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g cake mix? Talk to her with Radio in the kit-
-while she's thinking about dessert. She can
d on your brand if your message reaches her
; time, and in this place. Spot Radio will make
:ake sales rise on these outstanding stations.

Albuquerque WTAR Notfolk-Newport News

Attanta KFAB . Omaha

Buffalo KPOJ Portland

Chicago WRNL Richmond

Cincinnati  WROC Rochester

Cleveland KCRA Sacramento

Dalias-Ft. Worth  KALL Sait Lake City

.Denver  WOAI San Antonio

Duluth-Superior KFMB San Diego

Houston KYA 3 San Francisco

Kansas City KMA Shenandoah

Little Rock KREM 2 Spokane

9 Miaml WGTO Tampa-Lakeland-Orlando

Minneapolis-St. Paul KYOO ry— Tulsa
ntain Network Radio New York Worldwide

RADIO DIVISION

IDWARD PETRY & CO.. INC.

THE ORIGINAL STATION REPRESENTATIVE

ORK * CHICAGO * ATLANTA ¢+ BOSTON ¢ DALLAS

T ¢ LOS ANGELES + SAN FRANCISCO * ST LOUIS
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WGAL-TV does the BEBIGC -selling jok

LI A RFRIE. §

This CHANNEL 8 statio
is more powerful than any other station |
its market, has more viewers in its are
than all other stations combined. Hui
dreds of advertisers rely on its alert abili

\ to create business. So can you. Buy tf
READING A :
HInOEA . : big-sellingmedium. Advertise on WGAL-T!
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Elgin terminates: Elgin National Watch and
McCann-Marschalk will end relationship ot
year's end. New marketing management people
at Elgin should have opportunity to work with
agencey of own choice, Sidney M. Phillips, head
of watch division said. New advertising-promo-
tion department is headed by Norman Glad-
ney, assistant to board chairman, who joined
Elgin several months ago. Elgin has added to
watch line recently. It acquired Helbros last
month, now has clocks, Lady Elgin Diamond
Rings, transistor portable radios. Elgin reports
it is looking for new agency. Exception to ter-
mination is February tv special, to be handled
by McCann-Marschalk.

New brands A and B: Brown & Williamson is
using tv in market tests for two new filters that
could mean new national business from com-
pany responsible for early-day fltration and
menthol (Viceroys and Kools). New Avalon.
reviving successful B&W name of thirties for
different cigarette. offers triple filter and is on
try-out run in San Francisco and Chicago.
Breeze, with light menthol filter and touch of
clove, is test marketing in Southwest. Com-
pany, currently investing 807 of its all-brand
budget in tv, savs it’s too early to tell market
future of Avalon and Breeze. Ted Bates is
agency.

BF award to KDKA: Radio station KDKA,
Pittsburgh is recipient of the 4th annual Gold-
en Mike Award of the Broadcasters’ Founda-
tion, for being “one of the America’s distin-
guished pioneer stations. dedicated to adher-
ence to quality. integrity and responsibility in
programing and management.” KDKA.,
which began broadcasting in 1920. is the
fourth station to receive the award. Past win-
ners are WSB, Atlanta, WGN, Chicago and
WLW, Cincinnati. Formal presentation is
slated for 10 February at the Broadcasters
Foundation banquet in New York.

Late news

16 SEPTEMBER 1963
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Rohner upped at CBS: Formerly director of
business affairs for CBS 'V in Hollvwoad,
Franklin Roliner has
been named viee pres.
ident for husiness af-
fairs there. Rohner
joined the network in
1958 as a member of
the law department
and since then has
been assistant to the
director of business
affairs. program associate, and manager of the
program department, all Hollywood assign-
ments. Appointment is effective immediately.

ROHNER

New rate card: Wometco Enterprices put a
new rate card into effect yesterday for WLOS-
TV. Asheville. Titled the Selective Control Rate
Card. it prices separately each spot announce-
ment and participating position on the entire
program schedule. It also indicates the plan.
ability and unit value for each spot and par-
ticipation program. If the rate card provides
expected solutions to buyer-seller inefficien-
cies, Wotmetco will expand its philosophy to its
other stations.

One to watch: Runaway success of new one-
calorie Diet-Rite Cola is pushing Royal Crown
Cola spot tv up in hurry. Six-month expendi-
tures for old R.C. hrand and Diet-Rite already
exceed last vear’s entire tv hudget for three
brands. including comparatively <mall account
for Nehi. Diet-Rite has been stepping up intro-
ductory tv in Atlantic States and pattern is be-
ing repeated in some 360 markets around coun-
try. Bottlers spent $1.6 million on tv fir<t half
of year (8729.700 for Dict-Rite. 8897.600 for
Roval Crown). Side effect of Diet-Rite debut
has been expansion of bigger <oft drink fran.
chisers into this segment of market. Roval
Crown is D'Arcy Advertising account. with
business placed by local bottlers.

'.i/lﬁ SEPTEMBER 1963
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New buy for Timex: Long known as a prime
sponsor of tv spectaculars, Timex will supple-
ment its video schedule for 1963-1964 by co-
sponsoring a series program Hollywood and
the Stars via NBC TV. Continuing to use. spe-
cials, Timex also purchased The Best on Rec-
ord (24 November) and Mr. Magoo’s Christ-
mas Carol (13 December), both on NBC. The
watch firm reports a 149 increase in its over-
all advertising budget, with almost all addi-
tional funds to be spent on tv sponsorship.

Fernandel for White Owl: French comedfan
Fernandel has filmed a series of commercials
for General Cigar via Young & Rubicam, ad-
vancing the trend toward “big name” entertain-
ers in commercials. Maxwell House made news
recently by hiring Joan Crawford, Barbara
Stanwyck and Edward G. Robinson for spon-
sored messages. The Fernandel spots, pro-
duced by MPO Videotronics, will be aired on
NCAA Football Game of the Week, over CBS
TV.

Singer to JWT: Singer consumer advertising
switches to J. Walter Thompson January from
Young & Rubicam. The sewing machine ac-
count bills close to $5 million, largely to tv. In
1962, network gross time billings (TvB) were
82,154,000, spot tv some $58,000. 1962 maga-
zine measured billings (LNA-BAR) were
$540,750, newspapers (Bureau of Advertis-
ing) $722,450. Switch is designed to provide
ncw approach to marketing strategy. Y & R had
account since 1937.

Revised home count: A. C. Nielscn has issued
revised figurcs for its national tv home base.
Total homes, effective 1 September (to be used
for 1963-64 season) arc 55,590,000, tv homes
51.2 million, radio homes 52.4 nillion. The
new figurcs arc slightly different than those re-

ported carlicr (sce SpoNsor, 9 September, p.
26).

Late news
in tv/radic advertising

Portable tape recorders: Storer Programs,
subsidiary of Storer Broadcasting, has two
portable tv tape recorders which meet FCC
specifications. Units (MVR-11 and MVR-15)
may be used on air, Storer’s Terry H. Lee re-
ports. Tapes made on machines are completely
interchangeable, Lee said. Storer has tested 11
unit on its stations and is completely satisfied
it meets air standards. The 15 unit will be
available in quantity in November. MVR-11
weighs 68 pounds, is designed for news and
special events, and sells for $13,850. MVR-15,
weighs 78 pounds, has additional features, and
sells for $15,750. Units are made by Mach-
tronics of Mountain View, California.

New Sindlinger service: Market-by-market
media mix reports, to cover 67 major markets,
bow this weekend with study for Detroit. More
to follow about every two weeks for Los Ange-
les, Chicago, New York, and Philadelphia, in
that order. Other 62 to be scheduled via client
interest. Pres. Albert E. Sindlinger said over
300,000 interviews from 187 sample markets
are available to compile data on local radio
listening by stations, by 15-minute time periods,
by sex of listener, by where listened to, and,
in addition, carry media-mix info for spe-
cific newspapers, magazines, and nighttime tv
programs. Containcd are complete demogra-
phic data on characteristics of local audiences
within each media. Sindlinger stresses that no
individual market reports will be issued with
sample size of less than 2,000 interviews.

$200,000 for cable tv, am outlet: Ely Cable
Tclevision System and WELY, both of Ely,
Minn., have been sold for over $200,000 to
a new company, North Central Video, of
Rochester, Minn., headed by Joseph Poire. The
cable system scrves more than 100,300 sub-
scribers and carries signals from Duluth tv
stations KDAL and WDSM, and will add a
Duluth etv channel this fall.
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...where Carol Jean Valin spliced the beauty-vote to
become Miss Michigan '62. Clip your test-set to ARB
and Nielson and the tone you hear will prove that you

will miss Michigan without WJIM-TV...for over 12 years
the best connection in that rich industrial outstate area
made up of LANSING -FLINT - JACKSON and 20 populous
cities...3,000,000 potential customers...748,700 homes
(ARB March '63)...served exclusively by the WJIM-TV pole.

Phone your Blair installer for spurs and that will get your
sales up.

B8ASIC
tegically located to exclusively serve LANSING FLINT  JACKSON w, I M -Tv
ring the nation's 37th market Represented by Blarr TV WJIM Rad o by MASLA
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‘mira:

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

900,000 plus

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

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

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

YOU CAN HAVE YOUR SHARE!

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

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

KWKW
5000 WATTS

Representatives:
N.Y.—National Time Sales
S.F.—Theo. B. Hall
Chicago — National Time Sales
Los Angeles —HO 56171
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Spot tv soars to new high for first half of 1963
TBA report reveals total billings of $442.9 million for periog
national and regional in second quarter rose 18.5% over 62

Wards makes it easy to buy hometown television
Idea of video “mat service” similar to plan offered by newspapers
facilitate purchase of broadeast time by local merchants
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Mobil measures its gasoline to the last dollar
Socony has been quietly gauging worth of its web and spot tv w
has come up witlt a plan to pre-test all company copy
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‘“Slice of Life’’ ads called ‘‘tired’'’ radio carryover
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Renaissance of a 20-year-old sales idea
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have decided to retain it, in an up-dated version
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.. and into the houscholds of Northwesiern Ohio
nd Southcastern Michigan. 275,600 houscholds
ith over $298.000.000 in food sales are in the prime
rculation area of WSPD-Radio—First in this bus-
ing marketplace by every audiecnce measurement

SPD-Radio's morning audience is greater than the other
Toledo xtations combined. In the afternoon. WSPD-
1dio’s audience share is almost 765 greater than the
'd place station. (Jan.-Feb., [963, {looper) — WSPD-
wdio, 7:00 AM. to Noon, 17.1% share: Noon to 6:00 PM..
907, share.

Forne
wsiy | N\ e
EW WAUKEE
WITI-TH

ONSOR 16h st vimewr 1963

CLEVELAND
WIN.TH

These food and related advertisers have discovered the moving power of WSPD-Radio.

WSPD-RADIO, TOLEDO
MOVES THE GROCERIES | off the shelves

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

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

KATZ AGENCY | 1~
National Representatrves

wi WGBS wsPp W)Lk kS [ () l\) 14; l\)

ATLANTA
WAGA-TV

TOLEDO
WSPD.TV

DETROIT BRODCASTING COMPANY
WIEK-T4



WPIR : WOR

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

DIFFERENT?

MERCHANDISING

— If our colleagues at WOR plan and ef-
fect total merchandising packages flexible
enough to accommodate large and small
advertisers alike, then there is little differ-
ence. Both stations are providing clients
with the greatest possible assurance of
sales success. Spot announcements on top
rated, big coverage WPTR combined with
guaranteed accessibility of your product to
the consumer, make us your best media
value in the Northeast.

QUOTE — From 5 4A agency

media supervisor: ‘. . . in addition to the
very fine advertising on your station . . .
the continued stress on good merchandising
assistance is a very large added plus . . .
(advertiser) has informed us that they have
enjoyed a very good sales year.”

RAT'NGS — No rating service

documents merchandising but WPTR's 50,000
watf coverage area includes more super-
markets. Result: WPTR advertisers receive,
for example, 30 per cent more A & P stores
than delivered by other stations.

Because WPTR's 50,000 watt coverage de-
mands it.

Your East/man can explain why WPTR is
Radio you can buy with confidence.

Call him.

YES: WPTR

Albany-Troy-Schenectady

VP & GEN MGR: Perry S. Samuels

i

reig)

0
[y
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robert e.eastman « co., .

representing major radio stations

5
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significant happenings in

R E Po R I broadcast advertising

Are web radio rates too high?

6 CA.\' HE REALLY be talking about network radio?™ asked a station
representative after reading Edward Ball’s letter to sPoNsor on
page 37 of the 2 September issue.

Ed Ball is director of advertising at Miller Brewing. His letter com-
plains, in allegorieal fashion. of increasing network radio rates—an
estimated 12¢5 111 1964.

What baffles national vepresentatives. and others, is the oddity of
referring to network radio rates as too high. A good segment of the -
dustry has heen protesting for some time that they’re too low.

Whether media rates are too high or 100 low is a moot question. 14
Ed Ball says thev're too ligh he's the best judge of that. He know:
what he's trying to accomplish with advertising on behalf of Milles
High Life and he undoubtedly has a line on what network radio i< do
ing for him in relation to the money spent.

But since he's raised the point I'd like to add my nickel’s worth.

I wonder whether Ed knew. when he first ventured onto the ABC
Radio Network in 1961, that he was buving a medium at tonmags
prices?

Did he know, when he renewed in 1962 and expanded to three net
works in 1963, that rates were still being maimained at bargain haze
ment levels?

Does he really expect that the rates of a medium that isn’t even pav
ing its way will eontinue nnchanged as demand for it grows?

Network radio is grateful to vou. Ed. Your sponsorship has giver
it a big lift.

But you can’t defyv the laws of nature.

And it’s just as natural for network prices to rise as 1t 1s for adver
tisers to provide the cheeks and balances that help prevent such rise
from getting out of line. .

Actually, it’s good for net radio prices to start climbing. It helps al
national radio.

National spot. which in many ways is an exceptionally capable an
effective advertising medinm. has found its growth stunted by the lov
level of network radio pricing.

We've all learned that subnormal rvates do not add attractiveness t
a mediim.

The demand for national radio will improve substantially in 1964
if I read the signs right. This goes both for spot and uetwork.

And logical pricing will do much to convince advertisers that radi
has moved out of the bargam basement and respects its own status.

T
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Flowers by Wire

TELEGR[X"M 1201 (8 0o

W P MARSMALL, Case

The bling time sho=n in the dare line on Jomestic telegrams b LOCAL TIME o1 pusnt of ongin Time of recorps s LOCAL TIME st pasns of drsnnench

—— WE STERN UNION (=52

\—— JOHN CORPORON, NEWS DIRECTOR
WDSU RADIO

520 ROYAL STREET

NEW ORLEANS, LOUISIANA

CONGRATULATIONS. RADIO STATION WOSU HAS WON THE 1963
RADIO TELEVISION NEWS DIRECTORS ASSOCIATION AWARD IN THE
“REPORTING COMMUNITY PROBLEMS" CATEGORY. JUDGES NAMED
YOUR ENTRY FIRST IN THE LARGEST AND MOST COMPETITIVE CON-
TEST IN THE HISTORY OF RTNDA. PLEASE BE SURE YOU OR YOUR
REPRESENTATIVE 1S PRESENT TO RECEIVE THE AWARD THURSDAY,

SEPTEMBER 12 AT MINNEAPOLIS.
RICHARD D. YOAKAM AWARD CO CHAIRMAN

i . e

our f iti
fallow citizens alert and informed —for the good
our city, state and nation. e

Represented by John 8loir & Co

WDSU'RADIO NEW ORLEANS (ELDER BROTHER OF WOSU-TV NBC

(—with tha i
nks to Western Union for the adverlisement for

at)
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GLOBE-

TROTTER

One picture is worth 10,000 miles.

\We believe. That's why our news direc-
tors from Grand Rapids and San Diego
flew to Baghdad ior the first film report
out of lrag on how communism was
handed one of its rare defeats. Their
handiwork is called MISCHIEF IN THE
LAND. it will be shown on all five Time-
Lite Broadcast stations. So will another
exclusive: the fast-moving COMMON
MARKET OF SPELD, produced by our
man from Indianapolis, where they know
something about auto racing. It stars Jim-
my Clark as he wins two Grand Prix races
in Europe and very nearly upsets the
'500.” Our audiences get this unique mix
of far horizons and local :impact because
we planned 1t that way, and because
we're lucky enough to have expert guid-
ance from the Time-Life News service
around the world. \We may rack up many
tens of thousandsof miles for that picture.

PULSE-
TAKER

Mrs. McGrath wants a program
about parakeets. she may not get 1,
butatleast we know about Mrs. McGrath.
Shewasone of many thousands who sub-
mitted to lengthy interviews by sieuths
from the Magid Company. The Magid
surveys are marked TOP SECRET-FOR
MANAGEMENT USE ONLY, and guide
our managers in assessing the commu-
nity’s needs and desires in television and
radio service. Who knows-there might
be a good show in parakeets.

WASHINGTON

If you can’t join 'em, beat 'em.
Network news programs from Washing
ton, fine as they are, can’t cover all t
stories that aftect particular states. Ot
Washington Bureaucan. Bill Roberts,Ca
Coleman, Norris Brock iile radio and T
reports daily to our states on matters ¢
areaimportance.They're backed by mor
than 20 of \Washington'’s top specialize
reporters, the bureau men of TIME, LIf
and FORTUNE. Thus we join the world
most important city to our audiences. C
to put it another way, \Vashington bt
comes our local beat.
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l BUILDER

LJ,-MS kv the best station in town.

8o argument The town was Narachs

dkistan and the station bult by Time-
e Broadcast and Phibips ot Bindhosen
4= this only one inthe country Bwent
1 4b davs tor the Pakistan nterna
winal Trade Far then stived on the air
pnthis atter the Fair dlosed. demonstrat
gihe abihity ot commeraal teles monto
aem anstroct and entertain a new-1o
rountny  Qur International Dinvision
saubntantialinterests in Latin Amenica
Pavels hall a nulhon nules aycar senac
2 them and searching out new oppor
it in what 1s surely the wave ot the

fute world telesision broadcasting

BHSOR 1o < ie ek 1903

INTERNATIONAL

FORUM

We introduced Sir Zafrulla Khan to
Mrs. Martin .« ¢.oona Rapids and to
our stations neighbors in Ind anapol «
,|n(' \l nneapolis aswell I}" [ n ral

A

CALIFQENEA

INDIANA
AMHCHICAN
MINNESOTA

OWNER-
OPERATOR

Our managers manage. it = .o ¢

1IN ONS OF

the spob thes ed Vg sey @

BROADCAST



Most Populous
Square Mile In America?

“Funny how some people would say real quick . . .
New York, maybe a few blocks of Chieago, Detroit

or even L. AL

Too bad . . . it’s rcally so easy. All folks around here

do is look up at the TV aerials. Stands to reason the
most populous square mile is in the most denselv pop-
ulated state. That’s us . . . Rhode Island. The square

mile? Central Falls . . . just north of Providenee.”

But then, the Providence market is many things. Provi-
dence s chemicals, textiles, machine tools and test
marketing; one million people — one hillion eonsumer
dollars. Providence is Hyannisport, Plymouth, Fall
River, Worcester and New Bedford — all in Massa-
chusetts. Providence is Groton, Willimantic, Putnan

and Norwich —all in Connceticut. People even say

Providence is Rhode Island. People in television say
Providence is WJAR-TYV.

N

Clock tower in Jenks Park pre-
sented to what is now Central
Falls by the Jenks family who
date hack to the operation of un
iron husiness in the 1600's.

four personat print sultable
framing. awalts your ¢ard of ©

TELEVISION STATION [N RHODE ISLAND SL AN OUTLET CQO.STATION NBC — Edward Petry & Co. Inc.
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| Interpretation and commeniary
on most significant tv/radio

and marketing news of the week
16 SEPTEMBER 1963

NAB Rating Council report won't be revolutionary, but it will provide guidelines.

Rating Council met last week (see Washington Week), workiug toward final
draft. Among problems still perplexing members are reservations and qualifications
about suggested audit procedures. Nine major services have agreed to priveiple of
aecreditation by conncil, but are vet to agree on procedures. Nielsen, for oue, believes
audit doesn’t totally correspoud to “realitie<” of sampling.

Meantime, ecouncil is hung with selecting independent hody to act as auditor
of serviees. NAB lawyers are still hard at work vn another phase: legal incorpora-
tion of couneil, under NAB, and paralleling Code Authority.

If incorporated. council, and, by extension, all NAB members, become legally
responsible for accuracy of audited reports. This would be unique industrial situa-
tion: among those keeping watchful eye on the legal moves is anti-trust seetion of
Justiee Department.

| 4

Network public service activity began to level off last season.

Sponsored hours, total hours, and number of shows showed little change in
Oectober-April season, aceording to A. C. Nielsen compilation.

Season No. Shows Total Hours Sponsored Hours
1959-60 39 189 90
1960-61 68 271 110
196162 78 269 143
1962-63 o = 97 145

There was also a programing shift in public affairs network shows.

While hours remained about the same. more of it moved to Sundav afternoon.
Nielsen also notes.

Total Hours o Aired o Aired
Season of Public Affairs Sunday Afternoon Evenings
1959-60 189 75 5
1960-61 271 19 51
1961-62 269 49 31
1962-63 270 53 4
\ 4

Those stainless steel razor blades may yet help electric shaver business.

Far from erimping the stvle of eleetrie <huvers, the long-life (up to 20 shaves)
blades could shape up as “higgest boo<t in 10 vears™ for the electrie-shaver industry.
So says Shick Ine. president Robert F. Draper. who points a finger at “Gillette's
massive promotion of its new stainless steel blades.”

