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In fact. In use. In reality. 
So if it's a diet in Good Housekeeping, it's not just a recipe. And it's not just 

cooked. It's analyzed, revised, nutritionally balanced and chemically right. 
Did you know that? Women do. Survey after survey shows an ad in the 

editorial environment of Good Housekeeping stimulates more consumer confidence 
than it does in any other women's magazine. 

ferent from a diet article in any other magazine? 
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All women's magazines print interesting diets and terrific pictures. So, how 
can you, as a busy business executive, tell the editorial impact of one from the other? 

With Good Housekeeping, it's easy. The difference is enormous. Because 

behind everything printed in a Good Housekccping service editorial is the work of 
the Good Housekeeping Institute. A phenomenon in publishing. A huge complex 
of laboratories from chemistry labs to engineering labs to active kitchens (regular 
kitchens and diet kitchens!) in which our editors work to verify their editorial. 
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Why is a diet article 
in Good Housekeeping 

different from 
a diet article 

in any other magazine? 



PUBLISHER'S COLUMN 

We like to be different 
The other day Lionel Kaufman, our assistant publisher who worries, with the in- 
tensity of a bloodhound, over every advertiser and agency request tó get on our 
controlled list, reported that we had broken another record. 

Lars Fladmark had just phoned to say that over 51% of our qualified recipients 
had responded to our very first request to requalify themselves - to tell us they're 
still in their jobs and still want MEDIA DECISIONS. He predicted that by the time 
the second mailout was back MEDIA DECISIONS would show well over 80%. 
Since Lars runs Harcourt Brace Jovanovich operations in Duluth, and numbers 
us among his 100 or so circulation fulfillment clients, that gave rise to a few 
questions. 

"How good is that?" we asked. 
"Not bad, not bad." he said. "Very few books can come anywhere near that in 

personal request, at least not from two efforts." 
Therein hangs a story. In 1975 Lars had suggested that we cut down our cus- 

tomary five requalifications to four since we were drawing so well. Despite the 

reduction we broke our previous high with about 80%. In 1976 two efforts hit 
80%, so we stopped there. In 1977 it looks pretty. certain that we'll top 80% with 
no more than two again. 

Of course we're happy to save all that postage. What makes us even happier is 

another evidence that our unique approach in turning out a different kind of adver- 
tising business hook isn't going unnoticed by our readers. 

One of the chief differences is our extreme specialization. Even before we 
turned out our first issue we decided not to he all things to all people. That might 
be good enough for the news -oriented weeklies. But we had a different job to do. 
We wanted to be the in-depth monthly edited not 99%, but 100%, for the adver- 
tiser who was advertising in more than one market. We wanted to give him a 

perspective on each and every major advertising medium and show him how mar- 
keting and media can he teamed to make his media dollars work hest. 

There was another big difference. We decided to limit our BPA agency and ad- 

vertiser controlled copies to those people who could show a personal involvement 
in planning, approving, or implementing the media buy. 

These innovations in editorial and advertising practice made us run on what is 

undoubtedly the narrowest track in the history of the ad trade press. We don't 
mind. It gives us a precise fix on our editorial approach and makes it easy to iden- 
tify our circulation target. Maybe we don't do too well on some of the all-purpose 
surveys of advertiser/agency reading preferences that ad hooks are fond of making. 
But our universe isn't theirs - and we intend to keep going on separating the 
wheat from the chaff. 

We earn a lot of brownie points with agency people who study audit statements. 
We take a great deal of pride in the fact that over 95% of our 25.9UO BPA qualified 
copies go to advertisers and agencies - and that means our kind of advertiser and 

agency. We're leading the ad press fight for detailed job -classification breakouts. 
The December 1976 Publisher's Statement, for example. shows 130 separate ad- 
vertiser and agency breakouts. 

BPA allows us to continue sending copies to non-requalifying recipients for as 

long as three years. That may he fine for some fields, but in the volatile ad world 
it's too long. Our audit statement shows no three year readers and only 16.4% two 
year recipients. And our circulation is concentrated in the big advertising centers 
like New York. Detroit. Chicago, Los Angeles. Dallas. Atlanta where marketing 
and advertising decisions are made. 

Yes. we're different. And we like it. More to the point, our readers like it. 

1.14144. 
Norman K. (ilenn 
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Barron's investment - 
active subscribers average 21 

transactions during the year. 
And with an average portfolio 
of nearly $114 million, that's a 
lot of market movement. 
Good reason to move your 
advertising to Barron's. 

We'd like to tell you more. 
For all the facts and figures, 
contact any Barron's advertis- 
ing sales office. Or Bernie 
Flanagan, Barron's, 22 Cort- 
landt Street, Newyork, NY 
10007, (212) 285-5374. 

And put a millionaire to 
work for you. 

Today is history. 
Tomorrow is 

BARRON'S 
Source Erdos & Morgan Subscnber Study. 1976 

Copyngn1. Dow Jones & Company. Inc . 1977 
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Jean Caste is president of Cosmair, Inc. (L'Oreal Preference 
haircolor and Lancome facial make-up). He explains in this 
issue how those products were moved from beauty salons 
into over-the-counter successes. 
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According to Al Achenbaum, only "effective exposure'' represents the true 

value of a schedule. 
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When L'Oreal decided to invade the U.S. market. they sent Jean Caste over from 
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What's special about the so-called "blue collar" market and the media that spe- 

cialize in blue-collar v orker interests. 
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Ilas the business press turned the corner? It's booming right now, but will it con- 

tinue to catch up with other media? 

96 The new TGI 
Target Group Index now estimates total audience of 145.4 million adult readers 

of 119 consumer magazines. 

135 International Marketing & Media 
England: moving towards a media mix (page 136). Things are looking up down - 

under in Australia (page 140). `'Spain is Barcelona and Madrid" (page 144). 

Worldwide media budget: $49 billion (page 148). 
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Spending in this $72,235.000 category soared last year. as spot tv and newspa- 
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GET TO A BIGGER SHARE OF YOUR MARKET 
EVERY WEEK AND GET 

A BIGGER SHARE OF YOUR MARKET. 

Big reach -43.8 million adults. Plus weekly frequency. An effective, hard - 
selling combination that only one magazine can offer. 

With one issue alone of TV Guide, you can reach almost 30% of all the 
adults in America. 

With only six issues you can extend your reach to about half the adults in 
the country. 

And so it goes. Print that can generate multiple impressions for your 
product-that can give it the continuity of exposure that leads to increasing sales. 

That's really the heart of the matter. The movement, the momentum that 
TV Guide can create for your product. That can build your campaign-and do it fast. 

Advertisers seem to agree; they continue to make TV Guide number one 
in ad revenue. 

So, to reach your market fast, reach with TV Guide. 

Sources: Simmons' 76-77. PIB. 

TV 
.GUIDE 
'TRIANGLE .118KATIONS INC 

FIRST IN CIRCULATION. 
FIRST IN ADVERTISING REVENUE. 
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Demographics. 
Age, 
education, 
occupation, 
wherewithal. 
Our audience is not merely upscale: 
71% is concentrated 
in the 40 Primary 
quality merchandise 

least 6 people markets. 
read every copy- 
more than 3 milion 
prime prospects every week. Move into 
The New Yorker's 
neighborhood. 
You'll enjoy 
the demographics. 
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In the works 
Brand Report Liquor will be the twen- 
tieth in this series of special reports on 

large national advertiser categories. 
These reports combine the basic data 

furnished by Leading National Advertisers 
Media Records and Radio Advertising Re- 

ports (which show dollar expenditures in 

each category), with analyses of the spend- 
ing strategy and marketing tactics of the 

leading brands in each field. 
The dollars invested in liquor advertising 

are running over $131 million a year in 

LNA measured media alone. Add to that 

over $64 million in newspaper expendi- 
tures. 

The liquor brandmen are, of course, pre- 

cluded from using tv and radio. Their big 
media are newspapers, magazines. and 

out -of -home in its various forms. A result 
is competition among the liquor advertisers 
to get choice positions on magazine covers. 
the sports pages of newspapers. most - 
traveled traffic arteries for 30 -sheet 

posters and painted bulletins. 
The race for prime positions has driven 

the liquor media ante up 10%, even though 
sales are off (by 2%) for the first time 

since prohibition. 
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Give him 
a Zero. 
It's the world's easiest media plan: 
last year's plan updated. 

Next time someone proposes 
it, give the man a zero-or at 
least a copy of Newsweek's "Guide 
to Zero -Base Media Planning." 

"Projecting" last year's plan 
for next year may he. in some 
instances. a good idea. 

But these days- with manage- 
ment concern for accountability, 
and with ad budgets strained by 
rising media costs and increased 
competition-starting at zero is 
generally a better idea. 

Zero -Base Media Planning 
means. literally, starting from 
scratch. 

No sacred cows. No precon- 
ceptions. No comfortable 
assumpt ions. 

At Zero -Base, the important 
thing is to keep an open mind, and 
not to he intimidated by what has 
happened in the past. 

Zero -Base Media Planning is 
a modern, disciplined approach to 
media planning. 

It borrows some of its termi- 
nology and procedure from an 
innovative and widely used 
decision -making process known 
as Zero -Base budgeting. 

In Zero -Base Media Planning. 
the media type to he selected is 

Mets just do what we did 
last year, It worked, didn't it?" 

never a foregone conclusion. 
Creative execution (if it 

exists) is not an inhibiting factor. 
Each medium is viewed 

afresh, whether creative exists 
for it or not. 

Then, in a later step, Media 
and Creative become co -partici- 
pants in the final determination of 
the plan. 

Together they must evaluate 
the "trade-off" opportunities that 
exist between the advantages of 
one medium and those of another. 
They must determine what is being 
given up in terms of creative 
effectiveness or target -group 
delivery when one media com- 
ponent is selected over another. 

In today's rapidly changing 
media marketplace, Zero -Base 

1 

Media Planning can he the 
advertiser's assurance that media 
opportunities are not being 
overlooked. 

To help you. Newsweek has 
prepared an informative 36 -page 
"Guide to Zero -Base Media 
Planning: It shows how the Zero - 
Base approach differs from other 
approaches; how it can help you 
increase the efficiency/effective- 
ness of your media plans: and, 
with a detailed, step-by-step 
example. how you can put the 
technique to work yourself. 

In addition. Newsweek is 
prepared to supply you with a 

vast amount of marketing infor- 
mation essential to the Zero -Base 
Media Planning process. 

This includes syndicated 
research (the widest range offered 
by any major magazine), new 
interpretations of current syndi- 
cated data, innovative primary 
research, and qualitative, in-depth 
attitudinal surveys of special 
audiences. 

For further information about 
Newsweek's marketing tools- 
many of which are intended to 
help bridge intermedia harriers- 
and for a copy of the "Guide" 
(Newsweek has already filled 
requests for nearly 5,000 of them), 
contact your Newsweek sales 
representative or: Chuck Kennedy, 
Vice President and Advertising 
Director, Newsweek, 444 Madison 
Avenue, New York, N.Y. 10022. 

Zero -Base Media Planning. 
t 

Ask Newsweek. 
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Stellar arsteller. 
Bill Alac:stellec: Gentle. Whir. Wise. A western] the language u'lros built agreat American-and international -aclertisinga ener. 

Here are excerpts from a recent con vet:sation between Mr r ,t lac steller and The Wall Street Journal. 

On the advertising business: 
"It's a good business. I really never wanted to be in any 

other business. I enjoy the challenges. the constant changes. 
and i like working with intelligent and ambitious people:" 

On recruiting: 
"We've grown our own talent. More than 50% of our 

senior people have never worked at another agency. We 
believe we can recruit bright, intelligent college graduates 
who are serious about an advertising career. and train them 
eery quickly to take over major responsibilities:' 

On skepticism: 
"People are skeptical toward advertising. Rut not all 

advertising. The media environment influences the way 
people look at your ads. If the medium is believable. cred- 
ible, the same attitudes will flow over to the advertising in 
that medium: 

On corporations: 
"Twenty years ago. corporate advertisers didn't want 

to say anything. There's a new climate today. Companies we 
work with-Rockwell. Gould. I U International. IBM. Colt 
Industries-they know they're in business for the long haul. 
So corporate advertising is more candid, more honest, more 
revealing. And more successful: 

On visibility: 
"There's no problem with visibility in advertising. 

Excellent advertising gets seen. read, believed. Punk adver- 
tising is lost. That's the way it s always been. That's the way 
it'll always be:. 

On creativity: 
"The advertising must reflect the company-not the 

agency. We reject formulas. We concentrate on finding out 
what the objectives should be. what the hest strategy would 
be-and we tailor the advertising to the client. It is his 
advertising, not ours: 

On The Journal: 
"The Wall Street Journal is a remarkable publication. 

Incredibly responsive. We've had as many as 10.000 responses 
to ads we've run in The Journal, for clients like Rockwell. 
Berlitz. and others-including ourselves. In fact, the first 
advertisement weever created ran in The Wall Street Journal. 
It was an ad for our own agency-paid for with borrowed 
money. And it worked:" 

The Val/ Street Journal. Over five million American 
decision -makers turn to The Journal every business day. As 
do numy of the brightest. most successful. most respected 
advertising professionals in the world. Including the most 
honored creative re people in the advertising business. For 
they knout beyond all statistics: 

TheWall Street Journal. 
ItWorks. 



Media Month Edited by Lionel M. Kaufman 

TvBureau's retail workshop. This annual event is no longer the place where re- 
tailers come to be converted to television. From the names and titles on the 
attendance register, it's where the stores now using tv send their creative people to 
take a look at one another's commercials. There were 43 stores represented, 29 
agencies (a number of them in-house), 47 tv stations and reps, plus three national 
advertisers bearing gifts of co-op dollars. 

TvB themed the meeting "Fashion," which is the classification tv is anxious to 
add to the image, promotion and discount business it now gets. The program 
ranged from keynoter Paul LeBlang of Saks Fifth Avenue, through a number of 
department stores and specialty shops, ending with a furniture warehouser using 
"The Price Is Right" 's emcee as his spokesman. It also gave time to Arrow Shirts, 
Cannon Mills and Celanese, three national advertisers whose co-op dollars help 
pay for so many retail commercials. 

LeBlang said he wasn't exactly a willing keynoter since Saks doesn't use tv for 
fashion advertising. He said he spent six to eight hours searching TvB's tapes and 
found "only a handful" of fashion commercials. He gave tv his suggestions for at- 
tracting fashion advertising: "Instead of numbers show us the demographics a 
fashion advertiser needs, and how to pinpoint that segment of the audience .. . 

Give us programming that makes an editorial environment for fashion .. , Give us 
positioning like the guaranteed positions we have in newspapers ... Show us re- 
search on how tv influences shopping attitudes." 

One of tv's strong points for some retailers - umbrella coverage of the wide- 
spread ADI - was noted by several guest speakers. Dorothy Murray of Lazarus 
said: Our customers range over 88 Ohio counties. Newspapers can't cover them 
all, even a list of newspapers." Another Ohio merchant said: "No one metropolitan 
paper covers our five -city area; we have to buy five newspapers. On the other 
hand, in our sixth city, Akron we'd have to use the Cleveland tv stations, which 
would be 80% waste for us." 

One new development that's helping tv in the retail field is the video cassette. At 
last the store has a "tear -sheet" to show the vendor in applying for his co-op dol- 
lars. The cassette is serving in other ways, too. J. L. Hudson in Detroit sets up 
cassette players at the point of purchase on the store floor to re -run its commer- 
cials. Arrow Shirts said 30 seconds isn't enough to explain its new $20 shirt with a 
patented "custom collar," so they're asking the stores to play an expanded four - 
minute cassette at the shirt counter. 

Another retailer who's giving the public more than 30 seconds to view its com- 
mercials is Gimbel's. "Look at this from last week's Times" said TvB's Tom 
McGoldrick. "Gimbel's has reprinted the entire story board from its tv commercial 
as a full page newspaper ad." 

On the other hand a number of ten -second retail commercials were shown at the 
meeting. 

Record -busting Times. On Sunday, April 17 the New York Times carried a record 
1,226,700 lines of advertising, billing a record $5.25 -million. That was 22,200 lines 
and some quarter -million dollars more than the previous record issue, November 
14, 1976. Of course, there was a rate increase in between. But the Times' new 

Continued on page 10 
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"bung women today 
are more aware of their bodies- 

nnot just how they look 
but how they perform. 

They're health buJ)%'th hitney 
Editor -in -Chief 
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Glamour listens. Glamour responds.1LA . I 
With medically backed facts on what and how to eat 4810 
to build energy. Step-by-step instructions on exercises 
that tune the body, increase stamina. The sports that COI 

keep them in peak physica' condition. And a buyer's 
guide on the gear and garb that help them play aette', SIKS 
and look better while they play. It's what makes Glamour 
the priority magazine for 6.5 million young women. The 
most efficient to reach working women wth household 
incomes of $15,000 plus and $20,000 plus. Whici is ES why advertisers bought mcre pages in Glamou - than 
in any ather women's magazine. For six years in a row. 

GLAMOUR 
! {finun are changing... A/ra kets are changing. 

l 
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MEDIA MONTH (from 8) 

nine -column page won't explain the increase in lines. That went into effect before 
last November. 

Women's magazines close record first half. Preliminary figures show the "Sev- 
en Sisters" up 15.2% in actual pages, not just dollars. Final figures will show a big- 
ger percentage gain, because on their new every -28 -days schedules, Family 
Circle and Woman's Day will have a seventh issue sneaking in at the tail end of 
June. 

That should mean another 200 pages of advertising as yet uncounted. Pub- 
lishers are going as far as Finland to scrounge around for extra paper. 

Big mover in this group is Better Homes & Gardens, up 51% in pages. Part of the 
gain is due to a cut in page size so that last year's junior page is now a full page. 
Most important, though, is the rate cut that accompanied the change in January. 
Despite a Spring, 1977 increase, rates are still below last year's. Better Homes has 
a further growth potential that the other women's books envy. Straddling the media 
fence between women's books and shelter books, it's bound to feel the step-up in 
housing starts, now at their highest level in four years. 

The long -closing women's books are always the first to count the take. But the 
entire magazine medium, which has just counted its first three months, is doing 
well, too. Publishers' Information Bureau says the medium is up 12% in pages and 
21% in dollars. 

Fifty-two People; 26 of Us. The conservative New York Times Corporation direc- 
tors voted to venture into People's bailiwick with a new magazine called Us, but 
only as a bi-weekly for starters. They warned their stockholders that the start-up 
would eat up 15 cents of each share's annual profits for a year or two. Their pro- 
motion people sat down to position a bi-weekly versus a weekly, came up with: 
"... as a bi-weekly Us largley forsakes covering yesterday in favor of tomorrow." 
The circulation staff is hoping you'll try Us, on alternate weeks with People, which 
would make you an every -issue buyer of Us, an every -other -issue buyer of People. 
Us' first cousin, Family Circle, sent its 35 -man circulation field staff out to the sup- 
ers to win rack space for Us. Showing the track record of Us' pilot issues, they 
signed up 160 chains. Bi-weekly frequency gives the stores reasonable turnover, 
gives Us two weeks to sell out. All of which doesn't bother People in the least. 
People upped its cover price from 50c to 60c the week before Us bowed. 

Media imperatives revisited. Lots of people must be looking into Simmons' 
"media imperatives" (heavy magazine readers who are also light tv viewers, and 
vice versa). So many, in fact, that TGI has had to make a similar analysis. Since 
Simmons has trade -marked "Imperatives," TGI is calling its groupings "Media 
Comparatives." Whichever one you're looking at, you can now get from News- 
week an analysis of your media mix by frequency distribution - how many of your 
Imperatives/comparatives you're reaching once, how many twice, how many with 
greater frequency. 

Media month -ends: Seems every woman's magazine is positioning itself as a 
working women's book. Even Redbook has put its "Young Mamas" to work. The 
energy crisis is generating page after page of advocacy advertising in the New 
York Times, Wall Street Journal, Washington Post, and other "platform" news- 
papers. East/West Network now boarding still another airline magazine: South- 
ern. Take -off time: July, 1977. That'll make 12 airline magazines under its wing. 
That was a dramatic idea of Tv Bureau to simulcast its new presentation, "Televi- 
sion, The Sum of the Alternatives" to media decision makers from coast to coast. 
But those who couldn't make the simulcast time and missed the message were 
reminded of a broadcast shortcoming. 

Turn to page 180 for Media Month at Deadline 
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Here comes The Number One Woman. 
For May. 
She's yesterday's child and today's woman. 
And her initials are LHJ 

She's in the best tradition of yesteryear aid 
into the latest trend of the moment. 

And she turns to Ladies' Home Journal fcr 
the newest ideas about every one of her 
many lives. 

Pick up the May LHJ and see for yourself 
You'll find editorial -with -a -twist and servi:,e- 
with-a-surprise as only LHJ can do it. 

You'll get warm, amusing and inside insights 
as 22 famous personalities-from Rosalynn 
Carter to Arnold Palmer-give their personal 
reflections of their mothers. 

You'll find novelist Budd Schulberg 
switching from boxing gloves to velvet 
gloves with a revealing portrait of 
Princess Grace. 

You'll see how LHJ editors read 
their readers' minds with 12 instant 
Makeup Tricks that conquer their 
12 most common bugaboos. 
And much, much more. 

And it all adds up to this. If 
you're one of our readers, 
The Number One Woman is 
you. And if you're one of our 
advertisers, The Number 
One Woman is yours. 
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People with respect for the 
ideas, designs, workmanship 
that went into past American 
homes get it...to help them 
blend tradition into contempo- 
rary living. Restoring a vintage 
house, building a new one, 
collecting antiques, buying re- 
productions, or delving into 
time-honored crafts, they find 
American Tradition an up-to- 
date store of useful historical 
inspiration. 

For $2 spent at newsstands, 
they get product news...decorat- 
ing, remodeling and restoration 
case histories...even a selection 
of American traditional house 
plans to order by mail. 

When they get American 
Tradition, you get them-an at- 
tentive audience uniquely re- 
ceptive to your selling message. 
Be sure it's included when this 
beautiful, authoritative annual 
closes, July 5 (on sale Septem- 
ber 13). Reserve space now by 
calling (212) 692-5355, collect. 

Get the idea. Get the Guide. 
Or two, or three. They work 
together. 

A Condé Nast Publication 

Med iology 

a79 Pc\j) 3 
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VIOLENCE ON TELEVISION 
In recent months one after another. some of the largest tv advertisers have issued 
well -publicized edicts instructing their agencies to avoid violent and otherwise 
"objectionable" programs when making their tv buys. 

While some are fairly well thought out, many of these "guideline'' statements 
are disquietingly vague and some are obviously "political." But regardless of 
their nature, the effect is the same. Backed by the PTA, AMA, and other prestigi- 
ous organizations. the anti -violence people are succeeding in their campaign to in- 
timidate advertisers as a pressure tactic against the networks, whose programing 
they are trying to reform. 

The primary targets, initially, would seem to he the fairly large number of de- 
tective and "police" shows which have come to the fore in the late sixties and 
seventies, filling the void left by westerns and other "action'' types. But if the 
anti -violence forces have their way it's obvious that they will expand their cam- 
paign to exclude shows that are "vulgar'' or "sexist," or those that present ethnic 
groups in a bad light, and ultimately, they are against all programs that have no 
redeeming ''social value." 

They would like to see commercial television transformed into educational 
television - or intellectual television. Naturally. they would like to see far fewer 
commercials as well as stringent requirements obliging advertisers to he more 
"honest" if possible. to advertise only "worthwhile'' products. 

It's amazing how easily advertisers can be manipulated. Apparently the higher 
echelons of many of these companies are so anxious to avoid problems that the 
receipt of a single letter from a little old lady in New Podunk. Iowa, is enough for 
them to drop the show she objects to from their schedules. 

Well -organized letter campaigns. or pressure tactics seem to be producing even 
better results - with wholesale adjustments in tv buying tactics. In some cases, up 
to 60 or 70 programs are now banned as "undesirable," if you count the "off - 
network" reruns used so heavily by local stations in their early evening and 
weekend time slots. 

One of the most neglected aspects in the controversy over violence on tv is the 
effect that program type boycotts can have on the advertiser's media plan. Of 
course. the medium's critics don't care a hoot about this, but one would think that 
the advertisers might. 

It's axiomatic in publishing, in the movies and, of course. in tv that violence and 
sex (the two go hand in hand) are the most effective lures for younger adults, par- 
ticularly men. In this regard. an analysis of last fall's ratings for 21 programs that 
would he generally regarded as "violent'' and 47 programs that would be 

classified as "acceptable'' (non-violent) on most of the lists. is revealing. The 
violent grouping included I4-1.5 detective or police shows and the various movie 
blocks which have high action -adventure content. while the "non-violent'' cate - 

Continued on page 14 
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The Playboy reader: 
Hes attracted a new advertiser 

every 3 days for the last 6 months. 
Wow. 
68 new advertisers in 6 months. 
More pages, January to June, than 

PLAYBOY has ever carried before in its long, 
successful history. 

20 new advertisers in June alone. 
The biggest June in our history . 

That's called momentum. 
We've got it. But what's important to you 

is why we've got it and what it can do for you. 
Why we've got it is simply, and without 

doubt, the PLAYBOY reader: 
Today's under -35 young men. A vital, 

alive, spending group of young men who are 
earning-and spending-more money 
quicker than any similar group before them. 
The most vibrant prospects American 
business has been blessed with since the 
post -World War II boom. 

13, 655,000 men every month. 
More than any other men's magazine, 

newsweekly or sportsweekly. 

The Playboy advertiser: 
When it comes to reaching men, he comes to us. 

Audience and market data: TGI, Spring 1977. 
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AUDUBON 

At last, 
the good guys 
finish first. 

We environmentalists have been 
fighting for conservation for a long 
time. Now, more and more we're 
getting some recognition. 

Like the Columbia School of Jour- 
nalism Award for editorial excellence. 
For our study of the ecological disaster 
caused by the Garrison Diversion Irri- 
gation Project in North Dakota. 

And our readers are getting recog- 
nition too. Because our 1976 Starch 
readership study tells who they are: 

median age 44 
average income $35,708 
managerial/professional 
college educated 

And in one out of two households, 
our average subscriber: 

owns an imported car 
drank wine at home last week 
owns a 35mm SLR camera 
went camping 
gave a speech or addressed a public 
meet ing 
belongs to a professional 
organization 
holds a valid passport 

Furthermore, the average 
Audubon household last year: 

owned a home worth $64,000 
purchased 21 books 
vacationed 30 days away from home 

You see, they're a class market of 
mature and self-assured environmen- 
talists. Successful and responsible. 
Highly educated, and affluent. 

And 82% of all adults in our 
300,000 households read Audubon. 
An estimated total readership of 
1,032,000 good guys. 

Audubon, the right environment 
for your advertising. Because our good 
guys buy. 

Audubon: Benchmark for the 
environment. 

AUDUB 
950 Third Avenue New York. N.Y. 10022 

(212) 832-3200 Ann Parris, Advertising Manager 

MEDIOLOGY (from 12) 

gory was dominated by more than thirty situation comedies, along with varieties 
and dramas in the Wa/tons or Little House On the Prairie vein. Despite the latter's 
edge in numbers, it should be noted that with so many of their telecasts consisting 
of half-hour comedies. while all of the detective entries were sixty minutes long 
and the movies. of course. were still longer. the actual amount of time devoted to 
the two groups was almost equal. The "violent" shows averaged about 27 hours 
per week, the "non-violent" averaged about 32. 

Although there was little to distinguish between the two groups where house- 
hold ratings were concerned (the "violent" shows led by about one rating point) 
the demographic breakdowns demonstrated the clear edge that "violent" pro- 
grams have with younger men. The following table indicates the gains or losses 
that an advertiser who was exclusively in "rio/ent" shows would incur by switch- 
ing exclusively to "non-violent" ones: 

Total Women No change 
By age: 

18-34 No change 
35-54 - 6% 
55+ +14% 

Total Men -14% 
By age: 

18-34 
35-54 
55+ 

-21 % 
-20% 
- 7% 

Masked by these "top line- statistics are even more interesting differences. For 
example. younger. upper income women lean to detective shows and movies. 
Thus. even though comedies and varieties (along with romantic dramas and medi- 
cal shows) are excellent ways to draw women. those with the best educations and 
incomes tend to view more selectively. In consequence. the advertiser who 
switched completely. would lose about 15-20% of his impressions among women 
under 40 in the $20.000 plus. college -educated category. The same pattern applies 
for men. If we take the 18-34 group and within it take only the highest income 
level. the penalty for switching completely to non-violent shows could rise to 
25%. 

To he objective. we should note that many advertisers use a mixture of program 
types that ranges across both violent and non-violent fare. In such cases. the elimi- 
nation of the violent shows would produce a smaller effect. but in the case of 
younger men. particularly. it would still he in the 10-20% range. And. as we have 
noted, the "upscale'' penalty could be relatively greater. 

At least two things are apparent from this analysis. First. if you happen to he one 
of the large food or soap advertisers who "targets'' his corporate tv buys against 
women 18-49 or 25-54 and isn't too concerned about income or education. you can 
espouse the anti -violence cause without making much of a sacrifice. So the ten- 
dency of such advertisers to fall into line is not surprising. 

The second point is that advertisers selling razor blades. cars. shampoos. hair 
dressings. grooming aids and scores of other products and services. whose prime 
prospects are men in their 20s. 30s and 40s had better take a long hard look at the 
media implications if they are contemplating such a move - especially if they are 
trying to reach the hest educated segments within these age groupings. 

It's almost like asking a brand manager. who is spending five million dollars 
now to get the same impression weight he bought for three million only four or five 
years ago. to ante up $750.000 out of his media budget to support the anti -violence 
cause. Put it this way and I doubt that the idea would get any serious support. 

But it isn't being put this way. Indeed many of my agency friends have admitted 
to me privately that they are under overwhelming political pressure to go along 
with it. and they are not allowed to present an opposing case effectively. Privately. 
some of the ad directors also feel the same way. despite their public statements. 
But they face the same problems within their organizations. 

14 

Continued on page 16 
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but we know where they live. 
Target Marketing is a new computerized distribution method to deliver 
your newspaper insert right to the doorstep of your best sales prospects. 
Direct mail costs a lot. Enough to tear up you' new -product -testing budget. Or any 
budget, for that matter. That's why we've developed a new distribution method called 
Target Marketing. is different. Computerized. Economical. And it's one of the most 
efficient, effective methods to reach carefully pre -selected audiences. 
Here's how it wo-ks. You insert a preprinted advertisement in The Milwaukee Journal 
on any given day. And you select the exact type of reader you want ... age, education, 
income, family size or whatever. Ou- computer will select the areas with the highest 
concentration of those readers for you. From as few as 25,000 to as many as you 
request. No wasted coverage. No wasted dollars. 

This targeting is enhanced because the Journal SMSA home delivery coverage is the 
best in the country (70% on weekdays and 80% on 

The Milwaukee Journal MD 

Jack Koller, General Advertising Dept., The Milwaukee Journal 
Jo,:; nal Square, Dept. A 
Milwaukee, WI 53201 

Yes. Please send me the latest facts on your Compu'er zed Target 
Marketing Program. 

Name Title 

Company 

Phone 

Address 

City State Zip 

Sunday). By carefully analyzing data from our 
anrual Journal Consumer Analysis, we've split up 
our circulation into 58 market cells, each with a 
different demograph c makeup. Add the computer 
analysis ... and that's Target Marketing! 
It's flexible. You can add a coupon to gauge 
response, or vary your copy to pretest ideas. You 
can repeatedly hit carefully selected demographic 
targets, rather than coinc with just one full - 
circulation insert. The possibilities are endless! 
So hit hard. Hit on target. And hit effectively. With 
Target Marketing at The Milwaukee Journal. For more 
details, call Jack Keller at (414) 224-2475 or mail 
this coupon today. 

Member Million Market Newspapers, Inc.: New Yc rk, Chicago, Detroit. Los Angeles, San F ancisco; The Leonard Co., Miami 



Why our 
computers 
don't 
devour 
your 
media 
dollars 
as fast 
as theirs do 

The three media research data 
retrieval services are all basically 
the same. 

For example, if you need to reach 
single men over 25, who drink 12 year 
old scotch and eat hot dogs, we'll all 
give you about the same numbers. 

But we don't all offer them for the 
same price. 

Marketronics can give them to you 
for less than Telmar or IMS. 

We're a unit of American Can 
Company. 

So with our tremendous resources- 
both machines and people-we can 
deliver what our customers consider 
to be the best service available. 

All of which means we can probably 
save you money. 

So the next time you need media 
research or planning assistance, 
consider this: 

We'll tell you where to go, for 
less than anybody else. 

Call us and ask. 

AISMarketronics 
110 Park Avenue New York. N.Y. 10017 12121 972.4901 
44 \lontt;ornery Street San Francisco. Ca. 94111-1 

14 151 434-0277 

MEDIOLOGY (from 14) 

It's a shame that emotional factors are prevailing. The issue itself is certainly 
worth investigating. Yet. despite a succession of well -funded government studies 
into the effects of violence on children, and many private investigations, there is 
little hard evidence on the subject. A case in point is a recent study by a large ad 
agency which reported that 1-2% of its respondents claimed that they would 
boycott products when they were advertised on violent shows. The same study 
supposedly shows that a much larger segment is generally displeased by too much 
violence on television. 

All of which is interesting, but hardly conclusive. In fact similar findings recur 
in survey after survey, going back to the late fifties when all of those westerns and 
private eye shows were on. 

There's always a dissatisfied group, ready to voice complaints. especially if one 
makes a point of probing deeply to encourage their comments. 

But what does it all mean? If you believe the commercial recall studies, they tell 
you that almost no one can remember who the advertiser is even thirty minutes 
after they saw- his commercial, unless the interviewer prompts them with a product 
cue. If this is true, unless the people who intend to boycott the advertiser's product 
when it appears on a violent show take notes while they watch, they won't re- 
member who to he angry at the following day when they go to the store or super- 
market. Which raises another question. If these people object so strongly to Kojac, 
Bureau, Hawaii 5-0 etc why do they watch thetn in the first place? Or do they 
watch them? 

Last but not least, consider this question: /s it the advertiser's function to censor 
the media he advertises in? The critics would argue that it is, that the advertiser has 
a "responsibility" to the public. Apparently they are not aware that today's tv 
"sponsors" aren't "sponsors" in the sense they once were. Except for an occa- 
sional special or promotional foray. most advertisers are "participants" in the 
shoes that carry their commercials. They have nothing to say about their content, 
their direction or their scheduling. 

If they were allowed to, there are those who would argue that the advertiser's 
main responsibility is to himself and that, given the normal bounds of decency and 
common sense, he should concentrate on getting his message to the consumer as 

often and effectively as his budget permits. In short the advertiser is a marketer, 
not an educator, and his prima y effort should he to sell his wares. Ample funds 
are being spent on public Iv which so far has failed to draw the kinds of ratings its 
proponents hoped for whenever it competes with commercial television. 

One of the basic problems with the anti -violence people is their hard and un- 
compromising attitude. When you plough through the reams of rhetoric and get 
down to the main issues, the essence of the anti -violence campaign is the fear these 
people have of its effects on children. Television has conceded this point and, in 
the opinion of many, made serious alterations in its children's fare, and of course, 
in the so-called "Family Hour." 

But the protestors aren't satisfied. They want to control what the children see 
even after nine o'clock in the evening, when they constitute only a small percent- 
age of the audience. 

While the violence issue remains unsettled it seems to me that quite a few ad- 
vertisers have adopted a position that shirks the responsibility they have to them- 
selves, namely to do the hest job of selling their ideas to the public within the limits 
of propriety. 

It's possible, of course, that the critics' claims are correct and that there is some 
sort of negative rub off when a commercial appears in a violent program (possible, 
but not very likely). 

But I for one would like to see some decent research on the subject, not 
broadstroke generalities, before I took some action, especially when its effects can 
he so serious on my impression delivery. 

There must he a point where the advertiser should draw the line and insist on the 
facts instead of jumping on a bandwagon which isn't necessarily going in the di- 
rection he wants to go. 

Media Decisions - May 1977 



Or Why the Panda Quit Tennis 
nce upon a time in Southern California a 

Koala Bear and a Panda played a singles 
match and discussed the relative merits 
of tennis courts. 
"Well, L.A. has quite a few," said the 
Panda, fluffing a shot, "but you 

shouldn't overlook San Diego. After all, L. A. 

isn't all there is to Southern California" 
"Oh?" said the Koala, hitting a 

cross -court volley. 
"Sure," puffed the Panda "Take advertising, 
for instance. 81% of Southern California's 
539 billion in retail sales come from L.A., 
Orange and San Diego counties combined. But a 

lot of my friends back East think they can cover 
the market with the L. A. newspapers." 
"Can't they?" asked the Koala, lobbing to the 
base line. 
"Never," said the l'anda as he netted his 
backhand. "They have to reach San Diego too, /. 
and the only way to do that is with the 
San Diego Union -Tribune." 
"But," said the Koala, "I always thought 
TV was the way to blanket a market." 
'TV is terrific," said the Panda, double r faulting, "if you don't care who's watching. But you 

won't find the people with buying power sitting in 
front of their TV sets." 

LL "Really;' commented the Koala, serving an ace. Ire "Your heaviest TV viewers,' gasped the Panda, 
"have the least income to spend, while the 

.Ar L r heaviest newspaper readers earn more than 
515,000 a year. 

So the thing to remember is that a 

' five-day campaign in the Union -Tribune 
delivers 90% of San Diegans with i ' '' incomes over 515,000." , 

% r I 'I'll keep it in mind;' said the Koala; 

, _ 

w w.m....., 

"But that," 
he added, "is game." 

"Not mine,' said the Panda 
"I'm switching to ping-pong." 

MORAL:' hen you're looking 
over Southern California, don't 

overlook San Diego. 

h t trier Newspapers 
Represented by Saweer.Fereuson-W.iker 

4 



National 
advertisers 

like these use 
Progressive Farmer 

to go after the 
South's $76 billion 
C&D retail market. 
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They want a bigger share of 
the non -metro South, half of 
America's largest retail market. 

Last year C&D counties 
set a pace of $76 billion ín retail 
sales in this region which led 
the nation in population growth 
and virtually every other 
economic index. 

National media coverage 
continues deficient in the non - 
metro South where our 900,000 
subscribers are concentrated. 

So, if you want to increase 
your penetration and market 
share in the non -metro South, 
follow the lead of successful 
national advertisers already 
using Progressive Farmer: 

Where national magazine 
coverage thins out, national 
advertisers fill in with 
Progressive Farmer' 

MEDIA Update 
Print vs. tv 

Score this round for tv. (See "Tire 
Media matching game,'' November, 1976, 

pg. 64). 
Several years ago. the E.I. du Pont de 

Nemours & Co.. Inc. tested its corporate 
advertising campaign to see whether print 
or tv was the better image builder. Du Pont 
found that over a year's time, its panel of tv 
viewers registered a more favorable at- 
titude to this chemical company than a 

panel of magazine users. In fact, the 
magazine readers' opinion of the com- 
pany's image actually declined over the 
year. 

"That was pretty strong stuff,'' said 
Robert Grass, manager of communications 
research at Du Pont, which suspended its 
print corporate advertising when the test re- 
sults were analyzed. 

"Why?" asked Grass. speaking at last 

month's ANA Media Workshop. "We 
didn't know why. The print ads were close 
counterparts to tv. Maybe they weren't 
goof: maybe it was faulty research. But for 
some reason, print wasn't working for us. 

But since that test in the early 70s. Du 
Pont has batted around some theories. The 
prime one concerns the self-selection pro- 
cess. which a medium user applies when 
selecting what material to read or view. 
The magazine reader has to stop and decide 
whether to look at an ad; the tv viewer has 

to stop and decide not to look at an ad. 
"Because the human is inclined not to 

stop what he's doing.'' said Grass. "the 
browsing reader will continue to browse, 
and the captive tv viewer will continue to 

Du Pont constructed a test of six brands 
than were represented in both tv and print 
advertising. (The print ads were taken di- 
rectly from the commercial. using a frame 
of the spot with identical copy.) The results 
were that more copy points were learned 
from the tv commercial (759r of potential) 
than the print ad (399c of potential). 

"The difference is very evident at the 
low end of the usage scale," said Grass. "If 
you're not going to buy or use the product, 
you won't read the ad. But with tv. you'll 
watch and learn some of the copy points.- 

Grass hastened to add: "This doesn't 
mean that tv is a better buy than print. 
There are other considerations. including 
rpm's." 

There were also some at the media work- 
shop who questioned Du Pont's testing 
procedures. The most common comments: 
"How could they translate a tv ad into a 

print ad and still consider it to be an effec- 
tive print ad'?" And. "Magazine readers 
tend to be more skeptical of business than 
is common. Shouldn't these psycho - 
graphics be taken into account when select- 
ing a panel of magazine users?" 

By the way. Du Pont has stopped its cor- 
porate advertising altogether. "The mys- 
tery is solved.'' said Grass. "The answer is 

we just didn't cut the mustard.'' 

Si Cie 
The new perfume from Shulton. Cie, got 

a heavy roll -out last month with spokesper- 
son Candice Bergen and a $5 million media 
budget. Cie (which means together) is 

aimed at a psychographic segment labeled 
the spirited romantic (See: ''Brand Report 
10. cosmetics.- August 1976. pg. 113). 

Base medium for the new product is 

television, with a heavy print overlay. Cie 
will follow the seasonal pattern of the per- 
fume market, sinking its broadcast dollars 
heavily into pre -Mothers Day and pre - 
Christmas gift giving campaigns. Prime 
time will be used against the general expo- 
sure 18-49 market segment. and late fringe 
will be employed against the younger audi- 
ence. New York and Los Angeles will get 
the heaviest media exposure to Cie. 

Print is being used simultaneously with 
the television roll -out. and will be brought 
in during the late summer and early fall to 
sustain awareness and build toward the per- 
fume interest that gains momentum in the 

fall. The magazine schedule for full color 
spreads includes Cosmopolitan. Glamour, 
Mademoiselle, Seventeen, Vogue. Nell. 
York. Nett' West and the Net. fork Times 
Sunday magazine. 

Trade advertising and retail co-op pro- 
grams are also employed ill support of the 
introduct ion. 

Popularity in pants 
Pants, and particularly jeans. will con- 

tinue to extend their popularity among 
women, a marketing survey from R. H. 
Bruskin Associates suggests (See: "Brand 
report /3: apparel," November 1976, 
page 129). 

According to Bruskin. consumers report 
intentions to buy more clothing this year 
than in the two previous years. Additional- 
ly, the report indicates that about one out of 
every two women believe jeans will con- 
tinue to gain in popularity, and one of 
every three feel dresses will be less popu- 
lar. 

Continued on page 20 

18 Media Decisions - May 1977 



0 
er s 
an e 

Like many perceptive food 
advertisers, Taster's Choice® 
freeze-dried coffee (Nestlé) 
puts its dollars to work in the 
Minneapolis Tribune and 
The Minneapolis Star. 
Because this powerful 
newspaper combination brings them 
important extras. At no extra cost. 

Strong Lisle appeal 
Wednesday evenings, the award - 
winning Taste section of The Star 
creates an ideal setting for food 
advertisers. Its bold, colorful 
illustrations and bright, helpful food 
ideas attract impressive numbers 
of recipe -reading, coupon -clipping 
food buyers. 

The young Thursday croHd 
In the morning Tribune, the lively 
Thursday section puts the accent on 

--eso 

ce 

youth with features and 
articles on contemporary life 
styles, food and entertainment. 
The 18-35 age group it 

attracts is free spending and 
highly responsive to new 
food ideas. 

With five full days allowed between 
morning and evening insertions, one 
combination ad can work over two 
shopping weekends with double the 
opportunities for merchandising and 
retail tie-ins. 

1`aster's 
chotee. 

'1ón it -and -country coicrage 
Today, this one thrifty Star/Tribune 
combination reaches 55% of households 
in the 10 -county Twin Cities metro 
area. Plus 36% of all households in the 
entire state! Where else in Minnesota 
could your media dollars reach 
further and work harder? 

It's food for thought. 
AdrwrU..'rng 111111,1810,3SlplelprylF (.1(1.1,11.(1110,1r 

The Minneapolis Star/Minneapolis Tribune 
Working like partners in newspaper advertising sales with Cresmer, Woodward, O'Mara and Ormsbee, Inc. 
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TAILOR MADE 

Among the total adults in 

Bergen County, 27% are in 

households where the male chief 

wage earner is a college 
graduate, compared with 17% of 

the total adults in households in 

the 20 -County Greater New York 

market. 

The Record is tailor-made for 

selling Bergen. It has more 

circulation in Bergen County- 
daily or Sunday -than all New 

York City and Newark 

newspapers combined! 

ZÍiP ntzytt gaPCOró 

(Don't buy New York without it.) 

Source Mar,ets in Focus 1974 

National representatives Sawyer -Ferguson -Walker 

Yogurt horizons expand 
Frozen yogurt's development hasn't 

reached the glacial stage. yet. but H. P. 

Hood's entry into the market with its 
Frogurt Frozen Yogurt promises to keep 
dispensing machines busy(See: "Frontfitd 
to fame.- March /977. pg. 74). 

After a six month introductory campaign 
to the trade. Hood rolled out its Frogurt last 

month in six markets: Boston. New York. 
Chicago, Los Angeles, San Diego and San 
Francisco - with a media budget of 
$600,(X)0. 

Hood. with its agency. Hill. Holliday. 
Connors. Cosmopulos. bucked the trend by 

avoiding television. John M. Connors. 
agency president commented. "We want to 

catch people while they're driving." Con- 
sequently, the campaign nuts on radio and 
outdoor billboards and transit posters in 
subways and buses. 

Hood president Edward Gelsthorpe said. 
"I can't think of a faster -growing food 
product in the country. especially one that 
is not sold through a supermarket.- 

The initial campaign runs for eight 
weeks. 

Which children watch 
The higher the level of education of the 

mother, the more likely she will he to 

exercise sonic control over her child's 
television viewing habits, according to a 

study done for Roy's Life (See: -Round- 
table Fire: children's tr,'' July /973. pg. 
64). The study was conducted among a 

random sample of I.5O0 mothers of boys 
who subscribe to the magazine. 

When the mothers were asked if they en- 
couraged their children to limit their tv 
viewing time. 86% of them replied that 
they did. However. 94% of those respon- 
dents whose education level is College grad 
or higher encouraged limited viewing as 

compared with 80.3% of the mothers 
whose education level is graduated high 
school or less. 

When asked about the amount of time 
their youngsters spent watching iv. the re- 
sponses showed that the higher the level of 
education of the mother, the less time she 
felt her children spent watching tv. The 
study also showed that the majority of 
mothers (87.1%) indicated there are some 
television programs they would not allow 
their children to watch. 

Ell soars 
FM continues to capture an ever larger 

share of the radio audience. a CBS analysis 
of recent RADAR reports indicates (See: 
"Radio's ugly duckling.'' April 1976. pg. 
56). J. Robert Cole, vp. CBS owned FM 

56). J. Robert Cole. vp. CBS owned FM 
stations said, "The nationw ide FM share of 
the total radio audience is progressively 
increasing throughout the day in all sig- 
nificant dayparts. In fact, in the evening. 
FM listeners are now nearly equal to AM 
listeners- and in some time periods, like 
Sunday evenings, FM radio actually at- 
tracts more audience than its AM counter- 
part. 

Cole cites the analysis of RADAR 1976 

data which show s FM's share of the 
nationwide radio audience at 41.5% (total 
day. average quarter hour. persons 12 

plus). This is an increase from 39.6% in the 

Spring RADAR report. 
The FN) share is strongest and continues 

to increase in the evening hours where it 

reaches 49.6%. an increase from 46.7% 
from the previous year. On Sunday' eve- 
nings. the 7 p.m. - midnight FN) share of 
the total radio audience is 53.7%. 

Arm & hammer 
Church & Dwight Co.. makers of Arm 

& Hammer products showed its muscle in 

court recently as it won an injunctive order 
forbidding Helene Curtis Industries from 
using the words Ann in Arm in conjunction 
with any of its deodorant or antiperspirant 
products (See: "Tote name -callers," April 
/973. pg. 66). Dwight & Church alleged 
trademark infringement. dilution and dis- 
paragement of trademark rights and unfair 
competition by use of the trademark and 
the packaging of the Ami in Arm product. 

U.S. District Judge Frank J. McGarr. 
Northern District of Illinois. Eastern Divi- 
sion. found that Helene Curtis "purpose- 
fully chose a confusingly similar and infr- 
inging trademark for the reason that Arm in 
Arm readily produces in consumers' minds 
the image of Arm & Hammer baking soda. 
therefore. Curtis acted at its peril.'' He 

further bound that Curtis "intended to de- 
rive benefit front confusion caused by Ann 
in Arm and to take advantage of goodwill 
previously established by the plaintiff for 
its Ann & Hammer products.- 

Sears in print 
Already a heavy user of newspapers, 

Sears increased its newspaper advertising 
by 14% in 1976, according to figures avail- 
able from the Newspaper Advertising 
Bureau (See: "How Sears plans tnedia,'' 
September 1975. pg. 53). Meanwhile, 
Sears increased its local use of television 
by 1% in 33 major markets for whick data 
on both media are available. The news- 
paper total for the 33 markets was 5120.1 
million. up from S104.1 million in 1975. 
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Meet Lori Sun, San Francisco. 
4.. I Age 18.3'PI l'IIIPPII reader. 
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work. And sh enjoys cooking. 'r 
, Ala.e++ere-i= '', 

Yt r 

Easter recess was spent 
_n Spain witl-_ classmates. She 
returned eager t3 travel more. 

W 

no... 

'Midnig Muria' ht Muri' is the 
thriller s e's writing `for fun." 
She types homewcrk, too. 

s/W wvkQa + 1111~, ¿)7--19 l , v 

Tennis, biking, swimming, 
jigging are favor_te athletics. 
Tiey "get the b.3od goiig." 

Tutoring after scriool 
provides extra incane. Lori 
plans a career in TV or radio. 

1 

Multiply her by seven(ií 11 and 
you're into 020 billion market. 





We're changing the face of television. 

Take a good look at the ABC schedule 
today. And then reflect for a minute on how 
ABC has changed the face of television in the 
past year and a half. What's different today? 

For one thing, there's more programming 
diversity on ABC than ever before. There are 
more new stars, new shows and exciting new 
concepts appealing to a broad cross section of 
viewers. 

There are more comedy shows and more 
variety shows. And more family interest shows- 
including unique, new ideas like Family and 
Eight is Enough. Both are refreshing new ideas 
in programming. 

In fact, when you think about it, it becomes 
clear that there is no such thing as standard, 
predictable programming on ABC. Instead, 
there are surprising new ideas week after week. 

New ideas like Roots, a special event tele- 
cast on eight consecutive nights. It reached the 
largest audience in television's history. The only 

thing standard about Roots is that it set new 
standards for the industry. 

And there are special achievements like 
Eleanor and Franklin. With eleven Emny 
Awards, it set new standards for excellence. 

And there's nothing standard about ABC's 
philosophy of scheduling_..the philosophy of a 
constantly changing "Living Schedule" that 
calls for program introductions at irregular 
times. In March alone the network introduced 
six new programs. 

In fact, the only usual idea at ABC has been 
the idea of innovation and change. 

Because we don't accept change as an 
inescapable aspect of our business. We reach 
out for it and welcome it. We cause it. 

In the months ahead you'll be seeing more 
changes from the leading television network. 
Because we're committed to moving 
ahead...constantly changing and improving 
the face of television. 

ABC Television Networks 



How To Buy 
A Lot Of 
Influence In 
Washington. 

Legally a sic 
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Announcing the results 
of a new study of the 
Washington, D.C. market. 
Affluent, educated, growing 
fast...Washington, D.C. is a 
market where you belong. 

And now, a new study 
proves, without a doubt, The 
Washingtonian Magazine is 
your primary media buy for 
reaching the young and af- 
fluent trend-setters in 
Washington. 
S25,468 That's the median 
household income of this 
influential group.252,100 adult 
readers, in all, with a median 
age of 35.2 years. 28% earn 
$35,000 or more. 

The new 1977 Scarborough 
Report for the Washington 
Market also confirms that our 
readers are: 

concentrated in the 25-49 
age group (58%) 
well-educated (77% have 
attended college; 31% 
have done post graduate 
work) 
largely white collar house- 
holds (72%), with the 
majority professional/ 
managerial (58%) 
owners (63%) of expensive 
homes (83% valued at 
$50,000 +) 

How to buy a lot of influence 
in Washington? Start with 
The Washingtonian and the 
1977 Scarborough Report. 
Phone or write to Bob Phillips, 
Associate Publisher. 

Phone: 202-296-3600 
In New York City: 972-1157 

WPaSHIMBIIIMIAII 
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SRDS Classification 30A 

Letters 
Tribute to a truly big guy 

Ernie Jones is the outgoing chairman of 
D'Arcy MacManus & Masius and is as- 

suming an International position. Eastman 
Radio wanted to say thank you to Ernie for 
all the good things and help that he has 

provided through the years. 
Friday evening. April Fool's Day, we 

had a large outdoor board, pulled by one of 
D'Arcy's favorite accounts. Pontiac, that 

said: 'Ernie. You're Fabulous.' Yours truly 
was riding on the board as you can see, 
wearing a sweater with my favorite slogan 
on it: 'Be Fabulous.' 

That was followed by another one of 
Ernie's favorite products, a Cadillac con- 
vertible. with cheer leaders. The Grand 
Finale was the University of Michigan 
Marching Band playing "The Victors" 
and "Let's Go. Ernie." 

Ile also received a Be Fabulous award 
plaque that said "To Ernie Jones - a 

Beautiful Guy." 
Perhaps someplace in your fine publica- 

tion, you'll find a spot where the little 
people can pay tribute to a truly big guy. 

William K. Burton, executive rP. 
Robert E. Eastman & Co., Detroit. 

Pittsburgh suburban papers 
I am writing to correct some misinfor- 

mation which was listed in the ''News- 
paper Battle in the Suburbs. Part I'' feature 
which appeared in your January, 1977 is- 

sue. 

I am referring to the suburban buy listing 
which appeared on page 63, specifically the 

Pittsburgh listing. The Homestead Mes- 
senger's circulation (72.600) is mis- 

6- ., - t1S77 

reported as daily when it is almost entirely 
weekly and non -paid. Its actual daily 
circulation (7,218) would place it last on 
this list rather than second where it cur- 
rently appears. 

Although the USSPI Group listing is ac- 

curate. it does include the New Kensington 
Valley News Dispatch. our Gannett News- 
paper, which is also listed separately. The 
Valley News Dispatch (circulation 42.188) 
is a vital part of the USSPI group (total 
circulation 56.055). but its influence is un- 
derplayed by your separate listing of it. 

In fact. the Valley News Dispatch is the 

largest individual newspaper buy after the 

Pittsburgh metro dailies. Also. the paid 
weekly circulation of 38.315 and the non - 

paid of 1.199 has been omitted. 
James A. Curie, research manager 

Gannett Newspaper Advertising Sales. 
Nevi. York. 

Local market data and outdoor 
I have just devoured your March issue 

page -by -page. Ed Papazian has again pro- 
posed a novel idea - a syndicated local 
media service in the top 25-30 markets, 
conceivably more. I certainly feel that local 
advertisers in a market could benefit tre- 
mendously from this approach. and they 
could certainly gain added confidence in 

their own continued attempts to maximize 
effectiveness and, hopefully. efficiency. 

By expanding this service's availability 
to large regional and national advertisers. 
those clients and agencies with a real desire 
to optimize local market advertising could 
get away from stereotyped spotilocal mar- 
ket buys. This service becomes a very use - 
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Ernie Jones earns fame and glory for his years of distinguished service as chairman of D'Arcy 
MacManus & Masius. Eastman radio provides the festivities, with University of Mich. band. 
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21.7% 
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most often 

10 

4.5% 

OR MRE TI ES 
PERISSUB 

2.4% 

CUE Fortune Money 

2.4% 

New York 

2.4% 

Saturday 
Review 

Source: Erdos and Morgan Comparable Profile Measurement Subscriber Study 

Why? Because Cue readers cannot be without it. Where 
else could they find the best movies, theater, restaurants and 
TV shows? 

But Cue is much more than an entertainment guide. Cue 
spotlights fashion, travel, photography, art, catering... 

Erdos and Morgan proved it. Cue is seen more often than 
any other magazine measured in their recent study. 
Advertise in Cue. 

A STRONG BIWEEKLY CITY MAGAZINE 
FOR AFFLUENT NEW YORKERS 

NORTH AMERICAN CUE BUILDING 
545 Madison Avenue 
New York, N.Y. 10022 

.4% 
Dun's 

Review 



LETTERS (from 24) 

lamo 
JI 

O O O á 

,i 

MORE FOOD SALES 

THAN BUFFALO AND 

AKRON COMBINED? 
The Oklahoma City 58 -county Primary Market 
Area accounted for $1,151,671,000 in food sales 

last year. That's more food sales than were 
produced in the metropolitan areas of Buffalo 
and Akron combined. In fact, if the Oklahoma 
City Primary Market were called a Metro area 

instead of a PMA, it would be the 18th largest in 
the U.S. in food store sales. 

You can reach this market with The Oklahoman 
and Times delivering 257,103 of the PMA 

households on every weekday and 286,570 on 
Sundays. 

SOURCE: Sales & Marketing Management 
Survey of Buying Power 1976; ABC Audit, 

September 30, 1976 

The Oklahoma Capital City Market 

THE SUNDAY OKLAHOMAN CClP) 

THE DAILY OKLAHOMAN OKLAHOMA CITY TIMES 
Represented nationally by Sawyer Ferguson Walker and Sunday Metro Newspapers 

UPLAND GAME 
SHOOTING 

One of the many varied interests of the more 
than 1,200,000 active shooter -hunter -sports- 

men who are every -month readers of: 

THE K°..p' 

AMERICAN RIFLEMAN 
MAGAZINE 

1600 Rhode Island Ave., NW, Washington, DC 2 36 

- t )/ . , 411'0143,i, 

ful tool to buyers who are eager to do a bet- 

ter job for their client. This approach also 

makes the service's cost more affordable 
by expanding the subscriber base. 

Of course, another potential subscriber 
would be outdoor operators in those large 
markets. If the design of the survey could 
include valid information relative to au- 

tomobile usage by members of the family, 
then certain logical conclusions could be 

drawn about exposure to the medium 
("How many miles per week do you 
drive?". "How often do you use your car 
per day?", "How do you and/or your 
spouse commute to work?". etc.). Of 
course, skilled researchers can design 
much more effective questions than these 

rather simplistic ones. However, the point 
is that outdoor advertising is a strong con- 
tender for local media dollars and has valid 
applications in many retailers' media mix. 
Its inclusion in a syndicated local media 
service should not be overlooked. 

Outdoor Advertising is becoming more 
sophisticated each and every day. The 
ability of Budd Buszek to nurture the 

growth of the T.A.B. and Dave Odegard's 
commendable "hands on" approach in 

guiding the Institute of Outdoor Advertis- 
ing through some previous rough water to 
gain respectability, all prove that outdoor is 

alive and well. Advertisers and agencies 
alike are viewing our medium with a keen 

eye to its applications in helping to solve 
local marketing problems. 

I certainly hope to see more articles in 

Media Decisions about outdoor advertis- 
ing, and how it is working for a long list of 
satisfied clients (the Gordon's Gin article in 

the March issue is good for starters). 
James E. Martin, president. 

EllerlPacific Outdoor Ad Sales. 

Detroit. 

Sunday circulation on The Record 
I enjoyed the article. '`The Suburbans'. 

in your recent issue. However, there was 

an error in the Sunday circulation on The 

Record on page 128. It was reported as 

158,000 and should have been 198.000. 
We are over 200.000, but it hurt to lose 

40,000 with one sweep on the typewriter. 
Frank J. Sai'ino, up, 

The Record, Hackensack, N.J. 

Price of E\1/CI'M 
In your February issue. page 70. you 

gave the price of our EM/CPM survey for 
agencies above the top 100 as $25. It 

should have been $50. 
Art Morgan, Erdos & Morgan, Inc. 

