- 10 -NETWORK .

SPONSOR -

THE WEEKLY MAGAZINE k, - » 7 "RTISERS USE ' measuring

. ,‘ audience p.33
b

,
<
. ,’.,‘).y)u_, v/ $8 a year b

o/

lling floor wax? Reach her with Radio now—while
e's using the product. Spot Radio can “'position’’
r message at the most opportune time. Put a
gloss on your sales with Spot Radio on these
tstanding stations.

Albuquerque WTAR Norfolh Newport News

Atlanta KFAB Omaha

Buffato KPOJ Porttand

Chicago WRNL Richmond

Cincinnats  WROC Rochester

Cleveland KCRA Sacramento

Dattas FI. Worth  xalL Sait Lake City

Denver  wOAl San Antonio

Duiuth-Supernor  KFMB San Diego

Houston KYA San Francisco

Kansas City KMA Shenandoah

Littte Rock KREM Spokane

Miami WGTO Tampa Laketand Orlando

Minneapolis St Paul  KVOO Tulsa
ntain Network Radio New York Worldwide

RADIO OIVISION

~-DWARD PETRY & CO..INC.

THE ORIGINAL STATION REPRESENTATIVE

K .+ CHICAGO + ATLANTA - BOSTON + DALLAS

LOS ANGELES + SAN FRANCISCO + ST LOU!S



€3 CHAPEL HILL

THE SOUTHERN PART OF HEAVEN is how a noted illustrator describes
the unique charm of Chapel Hill. Home of the University of North
Carolina, Chapel Hill is both village and thriving community . . .
cultural center and pleasant place of business . . . small town living
and cosmopolitan thinking. Here WFMY.TV weatherman Dave Wright
views the heavens at Morehead Planetarium, one of six in the west-
ern hemisphere and first in the world to be part of the equipment
of an institution of higher learning. Astronauts also study the stars
here. Along with cultural attractions, traditions and sprawling campus
of over 100 buildings valued at $75,000,000.00, people also remember
Chapel Hill for its gracious way of life, which moved Thomas Wolfe
to write, “It's got every other town beat all holler”. Chapel Hill —
typical of the eager, spirited 51-county area that looks to WFMY-TV
for CBS and local interest television programs. Chapel Hill — a nice
place to visit, but you wouldn’t want to leave there.

wfm

. CHakNEL

e ©
7

A

CAROLINA

y-tv

GREENSBORO., N. C.
**Now In Our 14th Year Of Service'
3 Represented nationally by Harrington, Righter & Parsons. Inc.

RVINC THE LARGESYT METROPOLITAN

TV MARKET

IN THE

CAROLINAS




DON'7T -

MISS MICHIGAN

-

...where Carol Jean Van Vaiin (Miss Michigan ‘62) deiivers the cream

of the beautly vote. Check the taliy sheets in ARB and Nielsen...they
prove you will miss Michigan without WJiM-TV...tor over 12 years the
besl sales route in that rich industrial outstate area made up of LANSING
- FLINT - JACKSON and 20 populous cities...3,000,000 potential
customers...748,700 homes (ARB March '63)...served exclusively by
WJIIM-TV.

It you packagé it, can it or bottle it, ask your Blair man how o milk-the-

most out of Michigan.

Stratogically located to exclusively serve LANSING FLINT JACKSON
Covering the nation's 37th market Represented by Blarr TV WJIM Rad 6 by MASLA

ONSOR 19 avcusT 1963
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1. Los Angeles metropolitan
area Spanish-speaking pop-
ulation:

900,000 plus

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

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

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

YOU CAN HAVE YOUR SHARE!

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

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

KWKW
5000 WATTS

Representatives:

N.Y.— National Time Sales
S.F.—Theo. B. Hall
Chicago— National Time Sales
Los Angeles—HO 5-6171

“tﬁ '“| 19 AUGUST 1963
VOL. 17 No. 33

Key Stories

NEW-TO-TV ADVERTISERS SPRINGING UP

Wide assortment of netwwork and spot tv spenders
range from fire retardant sprays to encyclopedias

4A’s CRITICAL FORAY INTO RADIO RESEARCH

Agency association issues booklet aimed at helping
to evaluate and improve measurement techniques

BEER KEEPS ON SINGING AND SELLING

Brands like Carling and Bud find that music
is a potent aid in fixing the message

i
OLYMPIC GAMES COVERAGE DRAWING SPONSORS
Six clients sign for international contests on tv;
NBC closes with Japan group for summer reports

BOLD-FACE LISTINGS: A NEW PROMO IDEA
Giant advertisers sign up for National TV Log
service,offering them bold-face listings in 31 newspapers

CALGON GOES TO ROME FOR NEW COMMERCIAL;
Spot and neticork television campaign for bubble bath |

uses Bernini Eternal City font as background
Sponsor-Week

Top of the News 56 Radio Networks
Advertiser & Agencies 56 Tv Networks

Stations & Syndication 6S  Representatives
Washington Week—broadcast media news from nation's capital

Sponsor-Scope

Behind-the-news reports and comments for executives

Departments

Calendar 7  Publisher’s Report
Commercial Critque 70  Sponsor Masthead
Data Digest 70  Spot Scope

555 Fifth 42  Timebuyer's Corner
Newsmakers 69  Viewpoint

% York 10017 212 MUrray Hill 7-8080.
@’a MIDWEST OFFICE: 612 N. Michigon Ave., Chicogo 11, 312-MO 4-1166.

SPONSOR » Combined with TV, U.S. Radio, U.S. ™ 1963 SPONSOR Publicotion:
EXECUTIVE, EDITORIAL, CIRCULATION ADVERTISING OFFICES: 555 Fifth Ave., Net

SOUTHERN OFFICE: Box 3042, Birmi nghc— 12, Alo. 205 FA 2-6528.
.,' WESTERN OFFICE: 601 California Street, Son Froncisco 8, 415 YU 1-8913.
PRINTING OFFICE: 9 West 28th St., New York 10001, N
SUBSCRIPTIONS: U.S. $8 o year. Canada $9 a year. Other counmcs $11 o yeor. Singl |
copies 40¢ Printed in U.S.A. Published weekly. Second closs postage paid ot N.Y.C.
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THE DONNA REED SHOW BEN CASEY

7

WAGON TRAIN BURKE'S LAW

THE GREATEST SHOW ON EARTH THE JERRY LEWIS SHOW THE LAWRENCE WELK SHOW

WSPD-TV AND ABC...
WINNING PAIR IN TOLEDO

All of last year’s winners from ABC together with an e
citing new schedule for the coming season. This plus

WSPD-TV's local programming and community accep-

|

|

|

|

I

|

|

[ J |

v |
W SPD | tance make WSPD-TV a winner in Toledo.

|

|

|

|

|

|

|

|

Television This same combination made WSPD-T\

%

Q\winner in 1 l.lllL' ”llrc /JS( S€asol

o=
Represented by STORER TELEVISION SALES. In *

CLEVELAND ATLANTA ToLEDD 3[0 R [‘ R

¥ Ty ¥ic4.Tt

TV §
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H-R?

KNOE now has CBS
at 540

Buy ‘Em!

Because of the great number of sensitive political situations around the

world which affect the lives of everyone in the booming Ark-La-Miss area,

we felt it necessary to have more coverage on national and international

developments.

So we combined our own top local news, music and fea-

tures with the worldwide facilities of the CBS network to provide the area

we serve with even finer broadcasting service, and at the same time as-

sure our clients a more effective medium for their sales messages.

NOE

MONROE
ONLY

Reaches 2B louisiana parishes
with bonus coverage of 2B counties

in Mississippi, Arkansas and Texas

STATION

THAT SERVES
ALL OF
NORTHEAST
LOUISIANA . ..
NOW AT 540 kc/

. . . BEST frequency in La.

" LY mtu

!& vl.

P b

¥
/‘n,l a $2.2 billion market

— 14

T h ixcuren

gri}
’
xnnwv‘k

for details contact

H-R REPRESENTATIVES

KNOE

MONROE. LOUISIANA
540 KC 5000 WATTS
A JAMES A NOE STATION

€00 ROUTI. GENERAL MANAGER

T
'11
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1I“’PUBLISH ER’S One man's view of

significant happenings in

R E P 0 RT broadcast advertising

A look at SPONSOR’s editorial objectives

TS PLEASAT o note, as T tdh o readers at stations and ageneies
l throughont the country, that spoxsor’s constant efforts to provide a
constantly improving editorial package don’t go unnotieed.

IUs “newsier.” “hvelior,” “more vitall”™ “move nseful” 1 hear
such comments often, 1< nice after 17 vears to still be known as a
lint book.™

With spoxsok’s added cmplasis o earrent happenings, one or
two suggested that it might be helplul to restate omr editorial povpose
and how we differ from other publications,

So, enercising the prevogative of a publisher’s cobunn, here goes,
PONSOR 1~ tunigne i that it s 100, edited to help the advertiser and
s advertising ageney understand, evaluate, use, and keep posted on
broadeast advertising to the fullest,

Since sPoNsoRr s a national magazine it deals especiathy with
tvand radio advertising information of national awd regional interest

and especially national spot.

