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Under the shelter of a single, all-embracing KPRC-TV
sales plan. Programs, spots, participations — every kind
of television you need, all through one source: KPRC-
TV, Channel 2, In Houston, Texas. All through ore
man: Your Edward Petry & Co. representative. And all
paid for with one easy-to-handle monthly payment. One
station, one man, one payment — that’s the orne modern
way to buy Houston television.

P.S. A friendly KPRC-TV representative is waiting for

el K P E E T v

HOUSTON, TEXAS CHANNEL 2

“One station, one man, one monthly check to pay — that's the
modern KPRC-TV way!”’

Courtesy of Travelers
Insurance Companies,
Hartford 15, Connecticut



WE LIKE TEACHER ..

Usually a note from teacher means trouble. Not
in this case. We got a letter from D. A. Van Valken-
burg, Asst. Professor of Business Administration at
Taylor University . . . and he was complimentary!
This is what he said:

“I wanted to let'you know why WJR has always
been about the only station I have listened to
regularly, and the reasons I appreciate it.

“1l. GOOD news coverage. I like your regular 15-
minute programs. Most other stations cover only
the ‘headlines’ . ..

“2. GOOD music. We need more and more of your
fine musical programs. Having a ‘fine arts director’

W)

780 KC

. TEACHER LIKES US

is excellent. I enjoy not only your ‘classical’ musie,
which few stations ever use, but also your ‘sane and
sensible’ popular music . . .

“3. GOOD sports coverage. Having always been a
Tiger fan . .. I appreciate a ‘power station for night
baseball.” I appreciate your carrying the Lions
football games, too.

“4, GOOD programming. I consider WJR to be a
‘reputable, class, progressive’ radio station . . .”

What more can we say? If you'd like to talk to a
receptive, heads-up adult audience in the money belt
of the Great Lakes, ask your Henry I. Christal rep
for the facts on WJR.
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R DETROIT

50,000 WATTS

<

RADIO WITH ADULT APPEAL

Listeners appreciale our complele range program-
somelhing for everyone—every day.

ming . . .



to Houston

... is the growth that has been experienced over the last dozen
years which makes it the most remarkable metropolitan area in
America. Billions in building and population surge well past the
two million mark attest to the past and present vitality — the
future economic oppartunity.

Vital to Houston too is KTRK-TV, keeping pace with this
growth as it offers ever-increasing quality of television service.

KTRK-TV  The Chronicle Station

P. 0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC - HOUSTON CONSOLIDATED TELEVISION CO. - NATIONAL REPRESENTATIVES: GEO. P. HOLLINGBERY CO., 500 FIFTH AVENUE, NEW
YORK 36, N. Y. « GENERAL MANAGER, WILLARD E. WALBRIOGE; COMMERCIAL MANAGER, BILL BENNETT
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Best buy in the Lancaster/Harrisburg/
York area today. This Channel 8 station
is far and away the favorite in these three
metropolitan markets and in many other
communities as well. WGAL-TV delivers
this responsive, prosperous viewing
audience at lowest cost per thousand.
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Channet &

Lancaster, Pa.
NBC and CBS

STEINMAN STATION
Clair McCollough, Pres.

Representative: The MEEKER Company, Inc. New York - Chicago « Los Angeles « San Francisco
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WGN spreading ® WGN Inc., Chicago
(WGN-AM-FM-TV), is in process of
making its first acquisition of broad-
cast property outside Chicago. Deal is
expected to be closed this week for
established am-tv facility in another
midwestern market. WGN is paying
several million dollars cash. Stations
it's buying are major network affiliates
in both tv and radio. Ward L. Quaal.
WGN vice president and general man-
ager, is pursuing expansion plans in
other parts of country too.

Payroll peekers ® Word is out to In-
ternal Revenue Service offices to pay
particular attention to tax returns of
radio and tv station personnel. First
concrete action along these lines took
place last week when IRS agent called
on southern station and asked to see
payroll books. He told management
this was according to directive from
national headquarters.

This stems from payola scandals that
erupted last fall. At that time, IRS had
observers sitting in on congressional
hearings. There’s no doubt, either, that
information dredged up by Federal
Trade Commission and by FCC has
been relayed to tax hounds. National
IRS headquarters in Washington re-
ported in answer to inquiry that earlier
this year instructions went out to all
regions to pay particular attention to
broadcast personnel returns. How this
is handled is up to individual regional
and district offices, it was indicated.

NBC gratitude ® For their perform-
ances during political conventions
which won network top ratings, half-
dozen key men in production and
direction at NBC News, as well as
Huntley-Brinkley air team, have re-
ceived tangible recognition from NBC.
Huntley and Brinkley, it's understood,
were awarded more than their con-
tracted fees, while others benefitted in
assignments or trips.

Senate opening ¥ Sen. Warren G.
Magnuson (D-Wash.), chairman of
Commerce Committee and spokesman
in all matters pertaining to broadcast-
ing, is looking for new top assistant.
Irv Hoff, his right bower as administra-
tive assistant, has resigned effective
Sept. 1, prior to joining Sugar Refiners
Assn. as Washington representative.
But during September he will be work-
ing for Democrats in finance area for
election campaign. Mr. Hoff’s successor

probably will be from state of Wash-
ington and will be versed in that state’s
problems and politics.

Watch this ® There’s sleeper legislation
pending at this bobtail congressional
session of concern to communications
media. It's Senate-passed Mundt bill
(S 3736) which has innocuous title of
“creating a commission to be known as
the Commission on Noxious & Obscene
Matters and Materials.” It's primarily
aimed at pornographic booklets and
literature but could extend to motion
pictures, tv, radio and all other com-
munications media. Measure is now
pending before House Committee on
Education & Labor and pressure is on
among reform groups for hearings at
this short session.

Measure would establish 17 member
commission, a la Hoover Commission,
to determine means to combat such
traffic and report to President and
Congress by Jan. 31, 1962. On group
would be one broadcaster member,
along with representatives of other
media as well as public.

Bookshelf ® Advertising Council may
have “best seller” in its new booklet on
public service programming paying
tribute to volunteer agencies (see
EpITORIALS, page 114), NAB, it’s
learned, has ordered 2,100 copies for
nationwide distribution, and those rela-
tively few others who have seen book-
let, released today, are singing its
praises. Author was Gordon Kinney of
Council! staff.

Conelrad idea ® Receiving greatest
acclamation from broadcasters at
Gettysburg, Pa., annual Conelrad
meeting weekend of Aug. 6 was sug-
gestion by John Sherman, WCCO
Minneapolis-St. Paul, that AT&T be
required to furnish gratis lines for use
of each state defense network during
alert and immediately thereafter. Sub-
ject received thorough airing but no
definite action was taken.

Conelrad meeting drew 180 repre-
sentatives of broadcasters, common car-
riers and private relay operators. FCC
defense commissioner Robert E. Lee
announced at meeting that all govern-
ment agencies had approved NIAC
plan for handling flow of civil defense
information to broadcasters on national
basis.

Kahn's pay tv ® Irving Kahn, Tele-
PrompTer president, is still moving

CLOSED CIRCUIT:

ahead in his belief in future of pay tv
on community antenna systems. He's
just about closed deal to acquire his
fifth catv property, in Eugene, Ore.
Eugene catv has about 4,000 connec-
tions. There are 7,700 subscribers in
his present stable of four (Silver City
and Farmington, New Mexico; Raw-
lins, Wyo., and Liberal, Kan.).

Some time ago Kahn was negotiating
to buy group of 11 catvs in Arizona
(with one in Californiq), This i~ Ap-
tenna-Vision Inc. chain—in Christmas,
Clifton-Morenci, Globe-Miami, Hol-
brook, McNary, Ray-Sonora, Safford,
San Manuel, Snowflake and Winslow,
all Arizona, and Big Bear, Calif. They
total about 10,000 connections.

Cronkite ad libs ® Whether it's signifi-
cant or not, CBS News has something
different going. Newsman Walter Cron-
kite, subbing for vacationing Douglas
Edwards, has thrown away scripts, is
using only notes and ad-libbing nightly
news reports on CBS-TV. When inevi-
table question is asked, CBS authorities
deny move was prompted by NBC
Huntley-Brinkley walk-away with po-
litical convention ratings. Actually, they
say, it’s something veteran Cronkite has
wanted to do for years. On theory he
has repeatedly proven he’s master ad
libber, they're letting him do it.

AFA address m Advertising Federation
of America has packing cases ready for
move to Madison Avenue to be an-
nounced soon by AFA board chairman
James S. Fish, advertising vice presi-
dent of General Mills. Shift from
present quarters on New York’s West
Side to long-term lease in center of ad
business underscores shelving of plans
to transfer headquarters to Washington
as was once contemplated. New address
is 655 Madison Ave. and attractions in-
clude more space and new conference
room-reference library, which associa-
tion hopes will attract more visitors.
Move is scheduled some time after
middle of next month.

While AFA’s announced postpone-
ment of old plan to move to Washing-
ton, and new lease in New York, seem
to put off any transfer for matter of
years, there is still school of thought
within organization that eventual move
to capital is inevitable and probably
will come to pass in future. For pres-
ent, AFA Washington office remains
at present Associations Bldg. address.

Published ev Monday, 53rd issue (Yearbook Number) published in September by BroabcastinG PusLicarions Inc.,
ubtished € ell"?)':ls DoensaaIZs S:zr, lesv%. Washington 6, D. C. Second-class postage paid at Washington, D. C,



WLOS-TV...
King of the Carolina Triad!

VIRGINIA

NORTH
CAROLINA
e

SOuUTH
CAROLINA

" THE CAROLINA TRIAD
6 Sfafes « 62 Counlies

WLOS-TV reigns supreme in this rich, six-state
area . . . ranks first in every day part!

Every day of the week, from 9 a.m. to midnight . . .
an average of 34,000 homes per quarter-hour!
That’s what WLOS-TV delivers, according to the
March ARB for Greenville-Asheville-Spartanburg.
And that’s 108.6 % more homes than station ““C”” and
21.4% more than station “B”’! So if you're looking
for coverage, for audience, for impact, make sure
your message goes out to the Carolina Triad from the
South’s highest tower, WLOS-TV. Get the

complete story from your PGW Colonel.

WLOS-TV a &3

Serving

GREENVILLE — ASHEVILLE — SPARTANBURG

A Womelco Enterprise

gf Represented by Peters, Griffin, Woodward, Inec.
‘!..’ Southeastern Representative: James S, Ayers Co,




e WEEK IN BRIEF_-

How many years for a tv spot? ® Coast Federal Sav-
ings & Loan Assn. of Los Angeles went on the air seven
years ago with filmed spots showing a live rabbit that
plunked money into a toy bank. No one bothered to
estimate the life expectancy for the commercial. But
the viewers fell in love with Mr. Bunny and raised a
clamor whenever a change was attempted. Now a new
bunny and a new spot have come along. They had to.
The old film master just plain wore out from making so
many prints. Patricia Burns Perkins, assistant adver-
tising director of Coast Federal, tells about it in this week’s MoNDAY
MEMo. Page 20.

MRs. PERKINS

SRA booms single rate ® Representatives association urges all stations
to drop the “general™ and “retail” rate distinctions in favor of a single
rate for both classes of business. Page 27,

Political buying begins ® Major parties get organizations ready for the
autumn campaign; timebuying gets under way; party officials are working
on plans for the Nixon-Kennedy on-the-air debates. Page 32.

That hale on Magoo ® It comes from General Electric’s thousands of
bulbs, sales for which the cartoon character has lit the way. He'll be
campaigning in the fall backed by $1 million fund. Page 34.

CBS Radio’s cutback ® Affiliates board and network officials reach
agreement on a plan to eliminate daytime serials and some other pro-
grams; introduced 10-minute newscasts on the hour and five-minute
news on the half-hour. News, public affairs and personality programs
would become the backbone of the network’s regular schedule. Page 46.

The story of RPI = Radio Press International, a trail-blazer in the field
of independent voice news services for radio, is now keeping the listeners
of 52 stations posted on national and world events. Page 52.

Rebuttal for tv’'s critics ® Jesuit’s thesis analyzes tv's current program
fare and finds that the common complaints on shows aren’t entirely
founded. Page 60.

$5 million for 31,000 = Jerrold sells its nine community antenna sys-
tems to H&B American Corp. Charles L. Glett, tv pioneer, is named
president of H&B and of the subsidiary to run catv operations. Page 66,

Fight Miami and Boston decisions ® North Dade Video Inc. and
Boston Herald-Traveler file petitions with the FCC to reconsider ex parte
verdicts. National Airlines, whose WPST-TV Miami must go off the air
Sept. 15, is expected to file a federal court appeal. Page 76.

Something they’ll swallow ® Pastore Senate unit, after hearing the
broadcasters’ side of the story, is sending payola bill to the floor in a
more palatable form: minus license suspensions and with a modified
forfeiture provision. Page 80.

Suspension in jeopardy? ® Rep. Harris tells Arkansas broadcasters
that several members of the House have expressed opposition to pending
measure suspending Sec. 315 for presidential campaigning. Page 88.
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LANSING

The latest Hooper
proves that ...

WILS

is the markets'

NO. 1

STATION

STATION
TIME W__._,_"'S B
Mon ,-Fri.
7:000m 63.1
12:00 noon L
Mon.-Fri.
12:00 noon 66.5
600 pm 14.2

C. E. Hooper — Jan., Feb., March, 1960

with 5000 WATTS

WILS

leads Station B in
power by 20-1

. all of which maokes WILS
the very best buy to serve and
sell the Lansing maorkels' 313,-
000 residents

represenied by Vemond, Rintowl B Molonmell

WILS is
asrochated with w I L x - T v
MBC = CHAMMNEL 10
sfudieas Iin LANSING -
JACKSDOMN = BATTLE CREEK
oed WPOMN - Pontiac




MORE OF EVERYTHING IN

WINSLano

...........................

.........................................

