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Since 1922 the powerful voice of WNAX-570 has held
the attention of folks throughout five-state Big Aggie
land. Personalities, News and Programming have
made WNAX a great station . .
covered by this unique station makes it a great buy.

. the tfremendous area

How great? Well, almost 4 million people live within
the 0.5 milivolt line. Big Aggie Land residents last year

had a total spendable income of over 7 billion dollars.

3

BIG AGGIE
LAND

Last year, too, retail sales exceeded 5 billion dollars.
In all, there are 1,216,400 households in vast and
prosperous Big Aggie Land. Naturally all of them are
not WNAX fans. But we have our share! That's the tre-

mendous share you get when you buy WNAX-570.

ITS A FACT . . . YOU SELL FARM RICH BIG AGGIE
LAND ON WNAX-570 . . . SEE YOUR KATZ MAN.

Season’s Greetings

WNAX-570 CBS RADIO

PROGRAMMING FOR ADULTS OF ALL AGES

PEOPLES BROADCASTING CORPORATION
Sioux City, lowa, Sioux Falls and Yankton. South Dakola
Represented by Katz

PEOPLES BROADCASTING
CORPORATION

A KVTY, Sioux City, lowa

g - ) WGAR, Cleveland, Chio
\\___.{ WRFD, Celumbus:
= Werthington, Oxie

\ WNAX, Yankton S. Dat. {




In Boston
almost everybody
watches the
COLUMBIA
features

[ on WBZ-TV

Pictured here another favorite of all Bostonians...
the Boston Bruins National Hockey League Team.

The COLUMBIA features can be currently seen in more than 150 markets

Distributed exclusively by

SCREEN ¥ GEMS
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your product

delivered on a
mass basis.*

COVERAGE

Great, central-Pennsylvania
market, known for continued
economic stability.
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Gl EN———
LOW COST PER DOLLAR

More families consistently reached than

by all other stations located in the
WGAL-TV area combined.*

§=g

RESULTS Advertisers achieve sales results as prov-
en by continuing renewal of contracts.

COLOR Only area station equipped to originate color. As NBC affili-
ate, it telecasts more color to an ever-growing audience,

MODERN Latest, diversified facilities for future growth and expansion.
FACILITIES Spacious studios, latest equipment, including two color tape
recorders, color cameras, stand-by transmission units.

: MULTI-CITY TV MARKET

T BINANE
VIEWER LOYALTY
Programming developed to
meet the needs of its com.
munities results in viewer loy-
alty to Channel 8,

LB g Tl e s 2t |
r® DELLISORTE
CINTEC P e

Ly pm st

PIONEER Established 1949, one of the first, b 7 g ) \ Y ad
VHF WGAL-TV pioneers with new and v i
STATION better services.

“Statistics based on ARB dala and subject lo qualifications ol - v .
issued by that company, available upon requesi. -/ \ e S () S,

.....

Channel 8 :T\”:?WI{MM AN
Lancaster, Pa. = &

STEINMAN STATION . Clair McCollough, Pres.
Representative: The MEEKER Company, Inc. - New York « Chicago < Los Angeles * San Francisco

FEEDERICK

™
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Henry slows pace

As far as FCC Chairman E. Wil-
[iam Henry is concerned commission
won't start new projects in any broad-
cast area until existing backlog is
cleared. And indications are that com-
mission will be more deliberate in its
actions, chastened not only by atti-
tude of Congress as demonstrated by
House Commerce Committee action
last week to block rule limiting com-
mercials but also by President John-
son’s call for more cooperation rather
than more controls by regulatory
agencies (BROADCASTING, Dec. 9).

Little debate

As speculation mounts on whether
President Johnson will choose to face
his Republican opponent in televised
joint appearances next fall, one source
close to Democratic National Com-
mittee said last week decision has not
yet been made. President has given
committee no indication whatsoever
on his plans for 1964, source says,
and definitely has not stated what
he’ll do about TV meetings with op-
ponent.

Both parties are wondering what
provision networks may make for free
time if they can't get both presiden-
tial candidates on joint appearances.
Parties figure greatly increased costs
without generous offer from networks,
hut networks face awkward problems
without suspension of Section 315
(see page 54)—question President
could resolve with one phone call to
Representative Oren Harris (D-Ark.).

Don't write; phone

Clipped by FCC because of in-
discriminate letter-writing on station
license renewals, FCC staff lawyers
now are calling Washington attorneys
about purported inadequacies, partic-
ularly in relation to programing in
prime time, of client stations under
scrutiny. Check of Washington at-
torneys revealed several had noted in-
creases in recent weeks in prime time
programing calls, but some said there
appeared to be easing off. One promi-
nent attorney, however, charged such
calls on renewals constitute circum-
vention of FCC's instructions.

Aftermath

“More than a dozen™ members of
Greater Columbia (8. C.) Chamber
of Commerce have resigned in protest
over civil rights speech delivered by
LeRoy Collins, president of National
Association of Broadcasters, two
weeks ago at chamber’s annual dinner
meeting (BRoaDCASTING, Dec. 9; also
see page 68). Chamber official said
“reaction generally has been very
bitter” and “we regret his choice of
subjects.”  Official said, however,

CLOSED CIRCUIT:

there was no advance discussions with
governor on subject of his talk, and
chamber did not know what it would
be until three hours before delivery.

Meagher leaving

John Meagher, vice president for
radio of National Association of
Broadcasters, has submitted resigna-
tion to take effect no later than next
Feb. 1. Mr. Meagher has been NAB
radio vice president for more than 9
years and before that was general
manager of XysM Mankato, Minn. He
hasn’t announced future plans.

Foul-up on fairness

After months of trying, FCC is still
unable to agree on letter to CBS-TV
on fairness doctrine question that was
raised by dramatic show. Commission
last summer received complaint from
National Council of Claimants Coun-
sel about Armstrong Circle Theater
episode, “Smash-up,” which dealt with
fraudulent auto injury suits. NCCC
said episode would tend to prejudice
juries against claimants. CBS-TV, in
commenting, said that because pro-
gram was drama, fairness doctrine does
not apply (BROADCASTING, Sept. 16).
Proposed reply was on commission
agenda last week, but no agreement
could be reached.

Particular episode poses no prob-
lem; commission doesn’t suspect insur-
ance companies were in collusion with
CBS in production of program, and
majority of commissioners, reportedly
also are in agreement in rejecting CBS
view that fairness doctrine can never
apply to dramatic shows, except in ex-
treme cases. But task of reducing this
area of agreement to written word is
so far defying agency.

Cross ownerships

Web of mutual fund investments
in publicly held broadcast properties
is beginning to be unwound by Metro-
media (which was singled out under
multiple ownership rules in recent
transfer case [BROADCASTING, Dec. 2]).
MM investigators have found one
fund with more than 1% interests in
two national AM-TV networks and
one major group owner, and second
fund that has in excess of 1% interest
in seven groups totaling 34 TV’s, 31
AM’s and 25 FM’s.

Cinch case

Broadcaster accused of falsifying
program logs is in danger of losing
two AM stations, both located in
South. Hearing examiner, in what
some officials consider one of most

[ e L T ] T r

“open-and-shut cases ever to come
before commission,” has recommend-
ed non-renewal of one license, revoca-
tion of other. Commission reportedly
directed staff to prepare order going
along with this recommendation.
Staff’s draft is now before commission,
awaiting final action.

Social note

Washington’s Broadcasters Club will
start New Year with legislative bang.
On Jan. 14 organization is tentatively
set to be host for reception for Sena-
tors Warren G. Magnuson (D-Wash.)
and John O. Pastore (D-R.1.), respec-
tive chairmen of Senate Commerce
Committee and its Communications
Subcommittee. On Jan. 22 club hopes
to entertain House opposite numbers:
Chairman Oren Harris (D-Ark.) of
Comimerce Committee and Repre-
sentative Walter Rogers (D-Tex.) of
Communications Subcommittee.

Reason for waiting

Among reasons Senator Spessard
Holland (D-Fla.) hasn’t announced
intentions to run again (and he’s ex-
pected to) is requirement under Flor-
ida law that he must begin to keep
accounting of campaign funds as soon
as he announces. So, longer Florida
candidate for federal office puts off
announcement, more time he has be-
fore he must begin bookkeeping
chores. Candidates in Florida must
file by March 3 (see story page 68).

Catching up

FCC campaign to reduce backlogs
is having effect on number of pend-
ing transfer cases. Staff, acting on
wider authority given it by commis-
sion early in November (BROADCAST-
ING, Nov. 11), managed to process
90 applications that month. Effect on
backlog: reduced by 40 cases. Staff
also reports it is getting “current,”
that is, starting processing of applica-
tions soon after they are filed. Until
recently, months often elapsed. Offi-
cials’ goal is to dispose of five appli-
cations each day, 100 per month.

Music merger

In negotiation is purchase of World
Broadcasting System of Philadelphia,
which produces wide range of music
services for broadcast stations, by
Commercial Recording Corp. of Dal-
las, also in music production. If deal
goes through, both companies are
likely to be merged into single entity
that would be one of majors in field.
John Coyle, principal in Commercial
Recording and kviL Dallas, is master-
minding deal.

Published every Monday, 53d issue (Yearbook Number) published in November, by BroApcasTING PusLIcATIONS INC.

1735 DeSales Street, N, W,, Washington. D.

C.. 20036. Second-class postage baid at Washington. D. C., and additional offices.
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To our viewers

To our employees .

To our networks . .

To our advertisers . . .

whose expressions of appreciation for our weekend of
service during the days of sadness and history are
highly valued by the hundreds of employees who per-

formed so unstintingly.

. who worked night and day without a moment’s thought

about personal comfort or compensation to see to it

that the viewers were continuously served.

. whose incredible resourcefulness, effort, experience and

good taste supplied coverage no single station or group

of stations ever could have accomplished alone.

who not only permitted, but urged, that we pay no
heed to their commercial commitments, but serve the
public first. Our particular thanks to those who have
been generous and understanding in their approval of
make-goods to help allay the tremendous financial
loss incurred, and our understanding of those whose

particular problems did not so permit.

LOS ANGELES [ PHILADELPHIA

CLEVELAND
wiw

NEW YORK
WHN

TOLEDOD
rsPD

DETROIT
wIBK

MILWAUKEE
wITI-TV

CLEVELAND
Wit

STORER

BROUSDCASTING COMEANY

ATLANTA
WAGA-TI

TOLEDO
HSPD-TV

DETROIT
WIBK-TV
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WEEK IN BRIEF

Television spot buying in December moving better than
year ago, BROADCASTING survey shows. Estimate that
70% of pre-emptions for Kennedy coverage will be re-
couped through make-goods. See . ..

SPOT TV PACE BRISKER... 27

Top TV advertiser P&G flings gauntlet down to broad-
casters; won't pay for spots placed in triple-spotting
positions Compton advises reps make-goods or credits
will be sought. See ...

WON'T PAY WHEN TRIPLED ... 28

Spot TV billings in third quarter up 23% to over $185
million. TvB report indicates first nine months has
reached $628 million which is $24 million above last
year's period. See . .

THIRD QUARTER SPOT TV UP... 30

Advertisers want more creativity from their advertising
agencies, NL&B survey finds. TV's effectiveness is praised,
but agencies aren't expected to handle broadcast pro-
graming anymore. See ...