New York. 
Continued on page 168 
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California's Golden Market 
SAN JOSE SMSA 

Richest of all California metro areas in median 
household income ($16,804). And its total retail sales 
now exceed 13.6 billion-which is 11.2 billion more 
than neighboring San Francisco city and county. 
In the San Francisco ADI, the San Jose 
SMSA (Santa Clara County) now has more 
people, EBI and retail sales than any other 
county 37% of its households are in the 
$15,000--$24,999 bracket ... 21% in the 
$25,000 & up. 

SAN JOSE MERCURY & NEWS 
The only newspapers that cover Califor- 
nia's Golden Market . . . reaching five 
times as many households as any other 
daily ... read daily by 57% of all adults 
in $15,000 and up households ... Sunday 
by 65%. Represented by Knight-Ridder 
Newspaper Sales, Inc. 

N 
1 

Sales & Marketing Managements 1976 Survey of Buying Power ABC - Belden CMS 1976 
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La Costa Hotel and Spa, Carlsbad, California. 
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Pinehurst Hotel and Country Club, Pinehurst, North Carolina. 
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Dorado Beach Hotel, Dorado Beach, Puerto Rico. 
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The Homestead, Hot Springs, Virginia. The Breakers, Palm Beach, Florida. 



next business convention? 
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Why do you think so many business 
- _ conventions are held where people can play 

The Concord Hotel, Kiamesna Lake, New York. one of the great golf courses... 
...even if it means traveling hundreds 

or thousands of miles? 
ó _._._ _, t _ It's obvious. Sports are woven through 

J.,:..,----,- _ the whole fabric of business life. 
'- In fact, they're an essential part of the 

` 5, total lives of most competitive, successful 
j people. 

_ Naturally, such people read Sports 
1 'I- - Illustrated. After all, when it comes to ;_ sports in print, SI is all by itself. It's the + heavyweight. The Authority. 

No wonder it's such an effective 
setting for corporate and business adver- 
tising, as well as the whole range of quality 

Mauna -Kea Beach Hotel, Kamuela, Hawaii. consumer goods. 
.,,;,,_ -, Sports are very, very important to the 

_ , people you want to reach. So it follows that 
° - SI is an important environment for your 

i 
- advertising. 

V c.': K..- 
r And the clincher is our efficiency. Take 

1''_ [ ` t`.° our cost for reaching men 18 to 49. It's 
1 lower than any of the other newsweeklies! 

If you think that sounds like a pretty 
t 

S .. unbeatable combination, join the club. 

, 

o e 
.,¿ 

- i Sports Illustrated 
F We are sports in print. 

The Wigwam, Litchfield Park, Arizona. 



Inside Media 

Watch for Ford Motor to put greater stress in its advertising on the 25 and below 
youth market. 

A survey that it recently completed showed that the below 25 market has ex- 
panded faster than any other segment of new car buyers. 

The below 25 group, which had represented 15% of new car buyers, has moved 
up to close to 20% of the market. Of this new car buying contingent 60% were 
single. 

(See MEDIA DECISIONS June and July issues for series on the younger singles 
market.) 

Media directors in major agencies are reporting that tv rep salesmen and 
executives are getting back into the old pattern of agency relations. 

They're making more frequent calls in person to talk about their stations' 
schedules, coverage story, quality of programing and specific programs. They're 
pitching to planners and buyers as they did in the '50's and '60's before the 
medium's supply/demand imbalance and before pricing took off like a rocket with 
the Bi-centennial celebration. 

Probable cause: a softening in the marketplace. Agencies are back in the 
negotiating seat. Publicly -owned station group managements have reprojected 
their sales potential and profitability. 

There's less talk about looking around for alternate media; more talk about dis- 
tributing tv dollars into more day parts. 

Media directors expect next step in buyer -seller intimacy will be the resumption 
of station sales managers' annual rounds of agencies, inviting buyers to lunch or 
dinner, arranging for on -the -home -scene weekend presentations to which agency 
people are invited en masse. 

Observed one media director: "1977 may be the year of seller reacquaintance. 
When a client cancels a flight, the station will have no compunction about calling up 
the agency media department and asking whether there's been a switchpitch 
against it and whether the station may have the opportunity to counter the switch - 
pitch. 

"The station sales manager is up against last year's record billings. Now sales- 
men are bringing over their avails instead of sending them by messenger." 

It'll be another month or two before Exxon determines whether to renew its in- 
stitutional series of magazine ads concerned with energy. By that time it will have 
evaluated impact it made on women through four double -truck four-color adds in 
Ladies' Home Journal, Good Housekeeping, Family Circle, McCall's, Woman's 
Day, Ms. 

The renewed series would run the balance of 1977, starting in July. It's the first 
time that Exxon has addressed an image campaign of this size to women drivers. 

Continued on page 32 
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In April the five CBS Owned Television Stations 
launched a pioneering children's program: "Marlo 
and the Magic Movie Machine." It's a fast-moving frolic 
of learning, keyed to ages six to twelve. It's one hour 
long, once a week. 

Co-stars are a young man, Marlo, and an elec- 
tronic wizard. They turn the television screen into a 
children's delight sprinkled with fascinating informa- 
tion. They flash on segments of film on almost any 
subject that comes to mind. They bring famous people 
to life. They re-create great events. They light up facts, 
ideas, and issues. And they open young minds to the 
pleasures of reading...appreciation of music...the uses 
of science...the paths to different careers-and much 
more. With intelligent patter and audiovisual action, 
Marlo and his genius machine find new ways to reach 
and teach the young. 

Some children's television is all entertainment. 
Some makes use of fun to guide and instruct. In 
"Mario," entertainment and learning go hand in hand. 
They're brought together by showmanship, technology, 
and educators' insight. Content, pace, and variety 
match a youngster's interests and attention span. 

"Marlo and the Magic Movie Machine" is the 
brainy brainchild of the CBS Owned Television Sta- 
tions and the Corporation for Entertainment and 
Learning, Inc. A panel of educators-one from each 
CBS Owned station city-counsels on material for 
growing minds. Special consultant for the series is Dr. 

authority on televisionaas ag ANNOUNCING Roger 

force learning. A BRAND NEW The program is an amuse- 
ment park with lots LE of "rides" for the mind. MA 

children- 
orYou'll anyone "s 

t your 
watch it. Just IT RUNS ON FUN 

sample'Marlo;'and you may AND AC'I'ION! be watching with them. 
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THE FIVE CBS o STATIONS 
WCBS-IV NEW YORK. KNXT LOS ANGELES. WBBM TV CHICAGO NCAU TV EHILADELPHIA. KMOX TV ST LOUIE. 



INSIDE MEDIA (from 30) 

Mrs. Sarah Johnson of Exxon corporate affairs is in charge. McCaffrey & McCall 
did the ads. 

Strange are the sideroads of competition in which Arbitron and Nielsen en- 
tangle themselves. The latest is a game of one-upmanship as to who is quicker in 

processing and delivering periodic reports. 
Arbitron started the challenge by noting that time after time it has outsped NSI in 

rushing the measurement results to clients. Now NSI claims the championship and 
a new record for delivery of the February market -by -market measurements. 

Stated a Nielsen pronunciamento: "Independent sources indicate the NSI has 
delivered more reports to clients on the average day during the delivery period than 
the competition. The final score NSI 221 vs. Competition 210." 

Arbitron is expected to counter this with something as weighty in connection with 
the next periodic report. 

In the battle of the single -service soups, Lipton seems to have assumed a 
does-Gimbel's-tell-Macy's? attitude. 

Lipton, which pushed its Cup of Soup through SSC&B, told us that its policy with 
this dehydrated product is to play its marketing strategy, particularly media usage, 
very close to the vest. 

On the other hand, Campbell, which is specializing in the half -can Soup for One 
via BBDO, treats its marketing of the brand as an open book. 

In direct competition with Cup of Soup is Nestle's SoupTime. So far this one has 
had only a limited roll -out. It'll be a while before it goes national. 

Besides emphasizing the 10 -second preparation in its commercials, SoupTime 
deals with the single portion angles of convenience, flavor and taste. 

We looked into these soups while researching a forthcoming series on the 
younger singles market. It was said that the threesome were targeted at this mar- 
ket, but we found that the singles market is just a part of the target for single - 
service soups. 

Consultants on agency selection are being accused of bias by other than full - 
service agencies who are burned up over the breed of former agency executives 
who advise clients on agency selection. 

Now the independent media buying services have a bone to pick with these 
business consultants. The buying services say these consultants have been warn- 
ing their principals against "being lured into the media buying services fold" and 
urging them "to leave the planning and buying functions to a full service agency." 

The buying services say that it's one thing for the consultants to screen agencies 
for an advertiser, but that they're dipping into a different kettle of fish when they put 
the double X sign on media buying services. 

We discussed the matter of the media buying services' gripe with one of the 
business consultants who not so long ago was in top management with a leading 
agency. Said he: "One can't help but get into the subject of media buying services 
in evaluating agencies for a client. It's because buying services are not content to 
buy for small agencies and advertisers - or limit themselves to local retail co-op 
and syndication. When they represent themselves as full service agencies with full 
service media departments, I feel it's my responsibility as a consultant to put the 
difference between them and the larger agencies in the right perspective. It's just a 
case of caveat emptor." 

Another rep firm is borrowing an old leaf from the agency community in install- 
ing a trainee program. The latest one is H -R. The innovator in the rep community 
was Petry TV. 

As viewed by H -R, the trainee program will provide it with salesmen grounded in 

the firm's own method of selling. It expects to find this more rewarding than raiding 
the staffs of other reps. 

H -R looks forward to exchanging its trainees with those of agencies so that each 
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a ph is a circle 
with an extra diension 
In high school geometry they taught us 
that a sphere is like a circle, only better. 
Well rounded, but solid. With weight. 
And depth. 

They might have been talking 
about Sphere magazine. 

We're something special in wom- 
en's magazines. We have to be- 
because the special kind of woman 
who reads us doesn't have much pa- 
tience with the ordinary. 

. 
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For example, our May issue. Men- 
tion the word "turkey' to most people, 
and they think of a big bird that shows 
up stuffed on dining room tables in 
late November. 

But for Sphere readers, the word 
"Turkey"-this time with a capital "T" 
-will always bring to mind a warm 

and lovely land where the meeting of 
East and West has created an exotic 
blend of food, fashion, and splendor 
unequalled in all the world. 

In our May issue, readers will find 
lots of new and wonderful recipes. 
Smashing ideas for entertaining. Excit- 
ing fashions. Unusual crafts projects. 
Dozens of Turkish delights you'd never 
see in an ordinary women's magazine. 

With so many easier -to -write - 
about countries in the world, why did 
we go out of our way to visit Turkey? 
Its very simple-our reader demands 
it! She's the kind of adventurous 
woman who just naturally expects fresh 
discoveries in every issue. And we'd bet- 
ter make sure she finds them-if we 
want to keep her as a reader. 
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Our women get your word around 

We do want her, very much. As an 
advertiser, you should want her, too. In 
metro suburbs nationwide, she's the 
nucleus around which new ideas 
grow-where product acceptance 
happens first. 

And then the ripples spread. Be- 
cause within her circle, a Sphere reader 
is recognized as the source to turn to 
for the reliable word on what's new, in- 
teresting, and worthwhile. Convince 

her, and she'll convince others. Sell 
her, and you've made many sales. 

For our editors, keeping this ad- 
venturous, influential reader involved 
with us is a labor of love, and a source 
of deep professional pride. 

But for our advertising depart- 
ment, it's just good business. 

If you'd like a copy of our May issue, just drop a line to Sphere magazine, 
420 Lexington Avenue, New York 10017. Or have your secretary call (212) 682-7170. 
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can get a closer conception of how each functions in the buying and selling of spot 
tv. 

This swapping idea is reminiscent of one that Vitt Media International had going 
with Nielsen not so long ago. Nielsen researchers got an on -the -scene insight into 
how their material was used or not used in actual sales at Vitt; Vitt people became 
more intimate with the NTI system at the point of data processing. 

Some major tv clients are suggesting to their agencies that they do not partici- 
pate in the current drive to have advertisers take a stand against violence in pro- 
graming. The reasons they cite: 

1. Though the violence uproar makes good newspaper and magazine copy, it 

overdramatizes the problem and is bad for customer relations. 
2. It hurts the rating and demography for programs under contract and pro- 

moted to the trade. 
3. The more contemporary the thesis of the program, the more will it be con - 

Continued on page 37 

Mini-series surge spawns new viewing habit questions 
Programing is the hottest issue in tv and is becoming far more so because of 
continuing proliferation of mini-series among the networks. Here's what 
agencies, researchers and sellers are saying about this situation: 

The schedule zig-zagging of the mini-series will make it terribly difficult 
to track the prime time audience, even with speed-up of Nielsen overnights. 

It will be almost impossible for an advertiser with a scatter plan to eval- 
uate what he bought for the season as mini -episodes are inserted all over the 
schedule. For example, an advertiser who has put the major part of his chips 
on movies because he deems them best for his targeted market suddenly 
finds that a number of them have been replaced with mini -episodes whose 
contents appeal to an entirely different type of audience. 

Instead of the two, three or four seasons into which network schedules 
used to fall, the surge of mini-series threatens to produce, in effect, 52 sea- 
sons. 

The constant replacement of programs almost across the board runs 
counter to the habit of listening/viewing which gave network broadcasting 
great audience appeal from the very early days of radio shows like Amos 'n' 
Andy. (People timed their evening meals and set their clocks by it.) 

Growth of the mini-series suggests a different ballgame for both the 
network and the national spot advertiser. It increases the risk of his invest- 
ment. 

The spread of the mini-series form can't help but confuse and stymie 
those who have made it a business to project ratings and share at the onset 
of a new season. 

With the mini-series seen as dragging down averages, the chances are 
the syndicators of off -network series will find their pricing poskion in the mar- 
ket place increasingly tough. 

As a result of the unsettling situation with regard to audiences created by 
mini-series, the networks will probably find themselves subject to additional 
pressure for guaranteed cpm's, and pricing adjustments. This could also 
apply to national spot, making life anything but easy for the salesman. How 
can he offer an estimated audience when the networks themselves don't 
know what will be broadcast in certain time slots the following month, or even 
week. 

The only thing that the business can hope for is that it won't take too 
many "seasons" for the problems brought on by the mini-series era to 

shakedown. Then both the viewers and ratings projection specialists will be 
able to return to the old habitual groove. 
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Can you see the 
sports car in 
his driveway? 
Or his 35MM camera? Or his color 
TV? Or his expensive wardrobe? 

You can't see them, but you 
can bet they're all there. And more. 

Because this man lives life to 
the hilt. 

In everything, he goes out of 
his way to seek the new... the 
exciting... to search for something 
better. Striving, always, for the 
extraordinary-whether it's mas- 
tering a tricky slope or planning 

~Mk- -....wwws2t 

the perfect vacation. 
That's the way it is with Net- 

work men. Whether they're into 
skiing or boating or photography 
...their intense involvement is a 

natural outgrowth of their need to 
enjoy life to the fullest. 

It's this need, this outlook that 
makes than prime prospects for 
all the quality goods and services 
that add up to the good life. 

Simmons shows that among 
all major magazine readers, Net- 
work men are better than most 
when it comes to purchasing air 
trips, liquor, travelers checks and 
domestic and imported cars. 

r r 

a product or service. CYe 
Let's talk. The 

And if quantity as well as quality is important to you as 
an advertiser, the Network has that too. 

Over 11,000,000 young, affluent, successful men; 67% 
are in the acquisitive 18-34 age group; 45% have $20,000+ 
household incomes; 33% hold professional/ Pi 
managerial positions. PHOTO- GRAPHY .q` 

Men you should be reach- stir r 
ing if you're selling quality in _ :a teregR 

- -- 

Ziff -Davis 
Magazine 

The active leisure Network 
market for quality advertisers 

Ziff -Davis Publishing Company, One Park Avenue, NewYork, NY 10016 

Ammons 1976/77. Gross Adult Males 

r13oatinhg 

51.7. 
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strued as offensive to those raising the clamor over violence - and to tv viewers. 
4. It creates a "Sierra Club" atmosphere, something that the advertising com- 

munity can do without at this or any other time. 

NSI's response rate among unlisted telephone households which have been 
added to the diary sample keeps going up. 

In five markets which are common to both NSI and Arbitron the ADI shares have 
reached 47.3% for NSI compared to 32.1% for Arbiton. 

For total metro areas it's 52.9% for NSI and 42.8% for Arbitron. 
The unlisted household procedure is also being extended to the metered mar- 

kets by NSI. So far these markets are Boston, Chicago, Detroit, Philadelphia, San 
Francisco. 

The inclusion of the unlisted telephone household tends to affect demographics, 
because it adds many more young people and ethnics in the larger markets. 

Tv spot, it is predicted, is in for a radical change technologically with the per- 
fection of the Donovan Rep Pack. The Rep Pack is seen as definitely changing 
the role of the rep from a servicing angle. 

The Pack's online terminal will interface with the agency's on line into the station, 
which, as planned by the network O&O's would completely bypass their reps. 

As stations install the computer, the Pack will serve as: (1) an accounting tool, 
(2) a scheduling tool; (3) supply daily inventory reports be-ween the station and rep. 

Apparently even spot sales relations is headed for a technological revolution. 

When the Ayer Glossary of Advertising and Related Terms puts out its third 
edition it should include still another form of the flighting technique. 

The second edition, which has just come out, defines but two forms of flighting. 
They are: 

1. Blinking: a type of flighting where short periods of advertising alternate with 
short hiatuses in rapid sequence. 

2. Pulsing: A form of flighting with regular and equal alternating periods of ad- 
vertising and hiatuses, likened to the beating of the pulse. 

The type overlooked: 
3. Impacting: the scheduling of two or more commercials in a half-hour at ir- 

regular intervals, usually during a blitz campaign. 
William J. Luedke was publisher of the glossary's second edition and Julie M. 

Moss its editor. 

As happened back in the fledgling days of radio, tv has become the whipping 
boy for whatever ails youngsters, mentally, physically or what -you -will. 

Legislative bodies are starting to get into the fault-finding act. A New York State 
legislative staff report warns that something drastic has to be done to protect the 
health of youth from nutritional claims aired in tv commercials, and resulting bad 
habits. 

The FTC chairman, Michael Pertschuck, has expressed concern with the possi- 
bility that advertising may be responsible "for conditioning a nation of sugar junk- 
ies." 

And to top it all there's a movement afoot to censor not only programing but 
commercials by adopting a code similar to that which prevails in the motion picture 
business, which would have some group or cther rate them along similar lines. In 

theatre films there's "G", good for the entire family, "PG", requires parental guid- 
ance, "R", under 17 requires accompaniment by parent or adult guardian. 

The history of American entertainment forms is one of popularity cycles, with the 
prim -disposed ever on the sidelines waiting for the pendulum to swing over the line 

of excess. 

Turn to page 172 for Inside Media at Deadline 
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The Adviro 
These eight fine special -interest magazines are now part 
of the CBS family. Ownership aside; they have a great deal 
in common. Each contributes to whit %s e call the Adv ron- 
ment of CBS Publications. 

What exactly does Advironmet mean? Briefly, it's an 
atmosphere that allows a magazin4 editorial and :advertis- 
ing to be viewed by the reader as one. Equally interesting. 
Equally useful. Equally as well-read and frequently acted 
upon. Advironment is found only in magazines whose 
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contents are targeted entirely at a hobby, sport or some 
other specialized activity upon which Cie re .tiler spends 
much of his spare time and disposabL income. In the CBS 
Advironment, advertising that adds so the r_ader store of 
information about his avocation, or t, his enjoyment of it, 
is of greater interest to him than advertising in magazines 
of general interest. 

Is this just conjecture? Not acconcing to the latest TGI 
Reader Quality Report. When male readers of our men's 
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CBS '.92dIcaro s 
magazines were asked, "How much interest do you have in 
the advertising that appears in the pii_ lication?" over hw ice as 

many of them responded "Considerable Interest" than did 
the male readers of, for example, general -interest weeklies. 

What about Woman's Day's female readers? No contest! 
Twice as many of Woman's Day's fern i.e readers have 
"Considerable Interest" in its advertis_ig than do the women 
readers of all four general -interest weeklies combines! 

if you feel that interest in your adv itising is a 

ar 

prerequisite to sales, you ain't afford to overlook the CBS 
Advironment. For more information about how it car_ work 
for your products, just call cr write: W. Ronald Kops, 
Ad Marketing Director, CBS Publications, 383 Madison 
Avenue, New York, N.Y. 10017. (212)975-7411. 

CBS Publications 
The Advironment of Special Interest 

I. 



WCTV.. 
staying in 
tune with 
Tallahassee. 

------ 
New capitol building under construction 
in Tallahassee. 

I!!iPP! 
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5VCTV's new facility. Our mailing address 
remains the same (P.O. Box 3048. Tallahassee. 
Florida 323031 but our phone number is new - 
(9041386-4141. 

Tal lahaccee is growing and so is WCTV. 
They're putting up a new capitol building 
..,we've built a new station. We're staying 
in tune with Tallahassee, and Tallahassee 
is staying in tune with us. 

Asa matter of fact. we've been the No. 1 

station in the Tallahassee -Thomasville mar- 
ket for more than 21 years. Of the 100.100 
television households in the area, 57% of 
them stay tuned toWCTV, Channel 6? 

WCTV feels very close to the people 
and businesses of Tallahacsee-Thomasville. 
To this we attribute much of our success. 
Our news reporting has dominated the mar- 
ket for two decades: we're affiliated with 
the No. I network in the nation. CBS: and 
there's no question as to the impact of ad- 
vertising placed on WCTV reaching 34 
counties in North Florida and South 
Georgia. 

At WCTV we're proud that over the 
past 21 years we've been able to stay in tune 
with Tallahassee. and that Tallahassee has 
stayed in tune with us. 

*AIM -November, 1976 

Thomasville Tallahassee 
#1 in Tallahassee -Thomasville for over 21 years. 

Division of John H. Phipps Broadcasting 
Stations. Inc. 

4 BLAIR TELEVISION 

BUYING assignments 
Mildred Gannon, media director, is re- 
sponsible for all media planning and buy- 
ing for the American Stock Exchange ac- 
count at Friedlich, Fearon & Strohmeier. 
The print campaign is aimed towards inves- 
tors and their ilk. 

Retail Marketing Services, a division of 
Dancer -Fitzgerald -Sample. has been 
awarded the account of Morsan Depart- 
ment Stores, a division of Lionel Inc. 
Most of the media work, however, will be 

handled by Lee Peters, media buyer, at 

D -F -S. 

Patricia Corrado, media buyer, will be 

working on the new Nursery Originals, 
Inc. account at her Providence, R.I.-based 
agency. FitzGerald-Toole & Co. Inc. Nur- 
sery Originals, a Nortek Company, man- 
ufactures juvenile furniture including night 
lights and musical mobiles, as well as foot- 
ball helmut and baseball lamps. 

An industrial injection moldings manufac- 
turer, Strauss Plastic Co. of Newark, 
N.J.. has launched its first ad campaign 
with Albert Frank -Guenther Law, Inc. 
Larry Butner, account executive, and 
Robert Jenove, media director, are respon- 
sible for the account. 

Young & Rubicant West, in Los Angeles, 
has asked Don Foot, director of Media, and 
Ann Horton, manager of media, to handle 
the Original Cookie Company account. 
Original Cookie is introducting a line of 
frozen all -natural cookies. The campaign 
will break on the West Coast starting in the 
fall. 

George Murray, media director of Ogilvy 
& Mather Montreal, has primary responsi- 
bility for the new Macdonald Tobacco 
Inc. account. Macdonald is a subsidiary of 
R. J. Reynolds Tobacco International. 

The $3.6 million Shaper Manufacturing 
Company account, assigned to the Min- 
neapolis office of Bozell & Jacobs, Inc., 
will be headed by Carol Klemis. media di- 
rector, and June Carrick, assistant media 
planner. Shaper manufactures children's 
games and toys, including the Super Jock 
line. 

John Prendergast. associate media director, 
and Jane Bartsch. media planner, have 
teamed up at their agency. Kelly, Nason- 
Inc. for media selection for Oppenheimer 
Management Corporation. 

Also at Kelly, Nason, Phillip Dunning, 
senior media supervisor, and Olivia Coke. 
media planner. will work on the Princess 
Isles Hotel and Casino account. The hotel 
is located in Curacao, the Netherland Antil- 
les. 

Media head Frank Donino will work with 
McCann-Erickson's Lee Oakes, media 
supervisor, Becky Michaelson, senior 
planner, and Elaine Rosenbaum, assistant 
planner, on the new Gillete Paper Mate 
account. Paper Mate bills over $1 million. 

The Pepsi Light account at Scali, 
McCabe, Sloves will be planned by media 
director Mike Ephron and Barbara C. Reid, 
media planner. 

Linda Erwin, media buyer at Stone and 
Simons Advertising, Inc. of Southfield, 
Mich., will be working on her agency's 
new Ira Wilson & Sons Dairy Company 
account. 

Bill Donnelly. group head, and John Bel- 
fiore, associate planning director at BBDO 
will use their flair for media selection for 
the new Gillette Flair account. This Flair 
has a porous -point ballpoint. 

Carl Ally Inc, which has the Pan American 
World Airways passenger advertising for 
North American account, has gained l'an 
Am's U.S. cargo business as well. Elaine 
Art, media supervisor, and Dean Jarmel, 
media planner, have been assigned to 
handle media. 

A company called TRW Inc. has assigned 
its media planning and buying to Media 
Buying Services International, Inc. 
Matthew Bryant. vp-general manager for 
Media Buying on the East Coast, and An- 
drew Butcher in the same position for the 
West Coast Office, will handle buying, and 
planning in their respective regions. 

Mary Jean Corcoran, media planner and 
buyer, and Tom Clancy. media director, of 
Altman, Stoller, Weiss advertising, will be 
working together on the Aston Martin 
Lagonda, Inc. U.S.A. account. Aston 
Martin will be introducing a new exclusive 
automobile next year called the Lagonda, 
priced around $75,000. 

The Marketing Services Division of Dun 
& Bradstreet will be under the control 
of Nancy Davies, media director, at 
Ries Cappiello Colwell, Inc. 
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lb impress management, you need 
more than one Week and a Fortune. 

Industry Week is a key 
management magazine. 
It belongs in your media mix. Our 
grossing list of advertisers proves it. Being 
up in total pages and ad revenue proves 1:. 
But we want you to prove it to yourself Well 
trust our fate to the mind of your computer. 

Penton/IPC 

Run an optimization mix with 
us in it. and we know hcw we'll come 

out. You'll extead your react. You'll add 
considerably more frequency. An I-here's the 

magic-you'll also lower your cost per thousand. 
Optimum effect is whit you're aster. Optimum 
effect is what Industry Week has to offer. 

The p : l at Way. V reach "'".orful t : i . . t t t :J r t r t . r' 

Air Transport World Airconditioning & Refrigeration Business Chemical Engineering Penton IPC Publications Catalog Foundry Management & Technology Government Product News Handling 
& Shipping Heating/Piping/Air Conditioning Hydraulics & Pneumatics Industry Week Lodging Hospitality Machine Design Management 
Leisure Time Material Handling Engineering Materials Engineering Modern Office Procedures New Equipment Digest Occupational Hazards 
Power Transmission Design Precision Metal Production Engineering Progressive Architecture Restaurant Hospitality School Product News 
Used Equipment Directory Welding Design & Fabrication The Welding Distributor Penton Plaza, Cleveland, Ohio 44114 
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Family Weekly: a major 
re -source 1 : a new or reserve 
source of supply or support. 2 : 

computable wealth. 3 : an im- 
mediate and pos- 
sible source of 
revenue. 
How could you 
better define 
Family Weekly? 

Supply? We 
deliver over 
24,000,000 men 
and women 
readers every 
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week. And we hold their attention 
with the lively editorial that makes 
us America's best -read magazine. 

More impor- 
tant, our readers 
live where Ameri- 
ca's new wealth is 

concentrated. The 
327 distributing 
newspapers on 
the Family Weekly 
map are located 
in Nielsen B, C 
and choice sub- 
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national resource. 
urban A counties-the nation's 
most dramatic growth markets. 

Computable? We'll show you 
impressive statistics on our audi- 
ence's overall purchasing power. 
Plus thought -provoking numbers 
on your own product or service. 
Plus success stories on TRIP, our 
Tie -in -Retail Incentive Program. 

Immediate and possible 
source of revenue? No question! 
Start tapping it now. 

Call your Family Weekly 
representative. 

FAMILY WEEKLY 
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America's 4th Largest 
& Best Read Magazine 
Appearing in 327 weekend newspapers... 
11,000,000 circulation. 
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... HELPING MARKETERS WORLDWIDE TO COMMUNICATE BETTER. 



Cover MEDIA Futures 
iL 

Your 
carefully constructed 
newspaper campaign 
may fail-unless you 

know what ACB knows 
about the winds 
of competition! 

ACB can tell you-with precision-the competitive cli- 
mate, in one newspaper or 1,000! Promotions? Pricing? 
Co-op activity? Ad themes? Frequency? Only ACB knows. 
Because only ACB checks and researches more than 
1750 daily and Sunday newspapers-in depth. 

So know before you go! Call or write your nearest ACB 
rep. Ask for Catalog 100-E. And for any other newspaper 
ad -services you need, whether it's tearsheets, fast com- 
puterized research reports or complete Co-op administra- 
tion, we're the people. 

ACB THE ADVERTISING 
CHECKING BUREAU, Inc. 

Call your nearest ACB office 
New York: 353 Park Avenue South, 10010; Phone 212/685-7300 
Chicago: 434 South Wabash Avenue, 60605; Phone 312/922-2841 
Columbus, Ohio: 941 North High Street, 43201; Phone 614/294-4761 
Memphis: 52 South Second Street, 38103; Phone 901/526-3281 
San Francisco: 20 Jones Street, 94102; Phone 415/626-6546 

FUTURES (from 44) 

The biggest growth categories, accord- 
ing to Frost & Sullivan, will be dishwash- 
ing detergents, which are expected to post 
an 89 annual growth rate by running from 
$105 million to $226 million. 

Leading market stimuli, according to 
Frost & Sullivan, will be population 
growth and the changing attitudes of work- 
ing women. Using 29 pounds of detergent 
per person per year, the firm sees an extra 
500 million pound detergent demand by 
1985. due to population growth alone. 

Fourth network in your future? 
J. Walter Thompson thinks not. Speak- 

ing in its annual report, the agency's 
president, Don Johnston, said that a lack of 
available stations would prevent assembly 
of a "meaningful fourth network compara- 
ble to our current three." 

Johnston went on to add: "Most of the 
press attention being given to a 'fourth 
network' is really a misuse of the term. The 
capability in terms of station availabilities 
does not allow us today to put together a 

meaningful fourth network." 
JWT has strongly supported the concept 

of syndication (See "TL' Syndication: It 
puts you in the driver's seat," by JWT 
senior rp, Buck Buchanan, page 70, June, 
/976.) Johnston stressed this in his re- 
marks, saying, "What we're concerned 
with is greater emphasis and perhaps a 

broader use, particularly in prime time, of 
good programing on a syndication basis." 

Meanwhile, those with clients who favor 
a fourth network, continue to sell the con- 
cept. 

Radio in 1985 

The National Association of Broadcas- 
ters has completed a long-range planning 
guide for radio operators that spells out 
projections for this medium into the middle 
of the next decade. Key predictions: 

FM quadrophonics in general use by 
the end of the decade, and AM stereo as 

early as 1980. 

Significant improvement in moving 
auto FM signal reception. 

Dramatic change in the competitive 
balance in radio markets, as a result of 
rapid proliferation of cable. 

Continued deregulation of broadcast. 
No additional product bans, but cigarette 
ads will continue to be verboten. 

Continuing pressure to increase the 
number of stations on the air. 

Changes in cross -ownership rules. 
Increase in "roadside radio" - 

limited transmission services, such as 

Travelers' Information Service. 
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CHILTON'S 
FOOD ENGINEE' i G 

INTERNATIONAL. 

THE ONLY MAG, i 

THAT DELIVERS EXCLUSIVELY 
THE OVERSEAS AUDIENCE 

FOR THE WORLD'S 
' GEST MAR 

If you've been trying to sell to the 
foreign food and beverage market, 
no one has to tell you how big it is. 

By 1978 it will grow to $6.0 billion for 
food equipment alone. And no one has 
to tell you how difficult it is to reach. 

Chilton's Food Engineering 
International is the only magazine that 
delivers the overseas audience exclusively. 

The key 
is being a separate magazine. 

Our parent magazine, Food Engineering, 
established Food Engineering International 
as a wholly separate entity. Separate 
editor/publisher, separate circulation 
control, separate printing, separate rate 
schedule. 

With our circulation office in England, and our printing 
facility in Holland, we've been building the largest over- 
seas distribution in the world. Using the same strict quali- 
fication techniques we use in North America ... only 
covering plants that employ 100 or more people, cutting 
out the mom and pop operations, concentrating on the 
plants with the real buying power. In 1977 we'll deliver 
15,608 qualified subscribers in over 100 countries. That's 
triple what anyone else can offer. 

1 

ai - --- . 7 ' , 
J 

i Plus a combination buy 
for North America. 
With free split runs. 

And to make us even more 
efficient we offer a combination 

buy with our North American 
- edition of Food Engineering. A world- 

wide coverage of 60,000 with a very attractive 
CPM. And you can match your message to the -E. - market with split run International and North 

American versions of your ad. At no extra 
charge for same size and color. An offer 
only Chilton makes. 

For more information contact your 
local Food Engineering International 
representative or Chilton Company, 

Radnor, Pa. 19089. 
(215) 687-82c 1 
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MEDIA Cost Index Prepared by J. Walter Thompson Media Department 
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METHODOLOGY: The Media Cost index reflects industry reported trends extracted horn 
available published sources. JWT Media Analys s utilized standard competitive report 
sources to develop comparable unit costs that reflected monthly ccst trends by medium. 
Where industry competitive sources are unavailable, JWT sampled selected cost data from 
SRDS. Definition of the sources, universe, and media units used follows: SOURCES - 
Nighttime Network TV/BAR estimated commercial minute cost for all Night-time Network 
TV (6 PM to sign -off). Daytime Network TV/BAR estimated commercial minute costs for all 
Daytime Network TV (Sign -on to 6 PM). Spot TV /BAR CUME National Spot TV Report for 
estimated commercial minute costs for all national and regional Spot TV activity in 75 
markets. Network Radio/BAR Network Radio Report used to estimate all three network 
(Excluding MBS) commercial minute cost. Spot Radio/JWT estimates based on reported 
SRDS cost of one minute on one station per market in the top 50 RADI markets. Consumer 
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sumer magazines. National SupplementsJWT estimates based on reported SRDS cost of 
a P4/C for 3 newspaper distributed magazines. Daily NewspapersiJWT estimates based 
on reported SRDS cost per agate line for the largest metropolitan daily in the top 50 SMSA 
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reported rate card costs extracted from the Buyers Guide To Out -door Advertising for a 50 - 
showing in the top 100 metropolitan markets as defined by Sales Management. HOW TO 
READ: Media Cosi Index reflects latest available cost compared to base date January 
1974. Percent change reflects annual rate of change and is based on latest available month 
compared to same month previous year. 
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CHILTON'S TENNIS USA 
AND GOLF JOURNAL. 

THE OFFIC 
PUBLICATIONS FOR 

THE SPENDERS. 

There are a lot of part-time 
l4 

players in golf and tennis. More 
than 15 million people in the 
United States played golf last year. / 
Over 40 million played tennis. 

But the real buying power in 
golf and tennis concentrates in the small 
audience of the really serious tennis and golf player. 
Tennis USA. Golf Journal. The official publications 
for the spenders. Talking to the men and women 
who have the time and money to devote to their 
sports and the good things in life. Especially the 
money. 

e 
A quality audience of 

Tennis USA and Golf 
.-;_ Journal get to that quality 

7-11 audience. Every month, 
s:r r with over 100,000 copies 

of Tennis USA and 75,000 
copies of Golf Journal. And 

114 each is the official publication 
of its sport. Tennis USA speaks for the United 
States Tennis Association, Golf Journal for the 
United States Golf Association. Getting right to 
the core of the sports, to the people who spend 
the money. 

up -scale consumers. 

.1 
Tennis USA and Golf Journal. 
Efficient. Official. 

For example, the median Tennis USA 
- _ reader makes $26,198 a year, is 31.3 years 

old, owns 2.1 cars, and plays 143 times using 
34.2 cans of balls. To help keep his game sharp 
he spends about $300.00 on equipment and 
apparel every year. And takes over three trips 
a year. 

The average Golf Journal reader makes 
$28,762 a year, is 43.7 years old and plays 68.2 
rounds of golf a year, and spends $602 a year in 
memberships and green fees, and spends almost 
$400 at the 19th hole. 

The point of all these numbers is this: if you are 
concerned with efficiently reaching the serious, 
high frequency golf and tennis player, your best 
shot is Tennis USA or Golf Journal. 

Contact your local 
-41 representative or Chilton 

n, ; 
1r 

Company, Radnor, Pa. 
19089, (215) 687-8200. 

1 
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MONEY TALKS 
IN CANADA 

TOO 

and 
EXECUTIVE 

is where 
big money in 

Canada listens 
A new reader profile shows 
EXECIII IVE is the most direct 
advertising route to the big 
money in business, industry 
and government in Canada. 
E\Fcu riVE last spring asked a 

sampling of its 35,000 -plus 
circulation what they earn 
and spend and what their 
companies gross and spend. 
We learned: 

Their average individual 
income is S49,68I. 

They manage companies 
whose average annual volume 
tops $114 million. 

These companies spend at 
least S3 million each on 
transportation. 

Eighty five percent of 
these managers regularly read 
rxr-.curtvl , spending on 
average 60.6 minutes each 
issue. 
We asked many other 
questions and the answers are 
contained in the FxECUTIVE 

Reader Profile Study. 

%or.tour copy, call: 
Mark Baker, Bill Mullen, 
Terry Lynch (416) 445-6641 

executive 
Canada's Magazine 
for Senior Management. 
Canadian Advertising Rates 
8 Data. Class-fication 1 a. 

SOUTHAM BUSINESS 
$ PUBLICATIONS LIMITED 

1450 DON MILLS ROAD. DON MILLS. ONTARIO, M3B 707 
CANADA,IELEARONE 0,161 a456641 ,ELE%069666,, 

One more Sow ham way to help you sel 

Bridging the 
Washington gap 
Pay tv moved a step closer to becoming a 

viable commercial medium last month. 
k+ hen a U.S. appeals court ordered the 

Federal Communications Commission to 

re-evaluate its rules preventing pay tv 
operators from drawing programing away 
from broadcasters. 

The court contested the FCC's compli- 
cated regulations prohibiting pay Iv facil- 
ities from securing films that are three or 
more years old and sporting events. such as 

the World Series. 
These rules exiled pay tv operators from 

a vast and attractive treasurehouse of prime 
attraction films for television audiences, as 

well as other original television material. 
They also forced them into negotiating ex- 
clusively for highly expensive first and 
second run movies. 

The Commission voted to appeal the 

decision. and thus helped to prolong the 

fight to keep pay tv from competing di- 
rectly with the networks for primetime en- 
tertainment. 

The FCC is contesting the part of the 

court's decision dealing with sporting 
events, not feature films. 

The National Association of Broadcas- 
ters. however, is expected to appeal the 

entire decision. 

Another hot action involving the FCC is 

the Commission's recent proposal to assign 

new VHF channels to four major cities. 
The Commission is considering opening 

up the additional channels in Charleston, 
W. Va., Knoxville. Tenn., Salt Lake City. 
Utah. and either Johnstown or Altoona. Pa. 

But the arena is wide open for competing 
challengers who want the lucrative licenses 
to set up shop in major markets and haul in 
the big media bucks tv stations are generat- 
ing these days. 

The prospect is for a series of proceed- 
ings that could stretch over years. before 
anything is resolved. But news of the pro- 
posal has set the industry abuzz with specu- 
lation that there are more proposed chan- 
nels in the offing. 

The FCC's response to these sanguine 
speculators is: "highly unlikely:" 

Over on Capitol Hill, Rep. Lionel Van 
Deerlin (D. Cal.), chairman of the House 
Communications Subcommittee. is inves- 
tigating yet another option for expanding 
the broadcast channels: a new hand for 
radio. 

Van Deerlin says that his staffers have 

determined that a new system of low pow- 
ered FM stations could be authorized. if 
three UHF channels were cannibalized for 
radio. 

Problems confronting Van Deerlin's 
proposal hinge not so much on tech- 
nological as political obstacles. The pro- 
posal flies in the face of a whole series of 
Federal regulations that would need chang- 
ing. There are questions about Van Deer- 
lin's (or anybody else's) ability to get them 

changed. 
Should he he successful. however, as 

many as 400-500 stations could he added to 
the spectrum - a development that Van 
Deerlin feels would help spur competition 
in the broadcast industry. 

Because of their low power, these newly 
formed stations would have limited range 
of broadcast. 

The long, hard battle to force WTOP-TV 
to provide free time to proponents of oil 
company divestiture is over. 

Public Media Access, a public interest 
law firm. and the Energy Action Commit- 
tee petitioned the FCC to invoke the fair- 
ness doctrine. when the Washington station 
ran a Texaco spot that attacked divestiture. 

The FCC ruled in favor of EAC and 

against WTOP-TV, and said that the sta- 
tion must provide free time to allow re- 

sponsible supporters of the concept to re- 
ply. 

As reported in >IEDIA DECISIONS (See 

"The Oilman Packs a Wallop." January. 
1977. page 70), the offending spot ran 53 
times on WTOP. Details of arrangements 
with groups seeking free time have not 
been announced. 

More power to the FTC! HR 3816 is de- 

signed to generate greater powers for the 

Federal Trade Commission. 
The bill, being considered by the House 

Commerce Subcommittee on Consumer af- 
fairs, would give the Commission greater 
autonomy and wider powers. 

Authored by Consumer subcommittee 
chairman. Rep. Bob Eckhardt (D -Tex) HR 

3816 is a companion to a similar measure 
which passed the Senate last year. 

If the two measures pass. the FTC will 
be the recipient of a whole new section of 
authority on class action suits. Another re- 

sult would he the right of citizens to sue 
Continued on page SS 
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Quick and easy food Ideas 
for summertime outings 

MONEY: When a family 
fights over finances 

Farm and ranch vacations -- 
enriching family fun 

HEALTH: An encouraging 
update on diabetes 

How to cheer up a dreary 
kitchen 

; 

1 

, 

CIRCULATION 8,000,000 

June 1977 750 

and Gardens 
biveCout 

&bove its 
Special 11 -page package 

i of do-it-yourself projects: 
cookout carts, 

play places, 
benches, 

decks, 

etc. 



The June BH&G Spells It 0 -U -T. 

Do Something! 
Round up the family for a working ranch or farm vacation. Fix a differ- 
ent lunch for the pack on your back or bike. Explore space -stretching 
ideas for outdoor living. Learn how to cheer up a dreary kitchen .. . 

can -do decorating with canvas ... or how to treat guests with wine 
finery. And much more. 

Every article in the June issue is designed to help 23 million readers - 
mostly husbands and wives - spring into action. Readers turn to Better 
Homes and Gardens for ideas and help related to their most serious 
interests - home and family. This fiction -free, no-nonsense editorial 
approach provides a positive climate for advertising. A one -of -a -kind 
setting for selling where our articles and your aas work together. 

So it's no wonder that more than half of the ads in every issue of Better 
Homes ask the reader to Do Something - call a toll -free number .. . 

remove a cents -off card or booklet ... clip a coupon or recipe ... visit 
a dealer ... write for literature. 

No other magazine provides such an atmosphere of compelling 
action for your advertising. 

Do Something for your advertising. Begin with ... Better Homes and 
Gardens. 

Better Homes and Gardens® 
Every Issue Says Do Something! 
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Now, You Do Something! 
Enter the BH&G Do Something Cartoon Caption Contest. Let your creative juices flow 
and win one of the mouth-watering prizes. Here's all you have to do. Write a humorous 
caption for the cartoon below and include the phrase, "Do Something," in the caption, 
For example: "When I told Fred to do something about the leaky faucet, he said he'd 
sleep on it." If you're in the ad world, send us your caption idea today, Entries must be 
received by or before June 30, 1977. 

PRIZES AND RULES 

FIRST 20 (6 oz.) Filet Mignons (11/4" thick) 
SECOND 10 (6 oz.) Filet Mignons (11/4" thick) 
THIRD 8 (6 oz.) Filet Mignons (11/4" thick) 
FOURTH 6 (6 oz.) Filet Mignons (11/4" thick) 
FIFTH 4 (6 oz.) Filet Mignons (11/4" thick) 

NOTE: All steaks will be shipped to winners in special 
containers, packed in dry ice, and are guar- 
anteed by Omaha Steaks International. 

PLUS 10 consolation prizes - copy of the new BH&G 
book, All -Time Favorite Barbecue Recipes. 

1. More than one entry may be submitted. However, 
each entry must be mailed separately. 

2.Only persons who are associated with the ad- 
vertising business are eligible to enter. 

3. All entries must be received by or before June 
30, 1977. 

4. All entries must be original and owned by the 
individual submitting the entry. 

5. Winners will be determined by Better Homes and 
Gardens whose decisions are final. Winners will 
be notified by mail. 

6. All entries become the property of Better Homes 
and Gardens. 

The DO SOMETHING! Cartoon Contest 
Mr. Wes Silk, Advertising Director 
Better Homes and Gardens 
Locust at 17th 
Des Moines, Iowa 50336 
Okay, Wes, here's my entry in your contest: 

Name Title 

Company Name 

Address 

City/State ZIP 

1 2 3 

Better Homes and Gardens® Every Issue Says Do Something! 



WASHINGTON GAP (from 50) 

business believed to he in violation of the 
FTC's trade regulations and rules. 

Prospects for passage are considered fair 
at the present. 

Preview of I984, courtesy of the National 
Association of Broadcasters .. 

The NAB has put out a newspaper de- 
picting the world in 1984. Guess what's in 

store for us? That's right, a federal agency 
to regulate the newspaper industry. 

With obvious diabolical pleasure the 
editors of this mock paper ran banner 
headlines like: 

"Freeze ordered on newspapers'. 
" 'Equal time' for advertisements" 
"Ad limits anger industry'' 
"Oil firms in turmoil" 
"Idaho paper 'too commercial' faces 

$1,000 penalty'' 
The mock paper was intended to "dem- 

onstrate the disparity of freedom of speech 
between the electronic and print media and 
alert broadcasters and newspaper pub- 
lishers to threatened First Amendment in- 

fringements. The newspaper has been pro- 
duced to visually highlight the NAB con- 
vention theme - "Broadcasters' respon- 
sibility: the public's right to know." 

flow effective was regulation of political 
campaigns in the last election? 

The subject was hotly debated in a con- 
frontation staged by the American Enter- 
prise Institute for Public Policy Research 
(AEI). 

Expressing sharply divergent views were 
Eugene McCarthy. Rep. John B. Anderson 
(R. - Ill.). Fred Wertheimer, chief lob- 
byist for Common Cause, and professor 
Ralph K. Winter. Jr. of Yale Law School. 

Participants in the debate focused on the 
question of legislated campaign financing. 
a large portion of which consisted of media 
oriented activities of the candidates. includ- 
ingthe purchase of time and space. 

Disappointed Presidential candidate 
Eugene McCarthy charged that the law 
"established the first state political party in 

the history of the country. which is the 
Democratic party. I think that Democrats 
who voted for the act more or less intended 
that this should be the result.' 

There was considerable disagreement 
about this point. especially from Rep. An- 
derson who contended that, except for cer- 
tain deficiencies. the overall campaign act 
was successful in limiting large campaign 
contributions by special interests. 

Professor Winter held that the law favors 
incumbents. particularly in the House 
where members use their staffs and per- 

quisites. while the challengers are limited 
by the law to their own resources. 

CBS applied gentle pressure from above 
on its newspcople when Richard Salant, 
president of the network. cautioned them to 
avoid falling "into the trap of providing an 
unedited platform for 'terrorists! to convey 
(their] propaganda." 

The network chief was especially cir- 
cumspect in his wording and careful not to 
imply corporate censorship, but he left no 
room for missimpressions among news - 
people: the network is definitely concerned 
that sensational exposure of terrorists may 
add to the danger of "contagion" in the 
world arena. 

Salant stressed that what was wanted 
was balance and careful editing to subdue 
the inflantatory rhetoric in which terrorists 
tend to engage while pressing their de- 
mands. 

He said that he hoped the news team 
would refrain from providing an "exces- 
sive platform'' on television to terrorist 
views and grievances. as this might en- 
courage additional acts of terrorism. 

At the same tinte. Salant emphasized 
that suppression of coverage would ad- 
versely affect the public impression of the 
news organization and leave room for 
rumor and speculation in place of fact and 
reality. 

It's been a busy' month for the National 
Advertising Division of the Council of Bet- 
ter Business Bureaus. according to a report 
from the organization. 

Fifteen challenges to national advertising 
were resolved by the organization during 
the month of March. Three were resolved 
when the advertising was either discon- 
tinued or altered; twelve when the adver- 
tisers substantiated their claims. 

Product categories included a recording 
preservative, an antiperspirant, a phono- 
graphic turntable, eye shadow, dish- 
washers, cigarettes, Cornish hens. bath- 
room tissue, a therapeutic gum. a fabric 
softener and metal waste recepticals. 

Not had for a month of advertising in- 
vestigations. 

Once a cause célébre at the highest levels 
of the FTC a proposed han on children's 
ads featuring premiums lost steam when 
Cal Collier became chairman. Now, the 
agency has dropped the whole idea. Origi- 
nally. the Commission had indicated that 
"Children are very vulnerable to tv ad- 
vertising.'' 
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Tucson's 
Takin' Off! 
Nearly half of the fastest -growing 
market in Arizona (we're 81st & 
climbing!) took off on a commercial 
airline last year. That's just one of the 
many directions Tucson's taking off 
in. Here's how to reach Tucsonans 
before they take off again: 
Reach for the Star/Citizen. 
Reach 86% of the Hot Market! 

The Arizona Daily 
Star/Tucson e 
Daily Citizen 

Free! 
I'd like to know more about the fastest - 
growing market in Arizona. Please send my 
free fact -filled book, "Tucson Trends 1976" to: 

Name 

Company 

Address 

City State Zip 

Mail to: Q. J. Robb, Gen'I Advertising Mgr. 
Tucson Newspapers Inc. 
P.O. Box 26887/MD3 
Tucson, Arizona 85726 
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Herb Scott buys tires without seeing much of the tube_ 

A lot of Chicago's new tire buyers are like Herb. 
Most TV shows leave them flat. 

But even though they don't spend lots of time with 
their TVs, they do spend lots of time with the Tribune. 

So if you'd like to drive off with a bigger share of 
Chicago's new tire market, a TV/Tribune buy will reach a 
larger share more often than a 100% TV buy-without 
inflating your budget. But is the advantage big or small? 

To find out, first we talked to a media buyer at a 
well-known Chicago agency. We gave her the new tire 
market demographics for Chicago. And then we asked 
her to develop the most effective television schedule 
possible. (For the results, see column one on the chart 
below.) 

Next, we talked to MAMA, the Tribune's Marketing 
And Media Answers service. MAMA fed the TV schedule 
into its computer. The schedule consisted of 72 
thirty-second spots. After evaluating the alternatives, 
MAMA reduced the number of TV spots to 66 and added 
eight -1200 line ads in the daily Tribune with no increase 
in the total cost. 

Here's a recap of the results: Average frequency-up 
25%; reach-up 1.6%; gross rating points-up 26.8%; and 
cost per thousand target impressions-down 21.2%. (See 
column two o on the chart.) 

Chicago Media Schedule 
(target market, new tire buyers) 

100% TV TV/TRIBUNE 

Average Frequency 6.4 8.0 (up 25%) 
Reach 93% 94.5% (up 1.6%) 

GRPs 597 757 (up 26.8%) 
Cost per Thousand 
Target Impressions $14.13 S11.13 (down 21.2%) 
4 Week Cost S60.600 560.520 

MAMA also had something to say about new tire 
buyers who are light TV viewers (those who watched 
less than 18 hours of TV during the week). Among this 
group, the Tribune increased average frequency by 46%, 
reach by 7%, and gross rating points by 59%, while cost 
per thousand target impressions was reduced by an 
impressive 37%. 

Chicago Media Schedule 
(target market, new tire buyers) 

Light TV Viewers-Less Than 18 Hours/Week 
100% TV TV/TRIBUNE 

Average Frequency 3.7 5.4 (up 46%) 
Reach 82% 87.7% (up 7%) 
GRPs 301 478 (up S9'/c) 

Cost Per Thousand 
Target Impressions $58.21 $36.65 (down 37%) 
4 Week Cost 560,600 560,520 

Can a combination TV/Tribune buy help you comer 
your market as well, no matter what product or service 
you sell? Why not ask MAMA? Simply contact your 
Tribune representative or call (312) 222-3878. 

Then, when you're ready to roll out your next ad 
campaign in Chicago, turn to the hub of Chicago's 
advertising. Turn to the Tribune. 
Source. ?AF Cnrcago 75 

ARF auaded tune 76 

'i. 
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for Marketing 
And Medie Answers. 

turn lo MAMA. 

Turn to the . 
Qhicao iribune 
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Have you seen the brightest new look 
in news magazines? 

At the beginning of the year TIME introduced a 
dramatic, new fast -close color program to increase 
its colorful coverage of the world. What you see is 
just a sampling of the pages since then, where color 
has livened late news as well as every section of the 
magazine. This greater use of color, unprecedented 
in news magazines, was made possible by the mil- 
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lions of readers who have shown an unflagging will- 
ingness to invest in a higher quality product. If 
added color has been an exciting new plus for 
readers, it is an exciting new setting for all of TIME's 
advertisers. Perhaps this color innovation is one 
further reason why TIME enjoys unmatched accep- 
tance and loyalty among news magazine readers. 

TIME 

tot 

The most colorful coverage of the week. 



MEDIA ecisions 
May 1977/Volume 12, No. 5 

Two guys from 
Reynolds 

Two brand management directors from Reynolds, one 
from RJR foods and one from Reynolds Tobacco, 
compare their media alternatives in dialogue staged by 
Media Decisions. Tom Sandefur of Tobacco was 
forced from 95% tv to 100% alternatives. Dick Mier of 
Foods takes a new look at print in the media mix. 

At R. J. Reynolds Industries headquarters 
in Winston Salem. N.C. are (I) a food di- 
vision dependent largely on television ad- 
vertising and faced with rate hikes and 
port -avails. and (2) a tobacco division 
that's been forced to convert from total iv 
to total alternative media. 

MEDIA DEC'SIONS invited Richard Mier 
of RJR Foods and Thomas Sandafirr of 
Reynolds Tobacco to sit across its confer- 
ence table and discuss the potentials of 
both print and broadcast in today's market- 
ing picture. 

The taped script of the meeting jollows: 

Mier: You start oft. Tom. Tell me just 
what happened to you when you were 
forced to go into other media. 
Sandefur: It was a traumatic experi- 
ence. I was raised in broadcast. Ninety-five 

percent of our dollars were spent in tv. It 

was an educational process for us to try 

another medium. We still had the same ad- 

vertising objective. but how do you com- 
municate in a static medium? 

For years our two major brands, Winston 
and Salem, were built on audio jingles. 
You know: "Winston tastes good like a 

cigarette should." "You can take Salem 
out of the country. but you can't take the 

country out of Salem." We had to refor- 

mulate our entire copy strategy. We had to 

start learning about magazines. news- 
papers, and a medium we'd never even 
looked at before: out -of -home. 

We had been involved in newspapers. 
but traditionally only for introduction of a 

new brand. Our philosophy was - when 

you have news to break, put it in a news- 
paper. But don't use newspapers as a con - 
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"We have become far better marketers since we were thrown off tv" 
Thomas E. Sandefur, Jr., director advertising & brand management, Reynolds Tobacco. 

tinuing medium. Magazines got a relatively 
small part of our budget. All of a sudden 
we found ourselves in media that we knew 
very little about and about which we had a 

lot to learn. We knew the basic principles 
of marketing. I guess the major difference 
is in your copy strategy. You're limited 
particularly in the imagery attributes of 
cigarette advertising when you go to a sta- 
tic medium. 

Today. besides newspapers and maga- 
zines, we're eery heavily in out -of -home. 
We put -t0nh of our dollars there today. Had 

to start our own in-house buying office to 
help us control our use of that medium. 
Mier: Has your advertising cost per car- 
ton changed since you left tv? 

Sandefur: Significantly. Our ad 
budgets have doubled. 
Mier: How much of that is inflation? 
Sandefur: That's a good question. I'd 
say real costs have gone up about one third. 
Mier: If you were using tv today would 
you be spending more? 
Sandefur: We'd be spending more. of 
course. The fact is; though; tv allows you 

Dick Mier has the last word 

After returning to Winston Salem, Dick Mier wrote the following 
letter to MEDIA DECISIONS: 

"I appreciated the opportunity to dialogue on an intriguing 
subject. Frankly, the receipient of real value was me - perhaps 
more than yourselves. The reason: I was forced to challenge `pre- 
cepts.' I'm not certain they are any longer precepts. Thanks!" 

to quickly reach the public. Print media are 
a slower proposition. We can't simulate the 
immediate awareness of pmduct position- 
ing that tv gave us. 

In terms of budget forecasting we're 
probably doing a better job because of 
print's relative rate stability. You can 
budget a tv buy. and it's double before you 
run. Also the availability in tv may dry up, 
while in magazines we can count on it. In 
tv we bought on estimates. not rate cards. 
The demand divided by the number of 
avails set our rate. 

Mier: Right. Demand has shot up our 
rates. If you index rates since 1973, 
virtually all day pans have doubled in cost. 
But suppose. Tom, we had to give up iv 
entirely. What about new products? 
Wouldn't it cost more to introduce them? 
Without tv's broad reach and intrusiveness 
wouldn't it take our new brands longer to 
get high awareness in print? Print takes so 
much longer to accumulate its total audi- 
ence. That should cost us time and dollars. 
Sandefur: Total advertising cost will 
increase; but not more than normal infla- 
tion. 'hat will happen is a big shift from 
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"With spot tv you have geographic, in print demographic, flexibility" 
Richard A. Mier, vp-brand operations, RJR Foods. 

advertising type of spending to promotion 
type of spending. More push and less pull. 
Push dollars are less efficient dollars. 
They're not all working for you. Your 
strategy would become far more promotion 
oriented rather than awareness oriented. 

Another fundamental change would be 

in the way you handle brand positioning 
and copy. Copy would have to he sharper. 
leading from a sharper positioning. With tv 
some brands can afford to he a little sloppy 
in both positioning and copy. Tv hides 
some of those ills with its broad reach and 

intrusiveness. You can't hide them in print. 
That's a basic change. 
Mier: Back to positioning and copy. 
Have you found yourself tougher with your 
own visibles on brand positioning now that 

you're in print? 
Sandefur: Far tougher. Positioning 
today is absolutely critical to a brand's suc- 

cess. With "Winston tastes good like a 

cigarette should" we could range all over 
the ball park as long as taste was the only 
objective. Now we give our agency tight 
direction on copy strategy. Print demands 
a specific message. With broadcast you 

can make up for your mistakes with 
weight. with a fair shuffle in tv execution. 
Mier: Isn't there a basic trade-off be- 

tween print and tv? With spot tv you have a 
great deal of geographic flexibility. In 

print. on the other hand. you have demo- 

graphic flexibility. Do you find this help- 
ful? 
Sandefur: Yes. In cigarettes you're 
dealing with a broad -based product usage. 