WINSIQIId Population 1 7,1 27,000 Retail Sales $22,5 39,1 89.90

EQUALS THE NEXT 3 MARKETS COMBINED

Los Angeles
Chicago 17,413,700 $25,003,063.00

Philadelphia

EQUALS THE NEXT 7 MARKETS COMBINED

Detroit 1
San Francisco

Boston

Pittsburgh 17,413,000 $22,881,884.00
Washington, D. C.
St. Louis
Cleveland

WINSland is also larger than the next 17 combined markets (12 through 28). Radio
WINS can reach this fabulous market for substantially less than the cost of comparable

coverage in the composite areas above.

Metro area data from Standard Rate and Data Service.

BROADCASTING, August 15, 1960
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FCC ORDERS CAMPAIGN PROBE

Details on handling of politics must be filed

Questionnaires seeking detailed in-
formation on political broadcasts in
all categories, plus monies received,
are being mailed by FCC to all li-
censees and national networks. All
stations—with separate answers re-
quired for am, fm and/or tv combina-
tions—and ABC, CBS, MBS and NBC
must reply by Dec. 5.

FCC is mailing questionnaire under
mandate of special watchdog subcom-
mittee of Senate Commerce Commit-
tee, which was formed to keep close
watch over stations during 1960 cam-
paign (BROADCASTING, June 20). Ques-
tions cover period from Sept. 1 to
Nov. 8, date of general election.

Subjects covered include (1) gen-
eral station policy with respect to politi-
cal broadcasts; (2) editorials support-
ing candidates and steps taken to air
“reply” statements; (3) use of stations
by candidate or his representative, in-
cluding whether appearance is sustain-
ing or paid and amount of mony re-
ceived; (4) appearances of candidates
only on network and lecal programs
and announcements, and (5) total
amount of time devoted to individual
candidates, including offices sought,
party represented and whether ap-

pearance was exempt from Sec. 315.

Stations and networks were told to
detail all requests for time which they
had denied. Also, detailed breakdown
of actual appearances, whether an-
nouncements, programs of less than
five minutes and more than five min-
utes. Aspirants for all offices, from
President to justice of peace, are cov-
ered.

In separate questionnaire to net-
works, FCC ordered them to list call
letters and cities of all stations which
turned down sustaining political pro-
grams. Networks were also charged
with giving affiliates complete break-
down of network total political pro-
gramming time by parties.

Each licensee will be sent two ques-
tionnaires—one to be returned to FCC
and second for station’s file. In cover-
ing letter, commission reminded sta-
tions of their responsibility under Sec.
315 to “. . . afford reasonable oppor-
tunity for the discussion of conflicting
views on issues of public importance.”

Political survey was compiled by
Hyman Goldin, chief of FCC Econom-
ics Div., after consultations with mem-
bers of Washington legal fraternity and
networks.

Free air trips
start CAB probe

Three foreign airlines have been
charged with bartering free trips to
Europe for plugs on radic and tv and
in newspapers.

Complaints filed with Civil Aeronau-
tics Board were directed at German

Lufthansa, French Air France and
Belgium Sabena.
Practice violates U.S. regulation

which requires that air carriers charge
money for transportation and services
rendered.

In listing details, CAB enforcement
office said airlines had deals with fol-
lowing ameng others:

Lufthansa—Eugen  Geissler, pro-
ducer of German Hour, KSTL St
Louis, Mo.; WDLB Marshfield, Wis.;
WKFM Chicago, Ill.; CFCF Montreal,
Que.; WNEW New York.

Air France—Richard S. Robbins Co.,

New York, for advertising, publicity
and/or promotional services on The

Price Is Right television program;
Albert Black, Lido Beach, N.Y., for
advertising and/or publicity on Play
Ball television program.

Sabena—Richard S. Robbins Co.,
New York, for The Price Is Riglh
tv program.

Court asked to halt
Miami expiration

National Airlines went to court Fri-
day in attempt to prevent its Miami
ch. 10 from going dark Sept. 15.

It told U.S. Court of Appeals in
Washington that FCC erred in issuing
July 14 decision vacating 1957 grant to
airline subsidiary and issuing permit
to L. B. Wilson Inc., only one of four
Miami ch. 10 applicants found untarred
by ex parte brush.

Commission has no authority to take
such actions, owner of WPST-TV
Miami told court, because case was
remanded to determine whether any
hanky-panky took place and whether
grant should be voided—not to issue

AT DEADLINE

E OF THE WEEK BEGINS ON PAGE 27

final orders on its own.

Court told FCC to hold hearings and
make recommendations on what it
found and what it proposed to do,
National Airlines said.

At the same time, airline company
petitioned FCC to stay effectiveness of
its July 14 order pending outcome of
court appeal.

Also on Friday, L.B. Wilson Inc.
asked FCC for 90-day special temp-
orary order to permit it to begin con-
struction immediately and to be able to
begin operating by Sept. 15 in order
to maintain continuity of ch. 10 service
in Miami.

FCC had ordered WPST-TV off air
by Sept. 15.

L.B. Wilson asked for STA because
FCC grant was based on seven-year
old application. Changes that have oc-
curred since then, L.B. Wilson said,
have required acquisition of new an-
tenna site, equipment changes, etc.
Wilson request also indicated meagre
0.3-mile shortage in mileage separa-
tion from site proposed by several
Largo, Fla.,, ch. 10 applicants and its
own. Mileage separations between its
site and existing stations meet require-
ments, it stated.

Earlier in week, North Dade Video
Inc., also original Miami ch. 10 ap-
plicant, asked FCC to reconsider July
14 order which found that it too was
tainted by off-record activities (see
page 76).

Satellite in orbit
relays lke’s voice

They're bouncing radio signals off
1,000-mile-high reflector following suc-
cessful launching of first passive satel-
lite balloon from Cape Canaveral Fri-
day morning.

Echo I, 100-ft. diameter, aluminized
balloon went into orbit after being
ejected from Thor-Delta rocket.

Voice of President Eisenhower was
relayed via 10-story-high reflector with-
in hours after launching. Reception
was “loud and clear” according to re-
ports. Collins Radio used satellite for
transmissions between Texas and Ce-
dar Rapids, Towa. U.S. Army is re-
ported ready to launch active repeater
satellite soon.

Payola report due

Senate Commerce Committee late
Friday had obtained assent of 16 of its
17 members to report payola bill
(story page 80) to floor today (Mon-
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AT DEADLINE......

day) or tomorrow, with amendments
added by Pastore subcommittee to
knock out license suspensions and to
modify forfeiture provisions. Chairman
Warren G. Magnuson predicted easy
passage of bill in Senate.

Agencies affiliate

Affiliation agreement was announced
Friday by Edward H. Weiss & Co.,
Chicago-based agency, which bills $15
million, and Allmayer, Fox & Reshkin,
Kansas City. Coincidentally, Thomas
J. Lipton Inc. announced its Wish-Bone
Div. account would move from AF&R

to Weiss, along with S. Jerome Resh-
kin, executive vice president, who con-
tinues as account supervisor. Kansas
City agency has handled Wish-Bone
advertising for past nine years.

B Business briefly

L&N set ® Lennen & Newell is odds-on
bet to be named today (Aug. 15) as
agency for Cities Service Co. (petro-
leum products), major eastern regional
account. Company is heavy in spot
radio (estimated $1 million in 1959),
uses spot tv to lesser degree (about
$150,000 in 1959). Ellington & Co. has

been agency for past 13 years.

Norelco drive ® North American Phil-
lips Co., N.Y., which for entire year
1959 spent over half-million dollars
gross for spot tv, will break in Septem-
ber with *“over $1 million campaign”
in spot television for new electric
Norelco shaver with “floating head,”
which has been on sale only since July
1. Norelco will be in minimum of 157
stations in 138 markets on weekends.
only, also may use network tv and
radio spot. New campaign will run until
Christmas. C.J. La Roche, N.Y., is
agency handling Norelco’s campaign..

WEEK’S HEADLINERS

R o o S e~ WL T h G p e D e o R Dy o e,

Eugene H. Alnwick, sales director, MBS, resigned Friday.
Mutual President Robert F. Hurleigh in announcing accept-
ance of resignation said successor had not yet been selected.
Mr. Alnwick noted he planned to continue in advertising
field, though not in network radio. He began selling for
Mutual in 1957 and became sales director in July, 1959.
His past associations include Dancer-Fitzgerald-Sample,
Compton Adv. and C.J. La Roche.

George J. Abrams, president and chief
executive officer of Cosmetics & Toiletries
Div. of Warner-Lambert Pharmaceutical
Co., resigns. Mr. Abrams said last week he
expects to affiliate with an advertising
agency or manufacturing firm—*"an ad-
vertiser”. Mr. Abrams spent four years at
Revlon, leaving firm in Feburary 1959
when he was advertising vp. Before his
Revlon post, he was vp of advertising and
sales at Block Drug Co., and earlier was with Eversharp
Inc., Anacin Co. (now part of American Home Products)
and National Biscuit Co. Mr. Abrams at Warner-Lambert
had responsibility for Richard Hudnut, DuBarry and Sports-
man lines.

o

MR. ABRAMS

Forrest Owen, vp and
general manager of Los
Angeles office of Wade
Adv., transfers to Chi-
cago headquarters as ex-
ecutive vp. Paul Mc-
Cluer, executive vp of
Chicago operation suc-
ceeds Mr. Owen in Los
Angeles. Mr.Owenjoined
Wade in 1944 as radio director, moved to Los Angeles
office in 1946, then to New York in 1946 to open agency’s
new office there. He returned to Los Angeles in 1956 as vp
and general manager. Mr. McCluer joined Wade in 1951
and was named vp and board member in 1959. Previously,
he had been with NBC for 20 years, serving as sales manager
since 1941.

John Elliott Jr., vp and director of BBDO, N.Y., to Ogilvy,
Benson & Mather, N.Y., as senior vp and member of execu-

MRr. OWwWEN

Mr. McCLUER

10

tive committee, which is made up of some half-dozen agency
seniors. Mr. Elliott had been with BBDO around 10 years.
and was management supervisor on duPont account. OB&M
does not make public executives’ account responsibilities,
but Mr. Elliott is joining agency at time when it is aligning:
staff to service new Shell Oil account.

William M. McCor-
mick, vp and director of
sales at WOR New York,
named president of Yan-
kee Network Div. of
RKO General Inc.
(owned by General Tire
& Rubber Co.), and gen-
eral manager of WNAC-

McCorRMICK AM-TV, WRKO-FM
Boston, effective Aug. 22. He succeeds Nerman Knight,
who asked to be relieved to devote time to public affairs
and public service both in and out of broadcasting field and
to private interests (he is president and sole stockholder of
New England stations WHEB Portsmouth, WTSV-AM-FM
Claremont and WTSL Hanover, all New Hampshire, and
WEIM Fitchburg, Mass.). Mr. McCormick joined WOR
in 1946 as account executive, moved up in sales posts,
for three years (1954-57) serving as regional sales manager
with responsibility for New England, Philadelphia and New
Jersey. He was elected vp and director of sales in 1959,
having become sales manager of WOR division in 1956,
Mr. Knight has headed New England operation for RKO
General since 1954.

MR. KNIGHT

Robert Liddel, head timebuyer at
Compton Adv., New York, promoted to
associate media director, one of four at
agency. He is taking over network negotia-
tions for Compton, function which previ-
ously had been split up between media
director (Frank Kemp, vp) and pro-
gram director (Lewis H. Titterton, also
vp). Mr. Liddel started with Compton in
1952, handling media detail and moved
up through buying department until
buyer of radio and tv last year.

MR. LIDDEL

he became top

NIy FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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WHIS-TV

Channel 6, NBC-ABC
Bluefield, W. Va.

Serving more than 300,000 homes within
the rich Central Appalachian Area, and

WH I S RADIO

5,000 watts day - 500 watts night, NBC

Serving 70,000 homes in the same rich area

proudly announce the appointment of

SELECT STATION
REPRESENTATIVES

effective August 1st 1960

represented by

SELECT STATION REPRESENTATIVES
in New York, Philadelphia, Baltimore, Washington

WEED AND COMPANY

in the Midwest and on the West Coast

CLARKE BROWN COMPANY
in the South
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Storer Broadcasting Company has learned
that responsible, responsive audiences are
the keys to success in broadeasting. We’ve

learned that the best way to develop such

audiences is to operate in the public interest.
We’ve learned, too, that before you can sell
a product or an idea, you first must earn

your position within the community, both

as a good neighbor and as a broadcaster
of integrity.
For 33 years Storer stations have had

responsible, responsive audiences. We are
appreciative of this continued interest and
confidence; and we will do everything with-
0 in the bounds of good taste and highest
community service to keep them.

STORER BROADCASTING COMPANY

33 years of community service

Radio Television
DETROIT. . WJBK DETROIT....... WIBK-TV
CLEVELAND....WJW CLEVELAND.. WJW-TV
TOLEDO...WSPD MILWAUKEE.. WITI-TV
WHEELING .. WWVA ATLANTA...... WAGA-TV
PHILADELPHIA... WIBG TOLEDO........ WSPD-TV
MIAMI.. WGBS

LOS ANGELES...KGBS
NATIONAL SALES OFFICES: 625 Madison Ave., N.Y. 22, PLaza 1-3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498



News

(nuz) n.

1. a report of a
recent event

2. e.g. the immediate
coverage and
analyses of critical
issues provided by
wmcea’s expanded
news-public affairs
department.

THE STRAUS BROADCASTING GROUP

wiica

NEW I YORK AM Radio Sales
BUFFALO BB Jack Masla & Co.. Inc.

I

RADIO PRESS |INTERNATIONAL

A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS
{*Indicates first or revised listing)

AUGUST

Aug. 14-20—Broadcast Responsibility Seminar.
Among participants will be Louis Hausman, di-
rector of Television Information Office; A. Louis
Read, vice president and general manager of
WDSU-AM-FM-TV New Orleans, and Richard
Salant, CBS vice president. Syracuse U., Syra-
cuse, N.Y.

