s adalt population
and not the average aadicnee sor-
roamding the station break—a hap-
py way of connny, ont with small

p(-r('vnl.luv\

average break and 3285 000 viewed
af terw gred

The conmon agencs practhice m
estimating break
average the before and aftes andi-
ence. In this cose, the average is
3.065.000; this s the lignre am
ageney wonld nse e its own ealens
Latioms. The ANPA-News own 1o
port was that 2,593,000 people wiere
in the room with the set on diring
station-break, i other wards, thewr

andiences s to

e moe than STOM got reaont

wleas and anlonmation from nae
1
1

i It
liese trogn

sies, ondy Jtre got
A isIon
foll

leaders find v ozimes

To na-ones surprnise i
that thes
naefnl than o, that they an
mare: Lvorably disposed to maga

e

sine ads than to broadcast conmmner
cials, el that in general the prant
hooks are “iore™ attractive, helplnl

] )
Morinabiy e andd pteresting. Zvnd s

Per Cent of Adults Who Give High Score to:
HOW MEDIA ARE RATED Newspu_pcrs TV Magazines Radio
| OB | & | OB
“1n first to Introduce new products” 60% 7 1% 57% 45%
"Has Interesting and imaginative nds” 54 66 67 37
"Gives o good description of the products 1 need” 60 57 59 40
"Shows good tasto In the advertising It carrles” 63 47 64 44
~Carrles advertising that can be trusted” 58 41 57 40
“Tells you all you need to know when buying a new product” 50 40 48 34
~Stlcks to the facts™ 63 40 56 41
~Gives useful Information® 71 58 65 54
“Tells me where I can buy thingn” 83 53 41 56
“Is meant for people like me* 61 52 50 45

In this version of thimblerigging,
the adult population of 11,182,000
epresents 100F. The total mnnber
iewing during the average honr is
3817000, or 33.2¢. The wnnber
vho switched off the set or left the
oom cduring the station-break s
222,000, The nmnber of people in
oon with set on during part or all
[ the break is 2.393.000, or 2257,
k The newspaper “rescarchers” then
o some disqualifyving: people in
1c toom with set on who also were
oing sonething else, and people
vho reported being in the room for
portion of the break.

Eliminating all of these, they an-
mnce that only 12.67 of the total
dult population remains.

However, the presentation does
hention two additional figures: that
051,000 adults viewed before the

YONSOR ‘5 a1 st 1963

en figures end and interpretation begins
Polling condiseted for the ANPA s npinteresting comparison of sabjective assessinents ol medie by cnmsnmers, Unsarprismely,
“mestionaire is shaped in terms which prodiece answers which ahuost antomaticalls favor newspapers. Advertisers generally sy ap-
proach is lecitimate bat is of little valne to them. Questioning doesu’t evoke wew know ledee, merdy predhictable

owinmeasarement was egnal to $2¢

of the hefore & after average.

Where did all the people go?

In the war against broadeasting,
the print media don’t rely only npon
chicanery with minubers. A recent
major study released by the Mausa-
zine Publishers Assn. builds its case
throngh another established tactic
the loaded guestionnaire,

Part Two of “A Stndy of the
Magazine Market,” prepared by the
Market  Research Corporation of
America, puts forward the astonish-
ing clainr that there are two separ.
ate and identifiable groups of peo-
ple within the nation — magazine
readers, and tv viewers.

The magazine-readers em.  of
course, be  recognized by their
bright eves, bushy tails and Lincoln
Continentals: “157 of people carn

NPONSS

are the people wha read: they cam
more money. are better eduncated
and by anore of all good things

Althoneh v reaches 917 of all
American howmes, these hames are
some mysterions fashion the refog
anly for deadbeats, misfits, cretins
aned, presnmably | magazine pnblish
ere. Ay adman who swants 1o know
how  this  apartheid v denived
shauld steal a lock at MRC A s ques
tionnaires.

Another picce of “research”™ that
admen are heing hit with congerns
dusy time television. Tts sponsors are
MeCall's aned the Home
Joural, the perpetrators waore C
Hooper Ine. This stndy clanus that

“More than S of w
viewed did not
telecasts ol a part nlar prouran

Please turn to pase 62
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Extensive gridiron coverage
of college & local contest
planned for radio this fall

Household Finance and United Motors Service sign for
Notre Dame football schedule to be carried by ABC Radio

XTENSIVE COVIERAGE of top

college football games is planned
by the radio networks this fall, as
well as widespread broadcasts of
college and high school contests
on the local level. Only the CBS
Radio Network will not schedule
gridiron contests on the national
level in 1963.

ABC Radio will provide the most
extensive schedule, broadcasting all
Notre Damme games. NBC has a
number of the leading bowl games,
while Mutual has a major plum in
the Army-Navy contest. Locally,
foatball coverage is widespread,
with the major college not covered
by radio the exception rather than
the rule.

High client interest

Advertiser interest in foothall is
also high. ABC Radio is set, while
NBC Radio and Mutual have op-
tions out on their games.

With its coverage of Notre Dame
games for the sixth  consecutive
vear, ABC Radio has signed House-
hold Finance to fullv sponsor the
network’s half of the game, ABC
Radio president Robert R, Panley
announced  last week. The other
half is open for local sponsorship.
In addition, United Motors Serv-
ice Division of General Motors has
picked up the tab for the network’s
half of the ten-minute pre and post-
secason gmne shows. Ageney for
Honsehold  Finanee is  Needham,
Lonis and Brorby, while Campbell-
Ewald is ageney for United Motors
Service,

The ABC Radio schedale opens

28

38 September with Wisconsin at
Notre Dame. Other games on the
schedule are: 53 October, Purdue;
12 October, Southern California; 19
October, UCLA; 26 October, Stan-
ford; 2 November, Navy; 9 Novem-
ber, Pittsburgh: 16  November,
Michigan  State; 23 November,
lowa, and 30 November, Svracuse.

While carrving no regular season
games, NBC Radio has an impres-
sive post-scason lineup. Five major
year-end games are included. start-
ing with the Blue-Grey Game and
East-\West Slhrine Game on 26 De-
cember. The National Foothall
League Championship is slated for
29 December, followed on New
Year's Day by the Sugar Bowl and
Rose Bowl. While some sponsor
availabilities still existed last week,
NBC reports it has two advertisers,
heavily identified with sports, cur-
rently considering the broadcasts.

Mutual invites interest

Mhitual’s main event will be the
Army-Navy elassic on 30 Novem-
ber, which will be lalf sold on a
national basis, the other half locally
by stations. As an added inducee-
ment to sponsors, Mutual is mak-
ing available a block of tickets to
the game, as well as pre-game and
post-game festivities for the spon-
sors, In addition. NBC plans in-
clude airing the National Football
League contest bhetween the rmn-
ners-up in the East and West. Also,
one or more of the Detroit Lions
professional games will be broad-
cast.

On local coverage of foothall con-

tests sponsorship is both local and
national.  Undike tv where the
NCAA bars all but major national
network coverage, radio covers col-
lege games in city after city (a com-
pelling argument against anyone
who considers radio a music and
news medium only).

Costs to advertisers varv. Full
schedule of one \Western college
team, for example, sells for $11,500
for a total of nine games. In sialler
communities, such as one in the
middle west, full sponsorship of ten
games is pegged at $3,593.

Professional gets share

Professional football also receives
a large share of radio coverage. For
example, the New York Giants
games this fall will be carried on
some 70 stations, including seven
home games, seven away, and five
pre-season tilts. According to plans
announced. the hook-up will be one
of the largest independent networks
in the country for sports coverage.
It was created through acquisition
by Ivy Broadcasting, for its North-
ecast Radio Network, of exclusive
rights to Giants gamcs from
WNEW,

Each station in the Giants™ Foot-
ball Network will contract individu-
ally for sponsorship of the games.
with WINEW alrcady having spon-
sorships from Howard Clothes
L & M cigarettes, Ballantine Beer
and A & P grocery chain,

Included in the lineup through-
out the Northeast, are about 2
Yankee Network stations in New,
England, and stations in New York
and Pennsvlvania, At least tour 30.
000 watt stations will carry thg
Giants games: \WNEW; WNAC
Boston: WTIC, Hartford, and WGY
Schenectady'.

The same trio of WNEW an
nouncers that previously  covere
the Giants’ will handle the upcom
ing season — Marty Glickman
WNEW sports editor Joe 1ase
and Al DeRogatis. \WNEW sport
dircctor Kvle Rote and DeRogati
will also do a pre and post-gam
report. Feeding the entire networ
will he WNEW, v
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Big regional buy of the year
Sale of siv, Brst-run, one-hours S
dedl, executive « presiedent, Indeper

Execs see more regional

we

Show

rel

Corp. With rilease of

advertisers in syndication

ne men wha know svndication
best—the svndicatars themselves
—frmlv helieve that regional ad
ertisers, once the mamstay and
lominant  supporters of  first-run
sracduct, man vet return, Mean
vhile, & mumber of them, are mak-
ng excellent nse of svndicated pro
Inctions, accarding ta . srosson
unney, but not epangh ta justils
hauting “hallehijab
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and general sales manager, Trans
Lux Television Corp.: “The region-
al advertiser has not disappeared
completely, hut he certainly has be-
come mort clusive. One of the fac-
tors is the deeline of good time
periods.”

How do regional advertiscrs, par-

ticnlarly those once hip-deep in syn-
dication, feel about the present
gloomy pieture anent first-run prod-
uct? spoxson asked Leonard B. Fau-
pel, advertising manager of P. Bal-
lantine & Sons, one of the leading
brewers in the East and a one-time
great exponent of the use of syn-

O b

Regional advertisers are still present bhut smaller in nmmber. This yvear UA-TV regional
advertisers include Liberty Mutual Insurance buy of six one-hour Wolper Specials

Recent regional purchase

The Ford Division of 1ord Maotor Co., via J. Walter Thompson, purchased two MCA TV
lulf-honr tv series for dozen markets, M Sguad (above) goes into nine markets

S0

dicated material, to comnment.

“In the past, we have had ex-
tremely good experience with syn-
dication—particularly with Foreign
Intigue, Highway Patrol, Bold Ven-
ture and Shotgun Slade.” Faupel re-
calls. “But we are going through a
period when very little new syndi-
cation is available and good time
periods are all but non-existent.”

Will the FCC’s decision to abol-
ish television network option time
have any bearing on future plans
of regional advertisers?

According to Faupel, “the new
FCC restrictions on network option
time coming into being, it is pos-
sible that first-run syndicated pro-
grams may enjoy a revival.”

“We will certainly keep an cve
on any new developments resulting
from this order,” adds Faupel.

Spot buying, rather than program
buying, is also high on the list of
reasons advaneed by authoritative
sources. Says James Vietory, vice
president, domestic sales, CBS
Films: “The pattern of local and
regional program sponsorship over
the last three years has paralleled
the change to advertiser participa-
tion buying in network programs.
Stations, as the networks, have he-
come the buyvers of programs and
are setting their own local program
schedules for individual or rotating
spot plans.”

John F. Tobin, ABC Films’ vice
president in charge of domestic
syndication: “Until a few vears ago,
the regional advertiser exerted a
major force in syndication. Then he
began to switeh his budget into spot
buys because of a supposed cost per
thonsuand bencefit.”

Jaeques Liebenguth, sales man-
ager, Storer Program Sales: “There
are signs now that many potential
program sponsors are weary of be-
ing in the anonymous safety of spot
clutter—not only regional bnut na-
tional as well.”

Savs the aforementioned Golden:
“Many stations are programing al
lorms of spot cariers, including
feature fhmed, full hours and hal
hours, further reducing the  time
available for regional sponsors. The
selling of spots by local station:
parallels the trend on the networks
where national advertisers prefe
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the flexibility of spreading their progians avaalihle far sole spon
clevision spomsorship among choiee ‘i "

¥ ré

Abe Mandell

1 to Colden

utinntes in varions prograans.” LCERE Ford 1 ;
During the booming seller’s nar «

et several vears ago, svndicators ] (

vere doing husiness with snch hig .

egional and national spenders as Alvin Sussman f

Budw ciser, Falstaf, Carling, Bal Vice president

antine,  Jan, Schaeler, Drewrss, ‘ ales

Senesee and Pabst in the heer cates
wry. Among the gasoline spenders
vere Conoco, 1-X Snnray, Snn Ol
standard -Cheyvon, Minerican Petro-
i and - Standard Oil of Tews,
alany tobjeco  makers  including
Ainerican Tobaceo, Brown & Wil
Damson and R ). Revnolds were
airth deep in svindication buvs, In
he food category one enconntered
uch umes as Lav’s Potato Chips,
[. P. Hood, Quaker Oats, Sweets,
vestle and Kellogy's,

Len Firestone
VP & Gen Mgr

Manv of these one-time syndi-
ated il bovers are now ont of
is catecory completely and report-
dly satisfied with their present spot
ming conunittments in television.

M. J. Rivkin
it here and there are pockets of Exec v.p.. sales
iscontent. Oue thing today seems uA v Keeping eye on developments

fear in the svndication field. Tao
L car syadicators as well as regianal
Ivertisers, tell it, there are indeed
hantages to acquiring sole spon-
seship of programs. Observes Vie-
L orv: “There are still regiomial and
deal advertisers who contine to
ke full advantage of the vahies of
ograun spansorship. For example,
BS Films recently concluded a 12
arket sule for the state of Texas
ith the Texas State Optical Com
L oany on Have Gun, Will Travel”
Texas State Opticul also pur-
ised ABC Films' One Step Be-
b ond and Tobin notes that Montana
P ower & Light “purcliased our Ex-
dition program for the smaller
| awrkets where off-network product
& first-run.
Many potential regional adver-
er who normally would sponsor
st-run - syndication  becmse  of
¥ater identification with o par-
ular series. now find that there
* not many” first-run svndication

Leonard B Fauped ad g Pl

Richard Carlten ] N
VP. & Gen. Sales Mgr ¢l | l
Frans-Lux Tv . In

Hal Golden
VP & Sales Dir
M4C

* Inysee good future

hding exces in television filin syndication
Id, however, see obstackes due to lack
Sproper time periods on pam stations

John F. Totun
v | fca
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Designed for operating economy and ease of maintenance

First sale of G.E. four-vidicon color film camera system was to WSMLTV, Nashville, In center are T. F. Bost of G.E. (17 and john
H. DeWitt, Jr., station president (r). Others (I-r) are G. A, Reyuolds, W. A. Hill, Auron Shelton, and Revis Hobbs, all of WSM-TV

Technology fashions film as a tv tool

With manufacturers sefting their sites on tv,
film and equipment undergo radical adaptations

I'r’s almost impossible for a creative
adman today o drecam up 4 com-
mercial that can’t be filmed. So
many advances have ocenred in mo-
tion picture technology that the lim-
its on creative leeway are disap-
pearing gnicker than vou can say
“flving man in the Hevtz rent-a-cac”
or “Naxwell House’s enp-and-a-half
of coflee.”

Such cmema miracles wonld have
been miheard of ten years ago, but
as the ent-hack in feature film prao-
duction canses many of the film in-
dustry’s best technical talents  to
turn toward tv as a source of eny-
ployment, and as advancing tech-
nology sharpens the tools that can
he used, they are becoming increas-
mgly common.

Most important of the major
breakthronghs that have occured in

32

almost every aspeet of motion pic-
ture development are!

» niew color negative and print
filur

» perfected camera and transmis-
sion equipment

» transier of tape to fibu for syn-
dicated release

) special optical effects

» location shooting with little or
no artificial light.

That all of this should happen is
no accident, according to Donald
£, Hyndman, assistant v.p. of the
LEastman Kodak Company and head
of the finn's Motion Picture Filin
Department.

“We, as well as other motion pic-
ture film and equipment manufac-
turers, are  continually  improving
onr products and special emphasis
is given to making our flms do the

best job for the using medium
With motion pictures becoming ai
increasingly important vehicle for
the production and release of mate
rial for television, our rescarch ha
tricd to meet the special require
ments of the video system by devel
oping and introducing new film
designed to open ereative frontier
in what can be produced for tv.”

This scason, at least S0t o
nighttime programs and commer
cials arc again on film. So are
majority of docnmentaries and new
shows.