Draper’s reasoning: “If people are influenced by longevity of produet and
economy of shaving. then the ultimate step is the electrie shaver.”

Shick currently expeets to sell “about 7.000.000" shaver units this vear. for a
dollar volume of some $120 million. Firm is a major broadeast user.

/16 SEPTEMBER 1963 -
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Rising media costs have hit advertisers from all directions, not just broadcast.

New analysis of 38 leading magazines from Magazine Advertising Bureau
shows one-page color ad, average cost per thousand, at $6.21 in 1962 vs. $6.11 a
year ago. Black and white page average is $4.48 in 1962 vs. $4.38 in 1961.

While combined circulation of the 38 magazines went from 90.3 million to 94.2
million in 1962, combined page costs for four color ads went from $552,100 in 1961
to $585,300 in 1962.

v
Department stores in the future may follow a trend to “shop” merchandising.

A recent survey of U.S. department stores by the National Retail Merchants
Assn. revealed the following:

) Five out of six large department stores today have at least one “shop” or
boutique, with the emphasis on assembling apparel and accessories which customers
would otherwise have to purchase in several departments.

P One out of five (21%) of store heads who took part in the survey predicted
that the ‘“‘departmental” system in stores will eventually give way to a complete
“shop” system.

One-stop shop trends put added emphasis on radio-tv pre-selling.

v
Negro performers are making more strides in broadcast media programing.

On the heels of recent pressure by CORE and NAACP (See sPoNsoR, 9 Sept.),
programers are beginning to design more shows using, and appealing to, Negroes.

Example: WPIX, New York, which is launching Showtime At The Apollo on
21 September in a late-night Saturday slot. Independent station hails it as “New
York’s first all-Negro television variety program.” Sponsor is Posner’s Distributing
Corp., on behalf of its beauty aids.

v
Two hottest fads in college-age market are getting lots of merchandising push.

Hollywood’s Clayton Organization has been named ‘“‘exclusive production and
merchandising representative” by the U.S. Surfing Assn., and plans are in the works
for a special tv “surfing spectacular.”

With MGM launching a musical feature, “Hootenanny Hoot,” in saturation
bookings, and with ABC TV’s Hootenanny series gaining rating momentum, there’s
a real upswing of interest in merchandising gimmicks involving folk music. One such
will be a bi-monthly magazine aimed at this market.

\ 4

That new agency specializing in kiddie market has a big tv project in the works.

Helitzer, Waring & Wayne recently commissioned a tv production of ‘“The Cow-
boy & The Tiger,” an off-Broadway show staged by Sonny Fox, whose Wonderama
on WNEW-TYV is a strong New York moppet tv draw.

Of the 10 commercial minutes in the show, seven are now sold (Nestle, Irwin
Corp., Transogram). The hour-long musical special will be produced in New York,
televised on a spot basis in 25 major markets on 28 November, Thanksgiving Day.
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d our Bull's Eye Marketing Service will dig into

tional Survey #1 ard find them for you. Large
milies, big spenders, college grads. .. it doesn't

atter. America's most influential group of radio
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Tell us who
you want to sell...

stations, the Blair Group Plan, will come up with
an audience tailor-made to your needs.

P.S. If you don't write this small, drop us a line and
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SLAIR
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PLAN
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we'll send you the big daddy.
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Customers won't buy contempt

I have just read your “Secret In-
gredient of Failure” in the 2 Sep-
tember issue of spoxsor, and shout
“hravo” — particularly for nailing
one large factor down: contempt for
people.

He who aims for the lowest com-
mon denominator will get their at-
tention, briefly, until the next com-
mercial comes along. But get the
attention of the intelligent buyer,
sell him on your product with facts
and rationality (not, of course, dis-
counting fun), and you have a cus-
tomer.

Could you tell me which com-
mercials are Mr. Muller's? I'd like
to wateh for them.

Jacqueline Keiper
Edward Gottlich & Assoc.
New York

What's that, Warren?

Inasmuch as your book normally
stays in our local sales department,
I have just now read your delightful
and hilarious article of 29 July 1963
entitled “Try Green Split Poo Seep.”

In all immodesty, 1 hereby sub-
mit the following blunder which
was heard in February, 1962, by
the audience of KPHO-TV, Phoenix
when I was employed there as a
staff announcer.

A syndicated flin program was
on the air, and I was in the an-
nounce booth taping the following
day’s audio portion. The film airing
at the time broke. The director
asked me to request our audience
to “please stand by one moment.” |
complicd. A minute or so passed
and the flm was still being spliced
so I opened my mike switch and
cmitted the following: “Please stand
by, our technical difficulties will re-
sume in a moment.”

PS. I did not leave KPHO-TV
until a year and a half later.

\Warren \V. Cereghino
announcer-director
KOVR, Sacramento

Comments on the new Format
Your new sroxsor format is sim-

ply ingenious! With such depart-

mentalization, the book is not only

more time-$aving, but a great de
more cxciting,.

One amazing thing about spoxs
is that despite vour continuing s
cess vou are constantly restless
improve vour product.

Best wishes for continued pre
ress!

Jacob A. Evar

Vice president, central divisic

Television Bureau of Advertisi

New Y

Your new format is excellent.
Please have your circulation d
partment issue me a subscriptic
and send it to my home.

Best wishes.

Joseph P. Doughe
vice preside
WPRO-TV, Providen

Just a couple of issucs back
most complimentary story appeare
in sroxsor about TvAR’s San Fra
cisco seminar,

In this note I'd like to be equa
complimentary to you and your st
for sroxsor’s new look. 1 think ¢
format is an excellent one, one tl
certainly should add to spoxso
produetivity for advertisers.

Robert McGred
Executive vice preside
Television Advertising R
New Y

As a subscriber for many vears
Time Magazine, as well as UL
News and World Report, my
action is favorable to your repac
ing project. Of course, the ol
two news agazines arc hand
similarly to what vou have pr
posed in vour Publisher’s Report,
September.

I would also like to take this o
portunity to thank you and ¥
staff for a very fine artiele on tl
WIW.TV personality Ghoulare
appearing in your 2 September
sue, We are all grateful to spoxs
Magazine.

Robert S. Buchand
general manag
WJW.TV, Clevel:




Unquestionably the funniest, zaniest, most hilarious TV pro- |
series ever produced for children—and it’s all brand new!”

DICK CARLTON, Vice-President & General Sales Manager, Trans Lux TY
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STILL THE MOST
IMPORTANT
COMPUTER IN
THE BUSINESS

This compact data processing system
is located in the back of the buyer's
mind. It prevents buying disasters, en-
courages buying triumphs. Output:
Cheering go-aheads, damping danger
signals, memorable advertisements,
noteworthy call-letters, unusual tech-
niques, good ideas. Input: SPONSOR,
notably —all broadcast, all buying.
SPONSOR programs the necessary news;
thoughtfully probes for méanin—g; per-
ceptively reports trends, up, down, on,
off. And the more important non-human
computers become—the more our hu-
man friends will be relying on SPON-
SOR, the broadcast idea weekly that
brings to the moment of decision many
messages (including station advertis-
ing). 555 Fifth Avenue, New York 17.
Telephone: 212 MUrrayhill 7-8080.

0

A

= CALENDAR |

SEPTEMBER

ABC Radia, regional affiliates meeting,
St. Regis [lotel, New York (17)

Radio Advertising Burcau, managenent
conferences. The lloliday Inn - Central,
Dallas (16-17); Cideon-Putnam, Saratoga
Springs, N. Y. (23-24); O’llare Inn, air-
port, Chicago (30-1 October); Rickey's
Hyatt [louse Hotel, Palo Alto, Calif. (3-4);
Town House Motor Hotel, Omaha (7-8);
The Executive Inn, Detroit (14-15)

New York State AP Broadeasters Assu.,
banquet and business sessions, Gran-View
Motel, Ogdensburg (15-16)

Louisiana Assn. of Broadcasters, conven-
tion, Sheraton Charles Iotel, New Or-
leans (15-17)

KHollins Broadeasting Co., stockholders
meeting, Bank of Delaware Building, \Wil-
mington, Delaware (17)

American Assn. of Advertising Ageneies,
\Western region convention, Mark Hopkins
Hotel, San Franciseo (17-19)

Advertising Federation of Ameriea, 10th
district convention, Commodore Perry
Hotel, Austin, Texas (19-21)

American Women in Radio and Televi-
sion, southern area conference, Columbus,

Ga. (20-22)

Florida Assn. of Broadeasters, fall eonfer-
ence and board meeting, Grand Bahama
fsland {21)

Nevada Broadcasters Assn., 1st annual

convention, Hotel Sahara, Las Vegas (23~

25)

Assn, of National Advertisers, workshop,
Nassau Inn, Prineeton (26-27)

New Jersey Broadeasters Assn., 17th an-
nual convention, Colony Motel, Atlantic
City, N. J. (30-1 October)

Georgia Assn. of Broadcasters, regional
meetings, Athens, Rome, Thomaston, Al-
bany, Statesboro (30-4 October)

OCTOBER

Advertising Research Foundation, 9th an-
nual conference, Hotel Commodore, New
York (1)

CBS Radio Affiliates Assn., 10th annual
convention, New York Hilton Hotel, New
York (1-2)

i i
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The when and where
of coming events

Next week in Sponsor

More than meets the eye

Secret of reaping maximum sales benefits from tv's abstract
stimulus and capitalizing upon the parallel experience
principle lies not only in presenting a multiplicity of varied
commercial scenes, but in depicting scenes which encour-

age the viewer to create his own parallel experience.

Direct Mail Advertising Assn., 46
nual convention, Pittsburgh Hilton,
burgh (1-4)
Missouri Broadcasters Assi., annw
convention, Missouri Hotel, St. Loui
Sales Promotion Exceutives Assn., 2
nual Southwest Sales Promotion
shop, Statler-Hilton Hotel, Dallas (
Advertising Federation of Ameri
district convention, Memphis (5-6)
Nebraska Broadcasters Assn., annu
vention, Scottshluff (6-8)
Kentucky Broadeasters Assn., fall m
Downtown Motel, Owensboro (7-9
New York University’s Division of
cral Eduecation, editorial layout wor
New York (7-9)

International Film Festival of New
Barbizon-Plaza Hotel, New York (
Advertising Federation of Amerie
district convention, Norfolk (10-12)
American Women in Radio and T
sion, west central area conference,
day Inn South, Des Moines, Iowa (1
Socicty of Motion Picture and Tele
Engineers, 94th semi-annual tec
conference, Hotel Somersct,
{(13-18)

Assn. of National Advertisers adw:
advertising management course, |
\Moraine-on-the-Lake, Highland Par
linois (13-18)

National Assn. of Broadcasters, fall
ferenees, Statler-Hilton, Hartford (I
Leamington Hotel, Minneapolis (1
Pittsburgh-Hilton, Pittsburgh @
Americana, Miami Beach (24-25)
Indiana Broadcasters’ Assn., 15th
versary convention, French Lick S
Hotel, French Lick, Indiana (16-18)
Texas Assn. of Broadcasters, fall
tion, Cabana Hotel, Dallas (20-21)
Mutual Advertising Agency N
meeting, Palmer House, Chicago (
American YWomen in Radio and
sion, board of directors meeting,
Hotcl, Tulsa (23-27)

Institute of Broadcasting Finanei
agement, 3rd annual general n
New York Hilton, New York (25-30
National Retail Merchants Assn., §
seminar, Commodore Hotel, New
(31-1 November)
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PILLARS OF THE COMMUNITY:

Isn t that Mrs Rod Br
3]

A

Al
.‘-‘la

at

She

And t

lead

SPONSOR 16 sepTEMBER 1963

WA A B Ttk
(Y i g o
> Rahal
g
@ wISH TY

WANT M

THE CORINTHIAN STATIONS



* COMMERCIAL
CRITIQUE

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

MUSIC TO SELL BY

ALAN SCOTT & KEITH TEXTOR (Scott-'l"exlor Productions)

ARNING a living in the field of mu-
Esic is a problem many college
graduates will face this full. Job
opportunitics, cven among profes-
sional musicians who have estab-
lished carcers, are at a premium.

Where can graduates turn to get
a foothold on a career in nusic, and
at the same time eamm a decent sal-
ary? The answer to that question, to

used original music. Today, almost
all do. Moreover, there has been a
500% increasc in the use of music
in sponsor messages. In fact, the
approximate swin that advertisers
spend yearly on musical jingles is
close to $19 million and that figure
is growing.

\Writing commercial music these
days requires a staff made up of

TODAY, almost all comnmereials “use” music. Moreover, there has been a 500% in-
crease in the use of musie for sponsor messages, creating a large and luerative field

the avcrage music major, seemns as
hard to find as the lost chord but
actually it’s simple.

There arc tremendous opportuni-
ties for graduates in crcating orig-
inal music for radio and television.
It's strangc, but it seems that this
outlet for musical talent is virtually
unknown at the college level.

Our husiness has expanded rap-
idly in the past five ycars, mainly
because advertisers have Dbecome
more competitive in getting the
public’s attention, and, as a resnlt

mimercials and jingles are more
ambitious, moure imaginative, and
therefore, need more talent to pro-
dnce them

Music-to-sell-by in radio and tv
has expanded to such a degree that

ny finns are looking toward the
luate for help. Five years ago,

Iy about 5% of all commercials

varied talent: lyricists, composers,
arrangers, copyists, technicians,
sound-men, vocalists. All have to
have a thorough musical back-
ground.

If a novice starts as a copvist, he
can work up to an arranger, com-
poser, lyricist, or into production
if he prefers. It's not a one-way
strect. In fact, it’s a chance for ad-
vamccment in a field that's expand-
ing in all dircctions.

For example, we've been doing
complete scores for public service
films, cducational filims and cxtra
help is needed on such large proj-
ccets. So many corporations fre-
quently assign you to do the scor-
ing for an cdneational film which
might run an hour or two. A musi-
cian who is fresh out of college has
the attributes and taleats to bring
to this field: the knowledge of mu-

sic, sensc of timing which is so in
portant, and creativity to build tl
emotional image in the mind of tl
public.

As far as financial compensatio
here’s an approximate comparisc
scale which, we feel, speaks fq
itself:

» Symphonic instrumentalis
may earn from $90 to $350 a wee
but seasons and bookings are e
ratic.

» Teaching in public schools va
ies from a start of about $4,00
building to perhaps $8,000 over
span of years.

) An associate professor at a tc
college might earn as high
$12,000.

p If, after vears of study, a co
cert career is the goal, the cost
one or more recitals can run fro
$200 to $2,000 each, dependir
upon locale and sponsorship.

» Incomes in dance bands va
widely. Salarics can be as little :
$60 a week or as much as $300, d
pending upon the reputation of tl
band and available dates.

This approximate scale poin
out the “hit-and-miss” financi
schedule in most musical fields.

On the other hand, owr field o
fers a sccurity and an establishe
salary which the graduate wor
find elsewhere. The field is wid
open for the kids coming out of cc
lege—they just haven’t been mac
aware of the opportunitics awai
ing them.

SCOTT & TEXTO

Jingle kings Alan Scott (left) a
Keith Textor of Scott-Textor Pr
ductions, have ereated more th
400 musical commereials for rad
and television. Among these a
spots for General Mills, Irish Inte
national Airlines, Ford. Buick, Li
gett & Mpyers, Falstaff Beer, G
lette, American Telephone a
Telegraph, Frigidaire, and RC
Victor. Scott, the lyricist. beg:
writing during his spare time in la
school. Composer-arranger Test:
began by forming a vocal grot
after the close of World War |
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THIS FALL
THE STARS
ADDRESS

ISCBS®

e most dazzling cluster of stars ever to form a single galaxy of entertainm
u the channels of the CBS Television Network. But however many pages this display )
81 however deft Al Hirschfeld's sketches may be, they can barely scratch th fa t
‘ sing spectacle the network will bring to the screen in the weeks and months ah Sir

s both accountable and responsive to the diverse character and tastes of 185 million people,
new season's schedule will contain things of interest and enjoyment for all,if not very
y at the same time. The single constant has been to make each thing the bes




Thus this coming season the network will make significant additions to its unprecedented arrés-
of stars. It will bring to television for the first time on a weekly basis such superb artists &
Danny Kaye and Judy Garland. It also breaks new ground with two powerful dramatic serie’¥+

Century 2 Mister Ed 3 Lassie 4 My Favorite Martian 8 The Ed Sullivan Show 6 The Judy Garland Show 7 Cendid Camera 8 \What's My Line?




piunique action program springing from our national history entitled THE GREAT ADVENTURE
gad a drama of contemporary life in a crowded metropolis, EAST SIDE/WEST SIDE, starring
fleorge C. Scott. Then, too, the network will return Phil Silvers to his accustomed place beside

VS Sieary N with te 2 ToTe NeTraty 3N st U ERA ~y T 6 ' 4



TUESDAY

‘
I;u_cille_gélll,i_c];Benny, Dick Van Eyke, J ackie_Gleason, Andy Griffith, Red Skelton, Dan
Thomas, and the Beverly Hillbillies—companions who have amply proved that no form of te

vision entertainment is a surer avenue to great audiences than top-flight comedy.To add t

27 ¢d Sketto ut 3 Pottico 47! 5 Tk , Mo ow I
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ssential ingredient of variety the CBS Television Network will again present th
ventive impresarios Ed Sullivan and Garry Moore. And the networ
ill enliven the season and enlarge the medium'’s following with a diverse | dist



schedule of spécial programs, among them: ‘“Elizabeth Taylor in London)’ with script by S..
Perelman; the American television premiere of England’s Royal Ballet with Dame Marg:}*
Fonteyn; an exciting musical hour with Robert Goulet and Carol Lawrence; a 90-minute mus

3 2 Rawhide 3 Perry Mason 4 The Nursns
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ful starring Carol Burnett as“Calamity Jane.’ Equally “special” for the nation’s sports fans is
Fle network’s spectacular panorama of sports, beginning for the second successive season with
Feclusive coverage of NFL professional and ncaa college football. In the area of information

L o Grent Adventuce 2 Route 66 3 Twal gt Zone 4 The A'hed M tchcork Mo



CBS News will greatly strengthen its coverage of the day’s news. Twice each day hal f-hoz'
news broadcasts with Walter Cronkite and Mike Wallace will present the reports of CBS New .
major domestic and foreign correspondents on the latest events breaking in their respecti"




CBS NEWS

i
A
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actors. In longer perspective, a new series entitled rRooTs oF FREEDOM will dramatize tl

ipts of iberty, democracy, law and ethics throughout the world, traveling to such his
anters of inspiration as Athens, Rome, and the Holy Land. Once again, as in past seasons, the



chances are that the American people will find their greatest rewards and satisfactions in th
program schedule of the CBS Television Network. For its programs have been compounde I:
into a mixture of matchless entertainment and penetrating insights into the events of our time

/24 NCAA football gamas/Blunhonnat, Gator, Cottan and NFL Playotl/Sunday Sports Spectatutar/Mastars Golf Tournament/Triple Crown/PGA



Lbove all, the new schedule reflects the network's response to the expanding tastes, sophis
cation and awareness of the nation’s viewers, who more and more are demanding no |

VI §

nan the best in what they see on the air. Thus it is no accident that THE STARS' ADDRESS IS CBS 2



PITTSBURGH?

TAKE A SECOND LOOK

It's U.S! Steel, in Duluth. Take a second
look at the Duluth-Superior-PLUS market
—it's bigger than you think! Bigger be-
cause KDAL-TV now delivers Duluth-
Superior-plus coverage in three states )
and Canada—through 18 licensed trans- !
lator stations!

So Duluth-Superior-plus is now bigger—
aquarterof a million TV homes, the second
largest market in both Minnesota and
Wisconsin. And who delivers it all? Only
KDAL!

Duluth-Superior-Plus

KDAL 2nd largest market

AWGN sTATION in both Minnesota

I O and Wisconsin

KDA BS—RADIO—TELEVISION 3 REPRESENTED BY EDW. PETRY & CO., INC. AND IN MINNEAPOLIS/ST. PAUL, BY HARRY S. HYETT CO



ro1 v oadvertising pus'ln‘(l lor-
ward to record heights in the
st half of 1963, Television Burean
Advertising reports gross time
Hings tor the medinm in the pe-
pd were $H12.9 million, a sharp
fercase from last vear's $3713 mil-
.

In the sccond quarter alone, 1a-
il and regional spot tv advertis
g cvpenditures rose 18597, based
v an analvsis of 330 stations re-
irting to N, C. Rorabaugh both
is vear and list. CGross time bill-
gs for the 1963 secoud qunarter
ere $223. 1 million, compared with
89.4 million i the like quarter
Vel ago.

Contributing greatly to the 1963
st half surge were such advertis
s as: Procter & Gamble with Jan-
nv-June billings of $3:4.4 million,
ainst nearly $32 million in the
52 first lalf: Colgate-Palmolive,
4.8 million this vear vs. $10.8 mil
o a vear ago: Bristol-Myers, S12.1
illion vs. $6.3 million; Alberto-
ihver, $7.6 million against S:1.S
illion; General Mills, $7.1 million
-S43 million. and  International
atex, S4.7 million vs. SLT million.
Minong the 31 product classifica
s, only six show ed declines in the
st half, none of which were major.
tal prodncts. which soared
ar ago on the strength of heasy
wride promotion. showed billing,
$S.6 million n 1963s frst half.
mpared with $10.2 million in the
A months a vear ago. Sporting
wds and tovs. ending a long up-
ard swing, fell o $2.5 million.
ainst $3.2 million in 1962'v first
If. Notions, pet products, tv and
dio sets and the miscellaneouns
acket were the others.