I its 17 vears spossok has gone from a monthly 1o a hisweekh
o a weekly as the dyvnamie evolntion of its industry required. Tn the
process it expanded from an alnost exelnsive diet of interpretive
articles 1o a hakimeed stipend of interpretive articles and news.

Bt nulike <come magazines spossor doesn’t try 1o cover the
wilerfront. spos<or readers are among the busiest people in the
world. Our job is to scleet for them. each week. the essential infor
mation needed to keep them on top of the news, We want them 1o be
fully confident that the news and trends vital to thew will be found.
expertly reported. analyzed. and imterpreted. in cach week's issue of
stonsor, We want them 1o find fun o reading—so format and
writing ~tyle are important. too,

We're constantly looking for ways to economize on their reading
tme. ve observed over the vears, and in countless advertising offiees,
that & veader may veeeive seven or eight advertising trade magazines
bt regalavly vead only o <eleet few. Onr job is 1o make sore that
sPONSOR i one of the “nmst reading”™ hooks,

Thus. il you note a never-ending passion for improvement in
S0NS0R iUs because we recognize that there™s alwavs a better way
W serve our reader and to strengthen his spossai reading habit,

Hi{:lll how we're t'nll>i«|1‘l‘illg a l‘(‘|).‘l('|\.‘lgin;: pl'njq'(‘l that will enable
our readers to read spossor more castly and use it beter while
kheeping the present editorial content intaet, 10 part of our perpetal
policy of improving spossor’s <erviee,

(W,

SPONSOR 19 vicas) I'm3

WPTR : KLIF

ALBANY-TROY DALLAS,
SCHENECTADY TEX.
N.Y.

DIFFERENT?

PROMOTION wrasat
ferent 1s thal WPTR and KLIf by courting
and benefiting the public through promo-
tion — provide advertisers with an extrd
edge . i's an imaginative and proven
effeclive means of sales success Station
promotion gives WPIR another definable
degree of difterence over the competition
It makes for loyal WPIR | steners and
greater patronization of the products we
advertise on the air Here's a sampe of
the feeling station promotion generates

QUOTE could well be the
team of the year The seats were sold out
Thanks to you and the slation for every-
thing “— Al DeSantis, Sports Editor, Schen.
ectady Un.on Star

(The "WPTR Radio Oneders” basketball
team played before over 25.000 people and
donated over $11.000.00 to scho arship
funds Lhis past season.}

RAT' NG S Promotion doesn *

hurt ratings either. Chech these latest
Pulse WApril '63) all day average shares
WPTR  StationX  StationY  StationZ
29% 20% 16% <%

Ask your East man what WPIR pro oton
will do for vou

YES: WPIR

Albany-Troy-Schenectady

VP & GEN MGR: Perry S. Samuels

robert e.eastman « CO., u.

representing majar radia statiens

-



Fill it in. Tear it out. Mail to Blair. )»
Once you've told us who you’re after,
our new Bull’'s-Eye Marketing Ser-
vice does the rest. We dig into our
National Survey #1 and come up with
just what you’ve been looking for.
Find out how well America’s most in-
fluential group of radio stations can
tailor-make an audience to your needs
...With Blair’s Bull’s Eye Planning.

Contact the nearest Blair office: New York—717 Fifth Avenue, New York 22, New. York; Chicago—
645 North Michigan Avenue, Chicago 11, lllinois; Atlanta—1375 Peachtree St., N.E., Atlanta 9,
Georgia; Boston—118 Newbury Street, Boston 16, Massachusetts; Dallas— 3028 Southland Center,
Dallas 1, Texas, Detrolt—Eleven Boulevard W. Building, 2990 West Grand Boulevard, Detroit 2,
Michigan; Los Angeles—3460 Wilshire Blvd., Los Angeles, California; Phliadelphia—1617 Penn-
sylvania Blvd., Philadelphia 3, Pennsylvania; St. Louls—630 Paul Brown Bldg., St. Leuls 1, Mis.
souri; San Franclsco—155 Sansome St., San Francisco 4, California.

THE BLIIRGGROUP PLAN




am mroe DESEARCH
A DIVISION OF JORN fiF MR & CONIPANY

CONFIDENTIAL PRODUCT PROFILE DATA

Product : Dnte:

Agency:

We are primarily interested in the following type of audience for this client:

0

I Audience Composition 18-34 35- 50

Men

Women

Adults

Teens

Total Listening

II Family Size
Large Families
Small Families

III Family Cycle
Families with Children Under 6
Families without Children

o1
]
y—
-~}

IV Education Level Male Female

Less than High School

Some High School

High School Graduate

Some College

College Graduate or Higher

v Occupation (Male Head of Household)

Prof., Tech., Exec., Mgr., Prop.

Clerical, Sales

Craftsmen (Skilled)

Operative (Semi-skilled) & Manual
(Unskilled)

VI Family Income

Under §3,000
$3,000 - 4,999
§5,000 - 7,499
§7,500 - 9,999
$10.000 and over

VII Other General Information

Agency/Advertiser Source

AUdionce masssurament dots sre s3tmatas only  Subiact 1o defacts end Imudstons of Source Malers snd methoss Mether B or Bor 0 =ar 18 regrane="od S7oTERY sTios! 1o 10 sBashAs sk Bcy of 8505 p-o
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This CHANNEL 8 station

is more powerful than any other station in

its market, has more viewers in its area

Suwsury
/ smamOKIN

than all other stations combined. Hun-
#
’ A A dreds of advertisers rely on its alert ability
) 0 Taar . R T T W to create business. So can you. Buy the
i [ =i READING . . . '
e . HARRISBURG Gen? N big-sellingmedium. Advertise on WGAL-TV.
smrsinsevec ; LANCAS"‘;'E; ‘ e
surG Y o R K ‘“"': """ oAt VILLY
cmivag | o ' ] L
e - .

wirTminitse

CEADS &

Channel 8/

Lancaster, Pa.

STEINMAN STATION . Clair McCollough, Pres.

GRAOE §
JeRIEry N

sentative: The MEEKER Company, Inc.* New York + Chicago * Los Angeles « San Francisco
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Top of the news
in tv/radio advertising
19 AUGUST 1963

-~SPONSOR-WEEK|

Purex-Brillo merger: I"iives o Britlo have
agreed o merger plans, One share of ew
Pivex eonnudative comvertible preferred stock
wonld be given for cach Breillo <lare. Pares
1962 ttal tv gros~ time billings were 83,1
mtlhon, almost all i netwaork tv, while Beillo
billings (Sonvee: TVB) List vear were 81010
milliou in spot, $52 1,000 tn network v, Com-
bined operations will complemen eaely other
and will enable new company to offer an ex-
prnded Tine of produets trongh vetail teade.
strtement said. Bretllo will he operiated as
antonomons division. Brillo sales last vear
were 82601 million, while Tor Purex sales
were SHITS million, Merger i< subject o
stockholder approval.,

Cowles reports 44¢ share: Cowles Vg
zines and Broadeasting reports operating
carnings of e per shave for the first sy
months of 1963. Cowles uwn< Look and
Familv Cirele magazines. KRNFTVAAN,
Des Moines and WRECTV-ANML Memplhis,
Stations <howed a sobstantial @rin in gross
advertising <inee 19620 when the Memphis
station was acqgnired. Cowles veported, o
comparison of varnings was made, hecanse of
welnsion of Star Publishing Reports, not pre-
vionslv cansolidated,

Mclendon station to ABC: W=Y 1. Rudio.
Butlalo, first MeLendon-owned station to af-
bliate with any radio network, joins ABC on
I >eptember. Board chairnian and president
Gordon Melendon said MC was chiosen be-
canse 1t provided “wreater medepth report-
tng of news than WSY L vanld provide.”

Broadcaster gets “oscar”: Frank Vi field.
farm director of WIBA Radio. Madison.
Wise, was one of three awarded “O«car i
Agrienltnre™  for superior <erviee to the
farming industry. Broadeasters and editors
of more than 30 media competed in program
sponsored by DeNalbh Ngriculture N,

TVAR elects V.p.: l.-)-\t'.ll’ ln'u.ull'.hlillg Vel
eran Marvin Lo Shapico has been elected .
Vlver-

- iyl
tistng Represeuta:

of Television

thves, |'|‘t'~t'llll} cast.
ern sales manager al
Ty AR, Shapivo e
1961

[Tarcington,

to the finn i
from
Righter and Parsons.
The  lias

vears  with

spent five
CRSTY

~put sales as acconnt exeentive, and s

SHAPIRO

served as general sales manrager of WO

TN Plaladelphi.