MORE CREATIVITY WANTED ... 34

FCC sits to hear arguments on proposal to limit com-
mercial time, but hears virtually nothing but opposition.
Instructs staff to drop idea, but continue case-by-case
consideration. See . . .

UNHORSED IN CRUSADE... 38

Collins's future may be on the line next moenth. Special
meeting of NAB executive committee called by Quarton
to consider recent speeches, also reports that NAB presi-
dent desires to return to political arena. See . ..

WHAT TO DO ABOUT COLLINS ... 68

This may be TWTW for program forms. Commission ex-
pected to issue revised section for cral comments by
industry at Feb. 13 hearing. Provision for listing of
commercial time retained. See .

JUST AROUND THE CORNER... 60

Does President Johnson have to be “like Caesar's
wife?” Family ownership of TV-radio in Texas is ques-
tioned by lowa congressman; “expose” written by Cowles
reporter. See . . .

JOHNSON OWNERSHIP QUESTIONED ... 78

Commission issues proposals for CATV regulation via
microwave licensing powers. Changes delay time from
30 to 15 days, but would still require local station to be
carried on cable if requested. See . . .

EASES UP ON CATV...71

Television homes in continental U. S. are up by almost
1.5 million over last year; radio by over 750,000. Nielsen
issues county-by-county estimates of television and radio
homes. See . ..

RADIO IN 94; TV IN 92% OF HOMES . .. 94
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puzzle:

cast system

In a warm flush of seasonal joie de vivre, the management of
WMAL-TV gave a Christmas party. Five bonhomous staff
members—Neal Edwards, Herb Victor, Bob Whiteley, Bob
Livingston and Fred Houwink—elected to do their bit by
giving a Christmas Masque. Since press of work prevented
rehearsal, they confronted each other for the first time, masked
and in full costume. Grandfather Frost entered, followed by
someone who announced he was a partridge in a pear tree.
Next came Scrooge, then Melchior, one of the Wise Men re-
splendent in his regal robes, and, lastly, Amahl, crutch in one
hand, Martini in the other, demanding to know when night
visiting hours started.

While each actor knew who he was (which was more than
could be said for the audience), he wrongly assigned each of
the four remaining roles to one of the others. No two actors
attributed the same role to any other.

Livingston, for instance, thought Edwards was Melchior;
Whiteley thought Houwink was Grandfather Frost and
Livingston was Scrooge. Edwards identified Whiteley as
Scrooge, while Victor thought Edwards was the partridge in
the pear tree and Whiteley was Melchior.

Unmask these masked marvels. Tell us who each was and who
Neal Edwards thought Fred Houwink was playing. We'll
make it worth your while.

The season quite o’ercomes us, too—we’ll skip the commercial.
If you haven’t bought WMAL-TV for your clients, we’re too late
to help you with this year’s bonus anyway. Try us again next year.
Check Harrington, Righter & Parsons, Inc. for availabilities.

Puzzle adaptation courtesy Dover Publishing Co. New York, N. Y. 10014.
Address answers to: Puzzle #94, WMAL-TV, Washington, D. C. 20008.

wmal-tv &

Evening Star Broadcasting Company WASHINGTON, D. C.
Represented by: HARRINGTON, RIGHTER & PARSONS, Inc.

Affiliated with WMAL and WMAL-FM, Washington, D. C., WSVA-TV and WSVA, Harrisonburg, Va.
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Late news breaks on this page and on page 10
Complete coverage of week begins on page 27
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Collins defends h|s speech to churchmen
SAYS IT'S HIS DUTY TO EXPOSE BROADCASTING'S EVILS

Broadcasting’s faults should be “spe-
cifically identified” and “not vaguely
treated,” LeRoy Collins, president of
National Association of Broadcasters,
has written NAB board in defense of
his speech two weeks ago before Na-
tional Council of Churches.

Governor Collins position was given
in reply to letter from Willard Schroe-
der, woop Grand Rapids, Mich., criti-
cizing governor’s comments on cigarette
advertising before council (see page
68). Mr. Schroeder also asked NAB
president why he did not devote more
of his speech to controversial NCC pro-
nouncement on TV programing.

“I think it is no less my job as presi-
dent of the NAB to encourage the best
and discourage the worst in broadcast-
ing,” Governor Collins told Mr. Sch-
roeder in a letter also sent to all board
members. *“This means I must acknowl-
edge that there are areas which should
be improved and these areas should be
specifically identified not vaguely
treated,” he said. NAB president said
it is his duty to speak out and expose
evils in broadcasting.

Governor Collins said he had re-
ceived much encouragement from ad-
vertisers and agencies for his specific
criticism of Lucky Strike commercials
(BROADCASTING, Dec. 2).

NAB president pointed out that meet-
ing had been scheduled between NAB
and NCC for Dec. 9 to discuss church
pronouncement and that it seemed “un
wise” to criticize council shortly before
meeting. He said his “temperate ap-
proach” was more successful and church
leaders had told him so.

He said NAB is inclined to feel that
there will be modification in church
statement and that “delicate negotia-
tions” are moving very well.

(Council postponed last Monday’s
meeting less than 48 hours before it was
to begin and church spokesman said
Friday it will be rescheduled for early
in February. Meeting was canceled
when church leaders were summoned
to White House as members of Presi-
dential Religious Advisory Committee.
Council has called for FCC regulation
of commercial announcements and di-
rect regulation of networks.)

No code relaxation
for holidays—Bell

In statement to members and code
subscribers, National Association of
Broadcasters Code Director Howard
Bell said code time standards would
not be waived as reported in Dec. 9
Crosep CIRCUIT.

Magazine had reported NAB would
not enforce time maximums during
Christmas season because of many
make-goods following four-day cover-
age of presidential assassination when
commercials were canceled. “There
will be no relaxation of established
standards, either in interpretation or
enforcement,” Mr. Bell said in NAB
Highlights newsletter to member stations.

He said.- published report that there
would be relaxation was unfair and that
magazine had been told this was case
before item was printed. NAB officials
were afraid of FCC and congressional
reaction to report. BROADCASTING’s orig-
inal item had said report would not be
confirmed by NAB.

Assassination weekend
cost CBS $4 million

Cost to CBS for coverage of even's
surrounding assassination of President
Kennedy totaled $4 million and cost to

BROADCASTING, December 16, 1963 EEE

network’s radio-TV affiliates was “about
as great,” according to letter distributed
to employes by Dr. Frank Stanton, CBS
president.

Cost figures supplied by Dr. Stanton
included expenditures for coverage and
loss of revenues. He noted that more
than 660 CBS staffers worked through-
out government crisis.

FCC denies waiver
to Austin CATV group

FCC by 6-1 vote has denied request
of community antenna television sys-
tem for permission to duplicate pro-
graming of KTBC-Tv Austin, owned by
LBJ Co. Commissioner Lee Loevinger
dissented. Mrs. Lyndon B. Johnson had
transferred her majority stock interest
in company to trusteeship (BROADCAST-
ING, Dec. 9).

FCC action was in order denying TV
Cable of Austin’s request for waiver of
condition which requires CATV system
to obtain permission of local station be-
fore duplicating its programing. Unless
permission is granted, station must wait
30 days (altered to 15 days by an-
nounced CATV rulemakings, story page
71) before carrying same program.

FCC noted that some 15 other CATV
systems had accepted condition, as had
Austin firm, and said it doesn’t believe

it should grant exceptions.

TV Cable had asked for waiver on
ground that there is competing CATV
system, Capital Cable, in Austin, which
is not protecting KTBC-Tv. Capital Cable
is operating by cable and, rather than
microwave, is outside FCC’s jurisdiction.

Esty gets Fab; 2 new
C-P items to Bates

Colgate-Palmolive has assigned agen-
cies to three new products and switched
one account—Fab laundry detergent.
Fab will transfer effective Jan. 1—from
Ted Bates, New York, to William Esty,
that city. Television Bureau of Adver-
tising reported gross time TV billings
for Fab for first three quarters of
1963: network, $1,362,500; spot $1,-
271,600.

Colgate stressed that Fab switch was
unrelated with announcement of new
products: Colgate mouthwash, Palm-
olive liquid detergent, both assigned
Bates, and Ajax detergent, assigned to
Norman, Craig & Kummel, New York.

Bates said Friday (Dec. 13) that ad-
vertising plans for its products have not
yet been completed. Fab’s new adver-
tising will include radio and TV, it was
said. Colgate announced, meanwhile,
that multimillion-dollar national intro-
ductory campaign will be launched in
support of Ajax. Campaign, which will
feature white knight as symbol of prod-
uct strength, will include heavy network
and spot TV use.

Elgin shifts watches

Elgin National Watch Co., New
York, has appointed Lawrence C.
Gumbinner Advertising as agency for
its watch line, effective Jan. 1. Former
agency handling estimated $1.5 million

Baker probe may beon TV

Television coverage will be per-
mitted Tuesday (Dec. 17) when
Senate Rules and Administration
Committee holds first public ses-
sion in its so-far closed-door pro-
ceeding on outside business activ-
ities of Robert G. (Bobby) Baker,
former majority Secretary of U. S.
Senate. Word came Friday (Dec.
13) from Senator B. Everett Jor-
dan (D-N. C.), chairman, and
marked first time that committee
has given permission for broad-
cast coverage. Networks requested
opportunity when hearing began
earlier this fall.

more AT DEADLINE page 10

e = ]
W T R L P

= ey e g




George B.
Storer Jr., presi-
dent of Storer
Broadcasting Co.,
Miami, appointed
chairman of steer-
ing committee of
National Associa-
tion of Broad-
casters-Radio Ad-
vertising Bureau,
that will conduct
$200,000 study
of radio research field (see story, page
51). Mr. Storer, who was not member
of committee, will direct joint investi-
gation sponsored by both organizations.

Mr. Storer

Mr. Goshen Mr. Slate

Sam ). Slate, VP of CBS Radio and
general manager of wcCBs-AM-FM New
York, resigns, effective Jan. 3, to ac-
cept newly created post of executive
VP of RKO General Broadcasting.
Jerome Bess will continue, however, as
executive VP in charge of operations.
According to Hathaway Watson, presi-
dent of RKO General Broadcasting,
Mr. Slate will devote his efforts to long-
term planning, government and indus-
try relations, and program development.
Ralph W. Goshen, wcCBs-aM-FM gen-
eral sales manager since 1939, elected
VP and general manager, effective Dec.

WEEK'S HEADLINERS

30, replacing Mr. Slate. Jacques Bira-
ben, VP in charge of sales for RKO
General-owned wor-aM-FM New York,
assumes added duties as sales chief for
wor-Tv. Burt Lambert, currently VP
in charge of sales at wor-Tv, appointed
VP and director of sales planning for
WOR-AM-FM-Tv. Thirty-year veteran of
broadcast field, Mr. Slate originally
joined CBS in 1933 in news and press
department. He served as program di-
rector of BBC’s New York office for
six years (1945-51) before returning to
CBS in 1951 as program director of
wcess and was appointed general man-
ager in 1957, RKO General Stations
are WOR-AM-FM-Tv New York; wNac-
AM-Tv and WRKO-FM Boston; CKLw-
AM-FM-Tv Windsor, Ont.-Detroit, Mich.;
KFRC-AM-FM  San Francisco; woMS
Bethesda, Md., and woms-FM Washing-
ton, and WHBQ-AM-Tv Memphis, Tenn.