But show ing strong upward mon -
nt were many - product classes.
e nujor one, food and grocery
oducts, it ST million in the
st half of 1963, acainst $100.4 mil-
m a vear ago. Cosmeties and toi-

SOR, 16 serrEMUBER 1963
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pot tv soars to new high
ime billings hit $442.9 million in first half of 1963

ith increased spending in most classifications

letries ady ertismig lad 1963 Tallures hoa List v antomotine was SIH G
ol STLG million vs. 53549 million million, compared wath SIS ual
1962, Ale, beer ad wine categon hon last vear coulections wanl soft
was S33.6 million, aganst $25 7 mil drinks total was 93 unlhon con

Enmuummlumuumumunmlmnum-'-lwmummummmmmmuummlnummm:mmm '

Jan.-June 1962
$ 487,000
28,673,000
998,000
11,467,000

1,455,000
4,407,000 ’.
26,796,000
12,152,000
35,861,000
10,195,000
25,454,000
loosasoon  §
867,000

15,610,000
337,000

- —

14,745,
2,460
10

5 SOURCE. [vBB Ronavinvtea

g SPOT TV PRODUCT CLASSIFICATIONS
é Jan.-June 1963
S Agriculture o $ 689,000
E  Ale, Beer & Wine 35,626,000
S Amusements, Entertainment 1,430,000
£ Automotive 16,584,000
= Building Material, Equipment,

£ Fixtures, Paints 2,262,000
£ Clothing, Furnishings, Accessories 8.502,000
S Confections & Soft Drinks 35,054,000
% Consumer Services 13,235,000
S Cosmetics & Toiletries 44,565,000
= Dental Products ' 8,618,000
S Drug Products 34,505,000
£ Food & Grocery Products 114,262.000
§ Garden Supplies & Equipment 1,747.000
g Gasoline & Lubricants 15,643.000
S Hotels, Resorts, Restaurants 495,000
§ Household Cleaners, Cleansers,

£ Polishes, Waxes 16,126.000
5 Household Equipment—Appliances 3.677.000
E Household Furnishings 1,229.000
S Household Laundry Products 32,857,000
g Household Paper Products $,110,000
£ Household General 3,784.000
= Notions 101,000
S Pet Products 5,680,000
S Publications 1,299.000
B Sporting Goeds, Bicycles, Toys 2,455,
§ Stationery, Office Equipment 228,000
= Teievision, Radio, Phonograph,

= Musical Instruments 84

S Tobacco Products & Supplies 20

S Transportation & Travel 6.721.000
£ Watches, Jewelry, Cameras 1,516,

= Miscellaneous 4.640,000
g TOTAL $442,877,000
T

S371531000 l
——
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pared with $26.8 million in Januar:
June 1962.

Looking at the 1963 second qua
ter alone, announcements accoun
ed for $185.4 million, ID’s $18.1 mi
lion, and programs $19.6 million, «
the total $223.1 million. Announc

OURCE: TvB/Roranavcn gross time billings

TOP 50 SPOT TV ADVERTISERS

Jan.-June 1963 Jan.-June 1962

1. Procter & Gamble ~ $ 34,411,500  $31973300 £  ments were the big gainers, the se:
2. Colgate Palmolive 14,765,800 10,790,800 E  ond quarter total for last year has _
3. General Foods 12,687,400 11,529,500 g ing been $153.8 million. In the 2
4. Bristol-Myers - 12,051,400 6,289,100 = rﬁod last year, ID’s were $15.8 mij§’
= Tever Bros. - 11,599,700 10,947,600 g lion, programs, 31.9.9 million. 2
. Willam Wrigley, Jr. 8962000 7171000 § By time-of-dayin the 1963 secon
7 AlbertoCulver 7,611,600 4795300 5  auarter il b.l.“".}.gs were divigy
8. American Home Products 721000 51260 = Like, thisz. dlage SS2SE7E-0N (SR
T et A el £  million last year); early evenin@§:!
9. General Mills 7,060,300 4316700 £ 3569 million (vs. $44.8 millionf'
10. Coca-Cola & Bottlers 6,896,500 6,640,500 £  pjght $64.3 million (vs. $38.9 milg'
11. Warner-Lambert* 6,417,500 4514300 E  lion); and late night $49.3 millicl
12. P. Lorillard 6,044,600 6,836,100 £  (vs. $40.5 million).
13. International Latex 4,686,500 1745000 = dln the 1963 S(;((:lond quarter, fiy
14. Kellogg ; 4676000 3,497,900 E advertisers moved into major to
15. Miles Laboratories 4,606,000 3676400 = 100 status for the ﬁr.st time: Joh
16. Standard Brands 4,491,500 Ergoy B Hancecc MUMHLISE (ECy
TT Continental Bakine 4475700 3368800 = with billings of $827,000; America
E S 1/ A S ... ..o E  Cyanamid at $692.800; Associate
18. Campbell Soup 4,187,100 3,232,300 E  Brands with $527,800; Beecha
19. Anheuser-Busch 3,965,200 2996400 = Products at $512,100, and Airkem ¢
20. Jos. Schlitz - 3,913,500 2,933,800 = $488,700. John Hancock’s entry int¥ .
21. Ford Dealers 3,626,800 - 2495300 £ spot tv represents a major med
22. Corn Products 3,549,200 4,068,500 g switch resulting from the efforts (i
23. General Motors Dealers 3,315,100 " 2462100 E  TvB and others, having spent n
24. Menley & James 3,285,500 71025700 S  money in spot tv last year or in th
25. Food Manufacturers 3,199,200 2740900 =  first quarter of 1963 either.
% R ). Reynolds WB’QOG' -- »1—'37—4'7—00 = The sul)sta;)tial i]ncrease lin 1;3((3
e T —_ Sk =5 ooy S motive spending during the
21. Pepsi-Cola & Bottlers. - 3,160,700 _2,935,%0 £ frst half was anything gbut a ong
28. .AVP',‘_Pmdu.Cts ! _ 3,156,600 2,745,300 S advertiser show. All major comp:
29. Philip Morris 3,110,100 3776300 £ nies showed up in the leading ac
30. Gillette 3,072,400 3,347,700 E  vertiser figures. Ford dealers le
31. Simoniz 2,969,700 2,418,000 E  the six-month list with gross tim
32 ). A Folger 2670600 2449300 £  Dillings of $3,626,500 against §2
33, Pabst Brewing 2459600 2046900 = 495,300 a year ago. General Motos
34 Carter Products 2355600 2235000 g dealers placed next with $3,315,1(k
3IShell O 2339000 2668900 £ comparison with $3463100 |
e - — — -t . & 2. Chrysler dealers had billing
g(; %l’el:il(:zz%nﬂfggcsc{_ m ?;;111,;88 N l_vggévggg § 051836314.4036,7C()£1pa{c<llf \\}'?ith $1
e rpa— G S ] = 721, in 1962’s first half. For An
38 Canadian Breweries S _21240'100___118?41100 % erican Motors, the total was $1.495
39. Liggett & Myers - 2,207,900 3,259,300 E 3500, vs. $1,110,800 a year ago.
40. National Biscuit 2,201,900 795,700 g Ouly a few of the major adverti:
41. Raiston-Purina 2,190,900 © 1,858,400 £ ers registered significant decline
42 Beech-Nut Life Savers 2,162,500 1229100 E  from ayearago. Among them wert
43. Chesebrough-Pond's 2,023,400 1444300 £ gtfmdﬂr;l ?mnds $4,491.500 in th
44, Sears Roebuck 1,040,700 17382200 = rst half of 1963 vs. £5,117,200; Lig
45. Welene Curtis 1863300 2002300 £ &ett & Myers $2,207,900 from §§
4. United Vintners 753800 1320300 5 oooos et Milk 51073400 Bor
a7 s Mobil Di b AL £/l = $2,104,200; E. F. MacDonald (Plai
ool i LU 1669300 702,100 E  Stamps) less than $20,000 from $1.%
48. Royal Crown Cola & Bottlers 1,638,000 691,800 €  905,800: Nestle $256.,700 from $2 4
49, Brown & Williamson 1,562,900 242,100 S 339.300; Armstrong Cork $51,30
50. U. S. Borax 1,554,400 1,497,400 £  from $1,016,500 (1962 total reflect
° 1962 figures include American Chicle S introduction of One Step floor wax
S and Texaco $58.500 from $1.305.30
0000 0 O RO @ Vear ago. v
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vin tnoven most of  the fall

winter spot tv canipaigns lave
wen firmed up for several weeks i
me of the medinnr’s ¢éarliest buving
casous, there still seem to be plenty
f prime-tiwe 20-second availabili-
Lies around for any interested hay -
bas. This is the gist of an edict from
Bill MacRae, TvB's vice president of
Bpot  television,  suggesting  that
“alert buyers™ can still Toad up on
20°s for both hefore and after the
horoal peak seasoual  coneentra
Lions of anto, toy, and pre-Christ.
nas campaigns.,

Lalls it “Selectroniscope™

Mackae referred to the nocau’s
wew spot ty research projeet, “Se-
cctroniscope,” to tout the 20°s. The
vast reach and cconomical costs are
mly part of their advimtage, he
sud, heralding the vpportuaity te
Creach all prospects including men
¥ md women who are sometimes nn

caclible and those involved in the
Faarketing of products such as sales
Sitalfs, wholesalers, brokers. retail-

s, ete. Breakdown of the reach of
Lthe prime-time 20 for the top 50.

100, and 150 markets, according to
' MacRae, is as follows:

In the top 50 markets over the
Flourse of a week, three average-
ated 20-secoud breaks will reach
115 of the tv familivs in this con
rrage arca. In a fonr-week period,
hese conunercials will be seen Iy
‘wo-thirds of tlee families . . . an
wenige of 3.6 times eacl With five
spots per week, the prime-time ad-
vertiser delivers his message in more
than half the homes each week.
Within four weeks, 753 of the
families will see his  commercial
more than five times. The cost-per-
thonsand lomes for these typical
schedules is less than $2.60.

‘ The cpm is under $2.60

In the top 100 markets over the
course of a week, three average
rated prime 20-second breaks will
reach 45T of the tv families in this
coverage area. it a four-week peri-
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20-sec. prime fall spots still open

#Nlost spot tv buys firmed

ad these connuercials will be seen
by 710 ¢ af the Louilies —aaverawe
ub 3.8 thoes each With five spots
per week the prime-time adver
tiser delivers Tis wessage i 5%

of the homes caclt week, Within
fore-weeks ST of the fanilies will
see Ins commercial more e five
times, The cpmoin these ty pical
schednles is Tess than $2.60.

In the top 130 markets theee
crage riated printe 20-second breaks

Pat Weaver reminisces shortly before leaving McCann to head pay tv company

wall reacle {97 of the tv fannlies
swathm this coverage wrea T fon
Wl d | v q

be seen by thre

Wit

Weaver a pay v exec

yeveston Lo (Pye) Weaven has

left the advertising ageney and
commercial hroadeast ranks ter take
over a pav (v operation due to get
under way neat vear with teleeasts
of the Saun Francisco Giants and Los
Angeles: Dodgers baseball e,
among, other programing. \Weaver,
one-time NBC president and chair
nunt and since 1939 with NMeCaonn
Erickson as chairnuin of N-12 Intl
dirceting all the ageney's inedia and
tv operations, now joins Suhscrip
tion Television, Ine. as president
and chief executive officer of the
organization,

The pay tv firm, established last
Jannany . hopes to raise $21 million
by issuing 1.9 million shares of com
mon stock to the ptblic. Its rewis
tration statement was filed 22 An
anst and is awaiting SEC approval

\ajor stockholder s Tolvision
Vimerica, 777¢ onwned by Matthew

AV Y | 1d |
Donnellen Co T q
Il es 1.3
1 ¥ . w (o
‘ l (

I

d future « ta |
thterviesw Ve I J

Network \eaun -
on ‘,(' '\ll t .._I S 1¥
| Do d P




WARD

making standard

charge” offer.

Wards makes it 'easy
fo buy hometown tv

Stores get monthly tv "mats”

0\'17. of the country’s longest retail
chains is breaking gronnd that
should open the wav for new settle-
ments in television by hometown
representatives of other big mer-
chant firms.

The idea is a tv “mat service,” and
it takes the mystery out of produe-
ing sales drama for the living-room
screen. The pioneer producer s
Montgomery Ward & Co. of Chi-
cago, which is adapting an old idea
and making it work.

During the past six months Mont-
gomery Ward has put into regular
use a new monthly “mat” system for
the eleetronie medium that paral-
lels the mat service for newspapers
used by Ward stores through the
vears. As the tv mats prove them-
selves in use, Ward’s move is at-
tracting inferested attention in the
retail trade.

The monthly tv mats are designed
to make it as simple for a hometown
merchant to broadeast as it is to buy
space in the local press. One hook
ol copy and card art virtnally' puts
him on the air.

“Tv Ideas™ is the name of Ward's
wonthly selling kit. A typical issue
comes with i cover designed to in-
spire sales pep and captioned, “For
those who think sales . . . Be in the
know—Check your tu info!”

There follow pages of copy and
art drawn up to make a store’s tv
produetion as simple a pastepot-
and-seissors operation as the news-
paper mat. Each seript package
comes with a covering outline of
commercial subject. props needed,
and material furnished.

Cortland Peterson, retail sales
premotion manager of Montgomery
Ward, leads ofl the book with a
“Straight Talk™ page abont tv strat-
cey, one issne’s bold-type footnote
wging, “Co Ahead 'Go Forward
Co Te!” Enclosed with seripts and
art is a tv plaiming calendar ang

supplementary pages suggesting t
promotional tic-ins for the mat user
There is a production and sale
check-list, too, to help the store bu
time effectively.

Two kinds of copy are offered i
the monthly collection of commer
cials. All seripts are tied to centrall
coordinated national sales events
but one kind of format, called :
“shell” by Ward, leaves the choic
of merchandise for promotion up t
the local store. The other kind is fo
nationally featured merchandise
with completed seripts therefor:
ready for the local manager.

For instant assembly, the man
ager can take copy and line art fron
the book “Ideas” and turn it over t
his station, supplying only his ad
dress logo on the video side of cop:
and filling in address with store
lours on the audio side. If he want
a little more in the way of produc
tion, he can supply live merchandise
items and augment announcer tal
ent with models.

In their carly months Ward’s “Th
Ideas” issues have picked up steam
going from a slender hook carlie
this vear to 121 pages for one issuc
last sumincr.

Asked for an cvaluation of Ward'
development of tv nats, Howard P
Abrahams, retail sales viee presi
dent of Television Burcau of Adver
tising, hailed it, saying, “This Mont
gomery Ward idea of a television
‘anat’ book parallcling newspaper:
is something we believe in, and now
that Ward has taken the step o
doing it. we think many other stores
will use the idea to make tv as cas)
as newspaper advertising.”

Of Ward's 520 stores across the
country, TvB's last published count
of department-store tv customer:
listed 6S on the air at that time. @
linc-up exeeeded only by that ol
Sears Rocbuck & Co., with 11$ out
lets on ty. v
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View it on a tv tube and you'll  than it will acall e %o opucal

. e takes the
see why today’s best-selling pictures i
are on SCOTCH  BRAND Video Tape N
don’t fall into the “April Fool™ trap of viewing filmed tv com- Then ask C
nercials on a movic sereen in vour conference room! The ¢ b

ensible screening is by closed circuit that repr ¢ filn
i a tv monitor. Then you Know for sure how your message s Ve
oming through to the home audience.

When you put your commercial on *'Sc 1 Video Tape ¢ Y
nd view it on o 1v monitor, sou view things as they really - \
ppear. No rose-colored glasses make the picture seem better 1) | MOK S

t ! '_!
:é’ Magnetic Products Division Bm
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The Embassy of Lebanon

His Excellency Ibrahim El-Ahdab,
Ambassador of Lebanon, and Mrs. El-Ahdab,
on the Embassy lawn . . . another

in the WTOP-T'V series on the

Washington diplomatic scene.

WASHINGTON, D. C. @

Represented by TVAR

POST-NEWSWEEK
STATIONS . ocivision oF

THE WASHINGTON POST COMPANY

Photograph by Fred







MEGATANE RATING SYSTEM

Mobil won't change the essential element of its campaign, ad manager J. D. Elgin reveals. Bates agency has heen hitting viewer:

ADVERTISERS

Mobil measures
its gas to
the last dollar

o

AN Gas AND OIL Dbe sold ik
c;xspirin or digestive remedies

That'’s the basic question underly
ing a multi-million gamble by gian
gasoline marketer Socony-Mobil,

Two scasons ago, Mobil rockes
Madison Avenue by abruptly sever
ing an 18-yvear relationship wit

the Compton agency and droppin.

its account into Ted Bates’ laj
Trade-talk at the time was tha
Mobil management had been im
pressed by the hard-sell theorem ¢

Rosser  Reeves” newly-published

book “Realitics in Advertising.”

That was probably an over-rc
mantic explanation, but the fac
was that Bates soon produced ma
jor changes in Mobil advertising
The ageney re-aligned its client
dollars into “the two most cfficien
media”—television and newspapers
(no radio; no national magazines)
and changed its client’s copy to fi
a Ted Batesian Unique  Sellin:
Proposition.

The USP was, of course, the con
cept of “total performance.” Mea
surement of brute power (octan
ratings) wasn't enough; the tru
test of gasoline efficiency lay in
balance of quualities as scored Iy
“megatane ratings.” Mobil commer
cials began to claim.

That nobody in the gas and or
industry had ever heard of “mega
tane” wasn't surprising. The wore
was coined in Bates™ copy shop. b
deseribe a secale of measuremen
developed by Mobil's own labor
atories,

To dramatize the megatane stors
Bates developed the “living engine.
a transparent plastie mockup tha
does for pistons and cvlinders wha
animation does for headache ane
stomach acid eflects.
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story for {wo years; Elgin says company will continue this repetition; most competitors change tv copy several umes yearly

Its first appearance led eritics to
I icharge — perhaps unjustly — that
B\ ohil's  commercials were heing
patterned  an Bates™ famois and
controversial spots for praduets like
I Anacin, complete with entaway dia-
s and sanarons voice-aver.
Other adinen rallied to suppart,
wlaiming that was & il advertising
hiad degencerated into a nondeseript
P hodgepodee and that Bates' came
paign might well be the painter to-
peard o fresh industry approach.
tivery one agreed on one point: for
wod ar ill, Maohil was breaking
resh ground.
| Todav, how
ihont it?

Pleased and cantiously optimistic
s probably the hest description.
| Mobil's ad manager, J. D. Elgin,
s nat about to CINVEe W JV any sales
agure but he hints that the cam-
oaien’s effect is being mceasnred,
ind that preliminary results are
atisfying,

The whole gnestion al beneh-
aark measnrement is uppennost in
Agin's mind, Like nuny of today's
op ad professionals, Elgin does not
cknowledge that the sales curve
s cither the first or the hest reflee-
ion of advertising effectiveness.

“Especially is this nat tre,” he
wvs, in an andustry such as onrs,

here several important factars lie
etweenr the ad message and even-
al purchase.”

In gas & wil's case, those factors
helnde the location of gas stations.
nd station staffing and manage-
went.

The problem of the physical ont-
*Us cffect upon ad strategy is pos-
bly 1nigne ta the gasaline indus-
b v One of the few analagous situ

wns is that of natianal adh ertising

daes  Maohil feel

e —
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lov motion-prctines, where the o
is ta napel the consimer to travel
to o partienlar location

A comparable problem doesn't
eaist in the world of packaged
coods marketing. 1t's as iff Camels
canld be buueht anly at cortam
vigar stores, vr Rice Krispies onl
at Kellogg-awned supermarkets.

"Becanse af these and other fac
tars.” explains Mohil's Elgin, “1 he
lieve the eentral issne in the w hale
business of cas and ail advertising
is first to find vt how we can hon
esthy measure its effect.

“Weve been tryving ta set up
stondards, and @nge performance
acaimst them, far the past twa
vears. T think we may be succeed
my.

Thaneh the company  does not
sav s, it's prabable that within this
thinking lies the real clue to Mabil's
startling colte face in 1961

Need for radical campaign

Where advertismg pressure has
heen high for many vears, a back
log of allmedia impressions is cre-
wted  which  defies ain effective
measurement. Only a radically dif
lerent  campaien can provide
starting point, provided that cle
ments such as recall and brand
attitirde are established wathan th
somple heforehand

However, Mobils cmphasis on
measnrement did  not
the media-delisery ol ats messate
The caompamy also bebi
maeasnre the kind of micssage wingh
will he acceptable. since takime np
with Bates, all Mehil's oo i
heen pre-tested o the Pclity
organization

“And for a
know whiv we went along wath th

e Catunne oy reveals l".lg'lll, “this

\ s f |
al( i'l\ll Nirhcet ("”I(:ltl'"l\ ™ tlI\"
hielping the ad strategists detenmme
how lond Mobil shomld he talking
In selected areas. s ad '
:U”' \ ‘;:n i ]
controlled at determmed levels of
evpenditure. Calalation of - thes

lesels involve a comples of the com-

Gl market

1
T IIN 1 Dl
ML ! M 318

mye factors; pre advertising
levels and, in some cases, deliberate

over- and nnder-spendingyg

Ot S olre [
hefore Huactnation ot
the ad ‘ rnmn
i At
] matern, r-marhet




ERTISERS

lirough advertising (though sev-
] had sales and or marketing ex-
pericnee

Fhe entire industry budget of
aronnd $120 million is less than, say,
Procter & Gamble’s, vet 14 of the
top 50 US corporations are oil com-
panies.