Racial reverse: The ructal issue took o re
verse twist last week when Melendon Corp.,
had 1o justify going to 1007 Negro-oriented
programing on it~ Chicago <tation. honght
from WGES and remamed WYNRD o ven
ago. MeLendon said dropping of foreign-
Lingnage programs and trend o all-Negro
program poliey lad actnally: hegme nuder
former owners of the station who were pro-
gramimg 85, for Negro andience. FCU
challenged the new format and went exdans-
tively into the sitnation in Chicago hecanse
WYNR had originally promised to continue
former (WGES) programing poliwcies. bt
there had been complaints over droppiug o
foreign langnage segmemts. T lengthy do
fense stme-npe WY NR <aid their orginal es
pectation of contimning WGES poliey was
voiced at the proper timed in the application

aned 1 was not it Liter that eloser <tinds
of the listeners 1o be served convineed them

of the need o change.

Ford spots to Garroway: \ vcar-long ~cries
Uf I"(”'(l
planned with Dave Garrowav as “the voice
of Ford Tor 19617 Starting with Ford's i
troduction of it« 1961 modell the series -
~cheduled for September amg.

radio and 1 conmmercials are

SPONSOR-WEEK continues on page 12
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Top of the news
in tv/radio advertising
(continued)

~SPONSOR-WEEK|

Bristol-Myers launches 3: Multi-million-dol-
lar ad drive to support national intro of three
new products—Score, clear eream hair prep-
aration for men: Ban Cream. companion to
Ban Roll-On deodorant; Softique. beauty
bath oil. This makes 12 high-volume, pro-
moted produets manufactured by B-M Prod-
uets Dive. more than twice the ymumber of
anv other manufactnrer in same field. ac-
cording to div. prexy William M. Bristol. II1.
Majority of dozen were introduced in last 15
vears. including six in last three years. Ex-
tensive testing using only tv and sampling
took place 1 Nielsen Arvea #23 (Buffalo.
Syracuse, Rochester) for Score. and in Niel-
sen #5 (Minneapolis-St. Panl) for Softique.
Tv and print were used to test Ban Cream in
Nielsen #9 (St. Louis area). The national
campaign for all three gets wnder way the
week of 15 October: Bristol said each prod.
net will be supported with largest ad appro-
priation ever put belind a new item in thejr
respective categories. He adds that B-M puts
“greatest weight of advertising hehind its
produets of any health and beauty aids manu-
facturer .. . 1o insure that millions of people
know the produet is available. and what it
will do to contribute to their needs.” Ban
Cream. via Ogilvy. Benson & Mather, will he
in exclusive nighttime network announce-
ments. nighttime web participations in every
Ban Roll-On commercial (“Vr. Novak,”
“Monday Night at the Movies,” “Raohide,”
“Defenders.” “Candid Camera’). Monday-
Friday daily daytime participations. heavy
spol saturation in major tv markets. During
the introductory 26 weeks for Softique. via
Doherty. Clifford. Steers & Shenfield. a regu-
lar ~chedule of prime-time participations is
set. in “Wonday Night at the Vories.” “Can-
did Camera.” and other top B-M shows, plus
a heavy schedule of spot tv in leading mar-
hets, a major sampling/couponing, and a
Softique Sweepstakes. Seore, through Grey,

will use network tv and lecal spots in. and
adjacent to. prime time, plus sampling at
various athletic events during the fall.

Oil’s tv billings up: Tv expenditures for all
brands of gasoline and hibrieants rose from
$40.606,956 in 1961 1o a Ingh of $43,523,-
598 in 1962. an mecrease of 7.2,. TvB re-
ports. Among 15 leading advertisers. gross
time billings in network and spot tv totalled
$39,743.528 in 1962, compared with $37,-
216,566 in the previous year. Tv led all
other measured media with billings account-
ing for 58.7%¢ of total media expenditures.
Spot billings for 1962 were $26,118,000,
network billings $17,405,598. Texaco re-
mains number one advertiser, with Shell
succeeding Gulf in second rank, though the
latter upped tv total more than $200,000.

Communications Cartel?: FCC and Comsat
have buried the hatehet over the commmica-
tions satellite corporation’s financing—but
the nltimate decision on FCC admunistration
of international comnunications carriers in
the U.S. may shatter antitrust precedents by
merging the whole kit and caboodle. FCC
chairman E. William Henry has apparently
heen convineed by recent letter exchange that
the Comsat board is going ahead as fast as
possible with its financing and research plans.
He told American Bar Association meeting
in Chicago Thursday that commission and
Comsat had reached basic agreement, and
that regardless of other developments in
cable and =atellite commuuications plans.
Comsat was to go full speed ahead on its own.

Nielsen and newspapers: A. C. Nielsen is
moving ahead with plans to offer newspaper
data. New report from company savs first
audience report witl be available in the win-
ter of 1963. Niclsen magazine data intro-
duced earlier brought objections from broad-
casters because of inter-media comparizons.

SPONSOR-WEEK continues on page 14
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FIRST EVERY DAY...
And Here’'s Why...

® EXCITING, COLORFUL LOCAL PROGRAMMING
Central New York's greatest news department; Upstate New York's
ittt R an'e <

only live usical variet hc celet N M
l outstanding documentaries that out-rate network progra
' ® GREATEST TV PERSONALITIES
Fred Hillegas, Joel Mareimiss, Jerry Barsha and expen d new
! o staff of seven; Denny Sullivan and the WSYR Gang, musical vanety
1 show starring Eileen Wehner and Fred Krick; Bill O’'Donnell, sports;

Ed Murphy, movies and weather; Kay Russell, women: alty Sa
Popeye host. Central New York's greatest salesmen!

@® BEST TECHNICAL FACILITIES
In Central New York first with color; first
with video tape: first with a modern
completely-equipped TV center and the
only channel with maxmum power at
maximum height

® EXPERIENCE ANC “KNOW-HOW"

A top-flight veteran staff directed
by executives averaging more
than 20 years at WSYR-TV
No “Johnny-come-latelies,”

these.

@ OVERWHELMING
SUPERIORITY

*WSYR-TV delivers 38
per cent more homes
than the No. 2 station.

24 Counties

656,700 TV Homes

2,470,800 in Population
$4,813,849,000 in Buying Power
$3,129,621,000 in Retail Sales

——

“ARB MAR®ET REPORT
MARCH, 196]

Channel 3 + 4 gpirsare” 100 KW

SYRACUSE, K. V.
Plus WSYE-TV chasael 18 ELMIRA, N.Y.

Get the Full Story frem HARRINGTON, RIGHTER & PARSONS

SPONSOR ' 19 avcusr 1963

)



Top of the news
in tv/radio advertising e 2
(continued)

~“SPONSOR-WEEK

At the White House: Nation’s first residence
library will have number of advertising and
meilia books. List of 1780 titles comptiled by
experts for White House library include:
Joseph T. Klapper’s “The Effects of Mass
Commnmication”; “The Age of Television™
by Leo Bogart: “The People Look at Tele-
vision” by Gary Steiner: “The Organization
Man™ by William H. Whyte: and ~The
Fading American Newspaper™ by Carl E.
Lindstrom.

RAB applauds 4A: Citing 4A “white paper”
(sec page 33) on radio vesearch as a “major
contribution to understanding of the existing
needs.” RAB v.p.  Miles
David especially commended proposal for
methodology studv similar to RAB's, The
Radio Advertising Bureau has been “work-

admunistrative

ing closely with agencies and advertisers on
1A report committees and with the Advertis-
ing Research Foundation™ in developing its
study.

Continental clean-up: Continental  Wax
hopes to clean-up on radio and tv with 40,000
spots introducing the new Continental Six
Brand Clean and Clear Floor Wax.

motion will be conducted on a market-by-

Pro-

market  basis  starting  immediately  and
spearheaded by a broad broker-oriented
sales program. Ageney 1= Curtice York,

Mount Vernon.

Swezey will resign: NAB code authority
director Robert D. Swezey advized he will
discontinne NAB services when his contract
expires 15 October. Swezey, in memo to mem-
bers of NAB's Radio and Television Code
Review Boards. cadled his post “a prickly in-
dustry assignment which should be passed on

periodically in order that it may have the

continuing benefit of the best energies and
ideas of various qualified people.” NAB pres-
ident LeRoy Collins expressed regret aud
said he hoped Swezev would assist with prep-
arations for and holding of anticipated meet-
ings of the Code Review Boards.

CBS contributes to ETV: CHS will contribute
$250,000 to Community Television of South-
ern California (chammel 28), making possi-
ble the educational station’s imnovation and
maintenance of operations on a sound finan-
cial basis. CTSC board chainnan Dr. lLee
DuBridge credited CBS president Dr. Frank
Stanton with “demoustrating. by public state-
ment and positive support, a strong grasp of
the television medium.”