Motion pictures have snch a tigh
hold on the syndication market th:
last vear, MGM  Telestudios,
video-tape producer, develope
“Gemini,” a svstem for dual produe
tion of taped commercials on filn
This was done specifically to mak
motion picture originals of the con
mercials available for release in k
cal markets. Actually, Gemini
just one of a number of ontlets tay
producers have developed to find
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reliahle wav to release footage ta
stations,  VMost
conrse, hay been the simple transte
of tape to film for svisdiciated ve-
lirase

local common ol

The dominance of film as a tefev
sion prodnction and release vehicle
has been especally prevalent on
color shows or shows prodneed i
color, (In the latter area, o nnmbe
Uf .\II()\\\ [RIE 23 l'(‘l(';l,\('(l ill l)l.l('l\'il“(l'
white are actually prodogeed swith
color film. The forethoneht hehind

this is that prodncers are protecting

residnal investiments.)

As color television gains a larger
share of the market (a million nnts
were sold iir 1962), it is more than

| probable that shows originally aired

in black-and-white will be re-run in
color. At the same thme, some mo-
tion picture engineers sav that a
black-and-white print made from a
color original produces hetter qual-
ity v pictures tharr o print made
from a black-and-white original.

A recent exaple of teehnical
improvements  in - motion  picture
product which affeets television was
the introduction of Fastiman Color
Negative Filin, Type 3231 (fall,
1962) and Lastman Color Print
Film, Type 3383 (spring, 1963).

\Willam Wade, hiead of the cam
era department at Revne Studios,

said of the new  color negating
“Better definttion as readily appar
ent to telesision viewers  Also. thie

necative allows s to rendea
color acemratel . Blaes are
triner and ('()lll])ll'\mll\ have amor
realistic e

Commercial filim producers find
the wesw nedative las improved pho-
toaraphic specurl eflects in color
Eastiman’s Thndman exploms that
“most ellective special effects work
is doue throngh some nse of optical
printing — supernnposing. one pic
tnre on top of another to create
third effeet. Asa result, the final pic
tnre is actually o compaosite. o do-
mg this, the quality of the com
posite must suffer. However, by -
proving the guality of the original
pictures, the compaosite, too, is vast-
Iy imsproved ™

Fastman completed the evele of
its improved color film svstem dnr-
ing the beginming of 1963, when the
Brmv pnt its new print material on
the market. The new print film
helps provide a clearer and  trues
color television pictare.

Not all improvements in the tele-
vision picture are traced back to

TN
more

Perfected camera equipment efiminates fuzziness

New Ceneral Electric four-vidicon film camera ss~tem provie
md detailed pictures by use of fourth vidicon for haninance and
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Hyndman stresses product improvement
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Kodk

motion picture filine Some ot the
higgest hreakthrongls have come in
the development of cameras and
transmission equipment adaptabl
to the il miedinm.

A vood example of this ty
engincerimg development was seer
this spring when ABC Enemeermg

owned by ABC-TV) anmomeed
the development of a special four-
color transistonized vidicon camera
ABC enaieers, who deseloped the
it with General Electrie, sav it
results in v transmission of a color
motion pictnre that v markedly
steadier and sharper
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Bank commercials don’t have to be dull

Chase Manhaftan reports many requests for tickets, maps,

as viewers praise bank's World's Fair commercials

HE World's Fair still may be nine

months awayv, but at least one
advertiser is making eertain it won't
get lost in deluge of publicity next
vear. With a fast running start,
Chasce Manhattan Bank has laumeh-
ed a full scale advertising campaign
promoting The Fair.

And in the “early bird” tradition,
the eampaign is drawing results.
Advertising cxecutives at Ted Bates,
the bank’s agency. say letters on the
eommereials, and requests for tiek-
ets and information are arriving at
a gratifying pace. Unashamedly, ae-
eount supervisor John Howard re-
ports “The Fair is New York and

Peace and friendship go hand-in-hand »

Underlying idea of commercials is “You have a friend at Chase \Manhattan,” but major part of spots show exciting construction at
World's tair, including models of halls of science, art, and the Unisphere—symbol of world peace through understanding.

Spots show eonstruetion in prog-
ress and dissolve into a model of
finished exhibit.

Produced by Sarra, the commer-
cials open with “New York is a
meadow making way for a miracle

. a miraele being pounded into
shape.” The eamera then  shows
hulldozers, piledrivers,  steelmen,
welders, and riggers at work. “Next
spring,” the copy veads, “the Fair

31

Chase Manhattan is New York. It
was a natural tie-in.”

The eurrent eommercials, whieh
represent the first major publieity
not placed by the Fair, began 16
June and will end 31 August.

At present airing of minute spots
is on six New York television sta-
tions 40 or 30 times a week. Since
virtually everyone who earns money
is a target for the bank, Chase buys
are made on the eost-per-thousand.
Sports, variety, and movies are best.
The e-p-m averages $1.61, but any-
thing under $2 is eonsidered, ae-
cording to Howard.

Bates has had great suceess with

will open to greet over 100 million
visitors. As New Yorkers we invite
all to come to the Fair.” One high-
light is the steel outline of the Uni-
sphere, symbol of the Fair that ex-
presses the basis theme, “World
Peace Throngh Understanding.”
Through the commercials view-
ers are invited to visit any Chase
Manhattan offiee for Workl's Fair
information, free maps and redue-
ed-rate adimission tickets, (Cut-rate

network “sell-offs” for Chase Man-
hattan. Naturally, these buys are
made at the last minute, but ae-
count executives dont care when
they get a good buy. Wide Country,
for example, virtually Jast on the
Nielsen scale for national viewer-
ship did better in New York. Meet
The Press, another sell-off. was also
eonsidered a good buy because it
reaehes an audience which might
not be regular tv viewers.

Howard believes the eommercials
are the most exeiting Chase—and
the banking industry—has ever pro-
dueed. Certainly there is more in-
herent movement, sound, and ex-
citement in the Fair than in auto or
home loans, he admits.

Graphic action is backed up with
fast-moving music featuring a wom-
an’s voiee. The two elements eom-
plement each other. For example,
a graphic zoom-in is aceompanied
by a musieal creseendo.

admission tiekets will cnd in Feb-
ruary so as not to undercut Fair.)

End of eommercials uses familiar
line, “Remember, you have a fricnd.
at Chase Manhattan.” You have ¢
friend, sayvs Howard, is not just ¢
tagline but the entire theme of comy|
mereials.

The uvew Fair commereials de
liver about four million message:
a week to the New York market
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S0 far they have acconuted  tor
l,-|]'mm 30 of bank's spot schedule,

Bt Chase still has to keep np
Tlmm and savings contmercials, The
bidect Tor all serviees  chunges
Bnonth to mouth. tu September, for
sannple, abont 20 10 25 ¢ of Chase
Anhattan’s advertising bondeet will
L into checking acconnt spots, as
liat is the time when greatest nount-
wr ol people open up new bank
wepunts.

Cliase Manlattin is 1007 -tvaad-
Lertised when it comes to loans and
Livings, There s little tv cant
annedle, 1loward savs. Newspaper
wls are used only when o serviee
5 ollered that is too complicated
L ewplain on television, (Conpton
Lnindles the Chase Manhattan ac-
munt for tmst, corporate, and cor-
espondend advertising.)

Before Bates took over the hank’s
etail advertising account, all media
here nsed, with great emphasis on
brin. Tv is now the overall trend.
UAI's fonr main competitors—City,
Uhemical, Mamufactorers Hanover
irust and Bankers Trust—also are
HARY DLV
Cliase VManhattan hos two rea-
bns for believing that its tv-orien-
itiem at retail level is successfol.
The banks annual penetration
tndy, consisting of 1,000 interviews
itting a bokinee of the popnlation
1 the five boroughs, indicates that
wre hias heen major increases in
w people’s knowledee of Chase
Linbatton attributable to tv ad-
ertising,

Aso, last veor. and so Far this
wr, Chase Manhattan's retail serv-
e By increased. Robert Keim,
Hvertising ollicer at the bank, savs:
hur share of market both in sav-
s and checking accounts has con-
nunusly cone up since we started
sine tv. Naturally there are pumy
cturs involved, but we feel that
i sueeess is ot least in part attri-
titable to our advertising strategy.”

| Chase Manhattan is continuing
s policy of featuring New Yorkers

Bvpical settings, The Waorld's
iir commercials provide a report
1 the progress of the Fair as well.
For more on Chase Manhattan
xl the banking  industry  see
binks are up in the air with big
amotion,” S April.) »©
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Delta Air Lines and S. C. Johnson
make plans for World's Fair

w“n many radwo and v adver-
tisers huilding exhibits at Flush-
ing Meadow (see srosson, 21 Jan-
ary'), a host of related broadeast
tic-ins cant be expected. Not far he-
hind Chase Manhattan in prepara-
tions are a munber of other com-
panies.

Among plans released last week
were two of radio-ty interest. One
from Delta Air Lines will be di-
rected toward voungsters. Delta is
introducing i Travel Stamp Plan to
help accumulate funds for a pack-
age tour of the Fair. Stamps, in
$1 denominations, can be purchased
at Dehta offices, and other locations
such as travel agents and hanks.
\tlmta, New Orleans, and Hons-
ton are initial targets of the promo-
tion, to he expanded later, designed
to baild an terest in a “payv now,
vo Liter” idea.

Radio and tv will he nsed, as well
as newspapers. Commercials using
sub-teen situntions and appeals will
be featured. Overall theme of the
promotion:  “Co by air to the
World's Fair, take a Deha jet there.”

Broaden travel market

“We regard this approach to the
subteens market as heing construce-
tive as well as original.” George E.
Bonnds, Delta ad manacer, savs.
"We are broadening the travel mar-
ket as nrged by the Civil Aeronau-
tics Board, and by breaking new
ground are preselling air travel to
an opcoming generation of poten-
tial passengers. Creative elements
of the campaign are heing handled
by Debta’s ageney, Burke Dowling
Adhims.

Heavy tv nser S, C. Jolmson, the
onlv mannfactirer of - honschold
pro(lm ts constructing its own pas 1l-
i (see illostration ), reported on
building progress and plaus
Thongh  eaact  adhertismyg plans
won't be decided nntl tall. & €
Johnson has selected Bonton &
Bowles to handle related Workd's
trair activity

Reports Johinsen president Tlow -
ardd M Packard: "W consuder the
Fair as o means of estabhshing
oser relationship with costonner
andd fricads thronghout the workd
trust and  patronage over  the
vears has contribnted to the siceess
of Jolmson Win,”

Though the Johnson pavittion will
have its owr 600-seat theater, the
set-up does not inclde a stage which
might be used for ty originations,
nor have tv facilitics in the pavilion
be considered. The theater will he
ised imainly for a film presentation.

The Lack of direet broadeast orig-
mation from the Fair does not pre-
chide however, a4 number of com-
mercials being integrated  to the
Foir theme or promotion. b fact,

N e v -

commercials with Fair tie-ins ore
being considered. S, Co Johnson s
also planming in conjunction wath
the Fair an mtentational conferenc

of all of thar companies in New
York.

Commenting on the Jolmson ex
hilnt atsell. Packard saied. “The dis
plavs and extubits will offer
thing of vahie to evernnone fr n
honsewnes and other famaly mom
bers who se onr produacts to retal
ers. to bisinessmen wlo oare oo
tomers of our service products ding
ston Therd M also e speanil attrac

tie ns bor clnldren s 4




CANDY - TELEGRAM
DELWVERED BY ‘
WESTERN UNION

Gift product finds spot tv the answer

Western Union CandyGram came ouf of the doldrums and info

sunny sales weather with the aid of a well-failored spot felevision plan

o THE services offered by Western
Union—money orders, Howers,
birthday grectings, cte.—there’s a
successful  newcomer, candy by
wire. CandvGram, called “the
world’s sweetest gift by wire,” is a
box of chocolates delivered with a
telegram. One pound costs $3, two
pounds 83, plus the charge for the
telegram.

Though a fledgling four years
old, the franchise operation of
Western Union is becoming popu-
lar, thanks to an assist from spot tv.
For CandyGram, the turnabout has
come quickly, for barely a year ago,
the picture was bleak.

Western Union CandyGram'’s
previous advertising agencies,
Reach, McClinton in 1959, and
Young & Rubicain in 1960, rclicd
exclusively on print wmedia to sell
the company’s product, and
$500,000 was spent vn advertising
with limited sales results.

Wlhen Cole Fischer Rogow took
over advertising in 1961, they felt
that Western Union CandyGram,
with its market penetration “practi-

36

cally nil,” was badly in need of a
potent advertising campaign capa-
ble of giving the company the nec-
essary shot in the arm—and fast.

The agency came to the decision
that spot tv could very well be the

Plays a dual role

Marvin R. Cole, as president of Western
Union CandyGram and chairman of the
board of its agency, Cole Fischer Rogow,
guided the company into tv and success

answer to Western Union’s Candy
Gram’s problems, and schedule
spot tv test campaigns in L
Angeles and Dectroit. The tests 1
May 1961, used minute spots i
carly evening movies to promo)
the sending of CandyGrams fc
Mother’s Dav. The result was "2
acute jump in sales.” The effcctiy
medication had been found, but tl
patient was weak. Summertim
considered a poor selling time fe
the product, was at hand.

Then, in February 1962, Mary
R. Cole, while continuing as chai
man of the hoard of Cole Fisch
Rogow, took over in addition Wes
ern Union CandyGram, and b
came the company’s new presidel
Cole believed in the product, ar
in the success of the brief spot
test campaigns Cole Fischer Roge
ran some months previously. E
first order of business was to ini|
ate a full-scale spot tv campaig
which got under way in seven
jor citics as an advent to Valentine
Day. This effort proved beyond ¢
shadow of a doubt that televisie
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was the key to stepped-np sales

In Faster of 1962, the narket list
was eypanded to 30 cities, and on
Mothers Day to J0 etties Mothers
Day of this vear found the cam
pgn rnnmg inomore than SO
markets

Cole savs the nsual plan now s
to sclicdnle trom 10 to 70 spnts |
station during the tour davs prior
1o a hey holidoy, Ninate spots are
mun thranghont the davtime and
:::‘.:!i!::::::', O onhe or tswo statmons m
sacl narket

This year the company espects
to spend  approvinmately $230,000
lor the 16 davs ity sataeation con
wiiens  are aired—the tone dins
wlore  Valentine's Doy, Faster
Mother's Dav, and Christmas. The
ompany does not plan to advertise
Inring  the  slow months,  Jone
lirough Octaber.

The Western Union Cands Gram
victnre has brightened  consider-
iblv sinee that first spot ty ventire
ww  Western Union phones an
ammed with calls for CandvGrams
wrior to holidays, and the company
s contemplating expanding its line
o include a new candy produet
specially: suitable far children
NiddyGrams. On Valentine's Dy
Saster. ond Motbers Day this vear
Vestern Union offices in 11 eities
an ont of candy, and new supplies
1ad to be shipped to them by air
dales have incereased 707 dorin
he past vear. The annnal sales vol
e s of December 19610 before
eavy  Ivoose, was S400.000.0 In
ccemhber 1962 <ales had jumped
b $SSO.000, and this vear Cole an
icipates a further rise to SEtaomil
on. Cole says, "Spot tv is onr onh
wdinm, and will continue to he
Ve have found that television s
he one advertising mediom that
raduces the quickest and most im
wdiate sales results for ns

Perhaps most interesting s the
sidual value of the tv drives. For
nring the valley periods, when no
pats are on the air, the company
as enperienced a 227 incerease in
verage sales. Cole dicates the
ossibility  of uradually forsaking
1e four-day campaiens and devel
ping 13-week drives mstead. For,
Ithowgh the four key holidavs are
ressed in the advertising plan, and
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Prelude to hopped-up sales
Pre-Faster wretal, sehedile

T ¢ ),

the candy hoves are sheathed
sleeves appropriately  designed fe

cach holidav, Cindy Grams are of

fered for sale all vear ronnd. The
between-holiday packace featnres
an attractive bricht red and white
Jeeve

T'l(‘ l()(s; \unlull‘lull\ 1 I

Before holiday orders flood in

Mana Al Simth of Weat \
i entory to nrake f




ANOTHER VALUABLE
ADVERTISING
OPPORTUNITY

'ON WNBC-TV

{NEW YORK

“ORBIT”

PLANS

Deliver greater reach
of unduplicated
homes and greater
cost efficiency than
across-the-board

spot schedules.