Earl G. Johnson, general manager of
Midwest division of Pepperidge Farms
Inc.,, Norwalk, Conn., joins American
Marketing Association, Chicago, as ex-
ecutive director, effective Jan. 2. Over
300 applicants for AMA post were
screened in past two months.

Mr. Bowen Mr. Cuddeback
John S. Bowen, Alva C. Cuddeback,
Michael G. Turner and Robert F.
Young, all VP’s of Benton & Bowles,

New York, appointed VP-management
supervisors. Mr. Bowen, who joined
B&B in 1959 as account executive and
became VP on Crest tooth paste ac-
count in 1961, now has responsibility
for Procter & Gamble toilet goods ac-
count. Mr. Cuddeback has been named
director of B&B’s Texaco account. He
joined agency in 1958 as account exec-

Mr. Turner

Mr. Young
utive ‘on General Foods and was elected
VP in 1962. Mr. Turner, with B&B
since 1950, joining as assistant account
executive and reaching vice president
position in 1959, will head newly ac-
quired Eastern Air Lines account. Mr.
Young will be responsible for B&B’s
Instant Maxwell House and Gaines ac-
counts. He joined agency in 1956 as
account executive and was elected vice
president in 1960.

Armando M. Sarmento, president of
McCann-Erickson International since
1959, elected president of McCann-
Erickson Inc., New York. He assumes
duties being relinquished by Emerson
Foote, who has been both president and
chairman and continues in latter posi-
tion. Mr. Sarmento joined M-E as as-
sistant manager of Rio de Janeiro office
in 1935 and has served agency contin-
uously in various executive posts.

For other personnel changes of the week see FATES & FORTUNES
T T o Tl Tl o e i N s sy |

account was McCann-Marschalk, New
York. McCann-Marschalk, however,
continues as agency on Elgin’s hour
special on NBC-TV Feb. 20, 4 Wild
Winters Evening, starring comedian
Jonathan Winters.

AP admits it erred
in story on Collins

Associated Press lead on speech Na-
tional Association of Broadcasters Presi-
dent LeRoy Collins delivered before
Columbia, S.C., Chamber of Commerce
(BROADCASTING, Dec, 9) was “off base,”
according to AP executive.

John Aspinwall, AP radio-TV news
editor, said that text of speech does not
bear out news service lead saying NAB
president “blamed the climate of vio-

10

lence in the South for President Ken-
nedy’s assassination.” He said nature of
governor’s remarks “obviously was such
as to require the most careful handling.
The incident constitutes an object lesson
and will be pursued with our Charlotte
[N. C.] bureau” which handled speech,
Mr. Aspinwall said.

His comments were made in letter re-
plying to Harold Essex, president of
wsJs-AM-Tv Winston-Salem, N. C.

On Friday, Senator Strom Thurmond
(D-S. C.), member of Senate Commu-
nications Subcommittee, attacked Gov-
ernor Collins’s Columbia speech: “For
one who professes to abhor the emo-
tion of hate Mr. Collins proves himself
singularly adept at verbally purveying
this most violent emotion.”

Fairness, editorials
to get another look

House Communications Subcommit-
tee endorsed editorializing in report re-
leased Friday (Dec. 13). Subcommit-
tee, which held hearings on subject this
summer and fall, announced plans to
look further into problems in fairness
and editorializing raised at those ses-
sions (story page 56).

Report asks FCC’s assurance that “no
action will be taken . . . against any
broadcast licensee resulting in license
revocation or denial of license renewal”
as result of fairness doctrine application.
Commission has never taken such ac-
tion, it says.

BROADCASTING, December 16, 1963
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but make sure it’s

MAJOR STATION RADIO

With almost 4,000 radio stations on the air today, how you ® [t has capable management that creates confidence.
choose and how you use “The Companion Medium” is more ® [t serves a major market.
important than ever before. ® [t has superior facilities—a frequency and power that

Your first guide to effective selection is the difference between reaches oug

ordinary radio and great station radio—the difference between ® It devotes major effort to public service.
the relatively few major stations and the thousands of ordinary ® It features full range programming designed for the
stations. These are the basic criteria that best identify the adult audience.

major station: Stations selected on this basis give you RADIO at its best.

HENRY I. CHRISTAL CO., inc.

NEW YORK « CHICAGO . DETROIT « BOSTON « LOS ANGELES » SAN FRANCISCO « ATLANTA - 5T.LOUIS
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NBC Television is not the only network that designs
a program schedule for a wide range of interests. It
is not the only network that unhesitatingly inter-
rupts the regular broadcast schedule to present fre-
quent programs of special significance.

For the NBC Radio network does these things, too.
In more than 33 hours of weekly service to nearly
200 stations, NBC Radio reflects the responsibility
and creative excellence of its TV counterpart.

Its news coverage, for example, is furnished by the
same, award-winning NBC News team. Chet
Huntley, Frank McGee, Edwin Newmanand Martin
Agronsky are among those who contribute to more
than 150 regularly scheduled news and information
programs each week (more than any other radio
network) . In addition, more than 200 hours of spe-
cial programming have been devoted to coverage of
leading world and national news developments so
far this year.

NBCRadio’sunique Monitorentertainsandinforms |
the nation’s weekend listeners with its diverse
parade of music, comedy vignettes, sports events, |
interviews and around-the-globe special features.

Wide acclaim has greeted such imaginative pro-
grams as Experiment In Drama (“...splendid ex-
amples of the skillful use of radio”—N. Y. Herald
Tribune) and Toscanini—The Man Behind The
Legend (*...a program indeed worth listing as a
radio special”’—N. Y. Journal American).

Broadeast annually by NBC Radio are the nation’s
leading sports events, including the World Series,
the Rose Bowl, the NF1, Playoff, and the National
Singles tennis tournament from Forest Hills.

Rewarding as all of this may be to listeners, it is just
as pleasing for sponsors. That’s why—year after
year—they spend more advertising dollars on NBC
than any other radio network. Ordersal ready placed
for 1964 are running well ahead of 1963’s record-
breaking sales pace.

Obviously, the achievements of this “other net-
work” are quite satisfying to us. But, to be perfectly
candid, it would be more than just
a bit embarrassing if NBC couldn’t
operate a radio network successfully.
This is where the whole idea started.




THE
OTHER
NETWORK



BETWEEN
AVAILS

We're out seliing between buys
...not just when avails are
submitted. We know every
personality on the stations

we rep, and why local

accounts use them.

Our salesmen visit our stations.

Station Reps

A § 8§ O C I A T E s

11 WEST 42nd STREET, NEW YORK 36., N. Y.
CHICAGO LOS ANGELES SAN FRANCISCO

FIRST EVERY DAY
and here’s why...

® Exciting Local Programming

News, music, documentaries that
actually out-rate network shows.

o Great TV Personalities
Hard-selling WSYR-TV personalities,
"Central New York's greatest sales-
men," at work from before sun-up
to signoff.

® Best Technical Facilities
First in Central New York with ¢olor,

videotape, completely equipped TV
center, and the only channe! with

maximum power at maximum height.

* Experience and “Know-How"
A veteran staff directed by exe-
cutives averaging more than 20
years.

o Overwhelming Superiority

*WSYR-TV delivers 38% more

homes than the

No. 2 station.

*AR8 MARKET
REPORT
MARCH, 1963

Aiiliinann

Got 1he Foll Stoby from HARRINGTON, RIGHTER & PARSONS
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A calendar of important meetings and
events in the field of communications.

a Indicates first or revised listing.

DECEMBER

Dec. 16—Hollywood A& Club Christmas
party, Hollywood Palladium. Tickets are
$6.50 each. For further information, write:
HAC, 6362 Hollywood Blvd., Hollywood 28.

n Dec. 16—Broadcasting Executives Club of
New England Christmas party, Sheraton
Plaza hotel, Boston.

Dec. 18—Deadline for the return of FCC
questionnaires by the Pacifica Foundation
attesting to the political loyalty of the
foundation's directors and other officials.

Dec. 17—International Radio and Television
Society Christmas party, Grand Ballroom,
Waldorf-Astoria, New York.

B Dec. 17—National Collegiate Athletic As-
sociation television committee meets in New
York with the three networks to consider
bids for a new two-year pact. CBS-TV's
$10.2 million contract expires this year.

= Dec. 18—Annual stockholders meeting,
Columbia Pictures Corp., New York.

= Dec. 27-28—Annual winter conference of
the American Marketing Association, Somer-
set hotel, Boston.

JANUARY 1964

Jan. 1-New . FCC engineering rules re-
quiring that third-class radio-telephone
operator be present for routine transmitter
operation if first-class operator is employed
parttime. )

Jan. 3—Comments due on proposal to
authorize on regular basis operation of
Midwest Program for Airborne Television
Instruction Inc. (MPATI) ‘and to allocate six
UHF channels for the purpose.

Jan, 3—Comments due on proposed ex-
pansion of UHF table of assignments.

® Jan. 6—North Carolina AP Broadcasters
Association, High Point, N, C,

® Jan. 6—Hollywood Ad Club luncheon
meeting, 12 noon, at Hollywood Roosevelt.
James Nelson. creative vice president of
Hoefer, Dieterich & Brown, San Francisco,
will speak on "My Son, the Creative Di-
rector.”

Jan. 8—Newsmaker luncheon, Internation-
al Radio & Television Society, Grand Ball-
room of Waldorf Astoria, New York, News
analysis and forecast by a panel of Chet
Huntley, Walter Cronkite and Ron Cochran,

Jan. 10-11—Arizona Community Television
Association meeting, Ramada Inn, Scotts-
dale, Ariz. Anyone interested in CATV and
allied fields is welcome to attend. For ad-
ditional information contact Arlo Woolery,
KSUN Bisbee, Ariz., ACTA president.

® Jan. 13—Annual winter meeting of the
Rhode Island Association of Broadcasters.
Place to he announced.

Jan. 14—Meeting of Hollywood chapter of
National Academy of Television Arts and
Sciences to discuss subject of pay TV. Place
to be announced.

Jan. 17—Franklin Day banquet of Poor
Richard Club, Bellevue Stratford hotel,
Philadelphia. Leonard Goldenson, president
of American Broadcasting-Paramount The-
atres Inc.,, will receive club’s Medal of
Achievement citation.

® Jan. 17—Board of directors meeting of the
Association of Maximum Service Telecasters
(AMST). Diplomat, Hollywood, Fla. (post-
poned from Dec. §).

Jan. 17—New York chapter of National
Academy of Television Arts and Sciences

DATEBOOK

honors Jackie Gleason at its annual “close-
up” dinner and show, Americana hotel, New
York. Alan King is master of ceremonies.

Jan. 17-183—Midwinter meeting of Okla-
homa Broadcasters Association, Enid. Paul
Comstock, National! Association of Broad-
casters vice president for government affairs,
will be featured speaker.

= Jan. 20—Hollywood Ad Club luncheon
meeting, 12 noon, at Hollywood Roosevelt.
Richard Dinsmore, vice president and gen-
eral manager of Desilu Sales, will speak on
the foreign market for American TV pro-
grams,

Jan. 21-23—National Religious Broadcasters
convention, Mayfiower hotel, Washington.

Jan. 21-23—Nineteenth annual Georgia
Radio~TV Institute, co-sponsored by the
Georgia Association of Broadcasters and
the Henry Grady School of Journalism.
University of Georgia, Athens.