Geographically its about the same. De- 
mographically there are tremendous differ- 
ences. Print has allowed us to go to the 

kinds of people who are our best prospects. 
not just to all people in a selection of mar- 
kets. We're able to target much more 

sharply in print. 
Mier: Does that mean you have problems 
geographically? 
Sandefur: Not necessarily. For local 
pinpointing we have two broad based 

media: newspapers and out -of -home. 
Mier: Do you Lind there's a clutter prob- 
lent in print? 
Sandefur: Tremendous. Clutter on the 

tube is somewhere between 17% and 20`4. 
In P/uyboy it's about 257. In the regional 

sections of magazines it's about 45 percent. 
Mier: Suppose you could go back on the 

tube right now. Would you? 
Sandefur: Yes. we'd go back. But we 

wouldn't be using tv now the way we used 

it before. We'd be using it very selectively 
and not only because of its cost. 
Mier What do mean by selectively. 
Toni? 
Sandefur: On a flighting basis is one 

example. We'd also use it differently on a 

sustaining basis. We'd use broadcast to in- 
troduce a brand, to achieve the awareness 
levels I spoke of before. Then, depending 
on the appeal of the brand's positioning, 
the non -broadcast media would become 
more important today. 
Mier: We, of course. have a food product 
that can use both tv and print. Our catego- 
ries all have good penetration. If were in- 
troducting a new product we want a broad 
reach. And high awareness fast. Would it 

make sense for a food group to use tv as its 
leverage vehicle and then call in magazines 
to tighten up demographically on our user 
groups? 

Continued on page 122 
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Rationale of an FM broadcaster: 
"AM stereo is 10 years away" 

Will AM stereo pose a serious threat in capturing the rapidly grow- 
ing FM audience? John Moler (left), general manager of New 
York's most successful FM stereo station, WRFM, predicts it won't. 

"Let's assume that AM does develop the capability for stereo 
broadcast. It won't duplicate the quality of FM sound. When and if it 
is approved, homes still won't have the capability to receive it. It will 
be five to 10 years before AM stereo achieves buyable penetration. 

"When we did a study on FM stereo penetration in the New York 
area, we found 55% of homes had FM stereo receivers. Today the 
figure is a something less than 65%. And even then, people don't 
have stereo all over the house, probably just in the living room or 
family room. But a lot of listening is done in the kitchen. 

"In terms of programing, it will be difficult for AM stereo to over- 
take FM stereo. Most AM stations have 12 to 18 commercial min- 
utes per hour as compared with the 8 to 12 minutes for most FM 
stereo stations. To effectively compete, AM stereo stations would 
have to diminish the number of commercial minutes. They might 
not be able to do this. 

"A while back, we started broadcasting in four channel (quad- 
rophonic) and it fell flat on its face. I thought then we shouldn't 
bother about quadrophonic broadcast until we had achieved sat- 
uration of the market with stereo. 

"We won't worry about AM stereo. Even assuming AM stereo will 
arrive it will not equal FM's capability to satisfy the real music buff. 
Whether he or she prefers classical, rock or country, the music 
devotee will stick with the system that best produces the music." 

Will stereo 
change AM radio? 
Stereophonic broadcast of AM radio goes into test in May. If approved by the 
FCC it could fragment radio and increase cost, some heavy users suggest. But 
backers contend that it will revitalize AM's advertising glamour and prestige. 

They say that AM stereo is just around the 

corner. 
The big questions for advertisers are I) 

just how far away is that corner and 2) what 
effect will AM stereo have on the total 
radio market when it arrives. 

Scoffers at the prospect of stereo broad- 

cast in amplitude modulation (AM) suggest 
that whatever improvements it provides in 
sound reproduction will have no appreci- 
able impact on radio advertising and the 
radio market itself. 

But backers of AM stereo suggest the 
application of stereo reproduction will re- 

vitalize AM's usefulness to radio advertis- 
ers. 

AM Stereo could recapture the ad dollars 
and audience segments that have been lured 
by FM's superior capacity for music repro- 
duction. 

It may give A .1 an opportunity to com- 
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pete for listeners who want quality repro- 

duction and music. music. music. 

Advertisers, media directors and plan- 

ners are interested in AM stereo only it it 

produces audience figures in those demo- 

graphic areas in which they are interested. 

For example. Erw in Fleischer. media di- 
rector for Richardson-Men'ell. which uses 

spot radio heavily in support of Clearasil. 
thinks AM radio will fragment the market 

and make radio more expensive. 
"We are heavy users of radio for 

Clearasil ($1 million plus in spot radio last 

year) and we will go where the teens go. If 
they move from FM stereo to AM stereo, 

we will follow them. 

"I think the development o1 AM stereo 

would make radio more expensive. Instead 

of one or two teen music stations in a mar- 

ket, there might be four or five. That would 
fragment the market. increase costs, and 

we would have to live with it," Fleischer 
said. 

Ed Kriete. planner on the Johnson Baby 

Shampoo account at SCC&B told us the 

numbers pretty much dictate the buy. "We 
buy the dominant stations in the demo- 

graphic category we want. W'e're interested 

in AM stereo if it influences the numbers. 
"We notice that the teens are listening to 

FM stereo, and it has a greater variety of 
music than does AM. which is very pop 

oriented. 
"We've seen a tremendous increase in 

the popularity of FM. and we're making an 

Charles De Bare, 
president owned radio stations, 
ABC Radio. 

"We see radio as the wave of 
the future, and AM stereo will 
accelerate the momentum." 
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increasing nuniher of buys on FM stations. 

This has to do with the variety of format, 

and that goes hack to stereo and FM's 
broadcast characteristics," Kriete said. 

Gerry Levy. vp and account supervisor 

at Air Time. the buying service. suggests 

that AM stereo will diminish if not halt the 

trend of programing toward making FM the 

almost exclusive carrier of music. 

"FM is viewed as the music hand, and 

AM will probably become the service/ in- 

formation band. without stereo. What AM 
stereo will do is turn the tide to a degree 

and may halt the drift of many advertisers 

front AM to FM. 
"It could also benefit AN in that the 

limitation of FM is the short distance it can 

he received. only to the horizon. AM stereo 

could put its signal out a lot further. doesn't 
need to be locked in, and is less susceptible 

to fading in and out. It might he better for 

cars than FM stereo. 

"I think it's no more than two years 

away. Once the stations go with it. the 

manufacturers will produce the sets. 

"If it gives people what they want. 

they'll stay with it.'' Levy said. 

Larry Dexheimer, vp-media director at 

Carl Alley. suggests that from his point of 
view . ''AM stereo will have little impact 

on people's listening habits. The upsurge in 

FM listening has been due to format rather 
than to stereo. There could he a slight shift 
from FM and possibly a greater degree of 
overlap in AM and FM formats.'' 

Jack Thayer, 
president NBC radio division, 
executive vice president, NBC. 

"Stereo has become a magic word 
in radio, even as color has 
in television." 
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John Lamson. director of media at 

Rumrill-Hoyt. a frequent user of radio. 

thinks AM stereo will have a long term ef- 

fect on the market. "It's got to add another 

dimension to AM.'" he said. "And while it 

may not halt the growth of FM, it may keep 

FM from growing as dramatically as it 

has.' 
Hope Martinez, whose buying service 

has been purchased by Cooper Square Ad- 
vertising. the in-house agency. for Hartz 

Mountain Corp., thinks AM stereo would 

he fantastic. but not necessarily a major 
factor in the radio market. "We're big with 

Hartz Mountain in FM now because FM is 

with it. AM stereo could give FM stereo 

some competition.'' She said she would 

consider its use when AM stereo becomes a 

reality. 
Just how far away is AM stereo? En- 

gineering experts predict it is between one 

and three yea s in the future. 
What it would do is provide two -channel 

broadcast in AM. which in temis of repro- 

duction. has always been considered in- 

ferior to FM. 
For the reproduction of music. FM has 

the edge because it can carry frequencies of 
up to 20.000 megahertz with a minimum of 
distortion and background noise. 

AM. which has been broadcast monaural 
for 63 years. is subject to interference and 

considerable background noise and can 

carry frequencies only up to about 7.(X)0 

megahertz. Continued on page 104 

Richard M. Brescia, 
vice president and 
general sales manager, CBS Radio. 

"I don't think advertisers 
have even taken advantage of 
FM stereo yet." 
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"Grp's can't 
measure 
effectiveness" 

How many gross rating points really hit home? Marketing counselor Alvin Achenbaum, of 
Canter, Achenbaum, Heekin, and a former executive vp JWT, thinks grp's hide both in- 
adequate and excessive exposure. "Measure effective rating points instead," he says. 

Has the time conic to throw grp's out the 
window? 

Marketing counselor Alvin A. Achen- 
baum hasn't opened all the windows in his 
office yet. But he's saying that big gross 
rating point numbers are misleading adver- 

tisers and agencies into thinking they're 
buying more impact than they really are. 

Achenbaum, schooled in the standard 
approaches to media planning at J. Walter 
Thompson. Grey Advertising and McCann- 
Erickson for 23 years. chose to break away 

on his own three years ago. As a principal 
of Canter. Achenbaum, Heekin Inc.. he 
has had the chance to fully develop his 
opinion that grp's don't accurately measure 
a media buy. 

Instead of grp's, advertisers should be 
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The grp fallacy Erp's are what count 

% REACH 
20 

TOTAL EXPOSURE OF A 
PRIME TIME TELEVISION Salta/LE 

GENERATLNO 400 OOP's 

® TOTAL EXPOSURE 

10 II 12 13 14 15 16 17 18 19 

NUMBER OF EXPOSURES 

An advertiser may assume his 400 grp tv schedule reaches 

80% of all households an average of five times. But, Achen- 
baum argues, in reality few households see a spot five times. 
In fact, according to the schedule mapped out above, almost 
twice as many households (15.5%) see a commercial only 
once as opposed to 8.8% that see the commercial five times. 

Where to heavy -up 
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20.- 
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TOTAL EXPOSURE VS- EFFECTIVE EXPOSURE 

Of A HYPOTHETICALLY OPTIMAL TELEY/S/ON~Mat 

ACTUAL / .t s 
SCHEDULE 

HYPOTHETICAL 
SCHEDULE 

5 6 7 - 9 10 11 12 Id 14 IS 

NUMBER OF EXPOSURES 

An optimal tv schedule with full attention to erp's should form 

this bell -shaped curve, according to Achenbaum. But, he 

adds, the assumption that all exposures between three and 

ten are of equal value is not necessarily correct - only that 

exposures under three are too few, and over ten too much. 

counting what he calls effective raring 
points (erg's). Achenbaum says. 

What are effective rating points? Erp's 
are grp's minus what Achenbaum refers to 

as ine//renre and excessive exposure. In 

short. erp's are like the sweet spot on a 

tennis racket - the area you use to get the 

hest aim and impact on the ball. 
Everyone knows this intuitively. says 

Achenhaurn. But as an economist. this log- 
ical and thorough man has not been content 
to leave erp's buried under a mass of im- 
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TOTAL EXPOSURE VS. EFFECTIVE EXPOSURE 
OF A PRIME 1/ME TELEVISION SL'9EOULE 
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EXPOSURE 
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EFFECTIVENESS 

TCTAL ERO05Ue( - 400 GRO, 
EFFECTIVE ETOOEURE - 22E ERP'S 

Eunv[ 
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According to Achenbaum, only "effective exposure" repre 

sents the true value of the schedule. Anything under three 
exposures is too infrequert to have impact. Anything over 10 

is of nc further value, although those exposed 11-15 times 
should oe considered "effectively exposed." The blip on the 
curve accounts for this "effectively exposed" 11-15 group. 

Add magazines to tv 

COMPARISON OF EFFECTIVE EXPOSURE LEVELS 
Between a Hypafheficol Prime Time Television Schedule 

and Mirlure of Television and Selected Magazines 
% REACH 

20r 

IS 

O 

PRIME TIME TE1Ey1910N eG) 

e 9 10 11 

® EFFECTIVE EXPOSURE 

B) PRIME TIME TELEVISION 
PLu5 SELECTED MAGAZINES 

It 13 1 
NUMBER OF EXPOSURES 

15 re 17 10 19 

If a secondary medium is added, in this case magazines, it is 

likely that a new segment of the population left untouched by 

tv will be reached. Achenbaum says magazines are a good 

tool for adding erp's for selective products, although they 

may be too expensive for products aimed at a mass market. 

pressi'e but inconsequential gross num- 

bers. 

And in the process. Achenbaum may 

have come up with one of the answers to 

the constant question: "I low much adver- 

tising is enough?'' 
"With erp's. you're saying that ;ome of 

your exposure is inadequate in its effect or 
it is superfluous." explains Achenbaum. 
He believes that only part of the exposure 

frequency distribution that results from an 

advertising campaign is effective - the 

part between three and ten exposures. He 

said he arbitrarily picked three through ten 

exposures as his cut-off points because 

"the data suggest that." (See accompany- 
ing charts.) 

''A small tv advertiser is probably get- 

ting a frequency between zero and three." 
Achenbaum continues. "That's not enough 

frequency, if you believe the first couple of 
exposures have no effect. 

"If frequency goes over ten times, the 

Continued on page 100 
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L'Oréal's 
mission in the U.S. 
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When L'Oréal decided to 
sharpen its focus on the 
U.S. market, they asked 
Jean Caste (left) to come 
over from Paris. Monsieur 
Caste tried various ap- 
proaches to the U.S. mar- 
ket, and finally developed a 
strategy of concentration in 
both marketing and media. 
Now, L'Oréal is the fastest 
growing name in beauty 
products, with a $10 million 
ad budget in 1977 high- 
lighting four of its 2,000 
feminine beauty products. 

L'Oréal is the fastest -growing new name 
in beauty products. 

It's been a well-known name in Europe 
for many decades. but did not come into 
the U.S. market until 1954 as a beauty 
salon supplier. Ten years later. with 
L'Oréal an established name in the beauty 
salon market. the company launched an 

over-the-counter line. In two years. 
L'Oréal's sales doubled - without adver- 
tising. There followed a four-year plateau. 

Then, Jean F. Caste, president of Cos- 
mair. Inc.. the U.S. subsidiary of L'Oréal. 
decided to hack one of his products. Pref- 
erence I laircolor. ith a strongly competit- 
ive advertising program. Since 1973. sales 

of Preference have almost quintupled. And 
Jean Caste is now applying the same mar- 
keting strategies to three other L'Oréal 
products. 

MEDIA DECISIONS intervievAed Jean 

Caste. who is guest editor of this issue. 
along with James Nixon. senior \ ice presi- 
dent of L'Oréal Retail Division of Cos- 
t -tuft, Inc.. in Jean's office at 530 Fifth Av- 
enue in New York. Jean is an elegant 
dresser, tall and deep -voiced. every inch 
the charming Parisian - and a very astute 
businessman. Nixon is a hard-working 
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L'Oréal media expenditures increased 5,000 percent in five years 

1972 1973 1974 1975 1976 

Magazines $75,000 $301,000 $126,000 $774,000 $800,000 

Network tv 3,249,000 3,037,000 2,799,000 3,000,000 

Spot tv 48,000 618,000 916,000 1,647,000 2,200,000 

Totals $123,000 $4,168,000 $4,079,000 $5,220,000 $6,000,000 

Source: LNA/BAR and Media Decisions estimates. 

American, a realist and very much on top 

of everything that is going on in behalf of 
L'Oreal products in the marketplace and in 

L'Oreal Retail Division's advertising agen- 

cy. McCann Erickson. The Lancóme Di- 
vision of Cosmair is headed up by vice 

president Joseph Augeri, and the agency is 

Needham, Harper & Steers. 

"Building our beauty salon business in 

the United States was a very painstaking, 
time-consuming experience." Jean said. 
"But we became one of several companies 
that share the No. 2 position in the beauty 

salon market. 
"We decided to launch a retail line with- 

out advertising. But, of course this was a 

unique experience. 
"We were successful in this, but only 

among women who had become aware of 
our products in the salons. This was a 

whole line of products - hair coloring. 
hair care, etc. - and they were slightly 
higher -priced than other products on the 

market. 
"W'e tried a little advertising, first on tv 

and then on radio. But always at very low 
levels. 

"In 1973. we developed and applied our 
new marketing approach. Instead of a line. 
we would advertise one product at a time. 
We would pick one product with provable 
superiority, a definite consumer benefit. 
And we would advertise it above the noise 

level in the market for products of that 

kind. Preference Haircoloring was chosen 

as the one most likely to be successful with 
this approach. 

"The potential for the product v,as high. 
It had the benefit edge that could be adver- 
t ised . 

"We did tests to establish proof for our 

claims. We were sure of the formula for 
Preference because it already had a very 
important share in almost every other 
country in the world. 

"We secured national distribution 
through drug stores. fair-traded at that 

time. 
A muffled telephone sound came from 

the other end of Jean's office. He excused 
himself to answer it. and Nixon did some 

explaining: 
"Preference Haircoloring is sold vir- 

tually everywhere in the drug field." Nixon 
said. "We also are in some supermarkets. 
But the haircoloring business hasn't totally 
penetrated food store distribution. They're 
only partially in it - and we're only par- 

tially in it ourselves. Preference Haircolor- 
ing is not a department store item in the 

sense of being with the cosmetics on the 

first tiloor. 
"In department stores. Cosmair sells 

Lancóme skin treatment and make-up, with 
demonstrators and other distribution activ- 
ities common to that type of business. 

"Preference Haircoloring has to he pre - 

sold through advertising. The follow- 
through in drug stores is via point -of - 
purchase displays, packaging, etc. Mer- 
chandising of the advertising is an essential 

tool for getting distribution." 
Jean Caste rejoined our conversation: 
"An important point is that L'Oréal in 

different parts of the world is selling about 

2.000 items. It's impossible to have 2.000 
with superiority. We of course have many 
with proven superiority, but we have cho- 
sen four, so far, in this country for our 
strategy of strong advertising support. 
They are Preference. L'Oréal Retail's lip 
and nail, Lancóme's skin care and makeup, 

and L'Oréal Retail's Aqualia, a facial 
moisturizer cream that is just coming on the 

market this month. 

"Our strategy is to concentrate on one 

product at a time and to back it with as 

much advertising and stronger advertising 
than any of its competitors. We position 
ourselves at the level of the No. I brand, 
and we seek to rise above the average level 
in terms of quality of advertising. 

"We try to make commercials with 
higher than average scores. And we have 

been enjoying scores 53% above average 
for haircoloring commetrials as measured 
by Burke. We happened to produce some 

that were not that good in pm -tests. so we 

did no; put them on the air." 
"A reason for concentrating on one 

product at a time." Jean told us. "was so 

we could be as important an advertiser as 

any other competitor. despite the fact that 

we did not have the resources for all-out 
competition with a full line. The same 

strategy applied to the media plan and still 
does. We choose one medium and put 

almost all our dollars into it so as to be 

more visible and audible than anyone else 

with a similar product." 
With Preference haircolor. the medium 

is television. With Lancóme skin care and 

makeup and L'Oréal's lipsticks and nail 

enamels, the medium is magazines. With 
Aqualia moisturizer creams, it's tv again. 

Nixon explained that the tv is based on 

network scatter buys. with spot tv added. 

"We used spot in a summer night last year 

for a specific marketing need." 
MEDt+ DEctstotvs asked whether they had 

any specific kind of tv programs they prefer 
to be associated with, and whether they had 

any control over this. 
Continued on page 110 
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So they all 
speak Spanish 
The Spanish markets within the U.S. have one 
language in common. But differing cultural traditions 
make for more than one audience. Opinions differ 
among agency media directors and planners on the 
most efficient media to sell these multiple audiences. 
Some put radio first, others give tv the edge. All agree 
that both are musts in Spanish market planning. 

Top 30 Spanish language ADI markets in U.S. 

Spanish -language population 

1. New York 1,933,400 
2. Los Angeles 1,805,300 
3. San Antonio 675,100 
4. San Francisco 546,300 
5. Miami 536,700 
6. Chicago 423,200 
7. McAllen -Brownsville 392,300 
8. Albuquerque 372,300 
9. El Paso 351,500 

10. Houston 314,100 
11. Phoenix 259,000 
12. Corpus Christi 227,300 
13. Fresno 226,400 
14. San Diego 204,700 
15. Sacramento -Stockton 189,900 
16. Denver 186,800 
17. Dallas -Ft. Worth 171,000 
18. Tucson 155,400 
19. Philadelphia 146,100 
20. Tampa -St. Petersburg 108,100 
21. Salinas -Monterey 99,025 
22. Washington D.0 89,200 
23. Colorado Springs -Pueblo 86,600 
24. Lubbock 86,500 
25. Laredo 79,000 
26. Austin 73,900 
27. Detroit 73,100 
28. Odessa -Midland 68,171 
29. Boston 67,400 
30. El Centro -Yuma 63,600 

Top 30 Spanish markets 10,005,396 

Source: Market Statistics. Inc.. 12/31/76, based entirely on Spanish language, not Including persons of 
Spanish surname who do not speak Spanish. 

The U.S. Spanish -language market repre- 
sents a lot of consumer dollars. But it's not 
an easy one to capture. 

Frequently, the Spanish-Americans lead 
a life of their own set apart from the sur- 
rounding Anglo community. Their media 
and shopping habits differ markedly and 
require a strategy attuned to special needs. 

The increase in size of the Spanish popu- 
lation has led more marketers than ever to 

ask their agencies to do special evaluations 
of the Spanish -language media. 

In this report, MEDIA DECISIONS takes a 

look at the Spanish-speaking segment 
through the eyes of eight agency people 
who specialize in reaching the heavy 
Spanish concentrations in New York. 
Miami and the Southwest. 

The language is common. The broad 
Latin-American cultural traditions are 

shared by all. Within the market there are 

three basic geographic and national en- 
claves: the Puerto Rican segment in the 

greater New York area, the Cuban com- 
munity in Florida, and the Mexican - 
American population across the Southwest 
and in Los Angeles and its environs. But 
the lines of national origin are not as sharp- 
ly drawn as they once were. In addition, 
Spanish-speaking families have fanned out 
to other cities. 

The agency specialists have their own 
unique styles for marketing and media use 
both locally and nationally but they tend to 

agree on the following: 
(I) Broadcast media (tv and radio) are 

favored for penetration in Spanish - 
language homes. 

(2) The size of the market is larger than 
government figures indicate because of dif- 
ficulty in measuring illegal as well as legal 
immigrants. As much as one third of the 
Spanish Market may be in the country il- 
legally. 

(3) The Spanish ethnic group is growing 
faster than any other and - assuming the 
trend continues - will become the largest 
ethnic group in the U.S. 

(4) Reliable media audience measure- 
ments for Spanish markets have yet to be 

established in some areas. 

(5) Indigenous shopping habits must be 

taken into account. 
(6) Cents -off coupon promotions tend to 

be less effective against the Spanish mar- 
ket. 

(7) Brand awareness is generally strong 
among Spanish-speaking shoppers. 

Here's what the agency specialists say 
(we've put them in alphabetical order : 

The ti/radio combination in L.A. 
Eduardo Bermudez operates an agency 

in Los Angeles devoted to Spanish ac- 

counts and also serves as a consultant on 
the Spanish language markets in the 
Southmest for Foote. Cone & Belding and 
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J. Walter Thompson. For Bermudez As- 

sociates accounts - such as United 
California Bank, Pacific Theatres and those 

on which he consults (Seven -Up. Pennzoil, 
Alpha Beta)- Bermudez favors a split be- 

tween television and radio. "Television 
and radio combined is the best way to reach 

the audience. in part because of a lack of 
magazines and newspapers... he says. 

"The market is primarily made up of 
immigrants. At first they watch Spanish tv. 
As they become comfortable with English, 
they add U.S. tv. But they don't abandon 

Spanish radio. Even when we Latinos are 

comfortable with English, we listen to 

Spanish radio for the music if not so much 
for the language." 

Bermudez says that getting a fix on the 

Latino population in Los Angeles - as 

elsewhere in the U.S. - is extremely 
difficult. He does not believe in doing it on 

a sur -name basis (a matter on which some 

other Spanish market specialists do not 

agree with him). His argument is that sur- 
names may represent a newly arrived fam- 
ily or one that has been in Los Angeles for 
five or six generations. The degree of 
Spanish -orientation, he believes. may be 

very different between the new arrivals and 

those who have been around for genera- 
tions. 

But he also points out that the uncounted 
numbers of illegal immigrants may more 

than make-up for the over -counting of third 
and fourth -generation Spanish. "There 
were an estimated 22.000 illegal immi- 
grants in the Los Angeles area in February 
of this year alone," he said. "The Spanish 
sur -name count might be about right but for 
the wrong reason." 
Tv/radio mix in Miami 

Joe Brandy, vice president in charge of 
the Miami office of Publitec, agrees with 
Bermudez: "We have to use a mixture of 
radio and television. The color impact of tv 

can't be disregarded. And radio is very 
strong in the greater Miami Spanish com- 
munity. If there is a big enough budget we 
use a mix of radio, tv, print and outdoor 
-in that order. 

"We find the addition of print is neces- 

sary to give the information that we aren't 
able to convey in a 30 or 60 -second spot. 
When we can. we use outdoor to get extra 
awareness." 

Brandy also points to increasing popula- 
tion in Dade County (Miami), all of the 

increase is Latinos. His reference is a re- 

cent study by Strategy Research that places 
the percent of total population in Dade that 
is Spanish speaking at 35.1%. 

Marta Calvo. media buyer and copywri- 
ter at Zubi Advertising, also Miami, 
confirms Joe Brandy's comments about the 

media mix for reaching the giant Spanish - 
language audience in Dade County. 
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Johnny Walker Black uses outdoor to gets its quality message across 
to the Spanish reading population in Florida's balmy Dade County. 
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The readers of Vanidades and Pueblo will see this ad for Fab laundry 
detergent, which features a Hisparic model to match Spanish copy. 
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Mike Psaltis, vice president, Adelante, New York, and Horace L. Skeete, account supervisor, 
standing, check art and copy for a Spanish language ad. Psaltis says, "The Spanish audience 
listens to radio 150% more than the Anglo audience. Language is the common bond." 

She points out that radio has to be the fa- 
vored broadcast medium in the morning 
because the tv stations don't come on until 
noon (WLTV - Channel 23) and 6 p.m. 
(W'TVSOL). "The Latinos are radio 
oriented in the morning," she believes. 
"They like to listen to the news." 

Miami boasts four Spanish -language 
radio stations: WQBA, WCMQ (an 
AM/FM outlet). WOCN and WRHC. Ms. 
Calvo describes the radio station formats as 

follows: 
WQBA - Cuban music for nostalgia 

buffs and radio soap operas. 
WCMQ - music aimed at those under 

29 and American hit songs in translation. 
WOCN - strong in new. lath] music. 

WRHC (on air from noon to 6 p.m.) 

-strong news coverage and soap operas. 
Ms. Calvo also says that soap operas in 

Spanish (the "novelas") are the strong suit 
of WLTV - Channel 23. 

"The Latinos are loyal to their media." 
Ms. Calvo notes. "They like to stick with 
their favorite soap operas and serials 
whether on tv or radio. We can achieve a 

lot of frequency at low cost by picking their 
favorite station." 

Newspapers in Miami include Diario del 
Americas (50,000 circulation) and El 
Herald, the Spanish -language edition of 
the Miami Herald, which in its first year of 
publication has achieved a circulation of 
about 36,000. 

"Diario is a conservative, non- 
controversial p.m. newspaper," Ms. Calvo 

reports. ''El Herald generally reaches the 
high income segment of the Spanish- 
speaking population. It has less penetration 
in the lower income group. where many 
individuals would rather listen than read. 

"There are also some free weekly politi- 
cal tabloids." she adds. "The two we use 

most are Patria and Replica. Outdoor and 
the backs of bus benches are also good 
media in Miami." 

Ms. Calvo says a typical account she 

handles is Bank of Miami. whose schedule 
includes quarter page ads once a week in El 
Herald, Replica and Diario del Americas 
and 30 -second spots on four radio stations. 
The campaign for El Herald, which is 

celebrating its first anniversary, and which 
the agency handles, includes pages in other 
Spanish -language papers, ten 30 -second 
spots a week on all four radio stations and 
four 30's a day on the two tv stations. The 
campaign is running for six weeks. 
Are 33% of immigrants illegal? 

Rafael M. Conill, president of Conill 
Advertising, New York. is a Spanish mar- 
ket specialist. He opened his agency nine 
years ago after a stint with the London 
Press Exchange. and had operated his own 
agency in Cuba before Castro came to 
power. 

Conill believes the Spanish population of 
the U.S. must expand tremendously in the 
next few years because of circumstances in 
South and Central America. He cites a 

2.9% birthrate. the lag in economic devel- 
opment and political instability as major 
factors in forcing greater immigration to 
the U.S. from the south. 

"In South and Central America, people 
leave the rural areas for the cities. If they 
can't find work there, they manage to get to 
the United States, many of them illegally." 
he says. By his count. one-third of the 

Spanish speaking people in the U.S. are il- 
legal - six million out of 18 million. He 
estimates there are 800,000 illegals in the 
New York area alone. "Spanish speaking 
people will soon overtake the Blacks as the 
largest ethnic group." he adds. 

In the U.S. the average yearly income of 
the Spanish is $7.000 compared to an an- 
nual income expectation in their homelands 
of less than $1.000. This gives them great 
disposable income. They are in the market 
for things they couldn't have before they 
came to the U.S. mainland. The average 
Latino spends $67 a week in the supermar- 
ket as compared to average Anglo expendi- 
ture of $32." he says. drawing on research 
his agency has done in New York. 

Among clients who have sought his help 
are Armour Dial. Campbell Soup. Coca- 
Cola Bottling of New York, McDonald's. 
New York Telephone, R. J. Reynolds, 
Scott Paper. Seagram. "They're looking 
for help with language and culture, as well 
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What's the future of 
Spanish -language television? 

Rene Anselmo (right), most outspoken proponent of 
Spanish -language media in the U.S., is president of 
Spanish International Network (SIN), national sales and 
programing organization for 15 Spanish tv stations. He is 

also president of licensee companies controlling six 
SIN -TV stations (New York, Miami, Los Angeles, San An- 
tonio, San Francisco and Hanford/Fresno). 

His blunt enthusiasm and sometimes visionary plans for 
SIN's expansion have brought confrontations with the 
FCC, the catv industry and major advertising agencies he 
has accused of anti -Spanish bias. But in the meantime, he 

has created the largest single media group serving the 
U.S. Spanish community. 

Here is his view of the future of Spanish -language tv in 

this country: 
"In late 1976, a new era began for Spanish media in the 

U.S. - the creation of a national satellite -interconnected 
tv network service. 

"Beginning with Destino '77, a six -hour telecast of last 
November's election results from New York carried by 
eight stations, SIN now sends affiliates 21 hours a week of 
programing via RCA satellite. 

"Within the next 12 months virtually the entire SIN sta- 
tion list will be satellite -interconnected and carrying more 
than 50 hours of Spanish programs originated from our 
Network Operations Center in San Antonio, and transmit- 
ted by our own earth station. 

"Up to now, most Spanish media have been essentially 
local services. Agencies and advertisers have tended to 
use Spanish media as local solutions to specific sales 
problems, largely because of the absence of national 
broadcast media. 

"SIN's new network will also give advertisers the poten- 
tial to place a simultaneous message in two out of every 
three Spanish -language homes in the U.S. 

"With proper handling of the commercial message, ad- 
vertising can be effective everywhere. Cost efficiencies 
will be comparable to the three English -language net- 
works, and a lot lower than local Spanish spot placement. 

SIN's extension of a one source network for Spanish 
Language programirg brings unity to a market that is 

often regionalized and fragmented. 
"But that's not the main reason we have worked 15 

years to develop the SIN Television Network. We're con- 
vinced that the lack of a national medium (a single voice to 
speak to and for the Mexican -American in California and 
the Southwest, the Cuban -American in Miami, The Puerto 
Rican in New York, and Central and South Americans 
everywhere) is the principal ingredient lacking in the His- 
panic quest for recognition in the United States. 

"SIN can be that voice - strengthening Latin pride in its 

culture and heritage, and helping Hispanics everywhere to 
stand up and be counted, as a people with a common 
background and similar problems." 

as media." he says. "If you don't have 

your message adapted to the language and 

culture. the best media plan will be of no 

avail." 
Conill Advertising's approach to media 

was explained by Susan Kahn. who jok- 
ingly calls herself the house gringa: 
"Anglos forget that you have to show 
what's inside a can of Campbell's soup to a 

Spanish speaking person - or what a 

McDonald's egg -muffin is." This explains 
in part why she and others at Conill are big 
boosters of tv as the medium. 

"The impact of tv is as strong for 
Latinos as it is for the Anglo audience. The 

immediacy and memorability are very 
strong." she says. "But living habits. 

geography and broadcast hours temper that 

position. Many Spanish tv stations don't go 

on the air until noon. some not until 6 

p.m., making radio important. Radio re- 

lates to the Spanish listener personally. In 

Miami and Los Angeles and other areas of 
the Southwest. the Spanish population is 

very mobile. which puts a premium on 

drive -time radio. In New York this need is 

not predominant. 
''There aren't as many good 

availabilities in Spanish print as in broad- 
cast. There are some very good magazines. 

but they don't have as much national 
circulation as we normally need. And our 
studies show that 70% to 80% of Spanish 

speaking people watch Spanish tv. It's the 

tv advertising that gets played back in our 
research." 

Conill uses a mix of three Spanish lan- 

guage media for Campbell's Soup: Tv in 

seven markets: radio as an add-on in New 

York. Miami and San Antonio: and 
magazines. in which cooking columns fea- 

ture Spanish recipes that include 
Campbell's soups as an ingredient. 

For McDonalds in 30 markets. Conill 

Continued on page 116 
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Blue collar buyer 
The blue collar market has two major attractions for adver- 
tisers: 

1. Blue collar occupations - craftsman -foreman, machine 
operatives, service workers and laborers - earn better 
wages now than ever before. Some argue that blue collar 
workers have more "discretionary income" at their disposal 
because they're not saving towards white collar goals such 
as sending the children to college and buying impressive 
suburban homes. 

2. The blue collar grocery shopper has strong brand 
allegiance. And food takes up more of the household budget. 
It is believed that since the blue collar housewife prepares 
more meals at home, and packs more lunches for work, she 
buys known brands to buy the best. 

As measured by TGI, blue collar households tend to be 
heavier users than their white collar counterparts of instant 
mashed potatoes, packaged dinner mixes, packaged cold 
cuts, tv dinners, wrapped bread, and peanut butter. The blue 
collar market seems to favor pop wines and beer over spirits 
such as scotch and bourbon. 

There also seems to be a tendancy for more blue collar 
families with incomes of $20,000 or under to carry life insur- 
ance than for white collar families with the same income. 
Men's cologne is a favorite product, but only in blue collar 
households with incomes under $10,000. The same goes for 
the use of feminine hygiene deodorants. 

Blue collar households tend to eat at fast food outlets a bit 
Jf r more than white collar, but it is the blue collar family making 

' 

Courtesy The Timberland Co. 

Are blue collar 
buyers different? 
The blue collar worker is making more money. Free of the high -cost 
life style that plagues many white collar workers, he may have more 
disposable income. But he's getting harder to pin down in a media 
plan. Here's how advertisers tackle him in major media. 

What is the blue collar market? 
Once it was defined by its low income 

boundaries. Then blue collar workers be- 

came more affluent and had access to the 

good life their white collar cousins have 
long enjoyed. The result was that tra- 

ditional blue collar concepts began to 

crumble. 
Today there is as much mystery as mar- 

keting focus in this market. And advertisers 
admit they are wrestling with a changing. 
hard to define phenomenon. 

They say that. in the continuing search 
for an appropriate handle for the blue collar 
worker. lifestyle is the only dominant 
characteristic: and lifestyle definitions help 
to consolidate the wide range of blue collar 
demograph ics. 
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át the supermarket 
between $10,000 and $20,000 who is the heaviest con- 
sumer. 

Most often it is the blue collar woman who travels down the 
supermarket aisles. According to TGI, if this type of woman is 
married to someone who holds a blue collar job, she is likely 
to work blue collar too. 

The working class woman is proud to be a housewife too. 
She may be resentful of women's liberation groups who chal- 
lenge her usefulness as a homemaker. 

But women's lib has affected her. She's more likely to seek 
work once her children are of age. And she's more likely to 
have outside contacts and friends than she was a decade 
ago, when her social circle was limited to family. 

Another change: blue collar families are shrinking from an 
average of four children during the 60's to three or perhaps 
only two at the present time. 

Our working woman is not a consumerist. She's happy and 
satisfied with the products she buys, and she believes what is 
advertised. 

She is family -oriented, non-intellectual, and is interested in 
the basics of life and the simplest forms of living. 

How large is the blue collar market? There is some dispute 
over the definition of the market, with those eager to promote 
the market increasing its size to include clerical workers. 
Measured this way, 66% of America's working population is 
blue collar. And of blue collar women, 46% work. 

Not surprisingly, daytime tv is a favorite among the blue 
collar women, and to some extent, blue collar men. On the 
whole, "blue collar books" score heavily there. 
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Still, mediamen we spoke to have some 
basic concerns: How can you translate 
lifestyle demographics into blue collar 
media planning? How do you reach the 

blue collar worker? Do you use a different 
media plan, or will your usual one serve? 

Nobody's got any easy answers. Some 

marketers tell us that reaching the blue col- 
lar worker is not a primary consideration in 

building a media plan. It's only in buying 
blue collar vehicles that "working class" 
demographics become important. 

"We buy so broadly that we know we 
reach the blue collar households," Randy 
Hacket, vp-marketing for Wonder Bread, 
told us. "We don't make a special effort." 

Other marketers tell us they target spe- 

cifically to the blue collar market and spend 

a lot of time sharpening their media plans 
for blue collar orientation. 

"Blue collar workers are proud to carry 
their lunch buckets, and we're proud to be 

in there with them." said Stuart Lane. 
senior vp-marketing at the George A. 
Hormel Co., makers of Spam. 

Lane also mentioned the blue collar at- 

titude that appeals so much to many pack- 
age goods people: "Their attitude is hearty 

eating versus lamb chops. They don't en- 
tertain with hors d'oeuvres and cocktails. 
They barbecue instead." 

When it comes to blue collar orienta- 
tions. advertisers tend to fall into these 

three categories. depending on their prod- 
uct classification: I) those whose products 
are "upscale' and totally out of the socio- 
economic environment of the blue collar 
worker: 2) those with products that appeal 
to a broad demographic pattern that no 
single lifestyle demographic. including 
blue collar, dominates: and 3) those with 
products that have a definite blue collar 
skew. 

Interestingly, it's easy enough to find 
marketers in the first two categories, but 

those with blue collar products are hard to 

scout out - either because they aren't 
there, or because few like to admit their 
products are blue collar. As Robert W. 
Hinson. vp-director of media development 
at SSC&B noted. "Everyone likes to think 
his product's upscale." 

To find out which products generate 
heavy user numbers in independent studies, 
MEDIA DECISIONS asked Target Group 
Index to provide us with some computer 

runs. (See box on page 75). We studied 
four groups as suggested by Richard Zac- 
kon, associate media director of Air Time. 
Blue collar profile 

First. we took the government defined 
blue collar occupations, craftsmen and 

foremen, machine operatives, non -farm 
laborers and service workers. and mea- 

sured them against white collar occupa- 
tions. We restricted these groups by edu- 
cational level so that we measured only 
those without any college education at all. 

We then divided these categories by in- 

come to insure that the distinctions were 

cultural, not income based. Blue collar 
households were split into two groups. 
those with incomes below $10.000 and 

those between $10,000 and $20,000. The 
same was done with our white collar 
households. 

We found that certain product catego- 
ries, such as prepared dinner mixes, pack- 
aged cold cuts and wrapped bread skewed 
blue collar. Some of the figures surprised 
us. We'd thought that beer and bowling 
would be favorites of this group. As it 

turned out, beer skewed to blue collar but 
was more a factor of income. And howling 
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Anatomy of the blue collar market 

"The no. 1 question concerning the blue collar market is, 'Is it the same as 
it was years ago?' " The question is asked by Robert W. Hinson, vp- 
director of media development at SSC&B. 

"The definition of the blue collar market is becoming blurred. The 
generalities are that blue collar means lower education and a downscale 
income." But, Hinson added, the blue collar worker doesn't necessarily fit 

the stereotype any more. 
Hinson's concern with this market was typical of many of the agency 

people MEDIA DECISIONS spoke to. When we visited him at his offices at 1 

Dag Hammarskjold Plaza, Hinson had assembled pages of government 
statistics on this market. 

"Lots of books talk about the blue collar market as if it were a specialty 
market," he said. "But it's not like the Black or Spanish markets because 
it's very broad based. The broader its base, the closer it gets to the gen- 
eral demographics of the United States." 

Some of the figures Hinson had on his desk were: 
The average income for a blue collar worker is approximately 85% 

of *the average income for all U.S. workers. 
Craft workers reach almost the same median income as the average 

U.S. worker who, in 1973, made $14,614. The craftsman earned $14,293. 
Operatives (of machines) earned $12,479 annually, and non -farm labor- 
ers made $11,229. 

The educational levels obtained by the average U.S. worker and the 
craftsman are almost the same. In 1974, the median number of years of 
education for the U.S. civilian worker was 12.5; for the craftsman, 12.3; 
operatives (excluding transportation operatives) 11.9; and non -farm 
laborers 11.4. 

The difference, Hinson concludes, is not income, education or even oc- 
cupation. "The difference is mind -set and lifestyle. It's the psychographics 
we talk about. That mind -set may be so persuasive it's moving into white 
collar clerical families." 

What is the blue collar market? The answer has changed, according to 
Bob Hinson. "It's not that different any more." 

seemed to he the popular pastime of our 
white collar $10.003 to $20.000 group. 

We wondered if this was significant in 

planning media. 
"The issue for any ad is to sell products 

to product users," said Dr. Banks at Leo 
Burnett. "If it turns out that a significant 
group of people use that media, it will turn 

up on that schedule." 
Banks said he thought that the working 

class was not ignored in marketing plan- 
ning. but he also said he thought the market 
was not appreciated for its straightforward 
economic value. 

He called the working class "immigrants 
into American middle class society." 
"They're looking for guidance, for modes 

of instruction on language, for instance. 
It's best given to them by the soap operas 
and True Story magazine types. I grew up 
with the classic research carried out by the 

radio soap operas. When you look at that 

research, working class media have a sig- 
nificant role to perform. Their function is 

educational... 
Is the choice, then, between working 

class media and the regular women's serv- 
ice magazines to carry the message to blue 
collar consumers? No, the contest is not 
there. Readership studies, including the 

special TGI figures obtained by MEDIA 

DECISIONS. usually show that there are 
women reached by the blue collar mag- 
azines that are not reached by the ordinary 
women's vehicles. A schedule of the two 
magazine types would not have much dup- 
lication. 

The contest is between the romances and 

television, particularly daytime tv. "These 
are the women who watch the soaps, and 
we've bought them already'' is a common 
attitude among buyers of daytime iv users. 
Prime time buyers substitute "prime time'' 
for "daytime" in a similar statement. 

Said the ad director of a company that 
makes feminine hygiene products: "I can't 
tell you why we haven't used the romance 
books in the past, but I can tell you why 
we're not using them now. Why use them 
when you can use a vehicle with a lot more 
impact - television?'' 

His agency elan agreed. "It's a tv brand. 
The sales response has been higher since 
we went exclusively into television last 

year.- 
Blue collar media mixers 

Randy Hacket of Wonder Bread says his 

brand is based on tv, too. "We don't use 

any print because as we look at our budget 
levels. tv clearly is still our most effective 
medium. When we add supplemental 
media it's radio.'' 

A product manager for a peanut butter 
brand said his company did not target for 
the blue collar market but reached them 
regularly with their media schedule. This 
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brand aims for large families with lots of 
kids. The blue collar families tend to have 

large families. 
"Our media mix is aimed at the mass- 

es." said this product manager. ' `We use a 

tremendous amount of prime time, so con- 
sequently we do reach them." This com- 
pany also uses supplement newspapers for 
couponing. 

Prime time is a better buy than daytime. 
this source said, because "the heavy day 
viewer will also be a prime time viewer. 
Why reach him twice when you can reach 

him and our prime audience at night?" 
On a steady daytime tv diet, Kraft foods 

only brings up the blue collar matter when 
print buys are being discussed. "For print, 
we take it into account. Nothing imagina- 
tive or sophisticated, but we give extra 
weight to magazines with blue collar audi- 
ences." said Hilton Hole, product ad- 
vertising manager. 

How does this plan work? "We has e no 
way of pinning down our sales.'' said the 
Kraft man. "When we started in the blue 
collar magazines, nothing dramatic hap- 

pened. But based on our judgment, if that 

advertising strategy was right, it should be 

effective." 
The blue collar publishers insist that 

their magazines are the only way to reach 

this market. In the words of Leon Gam. 
president of the Macfadden Group. Inc: 

"46% of our women at working. They 
have large families, they have tasks to do at 

night when they get home. Are you really 
getting them on television?" 

In terms of reaching these people. the 

best way clearly seems to be television." 
said Richard Zackon of Air Time, com- 
menting on our TGI study. "To supple- 
ment daytime television, for reaching 
women, the movie and romance hooks are 

an appealing alternative. Editorially they 
are the equivalent of the soaps. and they 

boast surprisingly strong reader loyalty. 
The supermarket press, like the National 
Enquirer and the Star. are also worth con- 
sidering.'' But there is strong advertising 
loyalty to the blue collar hooks. Said an ad 

man whose client is a large user of blue col- 
lar magazines, "There's a market there 
that's important to us. We're trying to ex- 
pand outside of the regular women's serv- 
ice market. We also use daytime tv, but 
there are all the people who are reading 
these magazines who don't watch day- 
time.' 

The publishers point to sacks of reader 
mail as proof of their readers' involvement. 
"An involved reader spends more time 
with the magazine,'' said Martin McMa- 
hon, vp-group publisher, Macfadden 
Women's Group. 

The salesmen of the blue collar maga - 
Continued on page 130 

TGI's view of the blue collars 

MEDIA USE 
BLUE COLLAR 

$0-9,999 $10-20,000 
WHITE COLLAR 

$0-9,999 $10-20,000 

Men Index: all employed men equals 100. 

Prime time tv 113 113 83 119 

Daytime tv 125 93 74 40 

Radio 112 97 111 116 

Outdoor 85 100 57 100 

Newspapers 44 85 68 94 

Magazines 42 76 52 92 

Women Index: all women with head of household employed equals 100. 

Prime time tv 104 119 112 113 

Daytime tv 122 130 85 104 

Radio 102 108 128 114 

Outdoor 81 110 119 108 

Newspapers 54 92 61 102 

Magazines 65 78 66 104 

All respondents have no college education. All figures are for top quintile of medium use. 

PRODUCT USAGE Index equals100 

Beer & ale 103 122 82 100 

Non -filtered cigarettes 141 130 111 129 

Fast focd 105 114 92 113 

Men's cologne 161 87 87 78 

Feminine hygiene deodorant 162 107 112 82 

Instant mashed potatoes 126 127 63 110 

Package dinner mixes 132 110 133 102 

Packaged cold cuts 146 168 105 115 

Wrapped bread 133 166 91 126 

Peanut butter 121 130 89 111 
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Special report on business advertising Part 3 

Has the business press 
turned the corner? 
Business papers are up - way up - for three years in a row. 
Publishers call it a new trend for the medium. Some agencymen 
are skeptical. How long will the business paper boom last? 

"Don't he too confused by the growth of 
the business press. It parallels the rise of all 
other media. and it comes from inflation 
and rate adjustments... 

Thus spake Bill Marsteller. chief execu- 
tive of Marsteller Inc. in a recent interview 
with MEDIA DECISIONS. Most publishers do 
not agree. They're bullish about business 
publishing, buoyed by a good 1976. 

Bob Edgell, president Harcourt 
Brace Jovanovich Publications, is 

building a tough, aggressive operation 
and acquiring prime properties. 

The specialized industrial, merchandis- 
ing. and professional publications that 
make up the business press, as defined by 
ABP and SRDS. increased dollar volume 
by 53% ($849.900.000 to $1.300.000.000) 
fmni 1969 to 1976. according to ABP es- 

timates. During that period, page volume 
advanced only 2.7% (front 1 .231 .794 
pages to 1.265.000 pages.) And business 

Paull McPherson, executive vp and 
overseer of McGraw-Hill's vast 
business paper empire, has shaken the 
unprofitable properties out. 

1 
, 

press share of total advertising dollars in all 
media shrank from about 4% to 3%. 

In discussing these developments. 
Marsteller echoed the viewpoints of several 
sources contacted by this magazine while 
preparing a three-part series on the subject 
of business advertising: 

(I) The business press has enjoyed a 

significant advertising increase in dollar 

Sal Marino, president of newly -merged 
Penton/IPC, is melding the two 
companies into a $70 million a year 
business. 

s 

frr 'ft) 
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revenue, because of rate increases, infla- 
tion, and an improved business climate. 
But (2) advertiser confidence in the 
medium has not been reflected in the 

growth of advertising pages. And (3) the 

business press is. in fact, losing its share of 
the growing business advertising dollars 
going into all media. 

The last point is hard to document, be- 

cause business ad expenditures are not eas- 

ily summarized from existing sources. But 
it is clear that the business press is losing 
share in the general scheme of ad revenues, 
as evidenced in a Paine, Weber. Jackson & 
Curtis study (see chart on page 78). 

This is quite aside from the slide and 

ad -share experienced by all print media due 

to the growth of television, experts tell us. 

According to the Magazine Publishers As- 
sociation. magazine pages rose 13% from 
1969 to 1976. Business paper pages rose 

only an estimated 2.7% during the same 

period. 
There are other indications that, despite 

the meteoric rise in ad revenues. the busi- 
ness press is losing ground in its own back 
yard. 

Advertisers and agencies alike indicate 

that they see a continued trend to place 
business messages in alternative media, 
like general business publications, radio. 
newspapers. new sweeklies. outdoor and 

television. 
The key question that surfaced during 

our three-month investigation of this trend 
is: Can the business press stem the tide of 
business ad dollars into other media and 

convince industrial management of the ef- 

fectiveness of the business press vis-a-vis 
other alternatives? 

To find the answer. MEDIA DECISIONS 

talked to business paper publishers, adver- 
tisers. and agency people. We came up 

ith a good deal of disagreement about the 

nature of the problem and very little indi- 
cation that there w ill he much agreement on 

a solution. 
"There is no concerted effort to sell the 

business press.'' one high -placed source at 

a major business publisher told us, "be- 
cause publishers don't want it. They think 
they can do a much better job alone." 

Most publishers we spoke to. however, 
tend to feel that things are better than ever. 
and that there is little reason to worry. Sal 

Marino, president of Penton/IPC, takes a 

positive view. He believes the business 

press is in a very solid position. not losing 
share among business advertisers. 

"The companies w ith a big stake in con- 
sumer marketing and consumer products 
are turning to television and other media,'' 
he contended. "But the major industrial 
companies. who sell primarily to business 
are still putting almost all of their dollars 
into business publications." 

Rates drove up revenue; now pages gaining too 

ADVERTISING REVENUE Dollars 
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ADVERTISING PAGES Pages 
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Business Press vs. Other Media in percent total ad dollars 

Tear 8 Press Outdoor Radio TV 

News - 
papers Magazines 

1950 4.40% 2.49% 10.61% 3.00% 36.32% 8.39% 
1951 4.55 2.32 9.44 5.17 35.06 8.33 
1952 5.11 2.27 8.74 6.36 34.51 8.05 
1953 5.10 2.27 7.89 7.83 34.01 8.10 
1954 5.01 2.29 6.86 9.93 32.94 7.72 
1955 4.87 2.10 5.96 11.31 33.63 7.55 

1956 5.01 2.03 5.72 12.36 32.52 7.65 
1957 5.53 1.94 6.02 12.52 31.82 7.57 
1958 5.09 1.86 6.01 13.45 30.81 7.12 
1959 5.05 1.71 5.82 13.57 31.29 7.38 
1960 5.09 1.70 5.79 13.60 30.78 7.60 

1961 4.87 1.52 5.76 14.26 30.36 7.55 
1962 4.80 1.38 5.92 15.26 29.44 7.58 
1963 4.69 1.31 6.02 15.51 28.86 7.65 
1964 4.40 1.24 5.98 16.18 29.12 7.59 
1965 4.40 1.18 6.01 16.49 29.02 7.61 

1966 4.28 1.07 6.07 16.98 29.25 7.54 
1967 4.19 1.13 6.21 17.24 29.10 7.38 
1968 3.95 1.15 6.58 17.86 28.92 7.09 
1969 3.87 1.10 6.51 18.46 29.42 6.92 
1970 3.79 1.20 6.69 18.39 29.18 6.61 

1971 3.48 1.26 6.95 17.06 29.93 6.62 
1972 3.35 1.25 6.92 17.56 30.08 6.18 
1973 3.44 1.23 6.86 17.75 30.23 5.76 
1974 3.37 1.16 6.87 18.15 29.93 5.63 
1975 3.26 1.19 7.01 18.64 29.90 5.19 

1976P 3.05 1.16 6.67 19.67 29.99 5.31 

1977E 3.01 1.05 6.58 19.95 30.30 5.26 

Sources: McCann-Erickson, Inc.: Paine, Webber, Jackson & Cutis, Inc. calculations and estimates. 

Marino went on to add that agencies like 
Marsteller have "found it profitable to 
move into consumer billings and have 
taken some of their clients with them. But 
there are any number of heavy industrial 
shops that still specialize in clients who are 

heavily invested in the business press. 
Griswold -Eshleman and Meldrum & 
Fewsmith are two examples.'' 

MEDIA DECISIONS survey indicated that 

Meldrum & Fewsmith and Griswold - 
Eshleman both spend approximately 35% 
of their media dollars in business publica- 
tions, including the general business 
books. Marsteller, the number one business 
publication agency. puts 32% of its dollars 
in business and trade publications) 

Marino is bullish on the business press. 
as are most of his peers. He points out that 
business publications are having another 
banner year in 1977. with big increases in 

ad revenues. 
"1975 was a billion dollar year for us. 

1976 was even better. And I haven't heard 

from a publisher who isn't up for 1977." 
he pointed out. Penton/1PC itself posted 

revenues of $60 million last year and is 

projecting a $70 million year in 1977. ac- 

cording to Marino. 
With these kinds of numbers. publishers 

are not inclined to worry. about what some 
agency men see as a shrinking market po- 
sition for the business press as a whole. 

Still. agency business -paper buyers indi- 
cate that, while they used to huy four and 

five hooks in a field. they now huy two at 

most. Many of them conclude that the 

business press may he killing itself off in 
an internecine war over who w ill he king of 
the mountain in each field. 

Bill Marsteller joined in criticizing busi- 
ness publishers for "fighting each other 
mote than selling the medium." and he 

pointed to the following developments that 

he considers dangerous to the business 

press' future: 

The corning of age of the business 

generalist at clients, and the vanishing 
breed of managers who grew up in their in- 
dustry' reading and respecting their business 

papers. 

Change in the character of advertiser 
companies themselves. and resulting de- 
mand for new kinds of business communi- 
cations concepts. 

Deterioration of the quality of media 
selling over the last 20 years. especially in 

the business press, which gets second help- 
ings among media -sales -inclined college 
grads - after Time, Newsweek, and other 
more glamorous consumer media. 

The demise of the editor/publisher in 

the business press - a respected figure in 
his industry with access to industry coun- 
sels. He is said to have been replaced by a 

top salesman with little entre into manage- 
ment. 

Marsteller predicted that the business 
press would evolve into a field dominated 
be broad -based magazines. 

"The highly specialized publications 
won't become extinct," he said. ''Many 
professionals need their magazines des- 
perately. But the rich will continue to get 
richer, and the poor will have trouble sur- 
viving. The dominant publications will eat 
the smaller ones up. - 

The absorption of smaller entities by 
fast-growing business publishing giants 
may already he in full swing. Among the 
major business publishers, only 
McGraw-Hill and Cahners have sig- 
nificantly reduced their business paper 
holdings. 

Industrial Publishing. which had been 
bought by Pittway Corp.. a conglomerate. 
purchased Reinhold Publishing from Litton 
Industries about three years ago. Then, in 

July of 1976. Pittway bought Penton Pub- 
lishing and merged it with Industrial. form- 
ing IPC. 

Penton/IPC is now neck -deep in ironing 
out the merger. but it promises to become a 

\oracious corporate gobbler, once it gets its 
new systems on stream. 

Harcourt Brace Jovanovich Publications 
is currently the leading purchaser of maga- 
zines and publishing houses. Its president. 
Bob Edgell. looks the part of a wheeling 
dealing moneyman on the acquisition trail. 

A few minutes before an interview with 
MEDIA DECISIONS. he had agreed in princi- 
ple to huy WABC-TV Channel 10 in 

Duluth. HBJ's first tv station. A few 
months ago, it was Petroleum Publishing. 
Before that. it was the Modern Medicine 
Group from the New York "limes. 

Edgell and HBJ are still looking for 
properties to add to their stable. Edgell told 
us that he has four other options to buy. 

-three of them in the industrial press. 

Continued on page 132 
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INTRODUCING 
THE NEW AND THE BEAUTIFUL 

FROM 
THE OLD AND RESPECTED. 

The New Horizon. 
Horizon is no longer the hard -cover coffee-table magazine you knew. 

Now, it's a soft-cover monthly that explores the genuine pleasures of life in America's urban centers. 

Horizon is the national journal of the civilized things about cities: theatre, music, art, dance, 

architecture. And the popular things: movies, sports, food, television. 
And now, Horizon is also an unusually handsome environment for advertisers to reach an active, 

involved urban audience. 
Americana the Beautiful. 

Americana is the bimonthly magazine that shares with its readers the gloies of 300 years of 
American furniture, crafts, cooking and art. It's a magazine for collectors, travellers, buyers and tryers. 

It celebrates the past, not for its own sake, but to enrich the enjoyment of the present. 

Americana's audience has proven itself to be unusually responsive. To the magazine. 

And its advertising. 
The Old and Respected American Heritage Publishing Company. 

It brings you Horizon and Americana and, we trust, needs no further introduction. 
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THE NEW 
HORIZON 
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AMERICANA 
THE BEAUTIFUL 

FROM THE AMERICAN HERITAGE PUBLISHING COMPANY 

To see current issues of Horizon and Americana, contact C.S Lovelace. VP & Advertising Sales Director, American Heritage Publishing Co.. 

10 Rockefeller Plaza, New York 10020. (212) 399-8900. Or contact one of our :.ales representatives. 

Eastern States: Mortimer Berkowitz Co., 522 Fifth Ave., New York 10036. (212) 221-2485. 
Western States: Perkins, Stephens. von der Lieth & Hayward, 8721 Beverly Blvd., Los Angeles90048. (213) 652-8790. 
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Dayton/Springfield ADI 

Dayton, Ohio ADI 
40th in the Nation 

12th in the Midwest 
1st in Southwest Ohio 

Your marketing opportunity is 
more than just selecting the top , 

20, 30 or 40 markets 

Review the quality of market. 
and media penetration 

Compare your media 
opportunities 

Dayton/Springfield 
Newspapers 

(A single ADI newspaper buy) 

299,467 daily audhed 
circulation 

69% household reach 

Average household income 
$15,395 (2nd highest in Ohio) 

When opportunity knocks, 
contact: 

Ken Tinderholm 
Dayton/Springfield 

N....enap Irs 

Fourth and Ludlow. Sts. j 

Dayton, Ohio 45402 I 

or teh.phvne: 
(513) 225-2085 8 

Represented notionally by 
Sawyer Ferguson W olke r 

As I See it 

MARKETING 
by JOSEPH OSTROW 
senior vp-director of communications 
services of Young & Rubicam. 

4-114 
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Why ad agencies 
should enter into 
more joint efforts 

While there certainly has been no di - 

munition in the competitive activities be- 
tween agencies. there may be one area in 
which a reduction would be appropriate. 

One thing that advertising agencies con- 
tinually strive for is an improvement in the 

efficiencies of their operations. This is not 
only designed to increase their profitability 
but, perhaps even more importantly. to 

allow each agency to focus as much of their 
total resources and energies as possible on 
the manufacture of their product. the ad- 

vertising. Sometimes too much effort goes 
into peripheral, repetitive and sometimes 
even wasteful activities. 

Unfortunately. despite the need to im- 
prove efficiencies, there is an overriding 
philosophy that often prevents joint activi- 
ties: the "not invented here" syndrome. 
This translates into a reluctance. if not a 

total abstinence. on the part of agencies to 
work cooperatively with each other despite 
the fact that efficiencies and productivity 
may he enhanced. 

Parochialism. as it relates to areas that 
are not truly competitive. is counter- 
productive in the extreme and deserves 
further reexamination. 