This good fortune is not reflected
in ad appropriations. Standard N]
spends only 0.3% of its sales volnme
upon advertising: SO Indiana, 1%;
Shell. 0.9%; Texaco, 0.5%, and Gulf,
0.3%.

By comparison, the national hard-
ware indnstry last year spent 4%
of sales volume upon advertising:
tobacco, 5.36%; drugs, 10.40%:
soaps, 8.21%, and cosmetics, a whop-
ping 13.81%.

Nobody suggests oil companies
could spend this proportion, and
still show marketing profit. Beeause
of the complications of the retail
outlet structure, there definitely is
a point above which gas advertising
is wasted. Discovering exactly
where that point lies is the main
mission of Mobil’s new cffort.

Mortimer election significant

And, whether coincidental or not,
it’s interesting that Mobil now has a
board of directors which is consid-
erably broader in marketing experi-
ence than some of its competitors.
Last vear, for example, Charles G.
Mortimer was elected to the board.
He's the chief executive of General
Foods; his election increascd to
four the number of directors with
significant experience outside the
oil industry.

It may therefore be that a climate
responsive to change has helped
Mobil revamp its ad plans. As cur-
rently laid out, these reject the “all-
over’ media theory in favor of
weight in a few vessels.

The Bates agency, which made
its own study of the petroleum in-
dustry beforc Mobil came its way,
found most media programns were
cut up in bits and pieces.

Bates’ recommendation as ex-
plained by aeeount exce Ilerbert
Drake: “Because Mobil had fewer
1 dollars to spend we decided tg
vick the imost efficient—newspapers
wd tv.” (Tv gets $0%).

Drake’s explanation is «a sliglt

r-simplification. Mobil is able to
flicient buys on network tele-
mly becanse of a favorable

position in territory (Mobil and
Texaeo are the only oil companies
whicli have national or near-nation-
al distribution under one single
brand name.)

Mobil is the third-largest dis-
tributor in terms of states covered,
(45). It has already established a
foothold in most markets and so
ean draw real value from a national
ad medium.

According to Elgin, the company’
has successfully negotiated for net-
work buys which are tailored — or,
at least, paid for — only on the

Chevvy’'s big new-model sendo
fo be four-day, 59-minute gaila

Au\uxc for a record tv impact and
“the biggest new-model sendoff
in Chevrolet history,” General Mo-
tors’ Chevrolet Division has lined
up 59 commercial minutes on net-
work for the four days beginning 26
September. ABC TV is getting most
of the business in a day-long “Chev-
rolet Day” saturation of 41 minutes
througlhiout the schedule 27 Septem-
ber (Sroxsor, 9 September).

Jack Izard, Chevrolet’s advertis-
ing manager, said radio spot would
support the announcement-period
schedule on about 400 stations for a
10-day  run of 39 commercials.

Looks good enough to eat

Donald Weltmer (1), president of Borden’s
Brandywine division, and gen. sales mgr.
Melvin Heisey look over new gourmet
line of mushroom products—including a
snack item and four varieties of cocktail
mushrooms—introduced by Brandywine
at recent Natl, Fancy Food & Confection
Show in New York City's lHotel Astor

basis of markets in which Mobil i
most interested; currently, abou
100.

From the broadcast viewpoin
the interesting and puzzling gap i
Mobil's program is total absence
radio, except through cooperativi
advertising by local dealers.

The reason undoubtedly is th
radio so far has not qualified as
measurable medium.

“But,” reports ad manager Elgi
“we believe radio does have valu
for us. I think you'll hear somethin
from us in that direction, befo
long.”

These are in addition to Chevrolet
regular radio network shows, Wee
end News on CBS and the dai
News on the Hour on NBC.

The four-day network tv lineu
includes full sponsorship on CB
Route 66, regularly a shared vehic
for Chevrolet, and a
“blockbuster” on NBC'’s
Sunday night, following a devi
instituted by the sponsor last ve
of saving commercial time for o
big commercial at the show’s en

Chevrolet has produced 37 se
rate commercials for announceme
weekend on tv, Izard said in D
troit, explaining that his compar
feels “audiences rescnt the monot
nv of frequent repetition.” Wi
this supply ready, only a few cor
mereials will be repeated over tl
four-day period. For the “Chevrol
Day” ABC splash, 20 announ
ments have been prepared featuri
Bill Cullen, Jack Bailey, WWoot
Woodbury, and other progra
M.C.s. Special commercials also a
ready for delivery by Jimmy De
on his show and by Route 66 st
Martin Milner and Glenn Corbe
The 3%-minute Bonanza conmm
cial will be handled by featu
players in the cast and Dan (Hos
Blocker’s four sous.

Chevrolet's announcenient ca
paign inclndes multi-page mol
chrome and color insertions in up
ISI newspapers on varying sche
ules, outdoor postings, color s
tions in magazines, and direct m:
Chevrolet advertising is placd
through Campbell-Ewald Co., L
troit. 5
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' MAXIMUM RESPONSE

—that’s advertising efficiency.

WBAL ‘TV.BALTIMORE

'MARYLAND’'S NUMBER ONE CHANNEL OF COMMUNICATION"




ERTISERS

HOW THE LEADERS DO IT ON TAPE

3V Co. picks 13 trendmaking tv commercials

(\.\L mstonrtrs of 13 commereials
considered pacesctters in the vi-
deo tape form are detailed in the
latest of the “Video Concepts”™ book-
let series by the 3M Co. of Minne-
ipolis. The new bhooklet, Advertis-
ing With Video Tape, offers a
selection ranging from 6 to 60 sec-
mds with studio production costs
from $300 to $12,000 per commer-
cial.

3M picked examples in the book
for tape innovations and technical
teats impractical in live or filmed tv.
Production teehniques inchide tape
wimation, mixed live and loeation
work, long-distance deadline jobs,
jigsaw film  designs, product-shot
stockpiling for continning use, color

Tape technique puts Hartz Mountain man, bird on equal footing

commereials, and volume work on
as many as 140 minute eommercials
in one campaign.

Advertisers sclected were Hartz
Mountain Pet Food (George H.
Hartimann ageney; MGM Telestudi-
os produetion), Peavey Flour Mills
(John W. Forney; Videotape Pro-
ductions of New York), Schaefer
Brewing ( BBDO; MGM Telestudi-
0s), Chicago Tribune ( Foote, Cone
& Belding; WGN-TV, Chicago),
Best Foods™ H-O Cereals (Sullivan,
Staufter, Colwell & Bayles; Video-
tape Productions of New York),
Gl Floor Washer-Dryver (Maxon;
MGM Telestudios ), Atlantic Refin-
ing (N, W. Aver & Son; KTTV, Los
Angeles), National Food  Stores

H-0 spo sihowsinniform puppet aﬁiméfion technique in use

Videotape Center promotion tape uses Aniform animation

(C. H. Lilienfeld; YWNBQ, Chica-
20), Chevrolet Div. of GM ( Camp-
bell-Ewald Co.; NBC Burbank),
Liecbmann Breweriess Rheingold
beer (J. Walter Thompson; Video-
tape Productions of New York),
Northeast Airlines (SSC&B; WTV]
Miami), General Electric (BBDO;
National Video Tape Produetions),
U. S. Rubber (Fletcher Richards,
Calkins & Holden; NMGM  Tele-
stndios).

Advcertising With Video Tupe, 36
pages in color and black-and-white,
is available free from Magnetic
Products Advertising, Dept. Z3-501,
3M Co. 23501 Hudson Rd., St. Paul
19, Minn. Others in series are on
tape shows, editing, teaching. ¢

Tape conveys authentic looking dirty water for GE;vash job
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SEND
THIS
COUPON

NOW!

P.0. BOX 38909
NAME

COMPANY
POSITION

STREET

CITY..

STATE

and or
sufficient forms and mailing kits.

-------!-v---‘-------"—q-’1
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1963 INTERNATIONAL BROADCASTING AWARDS

HOLLYWOOD, CALIFORNIA 90038, U.S.A.

COUNTRY
We estimate we will be sending approximately

television entries. Please send full informati

This is your chance to enter your work in the

th Annual IBA Awards

onoring the world’s best Television and Radio
Advertising of 1963 o Entry deadline Dec. 1,1963

ZONE

radio entnes

P ararara erataarale e alee el aa 20 o Lo e e

Sponsored by the Hollywood Advertising Club

® Get your entry forms now. Send in your
best work early. The purpTes of the IBA
are to focus attention on the broadcast
media . . . to give credit to creative
ingenuity plus honesty, propriety and taste
in these media . . . to encourage continued
improvement . . . to promote the values
of the broadcast media so as to gain wider
use by advertisers . . . to recognize the
international aspects of advertising and to
honor outstanding work wherever produced
The 1962 competition drew more than
1400 entries. This year will be still bigger.
You can help make it so by gefting your
mry forms er! -

Hollywood Advertising Club

TV CATEGORIES
@ Live action 60 seconds, over 60,
under 60 -
and over; under 60 « Combinations
any length « Stop-motion + ID's
* Video Tape « Local (1 market)
* Integrated - Public

Animation 60 seconds

Humorous -+

Service + Series.

AM FM RADIO CATEGORIES
® Open (including dramatic)
Musical + Humorous, over and
under 60 seconds ¢ Local (1 mar-

ket) ¢ Public Service =« Series.

Moail coupon today for your entry forms — entry deadline is Dec. |

INTERNATIONAL BROADCASTING AWARDS

P.O. Box 38909. Hollywood, Calif. 90038
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yca-Cola, G. F. hail radio|/tv
as boosters 1o premium drives

roxesaien for two big advertis-
S rs—Coca-Cola & General Foods

io and tv as important
behind-the-scenes  hoasters to pre-
mium campaigns.

I'he 9 million entries for last
year's  Coca - Cola  swecepstakes,
heavily backed hy broadeast adver-
tising, exceeded all but two pre-
mium campaigns in history (a ciga-
rette promotion with some 14
million entries and jn oil company
promotion with close to 11 million).
Both had far more print advertis-
ing, including coupons, and corres-
ponding “ease of entry,” said James
F. Williams, manager, hottler sales
promotion,

Results for the premium push,
hased around travel and merchan-
dising prizes, wcre greatly above
expectations in all areas. Specially
designed “Tour the World” hottle
caps were highlighted as a collec-
tor’s item to give thc promotion
vouth appeal. The endcavar was
backed by $2 millian in special ad-
vertising. “Broad local spot radio
coverage, heavy local tv spots and

a moderate national tv coverage on
Perry Mason and Rawhide,” were
included in the plans, according to
Williams. Varyving amounts of trade
advertising, newspaper lineage, na-
tional magazines, direct mail, and
point-of-purchase advertising werc
also used.

The promotion manager said
“Tour the World” produced imme-
diate sales gains and beneficially
affected the share of market trend.
Intangible benefits: it stimulated
hroad-scale favorable publicity, set-
ting the stage for valuable follow-
up activity, and created widespread
interest and excitement.

A somewhat similar premium
promotion via bottle caps was also
uscd this year, entitled “Go Amer-
ica.” The specially designed bottle
caps fcatured pictures of places
throughout the 30 states. Again it
was backed by heavy advertising
via radio/tv udv('rtising.

“While we have not yet had a
chance to mcasurc the overall im-
pact of the promotion on summer
sales, early indications (including

Colgate-Palmolive puts Code 10 through hoop

M. Dale Larsen, v.p.-gen. mgr. of KTVH (Wichita/liutchinson), counter-
signs contracts calling for onc-quarter sponsorship of the nine-game
Missouri Valley Conferenice Basketball Network schiedule by Colgate-
Palmolive for its Code 10 hair preparation, as gen, sales ingr. Bill Ritchie
looks ou. KTVH originates feed. Buy was vin Bates and Blair Tv

I8

another 9 million entries) suggest
that it has again rung the bell for
Coca-Cola,” said Williams.

\W. Parlin Lillard, vice president,
marketing development counselor,
General Foods, says premiums can
and do lend great emphasis to “in-
cidence of rccall.” He cited a case
history of a young boy who obeycd
an impulse to buy a product in the

markcet, although the impulse was .

started before he left home. A pre-
mium offer was being promoted
over tv on the Danny Thomas
show, and the young man wanted
that premium. He bought it the
next day—real evidence that a good
premium offer featured on a good
package at thc point-of-purchase
was responsible for the sale (the tv
commercial stimulated the desire).

Lillard described a General Foods
study conducted by the corporate
rescarch staff. The team followed a
typical American family around for
one day to ascertain the amount of
print advertising and radio/tv com-
mercials the family would be ex-
posed to. It was found that during
that one day the family was ex-
posed to 1,518 advertisements on
the bus, subway, railway cards,
newspaper and magazine advertise-

ments, radio/tv commercials, and

outdoor posters. Not included: mail
circulars, skywriting, match book
advertisements, or other possible
exposures.

“With hetter designed packages
and premiums you will have the
very best kind of assurance to make
sure that advertising dollars spent
in delivering messages auntside the
store will returir the maximum pay-
out,” savs Lillard.

{(Comments werc made at a con-
ference of the Premium Advertising
Association of America in New York

last week.) L 4

Stamps stage newest drive

on autq rental industry

Trading stamps continuc undaunt-
ed, cveu in the face of what may
shape up as a staunch revolt by

their major distributors, the super-

markets (sce 9 September spoxson.
pages 36 and 43). Having achieved
an almost $700 million volume in
1962, the stamps seem to have
found new stamping grounds in the
travel ficld. During the past two
vears, the use of stamps has been
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tremendously expandead fn this area,
particularty as i exelimge for va
cations aud tonrs. Naw for the first
time, o mjor G rental company
operating i 50 states iv offering
trading stianps to all iy customers

Blezing the trail is National Cag
Rental Svatemn which kst swweek he-
wan issig S& Creen Stanps i
il 630 lacations,
stamp for eacht ten cents of husi
uess. While Rohert Magawar, pres
ident af Safeway Stores, denounces
stamps as "o drag on prafits” Na
lanat president Fred M Glass be-
liecves that “with $1¢ of American
families  currently saving  trading
stamps,  their populiarity, aceeps
tance, and value as o promational
techuigue s praven. Natiomal has
adapted stamps in recagnition of
the estahilished role of stamps as a
merclumdising foree on the having
hahits of the conntry” Fstimating
that the average car rental will pra-
vide enongh stamps ta fill from s to
3 af a stamp saver hook, Glass pre-
dicts that “troveling basinessimen
will naw find that renting o car
from National will he a wav of
pleasing their wives at home. They
will return after renting elean cars
at campetitive rates with p packet-
it of Creen Stamps.”

In  the  supermarket  industry
Irading stamps became major cam
petitive weapons,  infiltrating  the
field to the point where 075 of the
fchain stares offer stamps.

allowing  one

-

Round loaf means bread—
“and butter for broadcast
How ta snare o larger slice of the
market is na small matter for mak-
‘rs of such hanschold-ward staples
as bread and hutter, to name two
praducts usually bereft of the pra-
natianal - opportunities  that  sur-
raund some mare laxurious ilems.
Last week, hawever a campaign
broke in New Yark and Chicago. as
have similar canipaigns in other
pities  across the country,  which
zives a new laak to old loaves and
15 shaping up as gravy for radio and
iy spot.
ftoall started with an industry
sromp called  Qualits  Bakers  of
\merica Ca-Op, which same time
ack spawned a common ageney
called QBA Advertisinug Borean,
New York, Helmed by advertising
lirector Robert L. Schaus, the agen-
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ey, whieh hills about $SEHG milhon o
currenth spearheadnyg
ampatigns me 16 nnrhets 1o wdm

Near s

duee ronnd swhite hread to the conn
by Thesddea sas first picked ap In
Suttheam Bread amd marketed as
with g alist
innediate prehup in sales e saely

narkets as Baltmtore and Detrant

Ronud 1t Ronnd

Now Cardon Baking Ca. has Lt
New York and Chicago  grocers
shelves aned air waves with

Stlvereup Ronnd
If broadeast sehedoles i these

//

AVERAGE HOMES DELIVERED

PER QUARTER HOUR
[March 1963 NS1 — 6:30-10:00 p.m.)
LINCOLN-LAND® “A”

(KOLN-TV/KGIN-TV) .,.......59,900
OMAHA “A™ .. ............... $5.400
OMAHA “B™ ................. 55,000
OMAHA “C* ... ... ........... 54,000
LINCOLN-LAND® “B" . .... 22,300

LINCOULN-LAND® ("

tawo nugor arkets are andicatine

nent 14 LA

spats

(]

Spots o ree:

v radi

stahions and >0

spots ol stahians

YOU'RE ONLY

HALF-COVERED

IN NEBRASKA
IF YOU DON'T USE
KOLN-TV/KGIN-TV!

o . !
Lincoln-Land is now
nation’s 74th TV market!™

To effecrively hamumer home your story

10 the Nebraska marker, von'll mise a
lot if yan don't inclade the other big
market  lLincalnland.

Lincolnland i« naw raled J8th largest
market an the 1S, based on the average
numhber of homes per guarter houe ale
tivered by all stations in the market, The
206,000 homes<  delivered monthhy by
KROLNTA/RGIN.TV  are  cssential for
any uwlhverliser who wanis to reach the
nation’s moesl iniportant markels,

Ask \verscAnodel for the full story
o ROENTV RGINTY the  Offieral
Bacie ¢ B> Cutlet for most of Nelirasha
aid Northern Kan-as

®Noiember, 1960 (RA Ranbiag

KOLN-TV |KGIN-TV

Orannil 80 ® 318,000 waits
1000 F1. TOWMIR

Otamuil 17T @ 314,000 maTHY
1649 71 t0mI8

COVIES LINCOLN-LAND —NIBRASKA'S OTHIR 810 MARKIY
Acory.-fnedel 1ac feclevos Nefronol Hoprosoaterive

o
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NEWS NOTES

Form purchase order talent firm:
Newest development on the adver-
tising scene — now specialists can
be “rented” aceording to the par-
ticular marketing or advertising
problem. 1t’s all the idea of W. I1.
Long Marketing, Inc., which has
formed a new organization called
Associated Professional Tulent (or
APT) in Greenshoro, N. C. A highly
eategorized “Register of Associated
Protessional Talent,” will contain
complete data sheets on over 500
carefully screened and cataloged
“creative brains” from both the
U. S. and several foreign countries
—all specialists on various prod-
ucts, services, and areas of adver-
tising, marketing and public rela-
tions. Tt will be issued on a lease
arrangement for $50 per vear. Tal-
ent breakdown includes these nine
major categories: administrative
counsel, advertising “sales eoordina-
tion, planning and research, market-
ing and distribution, copy and
ideas, the arts and design, collateral
producers, packaging and point-of-
purchase, and public relations.

Philip Morris sports film: The U. S.
Lawn Tennis Championships at the
\West Side Tennis Club, Forest
Hills, N. Y. provided the back-
ground for the opening sequence of
a film on the history of lawn tennis,
produced by Philip Morris. The 37-
minute film is being narrated by
Chris Schenkel, sports announcer,
and Roy Emerson, Australian Davis
Cup star. To be available in 16
and 35mm, the film should bhe com-
pleted by 1 October for release to
clubs, service organizations, and
commumity groups. A 27-minute
version will be produced for tv.
Roy Emerson, by the way, is em-
ploved by Philip Morris Interna-
tional and also serves as a public
relations rep for the company. His
tennis travels enable him to work
with the company’s agents, licen-
sees, and subsidiaries.

Freedoms Foundation ivites en-
tries: Nomination forms for the ad-
vertising category of the 15th an-
nual National Awards Program of
Freedoms  Foundation  at - Valley
Forge are available now to local

and national advertisers. The
awards “recognize the important
role played by the nation’s advertis-
crs in getting aeross the eoneepts of
freedom and free enterprise.” Com-
panies and drganizations may sub-
mit their own or anyone else’s mate-
rial to the Foundation by filling
out an official nomination form or
by a simple letter of transmittal, ne
later than 1 November. Some 1€
awards were presented in the ad-
vertising category last year with the
two top honors going to America
Fore Loyalty Group of New York
and the Florida Power and Liglt
Company.

Bell Brand breaks broadeast blitz:
Oite of the largest processors of
potato chips, Bell Brand Foods, is
introdueing its new packaging ide:
via a saturation campaign starting
carly this month. New package of:
fers the whole line in honded cel-
lophane with a diamond design
with a new twist for opening. Spots
will be ecarried on one San Diego
four Los Angeles, one Bakersfield
one Santa Barbara, one Salinas, onc
Las Vegas, and two Saeramento ty
stations.

NEWSMAKERS

CaLvix GLOBE to manager of
media advertising for the Lighting
Products Division of Sylvania Elec-
tric.

ALBERT FELDMAN to the press de!
partment of the Insurance Informa.
tion Institute. He was assistant di
reetor for radio and television anc
senior aceount exeeutive for Ruder
and Finn.

Froyn L. WipEMAN, JR., to viee
president for new produets of John
son & Johnson.

Dr. Noryax Youxe to Levit
and Sons as vice president in eharge
of marketing. e was previously
viee president of Ted Bates.

Wannex Rournensteiy to Audit:
& Surveys as project director in the
consimner survey division. He was
senior research analyst with Foo
FFair Stores in Philadelphia.