Startime in demand: \BC has received
more thait 500,000 orders for Startime. mag-
azine previewing network’s 1963-1964 sched-
ule. The 40-page program guide. containing
220 photographs, was offered to viewers for
25¢ Closing seconds of an NBC series of
one-minute on-the-air promotional films spot

advertise Startime.

Newsmakers: Earle H. Raste. Jr. has been
named managing divector of KSDO. San
Diego, a Gordon station. He has served as
manager of Gordon’s KBUZ. Phoenix
James R. Hill has been named vice president
in charge of client service for Leo Burnett.
He has served with ageney since 1935 . .
Peter G, Levathes is elected senior vice presi-
dent and general exeentive. Maxon. Levathes
was director of media and tv at Y & R until
1959. later was presideut of tv company of
20th Century-Fox and exeeutive vice presi-
dent of film company in charge of all pro-

duetion,

SPONSOR-WEEK continues on page 50

SPONSOR 19 avcust 14




-

(Advertisemeont)

THESE ARE TIMES THAT TRY MEN'S SOULS

Every time buyer wants to buy the best avail-
abilities on the best stations for his clients.
There isn’t a doubt that if a time buyer had
time to go forth in the land and watch and
listen in each market he could buy the best
availabilities on the best stations. But he
doesn’t have the time. To paraphrase—A time
buyer is without time in his own country.

He hos leaned heavily on reseorch to toke the
place of on-the-spot listening and viewing.
Now rightly or wrongly some of his reseorch
is questioned. The Congress of the United
States spent months investigating rotings, ond
the newspapers spent months in front poge
reporting of these investigations. Out of this
tail and turmoil ond smoke and fire there
comes o growing appreciation of many other
factors in the prafile of a good station, and
most time buyers search far these factors.

Although historicolly KRNT ond KRNT-TV have
had tremendous rotings and have them now,
we set down here some other factors which
most people consider of great value.

1. We at KRNT Radio and TV recognize our re-
sponsibility to our community. We are kind
and gentle people in this phose of our opera-
tion. And not just in the city of Des Moines. For
‘=xample, our Sundoy worship service is put on
2y churches from oll over our prime 26-caunty
‘area os well as Des Moines. Over 150 out-of-
Jes Moines churches have participated.

=

t's a lot harder far us to work with this mony
churches, but it's o lot more satisfying ond pro-
vides the kind of service we think a television
itation should provide. You should read the
etters! And this is only one of scores of our
Jedicated eleemosynory octivities.

ast year on KRNT-TV we broadcast 4,600
oublic service announcements and gave 480
rogram hours to public service organizations.
In KRNT Rodia we broadcast 20,450 an-
Wuncements and gave 596 program hours.

PONSOR 10 et sT 1963

(Time Buyers” Souls, That Is)

In addition, many hours were spent caunseling
with these groups and many gaod deeds done.

2. Wherever you go News and Sports are the
two cammadities by which smart people judge
radia and televisian stations. We're rough,
tough competitors in this orea of operation.
We've got a big-time News and Sports apera-
tion. We measure up. Nine full-time profes-
sional newsmen. All can shoot and edit their
own film . . . run their own audio-tape ma-
chines . . . write their own stories . . . and pre-
sent them an the air. This represents over a
hundred years combined experience.

Ours is a fabulously successful news aper-
ation. Our 10 o’clock TV News is one of the
most watched newscasts in a multiple-statian
market in America. It hos the some twa spon-
sors naw as when it went on the air eight years
ago!

Most people in Central lowa get their sparts
news an aur stations. Last season our twa tap
sportscasters did over 87 football and basket-
ball play-by-play broadcasts in additian ta twa
daily spartscasts an radio and twa on TV. Saan
again they’ll stort their play-by-play coverage.
And again this Fall the three football caaches
of the largest universities in lowa will be seen
exclusively on KRNT-TV in the Des Moines
market.

3. It's a fact that eight af our present TV Per-
sonalities were with us when we went an the
oir eight years ago. On KRNT Radio we have
seven air people who have been with us fif-
teen of our twenty-eight yeors. This includes
our News Director and Managing News Editar
for Radio and TV. That's real stability. You
need stability to build audience loyalty to the
stations . . . loyolty to the personalities . .

loyolty ta the products they represent. Knowl-
edgeoble tradesmen agree that progroms with
such permanent adult air personalities will da
a better job than the ones that may have three,
faur or five personolities popping in and out
within a few years. We’ve proved that peaple

(Continued on page 53)
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KeQuie
HOUSTON
THE
NATION'S
FLAGSHIP

NOW!

7 rciol  Hc
41 02 . O "'76
FM set ownership in
Houston market

[<:CL1E  the FM
station with AM type share of
audience. . .with an 8.8 Sun-
day Hooper (May 1963), tops
6 AM stations 1n Houston!

280,000 WATTS OF PURE PLEAS-
URE, 88 HOURS WEEKLY STEREO

Affihaled witlh K NUZ, Houston KAY-C
d ' D Vi. Beaumo nt

See Katz, or call
Dave MorriiJA 3-2581, Houston

.- Basic facts and figures
DATA DIGEST on television and radie

Women like baseball on tv

Women’s varied interest in sports, reported in sPoNsor, 8 July,
is further amplified in a new Nielsen analysis. Football and baseball,
the 1wo examples ciled, reveal the widest differences in men versus
women viewers. Nielsen notes the spread was probably due in larg
part lo the weekday versus weekend differences in the availabl
audience.

Based on the calendar vear 1962, the composition of the hom
auchence for the two sports looked like this:

Men Women Teens Children
Football 49% 26% 11% 14%
Baseball 36% 44% 3% 11%

Thus, Nielsen savs, (excluding teens and children) men constitute
two thirds of the football audience, but are substantiallv outnumberec
by women in the haseball audience.

Nielsen also takes a look at network sports programs during 1962
For each of eight major sports is shown the average audience of th
highest-rated program. in millions of homes and as a share of homes
using lelevision.

TOP PROGRAMS IN EIGHT SPORTS CATEGORIES
1962 SEASON

Millions of homes Share of homes

at average minute using television
College Yootball 15.2 57%
Professional football 14.1 68%
Baseball 1.7 1%
Horse Racing 8.2 69%
Bowling 5.1 17%
Boxing 50 18%
Golf 40 29%
Basketball 37 13%
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Why KBTV Bought Volumes 3,4,5 and 7
of Seven Arts’ “Films of the 50’s”’

Says JOhn ‘c. M"“iHS:Presidenf and owner of KBTV, Denver, Colorado

“There is no sure thing as far as television programming is concerned, but there is

than Seven Arts’ ‘Films of the 50's'!

“With the 184 Warner Bros. and 20th Century-Fox features we have recently acquired
we are looking forward to dominating feature film programming in Denver for the
next three years.

“For example, we had ARB do a coincidental for our prime time debut of ‘Mr Roberts’
on January 19 from 9:00-11:00 P.M. We scored an Average Rating of 32
with a 65% Share-of-Audience! How's that for insurance?'”

A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS LTD

SEVEN ARTS NEW YORK 200 Park Avenve

ASSOClATED DALLAS 5641 Chariesion Drrve ADams 9-2855
LOS ANGELES 3562 Royal woods Drive Sherman Oaks, Cabt
CORP' STate 88276

TORONTO. ONTARIO 11 Adelande St West EMpue 4.7193

For list of TV stations programming Seven Arts’ “'Films of the 50's"" see Third Cover SRDS (Spot TV Rates and Data)



Who’s generous to a fault? |
(not us)

True, someone might think we
were do-gooders the way we get
so involved in publie service. But
we’'re not really. It’s just that
we're dynamically interested in
the community. .. and so is our
audience.

That’s why we take extra pains.
Like our full-time Public Service
Director. He doesn’t just attend
civic luncheons. Or wait to receive
announcenients written in long-
hand by nice little ladies. He cre-
ates. He plans. His goal: building
community interest (resulting in
an alert audience for your mes-
sage). He does his job well. For
instance, Heart Saturday — prac-
tically a full-day’s programming
devoted to an on-the-air panel of
distinguished doctors answering
listeners’ questions about heart
surgery, health, disease. So suec-
cessful that even with additional
lines, our switchboard was
jammed for six solid hours. And
then there was Hurricane Carla
Relief resulting in a full plane-
load of food and clothing for dis-
aster vietims. Or Sabin Oral

Sunday. Or Income Tax Day. Or
a hundred other special events.
Adding up to nearly $250,000 free
alr time a year for more than 500
different organizations. Sounds
like a lot. And it is.

But that’s really only half the
story . . . when you consider the
public service concept behind
Southwest Central’s authorita-
tive, accurate news . . . or the
leadership in community activi-
ties by our personnel.

The result? Rapport with our
audience. Take advantage of it.
Call your Petryman.