While it may start to sound a hit like 
socialism. a renewed examination should 
be undertaken regarding the opportunities 
for cooperative activities between advertis- 
ing agencies. These joint ventures could be 
the focal point for the elimination of dupli- 
cation and repetition in areas where com- 

petitive differentiation is of no conse- 
quence. These efforts would not be de- 

signed for the agencies to assign activities 
to third parties who might become 
monopolistic, but rather as a means for 
agencies themselves to control jointly cer- 
tain activities that could be performed 
through a centralized unit established by 
the agencies themselves. 

An examination of almost any area of 
agency activity illustrates the wasteful 
duplication of noncompetitive functions. In 

the area of research, for example. some 
agencies subscribe to research service A 
and others to research service B. The es- 

sential difference between the two services 
is small. The lack of concentrated support, 
however. creates heavily duplicated re- 
search services at considerably higher 
costs. Competition really does not function 
productively in most of these cases. 

Less diversified purchasing could result 
in less expensive and higher quality re- 

search. The competition between agencies 
should not be in temis of the research serv- 
ice purchased but rather in how the data is 

utilized and interpreted. Great progress 

could be made if agencies could specify. 
control, and select research for certain key 
marketing areas. 

Computer utilization represents another 
area where duplication and waste can be 

eliminated. Most major agencies and some 
smaller ones (through the utilization of 
service bureaus) have created their o sn 

administrative computer systems. They 
have also invested individually in the de- 
velopment of necessary. but relatively 
mundane. analytical systems. Here, too. a 

centralized approach could he used to 
eliminate wasteful duplication in both sys- 
tems development and operation. 

Clearly it is not the development and 
running of these systems that represent a 

competitive differentiation. Competition in 
the systems area should deal with the in- 
terpretation of findings rather than in the 
development and running of basic systems. 
This approach would naturally exclude 
more sophisticated systems which often do 
represent competitive advantages to indi- 
vidual agencies. 

Research and computers are just two 
areas in which cooperative agency activi- 
ties can be potentially productive. 

It may be appropriate for certain key 
trade associations within the industry to ex- 
amine the potentialities for this form of 
cooperative effort. The advertising industry 
is and always will be a highly competitive 
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more reasons why Baltimore's 
$106 billion market is growing! 
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A diverse industrial base. That's the secret of 
Balt riore s stable and growing buying power. 
Home to Bethlehem Steel Corperation's Sparrows 
Point Plant, which is currently constructing the 
largest blast furnace' in the Western Hemisphere, 
Bait more is also the home of MoCor nick & 
Corr pany,the largest spice and flayed ig firm in the 
wor d! 

Each 2f the 21 major U.S. leJustrial 
Classificadcns is represented in`Balti-nore-an 

indication of a st-ong market with a solid 
economic future. Baltimoreis a market with a 

. 

consistent grcwth record. In the last five 
years, the Effective Billing Income has 

increased 53%,: median household income, 
1. 
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56%;' and total retáil sales, 53%! 
. Whatever you sell. it pays to find 

out mere about Baltimore. Our new 
. Carle, Nelson str.dy will tell you 

who'buys your prcduct, where 
and when. Call our Marketing & 

Communications 
Department, 1331)332-6242, 
today. Well help you get 
your share of tiffs big, $10.6 
billion market. 

REPRESENTED ÑATIONALL"Y BY`CiNO&O: 

($10.6 billion represents Effective B i ng Income) _ - 

1. 



business. The competition, however. 
should he in the way that strategies and 
plans are evolved and executed. 

It would he very refreshing if the adver- 
tising community would step hack from the 
trees to take a fresh look at its forest. 

NEWSPAPERS 
by MADELINE NAGEL 
media director 
Foote, Cone & Belding/Honig, Los Angeles. 

Newspapers equate 
with tv in more ways 
than you may think 

Here are the criteria for a media selec- 
tion: 

Immediate high reach 
Builds frequency 

Announcement value 
Visual presentation 
Environmental compatibility 

Looks like the `'buzz'. words in a media 
plan rationale for tv. Right? 

Look again. This column is about news- 
papers, and the terms apply. Despite their 
apparent distinctions, daily rop and televi- 
sion share many communication values. 

Big reach potential is one of their most 
obvious common properties. Both can 
rapidly accumulate large audiences. For 
example. "roadblocking" commercials 
during primetime television (spots run on 
the same day at the same time on all sta- 
tions in a market) might achieve 60% 
household reach or about 40%k of most 
target audiences. But metropolitan papers 
ate a lot easier to buy and average even bet- 
ter. And even though television can get to 
95% pretty quickly, chances are that not 
everyone reached sees enough messages. 

What about the opportunity for adequate 
frequency in newspapers? Even at very 
high exposure levels. newspapers hold 
their own. 

Assume a media objective is to pile up 
frequency without the cost of unnecessarily 
extending reach, scheduling more than one 
ad per issue has the same effect on delivery 
as multiple -spotting within a single pro- 
gram. 

Or think about the need for campaign 
continuity, both television and newspapers 
are out there every day and can care a 

stead) stream of messages. 
The parallels between the two media also 

exist when it comes to announcing new 
products and services. Both television and 
newspapers provide immediacy and can 
imply a sense of urgency. If television is 

generally regarded as the more intrusive, 
newspapers remain the traditional "call to 
action." And newspapers can do some- 
thing television can't: distribute coupons 
intended to stimulate consumer trial. 

Introductory advertising efforts depend 
on visuals as much or more than other 
campaign types. Product or service dem- 
onstrations and package registration in- 
volve similar considerations ss ith regard to 

creative requirements. A wade -off for 
television's motion may well he step-hy- 
step explanation - sometimes using large 
and/or sequential space units for complete 
copy development. 

Creative treatment and audience delivery 
are affected by media environment. \\'hen 

Circulation Policy 
To become a regular monthly recipient of atu:uua, nEcisross on a controlled (un- 
paid) basis you must he invoked in planning, approving, and/or implementing the 
media huy for national or regional advertising at agency or advertiser. Those at 
media who decide on placement of ad space in advertising trade publications are 
also accepted for the unpaid "comp list,'' hut are not added to our Bt'A qual- 
ified total. To receive ?MEDIA )E(isiovs without cost. please write in person. 
specifying company. title and job function. For those not meeting the above re- 
quirements, price in the U.S. and Canada is 520 per year. Overseas copies are 
all paid - $20 per year. plus 55 for surface transportation. 540 for airmail. 

MEDIA DBctsuoNs 342 Madison Ave. N.Y.. N.Y. 1(017 

selecting media we evalute program and 

editorial quality. When buying we try to 
Netter the odds for favorable rub -off. In 
television we negotiate for news adjacen- 
cies. end -of -week air dates in family - 
oriented shows. first commercial positions, 
and live host lead-ins. Newspaper insertion 
orders read: "Main News- tar forward," 
"Best Food Day - outside column," 
"right hand page urgently requested... and 
"opposite Editorial Page.'' Are these nso 
sets of instructions so different? 

Of course. the two media are different 
-very different. But once in a while they 
merit equal thought and analysis when 
planning campaigns. 

RADIO 
by GEORGE ROSENKRANC 
media supervisor, J. Walter Thompson Co., 
New York. 

.:s :, ..:=dy,,. 
. _... . 

?:?; 

ARMS II is broad 
media/market tool 
in New York and L.A. 

It is amazing the misconceptions I 

sometimes operate under. 
Here is ARMS II (All Radio Marketing 

Study) sponsored by the Radio Advertising 
Bureau and radio stations in New York and 
Los Angeles. Because of the specialized 
use these sponsors have put it to. 'I've 
always assumed that it is strictly a radio 
study, which would tell me about radio lis- 
tening in two cities. 

Well. I dropped in on the people at the 

Radio Advertising Bureau to get some bril- 
liant ideas for this column. What I cot. 
along ss ith some case histories of the suc- 
cessful use of radio, was the methodology 
used in collecting the ARMS data plus 
some brilliant statistical analyses showing 
the numerical interaction of radio and tele- 
vision. 

It was also pointed out that the sample 
was 5,000 adults in each city, that the data 
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Gianni's a better cook 
than I am. In his 
family they taught you 
how to make veal piccata 
before you learned how 
to rollerskate. In my 
family, food was no big 
deal. So what happens 
now when we give a party? 
Gianni cooks...I'm cook's 
helper and tend bar. 
And when we don't give a 

party? I drive him out 
of the kitchen and prac- 
tice! My favorite maga- 
zine says cooking is one 
of life's sensual and 
creative pleasures and I 

shouldn't miss it. I 

don't intend to! I love 

that magazine, I love 
Gianni and we're both 
going to cook for the 
next party. I guess 
you could say I'm 
That COSMOPOLITAN Girl. 

V. 

fi 

11 

I 

r 

, 

If you want to reach me you'll find me reading 

COSMOPOLITAN 

t. 

a 

Photographed by Ron Gustaf son 
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ARMS II is in depth study 
of product use and demos 
in almost all local media 
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is accessible by computer. and that listen- 
ing and viewing patterns \sere collected via 
very detailed diaries. 

It was only when I sat down hack in my 
office and grappled with the media plans of 
one of our clients. a major New York bank. 
and with an analysis of local media oppor 
tunities for a prestige department store 

chain that I realized the potential of ARMS. 
ARMS II is really nothing less than an in 

depth study of product and service usage, 
user demographics and almost all local 
media in New York and Los Angeles. It de- 
tails exposure to specific radio stations. 
television programs and nettspapers. even 
including vs hat newspaper sections ss ere 
read and by whom. As such its local 
findings have the saute validity as the na- 
tional findings of TGI or Simmons, but of- 
fering even liner detail. It is not just a radio 
study but a marketing media tool applicable 
to the number one and two markets. In ret- 
rospect I really should not have expected 

less from Bill Simmons of Three Sigma 
Research who conducted it. 

I couldn't wait to crank up the computer. 
with the help of a local radio station. Now t 
have marketing and media data for New 
York and Los Angeles to rival anyone's. 
And a sample of 5.000 interviews in each 
city to hoot. Enough respondents to give 
some stability to the anshhers to my 
questions regarding the differences be- 

tween checking account and savings ac- 

count holders. the types of people who take 
out personal loans, and to top it all off their 
exposure to specific newspapers, radio sta- 
tions and television programs. 

Department stores? Why. the stores 
shopped at are even named, with an ap- 
proximate dollar expenditure. 

Of course, as in all surveys, the sample 
size can create reliability problems as the 

questions become too specific. But because 

I was interested in the total universe of 
people who shop at prestige department 
stores, it was possible to combine the 

shoppers of all upscale stores (they are 

mentioned by name, and create a larger 
sample). 

It was also feasible to analyze only those 
persons vs ho spend a minimum of $I(X) in 

three months in any one of the selected 

Even stores shopped are 
named - with dollars 
spent in each store 
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stores. The next step. of course than to re- 

late these persons to specific media vehicle 
exposures. This process really made my 
media planning juices flow. It's all very 
basic after all. Find out who your hest 
prospects are. as accurately as possible, 
and match media against them. 

The radio industry has done a terrific job 
for all advertisers. but especially local ad- 
vertisers in Nets York and Los Angeles. by 
enabling them to target media at prospects 
with a ness degree of accuracy. I got the 

message. 

My only tray to share this with you is in 
this radio column. And vs hi le ARMS II 

may include radio, its scope is so much 
broader. If she onlh had such detailed data 
on all major markets. Next time you Chant 

to know all about our two largest markets. 
don't stare out the windott . consult ARMS 
II. either through the RAB or a friendly 
radio station. You too may lose some mis- 
conceptions in the process. 

METRO OAKLAND...THE MOST POWERFUL 
FOOD MARKET IN NORTHERN CALIFORNIA! 

., ti, Stands d Yóoó)Itan Stettitiial Area 
(SMSA's , county and c.ty estimates are devil 
aped eec'usively by Market Data d,vition al SRDS. 

Metro Area Food Store Sales 
íS000) 

1 New York, N. Y. -N. J 6,111,694 
2 Loa Angeles -Long Beach 4,629,018 I 
3 Chicago 3,928,842 

( 4 Philadelphia, Pa. N. J 3,125,035 
5 Detroit 2,601,514 
6 San Francisco -Oakland 2,241,719 

NassauSuffolk, N. Y 2.159,605 
Washington, D. C.-Md.-Va 1,958,236 

I. 9 Dallas Fort Worth 1,685,271 
10 Houston 1,646,517 
11 Boston 19) 1,622,499 

A Boston -Lawrence- Haverhill 
Lowell (t) 1,991,806 

112 St. Louis, Mo.-Ill 1,537,060 ' 13 Baltimore 1,448,455 
14 Pittsburgh 1,367,682 
15 Newark, N. J 1,325,082 
16 MinneapolisSt. Paul, Minn.Wis. 1,257,462 

, 17 Cleveland 1,228,068 
ii 18 Seattle -Everett 1,117,546 

19 Anaheim -Santa AnaGarden Grove, 
Calif. 1,078,226, 

20 Atlanta 1,027,062 
21 Kansas City, Mo.-Kans 924,556 
22 Portland, Ore. Wash. 898,717 
23 New Orleans 885,968 
24 Milwaukee 
25 Miami 

., 26 San Diego 
< 27 Denver -Balder 

28 San Jose 
29 Buffalo 

' 30 Riverside -San Bernardino -Ontario 
31 Tampa -St. Petersburg 
32 Cincinnati, Ohio-Ky.-Ind 
33 Phoenix 
34 Indianapolis 

'.: -- Incbest ar_.P.:eve?' 

Rank 

k 8 

884,041 
880,788 
873,650 
861,872 
828,694. 
805,528 
786,550 
776,664 
775,212 

,749,430 
.. 

79 Harrisburg 
Jersey City, N. J. `' 
Chattanooga, Tenn.Ga. .... 
Knoxville 
Fresno 
Oxnard -Simi ValleyVentura, (. 
Raleigh -Durham 

80 
81 
82 
83 
84 
85 
86 Tucson 
87 Austin 
88 
89 
90 
91 
92 
93 
94 
95 

96 
97 

9F 

Las Vegas 
Mobile . 

Beaumont P.r.dº'Z,u.aY 
Des MN,' 
Tam' 
Li 
S 

It's as simple as this: 

The San Francisco -Oakland SMSA ranks 6th in 
the nation in Food Store Sales ($2,241,719,000). 

The San Jose SMSA ranks 28th ($828,694,000). 

But, rank Metro Oakland (Alameda & Contra Costa 
counties) by itself...and here's the true picture: 

Mia4tha/,Ii,e 
rr///2G,5G/,Cir,o) 

ucoco t4x,2),uÁo 2o111 

Get the facts on Metro Oakland...the #1 Food Market in Northern California...and 
The Oakland Tribune...the #1 Newspaper (voted tops in Calif!) that serves it best. 

Contact National Advertising Manager, Bill Lavine, (415) 645-2521 

Represented nationally by Cresmer, Woodward, O'Mara & Ormsbee, Inc. Source: SRDS 

DakLanÓ tribune 
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If your agricultural sales aren't booming, 
maybe you're not concentrating. 
Compare. You'll find that major 
agri-marketers, like Ford Tractor, 
concentrate more advertising in 
Harvest State Farm magazines 
than in any other magazine or 
medium in Ohio, Michigan, 
Pennsylvania, Kansas or Missouri. 

How about you? Are you 
concentrating your dollars in the 
magazines that have earned their 
readers' trust in more than 100 

i 

years of repotting local, specific, 
useful information to farmers? 

Each of our five State Farm 
magazines has a full-time staff of 
editors who concentrate all their 
efforts on reporting to and about 
farmers in just one state. No won- 
der our Starch readership 
scores are so hi;i 

Farmers say their 
Harvest magazine influ- 

f 

fi 
"1" 

ti 5', 
I 

, -.` 
1 ' % 

.0 ' . 

ences their purchasing decisions 
more than any other medium. We 
reach 90% of the farmers in our 
states 21 times a year. And many 
of our farmer -readers are making 
buying decisions right now. 

Concentrate. Your sales plan 
needs what our five State 
Farm -nagazines deliver. 

harvst farm unit - 

The power of concentration 

1 - 

l 

v 

'I 

$ ..a 

r 
n +a4 
' 

. , .{ 
5!.., 

1 . r 1 

! I . 
` 

Jr 4 , ..r / - 
ti 

a 
t 

s 

. ;k-;;- ' '. 
:. "1 f r ! 
á ' t i : ' r t « f i- 



TELEVISION 
by ROGER BUMSTEAD 
vp/media, Tinker Campbell Ewald, 
New York. 

Happy time, 
happy days 
or news time? 

In late March Variety's Column A carried a 

story that "Mad Ave. Fears 125G Price for 
I ABC Minute" while inside over on Page 
II the movie charts showed only 'Rocky" 
to be out -grossing ''Network.'' 

It's nice to see something "out -grossing 
and nut -netting" any network ... even the 
fictionalized movie version o/ al fourth net- 
work! 

The promotion trailers in our Red Carpet 
Theatres heralded the coming of "Net- 
work" by optically. screaming "They'll 
never he the same!" And Peter Finch's 
portrayal of anchorman Howard Beale's 
fall and his reincarnation as a ratings sweep 
winning news prophet won him a posthu- 
mous Academy Award as the Best Actor of 
1976. But it prompts some careful re- 
examination about what advertisers think 
they are buying when they buy either net- 
work or local news. 

The historic assumption has been that 
news programing represented a quality, 
more attentive, upscale audience. That's 
why one network chieftan candidly admit- 
ted that its evening newscasts were "loss 
leaders." 

Despite price and cpnl/honres increases 
which slightly out -pace those of prime net- 
work time, network news positions repre- 
sent good values - the content is always 
fresh. perhaps violent and gory at tines - 
but read. The ratings deliver.. has been 
predictable. The anchorpersons till repre- 
sent cledibility. trust and good taste to the 
television generation. 

Late night local tv news was a direct 
carry over from radio and it still retains, to 

TABLE A: Top 20 Markets (ADI/DMA's) 

Period (Sweep) 

1969 - Winter 
1976 - Winter 

No. Stations 
(Carrying 

Early News) Total Hrs/Daily Average/Station 

59 
60 

43.5 hours 
62.0 hours 

44.2 minutes 
62.0 minutes 

Change (%) 2% 42.5% 40.3% 

a lesser extent, its quality profile for a very 
high price. Earle evening local tv news, 
however, has become a vital component in 
the station's revenue and audience genera- 
tion picture. And it has been given more 
and more air time by major stations (see 
Table A above). 

Costs per household point have gone up 
sharply in all spot dayparts, but early and 
late new s time is at a premium - with 90- 
100°k + increases in just the last tour 
years. 

While stations are devoting nu, e abso- 
lute time to "news.' and advertisers are 
standing in line to pay for it, there is em- 
piric evidence that the in/hle ne of' the pm - 
granting consultants on 111cuI mewls has 
been more to stations' advantage than to 
the advertisers. 

One consultant's candor on the subject is 
both refreshing and telling. Referring to 
station management's search for anchor- 
men. Sherlee Barish said "What they want 
is a big, sexy stud with youth, charisma 
and credibility. They "+ ant to find a gorge- 
ous 25 year old with 10 years of experi- 
ence." Another consultant downgrades re- 

porting of local political controversies - a 

gut issue. I'm sure, with today's hard- 
pressed taxpayer. Other programing ex- 
perts advise that station produced news- 
casts emphasize ''interpretation" ("Flesh 
it out and don't make it short and simple or 
it a ill irritate the viewer''). 

The big names in the business rue the 
trend. Walter Cronkite bluntly told CBS 
affiliates that: "Performers and perform- 
ances should not supersede news content." 
He added: "The intrusion of show business 
into newscasting ... could make the pub- 
lic even more misinformed than it is now ." 
David Brinkley, at the national convention 
of TV News Directors. said: "I do not 
suggest more light or frivolous news .. . 

or more laughs: it is time tv had our omsn 

standards of news judgment. instead of 
those handed doss from newspapers.'' 

Charles Kuralt who watched hours of 
local tv news from hotel rooms while doing 
his "On The Road'' feature for CBS men- 
tions that his "overall reaction to all those 
hours is of hair. Anchormen's hair. While 
mine has been going. theirs has been grow- 
ing." 

TABLE B. Selected viewing indices - tv news 
Target Group Index (US POP = 100) 

Network news 
ABC CBS NBC 

Local news 
Early Late 

Male Audience Comp. 
1973 111 103 109 105 108 
1974 106 100 105 102 N/A 
1975 106 103 102 99 102 
1976 100 101 105 97 101 

Adults - Aged 25-34 
1973 109 94 78 97 111 
1974 95 86 87 109 N/A 
1975 101 87 79 98 111 
1976 85 77 74 86 121 

Adults -$25M+ HH Income 
1973 90 89 148 134 182 
1974 105 105 115 114 N/A 
1975 100 104 106 115 124 
1976 86 95 102 110 127 

Adults - Some College Education/Graduated College+ 
1973 108 103 111 118 139 
1974 106 107 115 120 N/A 
1975 101 105 104 112 119 
1973 107 107 103 112 133 
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The people of Eoston hcN..e ong been 
(nown fcr their alive involvement in civic af- 

e 
:airs. And WNAC-P/ is ínvolvec witi them, 
-hrough i -s local perspective and its dedication 
-c public affa rs programming. 

Last year alore, WNAC-TV -e_e ved an 
Outstanti ig A:hievement Award for Public Serv- 

bce 'non- L . P.I . for its H.O.T. Car t'1 -lands Off Th s 

Cyr") Campaign, was named on `Outstanding 
Corporatbn c= the Year" by the &Ostcn Jaycee:, 
and received seN.erol other awards for pro- 
g-amming in the public interest 

Knowing and serving bic cities is our stock 

n trade ct RKD Television. We serve major 
_ - rrarkets trough s-ations WNA -TV Boston, 

'NOR -TV New Yo -k, KHJ-TV Los Angeles, and 
'NHBQ-TV Memphis. And in en:- of -hese mar- 
kets, our JnigJe y local perspe_ ive ets us 

n-ake prcgrann-ing decisions Iccally, to meet 
Iccal needs. 

At R1 0, we hit oig city people where they 

r liye. K» 
TELEVISION 

I í ION CF RKOGENEPP.. INC 

New York Les Angeles Boston Memphis 
WOR-rI h:Hl-ry wvAc-r1 WHBO-Tv 

A major group in major markets. 



Day in 
and day out 
delivers well 
over half the 
households in 
The Great State 
of Michiana 

The Great State of Michiana is an 8 -county market 
of over 600,000 that generates more automotive sales than 

10 entire states... more volume 
in general merchandise than 
8 states ...and a market for food 

greater than 5 entire states. 
Overlook it and you've 
got yourself an un - 
national ad campaign. 

Write, wire, or 
phone for MARKET 
DATA 76/77 and 
you'll see what 
we mean! 

MICHIGAN 

INDIANA! 
South Bend 

í) ILLINOIS 

Chicago 

Í 
MICHIGAN 

Detroit at 

Fort Wayne 

INDIANA 

Indianapolis 

Cleveland 

OHIO / 

ads 

F 
Albert E. Petersohn, 

General Advertising Manager 
South Bend, IN 46626 219/233-6161 

Represented by Story & Kelly -Smith 

The South Bend Tribune 
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The emphasis seems to be 
on blandness and prettiness 
compared to journalism 

77 

The emphasis seems to he on blandness 
and "prettiness" as compared to profes- 
sional journalism of the Morrow-Severeid 
school. This direction has caused tv news 
to lose its specialness (compared to all tv 
viewing) as shown in Table B (page 86). 
Target Group Index data has been used for 
a common source between network and 
spot news. 

In brief; tv news appears to be losing 
ground with men, young adults. the college 
educated and with those having household 
incomes above the US median. 1977 TGI 
mid -year tv data will he on line just as you 
are reading this - so take a look. 

The answer for an advertiser is some- 
what complex. but I'd urge the following 
guidelines: 

1. Buy carefully: Not all TV newscasts 
are the same. Urge timebuyers to study 
news content and anchorperson's style. 
Judgmentally. we'd advise that the more 
serious the content and the more mature the 
newscasters are. the more likely the show 
will attract up -scale viewers. 

2. Consider other dayparts: Strict 
guidelines calling for "x" percent of points 
in news may not be the most efficient way 
of executing a spot buy today. Low -rated 
primetime shows, station produced 
`magazine format shows'' like 7:30 Live 
on WMAL-TV. Montage on WTVJ and 
E/en rie Ma'azine on KRON-TV. which 
run in access and adjacencies to sports an- 
thologies may deliver more of the "right'' 
audience than traditional news buys. 

As for networks and stations which. as 
Dick Pinkham said. "control the only 
game in town.' I'd urge some deep re- 
examination of how tv news is programed 
both locally and nationally. Hour-long 
network newscasts. which don't seem to be 
acceptable to affiliates for revenue reasons. 
may not be the solution. Perhaps a reolu- 
tionary concept such as feeding network 
news at 6:00. 9:00 and 11:00, each 10 
minutes in length. to be coupled with local 
news segments (early and late only) would 
he the answer. 

And if my crystal ball were better.l'd be 
working across the street at ABC! 

LL 

I urge deep re-examination 
of how network tv news 
is programed nationally 

77 
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Channel One is enough 
to make you leave Boston. 

,,' 

4C01 - ,04 
.4110. - "`, 

Every year we fill more hotels than 
Conrad Hilton. And more resorts than 
the coldest Boston winter. We're 
Channel One. A paradise for travel 
advertisers. 

To get an idea of just how effec- 
tive we are, take a look at these 
figures. 

Channel One reaches more 
than 1,200,000 people every year. Of 
Metro Boston's newspaper -reading 
households, we reach 85% of those 
with a member who flies on business. 
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80% of those who fly on vacation. 
(Small wonder that Boston's 

Logan is the eighth busiest airport 
in the world). 

If you're a travel advertiser, come 
to Boston. We can promise you a warm 
reception, a fine sales climate, and 
a thoroughly satisfying stay. 

II1ic Boito øNoI.ic 
CHANNEL ONE FOR ADVERTISERS 

A Million Market Newspaper. New York. Philadelphia. Detroit. Chrcago Los Angeles. San Francisco In Flonda, 
The Leonca Co.; in Canada, Amerzcon Publisher Reprsenratives. So,mc: Profile Boston, year 1975. Carl Nelson Research. Inc. Chi :ago. 



OUT -OF -HOME 
BY ROBERT FLOOD 
general manager, corporate outdoor adver- 
tising department. D'Arcy-MacManus & 
Masius, St. Louis. 

Truth in packaging 
Most everyone connected with the outdoor 
business hailed the adoption of gross rating 
points as a step in the right direction when 
the first handful of plant operators made 
that move a couple of years ago. 

Buyers welcomed the idea of getting 
outdoor allotments back to a common 

definition so that showings of the .same in- 
tensity had the same meaning from one 
market to the next. In addition. the use of 
nomenclature already familiar to media 
buyers s ould help them to better under- 
stand the outdoor medium or at least make 
them more comfortable with their pur- 
chases. 

Gradually, other plant operators fol- 
lowed suit, and today approximately 101 

cities out of the top 150 quote allotment in- 
tensities in terms of grp. Noss . in all of 
those grp markets, a buyer can choose, for 
instance. a 25 grp intensity and relax ss ith 
the confidence that in each market the ad- 
vertiser will receive exposure oppor- 
tunities, each day . equivalent to 25% of the 
market's population. Sound good? Sure 
does. Unfortunately , it's not true! 

It is true that 101 cities in the top 150 
have adopted the grp jargon, but not all 
have adopted the system. Of these 101, 
approximately. 40% come with a 5% toler- 
ance either way of an actual 25 grp show- 
ing and 55% are within a ±10%. 

Among the other 35% (current circula- 
tion data for II markets seas not readily 
available) of these grp markets, a buyer can 
receive anywhere from 18.3 grp's to 46.7 
grp's when snaking a 25 grp purchase. 

When you ask a grp plant operator why 
his 25 grp showing. for example. delivers 
over 40 grps. he v ill usually tell you that 
the additional panels deliver important 
market coverage that you wouldn't get with 
just 25 grps. While this may he true, it 
avoids the question and renders the grp 
measurement utterly meaningless. 

We believe this is an extremely mislead- 
ing practice and that those errant operators 
should bring their panel allotments in line 
or stop claiming that they deliver 25 grps 
when they' deliver 20. 30. 35 or 45 under 
the 25 grp label. 

The deviations are not quite as profligate 
with a 50 grp showing. hut the actual grps 
delivered still range from 32.5 to over 75. 
The so-called argument that the extra 
panels are for important additional cover- 
age is considerably weakened at this higher 
intensity. 

There are approximately 49 markets in 
the top 150 y'5 here operators till sell "show- 
ings" (e.g. a #25 showing) instead of 
grps. (Although a #25 showing theoreti- 
cally means the same as 25 grps, the mean- 
ing has been obscured over the years, and 
this is the very reason for the introduction 
of grps.) 

Here again vve find the same sort of pat - 

NORFOLK 
When it comes toUTS RICHMON these with the civil- 

SMSA figures Nor- 
folk is 17 markets ahead 
of Richmond. SMSA fig - 
ures make Norfolk the lar- 
gest market in the state of 
Virginia. And one of the lar 2ND pLEKE - 

gest markets in the Southeast. 
The Norfolk SMSA is 

made up of five independent 
cities. Norfolk, Portsmouth, 
Chesapeake, Virginia Beach, 
Suffolk and Currituck County', 
N.C. But the true picture of the 
Norfolk SMSA must include the 
vast buying power of the world's 
largest naval complex. Last year 
it was $ 184,448,x. Combine 

STERTH.AN 
02MARKEI 

CATEGORY TOTAL RICHMOND 
Population 791.100 36.0" 
Households 234.420 19 5'l. 
Retail Sales 82.021.622.000 IB.TL 
Food Sales 5 453,633.000 24.1 
Gen. Mdse. $ 348.827.000 28.4 
Liquor $ 40.021.000 23.2 

SOURCES Standard Rate & Data Service 1976. 
Liquor Handbook 1916 Virginia ABC Board 1916 
U S. Navy. U S Army. U S Marine Corps AJ 
justed to include retail sales on military installations 

'he Virginian.lilot LEDGER -STAR 
15055' Rrambleton Ave . Norfolk. Virginia 2350I 

We deliver Virginias largest memo market. 

ian population fig- 
Eures and it's easy to see why 
the Norfolk SMSA comes 
out No. 1. 

And the way to reach 
this No. 1 market is with the 
Virginian -Pilot, 1st among !Da' 

jor markets on Sunday with a 
7 3.0°ía penetration. Or with the 
Virginian-Pilot/Ledger-Star 
combination, with a daily pene- 
tration of over 89%. 

Call or write Dale Bowen, 
General Advertising Manager for 
a comprehensive \larketintg/ 
Demographic package on this 
growth market. (804) -14(i-2092. 

F 

Member Newspaper Ads coning Bureau. Participating Member Data Bank - New York. 485 Lexington Ave. N Y 10012 12121555.1800.Chicat6'. 400N Michigan Ave . 111 60611 15121644-1290. Birmingham. 280 N Woodward Ave . Mich 48011 11131842.4200. Lm Angeles. 5070 Wtlshue Blvd.. Suite 985. Calif 900 1612131913.8526. San Francisco. 400 Montgomery St . Room 722 Calif 94104 14151981.8118 
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Large increases in circulation 
have a curious way of messing 
up the quality of the audience. 

That's why a lot of very 
important magazines have arbi- 
trarily cut their circulation rate 
base recently. They try to get rid 
of those folks in rural zips and 
blue collar households with lower 
demographic profiles. 

Not Golf Digest. Just not 
necessary. 

Since Simmons started 
studying our audience in 1969, 
our circulation has increased 
113%, one of the steadiest growth 
patterns in the business. At the 
same time, the quality of Golf 

Digest readership has improved 
117%. The average of all those 
crucial lifestyle measurements - 
income, education and occupation 
- has improved dramatically. 

For example, our median 
family income of S21,852 is high- 
er than that of all Simmons - 
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studied publications except five 
finance -oriented magazines. 

A lot of advertisers rec- 
ognize the value...no, make that 
the bargain that the Golf Digest 
marketplace delivers. 

Is your company one of 
them? 

If not, why not join up with 
the 614 companies who made 
1976 Golf Digest's biggest ad page 
and revenue year ever? 

Today is the best time to 
call Mac Moore, our advertising 
sales director, at (212) 986-2800. 
If his line's busy, you're invited to 
talk to Bob Ulon, associate adver- 
tising manager, Dick Gillespie, 
David Kerr, Bill Mohan, Red 
Reumann or Paul Slagle at the 
same number. 

Or, in Atlanta you can call 

GOLF 
First in paid circulation 
and advertisuig 
among all golf publications. 

DIGEST "J 
A p tn,..bcn of !no Sew Toth Tones CD,nDan, 

Mark Adorney, (404) 266-8600; 
in Chicago, Den Colman or Matt 
McBride, (312) 467-4333; in De- 

troit, Bob Bonamy, (313) 557-4301; 
in Miami, Carole Meyers. (305) 
661-5463; or in Los Angeles, Neil 

Kelley, (213) 938-3238. 
All of them can supply the 

rest of the Golf Digest story...and 
if it looks like there are a lot of 

guys and gals selling Golf Digest, 
you're right. In addition to our 
circulation and reader quality in- 

creases, we're up 266% in sales 
representatives since 1969. 

lb get a free copy of the 24 -page Golf Pruner that can teach 

you all you ever wanted to know about how to play golf. 

plus the freshest Simmons news about Golf Digest. please 

complete and mad this capon 

r 
Mr. Mac Moore, Advertising Director 
Golf DAest 
211 E. 43 St., Yew York, NY 10017 

Please send me Coll Primer and Simmons news. 

Name_ _ Title- 
Company - _ - 
Address _ _ _ 
City- - State_ Zip - _ 

L .1 



tern with #25 showings that range any- 
where from 10.2 grps to 82.2 grps. While 
these operators may not use the grp label, 
they are just as remiss as their grp counter- 
parts. 

So. take note or, better still, plant 
operators take note and bring those over 
and under allotments back to the published 
levels where they mean what they say. 
Otherwise. buyer confidence cannot help 
but suffer. 

BUSINESS MAGAZINES 
by WILLIAM T. HADLEY 
vp-media, BBDO, Boston. 

New ideas spur BPA's 
comparability program 

For several years industrial advertising 
has churned with talk of comparability. 
What does this mean? What are the 
"agitators'' trying to accomplish? How 
ouch progress has been made toward 
achieving the comparability that everyone 
seems to desire? 

A new slant on business publication 
comparability programs? Not at all. Those 
words were written by Marsteller's Scotty 
Sawyer in 1968. 

Somebody at BPA must have read them. 
Because in 1969, BPA officially launched 
its market comparability program. And this 
program has proved to he a vital part of its 
efforts to serve the business press and busi- 
ness press advertisers. 

BPA (that's the Business Publications 
Audit of Circulation) likes to refer to itself 
as the "audit bureau for the business 
press.'' Through its comparability pro- 
gram. it has listened and responded to the 
needs of media buyers for audited compar- 
able circulation data on a market -by - 
market basis. 

What's the progress to date? The last 
time I counted, BPA had completed 60 

market comparability programs out of 206 
unidentified markets. Considering that 
BPA has been at this comparability busi- 
ness for eight years, that doesn' t look like 
a very good track record. 

But those 60 programs include almost 
half of BPA's 678 publication members. 
(MEDIA DECISIONS, in case you were won- 
dering, is in the comparable half.) The 
reason is that BPA has concentrated its ef- 
forts on markets with large numbers of 
publications. with the greatest advertising 
dollar volume, and where there was an ex- 
pressed desire on the part of publishers to 
achieve comparability. 

All three of those factors don't always 
exist in the remaining 146 BPA markets. 
But there is a fourth factor that is critical: 
the desire for comparability on the part of 
advertisers and agencies! 

There is only so much that the BPA staff 
can do to achieve comparability in a given 
market without "push becoming shove." 
But the BPA board of directors has a mar- 
ket comparability committee, and this 
committee came up with an idea to keep 
the comparability program moving for- 
ward. 

The committee decided to select a 

number of key markets for immediate at- 
tention and have a member of the BPA 
board of directors concentrate his indi- 
vidual attention on the comparability pro- 
gram of one of these markets. The 15 key 
markets are: 

Appliances manufacturing 
Automotive accessories retailers 
Chemical processing 
Consulting Engineers 
Creating & producing advertising 
Hotels, motels, resorts 

Meetings & exhibits 
Petroleum industry 
Plant engineering & facilities mainte- 

nance 

Radio & television 
Radio, tv, tape recorder and Hi -Fi mer- 

chandise retailers 
Rubber products manufacturing 
Safety 
Science, research & development 
Travel services 
The committee found that most BPA di- 

rectors are actively involved in one or more 
of these markets and selected 14 of them to 
work with a specific market comparability 
program. 

At last February's BPA Board of Direc- 
tors meeting. these 14 directors were ap- 
pointed Market Comparability Coor- 
dinators. Best described as "catalytic in- 
gredients," they are working with a mar- 
ket's planning committee and the BPA 
staff. They offer advice on how to proceed 
toward comparability in their market, how 
to get publication "X'' to participate in the 

comparability negotiations, or perhaps just 
stand by in case a problem develops. And if 
need be, they'll he making contact with the 
publications in their assigned key market. 

BPA directors are busy people. The de- 

mands on their time from their own corpo- 
rate responsibilities plus those of their 
BPA directorships are staggering. There 
was a very real question of how they would 
accept this additional BPA assignment. 

The answer is "enthusiastically." The 
new Market Comparability Coordinators 
have jumped on the comparability band- 
wagon and have already made a real con- 
tribution to achieving comparability in 

their assigned market. If you're a pub- 
lisher in one of the 15 markets, you can ex- 
pect to hear from them. 

MEDIA RESEARCH 
by GABE SAMUELS 
manager, media analysis, 
J. Walter Thompson Co. 

Expanded Computer 
Capability Extends 
Research Horizons 

Any follower of these columns could have 
sensed, using a modicum of insight, this 
writer's feelings about the state of media 
research. However. if I failed to get this 
across, let me reiterate: 

To borrow a terns from recent Econom- 
ics - media research is suffering from 
stagflation. Unlike Economics. though. the 
reason for this condition in media research 
is directly traceable to its roots, namely. 
lack of imagination. 

Put in another way. since we haven't 
produced any new concepts or techniques 
in years. we tended to overproduce far too 
much of the same tired old stuff. 

This condition in media research poses, 
therefore. a paradox. where on the one 
hand we require new and different data 
(communication effectiveness values. 
etc.), and on the other hand we are unable 
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I cut an article out of Family Circle, 
then cut out my own Chanel suit. 

I've always loved Chanel's classic fashions, but f never 
thought of making one myselt Then I read an article in 
Family Circle that made it sound easy... and it was. In 
fact, I've gotten so many compliments on this suit, I 

think I'll make a summer version, too. This is just one 
example of why I read Family Circle so regularly. It 
gives me confidence in my own abilities, and so many 
new ideas to try out that I hang on to every issue. 

Farrily Circle editors are constarlly in touch with 
the changing needs of women. That's why over 8 million 
women shoppers a month have made Family Circle the 
largest selling woman's magazine in the world. They buy 
Family Circle for the ideas they know they'll find in its 

pages. Realistic ideas. Plus delicious recipes and infor- 
mative ads. The kinds of things women clip and save. 
The way they save just about every issue of Family Circle. 

Obviously, total involvement like this can benefit 
your products as well. Exposure in an editorial atmos- 
phere where women are on the lookout for ideas can 
pay off with better response than you'd get from the 
casual reader. We're so convinced of this, that Family 
Circle is the only magazine that dares tc offer an Ad- 
vertising Response Guarantee.* And that means more 
to an advertiser than just total audience figures. We're 
sure of it. Because we're sure that behind every copy of 
Family Circle there's a customer. 

Family Circle. Too good to be passed around. 
'For full details, phone Russ Russomanno, Family Circle Ad Director. (212) 593-8016 



to cope with the increasing volume of 
media research numbers. 

Since most of you, I would have to as- 

sume. are familiar with the problems- let 
us move on to sonic solutions. Enter. the 
new computer. 

It goes without say Mg that computers 
can only solve half the problem - that of 
the numbers inflation. The other half of the 
problem. the stagnation of ideas, can only 
he solved by people. 

(Indirectly. however. by properly utiliz- 
ing computers. new meanings can he found 
in currently produced research as well. The 
subject of this column. though. is to deal 
only with the former. the problem of data 
handling.) 

At this point. a clarification. quickly: 
(before I lose most of my readers) as to 
what I mean by computers. Most media re- 

search departments have been working for 
at least ten sears with computers. IV any. 
myself included. have felt for a while that 
the potential utility of data processing has 
been achieved. \\'hat I am attempting to 
convey is that this is not .co. In fact, what 
we find is that we have only now begun to 
scratch the surface. Ms own personal crys- 
tal hall is showing me today tremendous 
udditiunul capabilities of computers that 
have not been tapped yet. in terms of field 
resea eh and initial data processing through 
analyzing the data in meaningful ways. The 
reasons for my contention that computer 
technology is a long way from reaching its 
potential lies in two areas. 

First. the last 15 years or so has e finally 
produced a new breed of programer/ana- 
lyst who can make machines do what we 
want them to rather than us being slaves to 
machine limitations. Secondly, and 
perhaps more important, is the fact that 
computers have quietly undergone an 
evolution (which is still continuing at an 

accelerated pace) and which makes 
machinery that much more useful. 

Foremost in this area is: a) miniaturiza- 
tion of components which greatly increases 
the accessibility and capacity of machines: 
b) faster output devices: c) advanced re- 
mote terminals (i.e. time-sharing). and 
finally. Nth generation software which 
makes the machine a slave to man rather 
than the other way. around. 

Concrete examples of boss advanced 
computer technology can greatly enhance 
the media research function abound. At J. 

Wither Thompson. we have just completed 
two new major computer systems which 
are as far removed from early models as a 

car is from a bicycle. 
The first is a network television evalua- 

tion system. \\ hat this system is designed 
to do, unlike last year's models. is take into 
account today's world of television pro- 
graming where constant program change 

as well as schedule change are a way of 
life. Our system is a real-time schedule 
maintenance. estimate and post evaluation 
workhorse. Unlike previous systems, it is 

completely flexible in terns of data re- 
ported and data entered where client 
schedules are maintained on it current basis 
and may he post -evaluated twice monthly 
when the Nielsen tapes come in. 

Another system we developed has to do 
with spot radio buying and planning. As 
anybody in this media end of the business 
knows, spot radio optimizing models are 
available from most of the major radio reps 
as well as some service bureaus. \Ve found. 
however, that none of then have answered 
our needs. None of them. in fact. tell us 

ahtiut station formats. none of theta take 
individual stations' pricing into account. 
and none of them are addressed to the 

question of reliability which is critical in 

terms of radio ratings. 
Ergo. one new system custom designed 

to anssser specific needs. Again. this sys- 
tem takes advantage of the latest computer 
techniques which al low on-line evaluations 
on a five minute notice. 

The above are two examples of work that 
has just been completed in the area of 
media research dataunaly.sis. I daresav that 
front the ¡)pint of view of collecting the 
data and processing it. there may he more 
to he gained from computer technology. 

CONSUMER MAGAZINES 
by SHELDON TAULE 
vp-media VanSant, Dugdale, 
Baltimore. 

Magazines, I love you! 

When I began to think about this months 
column. it slowly occurred to me that mag- 
azines were really my favorite medium. 

What, I said? you're a inedia director. 
you're supposed to he impartial. You can't 
favor one medium over another. 

Well. I began to feel better when I re - 

alined that I didn't necessarily regard mag- 
azines as a more effective advertising 
medium for meeting my client's communi- 
cation needs. but rather that my affections 
were based on I) my personal preferences 
as a consumer and 2) the contributions the 
magazine industry has made toward stak- 
ing my role as a professional easier. 

As consumers. we may all have that 
favorite tv program we have to catch every 
Tuesday night. We may think of a certain 
disk jockey as a personal friend. We feel 
that our day is "out of kilter'' if we fail to 
read the morning paper. 

But for me. I don't think I come to any 
medium with the saute degree of en- 
thusiasm as I turn to that magazine which 
directs itself to my special avocation. If' 
you're a skier. a golfer. a boating en- 
thusiast. if you're consumed with politics. 
theater, or perhaps even your job, can any 
medium match the intensity with which 
you desour the magazine that speaks di- 
rectly to your interests? 

And in my role as a professional. I ap- 
preciate that the magazine industry has 
done more than any other medium to ad- 

vance "the state of the art'' and make my 
job easier. No starter that it may have been 
in the medium's own self-interest to have 
done so. Nevertheless. magazines have 
done more to build our understanding 
about how advertising works and how to 
measure advertising than its competitors. 

In terms of basic audience identification, 
magazines can tell us more about who they 
reach. True, they have a "captive". and 
therefore measurable audience. but they 
still work hard to identify it. 

It was magazines that pioneered the 

early work in reach and frequency con- 
cepts. It was magazines that put up the dol- 
lars that made syndicated media, product 
and demographic data available. Ad 
page exposure, message position, psycho - 
graph ics - these concepts can all he traced 
back to magazines. 

And today? 
Well. it's magazines that are almost ex- 

clusisely working on the problems of 
inter -media comparisons. 

A five magazine study is on the hoards 
that will attempt to evaluate the impact of a 

television commercial on its viewers and 
that of a magazine advertisement on its 
readers with emphasis on the increased im- 
pact that ir combination of both can accom- 
plish. 

And one magazine that I know is work- 
ingon the ''left brain -right brain'' behavior 
question and the possible implications that 
may has e toward our understanding of how 
broadcast and print communicate with their 
audiences. 

Magazines, as a consumer, I love you: 
as a professional, I thank you. 
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PatsyJones bought the Morning & Evening Sun combination 
exclusivelyand onlyreached 41% of the Baltimore market. 

Don't be a patsy. The News 
American has more exclusive readers than any 
other Baltimore newspaper. No ifs, ands or buts 
about it ... 63% of our readers read us 
exclusively. And that amounts to some 246,000 

adults who read us. And only us. 
So when you buy Baltimore add the News 
American to your buy. Because you can't afford 
to ignore a quarter of a million readers when 
you've got a product or service to sell. 

The News American. 
Without it . .. You're not buying Baltimore. 

Source: Belden CMS Survey, June 1976. 
Represented Nationally by Hearst Advertising Service. 



The new TGI 
Target Group Index now estimates total audience of 
145.4 million adults to 119 consumer magazines. Here 
are the top -line findings for Spring 1977. 

As has happened since syndication serv- 
ices started issuing magazine readership 
numbers, some books will he gratified and 

others disappointed by TG1's Spring 1977 

compilation as compared to that of Fall 
1977. 

The Spring 1977 report is for a calendar 
year and represents a year's field work. 

Following are noteworthy differences in 

total readers bets+een the two reports: 
Business hooks: They're all up, which 

Fall 1976 vs. Spring 1977 total audiences of 
SPRING 1977 

Audience 
Adults Men Women 

'000 '000 '000 

Adults 

'000 

FALL 1976 

Audience 

Men 

'000 

Women 

'000 

Adults 

Percent Change 

Men Women 

American Home 6,443 1,026 5,417 5,761 907 4,853 +12 +13 +12 
Apartment Life 1,734 627 1,107 1,761 620 1,141 - 2 + 1 - 3 

Barron's 944 612 333 856 569 287 +10 + 8 +16 
Better Homes & Garden 22,800 5,283 17,517 22,906 5,385 17,521 - 2 

Bon Appetit 1,191 423 767 
Bride's Magazine 1,704 105 1,599 
Business Week 3,559 2,678 881 3,574 2,618 959 + 2 - 8 

Car Craft 1,087 978 109 1,041 929 112 + 4 + 5 - 3 

Car & Driver 2,404 2,070 222 2,271 1,860 410 + 6 +11 -19 
CBS Automotive Grp. (Net) 4,329 3,479 850 3,698 2,873 826 +17 +21 + 3 

Cosmopolitan 7,875 1,534 6,341 7,536 1,498 6,038 + 4 + 2 + 5 

Cue 694 316 378 850 441 409 -18 -28 - 8 

Cycle World 1,212 925 287 1,238 995 244 - 2 - 7 +18 
Dell Modern Grp. 4,765 642 4,123 4,634 591 4,043 + 3 + 9 + 2 

Ebony 4,224 1,783 2,441 3,649 1,627 2,022 +16 +10 +21 
Esquire 3,882 2,555 1,326 3,907 2,356 1,551 - 1 + 8 -15 
Essence 1,961 627 1,334 1,817 586 1,231 + 8 + 1 + 8 

Family Circle 20,226 2,857 17,369 19,235 2,330 16,905 + 5 +23 + 3 

Family Health/Today's Health 4,207 972 3,235 4,990 1,185 3,806 -16 -18 -15 
Family Health Weight Watchers 5,873 1,145 4,728 6,474 1,391 5,083 - 9 -18 - 7 

Family Weekly 16,912 7,697 9,215 15,667 5,771 8,896 + 8 +14 + 4 

Field & Stream 7,369 5,755 1,614 6,808 5,319 1,489 + 8 + 8 + 8 
Flower & Garden 3,205 1,089 2,116 2,860 1,001 1,859 +12 + 9 +14 
Forbes 1,802 1,203 598 1,491 1,053 438 +21 +14 +37 
Fortune 1,609 1,157 452 1,466 1,058 408 +10 + 9 +11 
Gallery 1,309 1,170 139 
Glamour 5,635 329 5,306 5,407 361 5,046 + 4 - 9 + 5 

Golf Digest 2,334 1,588 746 2,365 1,594 771 - 1 - 3 

Golf Digest/Tennis 3,552 2,295 1,257 

Golf Magazine 1,810 1,371 438 1,743 1,301 441 + 4 + 5 - 1 

Good Housekeeping 20,052 2,812 17,239 20,244 2,824 17,420 - 1 - 1 

Gourmet 1,656 470 1,186 1,683 494 1,190 -2 -5 * 

Grit 4,175 1,756 2,419 3,729 1,659 2,070 +12 + 6 +17 
Guns & Ammo 2,281 2,093 187 2,393 2,096 297 - 5 -37 
Harpers/Atlantic/Natural History 2,285 1,064 1,222 2,248 1,202 1,045 + 2 -11 +17 
Harper's Bazaar 1,441 107 1,334 1,509 157 1,352 - 5 -32 - 1 
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perhaps reflects the improved economy, a 

trend which usually sparks an increased 
reading of business books. 

Shelter books: Their readership is all 
up, particularly /louse and Garden, House 
Beautfiid, Southern Living, Sunset. Fluc- 
tuations of audience in shelter books 
always reflects the state of the economy 
also: an upwards movement stimulates 
interest in improving the home. Both sun- 
belt hooks. Southern Living and Sunset, 

obviously geared to their localities came 
through W ith 22% and 16% readership 
hikes. respectfully. 

Nett York hooks: The entire category 
slid. New York by 8%. New Yorker by 

15% and New York Times Magazine by 

11%. 

News books: Time mas up 5% in readers 

per copy. In a six -months span its 
readership jumped over 750.(X)() and over 
12 months, 11%. Bet'. een the Fall 1966 

and Spring 1977 reports. Neu stt'e< k regis- 

tered a drop in total audience of 1% for the 

average copy. 2% for men and 5% for 
women. U.S. News and World Report 
dropped 3%, all women. Sports Illustrated 
went off an average of 2%, with a minus 

3% for both men and momen. Business 

Week vent up 2% for men and 8% oft for 
women. giving it an average of minus of 
1%. 

The financial hooks: The changes in 

119 consumer magazines as estimated by TGI 

SPRING 1977 

Audience 

Adults Men Women 

'000 '000 '000 

Adults 

'000 

FALL 1976 

Audience 

Men 

'000 

Women 

'000 

Adults 

Percent Change 

Men Women 

Holiday 1,168 467 701 1,136 492 644 +3 - 5 +9 
Hot Rod 3,105 2,540 566 2,869 2,330 5:18 +8 +9 + 5 

House Beautiful 7,629 1,122 6,506 7,005 1,162 5,844 + 9 -3 +11 
House & Garden 11,348 2,389 8,959 10,989 2,472 8,517 +3 -3 + 5 

Hustler 4,837 4,078 759 

Industry Week 610 489 120 986 733 253 

Jet 3,466 1,557 1,909 3,315 1,575 1,740 + 5 - 1 +10 
Kiwanis/Lion/Rotarian 1,494 863 631 1,586 898 688 -6 - 4 - 8 

Ladies' Home Journal 16,394 1,773 14,621 15,965 1,690 14,275 +3 + 5 +2 
Macfadden Women's Group 11,637 2,273 9,364 11,963 2,176 9,786 -3 + 4 - 4 

Mademoiselle 2,992 164 2,827 3,152 228 2,925 - 5 -28 -3 
McCall's 19,390 2,108 17,283 18,408 1,927 16,481 + 5 + 9 + 5 

Mechanix Illustrated 4,599 3,785 814 5,060 4,124 937 -9 -8 -13 
Modern Romances 2,628 301 2,327 2,442 326 2,116 + 8 - 8 +10 
Modern Screen 2,874 396 2,478 2,995 329 2,666 - 4 +20 - 7 

Money 1,600 1,021 579 1,474 936 538 + 9 + 9 + 8 

Motion Picture 1,906 402 1,505 1,992 322 1,670 - 4 +25 -10 
Motor Trend 2,072 1,868 204 2,209 1,992 218 -6 -6 -6 
Motorcyclist 1,055 862 193 1,405 1,164 241 -25 -26 -20 
Ms. 1,488 333 1,155 1,462 334 1,128 +2 + 2 

National Enquirer 8,345 3,277 5,067 7,580 3,016 4,564 +10 + 9 +11 
National Geographic 19,311 9,824 9,487 18,562 9,508 9,053 + 4 +3 + 5 

National Lampoon 3,059 2,195 865 3,203 2,286 916 - 4 - 4 - 6 

National Observer 2,105 1,126 979 2,027 1,035 992 + 4 +9 - 1 

New York Magazine 1,185 587 598 1,293 695 598 - 8 -16 ± 0 

New York Times Magazine 3,650 1,734 1,916 4,104 1,931 2,173 -11 -10 -12 
New Yorker 1,789 890 899 2,103 1,048 1,054 -15 -15 -15 
Newsweek 15,192 8,372 6,820 15,233 8,150 7,083 + 3 - 4 

1001 Decorating Ideas 3,504 597 2,907 

Organic Gardening 2,511 1,103 1,408 2,408 1,067 1,341 +4 +3 + 5 

OUI 3,506 3,014 492 3,805 3,229 576 -8 -7 -15 
Outdoor Life 5,319 4,065 1,254 4,985 3,929 1,055 + 7 + 3 +19 
Parade 28,390 12,883 15,507 29,114 13,410 15,705 - 2 - 4 - 1 

Parents' Magazine 4,285 838 3,447 4,450 926 3,525 - 4 -10 -2 
Penthouse 10,033 8,294 1,740 9,250 7,655 1,595 +8 +8 +9 
People 10,035 4,098 5,937 9,270 3,691 5,579 + 8 +11 +6 

Chart continued on page 177 
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A great idea 

for selling 
paper products! 

V1.111:t 

You're looking at the epitome of 
long lasting advertising ... The Sales/ 
Advertising Tool Nobody Throws 
Away ... slide -charts. 

General Mills used 8,000,000 of 
them as a 20 in -pack. Del Monte and 
Morton chose custom versions de- 
signed to sell their fair -share of shelf 
space. Dr. Pepper, Seven -Up and 
Smirnoff used them for consumer/ 
dealer education. Clairol, Oscar Mayer 
and Jimmy Dean bought profit cal- 
culators. 

Because they sell harder, once people 
buy slide -charts they usually buy 
slide -charts more than once ... four 
for General Mills; six for Toyota; 
two for Hunt; three for Coca-Cola; 
150 for General Electric. 

Slide -charts are priced so you can 
give one to every potential customer. 
Thousands of 'em cost less than one 
national space ad; hundreds of 
thousands - ten cents or less; mil- 
lions - a few pennies apiece. 

Let us "imagineer" one for you. 
A note or a call brings ideas, samples 
and a quote. 

PERRYGRAF 
Division of Nashua Corporation 

THE 

Slide -Chart People 
2215 Colby Avenue 

Los Angeles, California 90064 

(800) 421-6534 

(California: (213) 477.2411) 

readership here probably reflected what 
happened to the economy the second half 
of 1976. Women readership increased as 

well as that of men. Wall Street Journal 
pulled up an average of 9% (12% men and 
3% women). Barrons's got a plus 10% as- 
erage, Forbes a plus 13% average and For- 
tune, a plus 9% average. 

The major women's service books: 
Ladies' Home Journal's readership 
plussed 3%, McCall's went up 6% 
and Family Circle up 2%. whereas 
Good Housekeeping and Redbook each 
slipped 2% and Roman's Day 1%. 

Fashion and beauty books: In 
readership Cosmopolitan jumped 4%, 
Glamour slid 1%. Mademoiselle down 
5%. Harper's Bazaar off 5%, while Vogue 
rose 7%. 

Men's hooks: Penthouse scent up 8% in 
readership and Playboy held its own when 
it came to men and went off 4% with 
women readers, giving the hook an average 
total audience of minus 1%. 

Overall conclusions: (a) switches in 

editorial content or heavy promotions of 
themselves (as at Time and Esquire) con- 
tributed much to upward changes in 
readership: (h) there were examples of 
magazines losing little in readership even 
with cuts in circulation. For example. 
Travel h Leisure slashed its circulation by 

57% (from 1,805.0(X) to 774.0(X)) but lost 
only 13% in readership): (c) a spurt in the 
economy boosted readership in business, 
financial and. notably. shelter books. 

TGI estimates that there are 145.434,000 
adult magazine readers. with 52.67% of 
them women. 

Interesting sidelight: Among the men's 
hooks Playboy's female homemakers con- 
stitute 19.5% of its total audience, while 
Penthouse female homemaker segment 
comes to 14.5% and Hustler's to 13.9%. 
On the other hand. Playgirl's readership is 
45% male. 

Syndicated magazine research may be 
headed for a better than $5.5 million gross 
business, with 80% of it coming from 
magazines. 13% from agencies and 7% 
from advertisers and other sources. 

The biggest spenders among the maga- 
zines and their estimated contributions to 
Simmons and TGI are: Time, Inc. 
($300,000), Hearst Group ($250,000), 
Reader's Digest ($230.000), Charter - 
Downes ($200.000), Conde Nast 
($180,000). TV Guide ($140,000). 
Total kitty for these spenders was 
$1,300,(X)0. 

TGI's subscribers currently' break out as 

follow s: agencies 1 59, advertisers 24, 
magazines 96, broadcast/miscellaneous 
23. Total: 302. 

GAINERS IN READERS PER COPY 
(Percent change Fall 1976 -Spring 1977) 

Magazine 

Percent 

readers 
Adults 

change 
-per 

Men 

-copy 
Women Magazine 

Percent 
readers 

Adults 

change 

-per 
Men 

-copy 
Women 

American Home +12 +14 +12 Outdoor Life + 7 + 4 +20 
Barron's +13 +10 +19 Penthouse + 3 + 4 + 2 

Car Craft + 1 + 2 - 5 Photoplay +2 -18 +8 
Car & Driver + 6 +11 -18 Progressive Farmer +18 +22 +15 
Esquire +8 +18 -1 Psychology Today +14 + 6 +21 
Essence + 1 ± 0 + 1 Readers Digest + 3 + 3 + 2 

Family Circle + 4 +20 + 2 Road & Track +8 +10 - 1 

Family Weekly +7 +11 +4 Saturday Evening Post +17 +18 +16 
Field & Stream + 8 + 8 + 8 Scientific American +10 + 5 +22 
Forbes +19 +13 +36 Ski +12 - 3 +46 
Fortune +10 +10 +11 Smithsonian + 1 + 1 + 2 

Golf Magazine + 1 + 3 - 3 Southern Living +17 +25 +12 
Good Housekeeping + 2 - 2 - 2 Sphere +18 +94 + 6 
Grit +11 + 5 +16 Sport + 1 + 3 - 8 

Hot Rod + 3 + 4 ± 0 The Sporting News +30 +33 +19 
House Beautiful +11 - 2 +13 The Star + 6 + 2 + 9 

House & Garden + 1 - 6 + 3 Sunset +16 +27 +10 
Jet +7 +1 +12 Time + 5 + 1 + 3 

Ladies' Home Journal +11 +12 +11 Town & Country +12 +47 + 3 

McCall's +7 +10 +6 Travel & Leisure +10 +12 + 8 

Modern Romances +23 + 5 +25 True Experience +3 -11 +5 
Modern Screen +15 +45 +11 True Love +9 +10 +9 
Money + 2 + 2 + 3 True Romance + 1 ± 0 
Motion Picture + 1 +32 - 5 TV Guide + 2 + 6 - 2 

National Enquirer + 3 + 1 + 4 TV Mirror +1 +11 -2 
National Geographic + 3 + 2 + 3 TWA Ambassador +5 +15 -1 
National Lampoon + 2 + 3 + 1 Wall Street Journal +9 +11 +3 
National Observer +7 +12 +2 Workbasket +7 +20 +7 
Organic Gardening + 1 ± 0 + 1 World Tennis +10 + 8 +11 

COPYRIGHT 1977 AMRB ALL RIGHTS RESERVED 

98 Media Decisions - May 1977 



ti 

0.t 

1 a -----*2 
- h - 

ti_f 

r 

. 