Aug. 19-20—Texas AP Broadcasters Assn. Baker
Hotel, Mineral Wells.

*Aug. 21-23—South Carolina Broaccasters Assn.
summer meeting. Holiday Inn Motel, Myrtle Beach.
Vincent Wasilewski, NAB vice president for gov-
ernment  relations, will be guest speaker.
Aug. 22-26—National Catholic Communications
Seminar, Manhattan College, New York. Held
under the auspices of the Nationai Catholic Wel-
fare Conference.

Aug. 23-26—Western Electronic Show & Con-
vention, Memorlal Sports Arena, Los Angeles.
Rear Admiral Joseph A, Jaap, director of de-
velopment programs, Office of the Chief of Naval
Operations, will speak at all-industry [uncheon
Aug. 26 at Statler-Hilton Hotel.

Aug. 24—Northeast Radio Network annual af-
liates meeting. Statier Club, Cornell U. campus,
Ithaca, N.Y.

Aug. 26-27—O0klahoma Broadcasters’ Assn. West-
ern Hill Lodge, Wagoner.

Aug. 29—NAB Radio Code Review Board, NAB
headquarters, Washington, D.C.

Aug. 29-Sept. 2—American Bar Assn. Annual
convention, Statler-Hilton Hotel, Washington, D.C.
President Eisenhower will address opening session,
2 p.m. Aug. 29 at Sheraton-Park Hotel.

*Aug. 29-Sept. 3—American Assn. for Educa-
tion in Journalism annval convention. The Coun-
cil on Radio and Television Journalism will spon-
sor three broadcasting events: an address on con-
vention and campaign broadcast Coverage by
Samuel J. Sharkey, editor of NBC News; a
panel discussion on radio-tv education against
the background of the mass communications ap-
proach, and a session on research. Pennsylvania
State U., University Park, Pa.

SEPTEMBER
Sept. 1—Comments due on FCC proposal to add
additional vhf channels to several principal mar-
kets through reduced mileage separations. Also
under consideration are new engintering curves
for use in plotting assignments. This is continu-
ance of June 20 deadline. Reply comments now
due Sept. 16. (Dockets 13340 and 13374.)
Sept. 2-4—West Virginia Broadcasters’ Assn.
annual fall meeting. The Greenbrier, White Sulpher
Springs.
Sept. 12-15—FPremium Advertising
America. Hotel Astor, New York.
Sept. 12-13—Radio Advertising Bureau course
(in eight cities) on better radio station manage-
ment. Starved Rock Lodge, Utica, N.Y.
Sept. 15—Southern California Broadcasters Assn.
luncheon at Hollywood Knickerbocker. Cunning-
ham & Walsh executives will discuss radio
problems.

Sept. 15-16—Public Utilities Advertising Assn.

Assn,  of

Region 5 meeting. Tampa Terrace Hotel, Tampa,
Fla.

Sept. 15-16—Radio Advertising Bureau course
{in eight cities) on better radio station manage-
ment. Lincoln Lodge, Columbus, Ohio.

*Sept. 15-17—British Columbia Assn. of Broad-
casters annual meeting at Kelowna, B.C.

Sept. 16-18—UPI Minnesota Broadcasters fall
meeting. Sawbill Lodge, Tofte, Minn.

Sept. 18-20—Louisiana Assn. of Broadcasters
convention. Sheraton-Charles Hotel, New QOrleans.
Sept. 18-21—Assn. Canadienne Radio Television
Francaise annual meeting. Alpine Inn, Ste. Mar-
guerite, Que. Among the speakers will be Dr.
Andrew Stewart, chairman of the Board of Broad-
cast Governors, and Murray Brown, CFPL-AM-
FM-TV, president of the Canadian Assn. of
Broadcasters.

Sept. 19-20—Radio Advertising Bureau course
(in eight cities) on better radio station manage-
ment. Pocono Manor Inn, Pocones Manor, Pa.
Sepi. 19-21—Institute of Radio Engineers na-
tional symposium on space electronics and tele-
metry, Shoreham Hotel, Washington.

°Sept. 20-21—Atlantic Assn. of Broadcasters
annual meeting at Amherst, N.S.

Sept. 22—AP Michigan Broadcasters meeting.
St. Clair Inn, St. Clair, Mich.

Sept. 22-24—Advertising Federation of America
Tenth District conventioen. Little Rock, Ark.

Sept. 22-24—Michigan Assn. of Broadcasters fali
convention. St. Clair Inn, St. Clair, Mich.

Sept. 23—FCC has scheduled oral argument aon
23 applications for extension of time to con-
struct uhf tv stations, pursuant to hearing order
of June 11. For list of stations see FOR THE
RECORD, Aug. 1 issue.

Sept. 23-24—Institute of Radio Engineers, Pro-
fessional Group on Broadcasting sponsors 10th
annual broadcasting symposium. Willard Hotel,
Washington, D.C.

Sept. 26-27—Radio Advertising Bureau course
(in eight cities) on better radio station manage-
ment. Willlamsburg Inn, Williamsburg, Va.

Sept. 26-30—Board of Broadcast Governors
meeting at Ottawa, Ont., for hearing of station
applications.

Sept. 28—Assn. of National Advertisérs workshop
on advertising management. Ambassador Hotel,
Chicago.

Sept. 28-29—CBS Radio Affiliates Assn. annual
convention. Waldorf-Astoria Hotel, N.Y.

Sept. 29-30—Radio Advertising Bureau course
(in eight cities) on better radio station man-
agement. Diplomat Hotel, Hollywood, Fla.

“Sept. 29-Oct. 3-—Alabama Broadcasters Assn.
annual fall meeting. Stafford Hotel and U. of
Alabama campus, Tuscaloosa,

OCTOBER

?0ct. 1-2—Illinois News Broadcasters Assn. fall
meeting. Faust Hotel, Rockford. Tentative pro-
gram plans include session for major state can-
didates in fall elections.

Oct. 2-4—Advertising Federation of America
Seventh District convention, Chattanooga, Tenn.
Oct. 3-4—Radio Advertising Bureat course (in
eight cities) on better radio station management.
Terrace Motor Hotel, Austin, Tex.

Oct. 3-5—Institute of Radio Engineers sixth na-
tional communication symposium, Hotel Utica and
Utica Memorial Auditorium, Utica, N.Y

Oct. 4—Retrial of former FCC Commissioner
Richard A. Mack and Miami attorney Thurman
A. Whiteside, charged with conspiring to rig the
Miami ch. 10 tv grant (first trial ended in
a hung jury).

“Qct. 4—NAB Tv Code Review Board meeting,
NAB Headquarters, Washington. Girdle-bra ad-
vertising and theatrical film clips wused in tv
promotion are among board problems. Plans will
be drawn for integration of code operations
among Washington, New York and Hollywood
offices.

Oct. 4-5—Advertising Research Foundation an-
nual conference. Hotel Commodore, N.Y.

Oct. 5-8—Radio Television News Directors Assn.
annual International Convention, The Queen Eliza-
beth, Montreal, Quebec, Canada.

Oct. 6-7—Radio Advertising Bureau course ({in
eight cities) on better radio station management.
Rickey’s Studio Inn, Palo Alto, Calif.

*0ct. 10—FCC’s inquiry into tv network program
selection practices will be resumed in the U.S.
Post Office & Court House, 312 N. Spring St.,

BROADCASTING, August 15, 1960



Remember When It Used To Be True That
“You Can't Satisfy Everybody™?

That was before the Encyclopaedia Film Library became available to the
program director — before Trans-Lux Television Corporation put a choice
of 101 program ideas, from over 700 film subjects, at his beck and call.
Now, neither the mechanical-minded moppet, nor the budding batting
champion, need look further than the channel where EB Films are shown.

The EBF library contains subjects that appeal to every taste, on every
audience level. Some are largely educational, many are solely entertaining;
most, you will agree, provide perfect ‘“‘edutainment.”

You can live with the insistent clamor for upgrading TV generally, and for
high-type public service programming specifically, by integrating EB Films
into existing formats and by creating new programs for this purpose.

In the days before Trans-Lux pioneered EBF, the answer to the problem might
well have been, ‘‘You can’t satisfy everybody.”

625 Madison Ave. - New York 22, N. V.
PlLaza 1-3114-5 - For information contact
RICHARD CARLTON, Vice President
In Charge Of Sales * new vork - cHicaso - HoLLYWOOD

4th in a series
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WSTV-TV

CNANNEL
The Best of CBS and ABC O
STEUBENYILLE—WHEELING
Rapresentnd by Avery-Knodel, Ies.

WRGP-TV

YOUR

PRODUCT'S ﬂmmem:‘""“
BEST s mu;lg[hﬂ-'n ;
FRIEND IS -
WRDW-TV
The Bast of CBS and ABC 12
AUBUSTA, BEORGIA

. Fopruseated By Avory-Keadel, Ine.

WBOY-TV

 The Best of NBE and CBS 12

 CLARKSBURG, WEST VIRGINIA
' Reprosemisd by Averp-Knedel, lnic.
EEES Newast member of The FRIENDLY ' :
*Group serving over a million people with 721 | - r .
million dollors to spend. The best of (BS ond ABC CHANNEL
For Rates and Avails The Best of CBS and ABC '2
® IN AUGUSTA: R. E. Metcalfe, TA 4.5432 . mmr MISSOURI

® iN NEW YORK: Lee Goynor, OX 7-0306

presonied by Avarp-Knodel, Ing,
Represented Nationally by Avery-Knodel, Inc. e : :

A pdtch Cords . " $84cc »».,.‘i,
/" Looping Plug i '

available,™ * -
for us®wwith,

Nem;_{ larke
Jack<Panels

»

LARKE COMPANTYT

OIvEBION OF YITRD CORFORATION OF AMERIC A e

210 JESUP -BLAIR DRI - SILVER SPRING, MARYLAND JUNIPER 335000

”””””””””””ﬂ””’
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Los Angeles. This phase of the proceeding will
deal with film tie-Ins.

QOct. 10-11—Radie Advertising Bureau course
(in eight cities) on better radio station manage-
ment. Town House, Omaha, Neb.

Oct. 10-12——Institute of Radlo Engineers na-
tlonal electronics conference, Sherman Hotel,
Chicago.

Oct. 1l—wisconsin Fm Station Clinic. Center
Building, U. of Wisconsin, Madison.

Oct. 11-14—Audio Engineering Society 12th an-
nual convention, Hotel New Yorker, N.Y.

*0ct. 13-15—Mutuval Advertlsing Agency Network
third and final 1960 business meeting and fall
creative convention. Bismarck Hotel, Chicage.
Oct. 16-17—Texas Assn. of Broadcasters falt
convention. Sheraton Dallas Hotel, Dallas.

Oct. 16-18—National Education Television &
Radio Center annual meeting of managers of af-
filiated stations. Rickey’s Palo Alto, Calif.

Oct. 16-22—Fifth International Congress on
High Speed Photography, sponsored by the Society
of Motion Picture & Television Engineers. Shera-
ton-Park Hotel, Washington, D.C.

Oct. 18-21—National Assn. of Educational Broad-
casters annual convention. Jack Tar Hotel, San
Francisco.

Oct. 20-—Southern California Broadcasters Assn.
luncheon at Hollywood Knickerbocker. Anderson
& McConnell executives will lead the discussion.
*0ct. 23-26—Central Canada Broadcasters Assn.
annual meeting, Montreal, Que.

Oct. 25-26—Engineering sectlon, Central Can-
ada Broadcasters Assn., King Edward Hotel, To-
ronto.

Oct. 31-Nov. 2—Institute of Radio Engineers radio
fall meet, Syracuse, N.Y.

NOVEMBER

Nov. 3-4—0hio Assn, of Broadcasters fall con-
vention. Columbus Athletic Club, Columbus, Ohic.
Nov. 13-16—Assn. of Natlonal Advertisers an-
nual meeting. The Homestead, Hot Springs, Va.
Nov. 16-18—Television Bureau of Advertising
annual meeting. Waldorf-Astoria, New York.
Nov. 26—Utah-Idaho Associated Press Broad-
casters Assn. convention. Twin Falls, Idaho.

AWRT Conferences

Sept. 16-18—American Women in Radio
& Television board of directors meeting.
Statler-Hilton Hotel, Washington, D.C.
Sept. 23-25—AWRT southwest area con-
ference. Skirvin Hotel, Oklahoma Clty.
Sept. 30-Oct. 2—AWRT southern area
Music City, USA conference, Andrew Jack-
son Hotel, Nashvlile, Tenn.

Sept. 30-0ct. 2—AWRT New England con-
ference. Springfleld, Mass.

Oct. 7-8—AWRT Heart of America con-
ference. Chase Hotel, St. Louis.

Nov. 4-6-——AWRT Pennsylvania conference.
Harrisburg, Pa.

AAAA Conventions

Oct. 13-14—American Association of Ad-
vertising Agencies, central region annual
meeting. Ambassador West Hotel, Chicago.
Oct. 16-19—AAAA, western region annual
convention. Hotel del Coronado, Coronado,
Calif,

Nov. 2-3—AAAA, eastern region annual
conference, Biltmore Hotel, New York.
Nov. 30—AAAA, east central region an-
nual meeting. Statler Hilton Hote!, Detroit.

NAB Fall Conferences
Oct, 13-14—Biltmore Hotel, Atlanta
Oct. 18-19—Sheraton-Dallas, Dallas
Oct. 20-21—Mark Hopkins, San Frantisco
Oct. 24-25—Denver-Hilton, Denver
Oct. 27-28—Fontenelle, Omaha, Neb.
Nov. 14-15—Statler Hilton, Washington
Nov. 21-22—Edgewater Beach, Chicago
Nov. 28-29—Biltmore Hotel, New York
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JOHNSTOWX - CHANNEL G
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Sure, you have to look at statistics when
you’re buying TV time. That’s all right with
us at WJAC-TV because both A. R. B. and
Nielsen rate us tops in the Johnstown-Altoona
market.