Ihenann M. Stoxe to easten
manager of Food Advertisers Ser
vice. Stone was account executive
with WINS Radio, New York anc
Averv-Knodel
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"AGENCIES

Bidding:

How agencies and

producers view it

Few industry practices in television are likely to aronse a
stronger emotional response among advertising ageney-
men or independent commereial prodnceers than the prae-
tice of tv commercial bidding., Alnmost every ageney in-
volved in tv pses it in some witv. Almost every produces
has to live with it as best he can. And everybody has his own
opinions concerning the practice. Said a veteran New York
commercial producer last week: =The hidding systenr is
responsible for the present instability of the commereial
film industey.” Countered o top ageney exeentive: = Bid-
ding is good becanse it proteets elient and ageney.” Origi-
nally. bidding was designed us a double hedge against
ageney inexperience in tv. and against Kickbacks, Both
problems are at a minimum .. . bt biddiug rolls on.

Here's a special report...




IEDS

the tv commercial bidding syste

, FasT one Now York agency,
M Doherty, Clifford, Steers & Shen-
field (a2 user of thc competitive
ommercial bidding system) con-
iders itself unique in that its tv

roduction department is  staffed
with produeers who were formerly
xperienced  film - makers  them-
swelves. They know the limitations
of production technique and equip-
ment, according to Peter Cooper,
v.p. for radio and tv, at DCS&S.
They know what ean, and what can
not, reasonably be done. At DCS&S
the competitive bidding system is
used not simply to find the lowest
bidder but rather to determine the
best value for clients. “The bidding
system itself works to broaden the
scope of those contacts, introducing
new and special talents as they
come along,” Cooper says.

Mogul, Williams & Savlor also
follows the bid systemm because
“its the most consistently effective
method to insure best results in
the end product,” according to
Martin Cohen, radio and tv produc-
tion head. Usually, MWS invites
three studios to bid on any com-
mercial. Studios are given boards,
seripts and  specifications and in
turn provide the ageney with csti-
mated production costs less talent
{agency handles its own talent
negotiations), a list of personnel
for the job and suggestions for
creative production techniques.

“The cost factor is rarely the sole
determinant in the final choice.”
Cohen adds “The bid system is a
healthy one for the industry and
until a better idea is forthcoming,
MW&S will go along with the bid
svstem.”

Competive commercial bidding s
like nymphomania: too much of a
good thing, in the words of
Lawrence Wisser, president, Weiss
& Geller. Wisser says the bidding
svstem is neither boon ner bane,
but merely a vardstick, especially
when the ageney has its own v
departiment complete with ereators
and producers.

‘The function of the outside pro-
luction house, under these cireume-
tunces, is basically that of an im-
plementor,” Wisser savs. “For us.

ore than the competitive hid
the job:it's the most com-

petent and qualified of the com-
petitive studios.”

Agencies can't live by price alone,
though budget limitations must be
vbserved, according to Tom De
Huff, partner in The Zakin Co. “A
production housc is only as good as
its personnel,” De Hufl points out.
In Hufl's view, a competent agency
must judge a producer on these
qualities, just as an advertiser com-
pares agencies on their merits be-
forc making a choice.

The bidding system is neither all
good nor all bad, in the view of Leo
Greenland, president, Smith/Green-
land. It is only a guideline, he adds.
“We take bids on jobs from studios
we recognize for their outstanding

“We favor it. Prices are invari-

L1}

ably lower . . .

ARTHUR WRIGHT (C&W)

&
“The film and tape producers all

get a fair shake . . .

LARRY PARKER (K&E)

Some like bidding system ..

camera  techniques,” “Greenland
says, “We fit the studio to the com-
mercial. And] in all instances, we
specifically designate camcraman.”

Competitive bidding is unfair to
suppliers and many times mislead-
ing to client and agency, according
to David E. Fulmer, v.p. and cre-
ative dircctor, Guild, Bascom &
Bonfigli. “To the supplier, who
knows that the averages are against
him from the beginning, since sel-
dom are boards submitted to less
than three houses, most bids must
go into the books as dcad losses,”
Fulmer notes.

Views on tv commercial bidding
are much the same at the biggest
agencies.

“The bidding system works, i

troducing neic talents . . ."
PETER COOPEﬁR (DCS¢

**To the supplier. most bids mi= ¥

. I

go as dead losses . ..
DAVID E. FULMER (GBa

SPONSOR /165 skirrt \MiBER 1963 |




J

"a boon or bane to admen, producers?

A\t Yong & Rubicam, m maost
cases, work s awarded on a com
petitive hasis. "Bul we certainly are
not afraid ta heeak such o role)”
Fred W. Frost, vip and manager,
tvoart and commereial produaction
departiment, savs. “The competitive
bid svstem doesn’t Tave to be a
bane unless vou are blindly rigid
in awarding ta the low price.” Frast
also notes that there are certain
johs that can’t be competitively bid.

At BBDO, tlre situation is sinu
lar. "W e helieve in competitive bids
although there are instances where
we reconmend one particular stndio
because of specialized talent with.
m it.” Arthur Bellaire,
copy director and viop.in charge of

associate

tvoand racho production observes

“In oany event, th

JUCNeY 18 wWell wW.iree of t

cos i

it t L)

1 I t \
periend enables t ageney
evaluate the rtat

tive biddine. Tica tey eeliioes ;

best possible commereial produc
tion at the loswest passible cost

.\t j '\'\'.in..-— 'E'E:.u‘:-l.‘.'..::. f:: maost
cases, but nap in all, JWT uses the
hid svstem. Onee a seript has bheen
okaved, the JWT producer calls in
three suppliers of his own choice
for hricfing sessions for bids. This
¢ be a gronp meeting or a0 meet

.. and some others don‘t like it

Flimiuuliun of the system would

.o

» most useful | ..
AL MENDELSOHNN (EUNE)

» T 6
vroduction is hegun without re-

Jdciug, enthusiasm . .,
ELL LEVITAN (Consultaat)
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ageney the finest quality . . .

“Yurtures u ‘numbers concept.
rather than respeet.™

LEW SCHWARTZ (FA&S)
¥

“Cost-plus system wcould assure

£Y}

SHELLEY SATIN (VPI

me with cach snppher mdivadually
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{ wing offered o vou that is
most important, plus other factors.
Creative thinking on the part of
« supplier is a valuable factor.”

At Kenvon & Eckbardt the sealed
bid svstem is emploved. According
to Larry Parker, v.p. and manager
of tv commercial production and
art, all concerned are pleased with
it. “The individual producer is
happy,” Puarker says. “But the
people who beuefit most are the

job to each film liouse (three is an
average number) and they return
with estimates. Though costs ave
important, Manning Rubin, dircctor
of commercial production, says, “we
don’t always choosc the lowest bid-
der.” This happens, hie says, for
example, where the agency feels
that the bidding was too competi-
tive and could result in cutting of
Corners.

On eccision, Grev will simply

BUYER-SELLER RELATIONSHIP: ‘I'v commercial bidding affeets basic Haison be-
tween ageney and producer in commercials. Here, EUE shoots for Sehlitz tv Glin spot

clients and the film  companies.
With our systemn we can and do
save money. Even newcomers in
the business get a chance to bid.”

The procedure at K&E is to call
in three suppliers at which time the
boards and other vital matters are
reviewed for them carefully. Bach
supplier gets a “bid letter” whieh
he is vegnired to fill out and return
to the agency. Bid form calls for
exacting infonmation from supplier
including such important data as
who will be the director, camera-
man, editor, ete. on the job. All bids
are opened at the same time by a
gronp of ageney executives.

“The scaled bid svstem works
becanse not only does a client bene-
fit by getting more for his ad dol-
Lars but the film and tape prodicers
in. New York all get a fair shake
when the bids are finally awarded,”
sivs Kads's Parker.

At Grev Advertising, the com-
petitive bid  svstem still - prevails
but changes are evidenthy in the
wind  Basically. Creyv explains the

pick a film company, perhaps be-
canse of an outstanding  ercative
film director—and then get an csti-
mate on the job. “As a matter of
fact, Grey more and more is picking
production houses for creativity,
and then negotiating  the price,”
Rubin notes.

At Garduer Agency, producers
alwavs ask for bids (usually from
three studios). Lowest bids are not
alwavs selected, In the final analy-
sis, the studio is chosen on the basis
of talent, cost, equipment and ser-
vice, Ralph Pasek, Gardner's radio/
tv production manager. maintains
the bidding svstem is good becanse
it proteets the eliemt and proteets
the ageney.

At Cunningliaun & Walsh, the bid
svstem is preferred, savs Arthar
Wright, executive producer, com-
mercial production. “We favor it
(uite candidly, for selfish reasons,”
Wright savs. "Tv production is a
competitive  business  and  we've
found that when production com-
panies know that more than one bid

is being invited, prices are invari-
ably lower. The cost-plus or fee
system promoted by certain sup-
pliers is, we feel, merely a guar-
antee to the supplier that he will
not lose monev on a job. When an
agency is prépared to work fairly
with the supplier . . . this guarantee
should not be necessary.”

At C&\WV, three suppliers are gen-
erally invited to bid on a job. In
making final decisions, the produe-
tion department also considers
studio personnel and facilities, cre-
ative contributions as well as price,

What's on the other side of the
tv commercial coin? How do vet-
cran commercial makers and pro-
duction houses feel about competi-
tive bidding? Here's how the situ-
ation shapes up:

With few exceptions the bidding
system is frowned on by suppliers.

1t is responsible “for the present
instability of the filin industry,”
savs Shellev Satin, executive v.p,
VPl Productions, He predicts that
before long most agencies will be
using a cost-plus system. “We know
that a cost-plus system would as-
sure an agency producer the finest
quality without the burden of ex-
orbitant prices.” Satin adds.

Standards would still be met

Al Mendelsohn, general sales
manager, Elliot, Unger & Elliot,
notes that “an elimination of the
bidding svstem would be most use-
ful in that our facilities in Holly-
wood and New York would entitle
us to a great deal of production
business which could casily be justi-
fied to any national advertiser. Is
bidding boon or bane? Lct me
say this: Agencics will still come to!
the place which can deliver the best
film in a manner which is both ex-
peditious and dcpendable. We can
meet these standards. with or with-
out bidding.” |

The bidding svstem can be a hin-
drance to both production company
and ageney producer, Gerald Auver-
bach, president of Gerald Produe-
tions, says. “In this business where
a premium is placed on creative
expression,  the  bidding  system
tends to restrict.” he says “We have
found that when competitive bid-
ding is necessary, group orientation:
of all bidders with free exchange
of guestions and comments makes
for the fairest opportimity and best
finished produet.”
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Moluple bl subsanssions e
bad, according ta Joe Dunlord,
president, Pelican Filins, Bt the
hid sy stem, nsed with diseretion, is
stil) the hest systein, he thinks. be-
wnse newer il producers are
rivenn o chance,

Bill \Weiss, vop, Terry Toons,
division ol CBS Filhios, savs that
bhien “vone are dealing with a cre-
ative serviee and van know  the
raing rate, it shanldn’t be necessary

o seek bids”
Bidding spells tight budgets

Aecording to Bl Lesvitin, con
wltant and anthority on comiper-
dals, and  author  of  Animation
Wechuiques and Commercial Film
Production, with the “sell-imposed
limitations ol aceepted bids
production s begun without ve
Dicing and seldone, il ever, with an
butward cxpression ol enthnsiasm

Cunfortimateh  amd nndeniabiy
ow bids and tight budgets are nat,
isnally. the ingredients with which
award-winning bl are made”
The bidding system nurtures a
[nobers canceept” rather than re-
peet Tor content and in this regard,
s severely damaging the ageney,
dient  and  Glin - prodocer,  lew
schivartz of Ferro, Mohamused &
schwartz, observes,

“If vou want Bob Hope for .
pot. von don’t get bids Trom an
bther two performers, rather, yvou
hegotiate the deal Dased on nsage
md  sonnd jindgment,”
schwartz. cantinnes. “Too  many
bids are accepted based on the
rice rather than an overall consid-
ration of the money being spent
o evpose e message to the
mblic.”

What do all the statements aud
P pinions add to? This seems to be

he cnrrent pattern:

P Most  advertising
S vhether barge or smull, go alone
L vith thie bidding system ity com

nercials as a protective deviee.

lowever, as the track vecord ol

woduction houses is more clearly

stablished, fhere’s o shift in favor
of assigning the job on the basis of
‘I ihility .

Dusiness

aUencies,

B D Most outside commercial pro-
Incers dislike thie bidding svstem,
onetimes  vehemently, Most live
vith it, however, bot hope that the
trowth of tv will remove the neces.
ity for tight-dollar competition
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FC&B opens ownership to public

with sale of 500,000 shares

Vdvertisimg, and wath ot the s
ness ol browdeastimg passed o onle
stone Last week when Foote Conn
& Beldme, wlnel makes 337 o ats
woney v radhio-ty, ollercd stock
to the public FONT wah wross
Iallimes of $1735.3 nudhion Jast vear
is the first ol the top-Intlnm
vhite to o pnhli

Mlered ot S0 0 share, the

e waas trads its second  day

(M TTEAY

e at S1%2-S13 508
hid, SI13 7 SSE6 ashed. NMernll
lanch & Sunth
waaging finn among 50 under
writing the oller, called it snceess.
ful. Selling officers put up 500,
000 <hares ol commaon stock Tor
sale, retaining 678 ol combined

i tlay ¢
ove'r e

Picree, Femne

connnon and Class B shares, There
are 1.2 mililon conmmon shuarves ont

stmding and SHES92 of Class B
The day before oflering stock to the
public the  company  declared o
dividend of 15 cents quarterly, pas

able 16 December to stockliolders

Fov ad 20y cenmter
Ity prospectus FCNB ranka ol
11 N PR

1K LR TR 1 (M
iy s top

H) ]
1. |
Lia 7t
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\
1
itnlhen

anniman Robere |

mnnntte 1L1ITY
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Fred Lavdekens, all
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BBDO OFFICIAL DEALS QUT CARD

speaker Commeree Searetors 1 ather (1 Hodees

Suren Ermosan (h, BBDO s peevee art die, who desigoed U GCovern
ment’s Fiest Commemoratise International Postal Cand, attends bra-das
of<issite ceremonties ol Rockefeller Center, which had as s primcipol

Card boonis loansm
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Winston, Jr., exceu-
AB was organized in 1942 to

a¢ business of the old Lord &
s, pioncer agency establish-

¢ 873. Current clients include
sueh  subsiantial  broadecast  cus-
tomers as Armour General Foods'

Jel-O  and  Perkins-S.0.S., B.F.
Goodrich, Halhnark Cards, S.C.
Jolmson & Son, Kimberly-Clark,
Kraft Foods, Lever, Paper Mate.
Purex, Sunbeam, Sunkist Growers,
Trans World Airlines, and Zcenith
Sales. Accounts date back to the
days of Lord & Thomas in many
cases, with Sunkist acquired as far
back as 1907,

The New York and  Chicago
offices cuch account for a third of
FC&B billing, with other offices
and foreign subsidiaries in San Fran-
cisco, Los Angeles, Houston, Lon-
don, Toronto, Frankfurt, and Mexi-
co City, and service offices in Paris
and  Montreal.  Altogether soinc
1,390 persons are employed by the
agency.

As the first large advertising cor-
poration to reach the public ar-
ket, Foote, Conc & Belding has
taken a step often rumored for
others in the top-billing circle but
not yet hazarded by the rest in that
class. When MceCann-FErickson re-
structured its organization under
the Interpublic, Inc., name irr 1961,
there was speculation that public
sale of stoek might follow, but so
far this has not happened. Papert,
Koenig, Lois, a young agency not
vet in the largest billing league but
exceeding $20 anillion (75% in tv),
put its stock on the market a vear
ago. Last week it was bringing $10
to $10.50 a share over the counter
after starting at $6 when  first
offered.

New Chi. ad agency bows
with on-the-air open house

5. H. Russell, M¢Closkey & Co., a
new ageney which hit the Windy
City last 1 July, is making a bid for
public attention which may be un-
precedented i ageney circles. As
is often the case, the new shop
chose the traditional open house
wiay of making its debut before
clients, the press, heads of other
ageneies, media reps, suppliers, and
fricnds. This event took place last

ok (12) at the ageney's 200 Sast

[8.]

Ontario Street headquarkers, start-
img at 4:30 pan. The departure
came at 8 p.m. when a \WBBM
remote unit moved in and televised
a live, 35-minute program called
Inside Advertising—Chicago Style.

Exploring the activities and his-
tory of Chicago advertising agen-
cies, the doenmentary was narrated
by CBS-staffer Joe Foss. Included
in the progrim were a typical idea
session to demonstrate how com-
mercials are created, a man-on-the-
street interview session to discover
what the average citizen thinks
about moderm advertising, a panel
discussion in which executives from
several of Chicago's leading agen-
cics participated. There werc no
sponsors in the WBBM prograin,
so that commercials could be used
as examples of advertising in the
course of the show.

Desmond O’Neill to GB&B
as senior media director

Desmond C. O'Neill has joined
Guild, Bascoin and Bonfigli as
senior media director in the agen-
cy’s New York office. Previously, for
two years, he was an account execu-
tive with the Katz Agency, New
York. Before joining the Katz Agen-
cy, he was, for four years, group
media director of Kenyon and Eck-
hardt.

Frank M. Baker

Baker elected president
Grant, Schwenk & Baker
Grant, Schwenk & Baker, Chicago

have announced the election o
Frank M. Baker to president. Be
ginning his career in radio, Bake
was an announcer at WKZO, Kal
amazoo, then at CBS; later was @
writer and producer at NBC anc
\WLS, Chicago. In 1933, he becam
a partner in the newly formed
agency. Baker is the only man t
have served three terms as presiden!
of the Chicago Federated Advertis
ing, is past governor of AFA's Sixtl!
District, and has been active in th
national affairs of the Advertisins
Federation of America. Granl
Schwenk & Baker also announce
that Paul Grant resumes his forme
position of board chairman.

Three “angry young men" strike out on their own !

Claiming “need for creative expression,” these admen joined to form own
agency, Warren, Muller & Dolobowsky, 223 E. 48 Street, N. Y. New presi-
dent Douglas Warren was pres. of the Douglas Warren Agency, formerly
v.p. and marketing dir. of Smith/Greenland. V.p, Larry Muller (1) was
v.p. and assoc. creative dir. for Sudler & Hennessy; v.p. Bob Dolobowsky
(r) was exee. art dir. and vop. for Grey Advertising
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NEWS NOTES ‘

@
L. AL ageney moves: Jack Lawlor l l l.s t

J vdvertising is now in new offices at
160 Wilshire Boulevard., Tele 2 - . >

Jhone nomber is 3817621 There's k i 0‘78 ] ‘ ( (1 ‘

Iso a new address for the Ted Ele- y e/ o/

ton Advertising Agency, recenthy
formed by Eleston, who was for

Loauy vears with Storer Broadeast e o oddLIN (l l] CI1re v - W l] Ve
L] g L 3
ng ad later president of Moove &
dellows. Ageney has leased quar- e EXCITING, COLORFUL LOCAL PROGRAMMING
"r\ at 1220 Madison Aveune, Siite Central New York's greatest news department, Upstate New Yorh's only live
h Y — ! B2 I L v vi ' /0

‘11, Toledo.
® GREATEST TV PERSONALITIES

dew accomt for Westway: West Fred Hillegas, Joel Mar
vay Advertising, Seattle, has taken E:dmf’ dK . WSTR 2 " I
T t]l;- S:Z()()i()(l)l()\ u(l\'(-zti.sing de- R selkTons ty tral New York
onnt of Wendell-West Co., o ma-
5 . o BEST TECHNICAL FACILITIES
or nser of radio and tv in the pro- In Central New Yok first w
potion of real estate properties in T ; V¢
! Vashington, Oregon, California. ' POWETaEI M Um) Wk

o EXPERIENCE AND "KNOW-HOW'
) A top-flight veteran staff directe

NEWSMAKERS than years at WSYR.TV M

o OVERWHELMING SUPERIORITY

Nen MceCurrenros to North Ad-
ertising as account director. e
vias senmor assistant acconnt exee
tive for Grev Advertising.

Paimex Stvuavas to acconnt ex-
L cutive o Lestoil for Faller &
mith & Ross. Snllivan was formerhy
vith D'Arey.
Leoxanp V. Covson to Ellington
Co. as a director and senior vice
sresident. He comes from ] R
Villiains where he was viee proesi-
lent and director of marketing ser-
ices.

Arruen Macox to art director of

[ Skman Advertising, Philadelphia.

Aacon was art director at Compton

nd Ciunningham & Walsh, both n
sew York.

‘ WiLtisae Tooo, Toon 1. Lakr

ud Annen B Rocorr to the copy

tafl of Foote, Cone & Belding, Chi-

ago. Todd is copy supervisor, Licf + -

Sasronn H. METas to senior ac-
ot supervisor of Cole Fischer
logow. He was excentive viee pres-
lent of Metlis & Lebow,

[ Rex A, Moooy to director of the

‘cebles, Price Compony's special

ervice division. Moody was former- =i ‘ e ﬁ ‘%m
v with Carl Byoir Assoc., and Whle Aftilicte . - — .
LSS0, Channel 3 SYRACUSE, N. V.

Howann C. Suank to Leo Bur- Plus WSYE-TV chananel 18 ELMIRA, N. Y.

ett, Chicago, as viee president and
ssociate copy director,

‘ nd Rogoff are copywriters. MARCH, 1963

Get the Full Story from HARRINGTON. RIGHTER & PARSONS
PONSOR 16 skt mBER 1963
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MEDIA

Slice of Life’ ads heild
a ‘tired’ radio carryover

Fhe new (voseason “will not be
hetter than last year's or any year
betore.” savs Panl Gunmbinner, v.p
in charge of radio and tv at Law-
rence Co Gumbimner  Advertising,

Fhe erities will pan anost of the
shows. deplore their Tow intellectual
content, and appland those that up-
lift the mind. .. . Viewers will stay
away from these latter in droves.”