. e 

in.o, 
~MI> 

_ .... 

r 

N d 

r 

,f 

1 

K6 

House Beautiful People 
are pe le who never leave home. 
House Beautiful People are anything but stay-at-homes. They go places, they do things. 
They water ski. They backpack. They travel. But they love to come home. Because House Beautiful 
People have a higher median income than the readers of any other national home or women's 
service magazine,* a large percentage of their time and disposable income is devoted to their home. 
And... House Beautiful has the most efficient cost per thousand in reaching people 
who own homes valued at $50,000 and more.' 
While House Beautiful People are going places and doing things, they're constantly 
collecting-color schemes and decorating themes, recipes and gardening tips, building plans 
and entertaining ideas, and things, things, things-to adapt to their lives back at home. 

Because House Beautiful People are people who never leave home, wherever they go, 
whatever they do. And now there are more House Beautiful People than ever - 
7,629,00C in fact, up 9% in the last year.* 

HOUSE BEAUTIFUL 

; 

'TGI, Spring 1977 The magazine o' over 7 mil' ion people who are interested in a lot more than lust a beautiful house. 

House Beautiful, 717 Fifth Avenue, N.Y. Call Stew Hayward in Los Angeles, (213) 652-8790 or call Bob Stephens in San Francisco, (415) 434-2675. 



GRP'S (trom 65) 

audience has learned everything from the 

commercial by the fifth, seventh or eighth 
time they've seen it. They don't pay atten- 
tion to it from then on. There's no /nether 
value." 

Although the impact of a commercial 
varies with the interest of the subject, 
Achenbaum said he generally believes that 
a commercial aired less than three times 
does not create a lasting impression. And a 

commercial aired more than ten times is a 

waste of money. Even worse, a spot that's 

shown more than 15 or 16 times may an- 
tagonize a viewer, creating a negative ef- 
fect. 

Achenbaum publicly presented his the - 
ors on "Effective Exposure: A New Way 
of Esaluating Media.' at the Association of 
National Ad\ertisers February media 
workshops in New York. MEDIA DECISIONS 

visited with Achenhaum to ask how he puts 
this theon into practice. 

When Al Achenhaum left J. Waiter 
Thompson in 1974, he joined Stanley Can- 
ter (fresh out of Ogilvy & Mather) in form- 
ing Canter, Achenbaum, Heekin Inc., 

Sources for Achenbaum's effective exposure 
Achenbaum says that he drew upon six studies in developing his "not 
less than three, not more than ten" range of effective exposure. 

The Harvard Study (1963) used newspapers in a test market to mea- 
sure the effect of advertising repetition on awareness and attitudes 
towards anew product. The 1,000 -line ads ran once a week for four, eight 
and 20 weeks. 

The results: Brand awareness increases with ad repetition but at a 
diminishing rate. If the same advertising message is repeated indefinitely, 
it may reach a threshold of psychological resistance. The threshold, 
naturally, varies with the product and the ad. The study added that chang- 
ing the creative form of the message could overcome the resistance. 

The Ogilvy & Mather Study (1965) was conducted by Achenbaum's 
current partner, Stan Carter, when the latter was vp-director of research 
at O&M. Carter tried to measure the relationship between frequency of 
exposure and the change in brand preference on commercials running 
during daytime, nighttime network and nighttime spot. 

The highest indexes of effectiveness of the fourth exposure seemed to 
stand out as a significant departure from the pattern set by exposures 
one, two and three. 

The Jacobvits & Appel Study (1966) found that as a person is ex- 
posed to verbal or visual stimuli, his response or learning increases until it 
reaches a point of satiation, then declines. The study provided only the 
theory, not a way to determine the point of satiation. But it was the first 
time that a theory suggested a point of diminishing return. 

The Dupont Study (1968) tried to determine that point of satiation and 
the ensuing diminishing gains. DuPont ran four different commercials 
viewed within a full length movie, with the number of exposures varying. 

The learning score seemed to peak between three and five exposures. 
Additional exposures are followed by a decline in information level. 

The Marketing Evaluations Study (1969) released some findings 
from its Tv Commercial Index Service, which tracks tv commercial wear - 
out (or satiation) for advertisers. Reactions to commercials are recorded 
as positive, negative or indifferent. Optimum exposure is the point just 
before negative consumer reaction passes positive brand attitudes. The 
optimum exposure seemed to be about 10. 

The Krugman Study (1972) conducted by Herbert Krugman, manager 
of public opinion research at General Electric, zeroed in on three as the 
minimum number of exposures needed for impact. The first exposure 
addresses itself to the viewer's question, "What is it?" The second expo- 
sure answers "What of it?" The third exposure is the reminder that mixes 
the answers of the two questions and jells them in the viewer's mind. 

Psychologically, Krugman found, there is no such thing as a fourth 
exposure. Rather, the fourth exposure is merely a repetition of the third 
one. The third exposure is also the beginning of disengagement as the 
viewer withdraws his or her attention because there are no more 
questions to be answered. 

counselors to marketers of diverse goods 
and services. James R. Heekin is the 

former president of Doyle Dane Bernbach 
and Ogilvy & Mather. Achenbaum is a 

principle of this firm, along with Canter 
and Heekin. 

The firm works on new product de- 
velopment and assessment, picking adver- 
tising agencies. research and programing. 
Them are a tew ad agencies among its 

clients, but the company tries to limit these 

accounts to avoid conflict of interest. 
Achenbaum said he started thinking 

about the erp concept while at JWT. where 
he was executive vp-director of corporate 
planning and marketing services. "The 
conceptual underpinnings aren't new," 
said Achenbaum. "But the concept is 

new." 
At New York -based Canter, Achen- 

baum, Heekin, Al was able to apply his 
ideas. He found that in almost every case 
the erp theory led to a mix of media - tv 
plus print. The combination most often 
leads to heavying up frequency in the po- 
tent three -to -ten -times frequency range, the 
one that proves strongest on an erp basis. 

Achehaum has three reasons for using 
erp's: 

"Grp's can lull you into thinking 
you're getting more exposure for your 
money than you actually. are. It might make 
you and your agency feel good that you are 

buying tonnage, but unfortunately a great 
deal of it may be empty rocs." 

"The use of grp's almost inevitably 
leads to the choice of one medium - to 
television and television only. Since tv has 
so many heavy viewers, it is relatively easy 

ith a scatter plan to obtain a substantial 
level of grp's with a small budget. (At least 

before the recent inflation in tv rates.) A 
combination of media is more likely to 
produce more erp's than a single medium, 
like television," says Achenhaum. 

"The use of grp's is likely to convince 
small advertisers that they are doing 
enough advertising when they probably are 

making an inadequate impact, and big ad- 

vertisers that they are not overspending 
when they may be doing just that.'' 

Achenbaum's an innovator, hut he's also 
a realist. He asks that you keep in mind 
some negatives on the question of erp's. 
We all intuitively feel that each medium 

has a different intrinsic value.'' When 
combining media, he warns, it may pay to 
weigh the value of the exposures obtained 
for each medium differently. 

"For mass products you can't rely on 
magazines to up your frequency because it 
costs too much. But for specialty items, it 

easily can jump low exposures such as one. 
two or three to four, five and six.'' 

Achenhaum believes erp's can he mea- 
sured in print as well as tv. He says that all 
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Mademoiselle readers dent dream about 
success and affluence.They live it. 

They are young women who it planning 
finan.iall v. Now, and for the future 

Mademoiselle has the 'hghest Index of 
read --r who own hie insurance. 

The highest index of young wcmen who 
buy stock. 

The highest index of college educated, 
singe, successfully employed _ oung women. 

All nigher indexes than any_ ofnerycung 
women's magazine. 

if you'd like to _ ea_h t ze woman who calls 
herself Mademoiselle, call us. Mademoiselle. 
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We cove 
2nd, 3rd, 4th and 

We cover the 
2nd, 4th 5th ranked 
Georgia metro and TV areas 

where Atlanta daily newspapers 
cover 3% or less of all households! 

THE GEORGIA GROUP 
294,050 Daily 

298,514 Sunday 

AUGUSTA Chronicle & Herald 
COLUMBUS Ledger & Enquirer 

MACON Telegraph & News 
SAVANNAH News & Press 

Represented by BRANHAM Newspaper Sales KNIGHT-RIDDER Newspaper Sales, Inc. 

26% 

'17% 

29% 

Boston area newspaper dailies 

1 

biggest 1n 

bostoR 1 

' Boston ADI Newspaper Coverage 

BAND has the biggest ADI newspaper household coverage (29%) 
... the biggest percentage of EBI (24%) ... the biggest coverage 
of the 5 major food counties (35%) ... the biggest ADI newspaper 
circulation (496,684). That's BAND. Whatever your sales objec- 
tives, BAND is basic to your Boston ADI buy. Write for all the 
facts. The BAND brochure exposes it all. 

Nationally Marketed by LANDON ASSOCIATES, INC. 
38 Newbury St., Boston, Mass. 02116 / (6171266.2141 alai 

Small advertisers benefit 
most from ERP's 

55 

that really changes is the names of the 

components. "Instead of reach, we call it 
penetration. Instead of frequency. we call it 

inserts read. Instead of exposure, we call it 

impressions." 
Client confidences prohibit Achenbaum 

from providing specific examples. But he 

did comment that grp's more often cover 
up underspending by advertisers than 
Nastelul overspending. And it is the small 
advertiser who can benefit most from erp's. 

"You can use erp's to say: 'Look, 
you're kidding yourself. You can't afford 
tv.' Unless you are prepared to raise the 
budget substantially. you might he better 
off out of the medium or concentrating 
your efforts geographically." Achenbaum 
says. Getting a large reach made up of one 
and two exposures is just not an adequate 
advertising campaign. he added. 

Achenhaum says he believes that the 
tendency is to underspend rather than over- 
spend, but he would like to see erp's used 
to control overly large ad budgets. 

The problem with overspending. at least 

as Achenbaum sees it, is not the inability of 
big advertisers to calculate their needs and 

goals but their reluctance to cut down on an 

impressive budget. 
"Tv gives big numbers. Brand managers 

don't like to say that they've been throwing 
money away." he says. Also, he acknowl- 
edges. agencies often don't encourage cut- 
ting down on the media tab because of their 
own self interest. 

Achenbaum suggest three methods to 

increase erp's: 
(I) It Iv is your base medium. juggle the 

schedule until a frequency distribution is 

reached that reflects the greatest effective 
exposure. Achenbaum feels. however, that 
this method is limited. 

(2) With a large budget. use a media 
combination. Often, users of the secondary 
medium tend to be light users of the first 
-raising reach at the expense of excessive 
exposure. 

(3) Change your budget level. If your 
budget can't afford effective exposure on 
tv, get out. If it's too large. Achenbaum 
feels cutting hack actually increases effec- 
tiveness as the '`diminishing returns" 
range of exposures is cut back. 

Will erp's replace gm's as the yardstick 
for measuring television and print? Achen- 
haunt says there will he a subtle shift 
towards erp's that won't he noticeable for 
four or five years. "Lots of people know 
this intuitively." he says. ''This is a way of 
doing it statistically.'' 
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Horatio 
Alger 
Frog 

"Young man," admonished GRITS 
president, "you are now one of 30,000 
youthful entrepeneurs who, each week 
across America, sell GRIT - the small 
towner's gazetteer, friend, and trusted 
counsellor." 

.1 t 

"You can count on me, sir," replied 
Horatio Alger Frog, squaring his shoulders 
beneath a threadbare but spotless jacket. 
"I'll sink or swim. I'll -" 

"Just sell the product, son," interrupted 

Big frog in small towns 

, 

the kindly old capitalist. -You'll find it's 
uplifting." 

"Uplifting, sir?" 
'Sales uplifting. For advertisers who 

recall that golden rule, 'In GRIT, you don't 
buy just a medium, you buy a market.' " 

THE NATIONAL SMALL-TOWN WEEKLY 

Home Office: Williamsport, Pa.; Branch Offices: New York, Chicago, Detroit-Los Angeles and San Francisco; John P. Sandford Co. 



STEREO (from 63) 

But AM has to its advantage consid- 
erably greater signal range than FM, par- 
ticularly for clear channel 50,000 watt sta- 
tions, after sundown. 

For music reproduction, FM has had the 
edge: for verbal communication, AM has 

been adequate. 

Ironically, AM has always been readily 
convertible to two channel transmission 
and reproduction. J. B. McPhearson, chief 
engineer for WMAL, radio 63, Washing- 
ton D.C. commented, "AM radio has been 
broadcast monaural through a stereo sys- 
tem for 63 years." 

The AM carrier signal includes two side 
bands which can each carry a separate 
channel. Designing transmission and re- 
ception techniques compatible with exist- 
ing mono equipment is no great problem, 
McPhearson says. 

Ground tests for AM stereo transmission 
and reception begin next month, to be 

monitored in Washington D.C. 
Three broadcast and reception systems 

have been submitted to the Federal Com- 
munications Commission by Magnavox, 
Motorola. and Belar Electronics. 

Just how fast will the FCC act? Says 
WMAL's McPhearson, "FCC action will 
be proportional to the interest shown in AM 
Stereo by stations and by the public." 

Harold Kassen. of A. D. Ring As- 
sociates, chairman of the National AM 
Stereophonic Committee, is optimistic 
about swift FCC approval of a broadcast 
and reception system. "September of 1978 
is a practical date for perspective approval. 
It will depend on how much pressure is put 
on the commission for quick approval." 

Support for AM Stereo comes from a 

number of areas, including the committee 
sponsors: the National Association of 
Broadcasters, the National Radio Broad- 
casters Association, the Electronic Industry 
Association and the Institute of Electrical 
and Electronic Engineers. 

A more sanguine view of the probable 
approval date comes from Ralph Green, a 

committee member and chief engineer at 

CBS radio. 
Green suggests approval is at least two 

and a half years off, and possibly five. 
"After the field tests are complete, they 
will be reported to the FCC. That is by the 
end of this year. Then FCC issues a notice 
of inquiry and allows three months for let- 
ters to come in, then two more months for 
comments in reply. It will he the middle of 
1978 before FCC issues an announcement 
of proposed rule making for transmission 
requirements, and then there are more 
notices of inquiry and replies. 

"If it all goes smoothly, they will then 

TEST OF STEREO IN ELMHURST, ILLINOIS 
How well does AM stereo work? Station WKDC, Elmhurst, Ill., tested it and 
station president Frank Blotter made these comments on the test results: 

"After midnight and during the early morning of December 21, we broad- 
cast music that had been selected for its broad spectrum range, which was 
picked up by two special AM stereo receivers built by Motorola for testing 
purposes. This was off -the -air reception through the use of a six foot criss- 
cross directional AM stereo antenna with a co -ax lead into the receiver. We 
engaged a sound company to record off -the -air from a tap on the AM stereo 
receiver for the nighttime skywave broadcast. After noon on December 21, 
the same stereo broadcast was made for comparison with the regular day- 
time transmission of WKDC on the same day. 

"The recording of the nighttime broadcast did produce some skywave 
interference - which was expected; however, the daytime broadcast was 
absolutely startling. We made an announcement about the test so that our 
listeners would be informed while we shut down daytime transmission to 
make the necessary changes at the transmitter to accommodate the stereo 
broadcast. We came back on the air in a couple of minutes with stereo. We 
eliminated one channel and then the other. The phone lines were busy with 
listeners who said that reception was wonderful (on their mono receivers) 
and that they could hear the channel separation very well. Among their many 
questions was whether we were always going to transmit in AM stereo. 

"Tests of AM stereo at WKDC and demonstrations like the one at the NAB 
convention are proving the feasibility and popularity of AM stereo. We hope 
that these developments will aid the FCC in determining engineering re- 
quirements so that in the near future broadcasters can implement AM 
stereo," Blotter said of the AM stereo tests. 

issue their order. We are two to two and a 

half years away from the point where the 
rules will allow this to he done." 

Green is concerned about what AM 
stereo transmission will do to clear channel 
transmission and signals from 
directionally -oriented antennas. 

And he agrees the speed of the FCC 
rule -making process will he in direct pro- 
portion to the pressure being applied for 
swift commission action. 

But however soon or late the FCC ap- 
proval comes, there is a general consensus 
that AM stereo will be important to the 
broadcast industry and to the public. 

Plans are already being made by a 

number of broadcasters for adoption of AM 
stereo opportunities. But the difficulty will 
lie on the other end. When broadcasting 
begins there won't be any AM stereo re- 
ceivers out there. 

WMAL's McPhearson suggests the con- 
version will he a relatively simple matter. 
"I think it will go the same route as FM 
stereo went, with receivers, and converters 
for existing sets. AM stereo converters 
might cost less than $25. 

"It could also get manufacturers back on 
the track of producing AM receivers of de- 
cent quality, bring them up to the state of 
the art. There are techniques that are not 
being used. There are micro -circuitry chips 
available that provide reception with less 
background noise and lower distortion. 

"A wide band noise blanker, such as is 

used in auto radios, could he incorporated 
generally." McPhearson commented. 

Even without an assured audience, 
broadcasters are preparing for the advent of 
AM stereo. 

ABC has already budgeted funds for the 
conversion of five of its owned and oper- 
ated AM stations, at a cost of $250,000 or 
more, per station. 

WOR, in New York, is adapting its 
transmission towers for future AM stereo 
transmission, with particular emphasis on 
the possible stereo broadcast of the Met- 
ropolitan Opera. 

NBC will convert its four O & O's to 
AM stereo when FCC approval is granted. 

CBS. with its all -news policy for its O & 
Os, is unlikely to make an investment in 
AM stereo transmission facilities in the 
near future, but Ralph Green concedes it 
will influence the development of radio and 
advertising. 

"AM stereo can he a big thing for music 
stations. And when it gets going it will 
have an effect on advertising in broadcast. 
Once it gets rolling, it may stimulate quad- 
rophonic broadcasting in FM," Green said. 

At ABC. Charles De Bare, president of 
owned AM radio stations, is enthusiastic 
about the future for AM stereo. ''We see 

radio as the wave of the future, and AM 
stereo will maintain it," he said. 

"Although it may be five years before 
there are enough receivers to establish 
substantial AM stereo audience figures. we 

104 Media Decisions- May 1977 



Now do we know if a 
magazine's readers have 
SPECIFYING responsibility? 

With PLANT ENGINEERING's 
circulation, every reader's 
function is audited. 

- 

What readers do Is the important thing to you. Titles alone just aren't enough. Very few magazines 

submit both titles and job functions of their readers to an outside audit. Some give you a "publisher's estimate; 

but with PLANT ENGINEERING, every reader's title and function are audited by both ABC and BPA. Next time, why not 

ask the magazines to show you their Functional Audit? Ask us. We'll show that our readers are in the 

Plant Engineering Function - and that means specifying. It's another example 

of the 'Total Value" you get only with ... PLANT ENGINEERING. 

The best -read magazine in industry... 

PlantSelling and serving the Plant Engineering Function.Advertising. Catalhiting. Inquiry Post Cards. Direct Mail. 

i Technical Publishing Co., Barrington, III. 60010 



AVAILS: 
Buy the Buffalo Evening News and 

you're buying proven demographics, 
guaranteed avails and 100% non pre- 

emptible prime position. The News 
effectively reaches over 51% of the total 

adults in Buffalo's ADI daily. That's more 
than any top rated TV show. 

COVERAGE AREA: 
The Buffalo Evening News has the 

third highest ADI coverage in the top 30 
U.S. markets with a total daily circulation 

of 278,461 and weekend circulation 
of 295,283. You're reaching over 51% 
(660,000) adult viewers daily and 55% 
(704,000) adult viewers on weekends. 

SUMMARY: 
When The News talks compre- 

hensive coverage, we're not 
just talking editorial and 

news content - we're 
talking about the compre- 
hensive coverage you get 

out of every advertising 
dollar you place in The 

News. Outperform a 
spot TV buy in Buffalo. 
Put your money where 

more of Buffalo's 
buying power will 

see it ... Buffalo 
Evening News. For 

further information, con- 
tact Hugh G. Monaghan 

(716-849-3422). 

BUFFALO EVENING NEWS 
One News Plaza, Buffalo, New York 

Represented nationally by Story & Kelly -Smith 
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to Sign -off; subject to limitations published by ARB. 

WGALTV 
LANCASTER -HARRISBURG 

YORK, LEBANON, PA 

A STEINMAN TELEVISION STATION 

are going into it right away. We're not 
going to wait for them to buy receivers, but 
will make it worth their while to get AM 
stereo receivers. 

"We're approaching it front a loss - 
leader point of view. The addition of stereo 
broadcast equipment is in the capital 
budget plans for our stations." 

ABC's two west coast stations, in Los 
Angeles and San Francisco, with talk for- 
mats, probably sill not be converted to 
AM stereo operations. DeBare added. 

But for many stations. AM stereo is still 
in the talking stage. To the extent that 
money is available. many stations 
undoubtedly will invest in AM stereo 
transmission equipment. 

Allen B. Shaw. president of ABC owned 
FM stations, views AM stereo as "a plus 
for AM radio but not a gigantic plus." 

Shaw says the effect of stereo on AM 
can be evaluated from the effect stereo had 
on FM. 

"Everyone assumes that stereo is the 
biggest listening attraction for FM. But the 
data indicates that most FM listeners don't 
listen in stereo. In fact. FM isn't dependent 
on stereo for over half its listeners. 

"Stereo is not primarily responsible for 
the growth of FM. The audience growth is 

based on specialized station formats that 
hadn't been available before," Shaw said. 

"Stereo won't hurt AM or help FM. But 
the fidelity characteristics will still favor 
FM. 

"The introduction of AM stereo could 
give AM stations greater programing 
flexibility than they have no and alloy, 
them to develop some formats captured by 
FM. 

"It could also give the industry a reason 
to examine the whole way AN is broadcast 
and received. a chance to upgrade broad- 
cast and reception quality.- Shaw 
suggested. 

"AM stereo could give FM broadcasters 
some incentive to get behind quadrophonic 
broadcasting, although personally. I'm not 

convinced of its value. 
"AM stereo will give the medium a psy- 

chological boost, if nothing else. and pro- 
vide a good promotional talking point," 
Shaw concluded. 

Jack Thayer, president of NBC Radio. 
views the advent of AM stereo as a proba- 
ble rejuvenator of radio which will restore 
the competitive balance between AM and 
FM. 

"The danger signals for AM popped up 

in late 1974 and early 1975. as the impact 
of FM stereo on the market became evi- 
dent. 

"Stereo has become a magic word in 
radio. just as color has in television. We 
began talking about it at NBC. We had 
been concerned about the affiliates. For 
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Even we can't 
do everything. 

Look. Everybody knows how affluent and 
important the Detroit market is. And, you know that to cause a 

splash instead of a ripple in this town, you have to or.y The 
Detroit News. 

But facts are facts. And even though we are the dominant 
paper in the market, the largest evening paper in the country, 
(daily 627,122 and Sunday 820,692), what the heck, even we can't 
do everything for everybody. So some folks buy us and then 
some supportive media. 

And therein lies the pitfall. 

What most people buy after they buy 
ti The News is wrong. 

What often happens, you see, is 
that people buy us and then auto- 
matically buy the next biggest paper 
around. The Free Press. 

Even though only 21% of the SMSA 
adults read the Free Press without read- 
ing The News. Even though our circula- 
tion lead in the SMSA is a whopping 

151,754 daily, and 277,535 Sunday. Even though our coverage 
is much better than theirs. Even though our ad lineage far 
exceeds theirs. (Specifically, 65 million for us and 39 million 
for them.) 

Even though our rates are less expensive than theirs. (On a 
national rate, $3.45 a line for them vs. $3.33 a line for us.) 

So automatically buying the morning paper after you buy The 
News would seem to us to be a rather risky and costly recom- 
mendation to support. 

Especially when you consider the alternatives. Like we have. 

We begrudgingly acknowledge that 
radio and television are not 
passing fads. 

It galls us to say this, but the broadcast medium and the 

; . 

titi 
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In other words, we at The News will help 
you select your supportive Media for 
maximum impact and minimum cost per 
impression. 

Why, there might even be an occasion 
(although we can't imagine one) when we 
might even recommend the Free Press. 

Is the information we give you going to be honest? Accurate? 
Useable? Well, give us a call. Test us out. Compare what we rec- 
ommend with the advice of any expert you can get your hands on. 

Why are we doing this? Because we want your lineage. And 
because as leaders in the Detroit market, we have the resources 
and facilities for doing it. And, because we just plain think it's a 
good idea that should have been had a long time ago. 

We hope you feel the same. 

suburban papers do a pretty good job of reaching specific audi- 
ences. One station is not bad for reaching businessmen. One is 
good for reaching the 
housewife. Another is 
fairly good for the youn- 
ger generation. And so 
on. But being a sophis- 
ticated media type you 
already know all that. 
The point is, since we 
live here, we know which 
ones do which. 

And what we know can 
do a lot for both of us. 

We have a plan that makes a lot of 
sense. And will probably save you 
a lot of money. 

Simply put, what we at The Detroit 
News would like to offer you is help in 
pinpointing your media buying. 
Depending on what your product is, 
what your objectives are, who your 
target market is, we'll give you our 
ideas and recommendations on how to 

accomplish the task. For one group it may be The News and 
drive -time WJR or WWJ radio. For 
another client's objectives, the com- 
bination might be The News and 
WWJ-TV or WJBK day -time. Or The 
News, the Oakland Presa and the 
Macomb Daily. 

The 
m.,.. 

ix..+i..... ' uuvv 

We'd like to put our plan to work 
for you. 

If you're interested in what The News has to offer, give Js a 
call. The guy to talk to is our National Advertising Manager, 
Gerald Bloch at (313) 222-2332. 

If you're buying Detroit, it could be the most profitable conver- 
sation you ever had. Because everything starts with The News. 

The Detroit News 
EVERYTHING STARTS WITH THE NEWS. 

Represented nationally by Sawyer -Ferguson -Walker. 



some of the 1.000 to 5,000 watt affiliates, 
it could be a terminal situation if all the 
music went over to FM," Thayer said. 

"Without stereo, AM could be left with 
talk as its only possible format. 

"AM stereo could have such a strong 
impact on AM that music formats will he 
viable for much longer than has been esti- 
mated by many forecasters. It could also 
make possible the continuance of live for- 
mats rather than automated tape formats, 
which loose immediacy. 

"rm delighted at the progress that has 
been made with the development of AM 
stereo. It will keep competition keen and 
alive in markets of all sizes," Thayer pre- 
dicted. 

Thayer said that AM stereo will mean 
nothing to NBC as a network. "But once a 

system is approved, I have told our en- 
gineers to install AM stereo transmission 
equipment at the four NBC O & Os." 

Dick Brescia, vice president and general 
sales manager for CBS Radio sees AM 
stereo as a good talking point for radio, but 
not likely to have much of an effect on the 
radio market. 

"I don't think advertisers have taken ad- 
vantage of FM stereo yet. It's been around 
long enough that if advertisers evere being 

creatively intrigued, they would be using a 

stereo effect in their commercials. If the 

creative potential is there, no one is willing 
to take advantage of it." 

While Brescia concedes that FM's 
growth has been at the expense of the AM 
market, he suggests. "By the time FM 
finishes its groevth, people will understand 
that AM and FM are both radio." 

But he observes that CBS has already 
segregated its music formats to its FM sta- 
tions and ne s s and talk to its AM 0 & O's. 

Bob Niles, vp, director of engineering 
for the Capital Cities group said. "There is 
mixed opinion in our group, as there is in 
the industry in general about the value of 
AM stereo. 

"But if a proven system does come out, 
I think it v, ill be important in getting AM 
stations in a more competitive position with 
FM stereo." 

Ralph Guild, president of McGavren- 
Guild, commented: "I think it's inevitable. 
I can't imagine anyone v.ith an exceptional 
broadcast facility letting FM stereo just 
take their audience away front them." 

John Boden, general manager, radio, at 

John Blair, observed: "If the quality of 
AM stereo can match that of FM stereo, 
you've got a different ball game. If that can 

be done, then young people will be listen- 
ing to AM stereo. Quality sound is of the 
utmost importance." 

Alan Tobes, vp-market research director 
at Eastman Radio suggests that while stereo 
might add to the impact of AM, format re- 
mains of top importance. "Maybe AM 
stereo will he a good thing for radio. but 
only if the format and product is already of 
substantial quality. You have to have good 
programs. The stereo effect itself will not 
hold an audience." 

Bill Froelick; New York salesmanager 
for the Christal Co. commented: "Stations 
are looking at AM stereo as a possibility at 

this point. It is on the horizon and it may 
not become a reality. I don't think anyone 
is loosing any sleep worrying about it.' 

At the Katz Agency, Bill Schrank, vp- 
director of radio research, said. AM stereo 
"can stimulate the entire radio industry. If 
it tests out reasonably well, it can be a boon 
to radio, for two reasons: 

" I) The excitement and publicity gen- 
erated will focus attention on AM and on 
radio in general and invite listeners to make 
comparisons between the two. 

"2) There is a real group of audiophiles 
out there, as well as casual listeners who 
are influenced by sound." 

Across the Sunbelt, we make Contact: 
We do it with a variety of successful formats. 

In New Orleans we're WBYU, beautiful music in 
stereo. In younger Wichita: KLEO, with youthful 
vigor, contemporary music, and zany surprises. 

We're "the voice of young Albuquerque, KOED". 
In Oklahoma City: beautiful -music KKNG. In Tulsa: KRMG's 

combination of air personalities, news, information and community service. 
And we cover Texas like barbecue sauce. In Fort Worth/Dallas: KFJZ and its FM 

counterpart Z-97. In San Antonio: KKYX's country music and award -winning 
news. And Texas -wide, in 17 ADIs, three radio networks totalling 207 stations: 

Texas State Network (3.5 million listeners each week) ... agri-minded Continental 
News Service ... Spanish-speaking Servicio Informativo en Español. 

Swanson Broadcasting, Inc. - formerly Swanco Broadcasting - 
is your chance to make contact with the Sunbelt millions! 

SWANSON BROADCASTING 
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If TVdoesn't have 
time for you any more, 

it's time for us. 

Seems like television is too busy to give you 
the time of day-or night-and local advertisers 
in Houston are finding it increasingly difficult 
to buy the time they want. Even more difficult 
is finding the money to pay for spots when time 
is available. 

Television time is a limited commodity, and 
with demand far exceeding supply, prices are 
rising dramatically. In Houston, spot television 
costs have almost doubled this year, and some 
people predict another 40 to 50% increase in 

1977. That's why a lot of advertisers are 
shopping around for more expansive, less 

expensive ways to maintain penetration and 
coverage in the Houston market. A lot of them 
are finding it in The Houston Chronicle. 

Advertisers in The Chronicle can get 

the reach and frequency they need in 

Houston at a much lower CPM than spot 
television affords. An advertisement in 
The Chronicle has a one-time reach of 593,000 
adult readers (and we have the facts and figures 
to prove it). As the largest newspaper in Texas, 
we can deliver the people with money to 
spend. That's what has made us the third 
largest newspaper in advertising linage in the 
U.S. and Canada. 

So, if television can't give you the time you 
deserve, plug in The Houston Chronicle. M'e're 
the newspaper that people read during prime 
time. For more information, contact our 
national representative, Sawyer, Ferguson, 
Walker. Or call The Chronicle toll free, 
800-821-7700, extension 327. 

Houston 
Chronicle 

The biggec. The better. 
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L'OREAL (from 67) 

"We can't pick the programs exactly," 
Nixon said, "but we do seek certain kinds 
of programing and we try to stay away 
from others. 

"We like movies. They are viewed by 
our kind of people. They have broad reach. 
But the advertiser can't buy knowing what 
movie he's going to be on. So it's out of 
control in that respect. 

"Our public is very sensitive to the kind 
of program we're in. We get a lot of letters 
if they don't like it. Recently we found our- 

selves in Tail Gunner Joe, a controversial 
show about Senator Joe McCarthy. We re- 
ceived a number of letters front people who 
thought it was an unfair and erroneous rep- 
resentation of McCarthy. We also hear 
about it when we're in a show that people 
feel is extremely violent. So we try to stay 
out of certain shows." 

Center of the target for Preference is 

women who are heavy users of haircoloring - 25-49 in age. skewed to "A" counties, 
in better income families. The secondary 
audience is women somewhat older and 
somewhat younger. 

a 
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) You're only 
5.1 HALF COVERED 

ín Nebraska... 

without Lincoln -Hastings -Kearney 
Check retail sales. 
Check the top station dominance, 
total survey area*; 
Sign-on/sign-off share of homes is 
53%. Prime time (adults 18-49) is 49%. 
Late news share (adults 18-49) is 76%. 
Early fringe (women 18-49) 56% share. 
Check with Avery-Knodel. 

`Source: Arbitron Feb. '76. 
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WICTO KALAMAZOO BATTLE CREEK WK. WRANO RAP IDS. KALAMAZOO 
KZE IFMI CADILLAC 

'LIMN/MOH 
IMAM TVVGRAND RAPIDS KALAMAZOO 
WWTV/VCiwDOIP 

TVC SAÚLE STE MARIE ' 
EOLN TV ! LINCOLN, NE BRASKA 

EGIN.TV GRANO ISLAND. NCR, 
RMEG.TV 5,00, CITY, IOWA 

NEBRSILA 

KOLNTY 
KGINTv * 

KaLN-TV/KGIN-TV 
Chan.el lG Z A CBS Affiliate Channel 11 

LINCOLN, NEBRASKA / GRAND ISLAND, NEBRASKA 
1500 FT. TOWER 1069 FT. TOWER 

Avery-Knodel Television National Representatives 

The buy is scatter in primetime. No day- 
time. These are women who are out -going, 
out of home a good deal, many of them 
working woolen. 

In view of the strategy on Preference. 
Nixon finds it interesting that P&G. which 
has been the big user of daytime. has made 
a declaration recently of shifting more into 
nighttime tv to reach working women. He 
also finds this a problem in that the more 
attractive primetime is to competitors the 
higher the costs in that time segment will 
become. 

We asked Nixon what L'Oreal is doing 
about increasing tv costs. 

"We're trying to get our agency to buy 
better." he said. "Some people buy better 
than others. We work with them and 
cooperate in every way we can think of. 
We've made it possible. for example, for 
them to commit earlier on next year's 
buys.'' 

MEDIA DECISIONS asked whether the tight 
situation in tv had caused L'Oréal to con- 
sider moving some of its tv money into 
print. 

"Not yet. We decide on media on a 
brand -by -brand. market -by -market basis. 
When a particular strategy calls for the use 
of magazines, we use magazines. We use 
tv and magazines for different reasons." 
Nixon said. 

"To reach an appreciable noise level in 
tv requires rather large dollars. Tv does not 
target crisply as do the magazines. It's not 
as selective. But tv has other advantages 
that we want for Preference. It's the 
medium used by our competition. And by 
going where the competition is. we can tell 
the same people about the competitive edge 
which our brand possesses." 

Clairol is the strongest competitor. It has 
the biggest brand. and is at a lower price 
level than Preference. The agency for 
Preference, McCann-Erickson. keeps close 
tabs on what the competition is doing and 
keeps Nixon and Caste constantly in- 
formed. 

''Our principal use of magazines.' 
Nixon continued. "is for the L'Oreal color 
cosmetics business and the Lancóme skin 
care and makeup." 

"The traditions in that business have 
been set by Revlon, and they have been 
heavy in magazines from the beginning. 

"One of the problems in any medium is 
that, if you're not going to have an effort at 

certain levels. there is a serious question as 
to whether you can properly use the 
medium. 

"There's also the question of getting 
good color. When you're selling cosmet- 
ics, you're selling color. Reproduction is 
very important and becoming increasingly 
more difficult. 

Jean Caste added the comment. "In 
110 
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the more 
she needs 

Woman's Day. 

She's an active woman. From being a pediatrician to 
being with her family, she aims at getting things done. And 
the magazine that best helps her do it is Woman's Day. 
That's why she depends on Woman's Day, every day. 

When a Woman's Day reader sees something 
she likes, chances are sne'll buy it. Because over half of 
our 18,427,000 readers are working women. In fact, more 
women earning personal incomes of S10,000 and 
over read Woman's Day than any other woman's 
magazine. So put your money where the money is ...in 
the active woman's market. Advertise in Woman's Day. 

Depend on the magazine 
she depends on. 



terms of reproduction, we are not really the 
Number one country here. In Europe the 

quality of the paper and of the printing is 

much, much better. 
"We have not yet established that we 

want to compete with Revlon. Not yet. But 
when we decided to launch a color cosmet- 
ic nationally, we had to consider what Re- 
vlon was doing." 

The magazines used include Vogue and 
larger circulation books like Cosmopolitan, 
Good Housekeeping, Ladies' Home Jour- 
nal, McCall's, Woman's Day, Glamour, 
Family Circle, and many others. 

The relationships with the department 
stores through which Lancóme is sold is 

also a factor in the national media used. 
Co-op newspaper advertising is an im- 
portant extra. So is point -of -purchase dis- 
play. And with the latter, displays repro- 
ducing the art and copy in magazine ads is 

used extensively. Lancóme supplies dem- 
onstrators in stores, and a package of ad- 
vertising for store use goes along with 
them. 

"Part of the rationale for magazines in 
color cosmetics is that a very important as- 

pect of that business is retailing and pro- 
motion and display at the point of pur- 
chase." Jean said. "With print you can re- 
late to that tradition of the industry. We can 

get displays used in drug outlets also. With 
the launching of Aqualia face cream, dis- 
play will also be very important. 

"We believe in being realistic. We want 
to be strong somewhere. We cannot be 

strong everywhere. You have to choose 
someplace. We might be in a position to be 
strong in more than one medium one day, 
but it is not our intent right now." 

MEDIA DECISIONS asked Jean Caste what 
they would do next. 

"We are going to try to apply our theory 
to several more product categories," he 
said. "We will pick good potential markets 
and put into that market a product with 
an advantage that can be demonstrated. 

"We'll tackle each market on its own. 
"Right now it's the skin care market, 

which is very big. Aqualia is a new entry. 
a brand new product. It's been sold in other 
countries for three years. It's been tested, 
and doesn't need a market test here. 

"In contrast to Lancóme, which is dis- 
tributed through a few hundred department 
stores, Aqualia will be mass distributed 
through 30,000 stores. It will he supported 
by a tv budget second only to Preference 
among L'Oréal products. 

"The first commercial is geared to get- 
ting attention. The learning process will be 
step by step from there. Our first flight is a 

Hello. Then later, we will have a lot of 
things to say." 

MEDIA DECISIONS still had two questions 
to ask. One was: Why two agencies? 

"Each division is an entirely different 
job in itself. We tend to adopt a very strong 
identity for each of them. We take a totally 
unique approach in each case, seek a 

unique image. So we use separate teams at 

Cosmair and two agencies." 
The other question: What problems, if 

any. do you have with media? 
"The biggest problem is escalating tv 

cost. If prices keep going up, small com- 
panies are going to be precluded from it. 

"Second, clutter is a problem to us in all 
media. We find our ads too close to com- 
petition and buried in too much other ad- 

vertising of all kinds. Last night on a sta- 

tion break, six products were advertised in 
90 seconds. One of them was ours. It is a 

kind of miracle that you can make an im- 
pression in that environment. 

"Finally, color continues to be a worry. 
We don't know how good the color is that 
we are getting on tv. There is no monitor- 
ing capability for quality of color or sound 
level. We know there is wide variation that 
can't be accounted for. We also have color 
problems in magazines, even though our 
buys are all for national editions." 

NUMBER ONE DOES IT! 

The Evening Bulletin 
covers 64% 

When you buy the Number One newspaper in the 
Philadelphia market, you can see the other two 
papers add very little extra. The Bulletin is 
Number One in home delivery ... in up -scale 
readers ... in lowest unduplicated CPM. 

Of all adult readers of Philadelphia newspapers... 

THE BULLETIN COVERS 
THE PHILADELPHIA MARKET 

PÍro. t 

The Morning Inquirer 
adds 26% 

0% 

The Daily News adds 
only 10% 

Source: Belden 1974.75. 
Member Million Market Newspapers. Inc. 
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to zero in on your market 
with a National Yellow Pages program 

based on hard demographic data. 
Now the National Yellow Pages 
Service Association publishes 
a wealth of demographic data 
that will help you plan 
client programs for greater 
effectiveness. Covering the 
top 130 markets, this updated 
service allows you to target 
your Yellow Pages coverage 
to your product marketing 
and sales objectives. 

In addition to population 
data, "National Directory 
Advertising Market" includes 
households, income per 
household, percent of home- 
owners and total retail 
sales. It also includes data 
that is especially useful for 

industrial advertisers: 
number of manufacturing 
companies, number of 
employees in manufacturing 
and value added by 
manufacture. 

It makes sense to include a 
National Yellow Pages program 
as part of your regular media 
mix. It's the only sure way 
to guarantee that your client 
has the last word at the 
critical moment of decision, 
after the prospect has 
decided to buy. A National 
Yellow Pages program. It's 
a lot easier than you think 
with... 

NATIONAL YELLOW PAGES 
SERVICE ASSOCIATION 



f 
L 

u 

,o 4 .. 

ti 

/ 

a 

-.= 

"Just keep 
your ears open. 
A lot of good ideas 
will find 
their way into 
your head:' 
C. William Verity, Jr. 
Chairman, Armco Steel Corporation 



Steel doesn't readily come to mind 
when the conversation gets 
around to innovation in indus- 
try. Yet, starting with the first 
integrated mill in 1901, Armco 
Steel has developed more new 
products and processes than any 
one else. So many, in fact, that 
every major steel company in the 
world has licensing arrangements 
with Armco. 

For Armco Chairman Bill Verity, 
this record of creativity and inno- 
vation is a source of pride. But with 
a modesty that is typical of many 
Board Chairmen, Bill says: "I don't 
think many of us are individually 
very creative, and I don't pretend to 
be. But what we are really good at 
is listening." 
At Armco, listening 
comes easily. 

Unlike the other steel giants who 
are clustered around Pittsburgh 
and Chicago, Armco is headquar- 
tered in a small community, 
Middletown, Ohio. "Because of 
this," says Bill Verity, "everyone 
at Armco talks to everyone else. 
The research people, the sales 
people, the operating people. And a 
lot of us learn simply by keeping 
our ears open and sharing each 
other's brainpower." 

What Armco heard helped 
put the world on wheels. 

Joe Mazel, Editor -in -Chief of 33 
Metal Producing, which devoted an 
entire issue to Armco, attests to the 
power of positive listening. "Back 
in 1922, Armco developed the con- 
tinuous rolling of steel and made 
the automobile era possible. Until 
then, you had to make steel a sheet 
at a time. But one of the Armco 
people had worked in a paper mill, 
where continuous rolling had 
already been achieved. So they 
applied the same techniques 
and learned how to continuously 
roll steel." 

"Through the years, they have 
developed many other new processes 
and products. Continuous coating. 
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The taconite process. Literally 
hundreds of various types of stain- 
less steels. Today, the company is 
into such non -steel areas as 
plastics, composite materials and a 
number of consumer and industrial 
products." 

The first steel company 
to build managers. 

Years ago, Armco realized that 
product and process development 
was not enough. So, they began an 
innovative program to develop 
managerial expertise as well. 

Bill Verity explains: "We were 
among the first to teach manage- 
ment visually. We created a series 
of movies about all the processes of 
management, built teaching lessons 
around them, and literally taught 
more than 9,000 of our people how 
to manage." 

The first steel company 
to manage by objectives. 

Under Bill Verity, Armco also 
instituted a management by objec- 
tives program. Each manager helps 
set his own goals, is responsible for 
achieving them, and shares in the 
rewards if he is successful. Along 
with this, Armco established a dual 
progression system for advance- 
ment. A scientist whose strength 

lies in research doesn't have to 
become an administrator to get 
ahead. "This," according to Joe 

Mazel, "helps keep the Peter 
Principle down to a minimum 
at Armco." 

" The first magazine dedicated 
to metal producing. 

Innovation knows no boundaries. 
In publishing, 33 Metal Producing 
was the first publication devoted to 

the people inside the mill, the 
operators. And it was first with 
in-depth studies of steel compa- 

nies like the issue on Armco. 
And first with in-depth reports on 
important new developments in 
steel -making such as computer 
technology. 

33 Metal Producing is just one of 
38 McGraw-Hill magazines that, in 
their own way, bring a fresh, criti- 
cal and objective viewpoint to the 
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Joe Mazel, Editor -in -Chief, 33 Metal Producing. 

industries and professions they 
serve. Is it any wonder that smart 
advertisers ask first about our mag- 
azines in the field. McGraw-Hill 
Publications Company, 1221 Avenue 
of the Americas, New York, 
N.Y. 10020. 

McGraw-Hill Magazines 
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We knew Bill Verity when 
managing steel by objectives 

was still an idea. 



SPEAK SPANISH (from 71) 

IN MIMI 
FOR 
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18 +and 
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Monday -Sunday -6:00 A.M.-Mid. 

ARBITRON RADIO 
October -November, 1976 

Serving 550,000 
Spanish-speaking 

persons in So. Fla. with 
Quality Spanish Radio 

Programming 24 Hours 
a Day. Your Number 1 

Buy in Miami. 
Represented Nationally 
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Audience Data Quoted Herein Is Subject to the Same 
Limitations As Published by The Research Company. 

follows the McDonald theme with a twist. 
In the Spanish version of tv and radio 
commericals, the parents dominate the 

children: and the theme song ''\Ve do it all 
for you" is translated to ''What matters is 

you.'' 
For Coca -cola. Conill avoids a literal 

translation of "Coke adds life." which 
would wind up as an obscenity in Spanish. 
It becomes "Coke adds that little extra." 

"\ e can't do our broadcast buying on a 

numbers basis." Ms. Kahn added. "Audi- 
ence research doesn't adequately mea- 
sure the audience. So we take the audi- 
ence reports as just rough indicators. 

"You have to have a knowledge of the 
programs. We keep an eye on the ratings of 
the soap operas in Mexico. Then we have a 

fair idea of how they will do among the 

Spanish in the United States." 
Broadcast ratings problem 

Allen Klein. who operates a marketing 
and consulting service in Los Angeles that 
is focused on the Spanish market. says the 

broadcast ratings for Spanish audience are 

a problem in L.A. as well as elsewhere. He 

should know because he's a veteran of the 
Pulse organization, for whom he worked in 

New York and L.A. in the 1960's, and was 

also in sales for Davis Broadcasting. He 
has been consulting in Los Angeles for two 
years. 

Klein says flatly: "I don't believe you 
can use the normal rating sources to mea- 
sure audiences to Spanish radio or tv. 
There is only one way for a national adver- 
tiser to determine the value of various 
Spanish stations: get a list of the advertisers 
who have been on with consistency from 
three to five years. He will find that most of 
them are retailers. 

"The retailer is probably the most astute 
adman in the country. and it's about time 
we looked at his media selections. He leads 

the way." 
Klein's favorite medium in Los Angeles 

is radio because of the high mobility of the 
market. "Radio is strongest in the day- 
time." he says, "and television might get 
the preference at night." 

Klein also bewails the lack of believable 
total market counts for Spanish -language 
people. "The size of the audience in L.A. 
is open to the wildest guessing." he says. 
"If you call the Census Bureau for a count, 
they'll give you any number you want. 

"According to the 1970 Census of Los 
Angeles and Orange Counties, there were 

an estimated 1.5 million Spanish in the two 
counties. Today the figure is 'estimated' at 

about 2 million. In addition, the Depart- 
ment of Immigration says there are at least 

675.000 illegals in the L.A. market. The 
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"Even when we Latinos are comfortable with 
English, we listen to Spanish radio for the 
music if not so much for the language." 
Eduardo Bermudez, Bermudez & Asso- 
ciates, Los Angeles. 

news media suggest the figure may be as 

high as I .3 million illegals in L.A. It is im- 
possible to agree on the potential of Latinos 
in this market. much less the audience to 
media.'' 
Media to match bodega marketing 

Mike Psaltis. vice president of Adelante. 
New York. points to unique differences in 

retailing in Spanish neighborhoods. He 

says that grocery and personal care item 
shopping by the Spanish population is 

about evenly divided between supermar- 
kets and bodegas. the small neighborhood 
stores where you may find only Spanish 
being spoken. 

Psaltis describes the bodega as "the 
proving ground for brands," whether sold 
in supers or not. It's a neighborhood in- 
stitution that provides such services as 

check cashing, credit extensions. loans, the 
translation of documents into English and 
vice versa, phone calls of a legal nature in 

English for Spanish customers who can't 
use the phone in English on their own. 

"The bodega is not more than two 
brands deep in many items," Psaltis says. 
"so there is keen competition for shelf 
space. This will increase as more marketers 
become conscious of the key spot these 
stores occupy in New York and other mar- 
kets. The owners of the bodegas expect the 
products on their shelves to he pre -sold. 
and are aware of the power of advertising 
that is Spanish -oriented." 

Partly for this reason, he is a strong ad- 
vocate of radio as base medium for Spanish 
market campaigns in greater New York. 
"The Spanish audience listens to radio 
150% more than the Anglo audience.'' he 

says. "And don't forget: the bodega owner 
is a Spanish -language radio listener-often 
right in his store. 
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For its 
-erchandising 

value and high 
visibility... 

we cho Outdoor." 

Prior to 1976, Valvo- 
line,one of the nation'sfast- 
est selling motor oils, had 
confined its use of Outdoor 
to an annual 10 -day show- 
ing in Indianapolis tied to 
the "Indy 500". 

Based on this suc- 
cess, and in response to 
salesmen's requests for a 
highly visible "merchan- 
disable medium", Valvo- 
line created two Outdoor 
designs for its 19 top mark- 
ets in the summer of 1976. 

. Vvl 
MOTOR OIL 

Len Manley, Manager 
Advertising & Sales Promotion 

Valvoline Oil Company, 
Division of Ashland Oil, Inc. 

Before America 
Had Cars, It Had 
Valvolíne.r.. 

il 
Valvoline 
Motor 01l 
Sale...now 

According to Len Manley, Valvoline's advertis- 
ing and sales promotion manager, "Outdoor would 
help to increase brand awareness by its ability to de- 
liver our target audience (men aged 18 to 49) at very 
reasonable cost efficiencies." 

Outdoor delivered Valvoline's target audience, 
and it also helped the salesmen achieve their mer- 
chandising objectives. Mr. Manley went on tc say, 

"Outdoor provided us with 
the flexibility of locating our 
boards near some of our 
major volume accounts as 
well as providing brand vis- 
ibility in high -traffic areas. 
Outdoor virtually merch- 
andised itself to our 
customers" 

What about the com- 
pany's plans for this sum- 
mer? "In 1977 Valvoline 
will more than double its 
Outdoor usage, going from 
19 markets to 45 of 

Valvoline's top markets; Mr. Manley reported. 
Clearly, as advertisers demand more from tight 

budgets, they're re -discovering the powerof Outdoor. 
If you would like to have additional evidence of how 
Outdoor can help sell and merchandise yourproduct 
or service, just contact us at the Institute of Outdoor 
Advertising, 485 Lexington Avenue, New York, N.Y. 

10017. Telephone (212) 986-5920. 

Outdoor. - 
Institute of Outdoor Advertising 



"The common bond among the Spanish 
is their language. Even when they become 
bilingual, they tend to speak Spanish at 

home. A second factor is the music, the 

Latin beat, even among those who are pret- 
ty well Anglocized.'' 

Arbitron's study of four radio markets 
(Los Angeles. Miami. New York. San An- 
tonio) showed that Spanish women spent 

55% of their listening time with Spanish - 
formatted radio stations. The men a slightly 
lower percentage - 42% of their listening 
time. The second most popular format 
among Spanish audiences was contempor- 
ary music (25%); the third was Black 
(6.2%): the fourth was beautiful music 
(5.5%). 

At Adelante, tv is the second medium. 
"Budget is a major consideration for 
choosing radio." Psaltis admits. "We 
don't use tv as much as we did in the past, 

dealing as we do with limited budgets. The 

Spanish market doesn't get as much atten- 
tion from brand managers as it should. Un- 
fortunately, you might say that tv is as sec- 

ondary to us as the Spanish market is to 
some brand managers." 

Psaltis points out that people of Puerto 
Rican descent dominate the greater New 
York Spanish community. but that there 
are many Spanish -speakers in the area 
whose roots are elsewhere. 

The top 
Advertising Agencies 
in the world 
rely on 

ERNESTO 'CERVERA. 
when it comes Ito 

SPANISH LANGUAGE- 
Corisultation. Copy. 
Radio & TV commercials. 
Jingles. Talent. 

It's like having their 
own Spanish language 
department but without, 
the overhead. 

Try it. It can save your 
agency a lot of headaches. 
Perhaps embarrassment. 
Certainly a lotof money. 

ERNESTO CERVERA 
Cervera International 
1666 N. McCadden Place 
Hollywood, Calif. 90028 

12131 464-2346. 

He estimates the greater New York 
Spanish population at 2 to 2.5 million 
-about 12% of the I8 -county metro popu- 
lation. The five boroughs of New York 
City contain about I .9 million. at least 75% 

of the whole. Demographics on that audi- 

ence are sketchy. but Psaltis quotes the fol- 
lowing: 60% of heads of Spanish house- 
holds are under age 45 compared to total 
U.S. average of 46% and only 35% of the 

Spanish women work compared to an aver- 
age of 47% for women in the total U.S. 

Psaltis finds that newspapers can also 
work exceptionally well for some products. 
An idiosyncrasy of the Spanish market, he 

says. is that cents -off coupons are less ef- 
fective here than elsewhere: "They are 

thought of as a sign of economic inade- 
quacy. An Hispano never economizes on 

his stomach. 

"The pattern in newspapers is one of a 

large number of small neighborhood pa- 

pers. They're hard to find. You have to get 

right down to street level to locate them. 
But the effect of national advertising in 

these small papers is overwhelming. 
"Outdoor and transit vary in value with 

the weather. The Spanish population is 

mobile via public transportation. Not many 
Hispanos in New York own cars. The winter 
is best for transit. With warmer weather we 

move outside to three -sheet posters and 
mini -billboards. In transit, when we can. 
we buy space on a bus line serving a 

Spanish-speaking neighborhood. Outdoor 
is a vastly underrated medium for reaching 
into the Spanish market." 

Psaltis is also an advocate of promo- 
tional efforts to stretch the amount of 
attention the limited dollars devoted to 
Spanish markets will buy. 
Print -oriented Cubans 

Migdalia Santana, media director of 
SAMS, DeGarnio Advertising's Spanish 
Advertising and Marketing Service. New 
York, finds an interesting difference be- 

tween the New York and Miami Spanish - 
language markets. She finds that the Cuban 
population in Florida is more print - 

oriented. "With the Cuban market. if you 
can, you go into print." she says. "Those 
people are more heavy into reading than the 
Puerto Rican audience in New York. 

"The Spanish magazines that exist are 

primarily directed at women. Important 
print vehicles include Vanidades. Replica. 
a Spanish edition of Cosmopolitan. Tenias. 
Buenhogar. For Mazola. for example. we 
use Vanidades and Replica in Miami. New 
York and New Jersey areas. For Kent we 
use the Spanish editions of Cosmopolitan 
monthly. 26 insertions in Vanidades. 
Tenias monthly. Buenhogar. Kent prefers 
back covers, outside and inside. All ads are 

full pages." 
Ms. Santana also uses tv on almost all 

accounts. "There are many aspects of a 

product that can be shown more simply 
than they can be explained." she says. 

"With tv consumers can view changes in a 

product or package: they can see the name. 

"Radio is important as a reinforcer of 
the themes used in Iv. and is often used in 

combination with tv. Dayparts depend on 
who we are after. If it's housewives, from 
10 a.m. to 3 p.m. are the time segments." 

SAMS does the media planning for 
Spanish language advertising of Bufferin, 
Bulova. Banco de Ponce. Colgate. Mazola. 
Kotex- Libby, Lorillard. The buys are exe- 
cuted by Media Corp. of America. The 
creative is re -done by SAMS. using Latino 
appearing models. -The audience can tell 
if a commercial is dubbed.' Ms. Santana 
says. 

Perhaps the one conclusion that can be 

drawn from this run-down of how Spanish - 
language specialists attack their market in 

the U.S. is that they treat it carefully in 

terms of its common language and common 
Latino heritage. No one medium seems to 

stand out as the only vehicle through which 
to reach this growing segment of the U.S. 
market. Rather a media mix appears to be 

the answer. with emphasis on certain media 
for one or another product or in one or 
another part of the diverse Spanish con- 
centrations across the country. 

The Greater Miami Latin Market is... 
. 512,300 SPANISH -SPEAKING PEOPLE WITH A BUYING POWER OF $1.4 BILLION. 

The Greater Miami Latin Market is... 

DIARIO LAS AMERICAS 
The Spanish -language Daily Newspaper 
24th YEAR OF CONTINUOUS DAILY PUBLICATION 

A TOTAL PAID CIRCULATION NEWSPAPER. 
PUBLISHED OFFSET, TUESDAY THROUGH SUNDAY.. 

For additional Information contact: 
Advertising Department 
DIARIO LAS AMERICAS 

2900 N.W. 39th Street 
Miami, Florida 33142 

Telephone: (305) 633-3341 
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Used first by Alcoholic Beverage Advertisers, too. 
The whole idea behind 

toasting the town is to get as 
many glasses raised on high as 
possible. That's why liquor 
advertisers chose the Philly 
Combo most in 1976 ... it ran 
26% more full -run linage than 
the other daily paper. Beer 
advertisers used their heads, 

ThePhillyCombo. 

too. They bought 21% more linage! Wine 
advertisers favored the Combo by 
126%! The reasoning for this goes 

'vvvvv at 
ftjJ 

down very easy. h-""","-4,...._. " " Every week the 

gülTQ>t 
Philly Combo 

reaches the Phil- 
f ='` adelphia Majority 'h with a circula- 

tion that's 22% greater than that of any 
other daily in the area. You reach more 
people more often. At a lower CPM, 
too. What? You say you'll drink to that! 

You can get the most use out of 
your media dollars by buying the 
Philadelphia papers that get used the 
most. The Philly Combo. 

i It's the buy that buys Philadelphia. 
Sources: 

Advertising - Media Records, 1976, lull -run. 
Circulation - ABC Publishers' Statements for 
6 months ending 9/30/76, subject to audit. 



Is the Spanish market ready for an En- 
glish language publication? 

Daniel Lopez. the progenitor of Nues- 
tro. believes that it is. Lopez based his 
monthly magazine. which first came off the 
presses in March on the notion that second 
and third generation Lationos are eager to 
follow their cultural tradition in an English 
language format. 

The Nuestro position is that "this seg- 
ment of the Latino population is unnerved 

because magazines neither give sufficient 
coverage of news from a Latino viewpoint, 
nor do they treate events. people or issues 
that are newsworthy primarily to Latinos." 
Lopez said. 

"Nuestro contends that Latinos are 
reachable today to a greater extent than 
marketers realize. Most strategies to reach 
the Latino market are regionally oriented 
and assume that the message must he 

communicated only in Spanish. Nuestro 
believes these strategies are limiting. 