But there’s more to the story than cold figures
---people buy products, and people over-
whelmingly favor products they see on
WJIAC-TV. Mr. Roman Pijanowski, Adver-
tising Manager of The Peoples Natural Gas
Company in Johnstown, knows this, and he
says:

“Although my company does not sell gas ap-
pliances directly to the public, we know, from
talks with appliance dealers and home builders,
that people buy gas dryers, furnaces, gas lights,
water heaters, ranges, refrigerators and inciner-
ators because they see them on WIAC-TV.”

Statistics . . . yes, we have them. And we have
sales success stories, too. Both prove that
WJAC-TV is the station to buy in the Johns-
town-Altoona Market!

get the whole story from

HARRINGTON, RIGHTER
AND PARSONS, INC

17



NETWORK PROGRAMMING

AIR POWER - CODE THREE - SAN FRANCISCO BEAT - NAVY LOG
SHOTGUN SLADE - TRACKDOWN - THIS MAN DAWSON - 26 MEN
THE CALIFORNIANS - THE HONEYMOONERS - MR. ADAMS AND EVE
MEET McGRAW - DEADLINE - BOLD VENTURE - COLONEL FLACK
SILENT SERVICE - FLIGHT - PANIC - POLICEWOMAN DECOY
IT'S A GREAT LIFE « INTERPOL CALLING - YOU ARE THERE
HIRAM HOLLIDAY - MIKE HAMMER - BOLD JOURNEY

WwPiX-11 1S THE “Network Station” for Spot Advertisers in New York! Audiences have
learned to expect network quality entertainment every night on wpix-11. Advertisers

know that of «ll seven New York stations only wriX offers so many opportunities to

place minute commercials in prime evening time in such network quality programming.

And Nielsen has proved that wpixX audience incomes, home ownerships, jobs, etc. are
the same as on the leading network station! You’ll never find “mail order” or
over-long commercials on WpIX-11. You will find important looking programs,
only the best advertisers and a proved quality audience...on a station that has a
healthy respect for the rate card. Where are your 60-second commercials tonight?




ETWORK AUDIENCES

A. C. Nielsen recently studied his entire New York sample, both Audi-
eter and Recordimeter-Audilog homes, and found “no significant
Hifference'’’ between the kind of people who watch weix 11—New York's
eading Independent station—and New York’s leading Network station.
e Nielsen “WPIX AUDIENCE PROFILE" study provides a direct com-
barison of audiences for the prime qualitative categories of: FAMILY
NCOME - HOME OWNERSHIP « AUTOMOBILE OWNERSHIP - SIZE OF
"AMILY - AGE OF HOUSEWIFE - OCCUPATION, HEAD OF HOUSEHOLD
om 7:00-11:00 PM, seven nights a week. Qualitatively they are equal.
s Nielsen states: “NONE OF THE COMPARISONS YIELDED A SIG-
IFICANT DIFFERENCE!"”

NETWORK ADVERTISERS

The Procter & Gambie Co. = General Motors Corp. - Bristol-Myers Co.
General Foods Corp. = Chrysler Corp. = American Airlines, Inc. « Col-
gate-Palmolive Co. « R. J. Reynolds Tobacco Co. « Warner-Lambert
Pharmaceutical Co., Inc. « United Air Lines, Inc. + General Mills, Inc.
National Biscuit Co. « U.S. Rubber Co. + Brown & Williamson Tobacco
Corp. « Ford Motor Co. = The Coca-Cola Co. « General Cigar Co.
Borden's « Trans-World Airlines, Inc, « Vick Chemical Co. « P. Lorillard
Co. « Best Foods « U. S. Tobacce Co. « Texaco Canada Limited

Kellogg Company « Miles Laboratories, Inc. - The American Tobacco
Co. = Cannon Mills, Inc. = International Shoe Co. « Firestone « Gulf
Qil Corp. = Sterling Drug, Inc. - Lever Brothers Co. - and many more.

PRI

new york

The ONLY New York independent
qualified to display the
SEAL OF GOOD PRACTICE.



MONDAY MEMO

from PATRICIA BURNS PERKINS, assistant advertising director, Coast Federal

How many years for a

Savings & Loan Assn.. Los Angeles

tv spot?

How long should a tv spot run? That’s
a simple enough question and it would
seem simple enough to answer, prob-
ably by saying that it should run as long
as it’s attracting attention, arousing in-
terest, achieving identification and gen-
erally doing a job for the advertiser.

But in real life it’s not that simple.
How can you tell how long is long
enough? Coast Federal has just put a
new commercial on tv in Los Angeles
in place of one that may have achieved
the longest time-in-use record ever
chalked up. And even now we aren’t
quite sure whether to mention with
pride or with faint apology that our
Coast Federal rabbit has been putting
silver dollars in a coin-bank replica of
our Sth and Hill St. building for more
than seven years while a trio merrily
sang “If it’s safety you want most, open
your savings account at Coast” to the
tune of “Pop Goes the Weasel.” This
was not on a now-and-then basis or on
a single channel but year-in, year-out
on three network channels, with much
extra scheduling four times a year in
“reinvestment” periods.

Whether this antiquity is actually
unique we don’t know (we’d be inter-
ested in rival claims!). We do know
that our change to a new spot has cre-
ated much comment. But the really im-
portant question to us is whether view-
ers will be as strongly and favorably im-
pressed by the new spot as they were by
the old one.

Rabbit Reasoning ® When the Coast
bunny first took to television I wasn't
around, so I'm not sure what success
was anticipated for his debut. I do know
that he created a response beyond any
anticipation and that this response never
ended. In the week after the new com-
mercial replaced the old one we were
still answering letters from fans who
wanted to settle neighborhood argu-
ments about the seven year old com-
mercial with first-hand information as
to whether the bunny was really alive
and, if so, how he was trained to do
something so un-rabbit-like. Thousands
of account holders are in our records
as having brought their savings to Coast
because of “rabbit.” This succinct data
shows up because all personnel know
what it means and, besides, the space in
our records for entering the reason for
choosing Coast is small.

There is no question that our rabbit-

act tv spot has been the most highly
identified tv commercial for any savings
and loan association in this market. It
is quite possible that it has been the
most highly identified tv commercial
for any business or product in this mar-
ket. Literally millions of Southern Cali-
fornians can tell you that Coast Federal
is the savings and loan with “that cute
rabbit” on television.

All of which helps to explain why
Coast kept on using the same spot for
so many years. We did have other spots.
We had a “dancing dollars” commercial
and a “flying carpet” commercial. When
we used them, alternating with the rab-
bit, protests arose. People wanted to see
the rabbit all the time. Then we had
numerous revisions of the rabbit spot—
such as breaking into the coin-deposit-
ing sequence to show the building in a
cross section with small, separate rooms
holding small, separate rabbits to tell
the story of Coast branch offices. People
didn’t like it. They liked the rabbit put-
ting coins in the bank.

So it is simple fact that Coast kept

Pat Burns Perkins was continuity chief
at KLZ Denver for several years,
then program director at KMYR there.
She later became radio-tv creative head
at Schwimmer & Scott, Chicago, and
copy group head at McCann-Erickson
there. She also worked as a freelance
writer and advertising consultant in
Los Angeles until 1959 when she joined
Coast Federal.

Coast Federal’'s tv bunny

20

the same spot so long because every
time a new one was considered or made
it brought up the serious question of
whether it could possibly do as good a
job as the spot in use.

Reason to Change ® The folks at
Telepix Corp., who had filmed the rab-
bit-with-coins spot, at last began to warn
us repeatedly that something had to be
done because they couldn’t assure us of
good prints from the old footage and
the sound track was getting scratchy.
We gave in. We said we would make
new spots, but only if we could get
something as good as we had, Which
of course was the same old problem but
with new urgency. We were firm that we
wanted another rabbit act and though
we were encouraged to consider anima-
tion or even the possibility of a me-
chanical rabbit, we insisted on a live
rabbit. The scarcity of live rabbits doing
amazing things appropriate for adver-
tising one of the largest savings and
loan associations in the country became
a serious problem.

Then a fortunate set of circumstances
developed. Fulton Shaw, the man who
trained our original rabbit, came to Cal-
ifornia to run Old MacDonald’s Farm
as a part of Knott’s Berry Farm, the
well-known tourist attraction at Buena
Park. Mr. Shaw had a number of beau-
tiful rabbits. Phone calls were made.
Conferences arranged. Everyone had
ideas—folks from Coast; from Gum-
pertz, Bentley & Dolan, Coast’s adver-
tising agency, and from Telepix.

New Bunny, New Trick ® So it hap-
pened. We have new tv commercials
with a real, live bunny who amazingly
arranges alphabet blocks to spell
C-O-A-S-T while a trio merrily sings
“If it’s safety you want most, open your
savings account at Coast.” In some
spots he gets the letters arranged in se-
quence, in others he gets them out of
sequence, but they always spell Coast.
There are several endings, but the end-
ing that is exciting almost as much
comment as the spelling act itself is
the one where the bunny twitches his
ears in a very special way.

People are writing and caliing us to
say, “I like the one where the ears
twitch, How did you ever get a rabbit
to do all that?”

How long should a tv spot run?
We're still minus an answer. But we do
know seven years was not too long
for the first Coast Federal rabbit.

ran 7 years
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Absinthe
Fappé

.0l
New Orleons
Faverde

) TN

As served at Lafitte’s Blacksmith Shop

Romper Room, WWL-TV’s standout morning
show, delivers the audience at the lowest cost-per-
thousand of any kid show in the New Orleans
market—even lower than afternoon kid shows.

It makes sound sales sense to catch the kids in the
morning before mom goes to shop—not in the late
dash of simple syrup, a dash afternoon, when she has already completed her
of criket® and 1% figgers day’s shopping. ARB (April, 1960) shows Romper
ofi any abinihe sibdiile; 9 Room leading all competition with a 9 rating.

such as Herbsaint. Drip water

Fill 10-0z. tumbler with
finely crushed ice. Pour in &

Represented nationally by Katz

WWL-TV -

NEW ORLEANS
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over ice until tumbler is filled.

Voila—frappé! If you pre-

fer it served as a cocktail,
remove ice,




BRAND-NEW:
Out of the thousands of

SATURDAY EVENING POST
stories read and loved by millions
of Americans, ITC now proudly
brings to television first run,

for the first time, the

Pat O'Brien
. . . hard-hitting
action

June Lockhart
... tender
romance

Everett Sloane
... Western
adventure

Charles Coburn
... tongue-
in-cheek

farce

Pulitzer Prize-winning

authors like MacKinlay Kantor,
Conrad Richter, Stephen Vincent
Benet . . . and many others.

INDEPENDENT
TELEVISION
CORPORATION

488 Madison Avenue » N.Y. 22 « PL 5-2100

OPEN MIKE®

Catching customers

EDITOR: Recently 2 prominent adver-
tising agency executive labeled the ra-
dio medium a “catch-all.”

I don’t know exactly how he meant
it but suspect that he may have inad-
vertently expressed a definition of the
medium which is very pertinent to un-
derstanding its values and uses.

Spot radio is unquestionably the
catch-all medium.

It catches-all the men in the morn-
ing while shaving, dressing, driving to
work. It catches them on-the-go when
other media cannot reach them. . . .

It catches-all the housewives mostly
in the kitchen when they are using
household products. . . .

It catches-all the teenagers (the head-
waters of your market) in their rooms,
cars, beaches.—Robert E. FEastinan,
Robert E. Eastman & Co., New York.

Selling local radio

EDITOR: Through the years we have
systematically converted merchants who
use handbills or circulars into users of
KMAR by employing the following
method: After every circular mailing
we salvage all the circulars discarded
at the post office or on the street and
return them to the sponsor. This has
invariably resulted in the reallocation
of the circular budget into a KMAR
schedule. Every merchant has appre-
ciated this service because of the
money he has saved and the business
he received as a result of his KMAR
advertising.—Si Willing, General Man-
ager, KMAR Winnsboro, La.

Roy Rogers sells for Nestle

EDITOR:. . .Our good client, The Nestle
Co., and a number of our Roy Rogers’
manufacturing licensees have decided
that they would like to have reprints of
[the feature article on Roy Rogers
Show, page 78, July 18] in the hands of
their sales staff—particularly in connec-
tion with the contest to which the article
refers at some length. We would, there-
fore, appreciate permission to repro-
duce the article intact . . .—Edward
L. Koenig, Jr., President, Roy Rogers
Syndication Inc., Beverly Hills, Calif.

[Permission granted.—THE EDITORS.]
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SUBSCRIPTION PRICES: Annual subscription
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in South Florida, the nation’s fastest-growing area-market,
WTVJ—among all media—delivers the largest daily circulation!
Only WTVJ will give your schedule complete coverage of this
dynamic growth area. Obtain the facts of WTVJ's exclusive,
total coverage of South Florida from your PGW Colonel.

SOUTH FLORIDA
PACES THE NATION!
POPULATION GROWTH
1950-1960

(new U.S. Census Estimate)

THREE PRIMARY COUNTIES
UP 122%
(Dade, Broward, Paim Beach)

12-COUNTY SOUTH FLA.
MARKET — UP 108.3%

Total Population 1,699,149




40 YEARS

Radio Station WW] in Detroit, the world’s first commercial broadcasting

station, celebrates its 40th Anniversary on August 20.

Pioneer electronics inventor Lee DeForest who designed WWJ’s first
transmitter—20 watts—has stated, as reported by Time and Newsweek
Magazines: “On the night of August 20, 1920, the first commercial
broadcast station in all the world was opened.” The station has been on

the air regularly every day since that time.

Other W WJ programs during 1920 included:

August 31 — Relurns of local and stale primary eleclions. Thal hundreds of lisleners
heard the relurns in (heir hornes was duly documenled by The Detroil
News the following day.