HERE'S HOW THEY WORK

YOU BUY a fixed schedule of
four 20-second prime-time an-
nouncements in four weeks

each one in a different time.

YOU GET good average

weekly ratings

PLUS a four-week cumulative
rating which will give you an ex-
cellent cost-per-thousand for

a wide audience.

IT GIVES YOU MORE FOR
YOURTELEVISION DOLLAR

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

WNBC-TV E’ NEW YORK

~TIMEBUYER’S
CORNER

Windy City promotion: Needham, Louis & Brorby (Chicago) has upped
Bill Beyer to full-fledged timebuyer from his former position as media
analyst. Bill replaces Mark S. Oken, who is now with the Footc, Cone
& Belding (Chicago) media departinent.

Media people:
what they are doing
and saying

More Chicago news: Larry A. Olshan, Tatham-Laird mecdia manager,
will join Foote, Cone & Belding as assistant media supervisor 12 Aug-
ust. Larry handles the Abbott Laboratories, General Mills, and Ovaltine
accounts at T-L. His future account responsibilitics at FC&B have not
been disclosed as yet,

“Battle Line” screening draws buyers

Among the buyers at Official Films' preview of new tv series, which tells hoth side:
of World War Il hattles using actual films, are (l-r), Phil Stumbo, McCann
Erickson media supervisor; Helen Thomas. Street & Finney v.p.; Larry Lewy
Norman, Craig & Kummel assoc. media dir.: aict Noel Becker, Compton timebuye

From Pennsylvania: John R. Mooney has been named media directos
of Fuller & Smith & Ross (Pittshurgh).

“Battle Line” sereening in New York: Amid the crush of buyers attend
ing the new tv serics presentation, the CORNER saw Marv Glasser
DCS&S:; Betty Nasse, Joan Stark, and Bill McDonough, Grey; Dicl
Kaplan and Ed Nugent, D’Arcy; Martha Thoman and Ron Grathwaehl
J. Walter Thompson; and Steve Dickler, McCann-Marschalk.

What's doing at Lennen & Newell (New York) these days: Frani
Howlett, formerly assistant media director in charge of broadcast buy
ing, has heen upped to associate broadeast media director, reporting
to media director Herb Zeltner. And, as reported recently (TIME
BUYER'S CORNER 24 June), Bob Kelly, the 1963 SRA Silver Nai

Award winner, has been elevated from senior broadeast buyer to

assistant media director in charge of spot buying,

Leisurely muse comes through: All faithful CORNER readers, cast vou

i

thonglits back to the 18 March column, and vou may recall a photo o

Ted Bates (New York) buyer Dan Monahan being clobbered by
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w8 | The Swanco Stations Group

ANNOUNCES
“APPOINTMENT"

robert e.
astman & co., inc.

AS ITS NATIONAL SALES REPRESENTATIVE
FOR ALL THE 4 SWANCO STATIONS

KRMG

TULSA. OKLAHOMA

KIOA

DES MOINES., IOWA

KQEO

ALBUQUERQUE. NEW MEXICO

KLEO

WICHITA., KANSAS

To buy the stations with showmanship, salesmanship and leadersh.p in their
market areas, get the complete Swanco story frcm your local East-Man

people who listen like it . . . people who buy it, love it.
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LTI

YOUR
MONEY
1S
WORTH
MORE
IN
TAMPA
ST.PETERSBURG

Your advertising dollar
goes three times farther

on. WSUNSTV

the pioncer station

WAUN=TV

Tampa - St. Petersburg

Notl. Rep: VENARD, TORBET & McCONNELL
S £ Rep JAMES S AYERS

10

“TIMEBUYER'S

" Continued from page 38

CORNER

shillelagh held in the pretty little hands of a fine Irish International
Airlines colleen—this column’s way of bringing St. Patrick’s Day and
WAVLP-TV’s (Springfield, Mass.,) 10th anniversary to your attention.
Well now, only this day did we receive a genuine poem inspired,
indecd; by this very same photo. Another Bates buyer, Frank Thomp-
son, created this lovely thing which brings up the question, who's got
that shillelagh? Frank’s poem:

Station’s got their promo; Monahan's got his pride.

Shillelagh was presented — where does shillelagh hide?

The airline’s girl has gone away. Photographer disappeared too.

And with them went St. Patrick’s club, leaving only a photo clue!

-

Buyer makes a move: James Alexander is now with Fletcher Richards,
Calkins & Holden (New York) as media group supervisor, a newly
created position. Jim’s primary responsibility is the Eastern Airlines
account. He was formerly assistant media director at Lennen & Newell
(New York).

In New York: Helen Sielicki has been upped from assistant media
director at J. M. Ilickerson (New York). Helen has been with the agency
for 10 vears.

Back from vacation: Ted Bates (New York) timebuyer John Catanese
has returned from a two-week hiatus at Long Island’s Atlantic Beach
with his wife and three sons. John buys for C. Schmidt & Sons (brew-
ery) and Scott paper.

Hope Martinez: in the cards, better buys

1961 SRA Silver Nail Award winner Hope Martinez will mark her 18th year
with Batten, Barton, Durstine & Osborn (New York) in October. One of the
best known buyers in the industry, she was born in Spain, educated in
New York. She began her business career as a bookkeeper with the John
H. Eisele Co., New York building contractars, switched into advertising by
joining the BBDO accounting de-
partment. The agency later ad-
vanced her to media buyer, and she
is now media supervisor on the
American Tobacco, Armstrong Cork,
and Famous Artists accounts. Soig-
nee and unruffled in the midst of
a hurried schedule, Hope took time
out to discuss the evolution of the
radio and tv rate card. Hope says,
“From the time | started buying to
today, the broadcasting industry
has made tremendous strides in
simplifying rate cards—to the ex-
tent that it's a lot easier to buy
today. For example, most stations
now sell on the basis of packages
—making a buy more economical
than before, and making quantity
buying simpler. This adds up to
many advantages for the client.”
Hope is a member of the Advertising Women of New York. She and her
husband, John Anzolin, and daughter Claudia make their home in Forest
Hills, Long Island, New York.
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ONLY YOUR REP

A

- GETS THROUGH TO BUYERS

PONSOR H

~—m s THE & reCy

BETTER THAN SPONSOR

' JAMEB F O ORADY. Jm ‘
ve

- BE

And even he’ll admit he can’t be in as many places as often. Give your rep all the
support a good SPONSOR campaign can be—increasing call-letter recognition; warm-
ing up the welcome; making salient points; avoiding a lot of introductory hashing.
Why SPONSOR? Because it’s the most important 1/4” (sometimes 5/16") in broadcast
buying. Because it leads—with the top-of-the-news ... depth-of-the-news. .. trend
of past and present. .. outlook on tomorrow. SPONSOR supports the sale, feeds the
buying mix to help make each buy the best possible. Like your buy in SPONSOR,
the broadcast idea weekly that squeezes the air out, leaves nothing but air in. 555
Fifth Avenue, New York 17. Telephone: 212 MUrrayhill 7-8080
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~COMMERCIAL
CRITIQUE

Tried and True . . . WNEW

By AUSTEN CROOM-JOHNSON

Along with sa mmy others, 1
would like to offer my compliments
to WNEW now celebrating its 30th
anniversary on the air. If any radio
station deserves to be ealled an
‘independent’, it's WNEW . . . and
not just because of its non-affilia-
tion with a network. They ean truly
elaim to have pionecred the per-

Print ads tie-in with radio spots

Hoffnian uses their “prettiest girl”

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

The great personality  behind
WNEW was undoubtedly Bernice
“Tudie” Judis (Mrs. Ira Herbert).
This gifted exee is now operating
WAVVA's 30,000 watts. She origi-
nated WNEW’s successful format,
and really put the station on the
big-time radio map. Therefore 1
feel that any eongratulations would
be ineomplete without mentioning

prettiest girls love

HOFFMAN

~-naturally!

theme it bus streamers like this one, as well

as on the airwaves. This moppet sings without accompaniment; the effect is charming

sonality -emeec - with-records, and
the policy of good pop musie,
along with public service and
news. They were always first with
the “firsts.” Indeed, the very first
musical i.d. using station eall letters
was written by Kent & Johnson for,
who else? . . . WNEW., These fa-
mous eall letters are still adver-
tised in jingle form with the kind
of musieal thinking and taste that
I find missing so often in commer-
eial jingles. The notes that are set
to “WNEW, New York” serve as
the basie theme for any inusical
mention of the station. There are
nmany variants to eover the names
of station personalities and broad-
ast services, and all are modem
interesting, and  reeorded  with
imagination and taste. Some are
sung, others are  strictly  instrn-
mentad, but the resnlt is abways a
reminder  that von're twmred  to
cleven-three-o,

12

“Tudie,” and offering her a large

share of the plaudits.

These days when the quality of
recording is so good, and when
hi-fi is the order of the day, it is
amazing to find the following con-
tradiction in operation. A radio
eommereial is produeed on tape,
then mastered for pressings to be
sent ont to the stations. On receipt
the station re-reeords from the
pressing back to tape, to suit the
particular  tape-cartridge  system
which they use for actual broad-
cast. The loss in vuality that can
oeenr in these re-recording steps
can ahmost negate the efforts of a
first-elass recording studio to turn
out faithful reproduetion. Striet
gnality control down the line is
almost an impossibility. Sinee more
and more broadeasters are using
the tape-cartridge system for trans-
niission,

it behpoves the interested.

parties to find some way of stand-
ardizing this procedure. I would
like to suggest, while on the subjeet
of broadeast quality, that it would
be well if ageneies made a practiee
of seeing that stations using turn-
tables were supplied with one or
two elean pressings to replaece those
that are worn. A high serateh-level
resulting from wear is an irritant,
damaging advertisers’ message.

Usually the voiees of moppetry,
and those grown-ups who profes-
sionally imitate them for the pur-
poses of advertising, give me an
aeute ease of the megrims. Not so
the two in-tuners who perform for
the Hoffman beverage people in a
pleasant reminder of their wares.
At last, I think, this pop factory has
a musieal commereial with a real
ehance for eontinuing sueeess. The
two tots sound natural, singing
jingley words to a jingley tune. But
it’s the presentation that makes the
little song so attraetive. Somebody
had the good judgment to know,
not what to add, but what to leave
out. In other hands they might
have wheeled in an orehestra and
ruined the whole effeet. As it is,
“The prettiest girl I ever saw, was
sipping [Hoffman through a straw”
was sung without aeeompaniment.
[n this ease the suitability of such
a deeision is borme out by the
added flexibility allowed the Hs-
tener’s imagination. The loeale is
not eonfined — the kids eould be
singing almost anywhere. I find the
jingle plausible and likeable for its
simplieity.

In complete eontrast, there is
another yonthful eall that eehoes
around a sausage eommereial you
may have heard. It make me want
to head for the hills to seek the
kind of solitude where little sau-
sages still walk around the farm
on four feet, happy as the prover-
bial pink pigs in the sumshine. They
never heard of Mr. Parks’ porkery

. Lwish 1 hadn’t either. \ &
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V GOSPEL TIME" DELIVERS THE TOP RATINGE

Atlanta 61.1%
Chicago 31.4%
New York 19.0%
d Charleston 62.9%

@5 ‘ | Memphis 58:9%
. ~ PULSE 1963

IV GOSPEL TIME’ REACHES A $20 BILLION MARKET

>
e
.

W ; \
I/ GOSPEL TIME’ IS AVAILABLE IN YOUR MARKET NOW

b cost per thousand that is considerably lower than a comparable radio buy

[ GOSPEL TIME’ DELIVERS A LOYAL AUDIENCE EOR YOlJ

#ce-haif h ailable. All featuring the outstanding Gospel singers and f

H N i d &
- i o5 s 1S



NEW BREED locks up L.A. Markel!

i EW BREED top Syndicated hour in /-Station markel
ARB™ rales N op Syndicated hour in 7-Station markel!

FRIOR PROC | NEW en,ctt; The New Breed—a different kind

AN[] May 63| SAT 9:30-10:30 PM| of show about a different kind of

cop. It had to be great to make these

N s l RATING headlines. It has to be great for your

AEHE'ES' - SRR O W station’s ratings.
:
ABC FILMS, INC.
90,500 [208,200] TOTAL HOMES 1501 Broadway, N.Y. 36+ LA 4-5050
360 N MICHIGAN AVE., CHICAGO. ILL /AN 3.0800

"VARIETY'S ARB'S JULY 10, 1963 190 N CANON ORIVE, BEVERLY HILLS, CALIF./NO 3-3311




interest to admen

"WASHINGTON WEEK| i

Y The FCC will try a clairvoyant look into the tuture of American com-
petitive tv during a soul-searching hearing on whether the now famou.
VHF drop-ins in 7 two-VHF markets should be allowed or disallowed.

The commission wants the 19 September hearing to concentrate largely
o1t best policy to improve network competition; the eftect of drop-ins on UHF
growth; the pros and cons of a dual VHF-UHF operation, with the VHF nalt to
end at a fixed date.

Staggeringly, the FCC also wants educated guesses on how things will
ultimately work out with the drop-ins, and without. In either situation:
how long would it take to develop maximum competitive tv service? How soon
would third stations get going in the seven markets?

Legitimate participants will be those who petitioned reconsideration
for the short-spaced VHF's (ABC and would-be applicants) and those who
opposed petitions for a second look.

o
ey

v FCC Cmnr. Cox abstained from the vote on the oral hearing, in view

AMST challenge to his participation in drop-in decision, but he
expected Lo be on hand for all future action.

FCC counsel is preparing an answer to the Association of Maximum
Service Telecasters' claim that Cox should stay out of the matter. General
view is that AMST argument stretched legal technicalities very thin.
Answers from ABC and a number of applicant broadcasters said there was
neither statutory nor precedental basis for Cox rule-out, and AMST had
itself complimented Cox on his impartiality and his integrity.

I~
(%]

Y Major feature in new allocations look for FM radio service from FCC
viewpoint is wide-area nighttime coverage which AM service fails to
achieve across large stretches of the country.

Major feature in industry's concurrent fm plan is National Associa-
tion of FM Broadcasters' timely program for strong, solidly researched
ratings, market by market, for fm, to pull regional and local advertising.

Traditional long-hair characteristics of fm and fm stereo program-
ing will have to yvield to less strictly classical appcal in bid for well-
educated, well-heeled but more esoteric young marrieds who are flocking
to good listening at home and en route.

4}

Y FM's orderly growth via table of allocations, and its future a

programing service independent of am but complementary to it, i
project strongly favored by FCC Chairman E. William Henry.

New allocations plan will permit approximately 2,830 fm channel
assignments in 1,858 communities across the country, effective 11 Septem-
ber. New applicants will have much the same rules as for tv assignments.

Specialized programing in multiple fm markets will be acceptable
but--Henry has warned fm broadcasters not to overdo it by concerted rush
to program for the same listening segment at expense of market diversity.

a
a

I

(1%]
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SPONSOR-WEEK I Advertisers and Agencies

Sure, advertising is propaganda —
but it's vital to freedom, says Downs

"Nothing can be fairer or more
moral or more a manifestation of
freedom in a free land than exhort-
ing people to purchase and try a
product when they are free to pur-
chase and try others,” says NBC-TV
personality Hugh Downs. Ie also
notes that “the aspect of commun-
isn most in reverse gear is its atti-
tudc toward buying and sclling.”

Downs voiced his support of the
role of advertising while scrving as
guest speaker at commencement ex-
creises for 400 salesimen who attend-
ed the Alberto-Culver College at
Chicago’s O’llare Inn, the com-
pany’s experimental national sales
meeting, organized as an intensive
school program.

Ie told the assemblage: "It gets
mightily boring to me to hear peo-
ple who have read an expose hook
give utterance to the cliche that tv
would be better if there were no
commercials. Even if tv would be
better without commercials (which

it would not, since the prime alter-
native of the free-enterprise system
of broadcasting is government-con-
trolled or  government-subsidized
broadeasting, and without the stim-
ulus of competition it would sink
gradually or rapidly toward inferior
quality), the country would not be
better.”