"Latinos are 76% bilingual and basi- 
cally functionally literate in English. Nues- 
tro found in its national survey that the 
largely bilingual Latino market preferred to 
listen to Spanish radio and to a lesser extent 

watch Spanish tv and read Spanish news- 
papers. hut that reading was done predom- 
inantly in English." Lope7 explained. 

"Furthermore, recent studies available 
to us (The Harper College Study) show that 
the trend is to favor English language tv. 
Nuestro contends that all advertised buying 
signals in the Spanish media should be re- 

inforced. augmented and maximized by 
specitically targeting the Spanish-speaking 
English -reading segment through national 
ad\ertising on tv and the English language 
Latino oriented print vehicles.'' Lopez 
added. 

The trend for English language vehicles 
directed to communities of ethnic 
minorities started last fall as I -AM (Italian 
American) hit the newsstands, to be 
quickly followed by a competitor. Identity. 

Nuestro's publishing premise is a 12.4% 
return on a subscription mail -out. The av- 
erage return is only 2% to 3%/c. That promp- 
ted an initial press run of 180.000 copies. 
The readers may well he there. The ques- 
tion is: will well -healed advertisers who 
give the Spanish market scant attention 
discover the possible value of Nuestro? 

Liquor and cigarette advertisers, always 

to 

Daniel Lopez 

on the prowl for new vehicles, have been 

quick to take full pages. as have producers 
of phonograph records for the Spanish 
market. 

Other national consumer product adver- 
tisers may need to he convinced further of 
the logic of an English language publica- 
tion aimed directly at the Spanish market. 

He speaks our language. 
Most Latins can speak 

and read English. But they 
prefer Spanish. That's one 
reason that The Miami 
Herald publishes a daily 
and Sunday newspaper in 
Spanish. 

Miami is not only bi- 
lingual but bi-cultural. 
English doesn't say the 
same thing to Latins that 
Spanish does. 

Latins celebrate the 
"4th of July" on May 20th. 
And they have their own 
spectacular post -Orange 
Bowl parade of the Wisemen 
on Epiphany Sunday in 
"little Havana." 

Latin teenagers like salsa, 
paella and sangria...but they 
also like rock music, hot dogs 

L 
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and cola. Latin women buy 
the latest fashion and Latin 
men like big American cars. 
In fact, Latins like everything 
that Anglos like but they 
prefer their cafe cubano. 

El Miami Herald has 
won over the billion dollar 
Latin market in Miami by 
speaking their language and 

recognizing a different 
lifestyle. Circulation has 

doubled in its first year of 
publication. El Herald 
now reaches more than 
100,000 Latin adults daily 
and Sunday. 

To sell Latins, say it in 
Spanish. We'll provide trans- 
lations that capture the Latin 
idiom at no charge to 
advertisers. 

So it makes sense for us to speak his. 
The Miami Herald/E1 Miami Herald en español 

Represented nationally by Knight-Ridder Newspaper Sales, Inc. 
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' "" Media One -Day Media School Pre -Registration Fcrm 

School n Telmar Communications Corporation ® 90 Park Avenue. New York: N.Y 10016 (212) 949-4640 11 
TELMAR 

Registration fee: First student $195: each r: I am interesting in sending per- 
additional student S165. sons to the One -Day Media School. 

I am interested in attending the One- Please let me know when the next 
Day Media School scheduled to be regularly -scheduled session will be 
held in (City) _ _on held in a city near me. 
(Date) _ _ 

_ 
_ . Please send me a My organization would like to hold 

registration form. a private One -Day Media School 
O I am interested in attending a One -Day session. 

Media School. Please let me know For employees( ) For non -employees( ) 

when the next regularly -scheduled Desired Date __ - _ 

session will be held in a city near me. Desired City 
Approximate Number Attending _ 

Please send me the One -Day Media Please contact me so we can discuss the 
School Bulletin particulars. 

Name _ _ - _- 
Title - --- 
Company _ _ _ 

Address 

City _ _ State Zip _ _ 

Phone -_- --- -- - 

Why is this ad upside down, with the 
coupon up here and the headline 
down there? 

We made it that way to 
dramatize how the courses offered 
by The Media School are turning 
traditional ideas of media education 
upside down! 

For example, take our One -Day 
Media School. It's no ordinary work- 
shop or seminar. Material is clearly 
organized...instructors are highly 
qualified...and attendance is strictly 
limited, so you can really learn! 

The Telmar Media School could 
be the most profitable day you've 
ever spent. You'll come away with a 

firmer grasp of basic media concepts 
than you've ever had before. 

And as though that weren't 
enough, you'll also learn how to man- 
age the computer -assisted media 
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planning techniques that are so 
essential for successful advertising 
today. 

At .the Telmar One -Day School 
you'll experience exciting videotape 
and slide -sound learning sessions 
with crisp graphics, live professional 
instruction, and hands-on problem - 
solving with media computers. 

There's never been anything like 
the One -Day Media School. In fact, 
Media Decisions magazine-long a 

champion of media education-was 
so impressed, they asked to co- 
sponsor the program. 

In just its first six months, 66 
companies have sent students to the 
One -Day School. We've had agency 
presidents; account people and 
media people; ad managers and 
brand managers; publishers, broad- 
cast executives, and media salesmen. 
About half our students have been 
men, half women-and they've all 
learned something they can use. 

Three One -Day Schools have al- 
ready been held in 1977-in New 
York, Chicago, and Detroit. Five more 
are scheduled. Because we insist on 
keeping each one small, classes are 
filling up fast. 

Right now, pick the session 

w' at a -'i 
a day 

closest to you and send us the coupon 
to pre -register for it. That way you 
can reserve your place now-and 
confirm your reservation and pay the 
fee later. 

Want more information? Ask for 
our One -Day Media School Bulletin. 
But do it today. Here are the remain- 
ing 1977 sessions: 

St. Louis May 10 
New York May 18 
San Francisco June 22 
Dallas October 13 
Los Angeles November 16 
Telmar's One -Day Media 

School. It's one day that really can 
make a difference. 
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Two Guys From 
Reynolds 
Continued from page 61 
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Thomas E. Sandefur Jr. (left) 
director Advertising & brand 
management, Reynolds Tobac- 
co, is responsible for advertising 
of these brands: 
Winstons 
Salems 
Camels 
Vantage 
Dorals 
Tempos 
MOREs 
and other tobacco products. 

Richard A. Mier (right) 
vice president brand operations, 
RJR Foods, is responsible for 
advertising of these brands: 

Hawaiian Punch drinks 
Chun King 
Patio Mexican Foods 
Vermont Maid Syrup 
My -T -Fine 
College Inn chicken and 
tomato prods. 
Brer Rabbit Molasses 
Davis Baking Powder 

Sandefur: Right. A food product in- 
troduction would probably want to get 
there fast with daytime tv. Then you target 
in on your market with women's magazines 
or use consumer trial incentives in news- 
papers. It makes sense anyway. because 
the top dollars in an all -broadcast budget 
are simply piling up frequency against that 
highest -viewing quintile. 
Mier: Tell us how you target a specific 
brand demographically in print? 
Sandefur: Take Now cigarettes. They 
appeal to( I ) females. (2) older women. (3) 
women living in major metropolitan areas. 
We use magazines with big -city concentra- 
tion. Women's magazines; city magazines. 

When we introduced Salem Lights we 

made a mistake. Thought it would he for 
older females. Pleasant surprise - younger 
women and younger men were buying. 
Also the black market, which Kool, our 
major menthol competitor had owned. So 

we went hack and retargeted. 

Mier: How do you build a translatable 
test market program, since you have geo- 
graphic restraints? 
Sandefur: For that we wouldn't use 
magazines. Primarily newspapers and 
out -of -home. We don't do the test market- 
ing that we did in the past when we could 
translate a test spot into a projeetable net- 
work expectation. 
Mier: Am I right that you've been going 
in for more promotion and less media? 
Sandefur: Yes. and it's continuing. 
We're going in more for consumer incen- 
tives. Sampling, in-store promotions. 
coupon discounts, et cetera. 
Mier: Now that you've learned demo- 
graphic targeting, do you think you could 
target on tv, if they let you hack again? 
Sandefur: I don't think tv is as sophis- 
ticated in demographic targeting as print is. 
Yes, you can get a demographic break on a 

show. but that and a quid will buy you a 

cup of coffee. 

Mier: I agree. You've got that black box 
that gives you total viewing opportunity 
time and you get breaks just by age and 
sex. and that's not enough. What I'd like to 
see is the kind of TGI and Simmons infor- 
mation that print gives us. One important 
type of information that print alone gives us 
is product -use information. That's non- 
existent on tv. 

MEDIA DECISIONS: Have you thought of 
replacing tv ith print as an alternative? 
Mier: Not replacing it. Even though the 
inflation rate is higher on the tube than in 
print. we still can't match the tube for 
reach. immediacy. tight geographic pin- 
pointing. Over the last two decades there 
have been many tests of what the tv -print 
trade-off is. One thing we've learned from 
these tests is that print is a very good 
medium to use as a mix w ith tv. Your ad- 
vertising works better together than if you 
put all your eggs in one basket. 
MEDIA DECISIONS: Have you increased 
the print amount in your mix in recent 
years? 
Mier: Yes. And we're also using print to 
support even introductory campaigns. We 
recognize tv's weaknesses now. We can't 
measure it precisely. There are demo- 
graphic restraints. We're piling up fre- 
quency against the heaviest view-ers. While 
print isn't as intrusive, it lets us select our 
market, and with right positioning and 
copy we can get good readership in more 
depth. What this all adds up to is the use of 
both. 
MEDIA DECISIONS: What is your breakout 
today? 
Mier:About 80% of the dollars go to 
broadcast. But I see that changing. It has 
started to change and I see it continuing. 
MEDIA DECISIONS: Why? 
Mier: Because we're recognizing that we 

could be more effective in using a print -tv 
mix. The time is ripe for change. As you 
introduce a new product and after you've 
established your high-level awareness, 
you're going to get tighter numbers on who 
your market is demographically, and you'll 
want to get tighter on targeting your audi- 
ence. Then it becomes more efficient to 
shift dollars into print. 

By the way. this leads us to a close ex- 
amination of how we're spending our sus- 
taining dollars on our established brands. I 

think the right attitude is one of cynicism 
behind the number of dollars we're spend- 
ing on the tube. I think we really ought to 
ask ourselves can't this brand be sustained 
more efficiently without any loss of effec- 
tiveness by looking at print. 
MEDIA DECISIONS: Do you challenge this 
in your own shop? 
Mier: We do. By looking at the numbers. 
Then we ask ourselves the right questions. 
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Not long ago, we set out 

to make the Boston Herald 
American a brighter, livelier, 
better organized newspaper - 
a real alternative to the Globe. 

We were convinced that 
Boston was ready for a paper 
that reported both sides of the 
issues. That didn't preach. 
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That had more emphasis on 
local coverage. 

The Herald today has 
new features, new writers, new 
columnists, a whole new atti- 
tude. And we're looking better 
all the time. 

Which is probably why, 
more and more, people are 

discovering today's Herald. 
What people? 
Over 600,000 affluent 

Bostonians. (Herald readers' 
median income is $14,250 vs. 
Globe readers' median income 
of $13,937.) 

Maybe you should wake 
up to it, too. 

That's right. The Herald. Source: Belden CMS, 1975. 



Sandefur: Let's talk about the dealer. 
When we talk about push versus pull in 

cigarettes, a great deal of the push is trade 
push. not consumer promotion. With the 
proliferation of brands the dealer has trou- 
ble in accommodating them all. 
Mier: We have to deal kith the super- 
market buyers; and they're a savvy hunch. 
They know what broadcast can do to help 
introduce a new product. If we were to in- 
tnxfuce a new product without tv while our 
competitors are using tv I think we'd he at a 

disadvantage with the trade regardless of 
how much print kke were using. 

We found out last year with our new 
Hawaiian Punch drink what tv did for a 

new product. We generated $52 -million in 
retail sales, and in our business that's a big 
success. One of our services tells us 6,000 
new food store products were introduced 
since 1970. Only 96 generated retail sales 
of $5 -million or more a year. Ours ranked 
ninth among the 6.000. 

Last year about 250 new products used 
network tv. A good half were food prod- 
ucts. Gives you an idea of how much com- 
petition we had. You can't place yourself at 
a competitive disadvantage to the other 

QTY COMM 
411/ for the truck parts market. 

1 Heavy-duty parts pass through many hands before 
they're installed on a truck, tractor or trailer. The 
aftermarket is a hectic distribution and redistribution 
system where just about everyone can and does sell 
to everyone else. 

Understanding this complicated kettle of fish is 
important. But let's face it, you don't have the time. 
When buying media for the heavy-duty aftermarket, I" just use heavy-duty common sense. Buy HEAVY- 
DUTY DISTRIBUTION. The magazine that helps your 
clients sell their products to this growing multi -billion 
dollar truck parts aftermarket . 

Heavy -Duty 
Distribution': 

Winner 1976 
Jesse H. Neal 
Certificate of 
Merit for editorial 
excellence. 
Has a ten-year 
successful track 
record. 
Is BPA audited. 
Serves all 
distribution 
channels 
exclusively. 
Comes out 
monthly. 
Has a full-time 
staff. 

ryr 

A helpful, 
easy -to -understand 

brochure that 
explains the 
heavy-duty 
aftermarket 

with brief 
descriptions, 

facts and figures. 

Just write 
or call 

for your copy. 

Heavy -Duty® 
Distribution La COMMUNICATIONS. INC. 

2751 Lake Cook Rd. Deerfield, IL 60015 (312) 498-3180 

guy. The tube does provide leverage up 
front. We recognize that and so do our re- 
tailers. 
MEDIA DECISIONS: Did you use a media 
mix in that introduction? 
Mier: We did. Heavy tv up front. and 
heavy print and also direct mail to deliver 
couponing. We even delivered samples 
through the mail. 
MEDIA DECISIONS: What kind of print did 
you use? 

Mier: Women's service magazines quite 
extensively. We also used newspapers but 
not a great deal. In terms of delivering 
something to the consumer - forget the 
trade - newspapers just aren't as efficient 
a medium as we'd like. Redemption rates 
are lower. You can't select as well demo- 
graphically. 
MEDIA DECISIONS: You use nekk spaper 
coupons. don't you? 
Mier: Yes, hut they're not as efficient. 
ROP couponing isn't nearly as efficient as 

the Sunday supps. About one third the re- 
demption rate. The supps are the most 
efficient in cost per coupon redeemed: far 
more efficient than direct mail. 

We also used outdoor. Reynolds is the 
biggest outdoor advertiser in the U.S. But 
if there's any medium at all where the 
numbers aren't as definitive as we'd like, 
it's outdoor. 
Sandefur: Don't we know. We've 
come a long way. Dick, in being able to put 
a handle on the effectiveness of out -of - 
home via our okk n research. I think we 
know more about out -of -home than the 
out -of' -home people know about out -of - 
home. 

Out -of -home can give us what broadcast 
used to he able to give us: a very broad 
reach. high frequency medium. But it has 

obvious limitations. Your copy has to 
communicate selectively. It's a quick read. 
highly visible. but you can't tell a full 
brand story. You can make one copy point; 
my for more and you're dead. 

One thing we do k+ ith our cigarettes. We 
to out -of -home copy execution first. If it 
can he done in out -of -home it can he trans- 
lated to print. hut not vice versa. That's a 

good discipline for us. 

Mier: Maybe there's a value in introduc- 
ing a new product in a medium where the 

consumer doesn't expect to find you. Think 
we ought to consider out -of -home as a re- 

placement for some of our tv? 
Sandefur: I can see a distinct benefit in 
using out -of -home as a reminder to rein- 
force your tv. And by selecting on a geo- 
graphical basis you can spot your adkertis- 
ing adjacent to your best retail outlets. 
Mier: Let me put Toni on the spot with a 

question. Suppose tomorrow you became 
responsible for marketing a package prod- 
uct that's been using the tube predomi- 
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"We need class 
in a Detroit newspaper:' 

William B. Petan, Director of Creative Services, Playboy Enterprises, Chicago 

"At Playboy, when we go after newsstand sales 
in a market, we have to reach a very specific 
kind of person. Male, 18 to 34, college -educated, 
money -to -spend, upbeat -attitude -towards -life 
types. And reach as many of them as possible. 

"In Detroit, which is a good market for 
Playboy, we use the Free Press almost exclusively, 
combining it with radio to get maximum impact 
on the target group. 

"We picked the Free Press because we 'ike 
its vitality. Its morningness. The fact that it 
reaches the young business community , 
earlier. It's the class act in the Detroit - 

newspaper business. Just as 
Playboy is the class act in the 
men's magazine business. . 
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"Both the suburbs and the outlying areas 
around Detroit interest us. The Free Press 
seems to be stronger in these areas than the 
other paper. This acditional suburban reader- 
ship is very important to Playboy, and makes 
the Free Press an especially good buy. 

"When you're selling a class magazine, 
you've got to advertise in a class newspaper. 

Because we measure success by the number 
of Playboy copies sold, we know: 
we're in the right newspaper." - 
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Detroit Free -Press 
Represented by Knight-Ridder Newspaper Sales; Canada MPR. 



reach the 
leadership 
readership 

One sure way to reach business and professional leaders 
-those who influence, buy and specify-is by advertising 
in association publications. 

SNAP member publications are read by the most in- 
fluential people in the world-more than 11 million business 
and professional leaders who depend on their association pub- 
lication for reliable, unbiased news ... facts they must have 
to plan and buy wisely. More than 15,000 advertisers already 
rely on these important publications to get their advertising 
message to those who matter. 

You will like the results you'll get when you advertise in association 
publications. After all, have you ever known a business or professional 
leader who wasn't a member of an association? 

00 P 

Aren't you? 
For further information call 202/628-7668 or write 
Society of National Association Publications 
1510 H Street, N.W.. Washington, D.C. 20005 

SPRINGFIELD 
BEST TEST MARKET 
IN NEW ENGLAND 

850/0 Household Coverage 
Reach it thru... 

SPR ; ~FIELD 
NEWSPAPERS 

Largest in Massachusetts 
outside Boston! 

Newhouse Newspapers 

nantly. On the basis of your experience 
since you were thrown off tv, what 
questions would you ask? 

Sandefur: I'd start all over again. from 
the beginning. and ask where would my 
dollars be more efficient, in broadcast or in 
print. I'd weigh the abilities of both media 
and the weaknesses of both media against 
the marketing job to be done. 

I think a big mistake advertisers make is 

to fall into the trap of writing media plans 
starting with the way they did it last year. 
never going back to reevaluate. 
MEDIA DECISIONS: You're starting to 
sound like Netrstreek's current pitch: Zero 
base media planning. 
Mier: I can see going even a step beyond 
that. I can see good value in starting with a 

very elementary exercise. Tell nie. Toni, 
specifically. what questions would you 
ask? 

Sandefur: How effective is the 
medium in presenting my product? How ef- 
fective is my message via this medium? 
How cost-efficient is this medium against 
my target market? 
MEDIA DECISIONS: Your target market is 

heavy users. But you said you can trace 
heavy users only in print? 
Sandefur: Let me put it this way. Be- 
fore we put together a new product plan we 
research just what kind of people will be 
attracted to the product. We have a demo- 
graphic profile of our target user before we 
launch the product. All we need from 
media is demographics. 

Of course, in terms of massaging the 
numbers you can aim much more defini- 
tively in print. Tv's numbers aren't as pre- 
cise. 
Mier: Yet, while you may have the most 
sophisticated data to profile your prospect. 
you may be missing someone, so you need 
tv's broad reach to get to everyone. Once 
you've done that, you can start targeting iti 
on the people you want most. In about six 
months on tv I can get awareness up toward 
the nineties. I don't think I could do that 
with print. 
Sandefur: I can take a budget that may 
be three times as much as in tv, and I'd be 
looking at an awareness level of maybe 
40% in six months. 
MEDIA DECISIONS: Is there a difference 
between cigarettes and foods? Is it more 
difficult to get brand awareness in ciga- 
rettes than in foods? 
Sandefur: With many cigarettes it is. 
With a MORE cigarette you have a visible 
difference. But often it's extremely 
difficult for the consumer to position your 
product. We have to try with packaging to 
make a recognizable difference. 
Mier: We have a basic philosophy that 
we don't introduce a new product unless 
there's really something new about it. 
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San Francisco has no city limit ... 
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59% of adults under 35 
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One of our basic problems 
is planning on the basis 
of where we're coming from 

7! 

Hopefully something exclusive. If that dif- 
going to help you build product and brand 
awareness. 

I have to say that this discussion has 
been a valuable one to me particularly. You 
MEDIA DECISIONS people mentioned Zero 
Base Media Planning. I have a suggestion 
for users of the tube that we go one step 
beyond that. 

It may he more than just a good intellec- 
tual exercise to pretend for a moment that 
we were all in Tom's shoes and couldn't 
use the tube. Which medium would you put 
your dollars into and why? 

Then go back and look at television as 
part of a media mix. I think we'd all he 
smarter advertisers because of that. I have a 

feeling, Tom, that if you could go back on 
the tube today you could use your total 
media dollars more effectively than any of 
us. 

Sandefur: I can say categorically that 
we in Reynolds Tobacco have become tar 
better marketers since we were thrown off 
tv. We market better, and we wouldn't 
have done that if we had continued to fall 
into the "Well -that's -what -we -did -last - 
year -on -tv'' syndrome. We wouldn't have 
gone hack and reevaluated. Your point is 
well taken. Just assume you have to start all 
over and you start asking some real 
questions. 
Mier: One of our basic problems is plan- 
ning on the basis of where we're coming 
from. We've used tv historically and we 
used it last year. That's a problem not only 
vv ith our product managers; it's a problem 
w ith our agencies. too. 

If we assumed for just a moment that we 
couldn't use tv. we'd get clearer better 
thinking. Then if we'd go back and take a 
look at the proper use of tv together with 
the other media we'd been investigating. 
we'd get more out of our dollars. 
Sandefur: Agreed. This meeting has 
told me that perhaps there's another per- 
spective that's important. There are values 
to that Zero Base concept because you 
don't have your eye just on where you're 
coming from. That tv -less moment starts a 
load of questions flowing. What other op- 
tions are available? What trade -outs would 
you expect? Get in there and start planning 
around the use of other -than -tv media. It's 
going to boost your fundamental under- 
standing of what outdoor, print, perhaps 
radio have to offer- a better understand- 
ing than what both we and our agencies 

have right now. Then go hack and look at 
tv as part of the mix. I think we'd all end up 
as smarter planners. 
MEDIA DECISIONS: You're both in the 
Reynolds headquarters building. Is there 
much cross-fertilization of ideas between 
your groups? 
Mier: Here's an explicit example. For the 
first time RJR Foods is experimenting with 
out -of -home on one of our brands. On 
another floor of our building Tobacco has 
perhaps the country's foremost out -of - 
home expert. We've gotten a lot of benefits 
in checking with him both on copy and 
media buying. 
Sandefur: Same with us. Our food 
people are veteran couponers. We're hen- 
efitting from their experience. 

There's not only communication be- 
tween our groups; we both report to one 
executive vp, a marketing man who's re- 
sponsible for all package goods in 
Reynolds Industries. 
Mier: Tobacco has a greater depth in re- 
search than we do. We draw on that. Fun- 
damentally. although there are differences 
in products and markets, the description of 
a product manager's duties is the same in 
both groups. 

June 
Guest 
Editor 

F. William Satterwhite. guest editor 
for June. is president of Noble-Dury. 
Nashville, Tenn. After two stints in 
the Navy. the latter during the Ko- 
rean War. Bill Satterwhite moved 
into the advertising business through 
Hardey's Department store in 
Nashville. Then in 1953 he joined 
Noble-Dury and has been there ever 
since. 

In describing media planning, 
Tennessee -style in the next issue of 
Media Decisions, he will he ably as- 
sisted by William R. Stejskal, vp- 
media director of the agency. 
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If we assumed for a moment 
that we couldn't use tv, 
we'd get clearer thinking 

79 

MEDIA DECISIONS: Dick, do you use rec- 
ipes in your food ads? 

Mier: We do. Entirely in print. Mainly 
for our smaller brands, for some of which 
we don't use tv. Recipe ads get very high 
Starch scores. It doesn't take great intellect 
to see that with food advertising talking to 
the woman, recipes are a turn -on. They do 
have readership. We know that. In some of 
our products recipes play a big role. 
MEDIA DECISIONS: Is that why you're in 
print on these products, or is it because the 
smaller brands don't have the entry fee for 
tv? 

Mier: Some of these products are estab- 
lished brands. They've been around for 
years. We don't have to spend tv dollars to 
build brand awareness. Where we have a 

brand that's either leader or runner up in 
the category. if we put tv behind it we 
might expand brand share but we won't ex- 
pand the category. 
MEDIA DECISIONS: Where you have a 

smaller brand with a modest budget, is that 
better of in one medium than another? 
Mier: I think it's better off in print. 
MEDIA DECISIONS: You've been talking 
print and out -of -home as alternatives for ty. 
Are you considering radio? 
Mier: Radio is another medium where we 
don't have as much knowledge as we 
should. For the past 18 months we've been 
using radio to learn more about it. We're 
learning something that Tom learned when 
he was driven off tv. That's the importance 
of copy execution. A fundamental question 
in choosing another medium is: does our 
established copy lend itself to this medium? 
For example. our Hawaiian Punch has a 

well-known jingle. We've used radio be- 
cause it's effective for that jingle. But re- 
member, radio is a frequency medium, not 
a reach medium. 

Sandefur: Dick. to what extent do your 
agency creative people affect your media 
choices? They can come up with ideas that 
tit one medium or another. 
Mier: They do have an effect. We can't 
make media decisions in a creative vac- 
uum. We have to consider the creative 
execution as well. We did have one tv 
jingle that fitted very well into print. 
MEDIA DECISIONS: We had a food com- 
pany guest editor who complained that he 
couldn't get his agency to come up with a 

suitable radio campaign. 
Mier: He's got a problem. We have two 
very good agencies that are excellent crea- 
tive shops. 
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THE COLUMBUS DISPATCH 

nd 

Why would a proud newspaper be happy about 
being the second largest Sunday newspaper 
in the State of Ohio? Two reasons: (1) Since 
there are so many people in Cleveland, the 
Plain -Dealer is first and will be for awhile. (2) 
Since there are three cities in Ohio with million - 
plus metros, second is much better than third. 
In fact, there are 21 other Sunday newspapers 
in Ohio who'd love to be second. 

One thing puzzles us. Why are so many mar- 
keters surprised to find that we deliver more 
prospects every Sunday than any other Ohio 
paper except the P -D? After all, we've been 

1 

I 

1 

doing it for 14 years. And, not just around Ohio's 
capital. We are THE No. 1 Sunday paper in 20 
of Ohio's 88 counties. 

In about 325,000 homes every Sunday, the 
Dispatch comics keep kids of all ages amused 
...the women's section enjoys concentrated 
attention ...sports ... political wrap-up ... travel 
and entertainment.. -every one of 20 or so sec- 
tions is studied. 

Our advertisers love it, too, and not just be- 
cause of our low line rates. They have paid for 
-and benefited from-enough lines that we 
ranked 12th nationally for total Sunday adver- 
tising in Media Records' last measurement. 

Isn't that reason enough to be happy? You 
could make us happier; we could help you sell. 
Give us a call. Or, talk with Cresmer, Woodward, 
O'Mara & Ormsbee, or The Leonard Co. in 
Florida. 

COLUMBUS CITIZEN JOURNAL 
DISPATCH 
EVENING and SUNDAY MORNING 

34 S. Third St., Columbus, Ohio 43216 Phone (614) 461-5540 
Represented nationally by Cresmer, Woodward, O'Mara K Ormsbee, Inc. 

in Florida by The Leonard Co. 



l 

a 
C W C - CID C= -; viiÓ 

N o acÑWd , _ - d 0 T 
cz CI) op a 
I"'W Ó^ C 9,= r `_ y n 

% L O, C _ 7 
r~ i, - =á` 

L 3'cZá Q, 
13 

. o v, 4W +. 

<11) y 2 W y a Z z=13, 
.1.: 

t' y V c .c 

..1. .2 W Q 

L H Z f/" 
>:.' 

VWó= 
G Im 

d S 

Z a co 

i 

BLUE COLLAR (from 75) 

zines mutter under their breath that some 
advertisers neglect them in favor of vehi- 
cles with more status. There are agency 
people who agree. 

"There had been a virtual prohibition 
against these magazines by top manage- 
ment who said they'd rather not see the 
company's name in those books." said one 
ad director for a large food company. "Bur 
our product has a heavy blue collar skew, 
and each year we'd come back suggesting 
these hooks, and eventually we softened 
them up a bit.'' 

An advertiser who buys both types of 
women's magazines said. "Some of the 
blue collar magazines have problems and 
provide poor reproduction. We may be 
pulling out of them because of it. Maybe 
the consumer can't see the reproduction 
difference. but it's one of the major things 
we base our media decisions on." 

This large women's advertiser buys into 
these hooks because, `'They don't dupli- 
cate as heavily as the other women's sen- 
ice hooks. They are also very efficient 
-probably as efficient as the sen ice 
hooks, where we get good efficiencies be- 
cause we're such a large advertiser." 

As for editorial environment, there are 
advertisers who contend these magazines 
offer no editorial support for their products. 
Leon Garry, speaking for the Macfadden 
Group. says that his women's group 
magazines are moving towards becoming 
full service books this summer. and will 
include columns by renowned doctors and 
psychiatrists. But the magazines will also 
be running monthly columns from the 
Martha Movement. a Chicago -based or- 
ganization that strives to establish the dig- 
nity and value of the homemaker. As Garry 
put it, "We will make these magazines as 

good as possible within the parameter of 
one rule - 'Know Thy Reader.' 

Garry said he believes improved edito- 
rial will add more readers to Macfadden's 
20 million plus readership. and that adver- 
tisers will follow. The women's group is 

undergoing graphic redesign. to permit na- 
tional advertisers to have their own sections 
up front. The mail order ads will he rele- 
gated to the back. 

Bob Hinson of SSC&B. commented on 
the editorial of the blue collar books. say- 
ing, "Our philosophy is that it might not fit 
our standards of good journalism. but ob- 
viously, it has some value to a reader of the 
publication. So we say, 'So what? It's of 
sen ice to our customers.' 

The Dell Modem Group, in a sales 
brochure called "Profits and Prejudices'' 
approaches the subject of their magazine's 
sexy suggestiveness. "Our editors are alive 

to the stimulating effects of sex material on 
newsstand sales. Naturally they stir some 
into their editorial mix ... Ibuti romance 
stories still cling to a syndrome of sin, suf- 
fer and repent.'' 
Men's blue collar hooks 

The blue collar men's hooks resemble 
the women's. They're filled with adven- 
ture, guns and cars in the same way the 
women's talk of love and marriage. The 
men's hooks. however, don't seem to offer 
the same low cpm's the women's books do. 
Perhaps more importantly. they don't reach 
the shopper in the blue collar family. 
although they are an excellent forum for 
men's adventure products. 

Popular Publications. Inc., publishers of 
Argosy and Car, aim their sports -oriented 
magazines to the blue collar worker. ac- 
cording to William Balgley. promotion di- 
rector. 

"His income is squarely in the middle 
income market. He is free from debt. and 
he has no unfulfilled material wants." 
Balgley said, quoting front a book called 
"Blue Collar Aristocrats," by E. E. 
LeMasters. 

"We're aimed at working America." 
said Balgley. "They have a steady income, 
with a good discretionary income and se- 
curity that's backed by their unions. 
They're product oriented. buying station 
wagons. motor homes, hunting and fishing 
gear." 

As income gets higher. Balgley said, 
lifestyle remains the same. 

Although Petersen Publishing has 
magazines such as Motor Trend and Guns 
& Ammo, it does not consider its 
readership blue collar. "We aim more for a 

young enthusiast than blue collar which 
"cuts across all demographics," said Alan 
Waxenherg. Petersen's New York sales 
manager. 

Skin books may have the best access to 
the blue collar market. According to TGI, 
hustler out -indexed all other magazines in 

appealing to their "craftsman -foreman - 
category. 

Our TGI study showed that men's co- 
logne is a popular product with this group. 
Allan Ford. ad director of Faberge's Brut. 
agreed that his product has great blue collar 
appeal. But Brut has shifted its media tac- 
tics, drifting front the sports huff and Black 
sport magazines to television. Brut is 

choosing dual audience magazines and 
sports programs. 

The cologne uses sports celebrities on its 

commercials which. Ford said. the com- 
pany believes reaches the blue collar man. 

"We don't go out of our way in concen- 
trating on the blue collar market.'' said 
Ford. ''But let me put it this way. We don't 
go on programs where you'd see Mobil Oil 
or IBM spots." 
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Matinee idol? 
"One Mans Hantfor Nazis in the U.S." by Howard Blum 

He was as bad an actor as the world has ever 
known. 

Yet. incredibly he seems to be making 
a comeback. 

More dangerously, his doctrines still live 
in the persons of at least 144 alleged war 
criminals enjoying sanctuary in this permis- 
sive America. 

Tony DeVito has made a life-long crusade 
out of trying to round up that old gang of 
Adolph's. But, until recently he has encoun- 
tered untold obstacles-not the least of them 
strewn in his path by the U.S. government. 

February 13. 1977. Issue 

Parade recounts DeVito's passionate 
search-but with dispassionate editorial 
objectivity. Judgment is the province of our 
40 million readers-and Parade's editors 
respect the privilege. 

Ours is a world of wondrous things- 
from that which makes the world go wrong. 
to that which makes the world take heart. 
The tried. The true. The old. The new. They 
rub shoulders in Parade. 

Advertisers find Parade an ideal environ- 
ment for their messages, too. Give us your 
message. won't you? Dial (212) 953-7650. 

parade 
It wouldn't be Sunday without a Parade 



BUSINESS PRESS (from 78) 

Bob Edgell is strategically building a 

business publishing house that will include 
those fields with maximum stability and 
growth potential. He gloats a little about 
being "number one in business magazine 
titles," although he is far behind 
McGraw-Hill, the industry leader, in total 
revenue. 

Competition for hot properties is as stiff - or stiffer - than the fight for ad pages 
among business publishers, Edgell told us. 
He mentioned one tender offer where he 
had been outbid several -fold. 

Predictably. Edgell and other business - 
paper magnates see the trend to dominance 
by a few major publishers as a favorable 
development for the media buyer. Edgell 
acknowledged that the media buyer will 
have less hooks to pick from, after the 
weeding out of duplicating properties. But 
he contended that the newly formed pub- 
lishing giants will he in a better position to 
service the buyer in depth with information 
and support for the buy. 

Sal Marino offered the same conclusion. 
adding that small entrepreneurial pub- 
lishers could not afford the kind of media 
support an advertiser deserves. 

Others take a different view of the trend. 
They point to the number of publications. 
bought in their heyday by McGraw-Hill. 
that have since been sold off because they 
had shrunk to a shadow of their former 
selves. 

"I looked at the Modern Hospital! 
Nation School package with a mind to pur- 
chase it." one source told us. "That was 
before McGraw-Hill bought it. The man 

ho owned it then lived like a king from 
the proceeds. The whole thing was a 

license to steal; it was turning an enormous 
profit. I can't imagine what happened to 
it 

What happened to these publications and 
others like them, one McGraw-Hill source 
claimed. was that the markets shrank to 
such an extent that the publications could 
no longer function profitably in the com- 
pany's stable. 

Others blame McGraw-Hill's "enor- 
mous size." "layers of management... or 
McG-H's alleged "penchant for moving 
publishers from one magazine to another 
under the theory that a - 

manager -is -a -manger -is -a -manager.. 
Will the newly formed business publish- 

ing giants succumb to the same malaise? 
It's hard to tell. 

McGraw-Hill itself is said to have "pur- 
ified its product line' and reorganized it- 
self to the extent that its business papers are 
once again a thriving profit center in the 

company. 

Other publishing giants. like Technical, 
Fairchild, Penton/IPC have proven them- 
selves increasingly stable in good times and 
had. They have learned to weather the eco- 
nomic storms of their industries, and they 
have some talented and dedicated people at 
their helms. 

In addition, there is the possibility that 
the major business publishing houses will 
find it in their best interests. once the age of 
consolidation is over, to take a more in- 
stitutional approach to business paper 
promotion. 

These publishers have been instrumental 
in supporting the tri-partite activities of the 
Business Publication Audit, which has 
been the center for advancing circulation 
accountability in the business press for a 

number of years. Comparability in audit 
statements, one of the results of their par- 
ticipation - and a lot of hard work by ad- 
vertisers and agencies - is now changing 
the way a lot of buyers look at business pa- 
pers. 

A large share of the praise for this de- 
velopment goes to people like Tom Camp- 
bell, president of the organization, and Bert 
Peller, past Chairman. But representatives 
of the big publishing houses also deserve a 

substantial measure of the credit. 
For years McGraw-Hill. as the industry 

leader, has been the advance -guard as a 

promoter of the values of the business 
press. Others may follow its lead. although 
they will realize that the path McGraw-Hill 
took is fraught with obstacles. 

For one, selling top management on the 
value of business paper advertising - a 

task McGraw-Hill undertook practically 
singlehandedly - can he an expensive 
proposition. 

"McGraw-Hill spent millions of dollars 
and God -knows how many hours selling 
top management," one source close to the 
company indicated. 

The dollar commitment to research prov- 
ing the value of business paper advertising, 
as evidenced in the Morrell studies, the 
Laboratory of Advertising Performance, 
other ventures, was also significant. - 

\1ill McGraw-Hill continue to carry this 
torch? The Publication Company division 
is under" riling $1,000.000 in research to 
prove that industrial advertising works. But 
this amount is farmed out to the individual 
publications. hich will have a heavy 
influence over the nature of the research. 

McGraw-Hill is highly vocal in indicat- 

LL 

Publishers do not seem 
concerned about getting through 
to top management. 

77 

ing that it is not abandoning its commit- 
ment to the trade press. Harold McGraw 
ardently stressed this point in a recent pri- 
vate talk before an ABP executive seminar. 

"Even as McGraw -Hill. a fairly large 
diversified company in the communication 
field. goes abut changing some of its 
overall approaches and priorities, our busi- 
ness publications are still our top priority 
and key resource. Our prime market, which 
accounts for about 55% of our revenues, is 

business, industry, and the professions. 
"Even as we work to convince industry 

in general that we represent an integrated 
media approach to serving their informa- 
tion needs, we will be pinning our overall 
thrust heavily on the reputations of our in- 
dividual magazines and their leadership 
and impact built over the years. We don't 
expect business magazine revenue per se to 
grow as fast as some other communication 
media. And yet we still intend to base our 
information efforts on those magazines and 
to plough back in poor years as well as 

good ones into their editorial improvement. 
And, again, we believe fully in the mission 
and value of the business press and in its fu- 
ture well-being; and McGraw-Hill is in that 
field to stay.' 

An analysis of McGraw-Hill's annual 
reports reveals that the importance of busi- 
ness publications to the company has di- 
minished. In 1976 business paper revenues 
bounced back a little to 29%. which is 
ahead of the 1975 low of 27%, but a far cry 
from the 37% posted in 1969. 

Whatever the trends are for McGraw- 
Hill. other publishers and the ABP. the 
business press as a whole seems preoc- 
cupied with its newfound prosperity, the 
drive to merge and acquire, and the diver- 
sification necessary for survival. 

Asked where the initiative for broad 
promotion of the business press should 
come from. Jim Taffel, president of Tech- 
nical Publishing, one of the more profitable 
and well run industrial publishing com- 
panies, commented: 

"There are a hunch of guys in this busi- 
ness who sit around on their cans waiting 
for the association to do their job for them. 
The ABP does promotions from time to 
time. I wish they could do a lot more. But 
the hulk of criticism should he aimed at the 
individual publishers for not picking up the 
ball .'' 

They do not seem concerned with getting 
through to top management of customers to 
sell them on the value of using business 
publications. 

Yet this is just what advertisers and 
agencies alike indicate is the need of the 
business press. They tell us that, unless this 
happens, business publishers y. ill wind up 
fighting among themselves for a shrinking 
share of the advertising dollar. 
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Last year The Plain Dealer topped every 
newspaper in the Buckeye state in national 
advertising. In Cleveland -Northeast Ohio, The 
Plain Dealer led Cleveland's other metropolitan 
paper by a significant margin. Of the 7,530,511 lines 
of full -run advertising placed by national advertisers 
in Cleveland's major dailies in 1976, 4,914,843 
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er ran more 

Ohio 
paper. 
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(or 65.3%) were carried by The Plain Dealer. 
Something else we're crowing about is our audience. 
Our lead in daily paid circulation over Cleveland's 
number -two newspaper is 55,523. That's an all-time 
Plain Dealer record. Look to The Plain Dealer in 
1977. It's the medium that triggers mass -market 
sales in Cleveland- Northeast Ohio. 

The ° . ' Dealer. The newspaper that gives advertisers 
something to crow about. 

Note: linage figures were compiled from Media Records, Inc. The circulation lead figure is based on a report filed September 30. l97ó. with the Audit Bureau of Circulations. 

The Plain Dealer is represented nai ionally by Newhouse Newspapers with offices in principal cities 



Can you afford to 
Tss ¡ /11 .5,000' 

adults daily who 
read The 
Washington Star 
exclusively? 

You can't put it down 
TheWashington Star PHONE 2022)484_1600061 

Representatives: Million Market Newspapers, Inc.: Chicago, Detroit, Los Angeles, 
New York, Philadelphia, San Francisco The Leonard Co.: Miami Lenha, Hawaii 

American Publishers Rep., Ltd.: Toronto Sullivan, Sarria & Assoc: Latin and 
South America, Mexico Haves Enterprises: Europe and the Mid East. 

`Belden 1976. 



136 England - moving towards a media mix 
Simon Broadbent, media director, Leo Burnett, 
Ltd., London, explains why. But some things in 

London are not changing - like Tower Bridge 
(below). 

140 Things are looking up down -under 
Marketing and media on the move on the other 
side of the world - Australia. 

144 "Spain is Barcelona and Madrid" 
Antonio Jordan, managing director, Denis S. A. 

Madrid, gives his overview. 

148 Worldwide media budget: $49 billion 
Most recent Starch/INRA/Hooper report shows 
print still number one everywhere. 
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ENGLAND 

1 

It is generally believed that Simon Broad- 
bent, media director of Leo Burnett Ltd.. 
London. is the one man whose approval 
means life or death to new advertising re- 
search in the U.K. 

So when Broadbent came to the States 
recently to speak at an ANA Advertising 
Research Workshop, MEDIA DECISIONS sat 
down to talk with him about a question 
common to both sides of the Atlantic 
-how important is a media mix? 

"Marry of our accounts have budgets so 
small you've got to stay in one medium. 
somewhere on the order of $200.0(X) up till 
$5{)0.(X)0.'' said Broadhent. 

But Broadhent is a believer in mixing 
media. "You can make a product look big- 
ger in more than one medium. You can get 
continuity for your budget.'' as print and 
outdoor fill the spaces between tv or radio 
flights. "You can get an awful lot of effect 
for very little money." 

Tv prices have soared in England as v+ell 
as in the U.S. Broadhent thinks there is one 
primary reason for the hike in price: "They 
can get away vv ith it. The advertiser knows 
that tv has worked. and that print is not as 

effective." 
But this researcher questioned the thor- 

oughness of tv research. saying he regrets 
there has been no study of the tv view ing 
situation. 

"The tv set is like a pet dog or cat in the 
living room. You pay attention to it for a 

while, then let it sit in the comer." 

Moving towards 
a media mix 

High tv rate hikes have hit the other side of the Atlantic 
too. Simon Broadbent (left), media director of Leo 
Burnett Ltd., London, explains his preference for media 
mixes even with small budgeted clients. 

"We're experimenting with using other 
media to see what it's worth after all," 
Broadbent continued. "We know that if 
you take 20% of tv and put it into 
magazines and newspapers, you can switch 
cover and frequency among medium and 
light viewers. In England, they look at the 
data and don't do anything at all. They 
worry about exposures but they stop there 
and don't question its worth." 

According to Advertising Association 
figures published in England's Campaign. 
an advertising trade paper, total 1975 ad- 
vertising by media in England was 46% for 
newspapers. 2-1.4% for tv. 8.9% trade and 
technical. 8.2% for magazines and periodi- 
cals. 3.6% poster and transport. 2.1% di- 
rectories (such as the Yellow, Pages), 1.1% 
radio. .74 cinema. and 5.1% others. Total 
ad expenditures in 1975 amounted to £967 
or about $1.7 million. 

The television situation in Britain is. of 
course. dominated by two BBC channels. 
with a third commercial channel available 
for ITV, or Independent t, which is con- 
tracted to 13 regional owners. The local 
ITV's can he bought like spot tv in the U.S. 
and serve as test markets for new products 
of all kinds. 

Because of the limited commercial out- 
lets, tv time in Britain is more cramped 
than in the U.S.. although U.S. advertisers 
throw more money into advertising. pro- 
portionately. than British companies. 
Newcomers to tv, such as government, 

financial and retail advertising, are con- 
tributing to the rising climb in rates, ac- 
cording to Broadhent. 

But if England has only a handful of tv 
stations. its pockets are bulging with news- 
papers and magazines. 

''The quickest Nay to get national 
coverage in England is by newspaper." 
said Broadhent. "On Sunday, you can 
reach 85% coverage by buying six publica- 
tions. If you use dailies. you reach satura- 
tion. Tv would take at least a week or two 
to reach that level.' 

At Leo Burnett Ltd, there has been a 

slight shift towards breaking away from 
diets of tv only. Cadbury Chocolate re- 
cently added outdoor and newspapers to its 
schedule, Broadhent said. adding that it 
was still too early to measure that media 
mix's effectiveness. 

England's newspapers are divided into 
nationals. such as the Tintes of London, 
and regionals published in other cities. 
Regionals. the largest recipients of print 
display advertising. received 34% of all 
display advertising in 1975. compared with 
the national papers' share of 31%. 

The regionals have been gaining national 
advertising for the past ten years. While 
the Tintes carries more service and upscale 
advertising (for clothes, insurance, airlines 
and financial), it is the regionals that pro- 
vide a good forum for package goods. And. 
reports Campaign. brand awareness has 
taken a backseat to hardsell advertising 
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Introducing TIME EuroExecutive 
A special edition addressed exclusively to the 

executive market in Europe. 
TIME EuroExecutive is the first demographic 

edition ever published by a general magazine in 
Europe. Its rate base of 85,000 was selected by 
census from TIME Europe's subscribing executive 
households (one out of every three is in the new 
edition). 

Efficiently priced at $3,570 for a black and 
white page, this exclusively executive edition can be 
used on its own or as a demographic supplement to 
other TIME editions. 

A 5% discount will be earned by matching 

pages in TIME EuroExecutive and any larger Atlantic 
editions, or in TIME "T," the demographic edition 
reaching top management in the U.S. 

TIME EuroExecutive is available every other 
week, and your local TIME representative will be 
glad to give you complete information on how to 

make the most of it. TIME EuroExecu- 
tive... another innovation from... TIME 

OIL 
TIME 
The weekly newsmagazine of the world. 



which has always been the regional spe- 
cialty. England's poor financial shape has 
made prices an urgent consideration. Ad- 
vertisers are using more couponing to sell 
their goods. 

The regional papers. also known as 

evening papers because almost all are 
printed in the afternoon. are helped along 
by a one -line order system for them all. ac- 
cording to Broadbent. Represented by the 
Evening Newspaper Advertising Bureau 
(ENAB). the evening papers can he bought 
en masse because tees of the evenings 
compete with each other. Broadbent ex- 
plained. Buying the evenings nationally. 
however. does work out to a higher cost per 
reader than buying the national. or morn- 
ing, newspapers. Broadbent added. 

Similarly. Broadbent said. outdoor is 
most commonly bought as a package rather 
than individual sites. The one -line order is. 
he said. "the way media will move in the 
future." 

The media man admits that as a smaller 
country. England is easier to cover and to 
research. than the United States. But he 
wonders why readership and viewing sur- 
veys are not common property of the in- 
dustry. as Britain's JIC - Joint Industry 
Committees - are. 

N edia and advertising representatives 
meet in the JIC system. JICNARS pro- 
duces the National Readership Survey: 
JICTAR comes out with Television Adver- 
tising Research: and JICRAR publishes 
Radio Advertising Research. Broadbent 
believes that with JIC. the needs of all 
those affected by the results of the research - the media and the advertisers - are 
fulfilled. 

"It is sometimes said that the JIC system 
removes the incentives of the market place. 
but this is not so." argued Broadbent. 
"The committee is the market place. and a 

very efficient one. The sometimes conflict- 
ing interests of media owner and advertiser 
emerge plainly - and are openly resolved. 
The bidding among research companies is 

fierce and encourages efficiency." 
On the whole. Broadbent believes that 

advertise s in Europe are more involved. 
generally. with media research than in the 
states. 

In addition to tv. radio and readership 
JIC's. the U.K.'s Target Group Index au- 
dits 25.000 adults for all media, products 
and services. The BBC contacts 750.(X)0 
adults during a year to measure 24 -hour re- 
call of tv and radio. 

Broadbent believes it to he imperative 
that agencies use research to check effect- 
iveness. 

"It seems criminal to take an ads ertiser's 
money and spend it on your own judgment. 
and never check to see if you've done right 
or not." 

Oklahoma has 
the energy for 

your United States 
plant. 

For many years Oklahoma has helped supply the 
energy needs of the United States. 

As the third largest gas producing state In the 
nation, Oklahoma has been able to adequately serve 
the needs of nearly 4,000 manufacturing plants 
within the state and provide the energy needed for 
the many new firms that have been locating here In 
recent years. 

We also have ample electric generating capacity and 
more new generating facilities are being 
constructed to keep ahead of demand. 

You'll find that our people are energetic, tool 
Oklahoma Is blessed with an abundant supply of 
easily -trained labour. 

We think you'll also like the pro -business altitude of 
our state. 

Let us tell you more, in detail and in confidence, 
about how you can profit in Oklahoma. 
For detalla, write: 
Scott Eubanks, Director, Oklahoma Industrial 
Development Department, Office of the Governor, 
500 Will Rogers Building, Oklahoma City, Oklahoma 
73105, U.S.A. 
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Oklahoma 
The PROFIT Center of Middle America 

The second 
strongest bank 

holding company 
in the U.S. 

is in Oklahoma. 
As reported In a leading U. S. business publication, 
First Oklahoma Bancorporation's year end ratio of 
stockholders' equity to total assets stood at 11.5%. 
This positions the Bancorporation as the second 
strongest company among the 200 largest Dank 
holding companies In the nation. The cornerstone of 
our company is The First National Bank and Trust 
Company of Oklahoma City. 
If you are considering the United Slates for 
manufacturing or distribution activities, we invite 
you to Oklahoma. The First, with Its broad base and 

ready 
capital structure, Is 

ready yo assististyou we 
the already assist many of th 

largest U.S. Corporations in 
this country and abroad. 

We look forward to doing 
business with you. eM. .T .IIA-: 
For further information, contact: 
David E. Gellman, National Division, Box 25189, 
Oklahoma City, Oklahoma 73125, U.S.A. 
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Oklahoma 
The PROFIT Center of Middle America 

What's the State of Oklahoma doing on the op -edit 
page of the Times of London? 

In April, 1976, Oklahoma ran a string of 15 ads to attract European 
investment. 

"We ran about three ads a week," explained Arnold Young, direc- 
tor of information and advertising for the State's industrial develop- 
ment department. "The ads ran prior to an industrial tour of western 
Europe we took, sort of like an introduction." 

Each ad featured one "attraction" the State could offer to foreign 
business, saying, "Oklahoma, The profit center of Middle America." 

"Before we started the campaign, our research showed that Euro- 
pean businessmen had never heard of Oklahoma, or they didn't 
know where it was," said Young. "We've gotten some inquiries from 
the ads, but we were not attempting to measure our effectiveness on 
the number of inquiries. We just wanted to let them know over there 
that there was an Oklahoma." 

The op -edit space was used not only by the state but by some local 
chambers of commerce and companies. Each was identified with an 
Oklahoma logo and tagline. 

This two -month campaign was followed by a similar series of ads 
in the Financial Times. Next year, Young said, Oklahoma intends to 
pick up campaigns in both these papers in addition to using print 
media in Belgium and West Germany. 

The campaign was originally priced at nine ads for $10,000, but as 
groups within the State expressed interest in the ad, the Department 
of Development sold the space for about $1,200. The new ads not 
only promoted the State, but also extended the advertising cam- 
paign. The state and its agency, Glen Bozell & Jacobs of Oklahoma 
City, worked with the New York City office of the Times of London to 
prepare the series. 
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WHEN YOUR TARGET IN EUROPE 
-IS TOP MANAGEMENT 

VISION 
IS THE LOGICAL CHOICE 

EUROPA 
KRAO(T AN 
ALLEN ECHEN 

Editions 
- in the 

four 
key 

languages 
of the 

market 

MACHT UND CHMIMACHT 
DER KARTELLIMJTER 

Selective 
executive 
coverage 

1977 base: 
125.000 

Quarítity 
and quality 

BPA-audited 

Low 
in cost 

for 
executive 
coverage 

Unique 
coverage 
of 
Europewide 
trends in 
economics 
and business 

LA FRANCE VEUT 
SE DICLOUER 
DE PARIS 

Y1S1011 
LE MULTINAZIOIIALI 
DOMANI: LEGATE 
MA NON TROPPO 

I 

IIHANO SHIN 

MITIRilAKO DFNM ANTI 

Exciting 
gra3hics ' 

Inviting 
layouts 
Lots of 
four-colour 

'9'76 FREDDE LAKER: 
RY ME r 

THE 5976 
SURVIVAL 
OLYMPICS 

i¡1I 

Scores 
first 
in 
surveys 
of 
European 
senior 
management 

For details, contact these sales directors: 

EUROPE: . U.S.A:: 
Prthur Maixner Basil C. Bickn1ell 

Düsseldorf New York 
Düsseldorfer Str. 132 641 Lexington Ave. 

0Q11.5'-30-26 212-826.0440 

LATIN AMERICA: 
Guillermo Parra 

Bogotá 
Calle 93 Eis No. 19.24 

363.308 

or the VISION office nearest you.= 



Things are 
looking up 
down -under 
Local mediamen tell us that Australia is 
on the move. The economy is growing and the 
media are hot. But some familiar problems 
haunt the international marketer in that part 
of the world. 

Stephen Farr. media manager for Foote. 
Cone & Belding in Sydney, Australia, 
telexed the following reply to MEDIA DECI- 

SIONS, when asked for some sample prob- 
lems faced by companies moving into the 
Australian marketplace: 

"Campbell Foods non profit -making in 
Australia first II years because Heinz and 
Australian soup competition too en- 
trenched. In general, no problems of U.S. 
marketers entering Australian market." 

FC&B had undertaken a study of the 
Australian media marketplace. and we 
asked some additional questions of their 
mediamen down under. Here's the picture 
they see: 

First, the landmass. About the size of 
Continental U.S., all 48 states. But Aus- 
tralia is divided into six states and two ter- 
ritories. much of it still as untamed as our 
Wild West was in the I800's. It is a land of 
enormous development. where earth mov- 
ing machines as large as dinosaurs plot the 
new ground for industrial expansion. 
Western Australia is almost four times the 
size of Texas. but there are only a million 
souls found there. And they are mostly in 
the fertile southwest corner. 

In contrast is the East Coast with its 
large. sophisticated cities. Here 
technological advances, including media 
coverage. have cobwebbed the landscape. 
bringing remarkable escalations in con- 
senter benefits. 75% of the population is 

concentrated in the East - 14 million 
strong. 

Color television. to cite one example of 
technological advance in the east. is mul- 
tiplying like the rabbits that abound in the 

rural reaches of the continent. In March 
1975 only 2.7% of Australian homes had 
color tv. Ten months later the figure had 
jumped to 17.1% of homes. In September 
of last year. color tv penetration had 

reached 35.5%r. 

The incredible speed of this color revo- 
lution has paralleled other trends in Aus- 
tralian television - some beneficial to na- 
tional advertisers. some problematical. 

Retail activity has gobbled up 40% of the 
total tv dollar. putting a squeeze on 
availabilities for national advertisers. The 
tv day has been lengthened to 24 hours. 
Commercials are getting longer - moving 
front a 10 second and 20 second norm to a 

15 and 45 second standard. Demand. as a 

result, has outstripped supply. driving 
prices up. 

New advertisers entering the medium 
have not helped the situation. 

Television spending has increased share 
of total ad dollars from 28% in 1975 to 
35% in 1976. Television is still cheap on a 

unit cost basis. Peak rates for a metropoli- 
tan station are $431 for 30 seconds and 

$665 for a 60 second spot. But advertisers 
are beginning to feel the pinch. 

In a ten year period between 1965 and 
1975. television rates shot up 135% and 
they are still rising at an even steeper rate. 
Most of this increase took place in the last 5 

yea s. 

The medium does not as yet enjoy the 
popularity it has in this country. Only 66% 
of the sets are in use during printetime. and 
the average rating is about 19%. This is in 
the prime metropolitan markets. The 
figures are much lower in the country'. 

10 leading ad 
in Australia 

agencies 

Billings 

George Patterson $48,000,000 

John Cleminger 42,300,000 

Leo Burnett 33,000,000 

USP-Need ham 31,700,000 

Hansen -McCann 30,000,000 

f Walter Thompson 30,000,000 

Masius-D'Arcy- 

MacManus 25,200,000 

Ogilvy & Mather 23,600,000 

Lintas Proprietary 19,000,000 

Doyle Dane Bernbach 14,000,000 

Source: Foote Cone & Belding Estimates 

Stephen Farr and his media team in Syd- 
ney tell us that print media, especially 
newspapers are losing share to broadcast. 
Heftiest decline. they say. comes from re- 
tail advertisers moving out of newspapers 
and into television. 

Australian magazines are said to be ex- 
periencing a decline in revenue, as well. 
although the homemaker market is enjoy- 
ing a significant upsurge. 

Time and Readers Digest compete for 
the total print dollar with strong home shel- 
ter books like House and Garden and 
Home Beaurtfitl. Women's magazines with 
titles like Dolly, Australian IVomen's 
Weekly. and Neu Ideas abound. Rates for 
these media range from $610 a four color 
page (Home Beautiful) to $5.474 (Austra- 
lian IVomen's IVeekly). 

An investment in Australian Women's 
Weekly. the most expensive and successful 
woman's magazine, will net you 43% of 
the women over 16. Dollv'll get you 6%. 
Time reaches 5% of the women over 16 and 
10% of the men. Reader's Digest reaches 
about 20% of each. All on an average issue 
basis. 

Outdoor advertising is an unusually 
strong medium in Australia. at least in part 
because of the wide open spaces that still 
exist here. It gets 10.5% of ad dollars. 
$79.390.000 - $67,400.000 of that na- 
tional and $11.900.000 retail and other 
local. 

The Australian newspaper industry is 
best known in this country for one of its 
chief exports: publishing mogul Rupert 
Murdoch. Murdoch, we are told, is not typ- 
ical of the Australian newspaper business. 
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WE'VE GOT THE READERS 
The business scene has changed. There's an important new buyer to think about. 

He has money to spend. More money. He can mean the difference to you between success and getting by. 
Between just breaking even or making a profit. 

Penthouse. It's the magazine for today's man. They're the Forerunners...the New Conformists.' Penthouse male 
readers number 8,000,000 every month. You can buy them efficiently. And they're young 

(have a median age of 27.5), educated and represent purchasing power of $ 128 billion dollars a year. 
You name it. Penthouse men buy it. Food, clothing. Furnishings and hi-fi, cars, boats and sporting equipment. 

Cameras, toiletries, cigarettes, wine, beer, liquor. Hair care, body care. 
We've got the readers. You can't afford not to sell them. 

Yankelov,tch,1976 

PENTHOUSE 
More elan just a pretty face. 

41 
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Source. 1976/1977 Simmons 



Color me RICH.. . 

...and successful! I have a 
large following of red-blooded, 
affluent, aware young men. 
I'm glossier, better -built and 
in the pink of health, and my 
competitors are green with 
envy. So don't feel blue! With 
regular dating-I can help you 
to a rosier future. Won't you 
work me into your (ad) 
schedule? Call for details in 
black and white (or four-col- 
or). 