September 4— WWJ Radio was lhe source of nusic for a dancing parly al a privale
home.

September 6 — Resull of the Dempsey-Miske fight, broadcas! wilkin seconds of receiving
the bullelin from wire services.

September 22— Firsl “vocal concert” by radio. Miss Mabel Norlon Ayers sang several
solos accompanied by phonograph music.

October 5— Scores of the World Series game (Brooklyn vs. Cleveland).

November 2— National eleclion relurns (Harding vs. Cor), broadcasl over a period
of four hours.



While we are forty years old, we consider ourselves younger every
day. Our present concept of TOTAL RADIO keeps the station in tune with the
times—and with present-day listeners.

TOTAL RADIO is for the total population. It features Detroit’s most
complete radio news center which presents the total news—comprehensive,
balanced and believable.

Listeners of all ages get their share of entertainment and information
from WW s popular music, concert music, classical music, sports and weather
reports and special features.

Advertisers, of course, benefit from this broad-gauge programming, and find
it perfectly planned for moving merchandise in the nation’s Fifth Market.

W WdJ raDIO

Detroit’s Basic Radio Station
NBC Affiliate

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC.
OWNED AND OPERATED BY THE DETROIT NEWS



@ . Thanks to some homework reading,
gy J?J‘-—-ﬁ an HR&P salesman came across a
~ story in one of the food trade papers
about a drug company that had
developed something new. This was
a product making it possible to freeze fresh fruit, without
discoloration, in your home freezer. The decision to mar-
ket in a new field, however, brought up many problems the
drug company had not faced before.

e |

The HR&P man called its ad manager and his agency to
present spot TV as logical for the job — and to ask if he
could help in the overall marketing effort.

Turned out he could. They welcomed
his ideas on test markets and stations
(from the HR&P list, of course). ,
Besides developing effective spot TV ©
schedules, he said he'd also be glad to =~
hOW tO line up brokers in those markets...supply them with mer-
chandising material for their salesmen...arrange for
mail-pull tests . . . and, in general, hold the new product’s
hand until it got started. Which it did, in a prompt and

unfreeze prospering manner .

Result: within a year, this advertiser
bloomed from two test markets_to 37
markets. What’s more, the schedule
was expanded from six to 13 mid-
Summer weeks! Our man’s initiative
paid off for HR&P stations and for the spot TV industry.

a prospect. ..

= L
i .
ol s L
Tt

‘WE ApMIT that things like this don’t happen every day, but
neither are they unusual in our shop. That’s one reason
why we put such a premium on creative flair and resource-
fulness in selecting our sales staff. Another is because, rep-
resenting one medium only, we need place no artificial lim-

itations on the creation of new business for the spot TV
industry. Uniquely, we can afford to be creative both ways.

T,

Carter Knight,
Boston office

HARRINGTON, RIGHTER & PARSONS, Inec.

NEW YORK + CHICAGO « DETROIT . ATLANTA + BOSTON + SAN FRANCISCO « LOS ANGELES
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NOW A BIG PUSH FOR SINGLE RATE

Rep association says national-local differences are obsolete

The solid weight of the Station Rep-
resentatives Assn. was thrown behind
the one-rate movement in spot radio
and television last week.

The association’s members unani-
mously recommended that all television
and radio stations wipe out the distinc-
tion between “local” and “national” or
“retail” and ‘“‘general” rates and adopt
“a single rate policy for all spot broad-
casting.”

The move, being made public today
(Aug. 15}, represented the most sweep-
ing single endorsement the single-rate
movement has received in years of con-
troversy. SRA’s membership of 20 rep
firms, including many of the leading
companies in the business, represent
350-400 tv stations and about 850 radio
stations. Many non-members of SRA
also support the one-rate concept.

Individual Decision = SRA endorse-
ment does not mean that stations nec-
essarily will follow suit. That decision
is up to the stations individually, as
SRA took pains to point out. But ob-
servers agreed that SRA’s stand should
carry more weight than any single en-
dorsement among the many that have
built up among stations and station
groups over the years.

The historic problem in applying dif-
ferent rates for “national” and “local”
business is in deciding which advertis-
ers are eligible for which classification.
Many national and major regional ad-
vertisers traditionally seek through
their local distributors or other local
outlets to get the local rate, which is
lower than the national.

In its variations this situation be-
comes complicated and stations often
find it difficult if not impossible to en-
force the national rate in all cases
where they think it should apply. The
problem worsens when competing ad-
vertisers insist on the same deal.

In the process, agencies frequently
say theyre embarrassed to find that
clients have been able to make better
deals directly with stations than
the agencies themselves could make
through their normal dealings with sta-
tion reps. In some cases national agen-
cies claim they have lost control of
their budgets—and their commissions
—because clients elected to deal either
directly or through local agencies.

Equal Treatment ® This sort of situa-

BROADCASTING, August 15, 1960

tion is cited by one-rate advocates as
best evidence of the dangers of separate
rates. Agencies as well as stations and
station reps have taken this position,
the most notable example bzing N.W.
Ayer & Son.

Earlier this year Ayer officials called
leading rcps together and—while not
asking for a single-rate policy, and in-
deed indicating later that it would be
unrealistic to hope for such a policy—
made clear that if stations grant local
rates or off-card deals to one advertiser,
Ayer would demand the same conces-
sions for any similar clients it serves
(BROADCASTING, June 6, et seq).

This line of argument has won many
stations over to the single-rate system
over the years. However, though no ac-
curate count is available, the number of
stations that have and rigidly enforce a
one-rate policy is thought to be a rela-
tively small minority. Many stations
contend that the rate differential is justi-
fied and not too hard to apply, but for
the most part they are less vocal than
those who wish to change the system.

SRA’s statement recognized that
some stations feel they cannot or do not
wish to switch to a single-rate system
at this moment. These, it said, might
consider “a transitional rate card” on
which “retail” and “general” advertis-

ing would be defined as clearly as pos-
sible. But the statement also emphasized
that a single-rate policy could ulti-
mately be beneficial to “every station.”

Definitions a Problem ® The SRA
position was drafted by the radioc and
television trade practice committee,
headed by Edward P. Shurick of Blair
Tv and Wilmot H. Losee of AM Radio
Sales, after repeated efforts to write
out clear-cut distinctions between “re-
tail” and “general” advertising had
failed to satisfy committeemen and
other SRA leaders. Approved by all
members of the association, which is
headed by H. Preston Peters of Peters,
Griffin, Woodward as president and
chairman, the recommendation was
mailed laie last week to all U.S. televi-
sion and radio stations.

In recommending “a like charge for
like services,” the SRA statement said
this “is, in fact, the intent of a clause
in the AAAA contract which most
agencies employ and to which broad-
casters agree when they accept adver-
tising on AAAA contract terms.”

SRA said “we know of no advertis-
ing medium which has been able to
adopt a dual rate policy without being
discriminatory. Stations which employ
both a ‘retail’ and a ‘general’ rate card
have rarely succeeded in clarifying who

All for one ® Key figures in the adop-

tion of the Station Representatives
Assn.’s sweeping endorsement of the
one-rate policy for all spot broadcast-
ing were {I-r in picture above) H. Pres-
ton Peters, president of Peters, Griffin,
Woodward, who is president and board
chairman of SRA; and Edward P.
Shurick, executive vice president of
Blair Tv, and Wilmot H. Losee, vice

president and general manager of AM
Radio Sales Co., as chairmen of the
association’s television and radio trade
practices committee. SRA’s stand
evolved out of “intensive study” by the
trade practices group and was endorsed
unanimously by SRA’s 20 members,
who include a majority of the most
prominent companies in the station
representation business.
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WHTG Asbury Park, N.J., thinks
it has developed a simple way to de-
fine eligibility for local and national
rates and has thus eliminated one of
the principal arguments for single
rates for all advertisers.

The station explained its rule last
week in a letter rejecting a request
for local rates for the New York
District Ford Dealers’ Advertising
Assn. The request came from Carl
E. Rhodes, J. Walter Thompson ac-
count representative for the Ford
dealers.

Here’s how Mrs. Theo Gade, co-

One way to keep rates separated

owner of WHTG, explained the
policy. The station’s rule of thumb
for distinguishing between local and
national advertising is this: “If there
are two or less places where the
product or service can be obtained
[in the station’s coverage area], the
local rate applies. If there are three
or more places where the product or
service can be obtained, the regional-
national rate applies.”

A local bottler that has three or
more outlets pays the regional-na-
tional rate. So does a local bank
with three or more offices.

belongs in which category.

“The difficulty may arise from the
fact that the reasons supporting the
distinction between ‘retail’ and ‘gen-
eral’ rates which prevailed years ago
no longer exist. National corporations
nowadays do business in every locality.
Their presence”in every field of local
business makes the demarcation between
‘retail’ and ‘general’ extremely hazy and
difficult to define equitably. Agencies
and their clients understandably express
concern over the inconsistencies and
injustices of unlike charges for like
services in any medium in which these
inequities occur, whether in radio, tele-
vision or newspapers.”

Good for All m SRA took the position
that “the adoption of a single rate stand-
ard would serve the best interests of ad-
vertisers and broadcasters alike. Many
who have adopted the single rate card
idea have increased both local and na-
tional revenue by developing carefully
planned discount structures, preempt-
ible availability plans, special service
features and other refinements. The
rule of like charge for like services, if
employed by radio and television, can
strengthen the position of all broadcast
media to the eventual benefit of every
station.

“For these reasons SRA unhesitat-
ingly suggests that rate schedules be

re-examined towards establishing, if a
station does not already have one, a
single rate policy. Stations which have
a two-rate policy which their manage-
ments feel cannot be changed to the
single rate at this time may wish to
consider a transitional rate card as an
intermediate step towards the single-
rate policy.

“These stations and those manage-
ments who cannot now alter their dual
rate position can relieve the broadcast-
ing industry of confusion and embar-
rassment by making every effort to em-
ploy clear and unambiguous definitions
of what is ‘retail’ and what is ‘general’
advertising. These definitions should, of
course, be published as part of the rate
schedules to which they apply.”

In addition to approving the recom-
mendation and sending it to all stations,
SRA members also were asked to con-
tact their own client stations individu-
ally in behalf of the proposal.

Signers ® SRA member firms are AM
Radio Sales Co.; Avery-Knodel; John
Blair & Co.; Blair Tv; Blair Tv Assoc.;
Broadcast Time Sales; Harry E. Cum-
mings, Jacksonville, Fla.; Bob Dore
Assoc.; Devney O’Connell; Robert E.
Eastman Co.; H-R Representatives;
H-R Television; The Katz Agency;
Daren F. McGavren Co.; The Meeker
Co.; Art Moore Assoc., Seattle; Peters,
Griffin, Woodward; Radio-Tv Repre-

GILLETTE CHANGES AD PLANS

Triple spot threat brings cancellation

The Gillette Co. has quietly aban-
doned its plan to run back-to-back
commercials for its Toni and Paper
Mate subsidiaries because of the spectre
of triple-spotting (Crosep CircurT
Aug. 8).

Though it had already sent out some
of the two 30-second commercials, one
of its divisions took a flat stand against
the practice, primarily because the plan
stirred up controversy among several
station representatives.

A Toni spokesman said Wednesday
that “Toni has always been opposed to
triple-spotting and we are not going to
change our position.” He acknowledged
the plan had been abandoned and that
Toni had been “abashed” upon ascer-
taining station representative reaction.

Under the plan, stations would have
been asked to carry the two 30-second
spots in place of previous 60-second
Toni commercials, thus subjecting them-
selves to multiple spotting pressures.
Though both companies, Toni and
Paper Mate, are owned by Gillette, the
products (hair preparations and writ-
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ing pens) are unrelated, it was pointed
out.

Previously, a spokesman for North
Adv., which handles the Toni account,
acknowledged the plan was under con-
sideration but denied it would lead to
triple-spotting. He suggested there was
little difference whether one company
or different companies bought the spots
even though the products were not re-
lated. Paper Mate agency is Foote,
Cone & Belding.

Report cites agency

public service work

The Advertising Council has pub-
lished a two-year report, “Smokey Bear
Loves Advertising Agencies,” subtitled
“True Stories About Advertising Agen-
cies and Their Talented Men and Wom-
en, or Another Two Years of Lighting
the Torches for America and Putting
Out Her Fires.”

The 21-page report summarizes pub-
lic-service efforts and results for these

sentatives; Adam Young Inc. and
Young Television Corp.
campaigns: Forest fire prevention

(Foote, Cone & Belding and more re-
cently Liller, Neal, Battle & Lindsey
for the south), better schools (Benton &
Bowles), United Community Campaigns
(BBDO), mental health (Sullivan, Stauf-
fer, Colwell & Bayles), stop accidents
(Campbell-Ewald), contribute-work-vote
{Foote, Cone & Belding), religious over-
seas aid (Fletcher Richards, Calkins &
Holden), aid to higher education (N.W.
Ayer), polio S.S. Hope (Young &
Rubicam).

U.S. Committee for the United Na-
tions (Ben Sackheim), confidence in a
growing America (McCann-Erickson,
Grey Adv.—retail sales phase), anti-
inflation and growth (McCann-Erick-
son), American Red Cross, NATO 10th
anniversary, religion in American life
(J. Walter Thompson), Radio Free Eu-
rope (Ted Bates)," U.S. Savings Bonds
(Leo Burnett Co., G.M. Basford, Camp-
bell-Ewald, Conmipton Adv., McCann-
Erickson, Schwab, Beatty & Porter, J.
Walter Thompson, Edward H. Weiss,
Wade Adv.), 1960 Census (Meldrum &
Fewsmith), Ad Council (Leo Burnett,
Marsteller, Rickard, Gebhardt & Reed,
and Tatham-Laird).

(Also see related editorial, page 114.)
BROADCASTING, August 15, 1960



WHO radio continues

to dominate
lowa radio audience!