Downs said that while it is true
that advertising is propaganda, “the

plurality of persuasions that make

up diverse advertising propaganda
is of the very fabric of frecdom for
the people at whom it is aimed:
they remain free to try the product
or to reject it, or to try it and reject
it, or to try it—and finding it of
passing exccllence—to stay with it
Nothing Jefferson, or Tom Paine, or
Patrick Henry ever drcamed of is
freer”

“We are all in the same business,”
Downs told the salesmen. “We sell
... It is not unrealistic or overblown
for us to feel we not only do a serv-

1w N8

2

bamn, Littman & Wingficld

Advertisers, agency welcome rep’s expansion

Peters. Griflin, Woodward's M.C. Via (1), who headgnarters in Dallas as part of
the rep firm’s expansion in the southwest, is welcomed at a reception in Hous-
tan by Robert M. Gray (center), advertising-sales promotion wmanager for
Hinnble Oil & Refining, and Gene Key, account exee for Goodwin, Dannen-
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ice to our product and our cus-
tomer, but to the very continuum
of frecdom that forms the atmos-
phere and life-breath of a democ-
racy.”

However, he stressed they have
more in common than just being
salesmen: “\What we most impor-
tantly have in common is a condi-
tion of being able to give our first
allegiance to the customer. You
can't do that with an inferior pro-
duct. You've got to have it made.
You've got to believe and know that
what vou're urging them to buy is
right for them and worth the price.
It's an enviable position. When I
speak of the price it doesn’t have
to be cheap. The day of cheapness
is over; the day of quality is here.”

Downs said he would like to be
able to say that over his quarter
century of broadeasting he really
believed everything he said in com-
mereials, but he thought this was
true in only the last cight to ten
vears. “To be honest. when [ started
I was a paid parrot and I read what
was written and took the money,
but baving . . . ‘the solace of sue-
cess,” I began to think deeper than
the oatmeal on Madison Avenue's
hib and I thought first how will I
expect anyone tuncd in to belicve
what I say if [ don’t believe what I
sav ... and I began to make head-
aches for copywriters and commer-
cial producers.

“I began also to use products I
was selling, not all of them ( Plavtex
living things, dental plate adhe-
sives), but wherever possible I
came to know—and very often to
like—the products I was connected
with and to be certain that what I
said about them would not be a'
disservice to the person who took
my word for it.”

In time. said Downs, he came to
“the happy conclusion” that he
wasn’t obliged to sell cverything.
that he now was obliged to talk
about only that which he felt would
give satisfaction to the buyer. “So
emerged the idea that my first
allegiance was and must remain to
that person tuncd in and that in
adopting this policy I was giving
the best possible serviee to client
and produet as well.”

He stressed that with good pro-
ducts. good means and motives for
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est boosters .

N amusement park owner in Canandagua, N. Y,
A once scoffed at all attempts to have him advertise
on radio, but now he's one of the medium’s staunch
. . thanks to efforts by Rochester’s
WBBF and Hart-Conway Advertising. They convinced
the Roseland Amusement Park to try a week long
saturation schedule on the station offering free rides,
refreshments, and pnzes to hikers, resulting 1n over
1,500 taking part. This led to another promo, with
the park teaming with WBBF; WACK, Newark, and
WHEN, Syracuse, to offer free rides to students
] achieving top marks. Over 60,000 rnide tickets were
distributed in the three-day event (right), making a
, solid radio convert out of Roseland.

Amusement park soars after ride on radio —

promoting them, and a public hoth
proue ta put increasing emplasis on
L quality and possessing the means of
aailing themselves of quality, it
- wonld not onldy be silly to waste the
Lopportimity to give it all you've
ot ..t would be downright
Leriminal.”

But Downs warned that gener-
ated zeal should be gnided by dis-
ciplined and intelligent phmning, as
"'this kind of alertness in the adver-
tising  phase  of  selling  cuards
‘im;linst the pitfalls of hack copy
approaches, errors, and confannity.
Blind conformity is socially bad,
t's the worst of all in advertising.

Vhat I am ureine and advociting
Is to think. 1 do it at least twice a
week,”

i

Sen. Mills sales up 5.5%

- Consumer food sales paced a gen-
‘rally robust fiscal year for General
Mills who's 35th Amwmial - Report
swvering the 12 months ended 31
Ay 1963 listed net carnings of
912,000, This represents eirn-
ws per conunon share of S1LYO, a
2% increase over the $1.25 of the
revious vear.
! C(lllll);lll}' credits two Lictors with
e business upswing: first, major
dvisions  improved  perfarmancee
gnificantly, and second, feed oper-
dons were discontinued and thus
pses which depressed eamings a
ar ago were climinated.
Sales of $323916.000 were re-
orted for the 1962-63 fiscal yvear
hen  measured  comparabh
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against those of previous years with
teed sales enveluded, they show an
increase of 557 over last vear and
an all-time hiche o 1961-62, Leed
sales accomnted for $19,562.000 ol
the $346.101,000 reported. Sales of
all General Mlills packaged foods
inclnding  familv  flour, rose  11%
abave those of the vear before, The
compam s "Big G breakfast cereals
chalked np a 197 increase in sales
This moves the company from third
place into a virtual tie for second in
the nationwide cercal market, the
report contends.

Commercial costs up 100%
since ‘53: Eastman Kodak

Witht the start of the 1963-G1 v
sswson close at hand, admen are
lacing head-an the now-acute prob-
lem of tv commercial costs, a sub-
jeet disenssed in the Augost issne
of TV Filmn Trends pnblished by the
Motion Picture Film Depavtment of
Fastiman Kodak. Althongh snch cost
liikes are part of "a mosaic of price
rises in adv ertising generally.” notes
the article, the ad exeentive is still
faced with the task of explaining to
his client that it will cost mere than
an additional 307¢ tn achieve the
same sales level, through maltie
media national advertising, as com.
pared with a decade ago.

Looking at tv commercial costs
Fastiman estimates that they have
risen $37 to 1007 in the tenyear
period, apart from the costs of net
work or spot tv tune That s the

lefty part of the mcrease o the
talent area Here, original fees and
re-ise pavinents for il comne
cial performers are now at a lesel
where agencies calendate that - for
evers dollar in the prodaction bnd
ret of a tv o commercial a second
dollar st he set aside for adds
tional talent payments on major
non-network campaigns.”

The article points ont that the
cost of the actual flu nsed incom
mercial production has held ats own
in relation to over-all prodnction
cost hikes. Fastman black-and
white negative stocks Tav e elimbed
only 119 m price sinee 1959 Bnt
Eastian is not optimistic ahoot the
veneral tv commercial price pictare,
reminding that representatives of
SAC and AFTRA are due to meet
m October with a joint #3 ANA
committee to present new talont
contract demands, and to seek fur
ther increases

Mrs. Bernard Platt dies

Mrs. Bornard Platt, wife
af the exocntive rice prosi-
dent of SPONSOR. diod
Sunday, 2 Juwly, arter a
fong tlluess. Funcral scrr
tees for Mrs, Platt aeer
held Wednisday, 31 July.
i Washington, D.C. Mrs
Platt is suvvived by her hus-
hand and four chddren
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elevision's coffee break amounted to $43,147,166 in
T total network and spot billings from all brands last
year, an increase of 7% over 1961’s figure of $40,331,
812, according to a compilation by TvB. Expenditures in
spot rose from $34,285,200 to $37,034,463, while net-
work reaped $6,112,703 last year from coffee advertisers,
against $6,046,612 the previous year. Tv was only meas-
ured medium used by seven of the 11 leading company
or brand advertisers, who placed 91.1% of their total
measured consumer media expenditures into video in

Top ’62 Tv Advertisers

'62. These top 11 spenders in the catégory placed $34,-
972,541 in billings in tv, $1,665385 in newspapers,
$1,409,485 in magazines, and $340,379 in outdoor. Lead-
ing coffee brand on tv last year was General Foods’
Maxwell House, whose billings amounted to $5.1 million
in spot and $2.8 million in network. General Foods, which
also used network and spot tv for two other brands—
Sanka and Yuban—budgeted 88.6% of its coffee adver-
tising dollars strictly for television campaigns. Below
are the figures for 1962's top tv spenders.

Network Spot Total TV
Standard Brands
Chase & Sanhorn .. ... ———e L% 184757 $ 3,773,130 $ 3,957,887
Siesta — 258,720 258,720
4,216,607
Chock Full 0" Nuts .......... ............... 20,243 1,165,610 1,185,853
FOIOBE - . oz itas timvem s it S omssis i B 1,575 4,749,270 4,750,845
Nestle Co.
Decaf 2 nessns oxsd TSy SRS 452321 74900 521,221
Nescafe 714,984 2,021,780 - Z,W
) 3,263,991
General Foods
Maxwell House ........ ................ 2,796,302 5,135,340 1,931,340
KA yymnsamensiss 4haeds = 1213.583 25,000 1,238,553
Yuban 715,327 3,430,950 4,146,211
13,316,170
Hills Bros. Coffee ........................... 13,635 2,559,810 2,573,445
Beech-Nut .. .. ... ... ... ... ... . ... ..... — 503,820 503,820
Martinson ... ... .. ... . ... ... ... ..., : — 506,200 506,200
1,010,020
Duncan Coffee Co.
Admiration ... ... - 129,090 129,090
Maryland Club = 683,000 683,090
812,180
ML B CO .o —_ 1,570,050 1,570,050
Coffee Growers of Colombia .................. — 1,662,750 1,662,750
Paxton & Gallagher (Butternut) ........ .. ... .. — 1,132,540 1,132,540
McLaughlin Manor House . .................... — 233,980 233,980
SAVATIY typ ot gier s o § G0 s b o 4350 o € w4 O b o 4 e — 290,300 290,300
Wm.B. Reily Co. ....................... .... - 221,280 221,280
Horn & Hardart ... ... ... ... ... ....... — 115,120 115,120
La Touraine Coffee ...................... — 118,870 118,870
Texas Coffee (Seaport) .. ... ... ... .......... — 187,990 187,990
Brazilian Coffee Council ... .. ... ........ ... —_ 139,800 139,800
Donovan (Red Diamend) ...................... — 123,740 123,740
Fleetwood Coffee ...... .. .......... .. ... .. . 108,630 108,630
TOTALS: . ... ... . $ 6,112,703 $37,034,463 $43,147,166
18 SPONSOR 5 atcusi I
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APPOINTMENTS: Kotobukiva Jacobs Wt A v, Rl &

Lad, to Kenyon & EFekhardt-Novas Rvan, B 1) \l
de Mevico Tor the entire Hne ol NAAN I ]

Japanese whiskeys, Tiguents, and Dairy Products to Elkiman Adver

wines evported to NMesico Na tisin i
tional  Distribnting Company - ol In Dolly NI TRY ADDS BAR: Faller & Simth & \
\issonri to o Stewmler, Bartram,
Tsakis & Payne for advertising in NEW AGENCY: Fareet Media T Broad
selected areas of Missowri, Hlinois b, formeed 1o divelip spreial in t Adhvertisers Report i
and Arkansas The Tevas 65 . '.l | T - l'.r " '
ticalth hasirance Assn to Traey : e
Lockhe, Dallas tnternational ll{,r WRyue, b l.” , i
Eqprity Corp. to Geyver, Morey, Bal- ) 1 T T e =
lard Eatractos Y Devivados S0\, . T P ) whation
to Kenvon & Eckhardt-Novas de ‘i 0 ;FI,\
Mevico Tor Canada Dry prodnets - el e o ol e s
. Nadiseo, antomotive and honse e T els (0 et tyrcsilicls o
hold product manulacturer, to La o "LMI C fl'tl _‘I e . WORLDLY CANMPATICN
Rue & Cle l‘lilll(l’.;\l.l]()r cmplasis l',;,‘ "\ C Medin | (‘ I"\‘:_’: 'l“ ’ sales of Camphell Sonp's |
will he on Spare Tire, a e acro- A il the cds. Pl N, N
sol produoct that imstantly inthates T it Besedd, ot B
) publlications and other medie will
and seals o Hat tire Leln & T
Fink Products to Kuduer lor the '
Tussy division. The $1onillion ac
comnt was at Younue & Rubicam lor AR ADDS SEVEN: Newest ( I
the past five years KBEA, Los  hers of Advertising Rescarels Foun
Anceles, to Becknam, Koblitz dation are Atlas Chemical Tandns
The 1963-61 Air Foree Reserve Re tries, Colgate-Palmolive Populas
critment Motivation  account  to Scienee - Monthly: Outdoor  Lif
Hwe-Smith-Mickelberry, Niami Hoover Pryo Ltd., Stig Arhmn
Finalists ju the competition were Vinonshyra - AB. and Michivan
the incumbent ageney, Bozell & State University, This hrines to 25 FINANCIAL REPORTS: S
Atomic Subs. .. one of
L L L] L] L] L L] ‘
Mississippi’s dwersified
) Wy
-gy / . . 1
- 7 industrigl products. -

y ’

-
-

WLBT/WJTV

Jackson, Mississipp1

s
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Schick for the first half of 1963 rose
34.5% to $7,568,728 compared to
$5,626,347 for the sume 1962 pe-
riod. Profit before taxes amonnted
to $64,176 compared to a loss of
$483,035 and net profit was $30,776
compared to a net loss of $272,055
last year . . . American Tobacco
net income for the first six months
of 1963 was $31,289,000 or $1.14
per common share compared with
$31,300,000 or $1.14 per share in
the 1962 first half. Dollar sales were

Advertisers and Agencies

justed basis. Net income was $10,-
856,000 or $2.92 a share, compared
with $10,614,000 or $2.80 a share
last vear.

EXPANDING: Ruder & Finn, in-
ternational  public relations  firm,
opened  its  southwest office in
Houston on 1 August and placed
Alvin R. Busse as viee president
and general manager of the new
office. The new office is located in
the Texas National Bank Building

Tareyton’s $10-Mil Account Moves to BBDO

N the major advertising agency account switch of 1963, American To-

bacco has appointed Batten, Barton, Durstine & Osborn to handle Dual
Filter Tareyton cigarettes. A major broadcast account, Tareyton, with es-
timated billing of $10 million, has been handled by Lawrence C. Gumbinner.
For BBDO, the Tareyton account will double its American Tobacco billings,
since it has handled Lucky Strike since 1948. For Gumbinner, the loss will
slice deeply into its estimated annual billing of about $25 million. Adver-
tising for Pall Mall and Montclair cigarettes will continue to be handled
by Sullivan, Stauffer, Colwell & Bayles. The change is the second recently
by American Tobacco: Gardner was named to handle Roi-Tan (formerly Gum-
binner), La Corona, Antonio y Cleopatra, Bock y Ca, and Cabanas cigars
(formerly SSC&B). Gumbinner had serviced American Tobacco for some 38
years. In broadcast media, Tareyton had tv network gross time billings in
'62 of $3,153,163, according to TvB, not including program charges. Spot
tv billings totalled $104,450 (TvB-Rorabaugh). While no radio billings are
available, Tareyton has used the medium heavily. Magazine billings in
1962 were $2,254,860, newspapers $309,524. Total of the four measured
media last year was $5,821,997. Lucky Strike's measured billings in the
four media came to $5,291,652. The total four media billings for Pall Mall
in 1962 was $15,147,048, for Montclair $1,061,014.

$569,752,000 compared with $577,-
621,000 last year. Estimated taxes
are  $33,790,000 compared with
$36,190,000 in 1962 . . . Cities Serv-
ice net income for the vear’s first
half was $30,235,000, an increase of
26% over the $23,989,000 in 1962's
similar period. The per share equiv-
alents were $2,80 this year and
$2.22 last year . . . Consolidated net
sales of Philip Morris for the six
months ended 30 June amounted
to $277,925,000 to set a new record
for the period. This represents an
icrease of 4.3% over the first half
of 1962 when  consolidated  net

sales were $266,525,000 on an ad-
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. Mario Trombone Associates
has leased additional space at 40
[East 49th Street, New York . . .
Technicolor Corp. has formed a
Commercial and Educational
Braneh and placed Robert T. Krei-
man in charge as general manager.
New brauch is to econsolidate Teeh-
nicolor’s activitics in the industrial
and cducational markets and it will
take over the marketing and man-
ulacturing of the existing line of
Teehnicolor produets and the new-
product enginecring program.