CHI 
A LARRY FLYNT PUBLICATION 

NEW YORK SALES OFFICE 
747 Third Avenue 

New York, N. Y. 10017 
(212) 935-0070 

MIDWEST SALES OFFICE 
40 West Gay Street 

Columbus, Ohío 43215 
(614) 464-2070 

WEST COAST SALES OFFICE 
1888 Century Park East 

Los Angeles, Calif. 90067 
(213) 556-2521 
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Australia's largest city is Sydney. This supremely modern metropolis of over 3 
million people is typical of the city centers on the Eastern shore of the continent. 

which is still the number one media game. 
if you count the regional and suburban 
press. 

National newspaper linage is largely 
concentrated in the metropolitan dailies. 
such as the Sydney Daily Telegraph, the 
Melbourne Suit. and the Perth West Aus- 
tralian. These papers tend to eat up a large 
share of the non -national advertising as 
well. 

The total price tag on newspaper adver- 
tising in Australia is $302.273.000. accord- 
ing to the Foote Cone survey. Most of it is 
non -national in nature. 

Newspapers are locked in mortal combat 
with the broadcast media, especially tele- 
vision. for the retail advertiser who is de- 
fecting in large numbers from the medium. 
And television dwarfs newspapers in na- 
tional advertising volume. 

There is also a war - similar to the one 
being waged in the States - for share of 
mind, between the press and the electronic 
media. 

Principal print media owners - like 
News. Ltd.. John Fairfax. Australian Con- 
solidated Press, and Herald & Weekly 
Times - are grappling with the problem. 
trying to exploit the best values of the 
media to build audience. 

Foote Cone tells us that the media mar- 
ketplace is sufficiently different. and the 
marketing conditions sufficiently peculiar 
to the country -continent for advertisers 
wishing to enter the market to take a long 
hard look at establishing a local operation. 

Principal U.S. corporations with a mar- 
keting foothold in the country already in- 
clude: Exxon. S. C. Johnson. Wrigleys, 
Mars. General Motors, Ford. Palmolive. 
Kelloggs. others. Most of the successful 
ones have established local companies. 

The Australian government is not par- 
ticularly concerned about encroachment of 
U.S. marketers. There are a few legal re- 
strictions, like a law limiting the amount of 
overseas footage in television commercials 
to 20% of the total. But. basically. the en- 
vironment is hospitable for migrating mar- 
keting plans. 

Among the top 10 agencies in the coun- 
try. according to Foote. Cone. Belding. are 
seven U.S. based shops. (See chart on page 
140.) 

Stephen Farr and his media team de- 
scribe the economic and political climate of 
the country to us as follows: 

the budget deficit is down. 
unemployment has increased slightly. 
inflation is running at about 9%. 
a decentralization of power in the 

government is in process. 
a highly rebellious, unpopular, but 

strong union movement needs to he reck- 
oned with. 

there is a revival of overseas trade. 
And, finally. there was Farr's telexed 

answer to our query about problems facing 
visiting marketers: 

"In general no specific problems of US 
marketers entering the Australian 
market.'' 
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Don't. ° t phy 
Stand Be een 
You and w t 

unication Id ;.1 
COME TO THE FIRST INTERNATIONAL ADVERTISING MARKET 

EXPOSITION & CONFERENCE MAY 23rd to 27th 

No one nation has a corner on 
all the bright advertising ideas. 
Geography shouldn't bottle up crea- 
tivity. It should he encouraged to 
spill+freel, over national bound- 
aries. And exactly that is what will 
he happening during the five day 
Exposition & Conference at the first 
International Advertising Market 
in Paris. 

Talented people from the entire 
communication world will air their 
views. share their experiences. sug- 
gest approaches. techniques and 
theories new to their audience. 

Never Before Such An Opportunity 
lo Expand Your Market. 

Easiest possible way to find the 
international partner you're seeking. 
Puts you into immediate contact 
with -foreign firms and advertisers 
needing an American agency or 
seeking new outlets for advertising. 
Provides prospects (Or American 
agencies with foreign branches. 
Multiplies your opportunities to 
increase your licensing arrange- 
ments. 

ás. l _./f.,. [ tI. t \/ 'J \ \I \I 

Come to Paris and hear from 
the world. 

For complete details and compli- 
mentan admission cards for the 
IA\I Exposition write or call: 

U.S.A.: 
Joan 1Vilen or John Nathan 
International Advertising Market 
30 Rockefeller Plaza-Suite 4535 
New York. N.Y. 10020 
212-489-1360 
Telex: 235.309 OV \ 1 U 

France: 
Philippe Chevn. Xavier Roy or 
Amaur\ de la Moussae 
3. rue Gamier -92200 Neuillv 
Tel.: (1) 747.84.00 
Telex: 63 05 47 NI I P-\ 1 I D 

U.K.: 
Dominick Child or Liz Sokoski 
I.E.S.E.O. Ltd. 
8. Dorset Square London N WI 
Tel.: (01) 723.82.32/33/34 
Telex: 25230 M I PTV-MI DEM LDN 
13I:RN.\RI) ('111 \'Rti' 
('ommi..;rirc GrneriI 

International Advertising Market 



INTERNATIONAL 

"Spain is 
Barcelona 

Madrid" 

Antonio Jordan, managing director of Danis/Benton & Bowles, gives an overviiew 
of media and media planning in one of the fastest growth markets in the world. 

Spain is one of the fastest growing adver- 
tising marketplaces in the world. but it's 
growing from a relatively low base. 

This is the way Antonio Jordan 
dynamic managing director of Danis/ 
Benton & Bowles, Madrid, describes the 

advertising marketplace in Spain. 
The figures bear him Out. MEDIA DE- 

CISIONS estimates that advertising in Spain 
is growing at the rate of 15'4 a year. rising 
to close to $850,000.000 in 1976. 

His own agency billed $13.400,000 in 
that year and will bill slightly more than 

that this year. Second to Danis is CID 
S.A., then J. Walter Thompson's Spanish 
operation. 

"We have many. many agencies." Jor- 
dan told MEDIA DECISIONS on a recent visit 
to New York. "There are about 700. but 
only 22 are important." 

His definition of important in Spain is 

agencies with staffs of 60 to 120 people. 
Danis has 120 people in three offices (Ma- 
drid, Barcelona, Bilbao). Of these agency 
staffers, 13 are in media plannirg and buy- 
ing. And there are media support people in 

the agency research and billings depart- 
ments of each Danis/B&B office. 

Organization of media planning and buy- 
ing in Antonio Jordan's agency and the 

other large shops in Spain is very similar to 
the U.S. norm. Media specialists plan 
media: other media specialists do the buy- 
ing: media planners serve as members of 
account teams. 

One thing that has not been adopted in 
Spain yet is the use of media specialists 
within client companies. They do not have 
house agencies, independent media buying 
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Enter it through Smithsonian magazine.: 
An open mind is a beautiful thing. Curious. flexible, inde- 

pendent, it's interested in what you have to say. And it isn't 
made up before you've said it. 

Open-minded people travel, because they want to see the 
world for themselves. They try new products with greater fre- 
quency than their neighbors, aware that there might be a better 
mousetrap after all. In fact, they're the best prospects for what- 
ever you're selling, because "no" isn't the first word that comes 
to an open mind. 

Conveniently, we gather 1,500,000 open-minded subscrib- 
ers in one place every month by publishing SJ1 ITI ISON IA N maga- 
zine. Between its covers, our readers discover an incredible 
range of articles (fr om the April cover story on Holland's "tulip- 
omania" to a close-up look at ghostly Kirl ian photography) and a 
quality of reproduction no other magazine can match. 

Add our editorial to your advertising, and you've got impact. 
Cancun, the new resort in thelucatán, did just that and received 
a tidal wave of responses from S?IITHSONIAN subscribers. 

DeBeers Diamonds displayed an ultra -modern $1,400 ring in 
S I lTHSON IAN and told us. "Although the ad has appeared in 
other national publications, we have received the most over- 
whelming response from your magazine" The Environmental 
Fund said simply, "We were overwhelmed" 

In six short year s, SCI ITHSONIAN has grown from zero to a 

million and a half subscribers.Their open minds are 85% college 
educated, and they earn an average of $34,000 a year. Which 
makes our subscribers the best -educated, most affluent of any 
million -plus magazine published today. 

If you've read this far, then you're open-minded too. That's 
why Edward Daly. our Advertising Promotion Director, looks 
forward to sending you "Smithsonian Success Stories:' a book- 
let written, in effect, by the companies who have advertised 
in SMITHSONIAN. For a copy, please write or call him at: 
420 Lexington Avenue. New York, N.Y. 10017. (212) 490-2510. If 
you're as open to a good idea as we think you are, you'll be 
sold on SMIITHSONI N. 

Smithsonian magazine. Now with 1,500,000 subscribing members. 



How Spain shapes up as a market 
1 

Land area of Spain is the second largest in West- 
ern Europe, but it is only about one -sixth the size 
of the United States. It would fit inside the State of 
Texas. 

2. 
Population is 35 million, the fifth largest in West- 
ern Europe, coming after Germany, the United 
Kingdom, France and Italy. Growth rate is over 
1% a year. 

3. 
Workers account for 37.2% of the population, 
lower than in most developed countries. The 
Spain -US Chamber of Commerce points to this 
as a sign of "readily available manpower." 

4. 
The economy is moving from an agricultural base 
to a semi -industrial orientation. Gross national 

product is growing at the rate of 7% a year, and 
the industrial portion of gross national product 
has risen within the decade from 30% to over 
40%. 

5. 
Tourism has become one of the country's most 
important sources of income. It sis currently con- 
tributing over $3 billion to the economy. Spain 
entertains over 30 million visitors a year. 

6. 
Income is low by U.S. Standards but is exhibiting 
great growth. Income per capita rose from $450 
in 1960 to over $2,000 currently. 

7. 
Consumer goods are growing in demand as the 
nature of society gravitates toward a middle- 
class, although the middle-class is still only about 
15% of the whole. 

services. and there are no company media 
people. So the media plans are developed 
in the traditional way by agency 
specialists. 

N any of the largest clients are subsidiar- 
ies of U.S. firms - like General Foods. 
TWA. Carnation. But 60% of the advertis- 
ing business steins from local companies. 
Danis/Benton & Boyles has as a minority 
stockholder Benton & Bo\+ les, New York. 
So it naturally tends to he Spanish agency 
for major B&B clients front the U.S. 

One of the largest local advertisers, 
which is a good client of Danis. is the 
Spanish go\ernntent's national insurance 
advertising. The government also adver- 
tises its national railways. has a hooks 
campaign. advertises to save the forests. 
seeks navy recruitment. 

Hut national campaigns by pri\ ate indus- 
try are the big growth factor. Antonio Jor- 
dan says. "The market is becoming more 
sophisticated as the result of five years of 
great prosperity and economic growth. 

"The greatest growth is in middle-class 
families in the largest cities. There are ap- 

proximately nine million people in Bar- 
celona and Madrid who lit this description 
and \\ ho are logical prospects for consumer 
goods. (That's over 25% of the total 
Spanish population of 35 million). So the 

center of the target in most consumer goods 
media plans is the middle-class family in 

those cities. Spain is Barcelona and Mad- 
rid. 

"Base medium is television. which is 

still black -and -white. It's the only truly na- 

tional medium offering reach into about 7 

million homes. With an average of lour 
people per household. that stakes it possi- 
ble to achieve 90% penetration in a city 
like Barcelona.' 

The t\ is on the air from 2 p.m. to I a. m. 
the following morning. Allowable time for 
commercials is 4.5 minutes an hour. with 
commercial breaks limited to the middle 
and end of shows. The major advertisers on 
tv are detergents. cleaners. cigarettes. au- 
tos. banks. soft drinks. brandy. The heavy 
viewing hours are 9-I1 p.m. during the 

week and 3-5 p.m. Saturday and Sunday. 
Television gets about 52% of the media 

dollars. Jordan reports. He says this is in 

part because it's such a forceful medium. 
in part because the whole fancily watches 
tv. and in part because the disposable in- 

come is so concentrated. "About 80% of 
the people are still very poor... he told us. 

"although this fact gives our marketplace 
tremendous potential as a developing 
economy. Then 5% are very rich. and 15% 

are the people who are typical supermarket 
shoppers. \\ e' re selling 52'; of our goods 
to the top 20rk of the people.'' Antonio 
Jordan added. 

Ile estimates that radio gets 20% of the 

ad dollars. And says it is used most heavily 
by advertisers to reach housewives rather 
than families as a whole. Housewife time 
in Spain on radio is 10-12 a.m. and 4-7 
p. nt. 

Newspapers and magazines combined 
get another 13% of consumer advertising 
dollars. Outdoors gets 7%. The balance 
goes into movies and other special media. 

"Newspaper advertising is highly con- 

centrated in Barcelona and Madrid and is 

mostly retail. The largest paper has a 

circulation of 230.0(X). The largest maga- 
zine. 'Iola. a weekly for women. caters to 

their interest in fashion, society. etc. Other 
general weekly magazines with 
circulations of 2(10.0(X)-300.00() are La Ac- 
tualidad Español. Gaceta Ilustrada, 
Blanco Y Negro."' 

Media research is either privately done 
by individual agencies or advertisers or 
handled by the Institute of Research in 

agreement with the agencies and media. 
All agencies get the saute information front 
this source. The reports are based on 

16.00(1 interviews even four months. The 
reports include audience estimates. broken 
by economic level of respondent. women 
who work. car ownership. ownership of 
washing machines, vacation activity. etc. 

Jordan says that. in general, the media 
planning operation in Spain is quite similar 
to that in the United States. when you take 
into account the great difference in size of 
the U.S. market. and the opportunity for 
more research and more specialized serv- 
ices (like new product introductions) in the 
U.S. He also commented that in Spain he 

tends advertising much less promotional. 
The biggest problem for admen in Spain 

he says stems from the growth and popular- 
ity of tv. The price is going up on tv - 
even faster than in the U.S. '-\Ve some- 
times have to buy 18 months in advance." 
he says. "And we're paving $10.000 for a 

I5 -second spot at 10 p.m. that will reach 
6-7 million people. This is a lot for 
us.'' 
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1.Who are these superstars of the 
fashion runways and society discos? 

His forte's boogeying models 
down the runway. His lady's "the 
greatest walking mannequin in 
the business" 

2.Where's Alan Arkin's kid 
- these these days? 

-- 
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Young Adam's very 
visible on the tube. So 
what's the show? 

4. Who did Samílle Diane 
Friesen turn into? 

t " 

She just produced, 
wrote, directed, edited 
and scored her own 

movie, Number One. 

NIS 

3.What's so great about 
Baruch Blumberg? 

104 

5. Where was 
Steve Cauthen's 
first pro ride? 
It was just last spring, and 

"Da Kid" finished next -to - 
last in his first money race. 

ANSWERS: 
sumoQ Ill4aln4D 'S 

uouuej ue,(Q 17 
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Photographs by: 
Neil Benson, 

Nancy Ellison/Sygma, 
and Co Rentmeester/2. 

1111% 

He's doctor, jogger, 
squash player, white - 
water canoer, military 
history buff, and what? 

- -5. 
Did you get the answers? Nice 

going.You really know your People. 
You and a lot of other very with -it 

folks. Come July 18, our circulation 
jumps to two million. That means an 
audience of 12,879,000)' Some market 
for all kinds of people products. 

Because People's millions are 
any advertiser's best customers...the 
young, educated, prospering, urban 
men and women who are always first 
to pick up on new ideas and products. 

No wonder People leaped from 
27th to 9th among all magazines in 
PIB ad pages last year. It's where the 
right audience, the right environment, 
and the right efficiency come together. 

It's the new media option. 
1976-77 Simmons, updated to reflect 

two million rate base. 

Suddenly, it's the place to be. 

I 
, . . 

weekly 



WHERE THE WORLD AD DOLLARS ARE SPENT 

U.S. and Canada 
$28,500,000,000 

Latin America 
$2,100,000,000 

Europe C 
$12,000,000 000 1 

Asia 
$4,800,000,000 

\ / 

Middle East 
and Africa 
$900,000,000 

Australia and 
New Zealand 
$1,000,000,000 

a 

Worldwide media 
budget: $49 billion 
Worldwide media spending topped the GNP's of Argentina, Belgium, and Iran in 
1974. Almost all countries are up in media dollars since the last Media 
Decisions-Starch/INRA/Hopper report. Fastest growing budgets: Kuwait, Syria, Turkey. 
Biggest spenders: U.S., Japan, U.K., West Germany. Print is still number one. 

Freeworld media expenditures sustained a 

boom in 1972-74. despite the rigors of 
inflation, oil shortages. and international 
tensions, according to a report by Starch/ 
INRA/Hooper in cooperation with the In- 
ternational Advertising Association. 

Undaunted by social and political up- 
heaval in many parts of the world, the in- 

ternational media kitty swelled to $49 bil- 
lion and included many new media markets 
in developing countries. 

The tiny economies of Kenya. Nigeria. 
and Costa Rica upped their media antes 

considerably, while giant economic pow- 
erhouses like the U.S. and Japan showed 
strong gains as well. 

The U.S. is the world leader in media 
spending (no one else even comes close). 
with over 54% of the v+orld total in 1974. It 

also ranked number one in temis of adver- 
tising as a percent of gross national prod- 
uct. 

But the rest of the world is a growing 
media market. And the trend is tov,ard a 

more substantial investment of dollar reve- 
nues in advertising. 

Countries as diverse as Switzerland. 
Bermuda, Canada. Aruba. Denmark. 
Brazil. and Japan joined the U.S. in spend- 
ing over 1% of their GNP on advertising. 

In addition. per capita media expendi- 
tures are at an all time high in these coun- 
tries. Both the U.S. and Switzerland spent 
over 51(X) per person in media: and 19 

additional countries spent over $25 per 
citizen. 

More is being spent around the world to 

coax the consumer to part \\ith his/her 
hard-earned yen, peso. dollar, krone. es - 
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"We assign reporters to find out 
what the brightest thinkers are doing 
to solve the problems that bother 
readers. It's a step beyond news 
analysis.We call it problem -solving 
journalism." 

Earl Foell 
Managing Editor 
The Christian Science Monitor 

Long before the urban crisis became 
fashionable journalism, Earl Foell wrote a prize- 
winning series that protested against both 
ugliness and inefficiency in the American city. 

It was indicative, almost 20 years ago, of the 
man who now urges Monitor editors and 
reporters to find out what today's best thinkers 
are doing to tackle global shortages, pollution, 
nuclear spread. 

Foell's multiple interests have helped him 
perform with equal distinction as education 
specialist and editorial writer, City Hall reporter 
and United Nations correspondent where he 
received an award for best UN coverage. 

Foell helps foster a staff attitude that turns 
out a humane, incisive newspaper-a newspaper 
relied on by subscribers across the U.S. and in 
120 countries. 

Readers respond to the Monitor's kind of 
journalism. And they respond to Monitor 
advertising. With thoughtfulness. 
With confidence. 

The Monitor is worth knowing more about. 
You can receive a one -month complimentary 
subscription to this daily newspaper by calling 
212-757-1227 (New York) or Dave Morse, toll free 
at 800-225-7090. Ask for the Monitor's recent 
Erdos and Morgan subscriber survey. 

LI 

What a publication does for you depends entirely on 
what it does for its readers. 

THE CHRISTIAN SCIENCE ITOR. 



SHARE OF TOTAL AD DOLLARS BY MEDIA WITHIN 10 TOP NATIONAL MARKETS 

USA W. Germany Japan UK Canada France Italy Australia Spain Netherlands 

Newspapers 30% 46% 34% 47% 36% 13% 20% 37% 29% 47% 
Consumer magazines 6 16 5 8 2 11 25 12 18 9 
Trade Magazines 3 9 3 11 2 3 

Television 18 12 34 22 22 7 13 27 17 7 

Radio 7 3 5 1 11 5 8 10 5 1 

Out -of -home media 1 4 4 8 6 7 12 7 4 

Cinema ' 1 ' 1 1 4 2 2 ' 
Other 35 18 22 8 18 46 21 22 29 

100% 100% 100% 100% 100% 100% 100% 100% 
' Included in 'other' 

Source: World Advertising Expenditures (Jointly sponsored by International Advertising Association and Starch/INRAMooper) based on 1974 data 

100% 100% 

cudo, and pound sterling than ever before. 
All media are benefiting from this onrush 

of media spending. But print leads the way 
with the largest share. Almost even coun- 
try reported socking well over 60% of its 
measured media cash into print. Particu- 
larly print -dominated countries were: Nor- 
way, S++eden. Denmark. Israel. Malaysia. 
and the Netherlands - all of Whom had 
over 83% of their dollars in print. 

Television shows an increasing share of 
the world media market. however. Strong 
gains in tv spending were felt in the U.S.. 
Japan. the United Kingdom. and West 
Germany during 1974, well before the 

spectacular rise of tv prices in the U.S. 
The leading users of television in terms 

of percent of total media expenditures were 
Thailand. Peru, and Mexico. 

Radio also shared the wealth of new- 
found media money around the world. 
Radio expenditures rose substantially in 

most countries surveyed. Astonishing gains 
were recorded in the United Kingdom (up 
472% over 1972), Tai++an (up 133%) and 
South Korea (up 108%). 

Radio is an especially dominant medium 
in Colombia (where it accounts for 27% of 
all measured media). Nigeria. and South 
Korea. Radio accounts for only 10.5% of 
the media market in the U.S. 

Elsewhere in the world. consumers often 
find themselves ++ arching commercials 
when they go to the movies. and this 
medium - generally referred to as cinema - Is getting a bigger stake in the media 
business. It marked a gain of from $83 
million to $153 million in 16 leading coun- 
tries. 

Media diversity is still the rule in the 

world++ide advertising arena. The share of 
total dollars for each medium varies ++idely 
by country. The ranges run from the 66% 
spent in newspapers in Malaysia to 8% in 

that medium in Thailand. 

ADVERTISING EXPENDITURES BY COUNTRY 
Total Reported Measured 

Media Advertising Expenditures 
(In Millions of U.S. Dollars) 

Percent 

change 

1972 1974 1972-1974 
Argentina $ 158.2 $ 244.6 55% 
Australia 538.1 864.3 61 
Austria 124.9 194.9 56 
Belgium 159.2 203.2 28 
Brazil 333.2 565.1 70 

Canada 908.5 1,246.2 37 
Costa Rica 10.9 12.8 17 
Denmark 146.1 221.4 52 
Finland 102.9 170.9 66 
France 928.0 1,084.7 17 

Greece 35.9 45.4 27 
Iran 32.6 42.5 30 
Ireland 31.9 39.7 25 
Israel 32.9 60.2 83 
Italy 550.0 765.9 39 

Japan 2,285.2 3,218.9 + 41 
Kenya 5.9 7.8 + 32 
Kuwait 3.3 7.7 +133 
Lebanon 13.5 17.6 + 30 
Mexico 246.9 346.4 + 40 

Netherlands 348.5 556.1 + 60 
New Zealand 91.0 118.1 + 30 
Nigeria 12.6 24.8 + 97 
Norway 116.0 147.3 + 27 
Panama 7.0 8.2 + 17 

Peru 38.1 46.4 + 22 
Philippines 38.8 50.3 + 30 
South Africa 172.4 284.7 + 65 
South Korea 44.7 80.5 + 80 
Spain 381.4 582.2 + 53 

Sweden 226.3 273.3 + 21 
Switzerland 257.6 383.0 + 49 
Syria 1.5 3.2 +113 
Taiwan 42.4 74.6 + 76 
Thailand 33.9 43.5 + 28 
Turkey 62.0 138.4 +123 
United Kingdom 1,734.6 2,112.8 + 22 
United States 15,226.0 17,510.0 + 15 
Venezuela 113.1 124.3 + 10 
West Germany 1,963.0 2,071.8 + 6 

Source: World Advertising Expenditures, Starch/INRA Hooper. Complete report available from International 
Advertising Association S35 a copy. 
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When we asked executives which magazine 
carried the most interesting advertising, 

here's how they came in. 

Fortune came through 
with the top score when business 
leaders were asked which maga- 
zine carries the most interesting 
advertising. 59% selected Fortune. 
20% named Business Week. And 
10% picked Forbes. 

It's a telling result. Especially 
when you consider that the same 
advertising often appears in all 
three magazines. 

The Fortune rub -off. 
How do we explain it? Easy, the 
unique environment of Fortune. 
Your ad running in Fortune gets 
the benefit of positive rub -off. 
Your ad appears more interesting 
because we're more interesting. 

Sure you can get exposure 
in the other magazines, hut in 
Fortune you get communication. 
Your message gets off the page 
and into the mind. 

Fortune scores again. 
Response to other questions in 
the special Erdos and Morgan survey back this up. 

When these senior managers of the top 1,000 
industrial corporations were asked which of the 
three magazines is the most authoritative, which 
has the most persuasive ads, and which magazine 
has the best writing, Fortune came out way ahead. 

And Fortune was a clear first choice as the 
magazine in which these managers would most like 
to see a major story on their company. 

If you're trying to reach the top of the market 
with business or consumer advertising, you can't 
afford to overlook Fortune. It captures the attention 
of your most importan: 
and affluent prospects. 
And gets them very 
interested in what 
your advertising 
has to say. 

Nobody takes you 
to the top like Fortune. 
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re street fighters 
"We love a good fight. 

As long as it's for a good cause. Like safer streets. Or cleaner parks. Or an 
animal shelter. 

Whether we're fighting to get a new daycare center approved or to amend 
our zoning laws for a new industrial park, we try to involve our whole family and all 
our neighbors too. 

We fight for the things we believe in. And fight to change the things we don't. 
I guess it's all part of knowing what we want from life. And knowing how to 

go after it. Whether it will benefit us, our family or our community. 
We believe in doing things and making changes today. 
Because tomorrow always brings another challenge 

The way Janet and Brad feel about social responsibility is typical of the new 
values many young adults feel today. 

And because PsychologyToday responds to these values, it attracts over 
four and a half million people every month. 

People who believe in living their dreams today, not tomorrow. 
For example, according to Simmons, more of PT's readers write their 

congressperson, attend public meetings and get involved in community affairs, than 
the readers of most other major magazines. 

Our readers are young, educated and always ready to fight for what 
they believe. 

PT readers set the trends others follow. 

PT readers live their dreams today, not tomorrow. 
Psychology Today 
A Ziff -Davis Publication 
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Household 
paper 
products 

. 

Spending in this $72,235,000 category soared last year as 
both national and regional companies jousted for new 
markets and bigger shares of existing markets. Spot tv 
and newspapers profited by new rivalry in this field. 

Strong. soft and absorbent are the terms 
household paper product makers use to de- 

scribe their brands. The same words could 
he applied to their media plans: they're 
strong on newspaper premiums. sober on 
magazines, and spot tv absorbs most of the 

dollars. 
Of the four primary products in this cat- 

egory (bathroom tissues, facial tissues. 

paper towels. napkins) the bathroom tis- 

sues and disposable towels - the biggest 
sellers - receive the bulk of the advertis- 
ing attention. 

1976 was the year of the toilet tissue 

with spending in this area increasing 44%. 

For the first time in four years. bathroom 

tissue media spending exceeded paper 
to els. 

In 1976. media buys for bathroom tissue 

brands added up to nearly $33.000.000. 
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Coupons in newspapers are used heavily by Hudson Pulp & Paper, a regional company in 
the Northeast. Steep tv price climbs convinced Hudson to pull out of spot tv and drop into 
newspapers. Newspapers are commonly used for promotional purposes in this category. 

Paper towels received $29,(01,0X)0. Facial 
tissues came to $9,652.000. Paper napkins 
received a skimpy $414,000. 

SlEDIA DECISIONS spoke to advertisers 
and agencies across the country in an at- 

tempt to define the marketing strategy of 
this highly regionalized and competitive 
industry. One clear pattern emerged 
-paper products favor the one-two punch 
of television and newspaper premiums to 
deliver both reach and incentive to pur- 
chase. 

"These are commodity items that are 

bought every two or three weeks. So top of 
mind, provided by television, is impor- 
tant," said Pat Hill, account supervisor for 
Mardi Gras paper products at Griswold - 

Eshleman in Cleveland. "And it's one of 

the most competitive fields; so couponing 
is important too." 

Media expenditures for all household 
paper products tallied $72 million in 1976. 
Breakout was 70.6%r spot t'. 19.4% net- 
work tv. 6% newspapers. 3%r magazines 
and I% Sunday supplements. 

The household paper product industry is 

a regional business and tends to stay with 
spot tv. Few products have national dis- 
tribution, even giant producers such as 

Scott Paper. Difficulty in shipping and stor- 
ing these bulky products necessitate mar- 
kets that are relatively close to the plants. 
Scott ships similar products under different 
names across the country. For instance. 
Family Scott toilet tissue is sold in the 
West, Waldorf tissues in the East. 

"There's more regionalization of 
brands," said Marian Lockett, media 
manager at Scott. "I don't know the 
reason. It seems to he a tact of life. There 
tends to he regional pressures, and we ad- 

dress each locale with a different plan." 
Regional planning may he more time 

consuming. hut it's necessary for the na- 
tional brands in the markets where regional 
manufacturers have become consumer 
favorites. Fort Howard's Mardi Gras dec- 
orative napkins and towels have entrenched 
themselves as a market leader in some parts 

of the mid -West. Crown Zellerhach'sChif- 
fon and Zee napkins have a good share in 

the West. and Hudson napkins and Marcal 
products are good sellers in the East. 

Many of the smaller regional companies 
rarely reach $I million in their media 
budgets. A common tactic is to price their 
items a few cents lower than the national 
brands to attract sales. 

Creatively, advertising in this category 
tends to fall into two groups. It is likely that 
an advertiser will lump his full line of home 
paper products under one umbrella, and 

hope the consumer w ill rush out to huy 
them all. Or. he'll concentrate his advertis- 
ing on one item, such as paper towels, and 

hope the consumer automatically will reach 

to the napkins with the same name. There 
is no industry concensus on which method 
works better. Many of the companies we 

spoke to were in the process of shedding 
one policy for the other, and vice versa. 

Although specific demographics vary. 
manufacturers generally aim for women in 

their mid -twenties through their mid -fifties. 
Napkin makers know that larger families 
consume more. Producers of lush, deco- 
rative products look for incomes starting at 

$15,(00. Value as defined by a good price. 
has increasing appeal among consumers. 
And the larger companies who make 
economy brands are stepping up their em- 
phasis on these lines in competition with 
the regional brands that soak up much of 
the market with their lower price tags. 

Paper product consumption is on the rise 

again, after levelling off temporarily two or 
three years ago. according to Malcolm 
Douglas Gray, director of marketing serv- 
ices at Scott. 

Gray points to the toilet paper "scare" 
of fall 1973 as the period when traditional 
consumption patterns were abandoned. 

"People were hoarding rolls, then they 

didn't huy them," said Gray. "It was very 

difficult to assess what we were supposed 

to do. 

"But now we seem to he emerging from 
that plateau. and total consumption is mov- 
ing upward, particularly in paper towels 
and bathroom tissues." 

All manufacturers we talked to referred 
to improved technologies which were turn - 
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ing out superior products as part of in- 
creased purchasing in this category. 

"The quality of bathroom tissues and 
paper towels is vastly superior to the prod- 
uct produced ten years ago." said Roger 
Bognar, manager of the tissue division at 

the American Paper Institute. "Bathroom 
tissue's softness and absorbency have im- 
proved to the point where a parent would 
reach for toilet tissue rather than facial tis- 
sue to wipe a baby." 

Facial tissue does not enjoy the same 

growth as the other members of the paper 

product family.. according to the API. Bog- 
nar points to the trend away from heavy 

make-up for 51 omen (which required heavy 

tissue use for removal) and fewer winter 
colds in the nation. 

1976 media expenditures by company and by brands spending $750,000 or more 

spot tv network tv newspapers magazines Sunday supps total 

Procter & Gamble 

Bounty $ 6,148,300 $2,773,000 $ 116,616 $ 9,037,916 

Charmin 5,878,600 2,386,200 339,321 8,604,121 
White Cloud 8,140,300 22,700 303,889 $ 45,300 8,512,189 
Puffs 1,859,700 167,249 $ 30,700 2,057,649 
Posh Puffs 1,396,000 - 31,676 369,800 53,400 1,850,876 

Others 183,100 - - 183,100 

Total $23,606,000 $5,181,900 $ 958,751 $400,500 $ 98,700 $30,245,851 

Scott Paper Company 

Viva Paper Towels $ 1,650,500 $2,675,300 $ 333,776 $211,300 $ 4,870,876 
Scottowels 1,540,300 2,624,300 234,800 77,700 4,477,100 
Cottonelle 2,285,300 - 66,089 2,351,389 
Scotties 500,500 168,800 252,327 $173,300 84,700 1,179,627 
Scottissue (bathroom) 819,300 120,534 939,834 
Soft N Pretty 

Bathroom Tissue 861,600 - - - 861,600 
Others 1,028,900 - 635,467 182,800 179,400 2,026,567 

Total $ 8,686,400 $5,468,400 $1,642,993 $356,100 $553,100 $16,706,993 

American Can 

Northern Bathroom Tissue $ 4,044,700 $ 165,058 $ 42,400 $106,900 $ 4,359,058 
Aurora 1,996,200 - 180,604 29,200 2,206,004 
Gala Paper Towels 1,644,600 - 251,731 1,896,331 
Brawny Paper Towels 1,160,800 - 66,637 1,227,437 
Others 131,200 87,555 218,755 

Total $ 8,977,500 $0 $ 751,585 $ 71,600 $106,900 $ 9,907,585 

Kimberly-Clark 
Kleenex Facial Tissues $ 714,100 $2,066,300 $ 252,978 $331,700 $ 24,300 $ 3,389,378 
Teri Paper Towels 648,100 690,300 - - 1,338,400 
Others 802,300 - 212,263 81,900 1,096,463 

Total $ 2,164,500 $2,756,600 $ 465,239 $413,600 $ 24,300 $ 5,824,239 

Crown Zellerbach 
Zee Nice N Soft Bathroom 

Tissue $ 997,200 $ 32,000 $ 1,029,200 
Zee Paper Towels 794,800 794,800 
Others 1,731,900 177,341 22,100 1,931,341 

Total $ 3,423,900 $0 $ 177,341 $ 54,100 $0 $ 3,655,341 

Georgia-Pacific 

Coronet Bathroom Tissue $ 708,400 $ 367,000 $123,700 $ 1,199,100 
Others 451,400 225,600 - 61,900 738,900 

Total $ 1,159,800 $ 592,600 $0 $185,800 $0 $ 1,938,000 

Colgate-Palmolive 
Handiwipes $ 2,025,000 $ 44,500 $648,420 $ 2,717,920 

Total $ 2,025,000 $ 44,500 $0 $648,420 $0 $ 2,717,920 

Sources: LNA/BAR; Media Records. 
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Improved products have increased com- 
petition, and advertising reflects this. Viva 
challenges Bounty. P&G's White Cloud 
takes on unnamed competitors. and even an 

`improved" Bounty goes against its pred- 
ecessor. 

That means more media dollars. In 

1976. total media spending for paper tow- 
els. napkins, bathroom and facial tissues 
reached close to $73 million, up 32% from 
$55 million in 1975. Media spending has 
increased 25% from $44 million in 1974 to 
1975's $55 million. 

Media selection has moved in favor of 

Kleenex tissues ($2 million), P&G's 
Charmin bathroom tissues ($2.3 million) 
and Bounty towels ($7.7 million). Scotts 
Viva towels ($2.6 million), and Scottowels 
($2.6 million). 

There has been a slight shift away from 
magazines as advertisers use more news- 
papers and Sunday supplements for pro- 
motional offerings. 

Procter & Gamble. Scott Paper and 
American Can are the big spenders in this 
business, accounting for 78% of all media 
spending. P&G accounts for 41% itself. 
For four products. P&G spent $30.245,000 

Bathroom tissue ad dollars 
Millions 
of dollars 
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spot tv, which in 1976 received 70.6% of 
all ad dollars. up from 61% the year before. 
There has been a trend towards spot tv by 
national brands for the past few years. The 
share of the budget for network tv has been 

declining for the past three years, settling at 

19.4% in 1976. down from 27.6% in 1975 

and from 1974's 31 .8%. 
Although network tv came away with 

more than one -quarter of the media budget 
in this category of over 60 products. most 
of the $14 million spent on network came 
from only five brands - Kimberly-Clark's 
156 

in 1976. Scott spent $16,706.000 for 14 

products. and American Can spent 
$9.882.000 for nine brands. 

The most extensively advertised item is 
P&G's Bounty - which spent over $9 
million in 1976. up from $6.8 million in 

1975. P&G put on heavy media pressure 
this past year. increasing its budget from 
about $18 million to $30 million. Its two 
brands of bathroom tissue. Charmin & 
White Cloud received much of that boost as 

advertising for all toilet tissues boomed last 
year. 

Bathroom tissue 
In 1974 and 1975. manufacturers were 

cautious in expanding into new markets 
with their rolls of bathroom tissue. Last 
year. however. caution was thrown to the 
wind as companies sought to reinforce their 
entries into new territories. 

Advertising was up 44% from 1975 to 
1976 on this item. zooming from 
$18,408.000 in 1975 to $33.098.000 in 

1976 to become the most heavily adver- 
tised household paper product. Some 
brands dropped from media sight in 1976. 

Crown Zellerbach stopped advertising its 

Chiffon toilet tissue. Rapid American Cor- 
poration bought no time or space for Better 
Way. and Weston George Ltd.'s White 
Swan disappeared. But 11 brands increased 
their spending significantly. as the field of 
battle switched from paper towels to bath- 
room tissue. 

Escalated spending by the industry as a 

whole may have been in reaction to P&G's 
double-barrelled blast at the market - $8 

million to hack Charmin and another $8 
million for White Cloud. 

To those familiar with P&G's main - 
mouth media hacking. the Charmin story is 

an old one. When Charmin went national 
about two years ago. its budget increased 
from $3.8 million in 1974 to $6.4 million 
in 1975. Last year. the budget hit $8.6 mil- 
lion. 

But P&G's push for White Cloud is a 

puzzle. The brand is marketed mostly east 

of the Rocky Mountains, and has been 

consistently backed by a budget in the 

range of $1.2 million to $2.5 million for 
the past few years. Last year. however, its 
budget was increased by 341% to $8.5 
million. almost all in spot tv. Characteristi- 
cally. the people at P&G are reluctant to 

say why. 
Scott reacted to the P&G push accord- 

ingly. Budgets were increased significantly 
for three of its six entries in this field. 
Media expenditures for Cottonelle. a re- 

cently introduced national brand. grew 
from $362.000 in 1975 to over $2.350.000 
last year. Even Scott's economy Waldorf 
bathroom tissue. which is distributed 
mostly in the East. jumped from $185.000 
in 1975 to $716.000 in 1976. 

Spot tv gained the most from this influx 
of money from P&G and Scott as its share 
rose from 77.2%r of total advertising for 
bathroom tissue in 1975 to 84.6% in 1976. 

Although network tv's share declined from 
14% in 1975 to 8.3% in 1976. little money 
was withdrawn from this medium. Instead. 
new money went into spot tv. P&G's 
Chamtin, however. accounted for almost 
all network tv use. 

Newspaper use remained almost con- 
stant, dipping slightly to 5.3% in 1976. or 
$1.7 million. Many manufacturers com- 
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read and respect 

Sources: ABC 6 months ending 12/31/76, NEA Research 

Today's Education, 1201 16th Street, N.W., Washington, D. C. 20036, (202) 833-4110 

Represented by: 

NEW YORK/Today's Education, 380 Madison Ave., 19th Floor, New York, N.Y. 10017, (212) 986-8337 

CHICAGO/Didier & Broderick, 550 Frontage Rd., P.O. Box 327, Northfield, III. 60093, (312) 446-9571 

SAN FRANCISCO/Blanchard-Nichols & Smith, 582 Market St., San Francisco, Ca. 94104, (415) 986-6341 

LOS ANGELES/Blanchard-Nichols & Smith, 3600 Wilshire Blvd., Los Angeles, Ca. 90010, (213) 380-4336 

WASHINGTON/T. P. Jones & Assocs., 5300 Remington Drive, Alexandria, Va. 22309, (703) 360-4245 

ATLANTA/Miller and Tillman, Inc., 130 West Wieuca Rd., N.E., Atlanta, Ga. 30342, (404) 252-9588 

DAYTON/Peter Li, 2451 E. River Rd., Dayton, Oh. 45439, (513) 294-5785 

BOSTON/Arpin Associates, P.O. Box 227, Weston, Mass. 02193, (617) 899-5613 

The one magazine that reaches the total education market. 
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mewed that newspapers were used for 
promotions and coupons. A similar use of 
Sunday supplements increased from 
$62.200 in 1975 to $152.000. 

Bathroom tissue is perhaps the most 
commonly used paper product in the house, 
and racks up more in sales than other prod- 
ucts. 

Decorative paper continues to gain in 

popularity, according to a spokesman for 
American Can. which has increased its 

spending for its bathroom tissues as well. 
Industry sources estimate that white bath- 
room and facial tissues are running neck 
and neck in popularity to pastel and deco- 
rative tissues. White is more popular in the 

eastern part of the country. particularly in 
the New York market. while colors and 

design gain in popularity the further west 

they are marketed. One industry person 
guessed that New Yorkers are more con- 
servative in their tastes. but western in- 
habitants are willing to experiment more. 

American Can. the third largest adver- 
tiser in the household paper product cate- 
gory. spends most of its ad money on its 
two brands of bathroom tissue. Premium - 

priced Aurora and popular -priced Northern 
achieve almost national distribution. except 
for the New York. Washington, D.C. and 
New England markets. 

American Can places the emphasis on 
Northern bathroom tissues, and last year 
almost doubled its 1975 budget of $2.4 
million to $4.3 million. Media tactics re- 
mained the saute, however. with the bulk 
of the money going into spot tv, as news- 
papers suffered a small decline of dollars. 
Northern uses print media, including 
magazines and supplements. primarily for 
promotion offers. 

Aurora. with its slimmer $2.2 million 
budget added magazines last year to its 
basic mix of tv and newspapers. Most of 
the spot bought is fringe and primetime for 
both brands. 

American Can also makes Northern 
paper towels which ran with a small 
$63.000 budget in 1976 compared with the 

company's big entries in the paper towel 
ring. Gala had a 1976 budget of close to 
$1.9 million, and Brawny's budget reached 
$1.2 million. 

Brands are advertised separately, accord- 
ing to a company spokesman. although it 

seems American Can keeps in mind the 

"rub -off" value of a brand name covering 
two different products. such as Northern 
toilet tissue and paper towels. 

For the N areal Paper Company. bath- 
room and facial tissue make up the main- 
stay of advertising for its full line of paper 

products marketed in the Northeast. The 
45 -year old family -owned company uses 

its entire $800.000 -plus ad budget for 
spot tv commercials that feature actor Joey 

Faye as a roll of toilet paper. 

Marcal positions itself as an economy 
line, according to Marvin Howard, sr-vp at 

Chalek & Dryer who supervises the Mareal 
accou nt. 

"We don't have the dollars to compete 
with P&G. Scott and Kleenex.- Howard 
said. "We try to supply a product that's as 

good a product as any on the marketplace. 
We have to offer a better value. We posi- 
tion it as a quality item that offers the hest 

value." 
But like many of its competitors, Marcal 

hopes that value emphasized in its advertis- 
ing for bathroom tissue will rub off on its 
napkins, paper towels and facial tissues. 
(Howard said Marcal is the no. 2 facial tis- 
sue in New York.) 

The company goes for the industry - 
favorite, spot tv. primetime, early and late 
fringe and news spots. 

"A good percentage of our market is 

working people,- said Howard, noting that 
heavy users of these products start at in- 
comes of $15.000 and up. ''We find day- 
time tv has an older audience and is not as 

efficient." Howard added that the trade is 

"very oriented to tv. It's a merchandizing 
vehicle too.- 

IV areal sales depend on promotion as 

well as advertising. The company recently 
rethought its promotion practices through. 

"Last year 119761 we used 80% spot tv 

and 20% newspapers. using the papers to 
offer coupons." Howard said. "But there 
were problems of misredemption of 
coupons. This year we're in spot tv 100%. 

On tv we reach the consumer directly.'' 
Marcal switched to couponing through 

direct mail. compiling a computerized list 
of over a million names that are used for 
the mailings. These names are accumulated 
from those people who take advantage of 
Marcal's special offers. Each package in- 
vites the consumer to send in three 
proof -of -purchase seals for a coupon worth 
one free package. 

Wet Ones, an entry from Sterling Drug's 
Lehn & Fink Consumer Product Division. 
competes with bathroom tissue to some ex- 
tent, according to company spokesmen. 
And Sterling has increased its budget from 
approximately $1.6 million in 1975 to $2.5 
million in 1976. 

But one advertising executive who 
works on a major bathroom tissue account 
dismissed wet paper products as a threat to 
the business. ''The thrust of it is not as a 

substitute but as something to be used in 

addition to bathroom tissue. It doesn't 
cannibalize bathroom tissue sales.'' 

Coronet is the national brand of the 
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Put Your pencil to our 
F.RA.D.I. 

(Farm Progress Area of Dominant Influence) 

if You advertise 
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AUTOS 

TBA 

POWER TOOLS 

RETAIL GOODS 

TRUCKS 

LAWN EQUIPMENT 

n 
HOME APPLIANCES 

Tcday's high income farmer is a top con- 
sumer goods prospect who deserves 
special attention. His income is the envy 
of most city wage earners. Last year, 
average income per Iowa farm was 
$52,182. In Illinois and Indiana, it was 
nearly $42,000. Farmers are big spend- 
ers, too In 1975 they spent $76 billion 
fo: procucts and services. 

Over 36% of all working trucks are on 
American farms-more than twice as 
many as the next highest buying cat- 
ecory... up 39% in just five years. Nearly 
87% of all farmers own freezers. More 
than 84% own one or more power lawn 
mowers. More than 61% have one or 
more of company credit cards. It adds 
up to a high potential consumer goods 
market .hat deserves special advertising 
impact. 

FARM PROGRESS ADI 
VS. 

26 TV ADZ'S 
In the center of this rich farm market is 
our Faun Progress Area of Dominant 
Influence (FPADI)-Iowa, Illinois, Indiana 
and Wisconsin. We deliver 526,044 
copies cf each issue of our publications 
to the top income farms in our FPADI. 
And we deliver this select audience for 
just a lit -le more than a penny per farm. 
You would have to buy TV spots in 26 
ADI markets to reach this same audi- 
ence. Aid research studies show that 
our farmers consider farm papers more 
than TWICE as important as TV (85.4% 
to 40.5%)'` as a source of farming 
informa:ion. 

Take a close look at our FPADI when 
you review media recommendations for 
autos, t-ucks, TBA, home appliances, 
pcwer tools, lawn and garden equip- 
ment and other consumer goods. Our 
readers are ready-and able-to buy 
your product. For more FPADI market 
facts, write or phone National Advertis- 
ing Sales Manager Don Nicolay at 312/ 
323-3800. Our FPADI gives you local 
impact .where farmers buy. 

"Sandage =arm Media Study 

FARM PROGRESS 
PUBLICATIONS 

PRAIRIE FARMER 
Oak Broo<, IL 60521/2001 Spring Rd. 

INDIANA PRAIRIE FARMER 
Indianapolis, IN 46241/2346 S. Lyrhurst Dr. 

WALLACES FARMER 
Des Moines, IA 50305/1912 Grand Ave. 

WISCONSIN AGRICULTURIST 
Madison, WI 53711/2976Triverton Pike 

Member. Miiwest Unit Farm Publications 
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Need to get attention on tv prompted Marcal Paper Mills to hire actor Joey Faye as a roll of 
toilet tissue. Marvin Howard, sr.-vp Chalek & Dryer (I.) and Nicholas Marcalus, executive vp at 
Marcel (r.), like spot tv's reach and demonstration ability; entire $800,000 budget is in spot tv. 
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Facial tissue ad dollars 
Millions of 
dollars 
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$7.3 
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Georgia-Pacific Company in Portland. 
Oregon. G -P markets two regional brands 
of toilet tissue. Delta and VD ín addition to 
producing house brands for private labels. 

Coronet uses spot and network television 
with magazine ads for its almost $2 million 
budget. Coronet uses more magazines than 
the 3%r average for this category. Magazine 
spending totalled $123.700 in 1976. or 
atxntt 10% of the total budget. Spot tv ac- 
counted for about 60% of the budget, net- 
work tv 30%. 

Magazines such as Sunset. American 
Home, Woman's Day. Family Circle and 
Redbook are used primarily for promo- 
tions. "All our ads carry a special offer. It 
might be a wallet or a picture for the 
house.' said Arthur Petrey, national ad 
manager at G -P's tissue national headquar- 
ters in Stamford, Connecticut. Ads feature 
one item at a time. ''You wouldn't tell the 
same story for bathroom tissue as you 
would for a towel.'' Petrey said. 

The napkins and facial tissues that G -I' 
also manufactures are hardly advertised. 
The Coronet paper towel received about 
$431.000 of media exposure in 1976. N D 
bathroom tissues. which Georgia Pacific 
contends is the top selling toilet tissue on 
the West Coast. received a hit over 
$300.000 in advertising last year. The 
company's Delta brand, a one -ply 
economy tissue. is not advertised. 

Advertising is not based on sales, said a 

G -P spokesman, but is planned with market 
potential in mind. 

Although Coronet is featured as a four - 
roll package in advertisements. the product 
also comes in eight -packs. One industry 
observer noted that four -roll packages are a 

growing trend in the business. particularly 
for new entries. 

Paper towels 
There are three magic words in paper 

towels: Bounty, Viva and Scottowels. 
The words are spread through heavy 

television use. Again. spot tv is the favo- 
rite. taking about 61%i of all spending for 
this item. But network tv is a strong second 
with 31% of the market. And the network 
tv money comes from Bounty. Viva and 
Scottowels. 

The $9 million Bounty budget is split 
much like the category itself. with about 
30% in network tv. 68% in spot tv and not 
quite 2% in newspapers. Bounty is not in 
national distribution. covering only the 
area east of the Rockies. The brand used to 
employ more network tv. but has switched 
more of that into spot. 

Although the total budget for Viva and 
Scottowels ran about $4.8 million and $4.4 
million respectively. Scott bought almost 
as much network tv as Bounty did in 1976. 
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he $6,000,000 
dog -food dile a. 
: 

S 

TVor not TV isn't the question. 
And magazines and only magazines isn't the answer. 

She runs a household. She owns a 
dog. And she adds up to 28.9 million 
women. 

And if you're out to sell her your 
brand of dog food, here are some 
things you should know. 

The fact is, 11.2 million of those 
women are big on television and not 
so big on magazines. And 8.9 
million are big on magazines and 
not so big on television. 

The big watchers are Television 
ImperativesTM. The big readers are 
Magazine Imperatives. And the 
biggest mistake you can make is to 
ignore either group with a lopsided 
media plan. 

For example, here's what will 
happen if you put an entire 

t 

$6,000,000 budget into television. 
In an average month, you'll hit 

most of the 11.2 million Television 
Imperatives you want. But you'll 
miss an alarming number of the 8.9 
million Magazine Imperatives 
you want. 

Speaking of those Magazine 
Impe_atives, 4.3 million of them won't 
see any of your commericals at all. 
And at the four -or -more frequency 
level, you'll miss 8.5 million of them. 

That's 95 out of 100. And that's 
enough to make you think again. 

Which may explain why a 
number of advertisers have already 
decided to take a second look at 
their media plans. And a first look 
at the Media Imperatives. 

t 
`f41.10; 

The Television Imperatives represent 
11.2 million dog -food buyers. 

PERSONAL AND CONFIDENTIAL 

Mr. G. Edward Winslow 
Magazine Publishers Association, Inc. 
575 Lexington Avenue 
New York, N.Y. 10022 

Please contact the regarding 
A Telmar computer analysis of 

my media plan. A research 
presentation of the Media Imperatives. 

Name 
Title 

Company 
Address 
City, State Zip 

Source: W. R. Simmons 

The Magazine Imperatives represent 
8.9 million dog food buyers. 

: 

. 

. 
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Paper towels ad dollars 
Millions 
of dollars 
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Marian Lockett, media manager Scott Paper: "Regionalized brands require local plans. And 
we rely on the expertise of the local market buyers. We draw on their intelligence." 

r ^lka, - 
P 

. 

Viva bought $2.624.000: Scottowels 
bought $2.675.300. Both Viva and Scot - 
towels are national, but when it comes to 
buying spot tv, Scott goes to the regional 
people. "We rely on the expertise of the 
market buyers," said Scott's media man- 
ager, Marian Lockett. "We don't allow 
them to put together the plan. but we draw 
upon their experience." 

In regionalizing its operations. Scott 
buys local independent shows that are 
popular in the market, and buys both center 
city and suburban newspapers. according 
to Lockett. 

The people at Scott said they're looking 
at economical alternatives to tv, but as a 

rule they stick to television to make copy 
points and use newspapers and Sunday 
supplements for promotional activity only. 

Scott's latest entry is Job Squad. which 
is test marketing in about 6% of the coun- 
try. The Scott Company believes it to he 
"radically different'. and that it wears 
longer than other towels. 

In juggling its three brands of paper 
towels. Scott positions its "competing" 
brands not against each other but against 
other elements of the markets. 

"Each brand has its own attributes and 
characteristics to meet and to appeal with 
user needs," said Marian Lockett. "Scot - 
towels offers more sheets and more weight. 
and Viva offers more strength." 

P&G is unique among paper product 
manufacturers in offering only a limited 
number of paper products. The P&G posi- 
tion is to zero in on what a consumer wants 
in a product, and then produce a product 
that provides it. a P&G spokesman said. 
Only Charmin and White Cloud bathroom 
tissues go against each other from the P&G 
line. But Charmin is one -ply and White 
Cloud is two-ply, and rarely does a one -ply 
user switch to the thicker roll, according to 
industry sources. 

Last year, Kimberly-Clark rolled out a 

new towel. Thick & Thirsty. into the Mid- 
yYest. The newcomer's modest $190.000 
budget is mostly in spot tv, with some re- 
gional editions of women's service 
magazines added to thicken the mix. 

Kimberly-Clark actually dropped its ad 
budget by $100,000 to $1.3 million for its 
established national Teri brand. The com- 
pany is using more national tv. Network 
tv's share Kent from 35% of the budget in 
1975 to 51.5% in 1976. The rest of the 
budget is taken up by spot tv. 

Kimberly-Clark has one other nationally 
distributed paper toyyel called Hi-Dri. but 
for this economy brand. "It's more mer- 
chandising than advertising." said a 

Kimberly-Clark spokesman. Newspaper 
coupons are used to further enhance its low 
price. but no television is used at all. 
Another regional brand. Kleenex towels, is 
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Send coupon now -1- 

phone (212) 736-7490 

MEDIA FECORDS INC. 370 7th Ave., New York, N.Y. 10001 

PAPER ADVERTISING INVESTMENTS (bill $345 for all four parts). 

Name 

Title 

Company 

City 

Telephone Number 

State Zip 

0 I would like more information on the above offer. 



HUSTLER 
HUSTLER 
HUSTLER 

We can 
give you the 

vehicle 
for your 
message 

But we can't 
give you the 
courage to 
send us an 
insertion 
order. 

It takes courage to be a 
leader. Someday soon, 

some smart adman, some- 
where, is going to pick up 
the phone and say, "Hey, 
we just can't ignore those 
numbers any longer." 

We're waiting. 

HUSTLE 
EASTERN SALES OFFICE 

747 Third Avenue 
New York, N.Y. 10017 

(212) 935-0070 

MIDWEST SALES OFFICE 
40 West Gay Street 

Columbus, Ohio 43215 
(614) 464-2070 

WEST COAST SALES OFFICE 
1888 Century Park East 

Los Angeles, Calif. 90067 
(213) 556-2521 

merchandised in much the very same way. 
The Mardi Gras brand of paper towels 

and napkins has obtained a leadership po- 
sition in its area. according to its manufac- 
turer. the Fort I loward Paper Company of 
Green Bay. \\'isconsin. Priced about the 
saute as Viva and Bounty, Mardi Gras of- 
fers matching decorative towels and nap- 
kins. 

"The profiles for Mardi Gras is an up- 
scale. working and educated ioontan who's 
concerned about decorating. even for a 
product you have to have around the 
kitchen." said a spokesman at Ford How- 
ard's agency. Griswold -Eshleman. 

Almost all of Mardi Gras' 1976 budget 
of about $403.600 went into spot tv. 
mostly buys in late night and fringe to 
reach this decorative -conscious woman. 
There is some promotional use of news- 
papers. "But Mardi Gris is nor couponed 
or on sale as much as Viva and Bounty 
are," the spokesman said. 

Advertising was down in 1976 from 
$700.(X)0 in 1975. partly as a result of Fort 
Howard's decision to concentrate on 
saturating one market at a time, rather than 
spreading itself too thin over too large an 

area. 

All advertising features both the towel 
and napkin in combination. the only prod- 
ucts made under the Mardi Gras name. Fort 
Howard prefers to present its toilet tissue 
lines as economy lines which are. for the 

most part. unadvertised. Basically a com- 
mercial and industrial paper producer. Fort 
Howard is putting most of its consumer 
weight behind Mardi Gras as that brand 
slowly enters new markets. 

Tissues 
It's no coincidence that the brand name 

Kleenex has become almost synonymous 
with the generic terns. facial tissue. 

Kimberly -Clarks Kleenex soaks up a 

good part of the $425 million of sales of 
facial tissues in the U.S. K -C spent close to 
$3.8 million in 1976 to fight a slow -down 
in growth of this market and to keep a 

presumed lead as P&G escalated its ad 
budgets for its Puffs and Posh Puffs facial 
tissue products. 

Growth in this market has rarely kept 
pace with the other products in this catego- 
ry. Sales of paper towels. napkins and 
bathroom tissue more or less follow the 
growth of real GNP. according to the 
American Paper Institute. but the facial tis- 
sue market does not keep up with real 
GNP. During the recession year of 1974 
die facial tissue market actually shrunk by 
about 7%. 

Kleenex has turned to unique packaging 
and decorating ideas to sell its product. 
Aside from an assortment of "regular" 
Kleenex that come in anything from plain 

cardboard to a glitter box, there's Man 
Sized (for the male market). Little Travel- 
ers (for the car). and Boutique (for the bed- 
room and to match the Boutique toilet tis- 
sue). 

Kleenex is a devout network tv user. 
pouring over 90% of its budget into that 
medium. according to a K -C spokesman. 
The company goes for the umbrella ap- 
proach in its advertising to include all the 
Kleenex variations in one spot. Actress 
Joanne Worley calls Kleenex "The only 
real choice.'' 

Magazine use for Kleenex usually 
reflects promotional activity, though 
Kleenex teamed up with Comae cold cap- 
sules for a joint magazine effort last year. 
Kleenex has offered a cash return on Uni- 
versal Product Code seals that are cut and 
sent in to the company. 

This category's $9.652.000 media 
spending breaks down to 53.5% in spot tv, 
23.1% network. 10.6%r newspapers. 
10.2% magazines and 2.6% in Sunday 
supplements. Kleenex and the Scott Paper 
Company's Scotties tissues are the only 
users of network tv. 

Leading category spender P&G. for its 
Puffs and Posh Puffs tissues, pours most of 
its stoney into spot tv. The product is mar- 
keted primarily east of the Rockies. Spend- 
ing has zoomed, from $3 million in 1975 to 
$7.9 in 1976 for both products. Both tis- 
sues are occasionally advertised together, 
but separate ads are the norm. Puffs gets 
the edge when the products are measured 
individually. getting $2.057.000 to Posh 
Puffs' $ I.850.000. P&G would not com- 
ment on why these budgets soared last 
year. One can conclude only that it was an 

attempt to boost the weakened facial tissue 
market. or to take advantage of Kleenex's 
momentary pause in new advertising ven- 
tures. 

The Scott Paper Company has only tuo 
entries in the facial tissue line. Scotties and 
Lady Scott. Scotties is a national brand. 
whose ad budget gained 584,50( to reach 
$1 1 . 179,(X)0 in 1976. Scotties uses Sunday 
supplements as premium offerings on a 

fairly regular basis. Use of spot ty was 
doun slightly from 1975 to 1976. with the 
extra money funnelled into newspapers. 