“Voice of the Middle West”
serves America’s 14th largest radio market

URVEYS have measured the Jowa radio audi-
ence for 23 consecutive years. A new 93-County
Area* Pulse Survey proves - as have all the others
— that 50,000-Watt WHO Radio is again Jowa’s
most listened-to station.
Iowa radio families have again given WHO Radio
a “clean sweep” with first place in every week-day
guarter hour surveyed. Competition came from more
than 85 other stations serving this area. In fact,
50,000-Watt WHO Radio’s audience outstrips that
of the next two stations combined during the three
major week-day broadcast segments (6 a.m.-Noon,
Noon-6 p.m., 6 p.m.-10:30 p.m.).
But these ratings tell only part of the story. They
represent only 72% (625,000 of 865,350) of the

radio families residing within WHO Radio’s NCS
No. 2 coverage area — America’s 14th largest radio
market. And in a// this area, WHO Radio is an
important voice!

WHO Radio reaches more people, more often
and at /ess cost than any other station or combination
of stations in Jowa. And, for a qualifying food or
drug advertiser, WHO Radio offers Feature Mer-
chandising services — operated and controlled by
trained WHO Radio personnel. See your PGW
Colonel about reaching a// of Iowa plus lots more
with WHO Radio!

*"fowa PLUS" consists of the 137 counties in lowa, Missouri,
Illinois and Nebraska in which NCS No. 2 credits WHO Radio
with 10% penetration,

)
i
il
i

for lowa PLUS!
Des Moines . . . 50,000 Watts
NBC Affiliate

which also owns and operates

I WHO Radio is part of Central Broadcasting Company, I

WHO-1V, Des Moines; WOC-TV, Davenpott

Col. B, J. Palmer, President
P. A. Loyet, Residenc Manager
Robert H. Harter, Sales Manager

ﬁﬂl’ems. Griffin, Woodward, Inc., Representatives

BROADCASTING, August 15, 1960
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There’s WJ XT in Jacksonville, where the most interesting
figures are in coverage maps and rating reports! Only WJXT reaches the entire
Northeast Florida—South Georgia area, with well over double the coverage of
counties (66 vs 28) in this booming region. Even inside

Jacksonville, where coverage is on a par, WJXT goes on to win thundering

leads. Check the Nielsen Index for any month—the vast majority of the

top 50 shows are consistently on WJXT. Any way you look at it,

there’s more, much more to WJXT.

wuxT (&)

JACKSONVILLE, FLORIDA

Represented by CBS Television Spot Sales

Operated by The Washington Post Broadcast Division.:
W JXT Channel 4, Jacksonville, Florida

WTOP Radio Washington, D. C. WTOP-TV Chanrel 9, Washington, D. C.



PARTIES' AD STRATEGY SHAPES UP

Paid time will run into millions despite free network debates

Multi-million-dollar buying of polit-
ical broadcasting time was started last
week by the two major parties. The
plans for paid advertising were being
made in the knowledge that the presi-
dential candidates will have unpre-
cedented access to free air exposure
in debates on all networks.

Working with the national television
and radio networks, representatives of
nominees Richard M. Nixon and John
F. Kennedy appeared to have reached
tentative agreement that the heralded
Nixon-Kennedy debates would be (1)
live, (2) on all radio and tv networks
simultaneously and (3) unsponsored.
But there was no indication how many
there might be or when they would
start.

The networks’ individual offers added
up to a total of close to 20 hours of
debates and interviews featuring the
two nominees but actually there may
be as few as two debates plus one or
two programs in which Messrs. Nixon
and Kennedy will submit jointly to ques-
tioning by newsmen. But the final
answer hinged on meetings to be held
between Nixon and Kennedy represent-
atives early this week in Washington
to see where their respective campaign
schedules might be made to dovetail.

Pros at Work ® While top-level con-
sultants to the candidates faced up to
this question, the advertising agency
organizations working with and under
them were staking out paid-time tele-
vision availabilities for their nominees.
_ First time purchasers centered on
five-minute network programs—ac-

quired as in 1956 by shortening regular
half-hour and hour entertainment shows
to accommodate the political inserts—
and on half-hour network periods. The
spot schedules, which will be heavy as
the nominees move from state to state,
remain to be determined. And to con-
ceal their strategies as much as possible,
both sides are talking as little as pos-
sible about specific plans, network as
well as spot.

While the clearest factor to emerge
in the parties’ advertising plans was
that television would be the prime
medium, plans for the vaunted free-
time debates between Messrs. Kennedy
and Nixon moved a little further out of
the nebulous area. But these, too,
needed much more work to make them
clear-cut.

Representatives of the nominees and
of the networks—ABC, CBS and
NBC radio and television and Mutual
radio—held their first meeting last
Tuesday (Aug. 9), agreeing that “live
debates” are “desirable.” Beyond that
and a brief statement that the nom-
inees’ representatives would now meet
and see how many joint appearances
might be feasible, the official announce-
ment on results of the session offered
no details.

It was learned, however, the agree-
ment also specified the appearances
would be on all networks, radio and
television, at the same time. This
agreement automatically ruled out ap-
pearances via video tape (except pos-
sibly for taped delays to overcome
time-zone differences). The insistence

on live appearances stemmed from a
desire to prevent deletion of fluffs or
inadvertent errors by either candidate.

The Kennedy and Nixon advisers
hoped they would be able to reach
agreement at their session this week
on times and places in time for an-
other session with the network repre-
sentatives in about 10 days.

Participating in last week’s meeting
were Leonard Reinsch of the Cox
stations, communications consultant to
Sen. Kennedy, the lone Democrat
present; Herbert Klein, Vice Presi-
dent Nixon’s press secretary, along
with Fred Scribner, Undersecretary
of the Treasury and a member of the
Nixon strategy board; Ted Rogers,
TV and radio consultant to Mr. Nixon,
and Carroll P. Newton, head of the
advertising agency for the GOP cam-
paign; John Daly, ABC news vice
president; Sig Mickelson, president of
CBS News; Lester Bernstein, NBC
corporate affairs vice president; Jo-
seph Keating, Mutual programs and
operations vice president, and Norman
Baer, Mutual news director.

Waiver Necessary ® It was made
clear at the meeting that the networks’
free-time offers depend upon Congres-
sional waiver of Sec. 315 of the Com-
munications Act so candidates of
smaller parties will not be entitled to
equal time. The Senate already has ap-
proved the waiver and the House is
expected to follow.

In the paid-time area, one of the
first orders was sent by the Republi-

CONTINUED ON PAGE 36

Planning debates ® Representatives of networks and of the
presidential candidates met Aug. 9 in New York for the first
talks about broadcast debates between the candidates. They
reached tentative agreement that the debates would be live,
unsponsored and simultaneously on all networks. But the
dates and the number of appearances remain to be set.
Before going into the meeting the key figures posed for
photographers. In picture above are (l-r) John Daly, vice
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president, news, ABC; Fred Scribner, Undersecretary of the
Treasury and member of the Nixon strategy board; Sig
Mickelson, president, CBS News; Joseph Keating, vice
president, programs and operations, MBS; Lester Bernstein,
vice president, corporate affairs, NBC; Herbert Klein,
press secretary to Vice President Richard M. Nixon, and
J. Leonard Reinsch, executive director of the Cox stations
and communications consultant to Sen. John Kennedy.
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ALL STAR BASEBALL
WORLD SERIES

FIRST IN SPORTS
[(-T.-1)]

NCAA FOOTBALL
ROSE BOWL
EAST-WEST BOWL
SUGAR BOWL
BLUE-GREY BOWL
SENIOR BOWL

PRO ALL STAR
FOOTBALL

PRO FOOTBALL
CHAMPIONSHIP

BILL SNYDER SPORTS
(local)

CHAMPIONSHIP
BOWLING

RACING AT HIALEAH
PRO BASKETBALL

WORLD
CHAMPIONSHIP GOLF

Take the strongest local sports programming in the

Carolinas; team it up with the stand-outs of

both NBC and ABC. It figures —another winner in the format - _
that's changing things in Charlotte television.

Here in America's 25th largest television homes market

you can get more for your advertising dollar on WSQC-TV. ...
One of the great area stations of the nation. CHARLOTTE 9—NBC and ABC. Represented by H-R

WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta; WHIO and WHIO-TV, Dayton
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General Electric bets a million on Magoo to win

A million dollar’'s worth of tv
time will be thrown behind the
autumn campaign on behalf of
General Electric’s favorite candidate
—Mr. Magoo, animated spokesman
for GE's light bulbs.

The largest block of time yet
bought will carry the Magoo mes-
sage to the precincts through 269
tv stations in 129 markets. A total
of 14,000 spot tv commercials will
be sponsored over a four-week
period starting Sept. 19.

One-minute announcements, 20-
second spots and IDs will present
the cartoon character as he solicits
votes for GE’s lamp division. The
Magoo platform—"“The soft-white
bulb for better light.”

The little fellow with the genial
visage and the worst case of near-
sightedness on the air will shake
hands with water-pump handles and
smooch babies in his “Ballot For
Bulbs” campaign. In a typical 20-
second commercial he quips, to a
poodle in a woman’s arms, “It’s easy
to see whose baby you are” and
enters a police station in the belief
it’s a fine place for a campaign
speech.

Salesman Magoo ® After Mister
Magoo had been given a test run
last spring, Marty King, advertising
manager of the GE lamp division,
described the campaign as “the best
tie-in and sales-getter General Elec-

GE's new Magoo commercials shows
the nearsighted hero stumping for
himself and GE light bulbs. The
political-theme commercials, in var-

tric has wused in its advertising
history.”

The spring test was based on a
three-week campaign of 20-second
IDs in Fort Wayne, Cleveland and
Pittsburgh. GE’s agency, BBDO
New York, had suggested Mister
Magoo as the company searched for
a livelier message' than had been
used in its extensive network radio
and tv campaigns. Tv particularly,
it was felt, needed a more exciting
vehicle.

GE figured it should be able to
build up sales through saturation
spots, perhaps in the Lestoil manner.
It already had a distribution and
permanent merchandising system.

After the three-city test, Mister
Magoo was given point-of-purchase
displays tieing-in with commercials
appearing in a 125-market satura-
tion run that lasted three weeks.
From now on Mister Magoo will be
featured in spring and autumn tv
schedules backed by *‘push-through
merchandising on top of good ad-
vertising.”

The spring testing was checked by
Schrewin Research. The verdict:
good company recognition. In a
sampling made later during the ac-
tual placement of Magoo com-
mercials (using a 2,000-phone call
sample and a check that included
375 stores), recognition of Mister
Magoo scored in one-half of those

ITS
EASY
TO SEE

THE BEST

BEULES ARE
G-E

ious lengths and versions, will run
for four weeks starting Sept. 19 in
125 markets. Agency for GE is
BBDO, New York. Producer was
UPA Pictures, Hollywood.

interviewed, while GE earned a
35% recognition.

According to Mr. King, part of
the GE bulb success came from a
realization simply that ‘“selling bulbs
was like selling Jello, a Revlon lip-
stick or a Lestoil. What we needed
to instill was ‘local excitement’.”
And that’s the tenor of Magoo sell-
ing.

Female Audience ® Since 70% of
the electric bulb market is traced to
women purchasers, most of the
“Ballot for Bulbs” campaign will be
minutes placed near daytime pro-
grams. But last spring GE found that
though dealers heard about Mister
Magoo, they hadn’t seen him. This
will be rectified in the fall with some
20s and IDs in prime evening time.

In this energetic GE push which
will aim toward the traditional bulb
outlets of drug, variety, hardware
and food stores, dealer contests will
be held along with establishment of
tie-in displays.

Already there’s been a bit of fun
that GE hadn’t planned on. During
the Democratic convention last
month CBS-TV cameras picked up
a demonstration for Adlai Stevenson.
In the background but flying high
waved a “Magoo for President”
banner. Westinghouse Electric, a
director competitor of GE’s, spon-
sored the CBS coverage.

GE contrives carefully for atten-
tion. At a Battle Creek, Mich., store
(CutRate market) last spring a direct
tie-up with the Magoo commercial
campaign included a 40-foot GE .
bulb display set up along one whole
wall. In the three-week tv campaign
the store sold $4,000 worth of bulbs,
or 25% of its annual bulb volume.

The Magoo commercial concept
is the creation of Art Bellaire, vice
president and associate copy director
in charge of tv and radio at BBDO,
who conceived the idea of making
a salesman out of the familiar UPA
animated character. Dick Mercer,
vice president and creative group
supervisor at the agency, and Mr.
Bellaire have written the commer-
cials. UPA Pictures produces the
films with other credits going to
Bill Fuess of UPA and Eddie Dillon,
an art director at BBDO.

Mister Magoo, an effective means
of personalizing the soft-white bulb
featured by GE, has his larynx flex-
ed and his hair trimmed for what
may be one of the brighter spots of
the fall political maneuvering. GE's
counting on him to sell its bulbs.
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WFGA-TV reaches new heights
with a 49% share of
Jacksonville audience

The latest Nielsen for Jacksonville {(March) shows WFGA-TV
delivers a 49% metro share-of-audience 9:00 a.m. to mid-
night, Sunday through Saturday. And it's the same with every
new rating—WFGA-TV keeps climbing, keeps capturing more
viewers in this rich market!

If you want your message to pull sales in Jacksonville, see
your PGW Colonel for full details on WFGA-TV!

7 AUEEN
\l En»nlws:s \

JACKSONVILLE
ELORIDA

NDRTH FLORIDA- |
SOUTH GEORGIA A1 JACKSONVILLE

MARKET- QY i

%REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC,
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Trying on Some Tv ® Jantzen Inc,,
for its women's sportswear, is feel-

L SCTEY

ing out use of tv advertising. Com-
pany purchased nine positions on
ABC-TV’s American Bandstand be-
ginning last Wednesday (Aug. 10).
It’s the first tv for Jantzen since
early 50°s, when it ran some ex-
perimental spots. Business was
placed by Hockaday Assoc., prima-
rily a print agency; magazines are
Jantzen’s major medium. Commer-
cials were supervised by Babcock &
Kogan, New York, radio-tv ad-.
vertising specialists, and taped at-
NTA Telestudios. Kines will be
made available to dealers for local
spot placement.