Gumbinner oftered his tongue-in-
cheek opinion on this and other
hot” subjects fast night while ap-
pearing on WINS  Radio  (New
York) as guest cohunnist for vaca-
tioning Joseph Kaselow.

On Vs conunercial trends, e
said: “Those utterly new and re-
{reshing commercials known as ‘Slice
of Lile” will pop ont all over. They
uscd to be considered pretty tired
on radio, when they were called
drinmatizations—but they're a very
welcome souree of income o ae-
tresses who cammot eompete in the
Miss America contests.”

Available weekd

KAY CALLS - 9 a.m.

o

~

N\

LUNCHEON .. ONES 1 p.m.

CHANNEL 11=WIIC

ays in

Biscussing radio, Gumbinner says
that “nobody will listen . . . except
the people. That old crime series,
The Shadowe, in revival will be-
wilder many sisteners who will have
to form their own pictures, in their
minds, based on sound alone. How-
cver, those whose imaginations have
not atrophied will be able to enjoy
impossibly beautiful heroites, hor-
rendons villians, and fights far gor-
ier and more exciting than [olly-
wood or the tube could ever stage.”

On radio stations, “Because this
is a dving or dead medium, the
vahee of radio stations will keep on
shv-rocketing. Stations will be sold
at higher and higher prices, indi-
eating that the buvers are poorly
informed, reckless investors, It
couldn’t all be tax losses, could it?”

Gumbinner also sees “better-ed-
ncated people scorning advertising,
iusisting they are not influenced by
it, never respond to it, have never
hought anvthing beeause of it.” But

Pittsburgh:

-

=

e

yﬂ

4:30 p.m.

CAP'N JIM'S "o

MICKEY

BY WILLIAMS .ouse s S p.m.
REPRESENTED
NATIONALLY
BY BLAIR TV

i teel we have a responsibility to our

[ sented on television, accomplishes

he advises: “Next time you're visit-
ing one  of vour intelligentsia
friends, sncak a look into his bath-
room medicine cabinet and pantry
closets, though vou may be hard-
pressed to fired an excuse to get into
the kitchen alone. Also, notice the
brands on his bar. Sample gener-
ously, by the way. But don't argue
with him—let him continue in his
happy self-delusion.”

Closing with advice for the ad-
vertiser on “How to Be a Good
Client,” Gumbinner suggested:
“Never forget that the functions of
an advertising agencey include sup-
plying World Series tickets, nights
on the town, and three-martini,
three-hour luncheons. You can
blithely ignore the fact that an
ageney is in business to  make
money, Demand service and more
service, After all, 159 is really the
wealth of the Andes.”

Du Pont Show of the Week

strides into new season

The Du Pout Show of the \Week
vigorously began its third season
vesterday on NBC TV, enduring in
the midst of a time that has seen
the demise of other such dramatic
shows. In answer to why Du Pont
is holding on to the series in the
light of other dramatic shows being
dropped, Charles E. Crowley, man-
ager of tv tor E. 1. du Pont de
Nemours & Co., explained that the
reasons are twofold. “First of all our
objective is to sell our products as
clfectively as possible,” he said,”
and we have found over the past
two seasons that the Du Pout Show
of the Week is an cffective selling
medium. Secondly, as a sponsor we

audiences to provide the highest
possible quality in our television
shows. We helieve that the Du Pont
Show of the Week, the last of the
live-on-tape dramatie shows as well
as the only “actuality dramas’ pre-

this purpose also.”

Crowley also pointed ont  that
Du Pont will rmn more color com-
mereials on the show this year than,
last season. The Du Pont show ran
one-fourth of the commercials in
color last year, expeets to run from
one-fourth to one-third in color this®
vear. The company bases its use of
color commercials strictly on the
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ubject of the conmnercial itself, not
n Whicther the accompanying pro-
i is it color or black and white,
lins, o message concerning Du
ot teatides wauld be o hikely
andidite Tor color; o corporate
essage might lend itself to either
olor or black and white.
Show of the Week Kick-off ellort
st nught starred Bd Begley i The
ast Hangman, one ol sevenoriginal
ranas ciploying top-waane talent
roduced in color Tor the sevies Dy
ilip Barry, oo with Fraoklin
challner and Fielder Cook. Barny
mnounced  that one serious tele-
iy will star comedian Milton
erle.
David Snsskind will produree se -
n original comedies and dranny, al-
yint color, including Oscar-w inning
riter {lorton Foote's comedy The
cambling Heart, and The Bachelor
:ame, starring Barry Nelson,
Irviug Citlin, excentive producer
I creative projects, NBC News, iy
urrently  filhning one of the six
lack and white “actuality: dramas”
his one the story of a “youth
rorker wlio can truly be described
The Saint of 1th Street in East
arlem.” Gitlin las readied another
g on a vastly different sub-
'ct, the story of a Miss Ameriea
mtestant ( Miss Texas) an another
wtuality: drama.”

idewalks of N. Y.—
tangle of tv technicians

1t takes more than jnst the vut-of -
w-ordinary to enlist the attention
blasé New Yorkers but eyvebrows
we recently as city soplisticates
atehed a cowhoy riding his horse
ong Times Sqnare, It wasn't hieat
vsteria, 1t was one of a score ol
levision conumercials produced on
e sidewalks of New York during
jugust.

New uetwork series which saw
‘tscir begiunings on New York City
rects during Anenst include the
oumy  Dean Show, by Bandean
roductions, Espionace by Plautus
oductions, and Last Side-West
de. Veteran tv series such as The
efenders and The Nurses con-
med to film there.

Among  motion pictures  being
med with street permits during
ugnst were “Global  Affair™
GM and "World of [lenry Orient”
o Pan Arts.

(|

Wanted: More viewers this fall

ABC TV Lias found @ new way o
promote ity Lall Tneeup- the classt
ficd ads. The network placed these
ads m last week’s regronal New
York edition of Life Magezme, call
my attention to varions prousaims

Bowme tHos sed om by e s o
Lomoreus ta gl s Ceder the e
Tessgomal & Techme o headm e AVBC
athvertises for b Crmnnal

mder Tours & Troonve it seeks den

crs for “Hhe Ontor Fannts

LIFE CLASSIFIED

Going Placos
Reserved Seat Tetavision

ESCAPED TIIF FUGLITIVE ¢ &
v necence Powerfully srned with
W peseund drama Pleww rer un

afely at home Tucals tight
chancel T 1000 I'M
Infarmation

REGULAR SUNDAY NIGHT
rard game ca bl on ac
count of ARKEST AND
TRIAl See channel 7
5 30 I'M fur further detarl

Ar nc tontr

"l.(u .a
irld Tel.
Tours & Travel
EXPERIENCED DRIVERS.
lasve for TlE O TER
LIMITS Monday., Sept
7 40 sharp, channet T No
exchange transportation

CAS®  TOURS “ - the s
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TV MEDIA

ALBERT G. STEIGER, JR. of Steiger’s department store, Springficld, Mass., gives smile
of approval to Debra Freedman, company’s tv spokeswoman, and his pretty tv models.
College co-eds are (I-r) Diane Sherman, Gail Gaviechi, Ginny Shakour and Terry Amy

]
;

g ) A
9 Y e -

Co-eds key to Steiger campaign

“Teens can sell teens™ is the philos-
ophy of Albert G. Steiger Co. in
Springfield, Muss. What once was
an in-store sales technique has de-
veloped into a saturation tv cam-
paign on \WWLP this fall.

Steiger’s board of clothes experts,
all comely college co-eds, were a
natiral tv subject, the store felt.
One of the girls was a former Miss
Springfield. Appearing in their col-
lege board uniforms the girls make
several commercials in which they
casually introduce themselves, talk
abont their colleges and the clothes
they wear. Within the two-week
campaign this month the girls ap-
pear on about 30 of the company’s
1) comnmercials—20 one-minutes, 10
ten-seconds, and ten chain-hreaks.

Coupled with the five girls in the
commmercials is Debra Freedman,
Steiger's regular tv spokeswomann.
Fhe givls hack up the impact with
many in-town appearances at lunch-
cons, in addition to selling.

Store officials felt the idea would
be perfect for a fall push as most
teens and  college givls vefurbish
heir wardrobes at this time. The
board miembers were sent to New
York with Miss Freedman on a
Steiger's buying tip to prep for
heir roles as models and fashion

Although the department store
stundby—newspapers—are still im-
portant, Steiger puts great stoek in
its use of tv. Every month a similar
saturation campaign with a new
theme is planmed. New programns,
prime minutes. chain breaks are
used.

Other side of coin

Jock Nanton, ABC assoc, dir. of tv net-
work and tv news shows who sculpts
under the name of Giacomantonio, gazes
at his statue of “Woodrow Wilson,” which
is {0 be housed in the Truman Memorial
Library at Independence, Mo. Titled
“The Prophet of Peace,” the work was
commissioned by former President Tru-
man and donated to the Library by New
York press photographers and  writers

Barris and Goldberg to t
posts at ABC TV networ

Chuck Barris, manager of ABC
daytime programing, has been
moted ditector of dayvtime progr
ing for the network’s Western
vision. Effective today, Barris
be based at ABC IHollywood
work with program suppliers
packagers  secking  new  dayt
programs. He will also super
the five davtime shows that cf
inate from the West Coast. B
joined the department in 1939
was made manager of tv dayt
programing in 1961. Before com
to ABC, he was engaged in
graming and development in
Closed Circuit division of 1
prompter.

Another top ABC TV appoi
is Len Goldberg, named man:
of program devclopment. Goldl
comes to the network from BBE
where he served as broadcast
ordinator for two years. Prio
that, he was with NBC TV, fir
the research department and
as supervisor of special project:

Sophia spec follows Liz

It looks like another sales coup
Phil D’Antoni and Norman t
the adventurous twosome W
walked out of Mutual Broadcas
and into an approximately $600
deal by delivering Elizabeth Ta
up to the tv cameras. Under
corporate name of Television
ductions of America, the pair
procured another “million dot
movie queen for the home screet
signing Sophia Loren for an h
long color special early nest yes
The half-million-dollar-plus ¢
on Liz Tavlor came from Ch
strand, via Doyle Dune Bemb
whieh is putting the show on (
TV 6 October (10-11 p.n. ). Ha
tried and failed, to date, to sel
half the show to another spo
did not deter Chemstrand from
ing down a tidy sum, if some¥
less than for Liz Taylor, for
Loren show. Similarly it will tr
dispose of half, and may have
trouble considering the lower p
Chemstrand is currently neg
ting “with a network” to find a
for the show, called Sophia Lort
Rome. in which Miss Loren wil
tempt to answer the eternal q
tions about the Eternal City.
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NEWS NOTES

NINC Kicks off Big Sinv ty honr: Rod
Belehier, sports divector of KINC.
TV, Seattle, will visit each af the
Big Siv loothall coulevence sehools
to filnn the vespective teams i ae
tion as they prepae tor the mew
Flie vresnlt will be an homn
long pragram presiewang the teans,
narrated by Beleher, wilnelh KING
has alrcady sold to KTV, Los A
eles, KNPINSTY.D San Franeiseo
RRENETY, Spokaue, and KINA
I'V. Yakina

AN RYRIT

ST milliow all-medizr campaign for
store:: White Front Stores, a sub-
sidiary - of - Interstate Departimeut
Stores, Toce, will spend $1 million
an all media this £l to promaote
the opening of o new Oakland
store in October and anather inn San
Jose in mid-November, Rechit &
Co., Beverly 1Hlls is the ageney
which has heen handling the $4
million account since 1962,

Signs two for fop money tonrney:
KNXT, Los Anueles, has enlisted
Phvmouth-Valiant Dealers Assnoand
Mobhil Ol to CO-SPOINOY tV coverage:
il the Bnal thwo mun(lx of tlu-
'Iunrn.nmnt tn In pl.l_\ctl at lLas
Veaas  Paradise Vallen  Conntry

|
l-'r mk B. Falknor 1In 2 1
Ny exeentn e i Se plemiln
CBS w1933 s ol
W BEBAL Clae

cor of el
1 1941 he

tamed chiet eng
work's central division
was made weneral
NMON. CBS-onmned station e St
onis, and the Tollow iy vear I
Cane assistant 114 naver
KBENL 1Falk New Yo
as vice president e charge of op
crations in Jannary 1950, contmning
in that position imtil his retirement
w1956

Frnony Co. set on S5 statians: T
date, 4Hof the top 353 markets and
S3 stations in all Tueve boueht The
Funny Company's children’s tv pro
vram package, a 260-mnt series of
five-mibte animated and live ac
tion sequences. Tt will premiere on
62 stations in September, with the
holance scehiecdnled to beginin Jann
iy, The cartoon sediments depict

‘GRINDL" GOES CALLING

Imagene Coca,
bowed last night (150,
morning show, “Inga’s
Juseph Coodfellow, ..

recentls
Angle,”

star of NBC'v new
guested on WRC-TV',
to promote the shein,
of NBC and cen.

-

weries which
Washinglon
Creeting her i
WRC stalions

hnll' hour “Crindl™

mer. of the

SPONSOR Ith serrteMnrr 19ud

B

TAMPA
ST.PETERSBURG

Your advertising dollar

WSUNZTV

he proncer station

WOUN=TV

Tampa - St. Petersburg
Nofl Bep VENAZD 10FBEL & m C.oSng
¢ s




V MEDIA

ty f a kid's corporation
1 to do neighborhood jobs

d make money. Into each episode
I d a live action segment
3 » provide further factual

information about a snbjeet or idea
that has been developed during the
cartoon portion.

It's a triple for WTCN and Twins:
Theo. 1lamm Brewing Co. of St
P:wul, owner of broadcast rights ta
Minnesota Twins baseball games,
tapped WTCN to continue as exclu-
sive Twin Cities outlet for the tele-
casts. Contract includes \WTCN
coverage of 30 games during each
of the next three seasons and one-
third sponsorship of the series by
Hamm’s Beer.

FCC okays Peoria channel change:
WEEK-TV has an FCC green light
to change its ehannel assignment
from 43 to 25 and a construction
permit has also been granted. Peo-
ria’s first tv station, currently ccle-
brating ten years of Droadcasting,
has been secking tlic change for
about six years. The changeover
will take some time. The manufac-

ture of an antenna to the specifica-
tion needed for ch. 235 will take up
to six months and, in addition, ‘the
transmitter and other broadeast
equipment will undergo modifica-
tion to the new frequency. The
changeover will have no effect on
the station’s satellite operation of
\WEEQ-TV, LaSalle-Peru-Streator-
Ottawa, which will continue to
operate on ch. 35.

ABC TV “premiere” plan to Simon-
ize: The network’s idea to induce
advertisers into unsold prime time
during the two big premiere weeks
of the fall season seeins to he work-
ing. Simonize (D-F-S) signed for
four premierc-week shows as well
as a heavy extended daytime fall
schedule. Other sponsors in the
plan are General Mills, Pharma-
craft, Dodge, and Polaroid.

Festival buys Fihm Labs: Festival
Cinema Ltd., subsidiary of Atlas
Telefilm Ltd., has purchased for
cash all the assets and business of
Film Laboratories of Canada, Ltd.,
Toronto. Move to new ownership
makes it the only full-scale, inte-

BOTH REPRESENTED BY THE KATZ AGENCY

(Antique type from the Robinson:Pfortheimer Collection )

grated film-making center, asi
from government - owned faciliti
not available to private produce
which is Canadian-owned and ope
ated, according to Atlas. The latt
by the way; distributes motion pi
ture material to Canadian tcley
sion. The company’s library no
consists of more than 1,600 titl
largely feature films of British o
gin which in this country receiy
100% Canadian content rating. T}
managing director will be David |
Coplan, a Canadian who has ha
wide experience in this field as m
aging director of United Arti
Corp. Ltd. in the United Kingdo:
and director of many Odeon co
panies and subsidiaries in London

Rating in roses: Scoring what the
claim is a broadcasting “first
KPIX-TV, San Francisco, was gif
ed with one dozen red ruses fro
a viewer recently. Ray Cooper ¢
Monterey sent the roses, accon
panicd by this note: “Thanks for th
world of V. C. Ficlds. Slapstick .
timeless, because there, as in life
the embarrasing moments come t
all alike, high and low.” KPIX
Early Show and Late Show had fe:
tured Fields’ films under the oves
all theme The Incredible World ¢
W. C. Fields. KPIX thinks it's "ir
credible” that a station should b
so gallantly feted by a viewer.

NEWSMAKERS

Mortox A. EIDELSTEIN tO assist
ant assignment editor tor \WBBM
TV News, Chicago.

Ray Gaser to the local sale
staft of WAGA-TV, Atlanta. Die
Edwards moves up to replace Gabe
as production manager.

Jor: WEAVER to the news staff ¢
WJBK-TV, Detroit as reporte
newscaster.

Lawnexcr K. Grossatax, RoBER
D. Kasanne and Merryee S. RUKEY
SER to viee presidents of NBC.

Tuoatas C. Dowpex to the sale
staff of KIIOU-TV, Houston.

Bos Youxc to anchorman o
“ABC News Reports” for ABC TV

Enwanp Messna, Jr. to assistan
director of film for ABC news. H
previously headed the Photometr
Branch of U. S. Naval Test Facil
ities at Lakehurst, N. J.
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amposer-arranger Jerome and radio-tv production head Cohen pre-tested every instrument for tintinnabulation at rental studio

- ADIO MEDIA

Renaissance of a sales idea

Jational Shoes revives a twenty-year-old slogan

N 1943, Myron Mabler, o noviee
copywriter at the LEmil Mogul
veney, sent his boss 0 memoran-
m criticizing a jingle prepared
itside the house for Mogul's client,
ational Shoes. Adman Mogul told
aliler to stop complaining and
art writing a hetter one; from this
wchange come Mabler's first at-
mpt at a commercial jingle, Na
mal Shoes Ring the Bell.
The theme, and variations, was
be used for twenty vears and up-
urds, dand was to start Mahler
rand-nephesw of composer Gus.
v Mahler) on a successful carecer
ter known as the “jingle genius of
adison Avenne,” Mahler coined a
mmber  of  commercial  classies,
nong  thew  Man, Oh, Man--
hewitz, What a Wine.
In . unheard-of-move for a re
il chain in 43, National sank its
tire advertising budget into ra
a, and for ten vears aired the
wgle in the northeast U. S, Then
e firm switched to o number of
emes which differed in melody
A Ivric, but retained the six-heat
isical signature—to which listen-
s mentally supplied the original

zan. ,
Purmg (l!l.\ time, ‘\.‘)‘tmnnl d'.:\ ‘fl FIRST RUN THROUGH OF THE JINGLE—S
wed what it calls its “own built-in 1.0y C. )

ting system,” in which deejays Haver
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r their names, ad-
ion to which they
National is then able to
wlience quantity. Those
nd are mailed coupons
5% discount at any Na-
Dbranch store, and when lis-
rs appear to redeem coupons,
tore managers are able to compile
nformation on age and ethnie char-
acteristics.
Twenty vears and two partners
ier. Mogul, Williams & Savlor
hired Sandy Alan 1laver to head

resy

ERAND CUTTENPLAN LISTEN TO VARIATIONS—About 15 versions of the
vere pe-played before the decision was made to update. The theme

or, Myron A, Mahler

their creative department, and upon
his arrival, called for an extensive,
formal review of all the ageney's
creative work. Haver, impressed
with the sales National has tallied
using the original concept, sug-
gested it be retained. Ie even went
a step further. He advised the agen-
cy revert to the original spelled-out
slogan, in an up-dated version.

Ageney brass concurred, reason-
ing thatif the jingle could sell one
generation, it could now sell an-
other.

who died prematirely three vears ago

MAVAS first thought of using the
same lyrie with a brand-new mel-
ody, bhut decided that the lyrie
ought to provide listeners with a
clear-cut impression of what agency
and client wore attempting to do.
Theyv selected National Has a New
Way to Ring the Bell as open-
ing copyline for the new spot series,
ending with the original slogan,

Next, the agency set about find-
ing a rcally “new wav” to ring the
bell for National. Radio-tv produe-
tion head Martin Cohen, senior v.p.
Milton Guttenplan, and composer-
arranger Jerry Jerome travelled to
the Carroll Musical [nstrument stu-
dio and rented Hawaiian chimes,
orchestral Dbells, tubaphone, bells
from Formosa and from Switzerland
— secking to dramatize the thing
which “made” the commercial in the
first place, the bells themselves.

The original xvlophone was re-
placed by more modern-sounding
vibes for the waxings, and special
copy was written for Christmas and
Laster airing. These, too. incorpo-
rated both original and up-dated
slogans, and all were increased to
30 scconds.

In accordanece with Guttenplans
belief that “frequency is the best
way possible to reach all segments
of the publie,” the agency then
scheduled 440 radio spots per
week in north-castern markets (in-
cluding seven New York stations).
and the comeback campaign was
officially on.

National's strategy—"we've got a
wood thing, let’s hold emto it'—
seems to be working, According to
carly sales reports from local man-
agers, customers are aware of the
switch, and it scems to be selling
plenty of shoes.

It's rare to find an agency using
the same commercial., or variation,
over a time span of twenty vears.
(In faet. it's rare to find an agency
holding onto a client for that length
of time.) But MAW&S and National
have proven that a good selling
idea, revitalized. can prove itsel
valuable, perhaps ad infinitum.