WFAA
820

WFAA-AM-FM-TV
Communications Center / Broad-
cast services of The Dallas Morn-

ing News / Represented by
Edward Petry & Co., Inec.




Interpretation and commentary
[ on most significant tv/radio
and marketing news of the week
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Who says regional tv program buys are a vanishing breed? Note this new buy:

Through the San Francisco office of Foote, Cone & Belding, the higgest food
company in the Pacific Northwest — Nalley's Ine. — has signed for co-sponsorship,
on a 15-station ABC TV regional loop, O:zzie & Harriet for the 1963-64 season.
Sharing costs is the American Dairy Association.

Nalley's also plans 1o hackstop this campaign with hcavy nighttime spot tv
schedules, starting next month. for its potato chips. “IXL’" and “XLNT” canned-
goods lines.

The video activity is, in the words of Nalley's marketing director Robert T.
Ross. “the biggest television campaign in the company’s history.”

L 4

ANA stated some official positions yesterday (18 August) in Joe Kaselow's column.

Harry Schroeter, ANA chairman and a v.p. of National Biscuit Co., sounded
off to the New York Herald-Tribune’s ad columnist thusly on a number of pertinent
ad topics.

o Tr Ratings: " Advertisers must have data on the size and composition of tv
audiences if they are to huy tv facilities and programs wisely . . . Ratings are a highly
useful tool. on the whole valid and adequate, provided we understand the limitations
of the sampling . . . At the same time, there arc undoubtedly opportunities and possi-
hilities for improving national audience ratings.” (Schroeter voted his support. on
behalf of ANA. for NAR’s improve-the-ratings program.)

¢ Local Tr Programs: “Some people, for instance, contend that there are not
enough cultural events on the air . . . not enough public affairs programs . . . not
enough local originations . . . far too much film production concentrated on mass
appeal. Reliable ratings, like the theater box office, are an essential tool to help
(broadcasters) fulfill this responsibility in the public interest.”

* Racial problems: “While every advertiser is, of course, responsible for his
own advertising, ANA as an organization participated in the formulation of the
recent policy statement subscribed to by all segments of the broadcast industry.

including union and employer representatives . . . [ am confident that thic statement
reflects the convictions of national advertisers as a group.”
v

More thought on this last topic, this time from the Hollywood production front.

Always sensitive to publie apinion. and doulily <o in film tv, Hollywood is cur-
rently doing some backstage soul-searching concerning recent demands made by
various Negro social-pressure groups. A tv associate producer recently told us in
Hollywood:

“We're being asked 1o include running parts for Negro actors in our fall shows.
This is commendable. but what do vou do if you have an action-adventure series,
like a western or a costume series. where there wasn't a Ncgro within a thousand
miles of your historical location? It’s quite a prohlem.”
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Dept. of Advanced Communications — Or, How Chic Can A Telefilm Deal Get?

A publicity release from Louis-Lawrence Public Relations (a flackery which
prefers to set its letterhead name in lower case, as in e. e. cummings) last week
announced it was handling p.r. for commercials producer Fred Mogubgub and
quoted its new client as saying:

“All the details were taken care of with Louis-Lawrence account exec Sam
Ferbish via long distance telephone between New York and the Riviera where Sam
is vacationing.”

Hold it, Sam, baby . . . Elsa Maxwell’s on the second line . . .

\ 4

Daytime television is showing strong national advances in the Nielsen rankings.

Analysis of Nielsen Television Index data by CBS TV shows many time periods
during the day with increased ratings during the second quarter of 1963. Following
are the sets in use (average audience per minute during daytime quarter hours) for
early afternoon hours, Monday through Friday:

Ap:i?gﬁne Ap:i?gane

1:00 pm 211 228

1:15 22 L haE

1:30 21.6 2.0

145 218 238

2:00 pm i 197 24

2:15 ' 193 20.9

2:30 186 196

245 188 195

- 300pm 184 19.1

3.15 - 191 197

330 19.0 19.7

5 197 212
v

... And still more new-product promotions are making their air debuts.

A new wine-flavored barbecue sauce is being tested in the Pacific Northwest and
West Central states by R. T. French Co., via J. Walter Thompson.

Pillsbury’s new group of 20 “‘convenience” suppers is being tested in the Mid-
west, via Campbell-Mithun.

General Foods is trying out a new pull-tab can version of its Birds Eye Lemon-
ade, via Young & Rubicam.

New products often spell new money for broadcast media; see story, this issue,
page 29.

20 SPONSOR/19 aucust



~SPONSOR-SCOPE | ==

With all the odds against it, radio drama is having something of a renaissance.

The individual deals are seldom blockbusters, but in the aggregate they are
forming an interesting pattern which agencies and advertisers would be well-advised
to watch.

Most recently, there were announcements that ABC Radio is planning a new
nighttime drama series to showcase new writers and actors much as Columbia Work-
shop once did. and that The Shadow had gotten AFTRA’s blessing for a syndicated
revival.

Earlier, the QXR Network, on behalf of General Electric, had a shortterm whirl
at stereo radio drama (an intevesting “‘new frontier™ in itself), and stations in such
major markets as New York and Cleveland made plans for local dramatic radio
programs or planned showcases for recorded dramatic fare.

One need only check the sales of long-play albums to find that ““spoken word™
releases, poetry readings. live comedy performances. and dramas are doing well.

Why all this? Possibly it's part of the so-called “cultural explosion™ since many
of the radio shows have arty overtones. Possibly it's a reaction to the “literal’” quali-
ties of tv and movies, and a partial public swing in favor of radio’s “theater of the
imagination” where set costs are no problem.

\ 4
What sort of image does the word “grandparent” evoke for you? Well, you might be all wrong.

The traditional image is a dear, sweet old silver-haired couple, sitting on the
porch rocker and talking of the good old days. and wondering where the next dollar
is coming from.

This picture is getting out of date, according to the Institute of Life Insurance.
They're just as likely to be a smart-looking executive and his still-attractive wife
headed for a vacation resort in an expensive sports car. their children no longer a
burden.

Says the Institute: “Many grandparents today are in their 40’s and 50's, and
since all indications point to the continuation of the early-marriage trend. the number
of young grandparents is likely to increase. From an economic point of view, their
financial needs will be lessened while their income probably will be right at its peak.”

The lesson for marketing experts is fairly clear.

-
Ampex is still adding new wrinkles to its video tape recorders.

Latest: a new fip material for video head assemblies called “*Alfesil,” which
has shown. in field tests, “increases up to 1009, over previous tip materials,” a-
well as better magnetic properties, output and color performance.

Ampex will refurbish existing heads (price 8550) with the new material. which
replaces Alfenol.

Not always realized even by those who work frequently in live or taped tv i~
that there is a considerable wear-&-tear in video tape machines. Each “pass™ of the
tape through the playback system wears a microscopic layer off its surface (and off
the playback head), so that a tape is fairly well shot. for video purposes, after 75
or 100 playings. The number of playbacks in any video tape is not “indefinite.”

/19 auvcust 1963
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Telefilms are a major source of income to dramatic actors, and the income’s rising.

For the fiscal year-ending 1 November 1962, Screen Actors Guild collected
more than $6 million worth of residuals from telefilms for its members.

In the current fiscal year, so far, the Guild’s collections have been “289%; over
the corresponding period a year earlier.”

Last month, residual payments were almost a million dollars, a jump of 42%
over the same month in 1962.

These residuals, incidentally, do not include: (1) special deals which call for
tv residuals on theatrical pictures now included in tv packages; (2) AFTRA live-tv
residual payments for taped shows televised again in the U.S. or in overseas show-
ings; (3) the sizeable sums paid actors for re-use of filmed tv commercials; (4)
residuals paid actors for doubling in such creative capacities as writers or directors.

v
The Tv Information Office likes the idea of promoting tv to “opinion makers.”

Currently, TIO is boosting the monthly low-pressure bulletin published by
WNBC-TV, New York to other stations, and suggesting they do likewise.

Now six months old, the WNBC-TV monthly report started with a circulation
of 2,000 and has since upped it to some 5,000 local, regional and national notables
including editors, clergy, labor leaders, city and state lawmakers, and — under-
standably — to FCC commissioners. Many top admen also get the bulletin.

A four-page offset job, the WNBC-TV report deals primarily with non-network
shows televised by the NBC flagship which have special educational or cultural signifi-
cance. It’s put together by station publicity chief Al Slep.

v
Guess how much mail WABC, New York has received this year so far.

One hundred thousand pieces? A million? Ten million? Keep going.

The latest count is — and get a good grip on your stamp collections —
60,219,721.

This whopping total, more than most U.S. post offices handle in a year, has
been largely (in fact almost entirely) due to a “Principal of the Year Election”
which the station has been running, which pulled nearly 20 million pieces of mail
during the month of July.

The station’s top mail-pulling deejay, Bruce Morrow, pulled a mere (by com-
parison) 2,229 talent-mail items during the same month.

v
Commercial hanking, largely a localized husiness, has set a “national” tv campaign.