Jan. 24-26—Mid-winter convention of the
Advertising Association of the West,
Bakersfield, Calif.

Jan. 24-26—American Women in Radio and
Television board of directors meeting, Hil-
ton hotel, New York.

Jan. 27-31—Annual winter meetings of Na-

tional Association of Broadcasters’ radio,
lelevision and combined boards, Far
Horizons hotel, Sarasota, Fla.

Jan. 31-Feb. 1—Seventeenth annual con-

vention of the South Carolina Broadcasters
Association, Jack Tar Poinsett hotel, Green-
ville, S. C.

FEBRUARY
n Feb. 3—Hollywood Ad Club luncheon
meeting, 12 noon, at the Gaslight Club.

Burton Brown, Gaslight Club president, will
speak on the role of advertising in promot-
ing his chain of clubs.

Feb. 3-5—Second annual Electronic Mar-
keting Conference of the Electronic Sales-
Marketing Association (ESMA), Barbizon
Plaza hotel, New York.

Feb. 4-5—Annual Advertising Federation
of America government conference in Wash-
ington. Highlight will be breakfast session
during which top industry official will pre-
sent advertising's side to congressmen. U, S.
Chamber of Commerce will be host Feb. 5-6
at public affairs conference.

Feb. 5—Newsmaker luncheon, Internation-
al Radio & Television Society, Grand Ball-
room of Waldorf Astoria, New York. Na-
tional Association of Broadcasters Presi-
dent LeRoy Collins is speaker.

= Feb. 5-8—Third annual Association Public
Affairs Conference of U. S. Chamber of
Commerce, Sheraton-Park hotel, New York.
Governor Nelson Rockefeller will speak at
the Feb., 6 Iuncheon. Other conference
speakers include Senators Everett Dirkson
(R-II1.), Philtp Hart (D-Mich.), and Roman
Hruska (R-Ne¢b.); Willlam Miller, chairman
of the Republican National Committee, and
Paul Rand Dixon, chairman of the Federal
Trade Commission.

Feb. 5-6—Legislative dinner and mid-winter
convention of the Michigan Association of
Broadcasters, Jack Tar hotel, Lansing.

Feb. 5-7—National Winter Convention on
Military Electronies, Ambassador hotel, Los
Angeles. C. D, Perrine, executive vice presi=
dent of General Dynamics/Pomona, is con-
vention chairman.

Feb. 6—Minnesota Associated Press Broad-
casters Association meeting, Minneapolis.

Feb. 8-16—International TV and Equipment
Market, Lyons, France.

Feb. 14—Annual Valentine’s Day Ball of
Hollywood chapter of National Academy of
Television Arts and Sciences. Place to be
announced.

BROADCASTING, December 16, 1963
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If you lived in San Francisco. ..

...you’d be sold on KRON-TV



PERSONALITY

—
p——

CARNEY

WAPI’s personality plus, Ron Carney!
Ron’s quick wit and masterful adlib ability
make every air minute “fun time, Carney
style.” Better still, Ron’s delightful Happy
Housewife Club with 10,000 card-carrying
members makes apron-wearing a pleasure
for thousands of Alabama housewives . . .
profitable, too. Take a stock of carefully
selected popular albums . . . an always in-
creasing listening audience . . . a soft spoken
young man with an imagination that
reaches from “the breaking point to the
twilight zone” . .. add WAPI RADIO, and
you've got Birmingham’s better blend of
listening pleasure.

WAPI-RADICO

50,000 WATTS
BIRMINGHAM, ALABAMA
WAPI radio represented by Henry I. Christal Company, Inc.

16 (DATEBOOK)
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Van Hornhe was confused

EpiTor: Recently I was very disturbed
by a column published in our Iocal
Scripps-Howard paper, The Indianap-
olis Times. The column was written by
Miss Harriet Van Horne. . . . I have
attached a tear sheet of the column
along with my response to R. K. Shull,
radio-TV editor of the Times:

“Dear Mr. Shull: It seems that each
time you go on vacation your paper fills
your column space with the wretched
work of Harriet Van Horne. . . .

“In this particular column Miss Van
Horne is guilty of the common, but
reprehensible, fault of quoting out of
context and falsely attributing state-
ments and comments to another me-
dium. Miss Van Horne describes
BROADCASTING magazine (accurately)
as the unofficial spokesman of the
broadcasting industry. She then implies
that the magazine made editorial com-
ments to the effect that 53% of the
American public desires legislation to
control television commercials. She
further printed quotes attributed to .
BROADCASTING that in reality were
printed by that magazine in a review
of an article written by her fellow
journalist Jack Boyle (BROADCASTING,
Dec. 2). It actually was Mr. Boyle's
column that contained the information
about the proposed legislation.

“Irresponsible journalism isn’t Miss
Van Horne's only mistake in this par-
ticular column however. , . ."—FEldon
Campbell, vice president and general
manager, The WFBM Stations, Indian-
apolis,

A $31,600 discrepancy

Eprtor: I don’t know where you got
the information that the purchase price
for wew St. Louis is $300,000 (Broap-
CASTING, Nov. 25). It is $468,400,
which includes the assumption of the
existing mortgage.

The statement that Franklin Broad-
casting Co. has disposed of all of its
radio stations is totally incorrect, as
only one station has actually been dis-
posed of. The others are still owned by
Franklin, even though the sales are
pending.—Alvin Koenig, chairman of
the board, Franklin Broadcasting Co.,
New York.

(The $500,000 figure was taken from a news

release issued by one of the parties to the
transaction.)

Clarification of facts

Eprror: I read with considerable inter-
est your lead story “The new life in old
film (BrOADCASTING, Dec. 9). But 1
must point out that there are certain
facts that should be clarified.

1, Pathe News Inc. and Sherman

BROADCASTING, December 16, 1363
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Missing Link

Until recently there was no direct connecting link en-
abling Chicagoans to vote en masse for what they want
to see on their favorite station. Now there is.

Via a specially-prepared program, “Feedback: Stage
One,” WBBM-TV audiences were asked to name com-
munity issues they most urgently want explored on
future public affairs programs. To facilitale returns,
special “Feedback™ write-in ballots appeared in six
Chicago-area papers. Response was tremendous.
Nearly 10,000 viewers filled in and returned ballots.
As a direct result, on November 18 Channel 2 aired
“Feedback: The Race Dialogue.” And

responsc was €ven more tremendous.

WBBM-TV®2

Within 48 hours alone, some 25,000 Chicago viewers
had written WBBM-TV to comment on the program.
Future broadcasts will cover such runner-up topics as
medical care for the aged, crime in Chicago, taxes,
schools, birth control and the Test Ban Treaty.

This successful experiment in large-scale two-way
communication accomplishes a dual purpose. It keeps
WBBM-TV in closer touch with all segments of the
far-reaching Chicago commuanity. And thus guaran-
tees that audiences seeking local programming that
exactly matches their tastes, and answers their needs,
will continue to keep in touch with
Channel 2— CBS Owned WBBM-TV.
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SUNNY \ROPES
. "MAVERICK
MARKET”

Sunny ties up what the
“Sunshine State’s” business
magazine, * Florida Trend,
cites as “FLORIDA’S MAV-
ERICK MARKET.”

WSUN’s home county has
the nation’s highest.incidence
of auto and stock ownership;
brain power industries; high
discrétionary income . . ,
Floride’s 2nd market should be
Ist on your list.

WHAT A MARKET,
AND SUNNY SELLS IT!

T  —
WSUN

TELEVISION - RADIO
TAMPA-ST. PETERSBURG

Natl. Rep: VENARD, TORBET & McCONNELL

= S. E. Rep: JAMES S, AYERS =
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Grinberg Film Libraries Inc. each owns
and controls 50% of the Pathe News-
reel Library. Grinberg has the right
to lease and sell the stock footage, sub-
ject to the payment to Pathe News Inc.
of a specified monthly fee.

2. Pathe News has the right to pro-

duce any type of programs from the
Pathe News Library and it, alone, has
the use of the name and trademark in
its productions. In its planned produc-
tions, Pathe News will utilize the Pathe
footage in large part, though, of course,
it will use needed footage from other
sources also.

These omissions do not detract from
the value of your informative and com-
prehensive article, but I do want to set
the record straight.—Joseph P. Smith,
president, Pathe News Inc., New York.

(BROADCASTING did not intend to suggest
that Pathe News Inc. has no access to the
Pathe Newsreel Library, but pointed out
that its productions will use footage from
a number of sources.)

Uncommissioned research

Epitor: First let me thank you for the
coverage given my talk on the Negro
market (BROADCASTING, Dec. 9).

But I must hasten to correct an er-
roneous statement of facts relating to
research studies on the Negro market
that 1 quoted from.

I refer specifically to the study by
the Center for Research in Marketing.
Bernard Howard & Company did not

| commission the center to prepare a

study. The data . . . which I quoted
was from the center’s third study, “The
Dynamics of Purchase Behavior in the
Negro Market.”, The findings that 1
quoted were released to us, at my re-
quest, after [it] had been publicized at
a [news] conference. The reference to
the center, as reported in your article,
tends to misconstrue Bernard Howard
& Company'’s participation in their over-
all research project.—Bernard Howard,
president, Bernard Howard & Com-
pany, New York. 5

Concurrence and a reminder -

Eprtor: The Dec. 2 editorial, “In days
of anguish, a lesson learned,” on the
performance of radio-television (follow-
ing the assassination of John F. Ken-
nedy) is one of the most outstanding
1 have read. In fact, I want to have it
framed. . . .

Many stations would weélcome this
printed on suitable paper for framing—
Wayne Cribb, national sales manager,
Lee Stations, Quincy, IIl.

(Reprints, suitable for framing, are avail-
able on request.)

Epitor: I wish to take issue with one
paragraph in your otherwise excellent
Dec. 2 editorial. I refer to: “The ho-
mogenizing force of television, which
alone among the communications media
can convey to people the presence of

&

events as they occur, was never more
clearly demonstrated.” I wish to point
out, and I am sure you agree, that radio
just as well as television can be, and in
this case was, on the scene broadcasting
immediate details.

In fact, many times radio, because of
its increased portability, is more im-
mediate than television.—Lowell Green,
chief news editor, CFRA-AM-FM Ottawa,
Ont. :

EpITorR: . . . One thing is certain—
broadcasters covered themselves with
glory during our national emergency.—
Milton J. Shapp, Suburban Station
Building, Philadelphia.

EpiTor: Among the many letters we've
received and which we have, of course,
sent along to the networks is this mov-
ing commentary from Mrs. L. E. Al-
ford, Box 189, Kissimmee, Fla.

“Dear Sir: For some time I've wanted
to express appreciation to the camera-
men of telévision, but did not know just
where to write.

“.. .1 am a totally deaf housewife
and that limits me in many ways. But
some programs on TV lift me to far-
away places and into experiences I'd

-never have otherwise. The actors and

script writers are important, but the
way the camera is used is truly inspiring
at times.

“They were especially tasteful in the
long weekend of President Kennedy’s
death and burial. It was difficult to do,
and I thought over. and over how well
a certain scene was done. Please con-
vey to them my very warm apprecia-
tion of their labors and results to the
public.”—Roy Danish, director, Tele-
vision Information Office, New York.