NEW QUARTERS: Campbell-
Iwald, Detroit, moved the majority

of its account groups to the 1lth
floor of the Argonaut Building, 485
West Mihwaukee in Detroit’s New
Center area. An enclosed bridge
spans Mihvaukee Avenue between
the General Motors building, which
houses the central exceutive offices
of the ageney, and the Argonaut
Building. All account groups except
Chevrolet are affected by the inove
... Tracy-Locke in new offices at
3960 N. Central Expressway, Dal-
las. Phone number is TAylor 1-3330.
All mail should be addressed to
P.O. Box 1383, Dallas, Texas 73221
... Sosnow & Weinstein, Newark,
has moved to larger offices at 494
Broad Street.

AROUND COMMERCIALS: Allan
C. House, Jr., account supervisor
and producer of tv film commer-
cials, has joined Sarra, Inc., as a
sales  produetion exccutive. lHe
comes from Sutherland Associates,
where he was at one time in charge
of all tv commercial production in
Canada and producer of a wide
range of commercials for clients in
this country . . . John Freesc, for-
mer Young & Rubicam viee presi-
dent in charge of commereial pro-
ductions, has joined VPI of Cali-
fornia. He'll headquarter in San
Francisco and will be in charge of
all phases of production and follow
through for the tv commereial pro-,
duction organization . . . Walter
Lantz Productions has donated to
the United Fund two 20-sccond and
two 10-second spots, featuring the
voices of Grace Stafford and Daws
Butler to kwmnch the upeoming
United Fund campaign nationally
on tv and in theaters.

KUDOS: Rex Brack, senior vie
president and chairman of the Ad
vertising Committee of Braniff h
ternational  Airways, awarded th
“Order of Balboa,” the highest civi
jan award by the Republic ¢
Panama. Brack was honored for b
work in developing tourism an
business and cultural travel bt
tween Latin America and tF
United States . . . A sales promotio r
program condueted by Williar 3
Freihofer Baking has been name
the outstanding campaign of i
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Laura Scudder’s
coutribution te
of Los Angeles
man of KEZY,
for presentation

with Scudder’s por

Laura Scudder's salts away another blue chip award

noisiest) potato chips was recently cited f tat
the advertising industry by
Testing freshness of chip in "Crunch Booth™ is Johir Winn
wLnager
of gold Potate Chip Award

the Ruadio Sabesman's r]lu]

Armand Normandin judging

kind for 1962-63 by the First Ad-
vertising Agency Gronp, an asso-
ciation of 29 avencies in cities from
coast to coast. The prize-winning
campaign nsed the theme “Buttons
and Bows™ to tie in with its feca-
tured “Bow Tie Bog.” Wermen &
Schorr. Philadelphia, is the Frei-
hofer aceney . . . MeCann-Erickson
won 14 out of 41 awards for which
it was eligible in the 12th annual
exhibition of the Art Directors Club
of Atlinta. Ads for Coca-Cola
topped the list with 12 awards, in-
chiding three gold medals
Crawford 11 Greenewalt, chairman
of the board of E. 1. du Pont de
Nemours, has heen elected chair-
man of the Radio Free Europe
Fund.

MOVING: Robert Haig, copy di-
rector, and James Graham, tv-radio
director, elected vice presidents of
Reach, McClinton.

Kenneth Dudwick and Irnwin Sara-
son to art directors at Kudner,

SPONSOR 5 avcrst 1963

Donald E. Lindstrom to account
exeeutive at Clinton E. Frank
Lionel C. Barrow. Jr.. to rescarch
project supervisor at Kenvon &
Eckhardt.

David R, Williams to associate di-
rector of the media de partiment at
Ketchum, Macleod & Grove
Robert P. Greenlaw to treasure
American Home Prodncts.
Charles E. Conturba to Chic.
district sales manager for Whirlpoo
Corp.

Thomas L. Lazarns to the advert
ing departinent of 20th Century
Foxv from account execntive with
DPonaline & Coe

Donald Dickson to Warner-|
bert Prodncts division as muarketin
vice president.

Edward Libov t iC

and aecount supervisor and R
Alhen to copy  dhiel Helitzer

Wiaring & Wivne
Eileen (Riki) Brennan, Arthnr Hof-
man. and Richard Toimsey to ae

count exeentives at Cunnimeham &
Walsh.

DOMINATES THE |
SAN FRANCISCO-OAKLAND

NEGRO MARKET

NEGRO PULSE, OC

6 AM-12 N |9 AM 12 NIIINbPM

26 1 29 1

XD1A
NEGRO 87| 15 s | 1e |

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

NEGRO RADIO

DA

DOUBLE THE COMMERCIAL
VOLUME OF ANY LOCAL
NEGRO MEDIUM

REPRESENTED BY
BERNARD HOWARD CO

A SONDERLING STATION

WDIA, Memphis . . . WOPA, Chicago

KFOX, Los Angeles

]
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Global news to huild web affils?

Radio station groups and inde-
pendent outlets ean no longer go it
alone in the area of global news
service, and must seek out a net-
work affiliation to be able to pro-
vide their listeners with fast, factual
reports of events taking place all
over the world, says Mutual Broad-
easting president Robert F. Hur-
leigh.

Licensees know “new more than
ever,” lie says, that the dissemina-
tion of instantancous communiea-
tions is “a must not alone for the
rendering of adequate serviee but
for the more basie need of survival.”
Hurleigh feels “this new reason will
have a far longer life expeetaney
and will render a far more valuable
service to mankind than its enter-
tainment vounger brother of a gen-
eration ago ever dreamed  to
achieve.”

Speaking out editorially in the
August issue of MBS’ monthly news-
letter, he stresses: “For the truth is
that the immeasurable flow, as-
semblage, and  dissemination  of
global news and the speed at whieh
all these separate processes must be
accomplished today entails sueh a
complex of manpewer and facilities
that no one station and no single
group-owned combine can ade-
quately manage it alone.”

Hurleigh, discussing the reason-
mg beliind his feeling that a net-
work revivalis on the way, notes that
station managers now have “an in-
creasing understanding that a net-
work geared to news along the con-
cept pioneered by Mutual is no
lonnger a competitor but an actual
aid, that its services no more dis-
rupt their individual  personality
than a piece of AP eopy on page
one distorts the basie character of
the NU Y. Times.”

He adds, “They are increasingly
more aware that they can be as
individual as a fingerprint and still
carry the authority of a network
broadcast from anywhere in the
world. The separation s so com-
plete that even the listener himself
seuses the dichotamy and approves
of it in principal and deed.”

52

Forceasting another major ehange
“in the faee of the industry,” Hur-
leigh says he antieipates the day
when networks will “. . . eross the
barriers of present-day exelusivity
and svndicate different speeial cor-
respondents to a multiplieity of sta-
tions in a single market as well.”

Barry back in quiz biz
via CBS-PTP pilot pact

Jack Barry, who lost his network
tv programs during the quiz show
investigations, is headed back into
the network quiz show pieture, this
time through a program develop-
ment project linking up Paramount
Television Produetions and CBS.
The deal ealls for PTP to supply
CBS with five pilots of uiz and
audience partieipation shows, with
Barry to scrve as exeeutive pro-
ducer on all five.

In addition, CBS has optioned
for six months PTP’s audience par-
tieipation program, Where Are You
From? now on KTLA, Los Angeles,
created and produced by and

starring Barry. KTLA is a PTP sub-
sidiary.

PTP general manager S. L.
(Stretch) Adler said all five pilots
will be produced at KTLA on Par-
amount’s Sunset lot, with work on
the first pilot already under way.

NBC News plans three-hr.
prime-time rights probe

On Monday, 2 September, when
NBC TV charts the major develop-
ments of the eivil rights movement
in this country, it will be making
history of its own in the tv docu-
mentary field. The network will
pre-empt its entire prime time
schedule from 7:30-10:30 p.m. on
that evening to present the news
speeial.

Beginning with the Emaneipa-
tion Proclamation and continuing
down to the present and the Ad-
ministration’s civil rights bill, the
program will draw upon the entire
corps of NBC News™ domestic cor-
respondents for analysis of how the
civil rights issue affects the Ameri-
can publie, and upon NBC foreign
correspondents for reports on re-
action to this issue throughout the

daily  five-minute  “Fashionscope

the Serra Intermational Convention

Edith Head shows KCBS to latest models

Paramount Pictures fashion chief Edith Head (with mike), who canducts
progran  on
studios at KCBS, S.F., with models Pat Carmen (1) and Sue Reed, who
appeared with her fashion show in Bay City’s Sheraton Palace Hotel for
Ladices

CBS "Dimension,”  visits

Limcheon
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workd 1t will feature diserission
periods e which leaders of civil
rights wiovewents aued their enties,
the Administration, Congress, labor
ated proponeuts aud opponents of
proposed civil rights legislation will
participate.

NBC TV programs being pre-
gmpted tor the special are Monday
Nieht at the Movies, The Art Link.
fetter Shou and David Brinkley's
Journal.

NBC promotes Gene Walsh

Gene Walsh has been appointed
numager of business and trade pub-
licity: in the NBC Press dept., sue-
cevding Akin Baker, recently pro-
moted to director of program pnl)-
Heity. Walsh's appointment was an-
nounced by Merrvie S0 (Buad
Rukevser, Jr., director of press and
publicity for the wetwork,

Walsh, who has been assistant
trade news editor sinee Janary,
1962, joined NBC a vear carlier as
an associate magazine editor.

SALES: A 90-minute Project 20 spe-
cial titled That \War in Korea will
b presented by NBC TV on 30
October (7:30-9 pan) ander  the
sponsorship  of  Xerox  (Papert.
Koenig, Lois). The program  has
been in production for more than
two vears . .. NBC TV has sold
eomplete spousorship of the Na-
tional Foothall League Champion.
ship game 29 December, A quarter
each was pnrchased by Ford Motor
and Philip Morris: a third quarter
wits sold regionally to Awmerican
Oil, Sun Oil, and Farah Mfg. and
sponsorship of a fourth quarter
sold regionally to P, Ballantine.
Falstaff  Brewing, Theo. Hamm
Brewing, Cuarling Brewing, Na-
tional Brewing, J. A, Folger. The
Geo. Wiedemann Brewing Co., and
National Bohemian Beer . .. Carol
Burnett will star in three specials
plinned for presentation on CBS
TV during 1964, all sponsored by
Thomas J. Lipton . . . “Is this the
Bay=" is the theme of the fall pro-
motion for Metrecal by Edward
Bulton.  Heavy  participation  on
CBS TV .nd ABC TV, plus maga-
sines, will back  the  campaian.
There are seven shows on cach net-
work . . . Eight advertisers have
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houeht wmto Fanple Houston, NBC
TV new hour Tong western whach
premuctes 19 St'])lc'mlwr at T
porn They aves Johm Ho Breck:
Bristol- My ers: Bnick Motor; Good.
vear Tire & Rabbers 1L ], Heing:
S, . Johnson: el & Fink: aud
Pharmacraft Laboratories,

FINANCIAL REPORT: Leonard
Goldensou, president ol AB-PT,
attributed o drop-ofl in profit dur-
ing the vear's first half to the fact
that some of the tv programs in the
current seasou did not weasire ap
to evpectations, Estinted net op-
eriating profit for AB-PT for the
second guarter of 1963 was $1.530.-
000 or - cents a0 share compuared
with $2511.000 or 36 cents a share
for like 1962 period. Net profit,
including capital gains, was $2,-
061000 or 46 cents a share com-
pared with S2.457.000 or 36 cents
a share for last vear. Estimated et
operating profit for the first sin
months was $4.210,000 or 93 cents
a share compared with $3.553.000
or SL24a share for the same period
of the previous vear, Net profit, iu-
chnding capital gains, was $4.573.-
000 or SLO3 a share compared with
$5.396.000 or SE21 a share in 1962,

MOVING: Don Richardson, assign-
ment editor, CBS News, Washing-
ton, named assistant news director
of the burcau.

Arthar Barrtault, an NBC News
correspondent for 1S vears, has
joined the White Honse Office of
Emergeney Phnning as Haison of-
ficer for the broadeasting indnstry
inder the newly instituted Famer-
ceney Broadeast: System. He will
represent all networks and the NAB
i coordinating broadaasting mat-
ters  concerning  cergencies  and
civil defense activities between the
broadcasters and the covernment.
John Edwards to burcan manager-
correspondent of CBS owned
stations” Washington News Burean.
wliich becomes operative B Septems-
ber.

Josef C. Dine to director of infor-
mation, CBS Laboratories He was
director of information for CBS
News,

William A. Brendle to manauer of
sports for CBS TV Pross loto.

s\ gis

WHY SALES CLIMB
ALONG THE SKYLINE

You really go places in this ““one-
buy” TV market with Gasoline
and Petroleum sales as large
as the 16th metro area and
Automotive sales that rank

19th!

P i Rt .
SKYLINE

TV NETWORK
o ey

P.O.BOX 2191 ¢ ICAND FALLS, IDANO
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Call your Hollingbery office or Arl
Moore n Lhe Norlhwest or Johna L @G
McGuire tn Denver.

KOOK Billings KFBB Great Fally  KXLF Butte
KID 1daho Falls KBLL Helena KV¥VT Tain Falls

Worth Watching

North Caro ne s
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North Carolina’s

biggest market
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First year of pay tv test a ‘success’

An “encouraging and enlighten-
ing” report on the first vear of the
pay-tv test being conducted in Hart-
ford by RKO General Phonevision,
has prompted Zenith Radio presi-
dent Joseph S. Wright to state that
this hears out their belief “that tv
could be more than just an adver-
tising medium.”

“We felt strongly,” he said, “that
it had the capability of becoming a
new economic and convenient elec-
tronic box office to distribute the
tvpe of top quality entertainment
advertisers cannot afford to spon-
sor but which the American public
nevertheless wants to see.”

Wright, whose commpany devel-
oped the system and produced the
technical equipment used in the
test, stressed: "Our convictions are
now being trapslated into actual
practice in Hartford and it appears
that our confidence in subscription
tv was justified.

“We helieve that commercial tv
will not lose by subscription tv hut
will benefit eventually through re-
newed interest in tv as a mcdium,
through encouraging the establish-
ment of new stations, and stimulat-
ing the creative talents of the
entertainment industry,” he added.

Thowas F. O'Neil, chairman of
Phonevision parent General Tire &
Rubber, noted that “although it is
still too carly to provide us with
complete conclusions as to the
future of subscription tv, the cox-
periment has already shown that we
ar¢ ecting a public need; that
program expenditures are consist-
ent, and that disconncctions due
cither to dissatisfaction on the part
of subscribers or delinquency in
pavment, are remarkably low.”

He said, “Applications of new
subscribers have shown a sharply
increased rate during the last two
months and we are now serving

. WU\ A My
5 S, ? S wa
e mra e A lavgy
- S R Wy 9 TN T

New merchandising program introduced in Housto

Lester Kamin, president-owner of KXYZ, Houston, ind KBEA, Kansas City
shows new Mini-Board promo KXYZ's offering advertisers, to Frank Woods,
regional sules mgr. for “Spare Tire,” whose sehedule on the  station
is being angmented  with 6,400 of the boards in Weingartens  Super-
markets (30 stores in Southwest). Other Mini-Boards are in llenke & Pillot
(Krogers) and Lewis & Coker, in llonston, and in the Safeway, A&DP,
Thriftway, and Kroger Stores in K.C, Promo’s also available to all r-tv ontlets

over 3,000 homes . a number
which could be much greater had
we desired to increasc our instal-
lation rate.”

On-air operations for the three-
vear, FCC-authorized trial began
29 June, 1962, and O'Neil stressed
that its purposc is to maintain a
large enough sample “to develop
data for our own purposcs and for
the information of the FCC.”