CONTINUED FROM PAGE 32

can National Committee to ABC-TV
for the 11 p.m.-to-midnight period
on election eve (Nov. 7). Other plans
of both parties were unavailable. To
a considerable extent the plans are
being held up until it is known how
much free time will be allotted to the
Nixon-Kennedy debates.

On ABC-TV, in addition to the elec-
tion eve purchase, the GOP reportedly
has placed orders for approximately
eight five-minute segments in October,
all in daytime periods. The Democrats
have placed an order for a half-hour
on Sept. 20 which would preempt
Wyatt Earp at 8:30 p.m. and a half-
hour on Sept. 29 at 10:30 p.m. (ap-
parently preempting Silents Please, a
summer replacement).

NBC-TV also is receiving orders for
five-minute segments. So far more than
a dozen such orders apparently have
come from the Democrats and a few
less from the Republicans. The first of
these will start in late September. Here,
too, most segments are adjacent to
popular daytime shows, the few in the
nighttime clipping five minutes off such
programs as Perry Como and The Price
Is Right, to name two programs on
NBC-TV.

CBS-TV has orders for five-minute
segments and half-hours from the po-
litical parties but details were unavail-
able. The five-minute segments will be
filmed or taped, or contain a mixture
of both.

Costs ® CBS and NBC indicated they
will sell the nighttime five-minute pro-
grams at about 10% of the hourly rate,
while ABC-TV apparently plans to bill
incumbent advertisers for five-sixths of
the time cost for shows that are clipped,
and charge the party one-sixth.

The two organizations: For the Dem-
ocrats, Guild, Bascom & Bonfigli, of-
ficial agency for the Democratic Na-
tional Committee; for the Republicans,
a 'special task force agency, Campaign
Assoc., set up specially for the presi-
dential campaign.
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How They Function ®m Each agency
works under the umbrella of the party’s
campaign high command. The Demo-
cratic party command includes Pierre
Salinger, Sen. Kennedy's press secretary;
J. Leonard Reinsch, Cox stations execu-
tive director, who is communications
consultant to Sen. Kennedy and to vice
presidential candidate Lyndon B. John-
son; Jack Christie, radio-tv director of
the Democratic National Committee
and with whom Mr. Reinsch will work
closely; Roger Tubby, an editor who
served as a press secretary to former
President Truman; and Sam Brightman,
who handles public relations.

The Republican counterpart com-
mand includes Herbert Klein, Mr.
Nixon’s press secretary and a three-
man team including Richard Bean, Los
Angeles public relations manager of
Lockheed California Div.; James Flow-
ers, King Features, general news, and
Peter Kay, of Mr. Klein’s paper, San
Diego Union, general assignment.

Robert Finch, executive assistant to
the vice president, is campaign director
supervising strategy and planning, and
serving as liaison between the Nixon
staff and the campaign organization
headed by ILeonard Hall, campaign
chairman. Mr. Hall is a veteran in
Republican politics and is a former
chairman of the Republican National
Committee.

James Bassett, Los Angeles news-
paperman, will work with the cam-
paign organization in scheduling and
organizing. The function of this group
is comparable to the Democratic plan-
ning unit.

For campaign purposes, the organi-
zational lines include:

Democrats ® Aside from the agency
team, Jack Denove, former BBDO ex-
ecutive and now in the film business
in Hollywood, is advertising manager
of the Kennedy campaign. He will split
his time between New York and Wash-
ington, as will GB&B executives Gilbert
L. Burton, vice president and general
manager and account supervisor cn the

Democratic National Committee ac-
count, and Reggie Schuebel, the
agency's vice president and director of
network relations, an experienced time-
buyer who will head the buying func-
tion for the Democrats. Miss Schuebel
is expected to have two or three time-
buyers working with her in Washing-
ton.

Mr. Burton and Miss Schuebel will
have an agency group on the account
including: Maxwell (Bud) Arnold,
creative director; William Wilson, ex-
ecutive tv producer; Sam Hobbs, as-
sistant art director on the account, and
Richard Arnold, copy chief.

Republicans ® Carroll P. Newton, a
vice president and director at BBDO
(with the agency some 30 years),
heads Campaign Assoc. and thus the
Republican account. In past years the
account had been serviced at cam-
paign time through BBDO.

Mr. Newton, a director of radio-tv
at BBDO in the early days but more
recently associated with account super-
vision for some top industrials (U.S.
Steel, B.F. Goodrich, Continental Can,
California Qil), had been active in
GOP political campaigns for the agency
since 1952. He’s assisted at Campaign
Assoc. by a BBDO account executive on
California Oil (Chevron), Ed Wetzel,

Three other principals: Ted Rogers,
who operates his own tv production
company in Hollywood (he’s prin-
cipal advisor on tv and overlord on
network and regional tv appearances,
advance field men and all films for tv
on recruiting, fund-raising etc.); Bas-
sett, who will be involved in the sched-
uling and organizing of some of the
physical aspects of the campaign, and
Ruth Jones, whose reputation in time-
buying initially was made on behalf
of Procter & Gamble (through Benton
& Bowles starting in 1952 and later
Compton in 1955). She is the top time-
buyer for the GOP, working out of
the New York headquarters. Miss Jones
is an associate media director and
broadcast supervisor of station rela-
tions at J. Walter Thompson, New
York.

The GOP-Nixon media team in-
cludes Yohn Steer, a Kudner copy super-

“visor who will head up a copy writing

group; Gene Wyckoff, an independent
film producer, who will write, produce
or direct as needed; Bruce Allen, Len-
nen & Newell tv commercial film pro-
ducer, who will serve as tv advance
man on the road arranging tv ap-
pearances and work on commercial pro-
duction (there’ll be six or eight others
in similar functions), and Paul Keye, an
account executive with Hixon & Jor-
gensen, who will work out of Wash-
ington as a Haison agent. Messrs. Rogers
and Bassett also are based in Wash-
ington.
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Oh, boy! —my Pulse says
45% MORE WIMMIN!

Yes, the latest 55-county Pulse Area Report (March
1-28, 1960) again proves WDAY Radio to be the
most-listened-to station in, around, or near Fargo!

45% more women! Monday thru Friday, WDAY
Radio has 166,400 women listeners!

67% more men, too (though we really don’t care
nearly so much about them)! WDAY Radio has

114,660 men listeners!

But don’t think there’s anything unique about this
situation. It’s been going on for years and years and

vears. Ask PGW f[or all the facts!

WDAY

FARGO, N. D.

NBC * 5000 WATTS
970 KILOCYCLES

PETERS, GRIFFIN, WOODWARD, INC,

Exclusive National Represenlatives
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THE CASE FOR ANIMATED TV SPOTS

An expert argues that cartoons can sell things live actors can't

The little animated man in the com-
mercials is continuing to win awards
and influence sponsors.

Most recent example came from the
Advertising Assn. of West which se-
lected the top tv commercials produced
in the West during the past year
(BROADCASTING, July 4). There were
five classes: 60-second spots, 20-second,
1D’s, program commercials and color
commercials. The five first place awards
for the best spot in each category all
went to animated commercials.

“That’s as it should be,” commented
Bill Scott of Jay Ward Productions,
where he is co-producer of Rocky and
His Friends, cartoon program spon-
sored by General Mills twice a week in
its across-the-board late afternoon half-
hour period on ABC-TV. “Cartoon
commercials ought to be best because
this is the only mass medium where the
advertiser has absolute control of every
second of time and every square inch
of screen and so has complete control
of everything the audience sees or hears
from start to finish.”

“Cartoon characters have one major
shortcoming in comparison with live
performers,” he admitted. “They can't
act. They can’t look the viewer straight
in the eye and make a believable pitch.
But cartoon characters can make him
believe things a live actor can’t.

A case in point ® The flying squirrel,
Rocky, and his friend, Bullwinkle, the
smiling moose, are two of the chief
characters of Rocky and His Friends,
children’s cartoon series on ABC-TV
which General Mills has just renewed
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More Latitude ® “There are only so
many ways you can photograph a bot-
tle of beer, only so many ways an actor
can show his satisfaction after sipping
it. But the Burgie man, by flubbing the
commercial, can make folks love him
and pity him and identify with him
more strongly than they do with any
live actor and some of that affection
inevitably attaches itself to the product
as well.

“What do you do with fats? Grease
—and that’s all shortening is when you
come right down to it—what can you
do to make that appealing? Well, Snow-
drift answered that question with a
foppish character dripping with superi-
ority. On his first tv appearance he de-
scribed himself, with deadly accuracy,
as ‘an identifiable character’ and com-
manded his viewers to think of Snow-
drift whenever they saw him. ‘When
you don’t see me you may think of
anything you please,’” he condescending-
ly concluded. ‘That’s fair enough, isn't
it?

“Some months later, appearing in a
yachting cap, he stated that Snowdrift
is ‘superb for kitchen or galley.” Then,
staring imperiously at the audience, he
went on, ‘You do have a yacht, don’t
you?

“The one field of broadcast advertis-
ing that seems to have been over-

for another year at 5:30-6 p.m., Thurs-
day and Sunday (new time). As is seen
above, the frisky pair also star in the
commercials for GM cereals. Both pro-
gram and commercials are the creations
of Jay Ward Productions.

looked by the animators—or perhaps
it’s the other way 'round—is politics,”
Mr. Scott observed, “and this is very
strange, considering the preeminent
position of the political cartoons in
newspapers. The only use of the tv
cartoon in politics that I know of was
one titled ‘Hell Bent for Election’ that
UAW-CIO used to support Roosevelt
in 1944 and that was a wrong use as
the cartoon was so slanted that the
only people it had any appeal for were
those who had already decided to vote
for FDR.

“Yet, there’s no doubt that political
cartoons on tv could be very effective.
People will look at a cartoon almost
automatically as soon as it comes on
the screen and a party or candidate
might capture the attention—and votes
—of viewers who started out opposed
and who would not ordinarily watch,
listen to or read an appeal from this
man or party.

Could Humor Backfire? = “I can’t
believe that many practical politicians
have shied away from the tv cartcon
as being too emotional a device. Per-
haps they’re afraid of destroying the
serious image of a party or a candidate
by what is generally considered to be
a humorous medium. That would make
somewhat more sense. Yet our armed
forces have made good use of cartoons
in their training programs and even
the State Department has used them
to get over serious but complicated
messages that were difficult to present
effectively by the more conventional
means of communication.

Mr. Scott said that it takes six weeks
from assignment to delivery for a
one-minute commercial and calls on
the services of a staff of five or six
persens. For a five-minute cartoon, the
time requirement is six to eight weeks,
with a staff of 30. To turn out a half-
hour series, where titles and other ele-
ments can be reused in many segments,
takes a staff of 150 eight to ten
weeks, and the same staff will spend
six months in producing a one-hour
cartoon special, with no repeats. A fea-
ture film for theatrical use, running an
hour and 25 minutes, usually takes 18
months.

What It Costs ® An animated pro-
gram or commercial costs more than
live action, he said, with an average
half-hour cartoon series this fall cost-
ing around $40,000 per program, This
is not an exorbitant sum, he comment-
ed, when one realizes that a half-hour
program comprises 39,000 individual
hand-drawn pictures.

A good one-minute animated com-
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mercial today costs $8,000-9,000 and
Mr. Scott predicted that the price will
go up to around $11,000 within the
next two years. One reason is a
shortage of animators. The entire car-
toon output—theatrical films, tv pro-
grams and commercials, industrial
films—is the work of slightly more than
1,000 people, many of them veterans
who started with Disney 20 years ago
or more. Unless some way is found to
restore the glamour to cartooning that
it had then to attract more artists to
this field, advertisers wishing to use
animated tv commmercials or sponsor
original cartoon programs may find
themselves standing in line waiting to
be served and paying the kind of
prices that occur when demand ex-
ceeds supply.

Mr. Scott does not look for more
cartoon commercials in the months
ahead, but he does look for better ones.
There will be more humor, more soft
sell, more sophisticated appeal, he be-
lieves, and not so many hard sell spots
delivered in the piping voices of danc-
ing cartoon children. “We'll see more
characters like the L&M caveman,” he
predicted, “fewer animals like the
Hamm’s Beer bear.”

The change is coming, he asserted,
because agencies are waking up to the
fact that creating a story board based
on a radio commercial and giving it to
the cartoon producer making the low-
est bid for the job is not the way to get
a commercial that will move merchan-
dise. ‘“‘Cartooning, good cartooning, is
a creative activity,” he declared, “and
the best results are obtained only when
the cartoonist has a hand in creating a
character appropriate to the product
and the kind of appeal its manufacturer
wants it to make to the buying public.”

JAY  WARD
e

BiLL scomr

Cartoonists in their element ¥ Jay
Ward Productions, the two-year-old
corporation which produces Rocky and
His Friends, is an aggregation of 125
actors, directors, writers, animators,
musicians, artists, designers and editors,
headed by Yay Ward (at left in carica-
ture above) and Bill Scott, co-producers
of Rocky.

Jay Ward, executive producer, was
also co-producer of Crusader Rabbit,
which introduced animation to televi-
sion away back in 1947.

Bill Scott is a top writer in the car-
toon field, His credits include scripts
for Mister Magoo, Gerald McBoing-

Boing and Bugs Bunny. His tv career
dates back to Time for Beany, a puppet
show which was a top favorite with
west coast audiences pre-1950, and he
since has written and produced many
industrial films and tv spots.