A germane question

Epitor: 1 wonder: Do the jurists who
heard and watched our industry’s digni-
fied and sensitive coverage of President
Kennedy’s funeral feel their courtrooms
are more sanctified than St. Matthew’s
Cathedral?>—Dwight D. Seely, opera-
tions manager, KvOoY Yuma, Ariz.

In quest of the superior

EpiTOR: There is a wealth of evidence
through the years on the productivity
of commercial television. But we al-
ways can learn and the Schwerin story
(BROADCASTING, Dec. 2) was most in-
teresting. This kind of information is as
important to the seller as it is to the
buyer since we are as eager tO see a
schedule succeed as the buver.

Further, the more qualitative infor-
mation available will certainly contrib-
ute to the success of this great medium.

We look forward to more material of
this kind, especially the definitions on
what is “superior.” As commercials be-

. BROADCASTING, December 16, 1963
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WBALTV.-BALTIMORE

“"MARYLAND’S NUMBER ONE CHANNEL OF COMMUNICATION"
NATIONALLY REPRESENTED BY EDWARD PETRY & CO., INC.




“DIALOGUE” ON WAGA-TV FEATURES NATIONALLY KNOWN PERSONALITIES IN A HALF HOUR OF PENETRATING .CONVERSATION, ABOVE, “MR. GOLF”,
ROBERT T. JONES, WITH ED THILENIUS, STATION SPORTS DIRECTOR. THE “BOBBY JONES™ PROGRAM GENERATED NATIONAL ATTENTION, AND A REQUEST
ON ‘BEHALF OF ANOTHER WELL-KNOWN GOLFER, FORMER PRESIDENT DWIGHT D. EISENHOWER; FOR A FILM PRINT :OF THIS “DIALOGUE” PROGRAM.




WHERE THERE'S NEWS, WAGA-TV GODES with portable Mach-
tronics video tape recorders to capture action for viewers. The
Governor's Press Conference, fast-breaking news and special
events are telecast regularly. )

- - :

YL

. L -
WAGA-TV FIRST televised Georgia Tech basketball! Twenty Cracker
baseball games were televised in 1963! This season, WAGA-TV will
telecast local coflege basketball, including an Ilnvitational Tourna-
ment. Sports airs twice a day on PANORAMA NEWS.

i by e GEER, Vol %
THE 4-H HOUR has aired weekiy on
Channel Five since November 5,
1955. WAGA-TV covers 752,500 TV
homes in 115 counties.*

KEN BAGWELL, general manager of WAGA-TY,
plays an important role in local affairs.
Above, he reports to a United Appeal meet-
ing on the progress of his division.

e U < e .&‘_.M s el g — :.-. ‘ =
DAILY TELEVISION EDITORIALS are discussed by the station Editorial Board, above, prior

to airing. WAGA{V has crusaded for city, county, and state improvements and never
ducks controversial issues. Editorials air three times each day on WAGA-TV.

—_ .' ; "L

ATLANTA'S ONLY station-produced educa-
tional series features professors from local
colleges and wniversities. Above, Dr. C. G.
Alexandrides of Georgia State College.

CBS STARS promote: Robert Reed of
“Defenders” is a WAGA-TV spokes-
man for the Atlanta Bar Association
Legal Aid Committee.

.dynamic leader in local programming!

ATLANTA looks to WAGA-TV for local programming that reflects the pace of the city and the
tone of the times. Channei Five has its sights on more than ratings; the growth of its market
motivates the station to do the things it does! WAGA-TV programs the only weekly prime time

Boy Scouts pieage
allegiance to the flag three
times a day on WAGA-TV!

Fama COVERACE STUDY, TV FACTOODK F33, PUBLISHER'S STATEMENTS

&/ |\ P network and jocal public affairs shows . . . punctuates the
A needs of the market with Atlanta's only daily television
dnipsis editorials . . . produces a daily television educational series
[ ... serves public interest with such programs as The 4-H
‘ Hour, Let's Discuss It, Reporter's Notebook, and others.

The ARB Circulation Report* shows that WAGA-TV
reaches more homes daily and has more net daily and weekly
circulation than any newspaper or TV station in an arc swing-
ing from Washington, D.C. to Dallas, Texas. It's your best in-
vestment. Consult with STORER TELEVISION SALES, INC.

]

|anta

dem,

ANY AUDIENCE SIZE DATA USED HEREIN 1S BASED O THE S0URCE |NDICATED; 1§ SUBJECT YO THE LIMITATIONS ON ITS ACCURACY INHERENT IH THE METHOD OF SURVEY USED, ANO

SHOULD BE CONSIDEAED AS AN CSTIMATE,



KOGO-TV

SANDIEGO

NBC ¢« A TIME-LIFE STATION
REPRESENTED RBY THE KATZ AGENCY
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come “superior” undoubtedly they will
become more acceptable by everyone.—
Jack E. Harrington Jr., Harrington,
Righter & Parsons, New York.

EpiTor: Obviously, the long range im-
plications of the work described in the
article are of great importance to the
future of commercial television. Should
it ever become possible to predict with
any degree of accuracy the validity of
one commercial approach as opposed to
another, I personally fear that it would
tend to inhibit creative experimentation
in commercial production. We have all
seen examples (all bad) of attempts
to follow the leader simply because the
leader was successful. This does not

| only apply to the production of com-

mercials but to programing, promotion
and sales.

There are a number of other facets
of Mr. Schwerin’s study that are per-
sonally disturbing to me. I find it diffi-
cult to concur with the premise that ad-
vertising campaigns can be pretested
and that value judgment such as “in-
ferior,” *“‘equal” or “superior” can be
ascribed to a commodity (the commer-
cial itself) which is designed to ap-

_ peal to both the rationale and.the emo-

tions of great numbers of people—-
whose senses of logic and ranges of
emotions are as different from each
other as the eyes and ears they use to
evaluate the commercials.—Symon B.
Cowles, director of advertising and pub-
licity, ABC Owned Television Stations,
New York.

Hits to all fields

EbpiTor: The many different responses I
have had to my Monday Memo {BRroap-
CASTING, Dec. 2) certainly points up
the variety of areas of your circulation.
——B. B. Randolph, manager radio and
TV, Aluminum Company of America,
Pittsburgh 19.

Christmas came early

EbiTor: We would like 14 subscriptions
[for the Florida congressional delega-
tion] to begin with the next issue.—
Kenneth F. Small, executive secretary,
Florida Association of Broadcasters,
Gainesville,’ Fla.

EpIToR: . . . There is no need to an-
nounce that the subscriptions in the en-
closed order are our gift. All the gentle-
men are members of our board of di-
rectors and we-think it worthwhile for
them to receive background informa-
tion about the broadcasting industry.

I know of no better source for this in~-

formation than your magazine.—J. Al-
len Jensen, executive. vice president-
general manager, XID-AM-TV, Idaho
Falls,- 1daho.

(BROADCASTING offers special reduced
rates for group subscriptions. For details,
write circulation department, Washington
headquarters.)
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of the leadin

® in each city.

Which “Network will
attract the most
children in 19647

The Magilla Gorilla
“Network” made-up

g

children’s stations

ldeal hand-picked these stations for greater
audience, greater impact, greater sell.

HERE'S THE IMPRESSIVE LINE-UPThis is a partial listing only. Additional stations are being added every day.

New York ...... WNEW-TV ....Thurs.—7-7:30 PM
Albany-

Schenectady- B

Troy co.vvnoe WAST-TV ..Thurs.—4:20-4:50 PM
Atlanta, Ga. ... .WSB-TV ........Fri—5:30-6 PM
Austin-Mason

City, Minn. .. KMMT-TV . ..... Sat.—5:30-6 PM
Baton Rouge, La..WBRZ-TV ...... Sun.—1:30-2 PM
Beaumont, Tex.. .KPAC-TV .. ..... Fri.—5-5:30 PM
Birmingham, Ala. . WAPI-TV .. ... Sat.—11-11:30 AM
Buffalo, N.Y. .. .WGR-TV ........ Fri.—5-5:30 PM
Cedar Rapids-

Waterloo..... WMT-TV . .......Fri.~5-5:30 PM
Charleston-

Huntington ... WSAZ-TV . ..., Thurs.—5:30-6 PM
Charlotte, N.C. . .WSOC-TV ....... Fri.—5:30-6 PM
Chattannoga Ten. WDEF-TV ..... Thurs.—5:30-6 PM
Cincinnati, Ohio .WCPO-TV . ..... Wed.—6-6:30 PM
Corpus Christi . .KZTV .......... Fri.—5-5:30 PM
Dallas-Ft. Worth . KTVT .......... Fri.—6-6:30 PM
Davenport-

Rock Island . .WOC-TV ...... Thurs—5-5:30 PM
Dayton, Ohio ... .WHIO-TV ....... Fri—5-5:30 PM
Denver, Colo. ...KOA-TV ........ Fri.—5-5:30 PM
Eugene-Roseburg-

Coos Bay, Ore..KVAL-TV ....... Fri.—5:30-6 PM
Fresno, Calif. ... KFRE-TV ....... Fri.—5:30-6 PM
Ft. Wayne, Ind.. WPTA-TV ....... Fri.—6:30-7 PM
Grand Rapids-