On the film front, O’Neil said al-
though cxhibitors are still adament
in their attempts to place ¢mbar-
goes on product for pay tv, he is
gratified with the cooperation given
the test by most major motion pic-
turc distributors. He said they
been supplying product, including
a substantial number of first sub-
scquent runs, exhibited “day and
date” with Hartford theatres. “The
only exceptions have been Uni-
versal and 20th Centurv-Fox, which
have failed to provide any films to
the Hartford project.”

Santangelo quits Susskind

Michael R. Santangelo, vice presi-
dent and exccutive assistant to the
president of Talent Associates-
Paramount Ltd., David Susskind,
since April of this year, has gotten
a relcase from his contract with the
production company because “the
anticipated contract could not be
rcached.”

Formerly assistant to the vice
president for programing in charge
of radio and tv at Westinghouse
Broadcasting Co., Santangclo has
in the hopper ten separate co-pro-
ductions with five different com-
panies in tv. theatre and motion
pictures.

CATYV system turns sponsor

One of the more unique twists in
broadcast advertising annals is the
one-shot speeial which the ABAR
Tv Cable Co. of Eugenc, Ore., will
sponsor tomorrow (G) on the local
ABC affiliate, KEZI-TV. The bow
into tv is to eclebrate the 10th anai-
versary of the TelePromTer divi-! f
sion. '

Program will he the movic version
of “Pajama Game.” starting at 8:30

5

0
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po and nming uninterrpted
ABAR will lave a hrief introdue
': tion and close of g strictly institn
tional nature and REZE will s
impose its station indentification at
the requived thmes withant hreak
m cither andio or video contitnts
ABAR veneral nunager Bill F
Kins reports great interest in the
special by other cable sostems, two
of which lave installed  spedial
cinipment in order to present the
prrogrinn to their enstome

Station promo jingles
linked to hootenanny fad

A new pachage of 13 station
womotion  jingles  ceared  to the
nrrent hootenamn rage has heen
mit tagether by tlary O'Connun
\ssociates, Dallas, to take advan
age of what O Connor feels s
the biceest mnsie Tad ever to it

M
hie public.” The package s heing
old on ati exclusive fusis o one
tation in cach market e
Wiritten and recorded in Holly M

vood, the material s themed
Ik tines and features ten st
wntalists and siv vocalists in 10O

A-second formats. “The hoot
nany theme we have developed
wrostations,” savs O'Comnor, "is g
esh, new sonnd in mnsie and in
wdio, even  thangh Talk music
self, is very ald.”

KMPC

LOS ANGELES

He adds that the package has
en optioned  to several stations
kev markets, while “athers made
mmitments long hefore we went
to actual production because of
i hoatenanny craze now sweep
¢ the cauntry. Thie folk matif
mimant  in asic  cireles  fan
veral viears. moved inta the mass
arket last fall and has also he
me a snccess on netwark
Connur notes

cMahon in ‘Babe’ spec

Harace MeMahon, veteran actor
nose Naked City (ABC) has gone
k the boards, will get an oppar-
Lity to perform in the role he savs
Falwavs wanted ta do—a real-life
oirts  commentator when he
sves as narrator 13 Anenst for
MBC-TV's half-hanr prime-time
secial, Babe Ruth: A Look Behind

Legend

\ppearing, on cimmera with Ay G eV Vg —
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Station manager becomes a party to a party
Peter M. Affe, station mgr. for WNBC-TV, N. Y., goes through some of the
10,500 entries submitted by 3-to-8-year-olds for “Birthday House” pro-
gram Birthday Card Drawing Contest. Daily morning program features a
birthday party each day, with games and creative participation, for pre-
schoolers. No cartoons are aired in the show

Babe Ruth; former baseball greats
Waite Hoyt and Joe Dugan, two of
the Babe's closest friends; Roger
Maris, Yankee star who broke
Ruth’s hiome run record, and others,
McMahon will pay homage to “The
Sultan of Swat™ on the eve of the
15th anniversary of his death.

Written for tv by Roger Kahn,
sports editor of the Saturday Eve-
ning Post, the program was pro-
duced by WABC-TV sports com-
mentator Howard Coscll.

KAZZ finds fm rewarding

KAZZ-FM, Austin, Tex., the secc-
ond fm station to be licensed by
Community Club Awards, is prov-
ing that an fm can be as com-
mercially successful as an am sta-
tion. KAZZ has just started broad-
casting its first CCA campaign
with 815000 in new business
(81,000 per week for 15 weeks),
including 16 accounts never hefore
on the station and five others cither
renewing or increasing their bill-
ing.

The campaign, which began 15

56

July, will run through 26 October,
with a second flight scheduled
from 20 January through 2 May.
KAZZ will present $2,000 in cash
awards to some 50 participating
women’s organizations.

Broadcast Time Sales eyes
17 wholly owned branches

Branch offices in 17 additional
cities to service advertisers and
agencies are planned by Broadcast
Time Sales under an unusual set-
up which would allow hranch
office heads to own their own op-
crations. Reportedly the first fran-
chise operation applied to the
broadcast rep industry, the plan
would feature owner-managers in
business for themselves, under a
100% commission rate.

According to Carl L. Schucle,
president of the radio rep firm, BTS
will offer each owner-manager
backing and training, as well as
cquipment, supplies, and sales pro-
motion material to get started.

The 17 cities, exclusive of New

York and Chicago, are Atlanta,
Boston, Memphis, Dallas, Seattle,
Los Angeles, San Francisco, Phil-
adelphia, Pittshurgh, Detroit, Min-
neapolis, Richmond, Omaha, St
L.ouis, Denver, Phoenix, and New
Orleans. Each of the offices will be
in operation by 1964, Schucle notes

The extended local coverage fo:
the radio rep firm will offer adver
tisers manyv  different  services
Schuele said, including the creatior
of sample radio campaigns, to
gether with providing examples o
successful sales results from othe
cities.

Stations will benefit, he  saic
from a central billing system to b
inaugurated.

Under the plan, both advertisin
sales and station solicitation right
in the territories are offered an
will be protected.

Cost of the franchise in cach ¢
the cities is set at $3,000, plus
monthly fee of $200. Initial cost
returned to the franchise at end «¢
the fifth year of association.

Going to each franchise will 1
a tape library on BTS statio
subscriptions to SRDS, SPONSO
and other trade publications, p
motional file. and other equipmer

In addition to an interchange
ideas, annual convention, and r
gional meetings, franchises w
have membership on the board
directors of the national firm.

West coast meet for TA(

Program directors of Televisi
Affiliates Corp. subscribers
western and pacific coast arc
will gather at San Francisco’s E
ton Inn 26-27 August to exch
ideas and discuss latest trends
the tv industry, announces TZ
v.p. Robert \Weisberg. Worksh
during the two-day meeting
focus on children’s programi
sports shows, editorializing, n
production ideas, selling publie
fairs programs. and new ideas
women’s programing,.

Weisberg  pointed  out this
the seccond TAC Programing
ference to be held in r
months, and was set up to a
modate the increasing number

~
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Bruber stations in the West, now
double the total at the same time
L.:st year.,
b The first confercence this oy ear
was the scecond annial event held
Ln Chicavo, and was attended pri
paarily by castern aund midwestern
FAC  subseribers,
‘wo  comferences per vear would
ikely Decome standard TAC prae-
jee, as it s felt that repeat con
a decided ady antage
workshop
cllectivels

Weisherg said

crences line
NESS IS
with

wemse  the
unction
maller gronps.

nlore

§2.5 mil. for ‘Century I’

Century 1 feature bl package
the ten months sinee its irst do
maestic release, reports syndication
director Aan Silverbach Fle said
forcign sales aceconmt for some 200
ol the |).lck.|uv's tital revenne
First aired on ts via NBC'S Satur
day Naght at the Movies, the pack

ate is now in 13 domestie markets

as well as o Latin America, Fu
rope, Canada, and Aostratlas Re-
cent VS, sales inchide KTARSTY

Phoeniv; AWBAY-TV, Creen Bay
KTV, Stonn City: WIND, Dayvton
atnd WATTWUTY D Porthand, M

STATIONS

of the Natmno]l Gallory of At wall
e prosented i prine tune duri
the 1963 61 n WHOPN
Washington, sponsored by Neri
can Security and Trust Cao Last
senon lonr concerts Hhy the arcnes

tra were telovsed, the List three
i

vertiser lFor the 22

tve sear, the General Canference
of the  Sceventh-Das  Vdventist

Chureh lus renowed ity sponson
Jip of The Voice of Prophecy ove
Muotual Broadeasting Ssstenn. |
newal is fur N hl” vear aned be come
cifective 13 September \/
and Seicuce, g series of 11

hour prograus, are being presented

over . WOY, Schenectady,  every

A total of $2.3 million in vlobal
ales has been rong up by 20th
Centnry-Fov Ty for its

30-title

SALES: Seven lhiour-long concerts
by the National Gallery Orehestra

Monday

evening  sponsored s

Wednesdayv . and Friday
public
service by the station, the National

Bringing ‘students’ up-to-date

Above, WJAR-TV art dir. Jack Devereany eaplains prep-
| aration of art for tv slides for his cliss, being held in
Outlet Co. personnel office. Below, panel of WJAR-TV
wees conduct eritique at completion of class sessions

1

- p—

s Yy
| Yemvam

Station shows admen new tv tricks

JAR-TV recently held a refresher seminar in tv pro-

duction to meet an industry problem, created by tech
nological improvements in tv production having advanced
well beyond the familiarity of many advertising agency
production departments. This has resulted in production
problems at many tv stations throughout the country
today which could be directly attributed to the lack of
production information on the part of local advertisers.
Dave Shurtleff, tv station manager, stated in his letter
of invitation to local ad agencies and accounts: “WJAR
TV has acquired much of the new equipment. Station
personnel undergo continual training in new technique:
to enhance the impact of the advertising message at less
cost through improved production methods.” 125 peop
responded to Shurtleff's invitation to the sche
evening seminar, The meeting covered the subjects
copy, art, slides, film, video-tapes, and public servi
projects. In the first clinic, representatives of the sta
tion’s management team, including sales manager Ed
Boghosian, program manager Jim Gleason, news director
Dave Mohr, and public affarrs director Fred Griffiths, each
spoke approximately 10 minutes explaining their func
tions in the tv operation. Guests were then assigned to
four groups, each to rotate through classes in copy. art
tv film production, and studio procedure. The station
provided all who attended the lectures with a copy of
the “WJAR-TV Handbook™ as a guide. The sem:nar con
cluded after a q-&-a period. The program was deemed a
success when the vp. of one of New England’s large ad
agencies rose at the conclusion to note: "V¥hen | came
tonight | felt ] knew ail there was to know about tv pro-
duction Now | hnow how Iittle | really dd know
A second semunar 1s planned for the near future
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Lester Bailey

Newsmakers 1y
wm tV/radio advertisi ng

R. E. Shireman

“Dick"” Shireman has been elected v. p. of the
Star Stations ((KOIL,” Omaha, KISN, Portland,
and WISH, Indianapolis—subject to FCC ap-
proval). Shireman, who will continue as direc-
tor of sales, has been associated with the
station web for the past four years, serving as
manager of both KICN, Denver and KISN, Port-
land. Prior to that time, he was associated
with the Hearst organization in Milwaukee.

An information officer in the U. S. Department
of Labor since 1962, he has joined KGO-TV San
Francisco as a tv news reporter. Bailey dir-
ected a public relations and marketing firm
from 1958-1962, was previously assistant com-
mercial manager for KSAN Radio, S. f. For
11 years he was executive secretary for the
NAACP in Cincinnati, then field secretary on

NAACP's national staff under Roy Wilkins.

Frank Fagan

An executive v. p. of Young & Rubicam, Fagan
has retired after 29 years with the company.
He joined Y&R's merchandising department in
1934, later became a member of the contact
department. In 1943 he became a v. p., and
a member of the executive committee and
plans board in 1946. He advanced to senior
v. p. in 1953, executive v. p. in 1958. Fagan

Jack Sameth

Sameth has been promoted to executive pro-
ducer for the ABC-TV network programing
department. A director for the network since
1955, Sameth joined ABC as an associate di-
rector in 1950. He replaces John B. Green,
who resigned to become producer of “100
Grand,” a new ABC-TV quiz show slated for
the fall. Sameth directed the Kennedy-Nixon
debates and many other award winning shows.

will operate a marine supply business in L. I.

W. D. Williams

Lehn & Fink Products has named Williams
director of product development for the na-
tional laboratories and professional products
division. A 15 year veteran of the company,
he began his career as a research chemist,
advanced to director of research, and later

assumed responsibility for production and

research of N-L Products Limited, a line of
sanitary maintenance items
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Commereial Bank and Trust Co. of
Albany, and.the Niagara-Mohawk
Power Corp. in cooperation with
the Institute at Rensselaerville | .,
Dime Savings Bank of Brooklyn is
sponsoring 22 New York Times
news periods a week over \WQXR,
New York . . . Pabst Blue Ribbon
Beer and Colgate-Palmolive’s Fab
signed for long-term saturation spot
campaign ou Spanish-speaking
KWK\, Los Angeles . . The Phil-
adelphia Eagles” 1963 schedule of
five pre-scason pro foothall games 8
on WCAU-TV will be sponsored
by Goodyeur, Charles Bruning Co..
P. Ballantine, Remington Rand, §
Monroe Auto Equipment, J. P.
Stevens, and Dreyfus & Co. . . .
New husiness on KCBS, San Fran-'
cisco, includes Plymouth Dealers
Assn., American Express Credit
Cards-Restaurants, and Delta Air-
lines.

CHANGING HANDS: WAUN
(AM & FM), Waukesha, \Wis., solc
for $425,000 to Midwest Broadcast
ing Co., C. Wayne Wright presi
dent. Seller is \WWaukesha Broadeast
ing Co., owned by Mig Figi s
Charles E. Williams & Associates
Blackburn brokered the transaction 8

. WRON, Ronceverte, W. Va -~
sold by Blake Broadcasting Corp 8
Betty Ann Sanders, president, b
Greenbrier  Broadcasting  Corp
Nash L. Tatum, Jr., of Richmone
president. Blackbum brokered th
sale for $133,000. including a $36
000 consulting and non-competin
agreement with Mrs. Sanders. Te
tum is an account executive wit
Duncan Advertising . . . KRRY
Sherman, Tex., sold for $180.000 b |
A. Bovd Kelley to the Mayor ¢
Alamogordo, N. M., Wayne Phelp
who also owns KALG in Alam
cordo. Tamilton-Landis & Assoc
ates brokered the deal. '

HAPPY ANNIVERSARY: WNAC
Boston, RKO General's key stati
of the Yankee Network in Ne,
England. marked its 41st birthds &
on 31 July as Boston's first rad =
station. And as in celebration, th 8
station has expanded to a 24-hou =

a day schedule ... KSAL. Salin I
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thinks it may carey the oldest ¢on-
secntive  daily - program in the
warld. 1t's .\ Bit of Cheer and Sin
shine and it Lad its initial hroadeast
in 6 December 1932, over KFBIE
Abilenc. When that station meoved
to Wichita in 1910, the provian
Lwas tahen over Ino KS AL Broad
cint dailv, seven davs o week, at
Crecenthy had ity TEESS consecutive
airing, It was originated by Rea
erend Nve Jo Langnde who still
eontimies to do the program daily.

r]"'D\\'l':R PLAYS: WAPLE, Juckson-
ville, increased daytime pover to
3 kw way approved and will take
plfect very shortly, Night power
remains the ssme ... When WAST
TV, Albany, beging fnll power op-
vralions 17 Aungust Trom its new
tower just outside of North Troy,
Channel 33 will leave the air as it
;u'ili no longer be necessary for
Vi ers to use their nhl signal dne
L the inereased power ol ¢h. 13,

FPROGRAN NOTES: For the first
Hme since World War 1 WNAC.
Huston, is on the air all night. Hold-
g forth, since 29 July, in the wee
ours of the night people, from 12
Eli{lnight to 3 . cach weeknight
el nntil 5:30 aam. on weekends, s
it connoissenr of  the  offbeat,
ong Jolm Nebel. Long John s
wen featured on BRKO General sis-
v station \WOR, New York, for the
KISl SIX veuars.