Maybe it was just fated to work.
That’s what some MW&S people
thought ahen they  discovered
where the recording session for the
new bell-ringing spots had  heen
booked—at New York's Bell Stu-
dios. v
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1 CAN NOW PLAY PRO FOOTBALL:

Cheching ont WTOP'S nes devie "
mit histeners to "wet into” the action of a forthall game via s braadea 1
P vpegen, mgr Llosd AL Demnis, Trefonation dis Patti Scanght \eni
ol president Saul Menick, whose firns i aos manofacturing “Plac- - Footl

C. outlet develops game

r fans to play

shineton, D. C., radio station
elped develop o new device to
listeners o visnal picture of
all action while they are tuned
Btthe games. WTOP, which this
‘n is airing the full schedules
fth Many land U, and the NFL
‘hmrc Colts. said that "“wnlike
Pricre the came can be observed
Bt ot plaved, our combination of-
B ans the additional enjoviment
Bitually “getting into’ the action
Egrnally.”
| Clled Play-A-Longe Football, the
ve was created in collaboration
it Menick & Sadel Associates., de-
®rs and prodocers, and is sim
85\ operation to the latter’s Play-
W e Baseball
Ling made available to listeners
t)st (S1). the device consists of
vy composition haseboard on
h are mounted four complete
B¢ 1c foothall ficlds, one for each
ik er. \With two special marking
s (different colors for each
8), the listener tracks the action
& is announced by the sports-
Br. At the conclusion of the
@ie, the listener has a visual rec
BEb( all the action, which he can
B review. The acetates can be

P0.0R 15 srerrvser 1963

Y

football

wiped clean tor vse with the et
wame o the air

Surprisingly. Play-A-Long Foot
Dall was inspired by a distall exeen
tive at WTOP, rather than a4 mald
Information director Patti Searight
broached its possibilities while dis
cussing  the baseball device with
Menick & Sadel  president Saul
Menick, and commissioned its man
nfacture. Menick said that now that
WTOP is offering it, his firm has
heen receiving requiests from
number of other stations for the de-
viee,

Ralph Klein gen. manager
of WINF in Connecticut

FFor the past ten yvears station nn-
aver of WCCC, Hartford, Kicin has
resigned 10 become general man
aver of WINEF, CRS affiliat
Hartford-Manchester. Pr .

was station supervisor for Yauk
Networh owned and aperated
tions in Hartford and Bridegpont

and was a seriptariter for CRS and
NBC radio shows. Sale of WINE

tnformation N ) | 1
nes Walton, president of it Re
search, s v ‘ C(

Ppros .ll

WWD(-

| i
salutes
Washineton's
[inest

A~ Division Nanezer of the Wl
ton, P C

I stanrof Safeway Stores

| JoAL And |
~af Woasd |
operates o } ]
District of Columbin, \
I.
1) o
W

Mr. Aoderson

i~ Pr

~af 1 I ) t

Born i Nhinois, M. And

to Washing id o tie s

mnes A\

community. WW

\nd

The M

the |

W

BLAIR
GROUP
PLAK
MEMBER

WWDEC RADIO, WASTINGTAON, D, C,




ANOTHER VALUABLE
ADVERTISING
OPPORTUNITY

ON WNBC-TV

NEW YORK

“TELL
Us

MORE"’

Delivers a large
daytime audience
through minute par-
ticipations in an
engrossing new live

local weekday series.

HERE'S HOW IT WORKS

YOU BUY one minute spots |
within “Tell Us More,” Mon-
Fri, 1-1:30 PM—cost is $600
gross per single spot; the six-
times rate is $420, the 12-times
rate $360.

YOU GET excellent exposure
plus product identification with
an absorbing new housewife-
directed series that, every
weekday, reveals the private life
of two different public figures.
Your commercial may be deliv-
I8 ered by host Conrad Nagel.

IT GIVES YOU MORE FOR
YOURTELEVISION DOLLAR

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

WNBC: TV c NEW YORK

=

L]
Maj. Gen. A. H. Stackpole

Stackpole named president

of WHP, Inc., Harrisburg

Maj. Gen. Albert H. Stackpole
(USA-Retired) has been promoted
from vice president to president of
WHP-AM-FM-TV, Harrisburg. He
replaces his brother, Lt. Gen. Ed-
ward J. Stackpole, who has been
named to the new position of chair-
man of the board. Cecil M. Sans-
bury, gencral manager of the sta-
tions, was re-elected executive vice
president of the operating com-

pany.

New school for ad scholars
The Chicago Council of the 4A’s has
set up The Institute of Advanced
Advertising Studies, a 30-weck
course beginning this month, to pro-
vide professional knowledge to scl-
ccted men and women engaged in
advertising,

Educational director Dr. Vernon

Frvburger is chairman of the de- |

partment of advertising of the Me-
dill School of Journalism at North-

western University. The ecurriculum |

of The Institute is divided into these
six general seetions, cach headed
by an advertising exceutive: mar-
keting concepts and deeisions—Jack
Bard. v.p. and dir. of media activi-
ties at Tatham-Laird; rescarch—
Jolm Coulson, v.p. and mgr., re-
scarch, Leo Burnett; creative—
Robert J. Koretz, senior v.p., Foote,
Cone & Belding; media— B. Blair
Vedder. Jr., v.p. and dir. of media
Needham, Louis & Brorby; account
management, David G. Watrous,
pres., Earle Ludgin; advertising in
the economy, Dr. V. Fryburger.

Classes will be held one evening
a week at the Chicago Campus of
Northwestern.

PR“grammin

The big pros in Madison radi
are on WKOW/1070. Eacl}
WKOW (exclusive) personalit:
is a leader in his field.

-,

2

%

g,
FANY

?_t.: P

‘\

ROG RUSSELL

“Wisconsin Road Show” Maestro

L
1

Advertisers never got such a ru
for their money in traffic hom
as when they latch o1 to Rog Ru
Road Show
3:30 to 7 pan. Rog highlights h

sel’s ‘Wisconszin
program with heeper-phone
ports on weather and road cond
tions right from the State Higl
way Patrol. Did we say “a m
for vour money?” Yes. all
Southern Wisconsin, That's tl
added Wit

mileage you

get
WKOW/1070’s 10,000-wa

reach and big-pro personalities.

CBS IN MADISON

WKO

TONY MOE, Vice-Pres. & Gen. Mgr
Ben Hovel, Gen. Sales Mgr

Laccy Bentson, Pres.

Joe Floyd, V'ice-Pres.

represented nationally by H-R

—_ A STATION —
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“TIMEBUYER’S| .......

whul thev are doing, buving

CORNER/ =

B Giving a hand to the Bedside Network: Julius
Joseph, Jr., Bruck & Lurie (New York) media
director, is a new member of the board of advis
ors of the Bedside Network of the Veterans Hos-
pital Radio and Television Guild.

B Buyer turns researcher: Dick Kaplan, who was
a media supervisor at D'Arcy (New York) has
been named assistant director of research for
the CBS TV owned and operated stations. Be-
fore joining D'Arcy, Dick was a timebuyer at
Dancer-Fitzgerald-Sample (New York).

® Our man in the West has been quizzing agency
media people on the Coast, says they feel that
with such a large percentage of “casualties”
among last season’s network shows, the job of
timebuving has been quite a bit more difficult
this summer, with numerous and lengthy rep-

BOB STONE:
‘““hardship’’ a real help

Sometimes a buying limitation can be a
blessing in disguise, or at least, a good
tecacher. Bob Stone, media buyer at
Foote, Cone & Belding (New York), came
to this conclusion after purchasing sched-
ules of only live tv spots for one of his

O O3 AT AT R TR RO RO RO R0 EERE TR TR T T
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buyer consultations before the issuance of or-
ders. Buyers say they will follow rating patterns
very closely this fall to sce how the newcniners
fare, and if early returns are not favoerible, some
micl-streamn switching can be expected. In many
cases, lowever, buyers are looking at prime time
franchises as Dbeing fairhy sohd mvetments
based on past experience in baying “by the seat
of their pants.”

B New York buver on the loose: The Corner
knows a buyer experienced in timebuying, and
in planning aud rescarch in all media, currently
at liberty in New York and looking for an
agency position. Know of an opening? Call us.

B In New Post at Hal Stebbins, Inc.: Jane Dar-
den has been named media dhirector at al Steb-

bins, Inc. (L.os Angeles). Jane joined in 1961

S0 ———

accounts to conform to budget restric-
tions. “With the exception of a few net-
work shows, some national advertisers
scem to be shying away from the usc of
live commercials,” Bob comments,
“whereas local advertisers regularly use
local personalities to sell their products.”
Well satisfied with the results achieved
through the use of live copv. Bobh savs in
the top 15 markets he found only three
stations which did not have a live-losted
program to deliver commercials to the
particular audience he wanted to reach.
Bob feels that the major advantage was
that copy could be adapted by cach tv
personality, instead of the necessity of
using a universal pitch. He wonders why
more national advertisers don’t consider
using this method for a good mechia buy
with FC&B more than a vear: he was a
and a gocd selling vehicle. Bob has been
broadcast buyer at Compton (Procter &
Gamble) for the previous two-and-a-half
years. He's a class of 539 craduate of
Michigan State University, where he ma-
jored in English and philosophy after a
tour with the Navy. Bob enjoys golf, but
is currently spending his spare time re-
doing his 93-yvear old farmhouse in Den-
ville, N. J., where he, his wife Mary Ann
and children Keith and Daren reside.




~ TIMEBUYER'S|

| 16 September 1963

CORNER|

B New York ageneies seck estimators: Both Ted
Bates & Co. and Doyle Dane Bernbach are look-
ing for estimators experienced in both network
and spot schedules.

® Los Angeles buyers on the move: Jerome
Howard has joined Anderson-MeConnell as a
media buyer. He was with Gertz & Sandborg as
media dircetor for three years. Petie Houle is
now with Smock, Debnam & Waddell as media
buyer after exiting at MeCann-Erickson.

H The New York Telephone Company is putting
“most” of its $150,000 “Plan Ahead — Phone
Ahead” promotion budget into the broadcast
media, according to Jack Shea, company’s ad
manager. The four-month drive will break in
April 1964 on spot radio and television in eight
major New York State markets—New York City,
Albany-Seheneetady-Troy, Utica-Rome, Bing-
hamton, Syracuse, Buffalo, Watertown, and
Plattsburgh. Many buying details of the cam-
paign have not as yet been worked out, but it
has been decided that 86 radio stations (exelud-
ing New York City) will be utilized in the effort.
Spots themselves will be built around “Meet Me
at the Fair” jingle which will urge vacationing
families to both “use the Yellow Pages” and
“phone ahead” when planning a visit to the New

SEA-SONED PROFLESSIONALS: IRTS Time Buying
ud Selling Seminar comnmittee members sail down the
Hudson during the first planning session for the upcom-
ing fall TB&SS. International Radio and Television
Sodicty committee is headed by Encore’s owner-skipper
Al Petgen (second from right, photo above) director of
lient relations, American Rescarch Bureau. Other com-
nittee members are (I-r) Erwin Ephiron, IRTS's board
alvisor to TB&SS committee and director of press rela-
tions, A, C. Niclsen Co.; Mauric Webster, vice president

68

York World’s Fair. Newspapers will supplement
campaign, along with sales promotion material.
Buyer is Bill Brown at BBDO (New York).

TV BUYING ACTIVITY

) Libby, McNeill & Libby “Cash for College
Sweepstakes” ecampaign will get under way in
California and Nevada 22 September. The one-
month drive will promote the sponsor’s vege-
tables, juices, fruits, and beef stew. The major
portion of the ad budget is being allotted to tele-
vision in the largest markets of the two states.
The “Sweepstakes” will offer eollege students a
total of 348 prizes, topped by two major four-
year college scholarships, cach with a value of
$6692. Agency is J. Walter Thompson (San Fran-
eisco); buyer is Colleen Mattice.

RADIO BUYING ACTIVITY

p Gold Seal Vineyards, New York State pro-
ducer of premium wines and champagnes, start-
ing a fall campaign 23 October for a seven- or
eight-week flight, which will be followed by a
similar flight in the spring. Company is adding
the Baltimore market to its list of New York
State markets in line with policy to move into
additional eities as distribution and budget per-
mit. (See spoxsor 6 May.) Musie shows in 6 to
8 p.m. slot will be used for live copy spots. Max-
im’s wines will be featured in the commercials
as well as Gold Seal’'s domestic products. (Gold
Seal is the distributor for Maxim’s in the United
States.) Campaign is being bought by Richard
L. Gilbert at Gilbert Advertising (New York).

IRTS COMMITTEE SAILS INTO FALL PLANS

and gencral manager, CBS Radio Spot Sales; Ilelen
Davis, mecdia supervisor J. Walter Thompson Co.; Clara
Stokes, administrative assistant, American Rescarcl Bu-
reau; Stanley Newman, vice president and director of
media, Hicks & Greist; Lioncl Shane, a.c., Harrington,
Righter & Parsons; William McDonald, acc’t supenvisor,
Norman, Craig & Kummecl; Marty Mills (seated, forc-
ground), dir, of research and promo., Mccker; Harold
Meden, Franznick-Mcden; and Sam Schneider, WL\
Radio sls. mgr., castern div., Crosley Broadcasting Corp.
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PEOPLE PACKAGE person-to-person
radio, in one giant “people package”! That's
KRMG, the friendly giant in Southwestern
radio, programmed for the entire family
and, reaching the total Oklahoma market in
one big 50,000-watt breath. People who listen,
like it . . . people who buy it, love it!

KRMG YES,

HAS PEOPLE

PACKAGE
*

}

‘ KRMG | KIOA KQEO KLEO -~

TULSA On(AnOW 8 mOois oW

SPONSOR [t ~pvvt vinenr HUnS




ADIO MEDIA

Speakers focus on ratings
at RAB Hot Springs session

Katings offered a point of agree-
ment and warning by three speak
ws representing both advertising
md government regilation at the
pening session in Radio Advertis-
ng Burcans anmnnal fall series of
\Management Conferences last week
in Hot Springs. Vi

Tarry Renfro, vice president and
radio-tv. media director of ’Arey
Advertising, salted a statement on
radio’s oflectiveness with a word
of comsel that “conflicting claims

o market  coverage, audience
measurement,  coverage  patterns,

and the like shonld be resolved.”

FCC eommissioner Kenneth AL
Con reminded radiomen of the joint
FCC-FTC statement on proper ase
of rating data and said he hopes
there will be no more need for
govermnent action.

Sull, the FTC's vigilunce on rat-
g advertising has not been relax-
ed, it was obvions from remarks by
Charles A, Sweeny, chief of the
FTC food and drug advertising -
vision. There are cases before the
FTC now to determine whether
station advertising  contains  false
and misleading inforimation on rat-
ings and andience, he said. and in
general, “we antieipate that adver-
tisciments based on speeiil survevs

will be given earcful scrutiny.”

From the advertising standpoint,
Renfro testified that radio is o
“great means to effectively reach
the greatest number of people at
the lowest cost.” At the same time
he asked stations to guit in-fighting,
“There¢ should be a concerted cffort
to go after business now allocated
to other madia,” in the view of the
medianran, who is a considerable
radio customer on behalf of An-
heuscr-Busch  and  other  D'Arey
clients.

The possible adoption of FCC
commercial standards similar to the
NAB Code occupied Cox’s atten-
tion both in his speech and later
when broadcasters confronted him
in a question-and-answer session.
The FCC is exploring whether it
can help broadcasters by “giving
muscle” to their code, Cox said.
Using a highway analogy to explain
the regulatory proposal. he asked,
“Why not leave driving speeds to
the individnal drivers®”

Cox is convinced that a single
NAB-tvpe standard would not work
for all of radio and said the com-
mission would expect to make al-
lowances for differences, as he-
tween fulltime and  daytime  sta-
tions. for example. When asked

THERE'S PROOF IN THE PURCHASE

Three KBOX (Dallas) personalities look over some of the proof of pur-
chase turned in by more than 2,000 listeners who attended a Hormel
“Hootenamny™ sponsored by the station. A product label was the admis-
sion ticket, and radio was the only mediom used in the promotion

from the floor whether better ac -
ceptance of the NAB Code migh
influence the FCC, Cox said he
understood that 30 to 35% of radi¢
stations subscribed but that if the
NAB Code could be more flexible
in regard to daytime, seasonal, an
small-market  stations and ther
could show improvement in sub
scriptions (“1 should think it migh
still be fare short of 10092 accept
ance” ). then the FCC “might be in
clined to take a wait-and-see atti
tnde about making the eodce par
of our rules.”

Referring  to  criticismm  of thﬁ
FCC’s proposed “guidelines,” Cali -
conceded, “It may be that the com
mercials limitations question wi fi=
still have to be settled on a case-by
case basis at renewal time.” r

In other points of concern to r:
diomen, Cox reminded them the
the FCC is pushing for enforee
ment of the sponsor identificatio
rule and has cracked down fi
failure to properly identify th
sponsor of a political broadcast.

.+

IRTS gears up for 1963-64

Sam Cook Digges, administrativ
v.p. of CBS Filins and new helm.
man for the International Radio an
Tv Socicty. has set into action
Hurry of fall activity by forming fix
new  committees and reactivitin
four former ones.

The new committees and  the
chairmen are College Majors Cor
ference (James M. Alspaugh, vie
president in charge of radio for H-
Representatives ), Gold Medal Jou
nal (Clifford J. Barboka, Jr.. broac
casting and marketing consultant
[nternational Commercials  Clin
(William R. Duffy, senior art ¢
rector in charge of television at M
Cann-Erickson), Speakers Bure:
(Sam W. Schneider. castern sal:
nanager for WLW Radio) ar
IRTS History (William S. Hedac
NBC vice president, retired.)

The reactivated committees ar
their chairmen are Legion of Hone
( Robert 1. Teter, station manag
and  gencral  sales  manager
WHNC-TV, New llaven). Liste
ing Post Study (Sol J. Panl, pun
lisher of Television Age). First A
nal - Television  Assembly (T
Bergmann, president of Chart
Producers Corp.) and Education
(Norman E. Walt, Jr., vice pres
dent and manager of WCRBS-TV.
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BIG question:
How can commercial
effectiveness
be increased in tv?

‘‘ oo mtton cdmen

Your wives DO watch daytime tv
1

Look

what's happening Englander’s
to television's

WESTERNS!

f

radio spots pitch
a hip market

VHOSE READERS ARE ORDERING REPRINTS
AT THE RATE OF 150,000 PER YEAR?

SPONSOR’s readers, that’s whose!

That's the editorial force of

1 | 'S_P.QES_QB.

the hoppy medium between
buyer ond seller.
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ADIO MEDIA

YOU CAN'T SELL

LONG ISLAND WITH
' NEW YORK RADIO...
‘ ke

ANYMORE THAN YOU CAN
SELL FREEZERS
TO ESKIMOS!

New York to Hempstead —25
miles. Little mileage, but more
than mileage separates New York
and Long Island. THERE ARE
BUYING HABITS! Over 31 bil-
lion dollars worth of buying hab-
its! And Long Islanders shop at
home. To cover THE BIG RICH,
ADULT-BUYING, LONG
ISLAND MARKET sceparate,
distinet and independent from
New York City—YOU NEED
WHLI .. .the station with the
powerful soll usod I)y the nation’s

10,000 WATTS
AM 1100
M 98 )

mMimPiilaD

LOWE (3LaND W ¥ b’v ‘M

PAUL GODOFSKY, Pres. Gen. Mgr,
EPH A, LENN, Excc. Vice-Pres. Sales

REPRESENTED BY GILL-PERNA

Auto owners are top F
potential audience for fm af:r'\-"
s AN

Cadillac owners, although in the
minority, nevertheless provide fm
radjo with a greater percentage of
potential audience than owners of
all other makes—at least in Cali-
fornia’s Los Angeles and Orange
counties. A survey by KCBH-FM
( Beverly Hills) shows that 3.8%
(40.000) of all fm homes in the
study area own Cadillaes, while
L.8¢ (23,000) of non-fin homes
own that make, making fin's share
of Cadillac homes 63.5%. Regard-
ing Chrysler, the report reveals that
fn butls represent 62.79% of the
Chrysler  owners, that is 6.59
(69,000) as opposed to 3.29% (41,-
000) non-fm Chrysler hhomes.

This initial  report issned Iy
KCBII-FM is directed to advertis-
ers whose madin target is the auto-
maobile owner—such as auto manu-
fucturers, oil companies, and tire
and accessory firms. Art Crawford,
the station’s commercial manager,
savs that this effort is to be the first
in a continuing rescarch program
which will make similar  studies
available each month.