Signed by ABC TV for a 12-week participating sponsorship on Wide World of
Sports starting 5 October is The Foundation for Commercial Banks. It’s the Founda-
tion’s first venture into network tv.

The bank group is out to do battle with straight savings banks and savings-&-loan
firms, stressing “the benefits of full-service commercial banking.”

The Foundation has plenty of weight behind it. Membership includes more
than 5,200 banks with 70% of the nation’s deposits. Agency is Guild, Bascom &
Bonfigli (New York office).
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(S0 choose your New Vears entertainment now ! )

WILL SUCCESS SPOIL ROCK HUNTER, Jayne Mansﬁe\
DESK SET, Spencer Tracy - DREAM WIFE, Cary Grant N
HATFUL OF RAIN, Eva Marie Sainy - LATIN LOVERS, 4
Lana Turner - EAST SIDE WEST SIDE, James Mason oY/
IT'S ALWAYS FAIR WEATHER, Gene Kelly - AMBUSH
Robert Taylor -+ BEST THINGS IN LIFE ARE FREE, Ern¢
SILK STOCKINGS, Fred Astaire « LOVE ME TENDER,
! ANY NUMBER CAN PLAY, Clark Gable « MALAYA, Jan
GO FOR BROKE, Van Johnson «+ BLACKBOARD JUNGH
Glenn Ford - Other Top Film Features with Marilyn Monr|
Marlon Brando - Joanne Woodward - Paul Newr

Ava Gardner - Robert Mitchum . Clifton Webb . Jea
Jane Rusself - Richard Burton . Shirley Jone

Burt Lancaster « Dana Andrews
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Telefilms are a major source of income to dramatic actors, and the income’s rising.

For the fiscal year ending 1 November 1962, Screen Actors Guild collected
more than $6 million worth of residuals from telefilms for its members.

In the current fiscal year, so far, the Guild’s collections have been “28% over
the corresponding period a year earlier.”

Last month, residual payments were almost a million dollars, a jump of 42%
over the same month in 1962.

These residuals, incidentally, do not include: (1) special deals which call for
tv residuals on theatrical pictures now included in tv packages; (2) AFTRA live-tv
residual payments for taped shows televised again in the U.S. or in overseas show-
ings; (3) the sizeable sums paid actors for re-use of filmed tv commercials; (4)
residuals paid actors for doubling in such creative capacities as writers or directors.

v
The Tv Information Office likes the idea of promoting tv to “opinion makers.”

Currently, TIO is boosting the monthly low-pressure bulletin published by
WNBC-TV, New York to other stations, and suggesting they do likewise.

Now six months old, the WNBC-TV monthly report started with a circulation
of 2,000 and has since upped it to some 5,000 local, regional and national notables
including editors, clergy, labor leaders, city and state lawmakers, and — under-
standably — to FCC commissioners. Many top admen also get the bulletin.

A four-page offset job, the WNBC-TV report deals primarily with non-network
shows televised by the NBC flagship which have special educational or cultural signifi-
cance. It’s put together by station publicity chief Al Slep.

v
Guess how much mail WABC, New York has received this year so far.

One hundred thousand pieces? A million? Ten million? Keep going.

The latest count is — and get a good grip on your stamp collections —
60,219,721.

This whopping total, more than most U.S. post offices handle in a year, has
been largely (in fact almost entirely) due to a “Principal of the Year Election”
which the station has been running, which pulled nearly 20 million pieces of mail
during the month of July.

The station’s top mail-pulling deejay, Bruce Morrow, pulled a mere (by com-
parison) 2,229 talent-mail items during the same month.

”
Commercial banking, largely a localized business, has set a “national” tv campaign.

Signed by ABC TV for a 12-week participating sponsorship on Wide World of
Sports starting 5 October is The Foundation for Commercial Banks. It’s the Founda-
tion’s first venture into network tv.

The bank group is out to do battle with straight savings banks and savings-&-loan
firms, stressing “the benefits of full-service commercial banking.”

The Foundation has plenty of weight behind it. Membership includes more
than 5,200 banks with 709 of the nation’s deposits. Agency is Guild, Bascom &
Bonfigli (New York office).
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nl\[ WGN-TV " Best foreign films! +  Every week action and drama!

offer advertisers
nced programming
reach all Chicago!

gose your New Vears antertsioment aowl)

. . UMBERTO 0, Carle Battist)

TIME OUT FOR LOVE, Jean Seberg

Naked City » The Oeteclives
/' ¥ Breclnct + Oragnet
he Lee Marvin Show « The Law and

RASHOMON, Machike Kyo Mi.Janes - Hawalizn Eye - Thrlller « Sea Hunt
i CONCER'E, OF INTRIGUE, Briglite Bardel Surf§lde Six - Maverick - Checkmale « Rearing 20's
OUEL #N THE FOREST. Maria Schell Whnted Oead or Allve - Adventures In Paradise
RAISING A RIOT, Kenneih More /  Stoney Burke « Men and War + The Rebel
’ TIME RUNNING OUT, Simone Sgnoret g
L
f[ee: Parly halg, Savors,
ncisemakers and
/ cthampagne {eotks} far
eweryont. Wrlle: Mew
Year's Parly, WGH-Tv,
/ Crigago, |Hinsis.

Exciting first run films!

| Plus these returning favorites!

i

%ILL SUCCESS SPOIL ROCK HUNTER, Jayne mansfickd
ESK SET, Spencer Tracy « OREAM WIFE, Cary Grant
iATFUL OF RAIN, Eva marke Saint - LATIN LOVERS,
ana Turner « EAST SIOE WEST SIDE. James Mason
T'S ALWAYS FAIR WEATHER, Gene Kelly + AMBUSH,
ahert Taylor - BEST THINGS IN LiFE ARE FREE. Ernest Borgnlne
LILK STOCKINGS. Fred Astakre « LOVE ME TENOER, Elvls Presiey
$0Y NUMBER CAN PLAY, Clatk Gable « MALAYR, James Stewar!
1-0 FOR BROKE. Van Johnson + BLACKBOARO JUNGLE,
Glenn Ford « Otke: Top Flim Features with Marilyn Montae
Marlon Brandn « Joanne Woodward = Paul Hewman
Ava Gardres « Rober! Milchum + Clilten Webb « Jean Simmons
Jane Russell « Richard Burlon « Shirley Jones
Burt Lancaster « Dana Andiews . Ellzabelt Taylor

Blography 1) « Mickey Mouse Club - Beto's Clrcus
" Garleld Goose « Breawdast with Bugs Bunny
Treetop Hause « Hockey » Baskelball « Baseball - The Arls

Your WGH TV representative will tell you
more ahout the big New TV Year on WGN

See him saon and make your
New Year reservations!!

WGN knows Chicago best...sells Chicago best.
with the programs Chicago likes best!

U-I;Lg_rﬂ 2501 Bradiey P1. Chicago 18. lllinois
" Telephane LA 8-2311
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BANKS “DELIBERATELY PROVOCATIVE”

I would like to set the record
straizht with regard to onge sentence
purportedly reflecting a statement
made by Dr. Sevmour Banks in
vour article concerning the recent
Seminar held by Bernavd Howard
and Comprany, Ine.. reported on
page 34 of vour 1 July issue.

Actually. this sentenee places Dr.
Banks” remark out of proper context
since he did not state that his
ageney considers all media, except
TV to be peripheral. All he did was
to state he was going to be deliber-
atelv provocative in order to stimu-
late fresh thinking by radio station

AUGUST

Fordham University Conference on
Educational Television, 3rd annual
conference, Rose Hill campus, Ford-
ham (19-23)

Oklahoma Broadcasters Assn., con-
vention, Western Hills State Lodge,
Wagoner, Oklahoma (23-24)

Flaherty Film Seminar, 9th annual
seminar, Sandanona, Vermont (24-3
Scptember)

Television  Affiliates  Corporation,
programing conference, llilton Inn,
San Francisco (26-27)

Board of Broadeast Governors, hear-
ing, Ottawa, Canada (27)

SEPTEMBER

West Virginia Broadcasters Assn.,
annual fall meeting, The Greenbrier,
White Sulphur Springs (5-8)

Arkansas Broadeasters Assn., fall
meeting, Holiday Inn, North Little
Rock (6-7)

American Women in Radio and Tele-
vision, educational foundation, board
of trustees meeting, New York (7)

Western Assn. of Broadcasters, an-
nual meeting, Jasper Park Lodge,
Alberta, Canada (8-11)

Radio Advertising Bureau, manaje-
ment confcrences, The Homestead,
Hot Springs, Va. (9-10); The Hilton
Inn, airport, Atlanta (12-13); The
Holiday Inn-Central, Dallas (16-17);
Gideon - Putnam, Saratoga Springs,
N. Y. (23-24); O'llare Inn, airport,
Chicago (30-1 October); Rickey’s

I aT
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“CALENDAR

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

operators  about  presenting  their
medium to big agencies. He did
admit  that any  examination  of
media usage will indicate that tv is
the dominant medium for national
advertisers from the standpoint of
spot expenditure.