WBLIC SERVICE: 165 Georgia
adio and tv o stations ran a state-
P hide saturation compaign to help
lleviate the shortage of teachers
£ the state’s schools for the 1963-
[ school year. Thousands of an-
[ Bmmcements  aimed  at helping

thool  superintendents find  new
1l teachers

Pl replacement were
reth by Georgin Assn. of Broad-
isters stations, The caimpaign was
itiated by CAB'S edncation chair-
i Allen Marshall of WKEL.

[ riffin.

FREEDOM TAPES READY:
dices of Freedom—Series #4 s
mplete and shipments are being
e to radio stations across the
mntry (o request). The series.

T msented by the Freedoms Foun-

kmﬂﬁ Aveust 1963
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‘Biggest Grab Bag’ holds KHJ-TV's prizes

VModel decorates “Bigeest Crale Bag™ nsed I KTV L
promotmg onc of ity newest provrams, Phe Big Show ™ Lateepieht oove .

[ g

THE

a\%a

SHOW

GRAB FAG

=

WEEK NIGHTS

110:30

R

AL o hold prizes tor contest
Two viewarns

whose cards were picked came to stadio cach day o piek prizes rinang from fonder of
a 1926 anto ar a tom thomb thimble ta o tape recorder or storeo sot darn g ot

dation at Valley Forge. is prodnced
by WIBG. Philadelphia, and sta-
tions interested shouold send $2 to
the station to cover tape, handling,
and mailing. Some 67
have carried Voices of Freedom in
the past.

stations

WEST INDIES STATION: The
Jamaica Broadcasting Corp. started
a fonr-honr daily schedule of
tv broadcasts on Angust L Thae
will initially he three transmitters
—at Kingston, Cooper’s THIL and
Central \auchester. Plans are to
expand  the  transmission
rapidlv. antil the entire islmd s
fully covered. Tedmeal aud pro-
araming personnel from abrowd are
in Jamaica helpme to Lonmch the
new station but will dopart soon
after sign-on There is to he a mere-

sustom

my of JBC staff for both radwo id
toas far as posable.

CONVENTION  ( OMMITTIL:
Richard W. Chapm, KFOR, T m-
coln, Neboand Clenn Mashadl Jr
WIXT, Jachsonville, vice <hurmen
af the NAB Radw md Ty Boards
respectively, will ca-channen the
gronp’s 1961 Convention Commnt
tee, which v responable e the
overall phinning and «p ratvm of
the affair. The conmvention wall 1w
held 3-5 Apnl at the Conrad Thiton
Hotel in Chicaro

MORE JUNE IN JANUARY JIVES
To help hick off the Chrstimas o
Julv™ sales campanzn e Gonerald
Finance Corp . WITT AL Toanp Mt
Petersbur s hel Ta Chnstos Parn
far CFC exees  cmplete wath

2
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WHAT ARE
YOUR

PHOTO
REQUIREMENTS?

RATES are rafes the

world over, and ours
are competiiive|I
($22.50 for 3 nega- |
fives)

BUT QUALITY

is something else |
again . . . . ours is
superlafive.

And SERVICE

is still another mat-
fer .. .. ours is un-
beafable! |

A

BAKALAR-COSMO v
PHOTOGRAPHERS

111 W. 56th St, N.Y.C, 19
212 €1 6-3476

i T i
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KFl in mid-season promo for L. A. Dodgers

Standing in front of KFI poster being exhibited throughout Greater Los
Angeles as a reminder to Southland residents are (l-r) Russell Smith, station’s
ad-p.r. dir.; station mgr. Charles Hamilton; gen. sales mgr. A. William Oster;
American Tobacco dist. sales mgr. M. M. Elliott; Foster & Kleiser local sales
chief Hank W. Seidl, Jr.

earols, tree, and presents. All the
presents were pretty zany—like a
print of Whistler's Mother for an
office manager who needed a seere-
tary.

MOVING: Joseph R. Dawson to
research assistant and sales presen-
tations writer for Jefferson Stand-
ard Broadeasting and Jefferson Pro-
ductions, Charlotie. The broadeast-
ing company owns and operates
WBT (AM & FM) and WBTV,
Charlotte, as well as \WWBTAV. Flor-
ence, S.C.

Rod Trongard, news director, pro-
moted to director of news, sports,
and speeial events, a new depart-
ment at WLOL, Minneapolis-St.
Paul.

Harvey C. Ellsworth to program
director and John Cavanaugh to
the news department at KALL, Salt
Lake City.

Stanley Zipperman to publie rela-
tions director of KIIX-TV., Los An-
ueles.

Joseph O'Connor to WLBW-TV,
Miami.

Bil Rodgers to promotion manager
of KLLZ, Denver.

Harvey Firestone to the publieity
and publie information department
at \WJW.TV, Cleveland.

Charles Keller to director of news ¥
and special events for \WFIL radic 8,
and tv, Philadelphia.

William J. Mathews, Jr. to sale:
manager of \WWGHQ, Kingston, N.Y

SYNDICATION

SALES: Jayark Filins’ Blockbuste
Features have been sold in an addi
tional 18 markets bringing total te
217 domestic and world-wide mar
kets . . . MCA TV sold its M-Squac
to Ford Division of Ford Moto®.
(JWT) for nine markets and Stat =
Trooper for three markets . .
Economee Television Programs d
vision of United Artists Televisio
reports 23 additional sales for Th
Anu Southern Show, bringing tok
to 88 stations . . . Seven Arts Assoc
ated sales in one week totaled 2
stations signed for its \Warner Bro
and 20th Century Filis of the 30
and other product . . . The Encycle
pacdia Britaunica Films Library.
syvndication by Trans-Lux Teles
sion, has been purehased for long
term usage by eight nore station
bringing market total on the fily
close to 100.

PROGRESS REPORT: A bann
first year has been reported |
Four Star Distribution Corp., whit
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closed its fiseal vear with o sales
total of over $3 million. The com
pany began its operation in Sep-
tember of 1962 with five ofl-net
work series, The Detectices, Zaae
Crey Theater, Target: The Coreup-
tors, The Laie and Mece. Joaes, and
Stagecoach West. T April 1963,
three additional off-network series
were added to the inventory. They

were The Dick Powell Theatee
Riflevaon, and  The Tow  Ewell
Show-.

DOUBLE HEADER: Twin bovs
were horn 23 July to Mr, and Mrs,
Richard P. Brandt. He's president
of Trans-Lux Corp.

MOVING: Jack L Hartley to na-
tional  sales nmanager for Video
Varicties, Pittshnrgh.

Fred Hamilton to progriom director
for International Video Tape Pro-
ductions.

Herlr FL Benman and Harry Sanger.,

former castern and sontheastern di-
vision sales managers for Richard
L. Ullman, have joined Mark Cen-
tury Corp. in similar capacities.
Berman will headquarter in Buf-
falo, Sauger in Miami.

Peter S. Rodgers clected senior viee
president of National Telefilin As-
sociates,

Jack Sobel named numager of na-
tional sales, west coast, for Screen
Cems.

‘Art Greenfield to national  sales

I manager for M. and A. Alexander.

I Diana B. Wenman to office admin-
istrator for Sandy Howard Produc-
tions.

Howard Grafman to central divi-
sion sales manager of Allied Artists
Television.

REPRESENTATIVES

APPOINTMENTS: Blair Televi-
sion BTA Division has formed and
will exclusively rep the Georgia-
Tenn. Network as an aid to more
simplificd  arca buvine.  Stations
wmvolved are WAITLTV, Atlanta:
WTVC. Chattanooga, and \WTVM,
Cohumbus . . . WCNIB. Harrishurg.
to H-R Representatives, from Boll-
mg . . . KRMG, Tulsa, and KIOA,
Des Moines, to Robert E. Eastman
.. KBMT-TV., Beawmont-Port Ar-
hur, and KEVE, Minneapolis, to
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Melvin the Clown's a jewel of a salesman
Nearly LO0O viewers of WTVO-TV, Rockford, 1, viate

to meet station’s Melvin the € an 11y Y
Suneks [ 31 12 «p WIVO

X3 Tt w T \

tt was a trometwdous day,” he added
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Roger O'Connor, hringing total sta- manager of 1B Fadts, the
tions for the new rep finn to cight cetronie data processin \
am and one tv, of H-R.
Jolm  Katz
MOVING: Thomas K. Hardy to the Dallas radio staff to 1
New York sales stafl of McGavren radio staff of K. o\
Cnild Mal Ewing Flotlv
Charles J. Shaw to data processing nanag 1 O
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PRINT WAGES WAR
(Continued from page 27)

Tast week.” And the frequent view-
ers, those who saw a specific show
five times ‘last week” accounted for
only 8% of the housewives ynizzed.”

It's worth pointing out that this
“survey” covers only four davtime
programs, three of which are soap
operas, Interviewing consisted  of
phone ealls to housewives, who
were asked which of these four pro-
grams they’'d watched, and how
many days they'd watched them.
All the conelusions relating to char-
acteristies of daytime tv audiences
were based solely on the house-
wives who watched cach of thiese
programs ecery day of the week.

According to Robert Hoftiman, re-
scarch manager of the Group W-
owned TvAR rep finm, the use of
faulty rescarch techniques and the
application of results far hevond the
scope of a particular survey is “inex-
cusable,” Hoflman’s wrath  stems
from the fact that all davtime view-
ing is described in terins of the ex-
periences of only 8% of the sample.

Based on this 8%, McCall’s claims
that, these programs have the great-
est appeal among women who: are
older in age; are widowed or di-
voreed, have only a grammar school
cdueation; live in the lowest-income
households.

What McCall's doesn’t remind
admen is that the foiur chosen pro-
grams would, in a three-station mar-
ket, represent only I honrs out of
a total of 33 hours of programing
between 7 pom. and 6 pan. daily.

What's more, soap operas have
traditionally registered above-aver-
age appeal among older people.
(On the other hand, daytime mov-
ies attract an above-average propor-
tion of young women).

“If this same approach was ap-
plied to women’s magazines,” Hoff-
man  remarks  tartly, “we  would
measure their readership ou the
hasis of the number of women who
read four particular articles selected
frow this group of publications.”

Anothier serious and  deliberate
law in the MceCall's presentation is
the use of a small group of five-a-
week viewers to mirror the charace-
teristics of the entire davtime tv
audience. fiven within the Lmita-
tions of the Hooper survey, the an-
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alysis of the kind of women who

wateh these programs should prop- .

erly have been based upon all view-
ers rather than the group which
watches five davs a week,

Could it be that the use of a total
audience would have produced dif-
ferent results? -4

REGIONAL ADVERTISERS
(Continued from page 31)

he recalls”™ This vear, UA-TV re-
gional advertisers total three, heing
Savannah Sugar, Liberty Mutual In-
surance and Lincoln Income Life.
Savannah Sugar and Lincoln In-
come bought Lee Marvin Presents—
Lawbreaker and Liberty Mutual In-
surance bought the six one-hour
Wolper specials.

Rifkin and his sales foree have
found the regional advertiser to e
more of a program merchandiser
and more concerned with his e-p-m
in sales than he ever was with his
c-p-m in viewers. “The concentra-
tion on loeal identification seems to
be more evident with the regional
advertiser because of the regional
commupity relationship,” Rifkin be-
lieves.

According to Jolm B, Burns,
MGM Television vice president in
eharge of sales and a veteran of syn-
dication, (he was in charge of na-
tional and regional sales for ABC
Films previously), there are two
primary reasons for the attrition of
the regional sale in syndieation. Re-
gional advertisers have always in-
sisted upon prime time for syndi-
cated shows, Burns notes. But in the
past few years networks expanded
their prime time programing 2id
stations have increased their net-
work programing, Burns points out.

The result: few prime periods are
now open ta a weekly regional ad-
vertiser.

“A seeond factor is that the re-
gional advertiser insisted on quality
first-run product as his vehicle, and
this is no longer generally avail-
able,” Burns says. "Most producers
won't venture into production of
shows designed for syndication be-
cause of the weakness of the nar-
ket and the diflieulty of reconping
costs.”

But some major syndieators stand
rcady to provide quality first-run
product should regional advertisers
appear on the scene.

This is the way Len Firestone ap-
praises the situation: “The prime
tile situation is now easing and it
could be an inventive for substan-
tial regional advertisers to return.
Some regional advertisers appear to
be taking their cues from network
users and  buving  participations.
Some of these will soon wake up
and sayv: ‘We miss that identifica-
tion with anr own show. We can’t
do much promotion and exploita-
tion with the kind of buys we are
making today. Mayhe we should be
going back to first-run syndicated
programs.” Yes, I think regional ad-
vertisers will return and we're ready
for them if thev want first-run prod-
ucts. Hf enough regional advertisers
are ready to go, we can do a job for
them.”

Firestone revealed that Four Star
is presently developing two first-run
properties for syndication. But he
said, with emphasis: “We won't go
ahead with production until there’s
a big regional advertiser available.
Otherwise, it's too riskv an under-
taking.”

The regional advertiser, as Lie-
benguth analyzes it, didn’t disap-
pear: he was abandoned. The re-
gional advertiser was left high and
drv by the svndicators “and was
immediately coddled to the relative
‘safety” of spot flexibility by their
ageneies,” according to Lichenguth.

“As an example, a short while ago
I was involved with two blue ehip
regionals who wished to renew
sponsorship of their programs at
10 per cent inerease in talent eost
but the syndicators coneerned ehose
not to continue production — and
there was no other suitable praop-
erty to replace them.” says Lichen-
auth.” As of this date, both of these
ex-program sponsors are firmly en-

trenehed in flights of participations. |

It is true that regional sponsors rep-
resent the hackbone of svndication
—first-run syndication, that is. And
I believe the same situation will
prevail again. However, they want
a program that is exclusive, mer-
chandisable and new, with first rate
production. When such programs
hecome available, then syndicators
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can return to the regional sponsor,
not viceversa, Storer Programs s
pluming to do pest that”

In Carlton’s opinion, the regional
advertiser did not disappean com-
pletely, bt hie certainds has hecome
more clusive, Trans Lan Television,
according to Carlton, las o snbstuan-
tial amonnt invested in the heliel
that the redional advertiser ean be
broneht bhack  to television with
proper progriuning and the further
helief tut thae slots will open np
for the regional advertiser as in the
past, Trans-Luy is prepping a liall-
hour series called Guest Shot which
it vedards as ideal for the regional
adyertiser,

Option ruling good

“The option time rmling may not
apen doors (slots) but it must lunve
a positive influence on the thinking
of those who wonld like to see o
return to fiest-run syndication pro-
geams,” savs Carlton, “The regional
advertiser and his ageney must wel-
eonme the opportunity to re-establish
their position in the markets they
serve via television, Until the valing
was handed down, it was Lirgely a
patter  of  conversation. Now, at
least, there is a wedge and conver-
sitlion cau become action”

Speaking of option time, Victory
ulserves that recional and national
advertisers such as American Home
Products, Colgate, Lever, PG, Fal-
stafl and Bodweiser are continually
studving the nuarket by market pat-
tern with o view towards o shift in
their media planning. “This will de-
'pt-ml on how station option time
Lwill be alfected i the coming sea-

s, Victory savs.

Echoing Faupel's sentiments,
CMOCA TV Colden observes that
Hkiuy potential regional advertisers
[who vormally wonld sponsor first-
i syndication programs hecanse
(f wreeater identification with a par-
tienlar series, now find theve ace not
iy first-run syndication progrioms
nivailable for sole sponsorship.