Lady Scott is only regional. and is 

mostly advertised jointly with Lady Scott 
bathroom tissue through neuspapers and 
Sunday supplements. 

There are few other contenders in this 
category. Chiffon facial tissues. produced 
by C own Zellerbach. received about 
$103.000 of newspaper advertising in 
1976. Most often. Crown Zellerbach, a 

regional company that has a firm grip on 
the \\est Coast and its neighboring states 
teams its Chiffon brand with its Zee brands 
of paper products in advertising. 
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NOW . . . 

THE TAMPA TRIBUNE RANKS #1 
NATIONWIDE IN R.O.P. COLOR LINAGE! 
It's a fact. In 1976 the Tampa Tribune was the top newspaper in the country in F.O.P. color 

full -run linage. 

Not so surprising though, when you consider that our circulation reaches one of the fastest 

growing major markets in the country - average weekday readership: 377,000 adults. Sunday 

readership: 497,000.** The market is growing and so is our circulation. 

So when you're thinking color, remember the Tampa Tribune. Our color is #1. 
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Publishers of 

THE TAMPA TRIBUNE 
Morning and Sunday 
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Media General Newspapers 
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SOURCE: 1976 Media Records, Inc. 
* SOURCE: Belden Continuing Market Study, 1976 

Represented by Sawyer -Ferguson -Walker: New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles, 
Philadelphia, Dallas, Boston, Charlotte, N.C. 



Paper napkins 

cc 
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...Atlanta. Somewhere someone is 
building it from the middle. The city 
has already outrisen its rebuilder... 
anyway you look, but especially up: 

James Dickey, Jericho 

450 of the Fortune 500 companies have 
offices in Atlanta. Shuttling their execu- 
tives back and forth to the home office has 
helped make Atlanta's airport the world's 
second busiest. 

Southern Living 
Put your money where The South is. 

the 
Jersey 
Giants 

Northern 
New 
Jersey 
Newspaper 
Network 

We tackle your market in New Jersey. Your products can become giant 
with the NNJNN dailies...now the largest daily suburban newspaper 
network in N.J.578,200 readers covering an $8 billion E.B.I. market 
ranking 18th in the U.S. NNJNN isa giant part of suburban Newark. 

DailyJournal-Elizabeth N.J. Herald. Newton 180,696 Latest A.B.C. Audit Daily Record-MorrisCty. NewsMJEPaterson 
Nationally Marketed by LANDON ASSOCIATES, INC. L 

and Story & Kelly Smith Mai 

Paper napkins is the oft -forgotten 
member of the household paper product 
category. Napkins received under 
$500.000 of advertising play last year. 
Napkin sales are not as appealing to man- 
ufacturers because their consumption falls 
behind the use of other paper products. Ac- 
cording to the American Paper Institute, 
shipments from manufacturers to distrib- 
utors of napkins is only 60% of toilet tissue 
shipments, as measured by tonnage. One 
agency contends that household penetration 
of napkin use is only 75% as opposed to 
bathroom tissue penetration that reaches 
close to 99%. 

Many of the larger companies leave this 
area alone. P&G currently does not pro- 
duce a brand of napkins, although it con- 
tinued to make a Charmin napkin for some 
time after acquiring the Chairman Paper 
Mills in the late fifties. Kimberly-Clark 
makes table and cocktail napkins, but gives 
them little advertising support. 

Advertising strategies for this product 
seem to have shifted from 1975 to 1976. 
The overall budget declined somewhat dur- 
ing that time. from about $525.(X)0 in 1975 
to $414,000 last year. But newspapers 
nearly doubled their share of the media dol- 
lars to 79.9% last year. as the chunk as- 

signed to spot tv plummeted from 62.7% of 
the 1975 budget to 3.8% last year. Some of 
1975's relatively large users of spot tv have 
cut their budgets or switched to news- 
papers. 

Ness money coming in for this product in 
1976 went into newspapers. When Scott 
increased its ad budget for Viva napkins by 
almost ten times last year to $242,000, 
only $1,000 of that went into spot tv. 
About $173,000 went for newspapers, 
$25,100 for magazines (women's service 
books) and $42.400 in Sunday supple- 
ments. As a general rule, Scott uses print 
vehicles for promotion purposes. 

The field is highly competitive. Unless a 

company is willing to spend large amounts 
of money it is difficult to make a dent in the 
market. The American Can company, 
which puts over $I million for products in 
other lines, limits its napkin advertising be- 
cause of this stiff competition. 

But the Scott investment in its Viva 
napkin line may be evidence of an emerg- 
ing concern over napkins by the larger 
companies. The smaller. regional com- 
panies may be giving them something to 
worry about, as they fill the advertising and 
promotion vaccuum left by the big paper 
producers. 

"No one advertises napkins,' said 
Norman Goluskin. president of the 
Smith/Greenland agency. Goluskin advised 
his client, New York -based Hudson Paper 
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and Pulp Company, to sell its whole line of 
napkins, paper towels, tissues and toilet 

paper by highlighting its napkins. 

"By selling napkins. there was room to 

build a business with all that competition 
from the large companies," Goluskin said. 

The agency man figured that Hudson's 
main competition. Scott and Viva napkins. 

lives off the fame of Sconowels and Viva 
towels. 

"We work the way every one else 
works:' Goluskin said. "Other napkins 

get the rub -off from other products. We 

hope people will buy towels because they 

buy our napkins. It would have been 

suicide to take any kind of media budget 

and put it against Kimberly-Clark, P&G 
and Scott." 

Hudson contends it's No. I in its 

hometown market. But the company now is 

interested in increasing its markets to reach 

down South and to push out towards the 

Mississippi. Goluskin said the problem 
was. "How do you position and build a 

business when the product was no different 
than the others?" 

The answer was a creative one backed by 

research. "We found that people who buy 

Viva and Scott have different images of the 

products when they're much the same. 

Viva is considered to be strong. Scott is 

considered to he softer and more elegant. 

We positioned Hudson in the middle as soft 

and sturdy." 
Hudson also priced its product a few 

cents under the other brands. 

A tv campaign broke in Spring, 1975. 

backed by newspaper couponing, and 

packaging that included recipes from 
well-known restaurants. (The recipes were 
for hand-held foods that required lots of 
napkins to clean up the fingers.) Hudson 
pushed for point of sale space to draw at- 

tention to the recipes, Goluskin said. 

Spot tv accounted for about 80% of Hud- 
son's $65,000 budget in 1975. But tv cost 
increases in 1976 encouraged Hudson to 

put its limited dollars into newspapers in- 

stead last year and this year. The 1976 

budget hovered around $80,000. 
This year Hudson is experimenting with 

a co-op ad with other regional advertisers 
which is scheduled to run in the New York 
Daily News Sunday magazine. The full, 
four-color page will feature coupons for 
Hudson, Savarin instant coffee and 
Weaver's frozen fried chicken. "This 
allows regional brands to use four color," 
said Goluskin, who pointed out an 

additional attraction: multi -coupons have 
higher redemption. 

"It's something a national marketer 
wouldn't pursue." Goluskin said. "You 
have to play a different game than the hig 
companies. You have to convert it to a 

,strong. local effort." 

MEDIA Newsmakers 

Julian Sloan has left the American As- 

sociation of Advertising Agencies, where 

he was director of media relations and re- 

search, to join the Traffic Audit Bureau, 

New York. 

Shelly Hirsch, media director of Richard 

& Edward's, Inc.. has been named a vice 

president. 

Michael J. Drake, media planning group 
head, BBDO, has been elected a vice pres- 

ident of the agency's New York office. He 

joined the agency in 1975 as a senior plan- 

ner. 

John M. Power has been elected vice pres- 

ident and senior associate at Vitt Media In- 

ternational. He joined VN I three years 

ago. 

Barbara Stewart has been promoted to 

media group supervisor at Air Time, Inc. 

She joined the service in 1974. 

Roy L. Beatty has joined Jacobson Man- 

ufacturing Co. as advertising manager for 
the firm's turf products division. Previ- 

ously, he was manager of consumer adver- 
tising for the Homelite Division of Textron 
Inc. 

Stephen Green has been named media di- 
rector at the Leslie Advertising Agency, 
Greenville, S.C. He joined the agency in 

1973 as a media buyer. 

Linda B. J'ecchia has joined Stauch- 
Vetromille Advertising, Providence, R.I., 
as an assistant media buyer. Formerly. she 

was in the program and traffic departments 

of WJAR -AM , Providence. 

Lee Shelton has been appointed vp, mar- 

keting, advertising, administration, a new 

post at Adolph Coors Co. He had been 

manager. marketing services for the 

American Hospital Company's dental di- 
vision. 

Elton Kruger has joined the Detroit office 

of Kenyon & Eckhardt as the associate 

media director. Most recently , he was with 

J. I. Scott Company. Grand Rapids, Michi- 
gan, as account supervisor and media 
director. 

Judy Office and Jean Rowland have been 

promoted to media buyers at the Boston 

office of BBDO. Ms. Office will concen- 
trate on broadcast media, and Ms. Rowland 
on print. 

CRIE'. 
"I remember the years 1930-32 
most vividly. People generally 
j.st quit smiling ...1 would 
sometimes go down along the 
tracks to talk to the men there. 
That is when I learned that 
grown men cried-from hunger, 
anger, loneliness and 
frustration? 

-Anonymous Birmingham citizen. 
U.S. News & World Report. 

November. 1974. 

I; urown men cry these days in the South 
-and they may-it is rarely from hunger 
or the frustration that having no job can 
bring. Department of Commerce figures 
project for the South the largest increase 
in zmployment in the 70's-a full 10% 
larger increase in employment than even 
the populous Northeast. And - in the 
South -even the railroad tracks are 
humming 

Southern Living h 

Put your money where Th me South is. 

TXF 

CENTRAL 
PENNSYLVANIA 

MARKET 

AMERICA'S 4Øth 
Market 

(S2.7 Million in Retail Sales) 

$4.7 billion in EBI 
880,300 
population 

Source Sales/Marketing Managem,nt 

REACHED and SOLD 
thru the CPM Group 

HARRISBURG PATRIOT NEWS 

LEBANON DAILY NEWS 

YORK RECORD/HIGHLIGHTER 
Phone Newhouse Newspapers for further information. 

(212)697-8020 
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o LETTERS (t,on, 26) 

ise 

TOTAL 

OBJECTIVITY 

IN ... 

READERSHIP 
RESEARCH 

ADVERTISING 
AWARENESS 

COMPETITIVE 
STUDIES 

GROWTH 
ANALYSIS 

NEW BUSINESS 
STUDIES 

. 

For information write or call: 

Dr. Leslie Harris, Pres. 

MARKETING 
RESEARCH 
ASSOCIATES 

: Postal Box 173 
Teaneck, N.J. 07666 
U.S.A. 
201/836-7486 
212/355-4100 

: THE NEW JERSEY POLL 

. 

Future of' commercial catv 
I read with interest your recent article on 

cable television and I thank you for your 
insightful reportage. As producer and 
president of Telefrance-USA, the cable 
program alluded to in your article. I can 
attest to the importance of audience docu- 
mentation. Advertisers trust know their 
commercials reach a valuable audience. 
Our goal with Telefrance-USA has been 
to produce programing of such consistently 
high quality that advertisers would he 
assured of significant program appeal. 
We knew that cable subscribers in Man- 
hattan were well-educated and in upper 
income homes. We also kne++ they had 
interest in cable programs because they 
paid over $120 per year to receive it. Our 
challenge was to produce a program with 
an upscale appeal and we believe we have 
done that. 

We have many national advertisers 
sponsoring Telefrance-USA. some with 
52 -week orders. They are convinced of the 
important audience our program is reading. 
Our list includes Renault. Evian. Kronen- 
bourg. Guy Laroche. Yves -Saint-Laurent 
perfumes. L'Oreal. TWA. We also have 
many important retailers such as Cartier. 
Ted Lapidus. 

National clients know that for a cost 
lower than usual spot television. they Will 
reach their customers. Retailers who can- 
not afford regular spot can he an important 
television advertiser on cable. In this sense 
we have an advantage over other stations. 

The future for us lies in expansion into 
new markets and cable systems in 1977. 
We are in the process of selecting markets 
with potential for us with high cable pene- 
tration. Research must be done at some 
time to pinpoint this audience but lack of it 
now is not a great hinderance to us. 

Telefrance-USA is proof that cable and 
visibility and that advertisers will respond 
to that. 

.lean -Claude Raker. 
president. Telefrance-USA. 

¡Ven York. 

Business advertising 
Your special report on business advertising 
in the April issue contains a glaring typo in 
the agency chart. You show Bayless -Kerr 
at $4.6 million and 1.3% of agency total. 
This would place the agency total billing 
around $35 million where in fact they bill 
about $5 million. I suggest it should have 
been 91.3%. 

Raymond IViemer. rp, 
Juvnte Inc., 

Cleveland. Ohio. 

Business ad+ertisin} -parts I & 2 

The first two parts of the special report 
on business advertising have been exceed- 
ingly well done. in my opinion. 

I was a little amused by the contrasting 
statements of Al Ries and Jim Tafel. both 
long-time vocal critics of media commis- 
sions. 

Al is quoted as saying there's no incent- 
ive for an agency to do anything in busi- 
ness and industrial media and that it's just 
not profitable anymore. When we started 
business 26 years ago. we were told that 
industrial or business -to -business advertis- 
ing wasn't profitable. We found that that 
uas a myth then just as it is a myth now. 
Our business -to -business accounts average 
out at about the same rate of profitability as 

our consumer accounts. In both categories 
there are winners and losers and we work 
constantly to bring about an average rate of 
profitability. With rigid cost accounting we 
have found that very fe++ clients are un- 
reasonable. There's no more reason for an 
industrial account to be uprofitable than 
there is for a consumer account to he a 

financial bonanza. The size of budget and 
the type of market are not the most im- 
portant factors in profitability. 

On the other hand, Jim Tafel says 
"Agencies used to make a good deal of 
money off business papers... My observa- 
tion is that 25 years ago there were more 
marginal small agencies living off trade 
paper business than there are today. We've 
bought a few and looked at some others 
and you can take it from me that just as 

there's nothing inherently unprofitable in 
industrial ad\ertising today. there never 
was anything that made it inherently profit- 
able. 

Niihau? Marsreller, Chairman, 
Marsteller, New York. 

sledia Research 
The "Look ahead" article on media re- 

search in the April issue +v as well done. 
Ilo++ever. the caption under my photo 

invoked an error - the word "able' 
should have read "unable.'' 

My full statement was correct as it ap- 
peared on page 112. and the statement, as 

lifted for the caption, should have appeared 
as follows: "Howe\er. advertisers. in try- 
ing to evaluate various media combinations 
in order to get the most efficient buys. are 
unable to include detailed tv demographic 
data in a media mix profile that is as reli- 
able as the data furnished by major maga- 
zines.' 

Robert Booth. rp-advertising. 
Metropolitan Life, New York. 
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The 1976 
Ad Dollar Summary 

The only complete listing of all brands active in six major media: 

consumer magazines, national newspaper supplements, network 

and spot television, network radio, outdoor. 

Expenditures for more than 24,000 brands --listed in alphabetical 

order with parent company identification and -media used. 

PLUS 
The tdp 1000 companies with Ad Dollars listed by media;;.{,:.: 

17.4 

`The top 10 brands in eacl- of 243: product categories with 
category:total. 

complete summary of AD dollars from the PIB Service, 
BAR Broadcast Services, LNA Outdoor. The official industry 

figures prepared for MPA, TVB, RAB, OAAA used by 

every major advertiser and their advertising agencies. 

1976 -AN OVER $7,000,000,000 
INLYEAR- THE BIGGEST EVER 

Leading National Advertisers, Inc. 

r -s 
To: LNA 

Subscription Dept. 
P.O. Box 525 
Norwalk, Conn. 06856 

Yes, I want to know what my competition did in 1976. 
E Send me 

n0 
1976 AD $ Summary "ear -End Report e $75 each 

Enclosed check, m.o. E Bill me 
Send further information 
Write/Call LNA-347 Madison Ave.-NYC 10017 (212) 532-3331 

Signed 

Name & Title 

Company 

Street & No. 

City State Zip J 



There's no 
place like 

erica, 
Except 

Portland. 
Oregon. 

Our free Portland marketing manual proves 
it. By most every demographic measure, 
Portlenders are such typical Americans 
that their city's an exceptional test market. 
Exceptional for everyday selling, too. 

And Portland's two dailies cover the 
market best: 400,000 issues a day, reaching 
63% of the SMSA. Or 66% with the Sunday 
Oregonian. 

So look into the Oregonian and Oregon 
Journal. Portland does. 

THE OREGONIAN 
(Daily and Sunday) 

OREGON JOURNAL 
(Monday through Saturday) 

Represented Nationally by Newhouse Newspapers. 
In Seattle by G. A. Wellington. 

1ST 

It's yoúr best buy 
in Northern 

New -England 
FIRST in Daily circulation 
LARGEST geographic coverage 
OVER 57% HH coverage 
in eight counties 

. , . and you bet your sweet 
media dollar we can prove it! 

contact: 
Sawyer 

Ferguson 
Walker 

1ST ST 

Homework 
The current mode of advocacy advertis- 
ing, with a few exceptions, is of largely 
questionable value and doubtful efléc- 
tiveness on economic, sociopolitical and 
ideological grounds. So concludes Prof. 
S. Prakash Sethi of the University of 
California at Berkeley in his thorough 
hook, "advocacy Advertising and Large 
Corporations.'' 

Sethi's hook is an up -to -the minute eval- 
uation of the evolution of the advocacy ad 

campaign. Drawing upon case histories of 
two campaigns - American Electric 
Power Company's effort to encourage coal 
consumption, and the pro and con advenis- 
ing for California's Clean Environment Act 
of 1972 - Sethi traces to the conception. 
execution and reaction to this emerging 
form. 

The 352 -page hook conies with lengthy 
tables. footnotes and ad reproductions. and 
is one of the most comprehensive studies 
on the subject. 

"Advocacy Advertising and Large Cor- 
porations'' is published by Lexington 
Books. D.C. Heath & Co., and sells for 
$25. 

American Radio - Fall Report, com- 
piled by James H. Duncan. Jr, media direc- 
tor at Gilmore Advertising. is now avail- 
able. 

This second report, like the first released 
last spring, is based on Arhitron statistics. 
ARB has requested that distribution he 

limited to Arhitron clients only. 
The fall report otters a detailed analysis 

of 75 Arhitron radio markets. and ranks 
markets to show the top 500 radio stations. 
the leading teen stations, and 250 top FM 
stations. 

The 180 -page report sells for $22.50. 
and should be ordered front James Duncan 
at Gilmore Advertising. 200 Michigan 
Bldg., Kalamazoo. Mich. 49(X)6. 

Looking for a news outlet? The 1977 
"New York Publicity Outlets" directory 
published by Public Relations Plus. Inc.. is 
now available. This 207 -page guide to con- 
sumer media, of the greater Metropolitan 
area, lists press contacts on newspapers, 
radio & tv stations. and consumer 
magazines. There's a section on selected 
trade hooks on advertising, marketing and 
media as well. 

An annual subscription costs $35. which 
includes a revision supplement issued in 
August. Order from Harold Hansen. Box 
327, Washington Depot, Conn. 06794. 

Who are you going to believe? When it 

comes to population projections, ít seems 
that there are almost as many projections as 

people projected. 
The Advertising Research Foundation 

asked its technical committee to do some 
projections of its ow n. In a recently re- 
leased report, the ARF committee suggests 
you ask for full disclosure on data - 
gathering practices used to produce the 
figures in question. 

There are three pitfalls to he avoided: 
Don't project a sample to a different popu- 
lation than the one identified in the sample 
design. Second, projecting this sub - 
population to a different time -point is 

dangerous because the group may he larger 
or different than the one sampled. Third, 
projecting to a population including the 
Census undercount is also misleading if 
you exclude those the Bureau of the Census 
couldn't reach. 

For the full report. without charge, right 
to Ingrid C. Kildegaard. vp, ARF, 3 E. 54 
St., New York, N.Y. 11)022. 

J. Walter TI pson's study on "'1'v 
Violence: In The Eves of the Beholders" 
concludes that "certain kinds of violent 
programing are a social hazard. We now 
have substantial evidence that there are 
business dangers as well for advertisers 
on such programs.'' 

The study is available (single copies 
only) from Leda Goldsmith, J\\T, 420 
Lexington Ave.. New York. N.Y. 10017. 

How do you pick, or switch, agencies? 
The ANA has issued a guideline report, 
"Selecting An Advertising Agency - Fac- 
tors to Consider - Steps to Take." 

The 82 -page booklet can he purchased 
from the ANA. 155 E. 44th St.. New 
York, N.Y. 10017. It's $10 for members; 
$15 for non-meluhers. 

lore people are turning to the Yellow 
Pages, says Kaiser Handi-Book Pub- 
lishers. Port Chester, N.Y. Kaiser, the 
largest community phone director publisher 
in Westchester County, believes that there 
is a steady long-term trend toward check- 
ing goods and sere ices by phone before tak- 
ing the time to visit personally. 

Kaiser will provide a new summary of 
data on its coverage to agencies and adver- 
tisers. \\'rite to Kaiser Handi-Book Pub- 
lishers, Inc.. P.O. Box 990, Port Chester, 
N.Y. 10573 for a free copy. 
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(-For the buyer & seller of advertising 

news oa oer rc tes & c ata's 

1977-78 
news 1[ aper 
circo anon 
anal sis 
$ SPECIAL PRE -PUBLICATION OFFER* 

(Regular Price $19.00) 

ORDER -NOW! save $7.00 
'Applies only to orders accompanied by payment received prior to June 15. 1977 

The Invaluable Aid to Newspaper/Market Evaluation 
NCA helps both buyers and sellers of advertising. Planning and buying is faster and easier. 

Media can do a more effective job of presenting their sales points ... they can more easily 
learn competitors' strengths and weaknesses. NCA contains the kind of information the media 
needs to sell a market. 

You get a computerized tabulation of U.S. daily and Sunday adjusted circulation rates, 

market data and demographics arranged in five sections. 

newspaper 

circtlation 

analysis 

h.a 11....r. 
was 

Section 1: 

Section 2: 

Newspaper circulation within TV market areas 
with open line rates 
Metro area circulation and penetration 

,. Section 3: County -by -county circulation and penetration 

.,. . --- Section 4: Circulation analysis of newspapers and news- 
T., -. . paper groups; with black and white page rates 

Section 5: Ranking tables for 20% and 50% counties, 

warm* =Iwo 
cow aran rrr r " 

daily and Sunday 
In addition, NCA gives you line rates, page rates, and a wide 
range of demographics including number of households, 
adults, teenagers, and children. You also will find the retail, 
food store, drug store sales and consumer spendable 
income for each market area, ADI, metro, and county. 

newspaper circulation analysis 
published as Vol. 2, August issue of Newspaper Rates and Data 

I am enclosing $ to cover my order for copies of the complete 50 -state 
1977-78 NCA at the special pre -publication price of $12.00 each. 

I understand that payment must accompany this non -cancellable order and be received on or before 

June 15, 1977 to qualify for the reduced price rate. (If billing requested or order received after June 15, 

1977 the price of NCA is $19.) 

PLEASE TYPE OR PRINT 

NAME/TITLE 

O HOME 
ADDRESS O OFFICE 

CITY/STATE/ZIP 

COMPANY/TYPE OF 
BUSINESS 

AUTHORIZED 
SIGNATURE 

RETURN TO: 

HOWARD KRAUSE 

NEWSPAPER CIRCULATION 
ANALYSIS 

STANDARD RATE & 
DATA SERVICE, INC. 
5201 OLD ORCHARD RD. 
SKOKIE, IL. 60076 



Inside Media 
(from 37) 

After a vapid first quarter, national spot radio started moving in firm fashion in 
April. The same thing happened on the local scene with the result that the market- 
place was getting tight. 

The wired networks were pretty well sold out and the non -wired networks were 
coming into sharp demand. 

On the westcoast P&G was giving radio a six -week flight in ten markets for 
Charman and Folger. 

The biggest push was coming in factory dollars from the automotives, Chevrolet, 
Dodge, Plymouth, Olds, with the foreign cars Toyota and Datsun also pouring dol- 
lars into radio despite the shifting of agencies. 

Kraft and General Mills and a flock of regional foods are also active. 

National spot tv, unless local retailers rush into the marketplace en masse, 
gives every evidence of becoming a negotiable medium for the second and third 
quarters. 

That doesn't mean that there aren't important markets still demanding substan- 
tial price increases compared to a year ago. 

For example, Boston, Baltimore, Atlanta, Tampa, Dallas, Houston, Seattle, 
Hartford, San Francisco. 

Somewhat on the soft side are New York, Cleveland, Chicago, Detroit. 
Even though a station is overloaded with inventory, it can be disposed to hold the 

line on certain vehicles, the most likely being early and late evening news. 
A leading spot tv agency, which has been tracking the spot pricing in 18 assorted 

markets, estimates that the ups and downs in May will average out at 11-12% 
compared to 1976, which is quite a drop from the 25% that prevailed for that month 
between 1975 and 1976. 

A panel of key experts that we poll monthly seems to be generally of the opin- 
ion that the current spot rate of inflation is running between 7-8% over the previous 
year. Some of this is due to the fact that buying this year started rather late and not 
a few advertisers took seriously the talk about looking around for alternatives. 

Looking down the road to the fourth quarter, spot will have to keep its fingers 
crossed. Will the increased tariff that advertisers will be paying for 1977-78 prime 
time 30's incline them to dip into the planned spot budget for the difference? 

Tradition seems to have reversed itself in network buying for the 1977-78 
season in that advertisers haven't waited to wrap up their prime time needs before 
committing themselves to daytime. 

At least for ABC-TV and CBS -TV the trend is for much heavier spending in day- 
time starting with the fourth quarter. 

ABC is asking for a 28% increase for 18-49 women cpm's. The jump is from 
$2.80 to $3.60 per m for 30 -seconds. The overall unit cost at this network is ex- 
pected to go up 25%. 

Both ABC and CBS appear headed for a strong third quarter. Business in the 
house was running around 75% for that quarter in May. 

P&G seems to be having difficulties with a new company -owned serial. Lovers 
and Friends is still struggling to make it. So far the soaper hasn't managed to get 
better than an 11 share. 

Three radio stations in Phoenix backed away from hypoing the April/May local 
Arbitron report as a result of an 11th -hour action by the service. 

Arbitron threatened to discard their call letters in diaries for the period if that 
didn't tend to confuse diary keepers through giveaway promotions/contests. 
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NL.Y 

The Long Island Newspaper 

It's a subtle change. Rut a significant one. 

Because now that the Long Island Press 
has gone out of business, only one daily 
newspaper remains in one of America's 
biggest and most important markets. 

Now Newsday and Newsday alone serves 
Long Island's Nassau and Suffolk counties, 
the booming market that ranks ninth in 
population, tenth in retail sales ( 58.4 billion 
a year!) and first in average household 
income among the top 20 SMSAs. 

Since the demise of the Press, Newsday's 
unchallenged domination of Nassau -Suffolk 
has grown even greater. 

Thousands of former Press readers in 
Nassau -Suffolk have turned to Newsday 

while a growing number of people in eastern 
Queens (the affluent, suburban areas closest 
to Nassau County) are buying Newsday's 
new Queens edition. 

So, with the passing of the Press, News - 
day's already legendary growth is accelera- 
ting even more quickly. Both daily and Sun- 
day circulation are now running far ahead of 
previously published ABC figures.* 

The demise of the Long Island Press means 
that Newsday has an even greater obligation 
to serve Long Island's 2.7 million people. 

The passing of the Press also means that 
now-more than ever-Newsday is the 
only u'ay to reach and sell a premier market 
that belongs on every advertising schedule. 

111T&u-vs/u-41 éxi) 
Now more than ever... 

You Can't Sell Long Island Without It 

'46S.021 daily. .33.260 Sunday. Sept. 40, 19'6. Audit Bureau of Circuiations Audit. 



Almost three -fourths of 
the adults have always lived 
in the Tulsa SMSA or 
moved there prior to 
1970.* 

That's the kind of stabili- 
ty that builds steady cus- 
tomers, brand loyalty and 
high newspaper readership. 

If the products you sell 
are designed for these kind 
of people, reach them in 
northeast Oklahoma with 
the Terrific Tulsa newspa- 
pers. 

For more information 
about the Tulsa SMSA, ask 
your Branham repre- 
sentative for a copy of 
Tulsa's new Belden Contin- 
uing Market Study. 

'1t,i.11, Goo ieiioiiiM A(.rkrt Stud, 

5~a!-Z?,15'r.Wdit1.1) 
T E) CZ.TttEo r1 Tt-tb kltll' 

morning/Sunday/evening 

Two independent and separately 
owned newspapers represented 

nationally by Branham 

MEDIA Quotes 
knowing the consumer 

Foote Cone & Belding believes in con- 
sumer research. It invests 51/2% of its U.S. 
operating income in consumer attitude re- 
search. This year. FCB's annual report de- 
tails some of what that research discovered. 
The report states: 

'`In its broadest aspect, this programa is a 

look at the national public, and what is 

going on in its collective mind and heart. 
provided by our subscriptions to and dis- 
tribution of information front the Roper 
Center summaries of opinion polls, the 
Yankelovich studies of social value trends, 
and the Leo Shapiro research company's 
reports on the economic mood of the soci- 
ety. 

"But we have added a number of other 
elements to put us in closer touch u ith in- 
dividual consumers, and to avoid the 'ivory 
tower' syndrome that is endemic to people 
in advertising agencies. who spend too 
much of their lives ', ith people too much 
like themselves," 

Among the findings are these important 
points: 

"Single serving food products are as 

likely to he consumed in larger households 
as in one or two member households. 

"Consumers welcome rationalizations 
for purchasing irrational products. And the 
interesting thing is. most consumers realize 
they're indulging in rationalizations. 

"Talking to a consumer about his or her 
future can he more productive than detail- 
ing technical differences. 

"Consumers are less likely to complain 
about price increases uhen they are alerted 
to the increases in advance. 

"The 'personality' of certain products is 

far more important to the consumer than 
the features. the ingredients, or the man- 
ufacturer. 

''There u ill always he a market for a 

household product that does a better job 
even if it is a little harder to apply. 

"Most consumers believe time saved is 

more important than cork saved.'' 

What's sauce for the gander 
Adults need the same protection from 

abuses of advertising as do children, says 
Melvin Helitzer. president of Helitzer Ad- 
vertising. which specializes in to advertis- 
ing. Helitzer made these comments at the 
lead -oft session of the Georgetown Uni- 
versity Lays Center's "Children and Ad- 
vertising'' discussion series last month: 

"I disagree that children are a privileged 
and vulnerable group where advertising is 

concerned. They need the same protection 

adults do against false advertising. I chal- 
lenge you to give me one advertising 
guideline intended to eliminate deception 
in children's advertising that should not be 

applied to all adult advertising. 
"Because children are immature it is 

easy to take for granted that as consumers 
they are especially vulnerable to the blan- 
dishments of adroit advertisers. Nothing 
could be more misleading. For the most 
part, their goods are bought for them. Thus 
they have more insulation against purchas- 
ing vulnerability than the housev, ife who 
does 80% of the family purchasing.'' 

Why not radio? 
When the State of Maine passed legisla- 

tion to alloy, advertising by law firms. 
broadcast advertising spas prohibited. Tak- 
ing issue with the statute, Miles David, 
Radio Advertising Bureau president. wrote 
to Edward M. Bonney. executive director 
of the Maine Bar Association, in part, as 

fol lows: 
"It is both unfortunate and inappropriate 

that your neu code bars broadcast advertis- 
ing. 

Why discriminate against some forms 
of media versus others? The goal is to reach 
people s' ith information. Should not the 
means of reaching them he determined by 
each law firm individually? 

"Assumedly, the reason that you opened 
up communications is particularly to reach 
those people who are not familiar with 
legal services. A newspaper ad charac- 
teristically gets only readership by a certain 
percentage of individuals receiving that 
nessspaper. Many of the very individuals 
you are seeking to reach will not in fact 
read the advertising. Radio, by its nature, 
is intrusive and v ill not he missed by the 
audience." 

Parkinson's law 
Robert J. Cunnion, Jr., ad director of 

Grit. made an addition to the collection of 
laws now attributed to C. Northcote Par- 
kinson. as it applies to media. In a recent 
letter. Cunnion said: 

`Work expands to fill the time allotted 
for it. Expenditures rise to meet income. 
Such laws are the specialty of Professor C. 
Northcote Parkinson, a man e, ith the rare 
gift of making both sense and fun of eco- 
nomics. 

As far as I know, there has never been 

a Parkinson's Lau of Media. But if there 
sere. mightn't it go something like this: 

"Magazines multiply to meet mover.' 
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Technology on the march 
Technology will break up the broadcast 

networks. Stanley Tannenbaum. vice 
chairman of Kenyon and Eckhardt. told an 

American Marketing Association meeting 
in Southern California last month. This is 

what he envisions: 
"Few people realize that a home pay -tv 

service tape can now be put on a satellite 
and blanket the nation with a film playing it 

months ahead of the picture's general 

availability. That's not a serious threat to 

network tv with a pay -tv subscriber 
circulation of one million today. But it cer- 
tainly will he when there are many millions 
of subscribers. It opens to question whether 

a major tv network skill want to buy a major 
picture. 

"Currently. the Telecinema's subscrib- 
ers' sets are hooked to a minicomputer 
which gives them a broad choice of pro- 
gramming and also keeps track of every- 
thing the subscriber telephones to see and is 

then billed for. By means of the telephone 
billing read-out, sponsors can have specific 
subscriber demographic and viewing data 
which will make today's Nielsen ratings 
look like antediluvian tools." 

Other likely developments. according to 

Tannenbaum. include: 
"Tv Networks will change in form. 

Their hold on program distribution will be 

broken. 
"Network tv seller's market will he but a 

memory. 
"Local tv will assume greater im- 

portance to national advertisers as facilities 
are used in conjunction with semi -pay 

cable tv. 
"Alcoholic beverage and tobacco com- 

mercials will appear on the personal choice 
home tv screen. 

"With televised stereophonic sound (2 

sound tracks). bilingual tv programing and 

advertising will become a factor in ethnic 
marketing. 

"Tv will become an important financial 
advertising medium with home tv screen 

read-outs of company profile and perform- 
ance. 

"Newspapers will be revitalized as the 

daily paper is used in conjunction with its 

electronic newspaper counterpart. 
"The videodisc will be a new advertis- 

ing medium. Videodiscs will start to re- 

place catalogs. 
"Special interest magazines will in- 

crease in importance as editorial content is 

tied to videodisc extensions of subject 

material. 

QUICK! 
Q-What's the leading city on 
Florida's Suncoast for the sale 
of BEER? 
A-St. Petersburg, with case 
sales of 6,381,817 in 1976. 
Q-What's the largest 
newspaper combination on 
Florida's Suncoast? 
A-The St. Petersburg Times 
and Evening Independent. 
Larger than any other 
newspaper combination in 
Florida except the Miami 
papers. 
Wise beer marketers can take it 
from here. 

II.Illeterolitirti Ohm's 
FLORIDAS BEST NEWSPAPER 

Evening Independent 
The People Pop.. 

P.O. Box 1 121 

St. Petersburg, Florida 33701 
General Advertising (813) 893-8249 
Represented nationally by 
Story & Kelly -Smith, Inc. 

This 148 -page book has all 
the answers on why Metro 
Phoenix is one of the nation's 
best -tested markets. 

WE'LL PUT YOUR FREE COPY IN TEE MAIL TODAYI 

Call o. Lent.: N.wo.d Roby, Gee.ol Ad...tiGng Mon..., 
Repoblie a.d Gatene, P.O. Bo. 1050, Phoenie. An/one 59001. 
Phone : 602-171.5443. 

oASSi/B pIiAeBliS 
'WV 
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NEWSMAKERS (from 167) 

You can't 
deliver 

New Jersey 
without 
Drukker 

Newspapers 
It's a fact! 107,951 families in 
northern New Jersey depend on 
The Herald -News and The Daily 
Advance ... that's more than 
320,000 adult readers! 

In a market area where the 
average annual family income 
exceeds $17,000, no other daily 
newspaper provides the undupli- 
cated coverage of The Herald- 
News/Daily Advance combina- 
tion. 

THE HERALD -NEWS 
Passaic -Clifton, N.J. 

THE DAILY ADVANCE 
Dover -Wharton, N.J. 

Represented nationally by 

DRUKKER NEWSPAPERS 
347 Madison Avenue, N.Y. N.Y. 10017 
212-679-5733 

Present your story in a 

novel way. How? With Clipper 
cartoons or humorous art, of course! 

Humor is an ideal way to introduce 
almost any subject - even an important 
or serious one. Just devise a headline 

that ties the art to your message 
and the job will almost be 

finished. ,,t 

To demonstrate the economy and quality 
of the Clipper Creative Art Service, we 
have assembled a sample booklet of over 
100 camera-ready art 
spots taken from regular 
Clipper issues. This 
$15.00 value includes 
everything from line art to 
a full -color separation! 

Cameraready 
Art Package only 
Al this low price, payment 

must accompany order. 

DYNAMIC GRAPHICS, INC 
6714 N. Sheridan Rd., Peoria, Illinois 61614 

Susan Feit has joined DKG Advertising as 

a senior media planner. Previously, she has 

been a planner ith William Esty and Ogilvy 
and Mather. 

/ 

C 

William Heimann 

Vt illiam F. Heimann, Jr.. has been pro- 
moted to group media director at Needham, 
Harper & Steers. Chicago. He joined NHS 
in 1966 as an assistant media supervisor. 

Vicky Millar has been named a broadcast 
supervisor at Hume-Smith-Mickelberry. 
Miami. and Shirley Brown has been ap- 

pointed a new broadcast buyer. 

Jeanne R. Arnold has been appointed a 

vice president and manager of broadcast 

spot buying for Campbell -Ewald. Detroit. 
She rejoined the agency last September 
from ABC -FN Spot Sales, u here she was a 

division manager. 

Jim Carhery is the president of the new 

agency. Alpert. Carhery & Associates. He 
joins the new time from Atwood Richards. 
where he was vice president and manage- 
ment supervisor. 

?`"r' Y 

Shirley Partridge 

Shirley Partridge has been named media 
director at Marstrat, the new full -service 

agency now handling media for United 
States Gypsum and its subsidiaries. For- 
merly. she was with Needham, Harper & 
Steers, Foote, Cone & Belding. and 
D'Arch Advertising. 

Bill Frash has joined RFN Media Corpo- 
ration as a media account executive with 
the Los Angeles buying firm. 

Ben Hurowitz has joined N W Ayer ABH 
International as a planner on the USAREC 
count. He had been a planning supervisor 
at Cunningham & Walsh. Kenneth An- 
drew joined the agency as a media 
specialist. responsible for post buy analysis 
on various Kraftco products. Richard C. 
Newham has joined the agency as as- 

sociate media director on the AT&T Infor- 
mation, TV Guide and Army ROTC and 

Reserve accounts. 

Nlargaret T. Wagner has been promoted 
to the position of media estimator at Carr 
Liggett Advertising, Cleveland. She joined 
the agency in 1973, as media department 
secretary. 

Ron J. Carson has been named manager 
of advertising and communications for the 
Test Bend Co. He has been manager of 
public relations since 1974. 

,r 

1 '-_ 
Laurence Kabins 

Laurence J. Kabins succeeds L. W. Scott 
as vice president, advertising, for the Sun- 
beam Appliance division of Sunbeam 
Corp. He had been a director for the Sun- 
beam Oster division. 

In a restructuring of media functions at 

Cramer-Krasselt, Milwaukee. media direc- 
tor for print Donald S. Clow has been ap- 
pointed a vice president, Donald E. Pom, 
media director/broadcast: George R. 
Boehm, associate media director; Judith 
A. Middleton, time buyer. 
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TGI (from 97) 

Fall 1916 vs. Spring 1911 total audiences of 119 consumer magazines as estimated by TGI 

SPRING 1977 

Audience 

Adults Men Women 

'000 '000 '000 

Adults 

'000 

FALL 1976 

Audience 

Men 

'000 

Women 

'000 

Adults 

% 

Percent Change 

Men Women 

% % 

Petersen Action Grp. 10,157 8,257 1,900 9,795 7,859 1,936 + 4 + 5 - 2 

Photographic Magazine 1,319 921 398 1,331 946 385 - 1 - 3 + 3 

Photoplay 3,219 611 2,608 3,201 751 2,449 + 1 -19 + 6 

Playboy 17,793 13,655 4,139 17,925 13,621 4,303 - 1 - 4 

Playgirl 4,015 1,826 2,189 4,367 1,930 2,437 - 8 - 5 -10 
Popular Mechanics 6,164 5,026 1,139 6,347 5,142 1,205 - 3 - 2 - 5 

Popular Science 4,835 3,979 856 5,219 4,289 929 - 7 - 7 - 8 

Prevention 2,986 976 2,010 - - - - 
Progressive Farmer 3,276 1,763 1,514 2,808 1,467 1,341 +17 +20 +13 
Psychology Today 4,029 1,632 2,397 3,472 1,516 1,956 +16 + 8 +23 
Reader's Digest 41,253 17,640 23,613 40,412 17,147 23,265 + 2 + 3 + 1 

Redbook 11,940 1,464 10,476 12,239 1,543 10,696 - 2 - 5 - 2 

Road & Track 2,034 1,710 324 1,706 1,409 297 +19 +21 + 9 

Rolling Stone 2,275 1,487 788 2,323 1,473 850 - 2 + 1 - 7 

Saturday Evening Post 2,808 1,221 1,587 2,626 1,130 1,496 + 7 + 8 + 6 

Scientific American 1,998 1,358 639 1,782 1,269 513 +12 + 7 +25 
Ski 1,186 706 480 1,047 721 326 +13 - 2 +47 
Smithsonian 3,010 1,853 1,427 2,562 1,348 1,213 +17 +17 +18 
Southern Living 3,728 1,374 2,353 3,050 1,048 2,003 + 22 +31 +17 
Sphere 745 185 560 635 99 535 +17 +87 + 5 

Sport 4,134 3,492 642 4,082 3,389 693 + 1 + 3 - 7 

The Sporting News 3,286 2,788 498 2,481 2,067 414 +32 +35 +20 
Sports Illustrated 9,994 7,403 2,590 10,122 7,600 2,521 - 1 - 3 + 3 

The Star 2,698 1,270 1,428 2,292 1,121 1,172 +18 +13 +22 
Successful Farming 1,738 1,047 691 1,591 954 638 + 9 +10 + 8 

Sunset 3,577 1,271 2,306 3,094 1,003 2,091 +16 +27 +10 
Tennis 1,356 815 540 1,340 762 579 + 1 + 7 - 7 

Time 17,614 9,642 7,972 16,861 9,065 7,796 + 4 + 6 + 2 

Times Mirror 11,882 9,057 2,826 - - - - 
Town & Country 1,219 317 902 1,021 203 818 +19 +56 +10 
Travel & Leisure 2,644 1,453 1,191 2,450 1,320 1,130 + 8 +10 + 5 

True Confessions 2,414 367 2,047 2,595 279 2,317 - 7 +32 -12 
True Experience 1,422 165 1,257 1,384 187 1,197 + 3 -12 + 5 

True Love 1,878 212 1,666 1,744 195 1,549 + 8 + 9 + 8 

True Romance 2,425 201 2,224 2,413 200 2,213 + 1 ' 
True Story 4,764 609 4,155 4,897 542 4,355 - 3 +12 - 5 

TV Guide 42,441 19,264 23,177 40,753 17,646 23,107 + 4 + 9 ' 
TV Mirror 3,307 707 2,600 3,158 614 2,544 + 5 +15 + 2 

TWA Ambassador 931 538 390 889 567 422 + 5 +15 - 8 

U.S. News & World Report 7,375 4,655 2,721 7,557 4,641 2,916 - 2 ' - 7 

Vogue 3,843 411 3,432 3,640 425 3,215 + 6 - 3 + 7 

Wall Street Journal 4,929 3,515 1,414 4,506 3,139 1,368 + 9 +12 + 3 

Weight Watchers 1,974 203 1,771 1,828 252 1,576 + 8 -19 + 12 

Woman's Day 20,498 1,785 18,713 19,944 1,517 18,427 + 3 +18 + 2 

Workbasket 3,097 206 2,891 2,896 190 2,706 + 7 + 8 + 7 

Workbench 1,325 862 463 1,364 859 505 - 3 * - 8 

World Tennis 1,004 622 381 781 489 292 +29 +27 +30 

Less than 0.5% COPYRIGHT 1977 AMRB ALL RIGHTS RESERVED 
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QUAD -CITIES 
Iowa 

SMSA 

DAVENPORT 

LARGER 
Than 

Peoria 

MOLINE 

ROCK ISLAND 

or 

Des Moines 

Illinois 

More Population 
More Households 

More Food Store Sales 

A MARKET THAT DESERVES 
YOUR CONSIDERATION! 

Over 124,000 Circulation 

QUAD -CITIES NEWSPAPERS 
Quad -City Metro Unit-Eve./Sun. 

Moline Dispatch/Rock Island Argus 
Quad -City Times - Davenport 

All Day / Sunday 

THE FULL COVERAGE MEDIUM 

National Representative 
Branham Newspaper Sales 

How to 
order your 

copy of 
NEWSPAPER 

ENCYCLOMEDIA 

Newspaper Encyclomedia 
342 Madison Avenue, N. Y. 10017 

1 copy, $18 
(5 or more, $15 each) 
Payment enclosed 

Bill me later 

company name 

name 

address 

state zip 

MEDIA VEHICLES 
Kadestsky Broadcast Properties will he the 
New England representative for SVABK 
and It KNIE-FM, Augusta -Gardiner. 
Maine. IS POP. Hartford. Corm.. and 
tVIOF, Waterbury. Conn. tt'POP will join 
the CBS Radio Network in June, switching 
from the fading NBC's News and Informa- 
tion Service. 

SVGNI and 1VAAV-F111, Wilmington. 
N.C., will he represented nationally by 
Katz Radio. 

WCBS Radio Spot Sales has become the 

national representative for W.W.I and 
%Vtt,I-FN1 in Detroit. 

The Saturday Review has been sold to a 

new company headed by 25 year -old Carll 
Tucker. Tucker's father-in-law. WMCA's 
R. Peter Straus. will chair the company's 
executive committee. Norman Cousins will 
continue as editor. 

Eastman Radio has been appointed national 
sales representative for WZUU and 
W/.l111-FM, Milwaukee. W'isc.: and 
KW M,1 -FM, Midland -Odessa. Texas. 

Mechanix Illustrated is increasing both its 

circulation rate base and rates effective 
with the August issue. Circulation is up 

from I .5 million to I .6 million. A one-time 
b&w page will go from $9.310 to $10.250. 
with 4 -color up from $13.140 to $14.500. 
The cover price was recently increased 
from 50é to 75é. 

Directory of Classes, a network of college 
registration hooks operated by University 
Communications of Rahway. N.J.. otters 
complete penetration of any of the 35 cam- 
puses on its list. 

University Communications requested 

your mine 
°''the move? 

For details and free samples.call/write: 
CTP INDUSTRIES INC., Dept. MD -1 , 

1019 East 46th St , Brooklyn,NY11203 
12121 469-1300. 

of each of these schools to print the one 
indispensable tool for any student register- 
ing at a college - the Directory of Classes. 
UC prints the booklets without charge to 
the college. and makes its money on adver- 
tising. 

The circulation rate base for the fall is 

750.000 college students at campuses such 
as Boston College. Columbia University, 
Rutgers University. and the University of 
Connecticut. The newsprint booklets con- 
tain registration instructions. course list- 
ings. schedules and course codes. 

The one-time national rate for a full page 

b&w is $10.125. Four-color. printed on 
white offset stock. costs $15,200. The di- 
rectories are published approximately three 
times a year. All or some of the campuses 
can be bought. 

East/West Network Inc. has added a new 
magazine for Southern Airways called 
Flightime. The monthly is scheduled to 
reach the 263.000 passengers Southern car- 
ries each month. 

The copy print base for the first issue in 
July will he 33.300. A b&w page will go 
for $955. and 4 -color will cost $1.275. 

East/West publishes II other month- 
lies. 

Effective with the May I issue. Family 
Weekly has increased its rate base from 
10.8 million to II million. Ad rates will be 
increased, but cpms will remain constant. 
Effective July 3. the ad rate base will be 

adjusted to 11.25 million on a pro rata 
circulation basis. 

The 4-11 in Century III will he featured in 
that organization's June -July magazine. 
National 4-H News. The special issue will 
be sent to the magazine's 90.000 regular 
readers. and is epxected to be the largest 
issue published in the last 10 years. 

KXOA, Sacramento. Calif.. and 
UI-FM. Seattle. Wash.. are represented 

by ABC Radio Spot Sales Inc. 

All -Canada Radio and Television Ltd. will 
he representing the following stations ill 
the U.S. and Western Canada on the behalf 
of Mid Canada Television: CKNC-TV, 
Sudbury, CFCL-TV, Timmins. and 
CHNB-TV. North Bay. all in Ontario. 

Management, published by Danish 
Technical Press for the management elite 
of Denmark. has appointed Erik Nielsen of 
Wilton. Conn., as U.S. representative. 
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Our kind of people 
. . . and yours. 

Your advertising in U.S.News & World 
Report is reaching more than 4.7 million 
college educated people each week. Their 
median age is on the young side of 38 and 
their median household income now tops 
$21,000. A highly unduplicated group of 
enlightened men and women with the 
active buying power that places them 
among the most sought-after consumers 
in America. 

Profile of Our College Educated Readers 

Male adults 69% 

Female adults 31% 

Age 18-49 70% 

Age 18-34 46% 
College graduates 56% 
Managerial, professional 51% 
Class I & II social positions 50% 
$15,000 -plus household income 70% 

Don't read Time 56% 
Don't read Newsweek 61% 
Don't read Sports Illustrated 79% 

Source: 1976/77 Simmons 
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U.S.News 
& WORLD REPORT 

The more you know about your market, the better we look. 



Media Month 
(from 10) 

01)1101011 

Behind the scenes at the ARF. Possibly the biggest news generated at the Ad- 
vertising Research Foundation's annual meeting came after the formal program 
was over. Stuart Tolley of the Newspaper Advertising Bureau had given a progress 
report for the Project Payout Committee, the group working to have ARF measure 
advertising's immediate effect on package goods sales at supermarkets scanning 
the Universal Product Codes. Tolley said a pilot study was scheduled for July, with 
a full-scale operation planned, when and if they could raise the money. After the 
meeting a woman attendant approached Tolley, said she was from International 
Paper Company which was exploring the possibility of funding Project Payout. 
Traditionally the big paper companies have sponsored major research that can 
help tell the story of their good customers in print media. Actually a number of ad- 
vertisers are already measuring advertising results with UPC product -movement 
reports, and newspapers are coming up smelling like a rose. The service has been 
made available by the Newspaper Advertising Bureau. A service with ARF's im- 
print on it would have broader acceptance. 

Another feature of the meeting was the first report on "PARS," Professional 
Audit of Research Services, given by Dr. Seymour Banks of Leo Burnett Agency. 
Banks told how PARS audited Simmons' 1976/77 study, looking into sample 
changes, completion rates, and even inspecting selected filled -in questionnaires 
before Simmons received them. He announced that the contract is signed for 
Simmons' 1977/78 study, and as he was sitting down ARF president Ed Roll told 
him the contract had just come in from TGI, too. 

Extra coverage for best food day. Newspapers are experimenting with ways to 
increase their distribution on their traditional days for supermarket shoppers and 
coupon droppers. The Bradenton (Fla.) Herald has set up Wednesday/Sunday 
dispensers where each of these two coupon -bearing issues remains on sale until 
the next one comes out. Other newspapers are printing extra best -food -day copies 
for distribution to non -subscribers. Rate cards are starting to carry special best 
food day rates, with the extra circulation added at a lower CMP. Some agencies 
are insisting that the extra circulation should be an optional, not mandatory buy. 

Deadliners: Family Circle's and Woman's Day's extra issues have the subscrip- 
tion women's books frustrated. They couldn't charge their yearly subscribers more 
for an extra issue, but the Postal Service sure would charge them more to mail it. 
One subscription book is changing its one-year subs to "12 -issue" subs, just in 
case. Although Better Homes & Gardens' May issue set a new magazine record 
for dollar volume, Meredith Corporation's profit for the latest quarter is down 
10.9%. Reason: re -tooling to convert to offset and roto in connection with new 
standard size page. 0 Is Sears planning another magazine block -buster (ten 
pages) for August following its 13 -pager in May? One women's magazine says it 
already has the order. 

Stop the Press; start the Post! Just received by our agency stringer: New York 
Post letter announcing that, while Last September's ABC total was 489,067, "I cer- 
tify that the audited net sale for the week ending April 15 was 551,390." (Signed by 
circulation director). In other words, the Post's dramatic move -in on ex -Long Island 
Press homes signed up 62,000 homes for their special introductory subs.Post tells 
us ad rates won't rise "at least until September." 
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Afourth _ network? , 
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Maybe.. 

But there is a better 
media alternative 
right now. :, 

For example, if you buy a 30 -second 
announcement in a top -rated program on one 
of the three established television networks, 
let's say that you will reach 25,000 000 adults, 
or 17% of all U.S. adults, one time. For the 
same amount of money, you can buy sixty 
30 -second commercials on five radio networks 
with over 1,700 stations. This radio network 
buy would reach 52,000,000 adults, or 36% of 
the adult population, 2.3 times. 

TV gross impressions: 25,000,000. 
Radio gross impressions: 120,000,000. 
Or if you use network television and spot 

television, try replacing spot television with 
spot radio. Your media buy will be much more 

I10 

efficient-you'll reach many more people, 
many more times. 

And as for print-Starch Readership Studies 
show that you can reduce a double -truck to 
one page, or one page to a half -page, without 
proportionately reducing the number of people 
noting the ad. Take that money you save and put 
it into network or spot radio. Again, you'll he 
making many, many more "sales calls" more often. 

Join the local retail millionaires who for 
years have known about the results -producing 
power of radio. They've jj 
got the best research 
there is-their cash register. 

It's your bottom line. 

CBS RADIO 



The clutter 
and the clatter 

Guest Editorial by Jean F. Caste, president, L'Oreal 

The high level of violence and crime programs on television has re- 
sulted in an increasing fight between television programers who want 
to sell "the saleable" and consumer advocate groups, supported by 
many advertisers, who view these programs as having a degrading 
aggression on the public mind. 

But, I would like to focus on another current aggression on the 
public mind. It implies a much lower risk but its effect is more total, 
since it is usually unnoticed. Pressured by the recent sky -rocketing 
price of media, advertisers and agencies more than ever try to com- 
pensate for a shrinking number of costlier messages by cramming 
into 30 -second tv commercials their "seven key claims" or "six - 
times repeated USP," or "don't forget to mention the product by 
name a minimum of five times." The result is a message that is 
overcrowded with words. hard -selling and more and more primitive 
in terms of appeal to sensitivity. 

In most radio messages, the pace of the speaker's voice ap- 
proaches the limit of comprehension. A flow of figures, numbers. 
addresses, zip codes and prices (always something .99) delivered 
with machine-gun speed directly influence the blood pressure of the 
listener - unless he or she tunes out. 

Newspaper pages covered by hundreds of figures announcing 
prices of products, equally advertised on other pages at varied prices 
for other sizes, keep the reader so totally overwhelmed that adver- 
tisers are far from reaching their supposedly informative goals. 

The clutter of the video and the clatter of the sound waves are 
constantly confusing and are, I tend to believe. inefficient aggres- 
sions on the public. Don't get me wrong. I understand and appreciate 
the love of U.S. consumers for direct and fast approaches, quick de- 
livery, action -oriented and strongly -muscled messages. 

However, I believe that American advertising exerts an undue 
pressure on the consumer whose quality of life would benefit from 
more relaxed and softer presentations of products or services in more 
congenial and intimate tones. 

If 1 am right, the consumer recognition for those who would soften 
their voices and ways of talking to the consumer, could compensate 
for the loss of effectiveness. if any, due to the reduced pressure. 
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The latest market figures have determine 
that overlooking our cigarette market 
could prove dangerous to your wealth. 

iJ 

Booth's market will really light 
your fire. 

All the smoke signals indicate 
Booth's Michigan market is one of 
the wealthiest cigarette markets in 
America. In fact, Michigan placed 
seventh in cigarette sales last year 
and puffed away on 1.2 billion 
packs of cigarettes. And when you 
know our market is America's sixth 
largest "metro" market, it stands to 
reason we smoked our share. 

How to reach our 
market. 

The eight Booth -- 
newspapers that form I = ' 
the Booth Newspaper 

-.4~7 Group will home -de- 
liver 

I ' 

this big, affluent ; 

market to you every ' . 

day, including Sunday. 
And since each Booth 
newspaper is paid for 
on a subscription 

basis, you're travel- 
ing first class. CIGARETTE SALES IN BILLIO%S OF PACKS 

'IIC111G 
11 

a/ AN/2.2j 
FIAIKID\ 

.280 .50/1 .751 1.000 1.2SO 1.5001 

If you think we're a pipe dream. 
When we tell you how rich 

Booth's Michigan market is, we're 
not just blowing smoke rings. Con- 
sumer spendable income is over 
$15 billion. Retail sales average 
$9 billion. And if you overlooked 
our market, you also overlooked 
the fact we're seventh nationally 
in passenger cars, leaving markets 
like Washington, D.C., Miami and 
Buffalo in the dust. We're eighth 
in food sales, outeating Boston, 
Pittsburgh and Anaheim, Califor- 
nia. And we're tenth in apparel 
sales, beating the socks off Hous- 
ton, Pittsburgh and Cleveland. 

' 

cm arbor news . pckson citizen pahiot flint found 
sognaw news . bay city tines muskegon c rrnicle 
gad reds press kdanazoo gazette rri;.rigon 

The Detroit Myth goes up 
in a puff of smoke. 

Some people still think that 
when they buy the Detroit News 
and Detroit Free Press, they're 
buying Booth's Michigan mar- 
ket. Stuff and nonsense! Just 
check the daily circulation 
figures. In Boothland, the Booth 
papers have a daily circulation 
of 494,633. The Free Press has 

110,800. And the Detroit News is 
at 9,724 (SRDS NCA '76-'77). 
Put our 15% discount in 
your pipe and smoke it. 

Our 15% total market discount 
is free and easy on the draw. Each 
time you buy our big market, you 
get one simple invoice and 15% off 
to boot. A truly marvelous blend, 
don't you think? 
Phone Booth. 

If you're intrigued, don't over- 
look giving us a buzz. Call Jack 
Grant in New York (212) 682-4760, 
Don Schiefsky and George Kiefer 
in Detroit (313) 569-2474. Or Jim 
Gibson in Chicago (312) 644-4680. 

America's most overlooked market. 



"Jim,Ithink the 
modulator is causing the 

transmission to slip" 
It takes a 

\"womans touch 

10, 

r 

Sometimes...to zoom in on the 
problem...it takes a woman's touch. 
It's as true on the road as it is 
inside the home. 

After all, more women than men 
own cars. And even in the leafy 
two -car suburbs, often as not 
it's the woman who confronts the 
local mechanic. Just as 
naturally as she drives the kids 
to the dentist. Women are 
the prime purchasing agents in 

r 

SN 

the U. S. That's why alert 
advertisers eager to sell liquor, 
insurance, financial services, 
automobiles are joining 
those who sell frozen food and 
eye makeup and jeans in women's 
magazines like Redbook. 

They've come to agree with 
what Redbook learned years ago. 
Sometimes to make things 
move ...it takes a woman's touch. 
Especially 18-34. 

. 

HOW SEXY DO YOU HAYS TO BET 
A GUIDE TO FINDING YOUR SENSUJUS SE_F 

WRAPS ROBERT OE MIRO LADING, 

A TER HOVEL sr JOYCE CAROL OARS 
NHL 

PLUS STORIES BY RATA THEROLIA 
URSULA LE GUIN. MAY STEELE .i e 

OR BRAZELTON: 
LLRITC HUSBANDS TO 

BETTER FATHERS 

I - 
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It takes a woman's touch... especially 18-34 