However; after this opening, D,
Banks spent most of his time telling
our station operators what rescarch
they ought to do and explaining the
tvpe of data that would be most
heneficial  in - conuunicating  the
strength of their stations and me-
dium to the agencies. In other
words, he was stimulating the as-
semblage at the meeting to think

Hyatt House llotcl, Palo Alto, Calif.
(3-1); Town House Motor IHotel,
Omaha (7-8); The Executive Inn,
Detroit (14-15)

Radio-Television News Dircctors
Assn., 18th intemational conference,
Radisson Hotel, Minneapolis (11-14}

American Women in Radio and Tele-
vision, southwest area conference,
Houston, Texas (13-15)

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

Louisiana Assn. of Broadeasters, con-
vention, Sheraton Charles Hotel,
New Orlcans (15-17

Rollins Broadeasting Co., stockhold-
ers mecting, Bank of Delaware Build-
ing, \Wilmington, Delaware (17)

American Assn. of Advertising Agen-
cics, Western region convention,
Mark Hopkins Hotel, San Francisco
(17-19)

Advertising Federation of America,
10th district convention, Commo-
(210)113 Perry Hotel, Austin, Texas (19-
1

American Women in Radio and Tele-
vision, soitthern area conference, Co-
Tumbus, Ga. (20-22

Nevada Broadcasters Assn., 1st an-
nual convention, Hotel Saharg, Las
Vegas (23-23)

Assn. of National Advertisers, work-
shop, Nassau Iun, Princcton (26-27)

A A O OO OO O N OO OO

New Jersey Broadeasters Assn., [7th
annnal  convention, Colony  Motel.
Atlantic City, N. [ (30-1 October)

i

2
i terms of better selling their me-
dium.

Dr. Banks’ speech was received
with enthusiasm and applause and
the stations assembled were most
appreciative of his helpful remarks.
As a matter of fact, we cireulated
among our stations material re-
ceived from Dr. Banks which in-
cluded the research breakdowns he
feels agencies would like to reeeive
from them.

fack Davis,
Executive v.p.
Bernard Howard & Co.
New York
v

ON BLAIR'S TUNE-UP

I don't think I've ever had an oe-
casion to write a letter like this to
any trade paper, but I'd certainh
feel remiss if 1 didn't do it. The
spoxsor article (29 July) on -our
National Survey No. 1 is the most
intelligent and well written ex!
planation of what this is all about
that was put together by any trad
publication reporter,

National Survey No. 1 is a ven
significant projeet. 1t would have
been so whether Blair Radio had
done it or not. The fact that our sta-
tions and we have spent thousands
of dollars to dig out qualitative anc
demographic  information necded
hy the advertising agencies repres
sents a significant step forward for
radio. The meetings we are having
with this material in the advertising
ugcncics" conference rooms  attest
to that.

As we are discussing Survey No
1 with the advertising agencies, we
are also begining to get ideas for
Survey No. 2, whieh will go into the
field only in 1964. This continuing
study of national radio listening
habits — and the make-up of the
natibnal radio listening market —
will eertainly be of additional inter
est to your readers. We're confident
that when there’s more to the ston
vour publication will do an excel
lent job of informing vour reader:
on the significant aspeets.

Arthur H. McCoy,

President |

Blair Radio !
New York
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IWEEKENDS ARE DIFFERENT...SO IS M@NITOR

: ‘amilies go places together, weekends...Ma, Pa. Sis...and little Sue, just unglued from the funnies. Pa starts the car.
a, the radio. Sis hits back with her transistor. Sue sulks. Pa burns while Ma and Sis fiddle vath their se ley!...Stay
here!...That's Mike Nichols”...Sis tunes in, t00...harmony...Sue sulks...Elaine May?...Chet H athan
Vinters?...Selma Diamond?...Joseph C. Harsch?...Sports?...David Wayne?... Ethel and Albert Travel Tips?...
‘rank McGee?. ..something for everyone...specially sponsors! Can't be radio!. no, it's WEEKEND MONITOR...NBC RADIO.
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Time Bbuyers’ Bonanza
one-minute availabilities
wmal- tv

WASHINGTON,

Call Harrington, Righter & Parsons Inc. for 1-minute
spot avails on more than 26-hours of new local programming
each week. (Some 20-sec. and 10-sec. avails, too.)

NEWS

6:30-7:30 PM
MONDAY THRU FRIDAY

Early-evening 1-hour newscast re-designed to even
better present the news. Flexible format with
the importance of news item determining its position and length. New format tailormade for participating sponsors.

THE SALES ACTION HOUR

5:30-6:30 PM, MONDAY THRU FRIDAY Different show each day: '
Cheyenne, Surfside 6, Adventures in Paradise, Checkmate, Maverick

1ST RUN MGM NAKED DICK POWELL THE DIVORCE BACHELOR
30/63 MOQVIE CITY THEATRE FUNNY COMPANY COURT FATHER
11:30 PM 10:30 PM Thursday 11:15 PM 8:00-9:00 AM 1:30-2:30 PM 5:00-5:30 PM
Friday 11:30 PM Saturday Sunday IM-F) (M-F) (M-F)

wmal-tv S

The Evening Star Broadcasting Co., Washington, D .C.
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Newcomers Swell Net Ranks

Vs

ew television advertisers appear
%N to he springing up with the
rapiditv: of Cleopatra jokes. Last
vear, some 33 advertisers tried net-
work television for the first time. A
sinular mmber (or perhaps more
will have made their first use of tele
vision by vear's end.
New-to-network — spenders  this
vear run the product gamut from
fire retardant spravs for Christmas
trees to the venerable Britannica.
In between, are companies tv-push-
ing snch consumer items as new
shoe  cosmetic  Kits
sportswear, tea, raisins, air trans-
= portation, neckties, hats, life and
accident insurance  policies, and
pigskin shoes.

hair spravs

One of the significant  break-
thronghs pn the part of broadcast

eLY S ABIE M A A

ers is inta the publishing field, par-
ticularly among eneyvelopedias, For
the first time, publishers are ven
turing into video cluimnels. One is
already spreading its message in
television; the other will sfart in
the fall

Currenth on the air is 1. E
Compton & Co., Chicaco, for Comp-
ton's Pictured Encyclopedia. It has
purchased  sponsorship  in NBC
TV's Today. Savs Danicl W, Foster
director of advertising for Comp-
ton: “The program format and an
dience appeal of Today are ideally
sinited to the edneational campaign
Compton Encvelapedia is nnder-
taking. Another reason we selectel
Today is the opportunity to have
the program’s knowledecable host,
Mingh BPowns, as Compton’s first
television spokesman,

From commercial airlines to the most casual shoes

New-to-network advertisers take i

to the ranks on NBC-TV include Eastern
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every imaginabl % Jof T
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Compton, like numerous televi
sion advertisers, s rchandising
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upcoming season. Exploring, a win-
ner of many prizes, is a pioneering
experimnent in providing  prograin-
ing for youngsters in the five-
througli-11 year age group. An NBC
News presentation, it will be seen
in a new time period, Saturdays
from 1 to 2 PM, starting 12 Octo-
ber. Dr. Albert R. Hibbs is the host.
Tlie programn, produced by Craig
Fisher, covers language, music, sci-
ence, geography and social studics.

For years, broadcast salcsmen
tried to sell Enevclopaedia Britan-
nica all types of educational fea-
turcs, but this is the first time they
succeeded. Said Maurice B. Mitch-
cll, president of Encyclopaedia Bri-
tannica Inc.: “We, of Britannica,
have long felt that television is one
of the greatest communications

\ I“\/r
RAYETTE

PROFE S SIONAL

H‘\IR s PRA

First encounter with tv

Rayette, hair spray tor the womenfolk, will
seenr on ABC TS Jerry Lewis show

30

media in the history of man. How-
ever, we were never able to find
the right tclevision vehicle for our
almost ~ 200-ycar-old  educational
firm until now. What we were par-
ticularly scarching for was a qual-
ity cducational program which
would enable us to advance the
accunuilation and communication
of knowledge.”

Through Exploring the sponsor
lhopes to reach parents, teachers
and children. Teacher’s Guides sug-
gosting classroom projects dealing
with material aired on Exploring
will go to elementary school teach-
ers. Teacher’s guides are intended
to make the program professionally
useful to the teacher. McCann-
Erickson is the agency which
placed the order for Britannica.

Some folks in the industry are
suggesting that former FCC clair-
man Newton Minow, now a top
executive with  Britannica, had
something to do with inspiring the
purchase of Exploring for his com-
pany. Also involved in the transi-
tion was Sylvester “Pat” \Veaver,
former president of NBC and now
media head at McCann-Erickson.