Kalamazoo ...WKZ0-TV . .Thurs.—4:45-5:15 PM
Green Bay, Wis. .WBAY-TV ....... Fri.=5-5:30 PM
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Chicago, 1ll. ....WGN-TV ..... .Mon.—6:30-7 PM  LosAngeles,Cal. .KCOP-TV ....... Fri.—6:30-7 PM
Greenville- e Portland, Ore LKGWSTY L Fri.—5:30-6 PM
Asheville- F’rowdence, L WTEV-TV Ll Thurs.—5:30-6 PM
Spartanburg . .WFBC-TV ....... Fri.—5-5:30 PM  Pueblo- :
Hartford- Colorado Spgs. KOAA-TV ....... Fri.—5-5:30 PM
New Haven ... WNHC-TV ...... Fri.—5-5:30 PM  Raleigh-Durham .WTVD-TV ..... . .Fri.=5-5:30 PM
Honolulu ....... KONA-TV . ..... Wed.—5-5:30 PM  Richmond, Va. . .WIVRTV ... .... Fri.—5:30-6 PM
Houston, Texas . .KTRK-TV ....... Fri.—5-5:30 PM  Roanoke, Va. ...WSLSTV .. ... Fri.~5-5:30 PM
lnd:anapolls,!nd..WTTV ......... Fri.—6:30-7 PM Rochester, N.Y. .WROC-TV . Thurs —4:30-5 PM
Jacksonville, Fla. . WIXT-TV ...... Wed.—4:30-5PM  Sacramento-
Kansas City, ‘Mo.  KMBC-TV .7 0.0, Fri.—5-5:30 PM Stockton ... .. KOVR-TV ...... Wed 6-6:30 PM
Lancaster- WLYH-TV Sa maw»Bay
Harrisburg- 3WHP -V ity-Flint ... .WNEM-TV ......Fri.—5-5:30 PM
York...... WSBA-TV ......Sat.—7-7:30 PM  San Antonio .:...KENS-TV ..... Thurs.—4:30-5 PM
Littie Rock Ark. . KARK-TV ., ..,..Fri.—4:30-5PM  San Diego, Cal.. .KOGO-TV . .... Thurs.—4:30-5 PM
Louisville, Ky .WHAS-TV ."Thurs.—5:15-5:45 PM  San Francisco ..KIVU-TV ... .. Wed.—6-6:30 PM
Memphis "Tenn. .WMCT-TV ....... Fri.—5-5:30 PM  Salt Lake City ..KCPX-TV ..... Fri.—5:15-5:45 PM
Miami, Fla...... WLBW-TV . .Thurs.—5-5:30 PM  Scranton-Wilkes .
Milwaukee, Wis. .WISN-TV ....... Fri.—5-5:30 PM Barre ....... WNEP-TV ....... Fri.—5:30-6 PM
Mlnneapolls- Seattle-Tacoma .KING-TV ....... Fri.—5:30-6 PM
St. Paul ..... WTCN-TV ....... Fri.—5:30-6 PM  Shreveport, La. .KTBS-TV ....... Fri.—5:30-6 PM
Mobne-Pensacola WKRG-TV ....... Fri.—4:30-5PM  Spokane, Wash.. .KREM-TV ...... Wed.—6:30-7 PM
Nashville, Tenn. . WSIX-TV ..... Thurs.—5-5:30 PM  Springfield, Mo. .KVTV ........ ... Fri.—5-5:30 PM
New Orleans . ... WDSU-TV .. .. Wed.—5-5 30PM St Louis, Mo. . ..KPLR-TV . .Fri.—5:30-6 PM
Norfolk, Va. ... WAVY-TV . .. ... Fri.—5:30-6 PM Syracuse N.Y. . .WSYRTV ....... . .Fri.~5:30-6 PM
Oklahoma City . WKY-TV ........ Fri.—~5-5:30 PM  Tampa, Fla. ... WFLA-TV ....... Fri.—5:30-6 PM
Omaha, Nebr. ... KMTV ......... Fri.=5-5:30 PM  Toledo, Ohio ...WTOL-TV ..... Tues.—6:30-7 PM
Orlando- g Tucson, Ariz. ...KOLD-TV ...... Wed.—6-6:30 PM
Daytona Beach WDBO-TV ...... Mon.—5-5:30 PM  Tulsa Okla. ....KOTV ......... Fri.—5-5:30 PM
Peoria, Il. ..... WEEK-TV ..... Thurs,—5-5:30 PM Washlngton D.C..WTIG ......... Fri.—6:30-7 PM
Phifadelphia .. .WFIL-TV ..... Fri.—4:45-5:15PM  Wheeling-
Phoenix, Ariz....KOOL-TV ...... Wed.—6-6:30 PM Steubenville . .WTRF-TV . .....Mon.—5:30-6 PM
Pittsburgh, Pa. . .WIICTV ..., Tues.—7-7:30 PM  Wichita, Kansas .KARD-TV ....... Fri.~5-5:30 PM

Ideal Tay Corp., 200 Fifth Ave., New York, N.Y.
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MON DAY M EMO from Austin P. Kelley, Ben Sackheim Inc., New York

Premixed media packages on the horizon?

Picture this: A media supervisor in
a top New York agency picks up the
phone and calls the representative of
“Memphis Metro-Media Inc.” He or-
ders a 90-day quarter-saturation pack-
age (for profile group “A") to help
promote his client’s exciting new prod-
uct “Aidems.”

Two weeks later, 950 miles away,
things really start cracking.

The city of Memphis is inundated
with commercial messages for Aidems.
They come from all directions: televi-
sion, radio, newspapers, magazines and
billboards. Each message carries the
identification of one or more Aidem
dealers, and each message is directed to
a predetermined socio-economic group.

Aidem sales soar.

The client is happy.

The agency is happy.

And, certainly, Memphis Metro-Me-
dia Inc. is happy. Their instant media
package #25-A-90 has paid off again,
and handsomely.

Buck Rogers Dream? » Far fetched?
Perhaps a little.

But the day may soon come when the
top 20 or so markets around the coun-
try can be “bought” instantaneously.
What’s more, each market will be avail-
able in varying degrees of saturation
(i.e.—full, half, quarter, etc., similar to
current-day outdoor advertising cover-
age).

More importantly, each market will
be divided into carefully defined pro-
file groups. An advertiser will be able
to concentrate his effort at any socio-
economic level he chooses.

Each market would offer perhaps six
to eight premixed media buys; the exact
total would equal the number of profile
breakdowns times the number of satura-
tion plans available. Duration of cam-
paigns would remain flexible.

The ‘Package’ Inside = Let’s take a
lock inside a premixed package, this
time one geared to reach the upper-
income group in greater New York
City. We'll label this particular mix
“NYC #50-D-90"—indicating a 90-day
program of medium saturation.

" Radio: Daily spot announcements on
.the city’s top semiclassical music sta-
tion.

‘Television: Concert, drama or news
analysis broadcasts, twice a week.

Magazines: Three pages total in the
New.York City edition of the leading
national news weekly. Three pages in
the sophisticated lively arts weekly.

Newspapers: Weekly 1,000-line in-
sertions in the two upper-crust dailies.

Outdoor: Carefully spotted quarter-
showings in Westchester, Rockland,

24

Nassau, Fairfield and Bergen counties.

Such a plan would theoretically offer
a 20%" volume discount. In addition,
some leeway in media emphasis would
be allowed for certain products.

Obvious Factors » Just what factors
on the horizon indicate a trend to pre-
mixed media? Quite a few. Let's take
a look at some of the more obvious
ones.

For years now, advertisers have been
making a slow but deliberate move to-
ward media localization. Of course,
radio, newspapers. and outdoor have
long been available on a market-by-
market basis. But recently, magazines
and even television have been offering
greater flexibility to media buyers.

‘Who would have thought some time
back that Time magazine could ever be
bought for metropolitan New York
alone, or that the Cleveland area could
be broken out of Life’s 7 million-plus
circulation, or that TV Guide could be
bought in some 70 editions?

Who would have thought, too, that
the mighty medium of television might
someday join the ranks of local media?
There is an indication of such a trend,
however, in the move away from full or
partial program sponsorship to partici-
pations (participations have increased
425% in the past five years, while
single sponsorships have dropped 67%
and alternate sponsorships have fallen
25%).

Stice Of Pie = There is further indica-
tion in the fact that at least one network
is already slicing up its station lineup
for important enough advertisers. In
addition, the FCC’s determination to
strengthen the position of independent
stations and give nonnetwork advertis-
ers equal opportunity for TV time adds
validity to the premise.

The need for geographic market
standardization may accelerate the trend

to premixed media. The future may see
the day when Boston is Boston to every-
one and every medium—no more retail
trading zones, no more standard metro-
politan areas, no more Nielsen “A”
counties.

Another factor that seems to indicate
a trend in this direction is the urbaniza-
tion that is sweeping the country. With-
in a decade or two, the topography of
America may serve as little more than
a backdrop for 15 or 20 population
“istands.”

On this point, several agency and me-
dia studies made over the past decade
have indicated that many marketing
areas are undergoing drastic change be-
cause of these population growth pat-
terns. Subsequently, these studies have
paved the way to new media strategies
and concepts.

Ready-mixed media could offer in-
numerable advantages. Not the least
important of these would be an attrac-
tive volume discount structure.

Territory Awareness = Equally as im-
portant would be the fact that sales rep-
resentatives for premixed media would
be extremely knowledgeable about the
territory they represent; so much so that
they could concentrate on selling their
market and forego the time-worn ten-
dency to sell against competitive media.

In the creative area, too, premixed
media would offer distinct advantages.
Campaigns could be custom tailored to
specific markets, even specific segments
of those markets. Test marketing could
come into its own. And advertisers
who often find themselves hamstrung in
regional or state legal technicalities (in-
surance, liquor, etc.) would likely find
life a little bit easier.

Premixed media may never come into
being. But, then again, it just could
happen. In either event it makes inter-
esting food for thought.

Austin P. Kelley, a vice president of Ben
Sackheim Inc.,, New York, has served as
senior account executive on Nationwide
Insurance and American Cyanamid during
the five years he's been at the agency.
Before joining Sackheim, he was creative
director in the advertising department of
Continental
native of Charlotte, N. C., holds a degree
from The Citadel and has done graduate
work at New York University and City Col-
lege of New York.

Insurance. Mr. Kelley is a
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- You can’t cover
Indldnap()hs with

el
i
.

. Indianapolis TV!

*The Indianapolis Market, we mean!

WTHI-TV in combination with Indianapolis stations offers more additional unduplicated TV homes
than even the most extensive use of Indianapolis alone. i

More than 25% of consumer sales credited to Indnanapo!ls comes from the area served by
WTHI-TV, Terre Haute:

More than 25% of the TV homes in the combined Indianapolis-Terre Haute television area are
served by WTHI-TV.

This unique situation revealed here definitely suggests the importance of re-evaluating your basic
Indiana TV effort ... The supporting facts and figures (yours for the asking) will show how you gain,
at no increase in cost . . .

1. Greatly expanded Indiana reach
2. Effective and complete coverage of Indiana’s two fop TV markets

3. Greatly improved overall cost efficiency

So, let an Edward Petry man document the foregoing
with authoritative distribution and TV audience data.

WTHI-TV e

delivers more homes

CHANNEL 10 per average quarter
TERRE HAUTE,

INDIANA

%dn affiliate of WTHI AM & FM m

BROADCASTING, December 16, 1963 25

hour than any
Indiana station*

(March 1963 ARB)

*pxcept Indianapalia




NO OTHER STATION
CAN MAKE THIS
STATEMENT

3 CONSECUTIVE YEARS-

MI]BILE PENSACOLA i ®

B T F T R o T T Y -‘
a =2, “""T‘-. n-n.-.'.-_. e i
L 3

= '
A T pray A [ T
L1 WL o el L e
2

Exception To The Rule

WKRG— i K/ — Mobile—Pensacola

has averaged 50% or more share of

audience in every March ARB measurement
since 1959, from 9 a.m. to midnight.*

a
not be accurate measures of the true audience.

@ Represented by H-R Television, Inc. - @ ’

or call

C. P. PERSONS, Jr., General Manager
26 BROADCASTING, December 16, 1963

*3 station YHF market.
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SPOT TV PACE BRISKER THIS YEAR

m Station time mostly sold even before pre-emption problem arose
| Advertisers agree to make-goods for most of lost commercials
®m Dollar figures will be uncertain until final totals are ready

The dollar-and-cents effect of televi-
sion stations’ wholesale cancellation of
spot advertising business in their 314-
day coverage of President Kennedy’s
assassination began to assume more
nearly appraisable proportions last
week,

The full effect may never be known
more than vaguely, but two develop-
ments offered heartening possibilities
that the money losses, overall, won’t be
as bad as they could have been,

= A survey by BROADCASTING, part of
an annual series, indicated that for a
majority of TV stations December’s spot
bookings were moving at a moderately
brisker pace than last year—even be-
fore the pre-emptions occurred. This
factor, in the face of pessimistic reports
that had circulated regarding December
prospects, could ease the impact of the
Nov. 22-26 hiatus on commercials on
yearend profit-and-loss statements.

» After two weeks of uncertainty, it
began to appear that about 70% of the
unprecedented volume of pre-emptions
has in fact been rescheduled—or will
be—through the authorization of
“make-goods” by most advertisers. This
estimate was drawn from soundings tak-
en among leading station sales last
week.