The report points out that fm

homes fall slightly below nun-h]h"
homes in the number of Chevrolb
owners—32.9% of fm homes (348 !
000) include Chevys, while 33.0%
(424,000) of non-fm homes do—th#
giving fim homes a 45.1% share
lower percentage than fm hom'l
show for most other makes of Cﬂ‘#l‘f”“
Regarding intent to purchaseyli
new automobile during 1963, i
KCBH-FM survey indicates thi:
59.2% of the families with sud
intent are fin families — 11.3% 1
(119.000) as compared to 6.4
(82.000) non-fm homes. i
Delving further into the charf
teristics of fm listeners, KCBH-F (B
has found that although only 43,14k ¢
of the homes in the area own 1§
sets, 72.9% of households with afe v
nual incomes over $16,000 are |
set owners; 68.5% of the anmg—
income bracket of $12,000 to 81}
000 are fin set owners. The fm fal
ily with children averages two ch
dren per family, and the age of th‘iﬂ'
head of household of most fin fa § ¢!
ilies is between 40 and 49. Sl
The findings submitted in t
report are the result of a pub

Victorious timebuyer shows how easy it was

A Tateheson, timebnver for Tucker Wayne & Ca., wan top prize of
an am-fin-phono stereo set in a WHSB-IN contest among Atlanta agency
people. She successfully completed a ecrossward, then came clasest to

gnessing  distance from  studios to tower.
salesman Dick Yarbrough (1 and Lee Morris. WSB Radio sales megr.,

o Tr—

With her are WSB - FM
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wion survey coneieted e the
Anveles warketing area (Laos
weles and Orange counties by
wnreles Poll, o sobsiduoy of
Jolm B. Knight Co. \ total of
B home anterviens were
lee i 3O census traets during
months of NMas, June, ail Jaly
33, ind projected ta 1,056,242 i
nes
Tie nmber ol hlocks i wineh
rviewing was to be conducted
hine esteh census tract s related
the size of the population ot the
sty tratet. Maninnmm error lor a
nple of this size will range from
is or minns e to phs ov minus
. according to the statwm
BAdyertisers imd agencies man oh.
n research reports by writing
KCBIEEFNL Research, Beverls
Is. Calif. These requestuig this
a wWill receive all suhsequent re-
ts when completed

NEWS NOTES

ils vite agencies ing i recoeni-
n of their role i the vesnreence
network radio, the CBS Radio
tliates have invited nnny idver-
e agency principals to vepre-
nt their shops at the 10th Awnual
1S Radio Afhhates Assn, comven-
m at the New York Tilon 1-2 Ox-
her. Almost 200 of the ageney
ces have alrcady accepted for the
xning day lncheon.

NOK marks silver anniversary:
XOK. St. Lonis, will eelebrate its
mh vear of radio broadeasting on
) September. The station was orig
ally: licensed to the Star-Tanes
i wirs sold to Elzey Roberts, Jr
wl C. L. (Chet) Thomas i 1931
\OK moved to its present location
July of 1955 and it was sold to
orz. Broadeasting Co., its present
wmer, on 14 December 1960, Also
debrating  is KBMY.  Billings.
liich is now entering its 1Sth vew
broadeasting.

love over, Jack: KIFRC, San Fran-
sco, is one-np on Jack Benny, Sta-
i really is 39 this month, having
st taken to the wir as a crackling
Fwatter on 24 September 1924
om a stndio located on the roof of
e Whitcomb lHotel on Market
trect.

'ONSOR |6 serreyviBrR 1968

Peoples peddles SWMNN: 215 000
was puvchase price pad by 15\
Peted Johmson and fack Can ton
AWAININ, Fainont, W Vo sold by
Peoples Broadeasting Coip 1
sile and the previons one ol
WM, Frenton. N ) L ds to enable
Peoples to concertrate ats efforts
Larger muakets Jolmson s oswner ol
WOAW, Chaleston, aned Canr osvs
W DNE, Flkms, botle A Vo Black
burn was the broker i the teans
avtion

Spamish station covers No Y. wala:
KCOR, San \ntonio, first Tull-tane
Vevican - American station in the
UL 8. hos sent a twosnum team up
to New York to cover this week's
(15-20) first official celebration ol
AMevico's Independence Day, desie
ated by Mavar Wagner as “Veaie
Week.” Station will tape the festiy
ties and distrilmte coverage to the
Sombrero Network Spanish stations
ol Somth Tevas and other ontlets
subscribing to the service.

Station starts sterco sked: WTO!I
D aived Toledo’s first
phonie fi broadeast yesterday, 15
September, at 2 pon, Entitled Sun-
day Stereo Matinee, the program
Inmehes a seliedute which will ini.
tialh include 42 hours a0 week in
stereo, with progrmns selweduled
from 10-12 a.m. ek 6-11 pan. \lon
day throngh Friday, 7-10 pan. an
Saturdany s, e 2-6 on Sunchans. This
move comes jnst three sweeks alter
the move of the station nto new
facilities in the WTOL Bnildine in
dowitown Toledo, with specially
designed studios lor hroadcasting
mltiples stereo fin,

stoereo-

NEWSMAKERS

Toxy Juvws to the annonncing
stadl of WTOP, Washington, . C

Pt Rukis to merclundisine
wanager far WBIENL Tndhianapolis
He was director of promotion-pnhb-
lic relations and mevchandising for
WIRE in that city.

Croner G. Dumner to assistant
ceneral namager of AWALT, Clae

cavo. Dobinetz was formerly viee

president of the Robert . Fastman
Company.

Mok Haieek to sports direeto
of WBLC, Levngton

’/"‘!-“\'-.
e A
/'N SOUTH BEND-\ .
i Fkmaer b ™.
d :
. 449,800 3/ AN wE Witk Y
L PEOPLE WATCH i A |
N\, WNDU-TVD G ory veeser/
7 N /
R LTS g 2

TSy’

WNDU-TV

T Mt Dhome Stottiom
SOUTH BEND ' ELKHART

CALL VENARD, TORBET & McCONNELL, Inc

WHY SALES CLIMB
ALONG THE SKYLINE

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

19th!

e ———————— ]
SKYLINE

TV NETWORK
I __]

.0 BOX 2199 » 1IDANMO FALLD, 1DANO
CAKL 8L WR.O=T? AGsA COOS FOW A3 .00EV

Calt your Hollingbery off ce or Arl
Moore tn Ihe Norlhamesl or John L @G
McGu re 1n Denver

KF8B Greal Falls KXLF Butie
KVYT Tein Falle

X00X Billings
X1D ldano Fallg
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Robert E. Eastman

Eastman, before AWRT,
Lauds RAB — and Blair

Robert E. Eastinan is beating the
drums for the entire radio medium,
inchuding @ competitor in radio
sales representation. Addressing the
soutlnwest arca conference of Amer-
ican Women in Radio and Televi-
sion Saturday 14 in Houston, the
head of Robert . Eastman & Co.
plugged the Radio Advertising
Bureaun and made a gallant how to
his opposition.

Eastman also partially unveiled
a radio selling-production plan his
firm is working out with a new
company, Eastinan Pr()ducti()ns,
Inc.

The representative commended
Radio Advertising Burcau for two
projects  on  audience  measure-
meuts and market infromation on
spot advertising expenditures. “It is
unbelievable,” he  said, “that a
200 wmillion-dollar industry has for
so long remained unevaluated. This
will change in 1964.”

In the area of selling, Eastman
cited, along with the Eastman Net-
work, John Blair & Co.s “Blair
Croup Plan” as examples of selling
“ou a new platean of efficieney and
values.” The Blair plan, he  ex-
plained, “has documeuted through
its National Survey No. 1 the col-
leetive dominant andience size and
desirable audience  characteristics
of strong locally oriented radio sta-
tious.”

On his own firm’s behalt, East-
ntin premiered for AWRT three
programs [rom a supply in prepara-
tion. The "Buy 1t from Backus
Plan™ is a five-a-week series of five-

minute tapes by Jim Backus. Ea
man played samples of this and ty
scasonal promotions, the “Hol
Ilayes Plan” for the Thanksgivin
to-Christmas period and a “Hall
we'en Spectacular.” The former
programing  designed to carry
nmmnber of nou-competitive adv
tisers  whereas  the  continui
“Backus™ and one day-time “Hall
we'en” are for a single sponsor
any given market. All the Eastm
packages include production ti
placement, merchandising, and pi
motion.

The  representative,  handli
some 30 radio stations in major a
regional markets, reported that
“blue  chip” national advertisc
had bought the Eastiman Netwg
during the past vear.

‘Tommy’ Thompson name
executive v.p. for TvAR

Lamont L, Thompson has be
named executive v.p. of Televisi
Advertising Representatives. Sin
January he has served as sales me
ager and actmg general manag
tor KPIX, Sun Francisco, and ps
vioush was associated with Twv/
as v.p. in charge of its Chica
office; having joined the static
representative firm at its initiati
in July 1939. Before that, e w
director of client relations for C
TV Spot Sales in New York.

NEWS NOTES

New branch in Boston: 900 Stat
Building is the Boston office addr
for McGavren-Guild, new in tl
market. Donald L. Wilks has be
uamed manager for the office. /
other address switch involves Ad:
Young which has moved to new [
Angeles quarters in the Sunsct-V-
Tower, 6290 Sunset Boulevard. T
phone is 1HO 2-2284,

NEWSMAKERS

J. Wireaan Mason to manager
the Atlanta office for Storer Te
vision Sales. He was southern sa
manager for Storer Programs.

st Fraxars to manager of C
Radio Spot Sales in San Francis

ANTHONY M. SANTINO to accot
exeentive for Metro TV Sales, $
IFrauncisco.
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"SYNDICATION

. Anthologies &
‘‘westerns top
164 synd pic

Mwor'r <o ont an a lenh, bt it
looks as of the 196165 sea
m in the svndication ficeld may be
oud for the star-packed antholog
raa series and quuality. western
h entare series, | may clangs iy
iind after | see the finst ratines this
saison, but that’s the wav it Tooks
ight now " This prophesy from fen
irestone, vice president and gen-
ral manaver of Four Star Distribn-
ion Corp., represents lis hest “ed-
cated sness™ for the neat season,
which
orm the “scicnee”™ of svadication.
Firestane’s intevest in a precise,
k Beicutific approach  to marketing
ecisions is not an academie one.
Millions of dollars often ride on .
cision to release a series nito
vodication,” he asserts. "Aml von
an't use o ervstal ball ot those
rices. Onee vou release a series
ito distribution, von tike on tre-
nendons residial payments. Resid-
mly for the whole
ricvered by vour very finst sale
vhether it's New York City or
shreveport. Therefore, vom've vot
o be pretty certain that the series
vill sel”
Presently in the position of T -
ng put together the ofl-network
ibravy Jor carly 1964 release, Four
tar Distribution is Keeping a sharp
e on drama and quadity western
wWventire, both strong on the net-
vorks this scason. “\We are taking
1 long look at vur own off-network
wssibilities i these fields,” said
‘irestone, “such as the June Allyson
M. David Nicen Show, Block
saddle, and The Plainsien.”
Other news from Fonr Star in-
hides the move of Leo AL Catinan
rom director of advertising, sales
promotion. and  publicity Tor the
Distrilntion Corp., ta viee presi-
lent of FST Advertising, another
vholly  owned subsidiary of Fonr
tar Television. Although no longer
lircetly with the syndication arm.
sutman will continite to direct all
dhvertising, sales promotion. aid
publicity for Four Star Distribution
orp.., plus Four Star Television In-
ternational. | 4

vsed o varions  eriteria

conntry ire

SOR ‘10 skeve~imbr 1

UA-TV closes 5 more deals
on Wolper documentaries

Five mew advertisers have heen
added to the United ArtstsSTs rap
s prowne roster ol chents tor
the siv David Walper brst vun sy
divated  onedionr dramatic doca
wentary specials

New bhvers are Fels & Co o fin
New York and Chicago; Thenieh
Clussrolet Dealers Tor Rochiester,
Public Service Co. ol Colorado tor
Denver. Blne Cross Bline Shield
tor Jacksornille, Orkando, and \hi-
amg, MeAlping Departnient Store
tor Cincitmati

These sponsors biving timein
cight cities added to siv sponsors
alreday sivned for 32 cities — Lib-
erty Muatual, Bast Oliio Gas, Pitts.
burgh National Bank, Dallas First

National, Union & New Tlaven
Frust. Minocapolis - Twin - Cities
Federal Savings — give UASTV a

total sponsorship i 10 cities thas
tar Tor hoth regional and local buss.

The doenmentaries are: Decem-
ber 70the Day of Infamy, The Yonks
ure Connng, The American \Woman
in the 20th Century, Ten o Sec-
onds that Shook the World, The
Rise and Fall of Amencan Com-
manism, Berling Kaiser to Khruo-
shohee.,

NEWS NOTES

Bozo clowas in four Far Eastern
markets: Bozo, the “clown prinee”
ol international tv, s now appear-
my in four additional foreien mar-
kets: Hong Kong, Singapore, Bane-
kok, and the Federated States of
Malaysiae Bozo library consists of
136 five-minute adventores and 52
cartoon storvhook  adventnres. 1t
now appears in §53 U0 S markets
as well as many foreign markets
Idea expressed by sellers: Kids ap-
parently: react the same wav to
humor in many arcas of the world

Four Star Tv sales voing smoothly:
During the first siv months of thas
vear Four Star Television Intera-
tional racked up SLITE.591 in sales
the  company reports. Orgameed
this Februany, the overseas arm of
Four Star Television now has rep-
resentatives in 31 conntries and s
dubbing in siv foreien Lingoages
Four Star at howme also reports

bitstoess gome well Usaally <o
sidered o slaw monthom the svnde
cation hield, Yueast has bronebt w
SU00 On o total of 12 sl sans
Len Fwestone, swee preside ot aond
weneral nnmager Vore sales were
mnde durme \ngost than danng
NIAY ()'I"'r “'l”llll (ll 'l" AW BN} l."\\
ever the total medollaes dul not top
March and Apnl both of winch
were nulhon dollar months T
Rifloman sas big Angnst seller The
sertes sold o AYNBO TN i Gl
[T ated O other nrakets lues now
Tt o sades total of 62

Syndicates farm anarket filin series:
The prodicts and services of the
avrienltneal marke t of seven west
ent states form the basis for a new
werkly seres ol ladf-hemr public
service iy shiows heing prodnced Ty
\ueri-Viston, Ine., of Los Angeles
Vice president Clamp Cross reports
25-30 stations are already listed o
carry the series starting in Jamany
Pilot films are now being shown on
the Coast and are available to an
stations interested i the western
farm nuarket

Embassy promo kit for tv: i
hassy Pictires s offering o sprecial
kit of promotional materials on
cronp ol ity major pictures to ty
stations aronnd the conutry, The kit
ntliizes materials and  teclmignes
adapted from the campaigns de-
vedoped and ased Dy Embuissy pres
wdent Joseph B Levine for original,
theatrical  distribmtion of tlne at
Kit includes prodiction
enidis containing cast, eredits and

trateions

svitapses, ad mats seene stills, e
seription ol slides and aceessories
that are betng made available te
tv o stations, and sngeested eaplorta
ton campaigis.

U\ income plimges: Umted Artists
Corp. reported first-half net cam
mus for 1963 of SN2,000, compuared
with $2.003.000 for thee comparable
period of the previons vear UAS
world-wide gross income for Jann-
ary-June this vear was $19.971.000
agdinst S62.066.000 i 1962 Tl
represents T cents per share thes
vear e ST last UNTV, the
teley ision arm of UAL Bas fonr-and
a-half honres of new network shosws
bowme for 1963-61 These meluds
The Fnzitne, The Outvr T umits
Fhe Patty Duke, for ABC TV

-
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Investment Opportunity

He's learning to feed your work force.

It'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 cquip him for this gigantic task we must all contribute
something. Planning, thought, money, love, training. Peace.
Above all, pcace 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 investnient in that youngster. To protect
th vestment, you can join with other leading American
h n to promote the Treasury's Payroll Savings Plan

>. Savings Bonds., The Plan works for soundness in

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

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

When you bring the Payroll 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. Call your |
State Savings Bonds Direcfor. Or write today to the Treas-
ury Department. United States Savings Bonds Division,
Washington 2§, D.C.

1t does not pay for this advertisement. The Treasury Department thanks, for their patriotism, The Advertising Councll and this magazine.

SPONSOR/16 sepTEMBER 19638




News from nation's

Interest to admen

» WASHlNGTON WEEKl capital of special

Yy Everything was coming up roses for broadcasters' rating situation
last week--but there are some thorns to be rockoned with.

NAB proudly announced corraling of nine rating services, including
all majors in the Rating Council’s accrediting and auditing program. The
nine are: A. C. Nielsen; American Research Bureau; C. E. Hooper; Trendex ;
Pulse; Alfred Politz; Sindlinger; SRDS Data, Inc., and Trace of San Fran-
cisco.

The association happily reported approval by Chairman Oren Harris,
of the House Commerce Committee, on the NAB rating progress. NAB also
beamed over get-togethers with advertising association people from AAAA
and ANA on rating research standards.

NAB questionnaires to top rating services apparently are being
answered willingly. Questions will comb down through Nielsen’s national
and local tv service, national audience composition and New York Metro-
politan service; ARB's national ratings and audience composition, local
tv and N. Y. service; Pulse and Sindlinger national radio, and Hooper's
local radio service--among others.

Y Donald H. McGannon, Ratings Council chairman, even hopes to bring
Radio Advertising Bureau into close harmony with NAB research.
McGannon hopes new talks will end discord. RAB may be reluctant to

yield in its determination to get a new advertising status for radio via

independent audience research on indoor and outdoor reach.

Recent warning by Rep. Harris during Arkansas Broadcaster meeting
that the "only way®" broadcasters can audit rating services is to do it
collectively--may nudge the harmony along.

Yk Biggest thorns in the rating flora are Harris Investigations Subcom-

mittee staff insistence on only broad-gauge audience claims--and
diatribe by FIC's Charles Sweeny on station advertising based on exact
rating claims.

Broadcasters can live with less exact ratings--but shudders go down
every spine at prospect of FTC's stern scrutiny of every station puff on
audience measurement. Particularly since there is as yet no government
or industry standard or audit by which broadcaster can measure validity
of rating claims.

Sweeny, who is FTC major domo in food and drug and broadcast adver-
tising, warned recent RAB gathering at Hot Springs that probe of mislead-
ing rating claims by stations is in full swing.

Y% Federal Trade Commission is apparently not waiting for official
standards and rating audit service to be set up by NAB.

Nor is it waiting for the Harris Investigations Subcommittee to con-
firm its staff's informal recommendation to broadcasters to forego exact
audience rating claims. Premature FTC roughing up of local stations could
bring Hill wrath.

OR/16 sepTEMBER 1963
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interest to admen ‘.

~WASHINGTON WEEK | S5

%% It is doubtful that the FCC will continue to lock horns with Congress
over stopwatch limiting of broadcast commercials, based on NAB Code
or any across-the~board formula.

Rep. Oren Harris, chairman of the FCC's parent Commerce Committee,
left the way open for FCC to withdraw gracefully from its heavily criticized
stand, in his recent talk to Arkansas broadcasters. Rep. Harris reminded
broadcasters that even if the FCC is legislatively barred from rulemaking
limiting commercials, over-commercialism is still subject to FCC regu-
lation.

Regulation would be on a case by case basis, and excesses in commer-
cializing would be estimated as an aspect of licensee's year-round pro-
graming.

** FCC Chairman E. William Henry showed that his feelings are still strong

on limiting commercials, during a Federal Communication Bar Asso-
ciation luncheon here last week.

Henry said he'd heard some comment (obviously uncomplimentary) from
a delegation of foreign visitors at the commission, on commercials in U.S.
broadcasting. The FCC chairman rather grimly suggested they might help by
submitting comments in the FCC's rulemaking-—deadline now 30 Sept.

FCC Cmnr. Lee Loevinger was guest of honor at the luncheon, but he
stuck safely, and humorously, to FCC's administrative problems.

** Radio broadcasters with dual am-fm operations are nervously standing
with one foot in the boat and one on the dock, while the FCC decides
future severances in programing and ownership.

Deluge of protests on FCC's plans for both am and fm services will
climax in 16 Sept. deadline for comment. NAB led off early with plea to
keep the am and fm matters separate—a suggestion strongly made in dissents
to the combination aspect of the May notice by Cmnrs. Hyde, Bartley and Ford.

NAB protests proposed bar to common am-fm ownership or program dupli-
cation within a community; the "open invitation" to new applicants to
muscle in on dual operations at renewal time; and the limitation of am
assignments on the basis of population.

** Whatever became of the old-fashioned "individual responsibility" of
alicensee, as set down in the Communications Act?

This question is bombarding the FCC from all directions. Rep. Harris,
in his Arkansas reading of a letter to commission, practically ordered it
to leave the fairness doctrine's modus operandi to individual broadcasters.
Harris said FCC's latest notice to let-'em-all-answer on controversial
programing in any category, would put the commission into daily program
supervision to a staggering degree, processing complaints.

NAB President Collins, also at Arkansas, warned broadcasters they were
partly at fault for deferring to ratings and advertisers.
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Reproduced by comtery of TMIY

...the Camera, the TK-60!

You'd expect it to be! Wherever TV achievement and
youthful imagination are highlighted, this deluxe
Camera of new RCA camera is pretty sure to be at the scene.

\ fhe Stars¥

The Most Trusted Name in Television
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NBC and/CBS

Shows are on

3 WAPI-TV 47 4
BIRMINGHAM ln

When you place a schedule in the Birm-/ 'l
ingham market you can be sure that there
are no "'weak’’ nights on WAPI-TV. Check
this impressive list of greats. And too,
WAPI-TV has the best movies from every
major feature film package.

s

erenased P

o

-
—sem
[

ﬁ
{ 'z |
- gy

P }

S

o F

[ — '!'! p ‘
o \\I‘-‘! mn

v¥r Bonanza v¢ The Virginian v NCAA Football
7¢ Beverly Hillbillies ¥z Danny Kaye Show
v¢ Andy Griffith ¢ Dr. Kildare

v¢ Richard Boone v¢ Mr. Novak ¥¢ The Merv Griffin }
v¢ Huntley-Brinkley :

i

i

¢ Perry Mason v Bob Hope Report
v Dick VanDyke ¢ Joey Bishop .
Show % The Defenders ¢ 'he Lieutenant
¥ Red Skelton ¥¢ Gunsmoke 7¢ Espionage
Garry Moore ¥r NFL Pro Football Yr Eleventh Hour

< WAPI-TV

BIRMINGHAM, ALABAMA

REPRESENTED BY HARRINGTON, RIGHTER AND PARSONS, INC.