Hiwever, Golden maintains, there
are still important regionad spon-
sips, like Kroger Supermarkets and
IGA Store, which have, for example,
Leave 1t To Beaver and Bachelor
Wather v Ohio. “\We belive that
the checkerboard pattern of pre-
emption aroomd  the comtny will
satinne to expand, thereby making
W dikely that regional adsertisers
will iiice again find it desivable and

T
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cilicient to sponsor their own pro
arams Goldon savs.,

('nmnn'ntmunnlllv('h.mumup.nl
tern ol syndication, Avin Sissnm,
vce president of WRBC Progranm
Sales, Ine., savs the vevional adver-
tiser now Jeels it ofl network 1e-
vins don’t deliver to lim the desired
identification and the merclundis-
ing potential, so he has taken to
spot buying—s hich no matter how
it is interpreted has become a trend
in the indnstiy,

"However, al in the Miture the
indnstry produces and makes avail-
able more first-run produet, there is
no-donbt in my mind that the ve-
gional advertiser will reappear in
strong mmbers,” Sussuan siys,

Wshed how this velates to The
Steve Allew Shoe and other Cronp
W andicated progrons sach as The
Childrew's Specials, Snssman points
ont that thie Allen show (s in essence
a spot crrvier bt aninereasing
monher of regional and  national
advertisers ave bnving the show on
a regnlar basis,

“In making such o buy on the
Allen show, the advertiser acernes
some of the beaefits e enjoyed in
regional buving  of several  years
avo, “Snssman points ont. “He s
biving a fivst-rnn syndicated net-
work-ty pe show, with all the beae-
fits he was acenstomed to receive
in his previous vegional buying pat-
tern,”

Spousors show interest

That advertising  agencies  and
their clients are beginning to show a
renewed interest i vedional pro-
graming buys rather than spot boy-
ing, is also indicated by ABC Filmy'
Tobin.

“In the past several months, we
have heen getting move and mare
reports from the Lrge ad agencies
and from our division nunaders i
the field tiat the regional adsertis-
ers of Tormer years are adain ex-
prossing at interest in pmur.uninq."
Tobin savs.

T fil sales ona regional pattern
still constitute an important part of
“onr Dbisiness,” William P
Breen, vice president, sales, NBC
Filins, bt the trend s definitely
away from this ty pe of distribntioa.
Citing recent sales. Breen named
deals within the cnrrent sear for
sncle shows as Henuosey and The
Deputy, the fonmer to Foremost
Dairies in 19 markets and the latter

IR

to Calyornma il ne 23 Sontliest
markots AcCalloneh Corporation
also honght The Dty lor S na
Keteo Bieen ot d that e former
vears it was notbanmsaal to sl n
vionally to 10O moarkets o e as
was once e cove swath the sale o
Jim Backus to that many ontlets lor
Carlings Bresven
FEChanakes hig deal

VMore evidence that g reenondd
deals, alheit not on the seale ol v
tervear, are boing consnmunated
came List week when ITndepondonm
Television Corp annonnced sl
deseribed s the higgest re gional ol
the vear, the sale of sin, hest i
one-honrs of the fo Stafford Show (o
Forcmost Dairies for 300 markets
west ol the Mississippi.

" think this answers the guestion
of whether the dav ol the Ing es
wiomal s vone,” Abe Nhndell, on-
centive vice president, 17C, savs
“With the release of option time
and the futnre prospects of addi-
tional cluomels, we shonld see more
of this ty pe of sale. Bt the final an-
swer alwayvs lies with the prodact.
We invested millions ol dollars on
the Jo Stafford Showe for stars and
production and as aresult were able
ta offer the regional advertiser pro-
vriuming that is top network quakn
in cvery respect. For the producer
who is willing to make this invest.
ment, the regional adsertiser wall
always be a prime prospeet.”

Revional  advertisers e still
aronud in ssndication and Olhoald
Filims is ¢ctting ats slare of them
according to Sevionr Reed, pres
dent, Pacific Gas & Fledtric s now
in its second vear ol sponsoring
OF's Biography series moseven Cali
fornia markets, throneh BBDAO
Kansas Bakers Awie wath o mom
bership of 350 hanks e that state
renewed  Biography for a0 second
vear i three markets starting
October, via Forbes of AVielita

In so the majority of svadio
tors do not Appear to hemoa par
ticularly hivh state of cuphona The
overall mood secms to e one ol
cantions  optininsi \\ath e rlaps
more prive tnne opewny and )
willingness on the part of rogionad
advertisers once aZanm to myest an
first-ring prodnet there ¢ mld aon
cetvablv bea retorn to the ssindica
tors” ¢rovy tram Hlow «ocnand how
Last it swall come fow ane ready te
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Investment Opportunity

He's learning to feed your work force.

IU's a big job. And it will be bigger still. For by the time
he is grown there will be twenty million more men and
women ready to enter our industrial labor pool.

To equip him for this gigantic task we must all contribute
something. Planning, thought, money, love, training. Peace.
Above all, peace and freedom. For what will the long years
of preparation mean if the fruits that he garners from the
carth cannot be enjoyed in homes that are free?

You have an investment in that youngster. To protect
this investment, you can join with other leading American
businessmen to promote the Treasury's Payroll Savings Plan
for U.S. Savings Bonds. The Plan works for soundness in

S
i <K

e et

The U. S. Government does not pay for this advertlsement. The Treasury Depariment thanks, for thelr patriotism, The Advertising Council and this magazine,

64

in your plant...promote the PAYROLL SAVINGS PLAN for U.S. SAVINGS BONDS

our cconomy, strength in our defenses, thriftiness and pru-
dence in our thinking.

When you bring the Payroil Savings Plan into your !
plant—when you encourage your employees to enroll—
you are investing in those who will provide food for the
tables of America twenty years from now. You are invest-
ing in all the young farmers, ranchers and herders of
America’s tomorrow. You are investing in America’s future.
In freedom itself.

Don’t pass this investment opportunity by. Caill your
State Savings Bonds Director. Or write today to the Treas-
ury Department, United States Savings Bonds Division,
Washington 25, D.C.
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By Allan E. Bachman
evecative cier presidend,
Naotional Better Business Bureau

Few businessimen  would react
Lindly to further bureancratie in-
trusion into theiv affairs, and it
would seem safe to say that radio
and television broadeasters can not
be counted among the few. Dre-
sumably they can speak from pain-
ful expericuce on the subject, and
for them the choice hetween self-
regulation and more covermnent
control is casy.

But only the choice is casy. Setf:
regulation in the broadeasting busi-
ness or any other comes hard if it
is mcant to be more than a catch-
phrase. It takes o good deal of or-
gmized effort and an uncompro-
mising stand on principles. [t means
aceepting the responsibility for the
credibility of advertising and the
goad reputation of the industry be-
fore the public.

Many in advertising and inedia
have long acceepted and exercised
this responsibility, but it is cortainly

- not universally aceepted. And the
ueed for effective self-regnlation s
even more evident today, when in-
creased  govermment regulation s
too often thought to e the cure for
any cconomic ill,

There is a more compelling rea-

- son: During the 31 vears that it has

' been in existence, the  National
Better Business Bureau has seen a
pronounced change in the attitude

‘of consumers toward advertising.
Consumers today have higher
standards. They have been edu-
cated to demand truthful advertis-

| ing as their right, and when busi-
ness or any conspicuous minority
‘of business fails to obscrve this

' right, the government will intervene.
Advertising has a built-in, three-

way system of ehecks and balances.

‘National advertisers have a re-

‘sponsibility to exercise seMf-disci-

pline, and 1o forego exaggerated
claims. Agencies have a responsi-
hility to demand proof of claims.

Media—in its key role as final ar-

biter—has a I’(‘\p()ll\lhllll\ to pass

SPONSOR, 5 atvgust 1963

“VIEWPOINT|

Broadcasters And The NBBB: Self Regulation Can Work

A column of comment

by industry observers

up advertising revenne rather than
accept nsnpported choms.

The National Broean has Tad .
long and frnitful relationship with
Iroatdcasters and it is onr hehef that
they sre meeting their responsibil
ity with mereasing vigitanee, Con
sidering the vast nount of  tele-
vision and radio advertising  to
which the public is exposed, we
receive  comparatively few com
plaints about the accuracy of ads.

We think that some share of the
credit can e attributed  to the
wrowing use which broadeasters are
making of the fact-inding facilitios
of Better Business Bureaus. Durine
1962, the National Burcau alone
answered about 1OOO inquiries from
broadeasters regarding the respons-
ibility of prospective advertisers or
the validity of the claims they pro-
posed to make. These  inquiries
came primarily from the networks
and the Television Code Office, but
there was a considerable number
from individual broadeasters,

My broadeasters make consei-
cutions use of “Do’s and Don’ts in
Advertising Copy,” the  National
Bureau's loose leaf compendivin of
definitions, standards. vules, and
reculations governing advertisine.
Supplemented  and  revised  cach
month sinee it was first published
m 1949, "Do’s and Don'ts” now
contains more than 360 chapters.
The range of topics is broad. A
recent supplemment, for example,
discussed such diverse subjects as
the use of the word “cost™ in ad
vertising; the “law versus lotteries™;
and the Federal Trade Commission
guides for advertising devices of-
fered to the publie for home use in
detecting and measuring fallout.

To further assist broadeasters
with their copy acceptance prob-
lems, the NBBB sent them nu-
merous bulletins (37 in 1962) sup-
plying up-to-date information on
questionable advertisers, and good
and had advertising practices. A\s a
result,  broadeasters declined  an
impressive amount of advertismy
revenue by rojecting deceptive ads

on broadcasting/advertising,

I the nnvestisation of o« "m the
Notionad Buarean often wes oveg
copy word Tnowaord swath wepon
broadeasters Adthon e tlos st
constimunge it often osults
rebnsal by Droadoastors 1o aea
(’(l}’.\ W lien (!.liill\ STt it \”!‘
ported by competont evidence W
are treguenthy ashed o revies et
wark policy anadvertivme and e
weet mformally waith netweak pe
ple from tine to tune to discuss
advertising anatters. We feel tos
lose coopoeration s prmlll( e and
we would ke to see more of ot

Thus the hehief tat self-reanld
tion, eflectivels organized and nn

plemented. can and daes wo
find waple support i the hroad
casting hosiness. The cancept of
self-reandation iy have heen best
expressed Iy the Uinted States Su
preme Court. It said

“Voluntary action to cnd abuses
and to foster faw competitive ap-
portunitics in the public intorest
may be more eflective than legal
processes. And cooperative endea
or may appropriately have wader
objectives i merely the renenal
of evils which are infracthions of
positive Law.” L 4

ki
Th, C.aHl

Allan E. Bachman

A Princeton graduate, he
joined the Natwnal Better
Business Burcau as an intesti-
gator in 1929, has since serurd
as manager of both the I
nance and Media Relations

departmants. Bace

thor an(! cditor ¢t th \ulu nal
Bureav's fooseleat scrvace aned
author of "\ Canede to Na
tional \dvertiinz
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*SPOT-SCO PEI

TEXIZE WANTS YOU TO CARE A LOT

Tr:xnzr: Chemical’s (Greenville, S. C.) Care chlorine-free liquid bleach las
started a new 13-week radio campaign keyed to the theme, “Stop giving
vour wash o bleach-ache!” A free offer of the product is a part of the mes-
sage being delivered live by personalities in minute spots on three New
York stations, WNEW (Klavan & Finch), WABC (Herly Oscar Anderson),
and WOR (Arlene Francis, the McCanns, the Fitzgeralds) covering Metro-
politan New York, New Jersey, Westchester, and Long Island areas. News-
paper support started last week. Care is also delving into spot television,
expects to use tv in the New York area shortly, hopes to expand both radio
and television usage in the near future. Tv is being used at the present time
in Springficld, Mass. only, where a saturation campaign is in progress to
cheek product movement. A total of 56 spots a weck (minutes and 20s in
prime time and daytime) are heing carried on WWLP-TV and WHYN-TV,
Filmed tv spots are geared to a fashion approach, and 10 of these test spots
per week are aired live by women’s show personalitics on the Springfield
stations. Agency is Venet (Union, N, 1.); account exec.: Herman Mevers.

TV BUYING ACTIVITY

o Best Foods Skippy Peanut Butter campaign will go into nine southern markets
starting 1 September to reach markets not receiving network eftort (Flint-
stones, ABC). The 1l4-weck campaign of 20s and daytime minutes is heing
bonght by Gail Cummings at Guild, Bascom & Bonfigli (New York).

o Folger's Coffee perking into major markets in a 38-state sales area described
as being west of the Ohio Valley and south through Florida, with a cam-
paign of minutes, 20s, and L.D.s. In some arcas of the southwest, the spots
will be aired in Spanish. Said to be the largest independent coffee company.
and its products the second best-selling coffee in the country, Folger's new
drive will push their newly designed container, a vacuum-packed can with
a clear plastic snap-on lid which eliminated the need for a key. Campaign
will begin the first week in September for four weeks. Buyer at Cunningham
& Walsh (New York) is Frank MacDonald.

o Best Foods Corn Products Nu Soft (fabric softener rinse) going into 25 to 30
markets nationally with a campaign due to begin 26 August for a 14-weck
run. Buyer Mort Weinstein at McCann-Erickson (New York) interested inI
carly fringe minutes, some prime LD, and some weekend time.

o Hanes Hosiery fall campaign of fringe minutes and L.D.s being hought by
George Karalekas at Grey (New York). Markets and length of drive are
undisclosed as yet.

o General Mills' thrce new Betty Crocker rice casseroles going into a nationa
spot campaign 15 September, now that full national distribution has beel
realized. Drive of minutes, 20s, and 30s will run throughout the year. Con
centration of spots will be in fringe nighttime, but other time periods will be
purchased where good wvails exist. Network (Judy Garland), and magazine:
will also be utilized. Buyer is Marie Luisi at Doyle Dane Bernbach (Nev
Yark)
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e great CHESAPEAKE BAY BRIDGE-TUNNEL,*
sening in January, is the golden link that the
perts say will cause Norfolk-Newport News,
frginia’s Tidewater metropolis, to burst into

ions and become the South's leading market.
lare, right now, is urban population

anked 28th in America)l equaled in the
butheast only by metro Atlanta and

# .
ami. WTAR-TV s Metro area alone 7 L N
o N
bers unduplicated coverage of nearly { ; /
million people! What a place to o m g€
§t a new-business dollar! TideWTAR {

a better way to spell it,
d the best way to sell it

NTAR TELEVISION & RADIO

(1S AFFILIATES FOR NORFOLK-NEWPORT NEWS, VA

L A~ =
P
Represented by - ‘h:

|
}

p Orgnal Srahion Rcoresen?ohve

1 a-v"k““!"“u
————

One of the “Five Future Wonders j —

of the World"
[Reader's Digest, Jon. '63)



-

WKZO-TV MARKET

COVERAGE AREA © NCS 61 BUT... wkzo-1v Slugs The Hardest

L T MG ] i 2
BRI in Greater Western Michigan!
1 _{viakam] esx
CCtana | NEwATEn | MECOSTA FEASERUR JHSICARG o s
' - firrs wwryes § WKZO-TV has the most potent Sunday punch (weekdays,
r.\a“ﬁ\mu; e too) in Michigan outside Detroit. |
KENT | 4 . - " 3
il I*—a;;‘m,m T [T Bl e (1) Tt packs a heavyweight wallop in prime time. NSI
‘Gmd_ Roputs [ (March '63) credits WKZO-TV with an average of 390
| TN L T more homes than Station “B,” 7:30-11 p.m., Sunday
T ey et B 1.3 o ’] through Saturday.
Ko pomon (2) And ARB (March ’63) shows WKZO-T\"s fancy !

footwork also dazzling the daytime opposition, averaging |'L

L“ P T . 75%% more homes than Station “‘B,"” 9:00-noon weeckdays. )
o & Sece Avery-Knodel for the blow-by-blow account! And
: if you want all the rest of upstate Michigan worth having,
s Andy Bowen and Jack Burke fought 7 add WWTV/IWNWUP-TV, Cadillac-Sault Ste. Marie, to
hours and 19 minutes on April 6, 1893 vour WWKZO-T1" schedule.

Fhe %@m SHlations

RADIO
WKZO KALAMAZOO-BATTLE CREEK —
WIEF GRAND RAPIDS
WIES-FM GRAND RAPIDS-KALAMAZOO
CADILLAC

WWTV-FM

TELEVISION 100,000 WATTS @ CHANNEL J ¢ 1000’ TOWER

WKZO-TV GRAND RAPIOS-KALAMAZOO Studios in Both Kalamazoo and Grand Rapids
WWTV/ CADILLAC-TRAVERSE CITY ichi
WWUPTY  SAULT STE. MARIE For Greater Western Michigan -
KOLN-TV/ LINCOLN, NEBRASKA Avery-Knodel, Inc., Exclusive National Representatives
KQIN-TV GRAND ISLAND, NEB.