In addition, the BROADCASTING survey
found that a high proportion of stations
—even higher than those reporting De-
cember gains—expected their 1963 full-
year spot billings to exceed 1962’s. But
that was before the pre-emptions oc-
curred, and how these might affect the
forecasts was not calculable. Station
reps, however, anticipated last week that
spot TV business for 1963 would be up
in total but that some markets, as al-
ways, would be down,

QObservers speculated that a 70%
make-good level might represent the
retrieval of $4 million to $5 million of
an estimated $7 million-plus in national
spot business voluntarily dropped on the
weekend of President Kennedy’s death.
But it was acknowledged that dollar
figures must remain speculative at least
until fourth-quarter reports have been
compiled, and may never be fully
known.

Good Positions » ]t also was noted
that for stations already approaching
sold-out status, most make-goods would
have to go into positions for which other
buyers normally could be found, so that
as a practical matter make-goods would
not materially affect the pre-emption
losses of these stations.

Authorities also pointed out that most

cases of inability to accommodate make-
goods—of which there have been some,
though relatively few—would occur in
major markets where the rates are high-
est, so that the number of pre-emptions
rescheduled is at best an uncertain and
probably an overoptimistic indicator of
the number of dollars that may be
recouped,

While advertisers, agencies, stations
and their reps were wrestling with this
biggest make-good problem in broad-
casting history, another complication
entered the picture as Procter & Gam-
ble, television’s No. 1 customer, warned
stations that it will not pay if they
place its commercials in *triple-spot-
ting” positions adjacent to “shared” but
inadequately integrated messages (see
page 28).

BROADCASTING’s station survey, an
annual yearend business study, reflected
national spot traffic movement at al-
most the precise period of the Nov, 22-
26 pre-emptions, By coincidence the
questionnaires were distributed a few
days before President Kennedy's death
and were returned, in practically all
cases, before make-goods could have
been taken into account,

As It Might Have Been » Thus, al-
though they inquired specifically about

A A ) i,

The seven members of the FCC,
sitting in the borrowed majesty of
an Interstate Commerce Commission
hearing room, heard the views of
some 40 individuals and groups last
week on the FCC’s proposal to set
commercial time limits.

The commissioners heard little
that was new and, reportedly, de-
cided on Thursday to abandon the
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i — 1

Seven sit on FCC’s proposed commercial time limits

xT &

rulemaking. The commission is ex-
pected to take final action on the
matter Wednesday (see story page
38),

Shown testifying is Richard Nic-
odemus (1), a sociologist employed
by the National Recreation Associa-
tion. He supported the rulemaking.
But, like others who favored a rule,
he was unable to help the commis-

sion with the crucial question—how
could one rule be fashioned that
would be equitable for all stations?
The commissioners (I-r) are Ken-
neth A, Cox, Robert E. Lee, Rosel
H. Hyde, Chairman E. William
Henry, Robert T, Bartley, Frederick
W, Ford and Lee Loevinger, who
wore dark glasses against the
“glare” of the TV camera lights.

VY|



Top TV
Gamble warned last week that

“triple - spotting”
positions  along-
side so-called
“piggyback” com-
mercials.

P&G in  the |
third quarter of
this year alone
spent more than
$17 million in }
spot TV, accord- |
ing to Television =
Bureau of Adver-

billings (see story, page 30).

to station representatives.

“spot coordinating agency”
P&G and its several other agencies.

advertiser Procter &

will not pay for spots placed in

tising computations of gross time

The warning and P&G’s guide-
lines were issued through Compton
Advertising, New York, in a letter
Compton
said it was acting in this area as the
for

Explicit in Compton’s letter was
P&G’s expectation that so-called vio-
lations of the policy would make
good either by running the Procter &

Gamble commercial again ( “make-
good”) or by crediting the advertis-
er with the amount of time affected.
The policy was aimed at spotting of
P&G commercials adjacent to two
other commercials even when the
other two were sponsored by the
same company. This one-company
sponsorship of adjacent commercials
is often called “piggyback™ buying.

The letter, sent by Graham Hay,
broadcast media supervisor at Comp-
ton, set the scene in the opening
paragraph:

“Procter & Gamble, as you know,
has been and is opposed to triple-

spot business bocked for the week of
Dec. 9, they produced data on sales
levels as they would have been if the
pre-emptions had not occurred. They
therefore provide the most complete
light yet availiable on the question,
which a number of advertisers have
raised, of stations’ ability to re-schedule
such a volume of commercials in posi-
tions generally comparable to those
originally ordered.

The findings suggest that in some
cases it could not have been done but
that in most instances it could—within
limits—and that on the “average” sta-
tion it almost certainly could have been.

The “limits” affecting most stations’
ability to accommodate a full run of
make-goeds had to do with such ques-

28 (BROADCAST ADVERTISING)

spotting. Where incidents of this are
uncovered relative to Procter &
Gamble announcement schedules, its
agencies have always insisted on
either make-goods or credit.”

Asks Confirmation s Mr. Hay
asked the reps to advise stations of
the policy and “confirm in writing
to us the fact they have been so ap-
prised.” He also noted that if any
of the stations “care to comment on
this policy, please direct such corre-
spondence to us.”

Several factors, it was said by
agencies, reps and advertisers, have
combined to focus attention on this
long-simmering problem in spot
placement, not the least of which is
the current complications over make-
goods stemming from wholesale spot
cancellations during the Nov. 22-26
weekend (see story, page 27).

It was pointed up that national ad-
vertisers view the “shared” commer-
cial in different ways. Some, includ-
ing a Compton client other than
P&G, are said to place two different
commercials back te back with no
“bridge” between them: others do
bridge the commercials but the mes-
sages are for dissimilar products.

Broadcast businessmen note also
that the shared commercial—usual-
ly made up of two 30-second mes-
sages placed back to back—is strik-
ing favor with more and more ad-
vertisers. Among those identified
with using the shared commercial
are Alberto-Culver, American Home
Products and Pepperidge Farm
Bread. Lever Bros. recently placed
a shared commercial, with bridging,
in a heavy spot TV campaign for
two of its products: Wisk detergent
and Imperial margarine.

But there are many interpretations

tions as whether an advertiser wanted
the commercials to run before Christ-
mas or whether he would let them
extend through the end of the month or
even into January, as some have done;
the rigidity with which the advertiser
defined “comparable” positions, and the
willingness of local advertisers in a
number of cases to adjust their own
schedules.

Big Markets Toughest s The pinch
would of course have been tightest—as
it i1 now—in major markets and in the
rescheduling of 60-second announce-
ments, which traditionally are in great-
est demand and shortest supply in mar-
kets of all sizes.

But even in the bigger markets, the
survey found, minute sales in most of

P&G won’t pay for spots next to piggybacks

and viewpoints, including charges of
some reps of indirect “rate-cutting”
(on the theory of getting two com-
mercials for the price of one).

On the other hand, a national ad-
vertiser observed that by using the
shared-commercial concept it was
able to spread its advertising over
additional markets and thus get its
message into markets other than the
top 50. It also found the method
enabled the company to extend the
life of the campaign.

Product Protection » Product pro-
tection is still another vexation over
piggybacks. The traditional protec-
tion expected by advertisers is a sep-
aration of 15 minutes. But, as some
reps have noted, two “integrated”
commercials used side-by-side raise
a specter of four separate commer-
cials which when the usual 20-sec-
ond addition is allowable in non
prime time may add up to five com-
mercials.

Several representatives indicated
they had little to quarrel about with
P&G’s approach in that they also
seek better definition and “‘policy.”

P&G-—through Compton—defined
its policy as follows:

“A ‘shared” commercial will be

considered an. integrated one, and
thus actually one commercial, if it
satisfies these requirements:

“Both commercials are identified

as having the same brand name. It

is not sufficient that the bridge say,

‘here’s another product from’—and

then go into a commercial having no

audio or video identification with the
brand name of the first commercial

in the pair.
“Both commercials are for prod-

ucts which have the same general

the choicest periods were running short
of capacity by 10% or more on the
average, and in other periods by as
much as 30 or 40%.

Considered individually, however,
some stations were within 5% of sell-
out and a few reported no minute avail-
abilities at all in prime periods, indi-
cating that these stations had little lee-
way for make-goods when the problem
arose.

The rescheduling of pre-empted ID’s
and 10-second and 20-second announce-
ments presented a much smaller prob-
lem, the survey indicated. Sales of
these lengths were running lighter in
practically all markets, as is normally
the case.

Overall, December sales on three out
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customers and use.

“The bridging or integrating of
the two commercials is so eXecuted
as to appear to be one commercial.

“The continuity of a shared com-
mercial meeting all of the above re-
quirements with one other commer-
cial does not create a triple-spotting
occasion.

“A shared commercial which does
not satisfy all of the above stated re-
quirements will be considered a
‘piggyback’ commercial, or, two sep-
arate commercials. If a commercial
for Procter & Gamble is run adja-
cent to a ‘piggyback’ pair, a triple-
spotting condition has been effected
for which we will require a make-
good or credit.”

The National Association of
Broadcasters’ TV code defines the
basic differences between an inte-
grated and a piggyback commercial
as follows:

A commercial that’s integrated has
two or more products or services but
is 50 executed by audio and video
“that it actually is a single announce-
ment.” The products or services
must be related in character and
purpose or they must be offered by
the same sponsor. The piggyback is
defined as one in which the audio
and video bridge is so executed as to
make the presentation actually two
or more separate announcements and
must be counted as two or more, ac-
cording to the code.

But broadcasters and advertisers
who must decide on the question
maintain the provisions are open to
question and the term “executed”
vague.

While NAB may consider a com-
mercial with two different products
advertised as “integrated” so long as
the same sponsor is offering the
products and the bridging is accep-
table, many advertisers and reps re-
main confused.

of four stations in the survey were
running ahead of last December’s. But
the gains were not as general as those
reported a year ago, though there were
signs that individuaily they may be
running a little higher, on the average,
than they did last December.

The 75% who reported gains, for
example, compared with 91% increases
last December. Where the gains were
described numerically, the average in-
crease this yvear was 27% as against
24% last December.

More Declines = This year’s survey
found 14% of the responding stations
reporting December declines, as com-
pared to 2% a year ago. Where a rate
of decline was indicated, it averaged
10% this year to 2% last December.
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The biggest gains were in sales of
announcement lengths under one min-
ute. Minutes were far and away the
best-sold commodity, but on the aver-
age the shorter lengths all registered
more gains than losses—as compared
to last December—while minute sales
declined more often than they gained.

Some stations reported unit sales
down but dollar volume up.

The most widespread increases were
evident in returns from markets with
four or more stations, where 87% of
the respondents reported December bill-
ings increases as compared to 13% who
said business was down from the De-
cember 1962 levels.

In one and two-station markets 78%
of the returns indicated December in-
creases, 17% showed drop-offs and 5%
saw little or no change from last De-
cember. In three-station markets 70%
of the respondents reported December
increases, 13% reported declines and
17% indicated no change.

Study Supported = The basic findings
of the station study were borne out by
a supplementary survey conducted by
BROADCASTING last week among leading
television sales representatives.

Like the stations, reps preponderantly
reported that December business is run-
ning ahead of last December’s—despite
some cutbacks by a number of major
advertisers (CLoseD CircuiT, Nov. 23)
—and by more than 10 to 1 they indi-
cated that their 1963 billings would
exceed 1962's.