The Ward staff has collected a total
of 72 awards, including nine Oscars
and seven prizes from film festivals in
Cannes, Venice and Edinburgh. Ready
for release at JWP are two new half-
hour cartoon series, Super Chicken and
Hoppity Hooper, a satirical comedy
cartoon-and-puppet show called Whart's
Gnu? and an hour-long Yuletide spe-
cial, Magic of Christmas.

Wl Business briefly

Dazzled ¥ J.L. Prescott Co., Passaic,
N.J., has appointed Hicks & Greist Inc..
N.Y., to handle advertising and sales
promotion for its Dazzle Fluff fabric
softener. William P. Davis, account
supervisor, reports the forthcoming
campaign will include spot tv in major
markets of northeastern U.S. (product’s
present distribution area).

Small fry order ™ Wagner Baking
Corp., Newark, N.J.,, is warming up
business for Mrs. Wagner's pies via 13-
week spot tv push on various children’s
shows in New York, Chicago and Cleve-
land; Agency: Charles W. Hoyt Inc.,
N.Y.

Warm with radio ® Monticello Drug
Co. (cold preparation), Jacksonville,
Fla., is preparing for fall and winter
cold season with 100-market spot radio
buy. The campaign includes 150 to 300
spots per station with staggered sched-
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ules covering 26-week period. Agency:
Charles W, Hoyt Inc., N.Y.

Radio Run ®» The Wheatena Corp.
(Wheatena cereal food), Rahway, N.J.,
has scheduled a spot radio campaign in
35 markets, starting in late September
and running for 12 weeks. The com-
pany’s musical jingle commercial will
be aired from five to 30 times weekly,
varying with market size. Agency:
Charles W. Hoyt, N.Y.

Bl Also in advertising

® Winters Assoc., New York, is a new
advertising agency organized by Peter
Theg, former national sales manager of
Bartell Broadcasting Corp. The new
agency, which will concentrate on ac-
counts heavy in radio and tv, will head-
quarter on the penthouse floor of the
Times Tower (at Times Square in New
York). Winters currently is buying a
radio and tv campaign for dan-d In-
dustries, manufacturer of men’s toilet-

ries. Spots will run on some 20 stations
on the eastern seaboard. Mr. Theg has
been in sales and station management
and had been a consultant as well as
gneral manager of WILD Boston and
WMTYV (TV) Madison, Wis.

s BBDO’s intake of additional Pepsi-
Cola billings continued last week, the
pleasant lingering effect on the parent
company's April appointment of the
agency. Pepsi bottling firms over the
nation since then have been switching
ad budgets to BBDO. Latest last week
was a Pepsi bottler in Winston-Salem,
N.C., considered to be a billing plum
because it's one of the largest in the
company.

® VeriKleen Products, Garden Grove,
Calif., has appointed Adams & Keyes,
Los Angeles, as agency for the com-
pany’s line of carpet cleaners, spot re-
movers and other household products.
A Southern California tv campaign is
planned for fall.
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Who's game 8 Floor-covering pros-
pects had better beware. Sandran is
loose in the television jungle with a
newly-acquired weapon, animation.
Viewers who may have managed to
resist Sundran’s customary straight-
forward attack now will be subject
to subtler stalking by a big new
personality, an animated elephant.
The 60-second safari story, pro-
duced by agency Hicks & Greist,
begins to unfold next week on the

network but will get heavier play in
30-40 markets where manufacturer
Sandura Co., buys time cooperative-
ly with distributors and dealers.
The animation, an unusual ap-
proach in this product class, takes a
new technical tack to build sales ap-
peal for the elephant character,
Sweetie Baby. The hunter—he’s out
for Sweetie Baby’s hide—is painted
in the usual manner on film, but the
elephant is cartooned first on paper,

which is torn away before transfer
to the film, to give appearance of
extra dimension and movement. San-
dran, introduced in live-action pic-
tures (left) is used by Sweetie Baby
to show the hunter that there is some-
thing tougher than elephant hide.

Sweetie Not in Olympics » Sand-
ran is not forsaking altogether its
traditional  straight-sell, however.
Hicks & Greist has produced a new
live-action film spot “The Sandran
Decathlon,” for eight prime-time
minutes the client has bought during
CBS-TV’'s Olympics coverage start-
ing Aug. 26. This commercial also
will be supplied locally.

While Sandran generally has relied
on straight product presentation on
tv, Sweetie Baby will not be the first
elephant in the act. An early Sandran
commercial on Steve Allen’s old
NBC-TV Tonight show was a street
stunt where elephants, steamrollers
and other heavy-duty talent trampled
the product in the street.

The agency team responsible for
the new cartoon commercial includes
executive producer Richard Rendely,
writer Pete Nord and Art director
Len Glassor. Ven Herndon is the
Hicks & Greist account executive,
Elektra films, New York, executed
the spot, Pablo Ferro directing.

New agency devoted
to co-op advertising

Cooperative advertising, often treat-
ed as a stepchild by the commission-
oriented minds and closely watched by
federal regulators, now has its own
agency to deal with complexities of the
business. Lester Krugman, at one time
advertising vice president for National
Telefilm Assoc. and more recently pub-
lisher of the Cooperative Advertising
Newslerter, has sold his monthly letter
and founded Cooperative Advertising
Specialists in New York,

CAS will offer a comprehensive serv-
ice to manufacturers covering creation,
administration and merchandising of
co-op programs. The fee to the adver-
tiser will be 15% of expenses. Com-
missionable business will not be affect-
ed, Mr. Krugman says, and he ex-
pects to coordinate efforts with other
agencies retained by clients. The new
firm was not ready last week to release
a client list.

Cooperative advertising is estimated
at $2 billion in annual expenditures by
Mr. Krugman. Through supermarket
and other retail schedules, cooperative
money has become increasingly signif-
icant in local radio. In television co-op
accounted for 15% of revenue in 1958,
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Mr. Krugman said, going from an esti-
mated 10% the year before. However,
broadcasters are not getting what they
should from co-op because of a lack of
aggressiveness, deficiencies in proof of
performance and rate card dealing, the
specialist believes,

His agency is at 554 Fifth Ave., New
York 36 (Telephone Circle 6-6670).
The newsletter was bought by Ameri-
can Press, New York, publisher of a
trade magazine for weekly newspapers,
and Mr, Krugman will act as consultant.

Diploma sponsors

An experiment in locally-spon-
sored public service programming
has proved successful for WREX-
TV Rockford, 11l. The station en-
listed 13 Rockford business and in-
dustrial firms to serve as co-sponsors
with WREX-TV of the graduation
exercises of the city’s two high
schools. It was the fourth time the
station had telecast the graduations,
but the first time it has sought spon-
sorship. A bank, several manufac-
turers and a dairy cooperated to
bring the two programs to the pub-
lic of Rockford.

Floor cover concerns
bigger tv customers

A significant development in televi-
sion advertising at mid-summer is a
growing activity on the part of two
floor-covering companies to undertake
extensive sponsorships in promoting
their new lines.

Armstrong, sponsor of the nighttime
Circle Theatre on CBS-TV on alternate
Wednesdays, will hike its daytime tele-
vision this fall. Starting in early Septem-
ber it will add sponsorship in The Ver-
dict is Yours and Brighter Day to day-
timer Art Linkletter's Houseparty it
now has on CBS-TV. It is increasing tv
to advertise vinyl accolon, a rotovinyl
floor covering. Armstrong and BBDO
feel this will account for the largest
daytime effort made by Armstrong or
any other floor covering advertiser,

The other active advertisers: The
Sandura Co. of Jenkintown, Pa. until
recently Sandura participated in three
daytime tv shows and the NBC-TV
Jack Paar Show for Sandran vinyl floor
covering and occasionally for the more
expensive crown vinyl line. Sandran’s
fall network budget has been concen-
trated by its agency, Hicks & Griest,
N.Y., on eight prime minutes of Olym-
pic coverage on CBS-TV and a sixth of
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ARBITRON’S DAILY CHOICES

ARB Listed below are the highest-ranking television shows for each day of
the week August 4-10 as rated by the multi-city Arbitron Instant
ratings of American Research Bureau.

Date Program and Time Network  Rating
Thur., Aug. 4 Untouchables (9:30 p.m.) ABC-TV 24.2
Fri., Aug. 5 77 Sunset Strip (9 p.m.) ABC-TV 19.3
Sat., Aug. 6 Gunsmoke (10 p.m.) CBS-TV 233
Sun., Aug. 7 What's My Line {10:30 p.m.) CBS-TV 19.5
Mon,, Aug. 8 Esther Williams (10 p.m.) NBC-TV 30.4
Tue., Aug. 9 Comedy Spot (9:30 p.m.) CBS-TV 148
Wed., Aug. 10 U. S. Steel Hour (10 p.m.) CBS-TV 23.6

* Highest rating during the day for all shows other than the Republican National Convention.
*® An average of total audience of all three networks during the Republican National Conven-
tion from 8 p.m. until 11 p.m.

Copyright 1960 American Research Bureau

NBC-TV’s election coverage. There
is continuing spot activity in 30-40 mar-
kets and co-op schedules by dstributors
that amounted to more than $600,000
last year. (Also see Sandura preview,
page 40).

Radio can sell discs

Radio Advertising Bureau, New
York, has gone trouble-shooting in the
retail record store field and come up
with a report to help stores hold onto
their stake in a $462 billion business
shared increasingly with chain stores
and record clubs. Radio can help out,
RAB says, with blanket coverage of
adults (prime long-play and album
customers), big coverage of suburbia
(reaching 83.6% of outside-city families
weekly in -an area that accounts for

nearly two-thirds of the country’s popu- -

lation) and with 97% weekly. cover-
age of the $75 million pop-single teen-
age market. There are 6,000 independ-
ent record stores and 15,000 super-
markets selling records today, RAB

reports. In the split market, record clubs-
are doing 20% of the business and

supermarkets 17%.

B/G/F buys in Duniop

Bishopric/ Green/ Fielden Inc., Miami
advertising agency, has acquired *“a
substantial stock interest” in Gerry
Dunlop & Assoc., agency based in
Jamaica, B.W.I,, President Karl Bish-
opric announced. “With a division in
Jamaica, we’ll virtually be on the door-
step of our Caribbean advertisers who
sell in the United States,” he said. In
addition, Mr. Bishopric asserted, Ameri-
can clients with Caribbean interests will
benefit from the merger and Dunlop
clients will reap such benefits as use of
B/G/F's radio-tv-film department.

Dunlop adds 36 accounts to the
Florida agency’s roster. B/G/F’s annual
billings have run around $4 million and
with the addition of Dunlop and Rad-
cliffe Adv.. Jacksonville, which the
agency opened in February, Mr.
Bishopric said, will top $5 million an-
nually.
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Radio has sales arms,
Georgians are told

Radio is armed right now with all the
sales weapons it needs “to take tens of
millions of national and retail advertis-
ing dollars away from the other princi-
pal advertising media,” the Georgia
Assn. of Broadcasters was told last Tues-
day (Aug. 9). Speaking at the group’s
meeting at Jekyll Island, Ga., Kevin B.
Sweeney, president of Radio Advertis-
ing Bureau, also said radios present
selling facts are sufficient “to double
billings within the next five years.”

Summarizing radio’s advantages over

other media for most advertisers, Mr.
Sweeney pointed to the inroads made
by radio on newspaper readership and
tv viewing. “Radio now receives nearly
twice as much time daily from U.S.

‘adults as newspapers and magazines

combined,” he said. At the same time,
Mr. Sweeney said, “more adults are
listening to radio than viewing tv dur-
ing 12 of the 18 hours of the broadcast

day. And radio’s margin over tv in
these ‘buy-time' hours is growing every
year.”

B Agency App’'tments

e Coty Inc., N.Y., named Daniel &
Charles Inc., N.Y, to handle several
new, and as yet, unnamed, products.

®m National LP-Gas Council, Evanston,
Ill., names Campbell-Mitchum, Chica-

go.

m Turtle Wax Co., Chicago, appoints
D’Arcy. Co., that city, to handle its
$200,000 account, including car waxes,
cleaners and other products previously
serviced by Bozell & Jacobs. D'Arcy
already handles Parti-Day Div. account
of Turtle Wax Inc.

= Youngstown Kitchens Div. of Amer-
ican Standard Corp. appoints newly
merged Ross Roy-BSF&D Inc., Detroit,
to handle advertising and merchandis-
ing, effective Sept. 1.

= Manning’s Inc., S.F., appoints Comp-
ton Adv. as advertising and marketing
counsel for all divisions. These include
Manning’s Coffee Co. (a wholly-owned
subsidiary), the Restaurant Div., the
Bakery Div. and the Food Service Man-
agement Div. Manning’s has restaurants
and cafeterias in four western states.

m Miss Pat, L.A. (Women’s fashion
sportswear), appoints Hixson & Jorgen-
sen, that city, to handle national adver-
tising and sales promotion

m Elgin Watch Co. Ltd. names Kenyon
& Eckhardt of Canada Ltd. Ed Ferree,
K&E vice president in charge of the
Toronto office, appointed account su-
pervisor.

Standard bearer ® George Hunting-
ton (R), Television Bureau of Ad-
vertising vice president-general man-
ager. was the sole broadcast media
man at the second annual Harvard

seminar of the Advertising Federa-
tion of America, July 24-Aug. 5.
Here he is in a hall discussion with
John V. Doyle (1) of Campbell-
Ewald Co., Detroit. vice president
and supervisor on the General
Motors institutional account, and
Robert F. Calrow of the Minneapolis
Gas Co. Although Mr. Huntington
was outnumbered eight to one bv
print media people, the rest of a
34-man student body were from
agencies and advertisers with sub-
stantial air commitments. The stu-
dents, drawn from “middle manage-
ment,” spent their time solving prob-
lems from a broad-range manage-
ment point of view under guidance
of Martin V. Marshall, associate
professor of the Harvard School of
Business. Robert Douglass Stuart,
seminar and conference management
consultant. directed the program for
the AFA.
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In Shreveport, KTBS-TV shoots the works

to put the sharpest, str