Their individual estimates of 1963
increases averaged out to about 14%
above 1962 billings.

A few representatives said some of
their stations had not been able to
handle even the make-goods that had
been offered them, but these were ex-
ceptions. An overriding majority said
they had been able to reschedule all or
practically all make-goods that have
been authorized. A number of adver-
tisers agreed to let their make-goods
run into January, some of them stipu-
lating that they be billed as if they run
in 1963.

The 70% figure on acceptance of
make-goods from the Nov. 22-26 peri-
od represented a consensus, but on a
station-to-station basis the percentages
varied widely, some outlets, mostly in
major markets, were reported as having
make-good levels of 40, 50 and 60%,
while other stations, especially smaller
ones, were said to have obtained make-
good instructions covering up to 90%
of their pre-emptions.

Cooperation Good » The dominant
impression communicated by the reps
was that advertisers and agencies gen-
erally had cooperated to a considerable
extent. They conceded there had been
a wavering attitude in the week or 10
days immediately after the Kennedy

death, but, in the words of one rep
official; “after all is said and done,
advertisers and agencies cooperated
wonderfully. They worked together
with us and our stations and often gave
us the benefit of the doubt. Some busi-
ness just couldn’t be saved, of course,
and that was to be expected.”

The executive vice president of a
representative firm that specializes in
medium-sized-market stations reported
that at least 85% of its cancelled spot
TV business was now in the make-good
category. He said there was no problem
in finding appropriate time periods, add-
ing “most of them already have been
carried.”

He said his business was down slight-
ly in early December and for 1963 will
be about the same as 1962. He forecast
that sales will increase substantially in
the first quarter of 1963, pointing out
that orders are coming in more fre-
quently than last year at this time.

The director of a large rep company
said at least 60% of the cancelled com-
mercials will be make-goods and add-
ed: “We are scheduling some of them
in January. We have received approvals
from some advertisers to carry them at
this time because, in these cases, we
couldn’t fit them in this month. We
applaud this move on the part of ad-
vertisers.”

Ahead of 1962 ® Current business
is running slightly ahead of last year at
this time, he reported, and business for
1963 should be about 18% above that
of 1962. The prospects are “excellent”
for the first quarter of 1964, he re-
ported.

A study made by another large rep
firm indicated that at least 60% of its
cancelled spots were recoverable though
make-goods. There were few spots that
could not be accommodated, an execu-
tive said.

Business is up slightly for early De-
cember, he said, and 1963 as a whole
will conclude with an approximate 5%
increase in billing over 1962. Indica-
tions are, he added, that the first quarter
will be bright though January may be
a “bit lower” than January 1963.

An estimated 50% of another large
rep firm’s cancelled TV spots will fall
into the make-good class, an official
said. He noted that among his stations
the range runs from 30% in one market
up to 80% in several other markets.

“We were able to schedule the make-
goods in every case, except when a pro-
gram buy, such as a news show or a
special program, was involved,” he ex-
plained.

Business now running on his stations
is slightly down from last December,
even counting the make-goods, he ac-
knowledged. He continued: “more ad-
vertisers seem to be taking ‘breathers’
in December and in January. We detect
fewer campaigns on anything resem-
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bling a national basis this month and
next.

Over 1963 Level » But he thought
that business for the first quarter of
1964 generaily should be over the 1963
level. He estimated that for 1963 his
stations would increase their billing by
an average 7% over 1962.

A rep firm that is represented strongly
in major markets estimated that 60%

of business would be recouped through
make-goods. He said stations were able
to accommodate virtually all of the
spots because business for December
was hit by a “wave of cancellations” be-
fore the Kennedy tragedy.

The evaluation was that business cur-
rently running on the stations is “about
the same or slightly better” than during
the same period in 1962. He added:

“December is not one of our better
months; every other month of this year
did better than the comparable month
of 1962 but we’ll consider ourselves for-
tunate if December is up even or slightly
over December 1962.”

His judgment was that 1963 billings
for his stations will be at least 12%
over 1962 figures. The first quarter of
1964 looks “very promising,” he added.

Third-quarter spot TV up $185 million

INCREASE OF 23% IN PERIOD BRINGS NINE MONTH TOTAL TO $628 MILLION

Spot TV billings (national and re-
- gional spot) for the third quarter of

1963 totaled more than $185.3 miliion,
an increase of 23.1% over the like
period a year ago.

The report released by Television
Bureau of Advertising today (Dec. 16)
and based on N. C. Rorabaugh Co.
compilations, places the first nine-month
total of gross time billings for spot TV
at $628.1 million. This is some $24

million ahead of initial projections
made last summer (BROADCASTING,
Aug. 12).

TvB said the percentage increase is
based on an analysis of the same 318
stations which reported for the third
quarter of both years.

In the third quarter, Procter & Gam-
ble was the No. 1 spot advertiser, biil-
ing more than $17 million. General
Foods and Colgate-Paimolive billed
$7.7 million and $7.4 million respec-
tively.

Top gainers by product classifica-
tions in dollars and percentages, ac-
cording to TvB:

Automotives, an increase of 41%
from $5.37 million to $7.58 million;
confections and soft drinks, up 42%
from $12.38 million to $17.61 miilion;
gasoline and lubricants, up 57% from
$5.46 million to $8.5 million; house-
hold paper, boost of 73% from $2 mil
fion to $3.5 million, and tobacco prod-
ucts-supplies, also up 73% from $4.99
million to $8.64 million.

American Tobacco was a leading
gainer among individual advertisers
showing a third quarter jump from
$437,100 to a little over $2 million.
Another cigarette company, Brown &
Williamson Tobacco, moved up from
a $211,300 expenditure for spot TV
time in last year’s third quarter to more
than $1.29 million in the same period
this year. a ’

General Foods, TvB’s figures point
out, doubled its expenditure: it climbed
from $3.89 miilion to $7.7 million in
the comparative quarters. Shell Oil is
back in spot TV quite strong: the com-
parative difference for the quarter was
$804,000 last year to $2.4 million this
year.
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In the third quarter, announcements
accounted for $152.8 million, ID’s (10
second spot) for $14.1 million and pro-
grams for $18.36 million.

TOP 100 SPOT TV ADVERTISERS
THIRD QUARTER 1963

(Source: TvB-Rorabaugh)

1. Procter & Gamble $17,045,900
2. General Foods 7,751,600
3. Colgate-Paimolive 7,450,500
4. Lever Bros. 5,007,200
5. Bristol-Myers 4,254,300
6. General Mills 4,032,900
7. Coca-Cola fbottlers) 4,023,300
8. William Wrigley Co. 4,002,500
9. Alberto-Culver 3,677,400
10. American Home Products 3,500,800
11. Shell il 2,404,000
12. Liggett & Myers 2,336,100
13. Kellogg 2,322,400
14. Jos. Schlitz Brewing 2,246,900
15. Pepsi-Cola (bottlers) 2,110,800
16. American Tobacco 2,025,800
17. Carter Products 1,915,000
18. Gillette 1,845,800
19. Ford Motor (dealers) 1,822,700
20. Warner-Lambert 1,790,200
21. Ralston-Purina 1,707,000
22. General Motors (dealers) 1,567,600
23. Beech-Nut Life Savers 1,486,800
24. Pabst Brewing 1,420,400
25. Philip Morris 1,411,200
26. Food Mfr. Inc. 1,307,400
27. Brown & Williamson 1,293,300
28. Anheuser-Busch 1,250,000
29. Canadian Breweries 1,246,000
30, Avon Products 1,228,800
31. Socony-Mobi! Qit 1,211,200
32. Simoniz 1,150,200

33. Royal Crown Cola (bottlers) 1,074,000
34. Helene Curtis Industries 1,046,000
35. Standard Brands 977,900
36. Theo. Hamm Brewing 905,700
37. Continental Baking 905,500
38. Eversharp 895,000
39. International Latex 865,000
40, Pet Milk 854,100

41. John Hancock Mutual Life Ins. 800,500
42. National Dairy Products 794,900
43. Associated Products 794,600
44. Sears, Roebuck 793,500
45. P. Ballantine & Sons 734,500
46. American Motors (deafers) 732,400
47. National Biscuit 730,700
48. Campbell Soup 718,200
49. Chrysler Corp. (dealers) 715,800
50. Falstaff Brewing 701,500
51. Richardson-Merrell 695,200
52. Welch Grape Juice 672,900
53. Pearl Brewing 660,100
54. R. ). Reynolds 657,100
55. Miles Laboratories 643,600
56. American Qil 641,900
57. Corn Products Co. 617,800

58. Chrysler Corp. 603,600
59. Phillips Petroleum 540,800
60. Humble Qil & Refining 538,100
61. Sinclair Refining 536,700
62. P. Lorillard 533,100
63. Borden 528,800
64. Climalene 525,400
65. Canada Dry (bottlers) 505,300
66. Foremost Dairies 495,300
67. Pacific Tel. & Tel. 494,600
68. Chesebrough-Pond's 484,900
69. Frito-Lay 467,700
70. Stroh Brewery 464,000
71. Greyhound 457,200
72. Pillsbury 455,900
73. Shulton 449,600
74. B. C. Remedy Co. 438,000
75. M. ). B. Co. 437,600
76. Hills Bros. Coffee 434,900
77. Lucky Lager Brewing 432,500
78. Associated Brands 422 600
79. Wallace & Tiernan 421,900
80. C. Schmidt & Sons 419,200
81. Atlantic Refining 409,900
82. A & P Tea Co. 408,400
83. Kroger 404,100
84. Armstrong Rubber 394,500
85. E. & J. Gallo Winery 388,200
86. Sterling Drug 386,400
87. Nestle 384,300
88. F. & M. Schaefer Brewing 381,800
89. General Motors 378,100
90. Kimberly-Clark 375,400
91. U.S. Borax & Chemical 366,200
92. Metro-Goldwyn-Mayer 361,600
93. George Wiedemann Brewing 350,600
94. Beecham Products 347,600
95. Swift & Co. 344,800
96. Lestoil Products 343,000
97. Socony-Mobil 0Qil (dealers) 342,700
98. Scott Paper 335,800
99. Maybelline 332,000
100. Sperry-Rand 326,000
NATION AND REGIONAL
SPOT TELEVISION ADVERTISERS
BY PRODUCT CLASSIFICATION
AGRICULTURE § 221,000
Feeds, meals 131,000
Miscellaneous 90,000
ALE, BEER & WINE 16,589,000
Beer & ale 15,836,000
Wine 753,000
AMUSEMENTS, ENTERTAINMENT 879,000
AUTOMOTIVE 7,583,000
Antifreeze 352,000
Batteries 3,000
Cars 6,127,000
Tires & tubes 670,000
Trucks & trailers 82,000
Misc. accessories & supplies 349,000
BUILDING MATERIAL, EQUIPMENT,
FIXTURES, PAINTS 878,000
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EVER HEAR ABOUT
THE IOWA
SCHOOLTEACHER?

It’s been proverbial for generations
in the travel trade that, wherever you
go, “you always run into a lot of Iowa
schoolteachers.”

It’s a cute quip, but it should have been
worded “Iowa people.” Because most of
our people have more spendable income
than average—and it’s spendable income
that permits travel, and new automobiles,
and better food, and more luxuries of
every sort.

Our Iowa farm people, for example,
average a gross income of $4,214 per
person. By comparison, pros