Othcer advertiscrs new to network
television and who start in the fall
on NBC TV include Flamco Corp.
(Richard N. Meltzer) on Today;
California Raisin Advisory Board
(McCann-Erickson) on several pro-
grams; International Pipe & Ce-
ramic Corp. (llixon & Jorgenson)
on Today; Monroe Auto Equipment
Co. (Aitkin-Kynctt), NFL High-
lights; \Waters-Conley (Rosen-
bloom-Elias) on Today and Wol-
verine Shoe & Tanning Corp. (Mac-
Manus, Joln & Adamns) on Today,
Tonight and Sunday programs.

Continuing in the Fall on NBC
TV, but starting, carlier in 1963 are
such newceomers as Cameo (Lady-
brooks) en Today and Toanight;
Puritan Sportswear on Today; Celo-
tex on Today and Sunday pro-
grams; Eastern Air Lines on Today
and Tonight and Salada Tea on
Tonight.

This past scason also saw such
new advertisers in NBC TV as
Faralh Mfg. Co., Hartford Insur-
ance, Hat Corp. of Awmerica, Hor-
mel, Marathon Oil, National Union,
Selehow & Righter, Tubular Textile

Spot tv for new products

Tod Noore, spot tv sales development
director, Kalz Agency, urges spot use

Machine Co., U.S.
Wembley Ties.

ABC TV advertisers for the 6
64 season new to network televi:
sion include Rayette (Taplinger
Gladney): Langendorf (Y&R) witl
a regional buy and Nallev’s ( Foote
Cone & Belding) and Ladybrooke
Other recent new advertisers o
ABC TV have included Foster Mil
burn Co., Maradel Products, Inc.
Midland Pharmacal Corp.,, C
Schmidt & Sons, Inc, Dunca
Coffee Co. and U.S. Gypsum. h
the past two years, all told, some
33 new-to-network advertiscrs have
allied themsclves to ABC TV.

CBS TV also has racked up a
impressive score with new adver
tisers. One of the more rccent ad
ditions to the CBS TV roster is tl
aforementioned Monroe Aute
Equipment which is sponsoring the
10-minute pre-game  show  whicl
precedes cach Sunday’s basebal
Game of the Week. Monroe alse
plims to be identified with NCA/
foothall games when the baschal
season comes to an end. Addition
ally, Monroe is sponsor of a floe)
of daily Bill Stern Sportsreel pro
grams over MBS.

In appraising the new-to-networ
advertiser situation, Edward Bleier
vice president and national sale
numager, ABC TV, asked this quc.‘}
tion last week: “When a 400 hitte
goes into a streak and bats 500,
he in a stump when he bats 40
again?”

“During its infancy, televisio)
could only attract ‘new” advertiser:
necessarily, hundreds of them. de
spite indifference, ennui and hostis
ity of advertisers originally traine

Plywood and
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to other wedia,” Bleier continmed
“Even now, with a inature television
ceonony, many new advertisers are
attracted from an ever-diminishing
availabilitv, Most are at cither ex-
trene; the new and snuller com
panies andd the sery farge fudustrial
compinties. And, of course, there is
lever-inereasing television wse Iy
new or established products of ex-
isting companies.”

Bleier observed that among the
33 neweoners to ABC TV in the
past two yvears are smaller packaged
goods advertisers who sponsar par-
ticipations in highly  merchandis-
able and eflective programs. He said
that "ABC TV has attracted these
snaller advertisers throngh partici-
pation opportunities in prime night
time  periods  for  faniily  prod-
ucts, cffective daytime programs for
wonen, sports for men,  cartoon
for children; and,  even,
American Bandstand for teenagers.”
“Additionally, the ereative nse of
pews, public allairs and sports pro-
lwraming, has attracted may new
wblic relations bodgets of large
orporations, some with their own
Specialized  programs.” Bleier said
urther, “All, in all, in the wpward
Burve of onlv nose-comnting  the
new-to-tv’ companies nnst level ofl.
But, most significant is that televi-
sion’s growth comes from hoth gen-
ral consnmer and special interest
Advertising.  Creative  programing
nd creative salesimanship have now
ombined  more  effectively than
ver to prodoce the results to which

shows

¥ his trend attests.”

A neweonmer to network televi
don with an affectionate-sounding
noniker is “Fhash Puppies”™ featur-
b ng a casnal shoe made of pigskin
oy the Wolverine Shoe & Tawning
Corp., Rockford, Mich, Until the
ate 50, this firy made sturdy
nen's work shoes.

£ “lush Puppies™ which durives its

e from the misture of cornballs
md catfish given to vapping hunt
ng dogs with the reproof, “Hush
mppics” is being bronght into tele-
sion for the first time by Mac
danus John & Adams. Said a
Volverine excentive when the new
ne was first introduced: “Let’s
all thewm “Hush puppies because
hey soothe vour barking  dogs.”
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Making their first commercial entrance in television
Network tv for the first time has palilishers of top enes clopedias ads ertisinge ther w.,

Ency clopaedia Britmmica
Compton’s Pictured Eneyclopedia is on

Don Mahlweister, account super
visor at M&A, raised his evebrows
when he first heard the snggested
e, CFgoess this s a case where
vou can over-research a situation,”
Mahlmeister said recenthy, “for de-
spite onr objection, “Hush Puppies
was chosen and it has bheen wildly
snecessfnl.”

Wolverine is a great heliever in
advertising and spends abont
$2 million camually on promotion.
More than five per cent of the come-
pany’s sales volame Cinfinitely larger
thain that allocated by most maun-
facturers) goes into promoting the
company’s products.

The firm's president, Adelph K
Kranse, declares: “Since ady ertising
has been asignificant contributor to
our grovwvth, we've continmed to de
vote a contparatively big proportion
of our sales to it.

“Tinsh Puppics” entry into et

top) will have half sponsorship of NBC.-TV

*Faplonne

Today ™ with carly a m. drop-in annonncements

waork television has not been a spur
of-the-moment decision.” according
to Jolne Fo o thart, viee president in
charge of marketing for Wolserine
“"We have made exteusive telesision
tests on a local basis and found it
rised the awareness level of Thnsh
Puppics as a brand name.” Thart em
phasized, however, that television
wits being used over and  above
Hush Puppies” already estabhished
print  advertising program. The
Today, Tonicht Sundav huy on
\"( T\' MW : od on I s
t hest fits the profile of the typical
Lhish Puppies buver, the ageney
said last week

An examination of the new adver
tisers on television reveals that, on
he whole, thes are modest-sized ae-
conts o lenger fearful of ap
proaching the aietworks for partici-
pation buss s Jack Otter, NBC
TV vice president, national sales



Edward Bleier
\'.P. & nat’l sales migr., ABC TV

puts it:  “A television  network
should be able to accommodate any
size advertising budget and our
commercial patterns are geared to
requircments of the small and sca-
sonal advertiser. as well as the mul-
ti-million  dollar  year-round  ace-
counts, in hoth daytime and night-
time schedules.”

Otter says the increasing mnnber
of new advertisers ou NBC—many
of them new to television, “testifies
to the growing strength of the me-
dium and also to the quality of the
NBC TV Network schedule.” Nor
does Otter think that the vein is run-
ning dry on new advertisers. e has
come to recard both Tonight and
Today, in particular, as “maternity
wards for new advertisers.”

Where do new network television
advertisers spring from? According
to Joseph N. Curl, vice president,
davtime programs, CBS TV Net-
work, they start loeally, then go re-
gionally and ultimately wind up on
the networks. NMost new advertisers
on the networks, particularly in day-
time scgments, arc brought in be-
cause of advantageous deals, ac-
cording to Curl.

Ideal for “fringe lads”

“With morning plans, the small
advertiser, who hasn’t vet got his
feet wet in television, can do so and
not get lnt because of escape
clauses and mmnerous other entice-
ments,” Carl says. “For the fringe
lads and the small budeet adver
tiser, the morning pluas are re-
garded as ideal.”

Numerons new-to-tv advertisers
liave found ideal setups in what is
flso called ABC TV's Daytiine or
Scatter Plan which provites, plenty
f reach aad high efficiency at low

st Similarly, NBC TV's Davtime

Joseph N. Curl
V.P., daytime programs, CBS-TV

Schedule has proven a source of
profit for a goodly number of low-
budget advertisers making their ini-
tial appearance in television.

Much new money for television
stems from new products, according
to Tod Moore, director of spot t
sales development, The Katz
Agency. Rorabaugh reports  that
approximately 100 new brands were
introduced to viewers via national
and regional spot tv in the first
quarter of 1963.

Katz offers booklet

Moore also notes that last Janu-
ary The Katz Agency first offered
a printed summary of its presenta-
tion, Launching Your New Product.
tlic requests are still coming in.
“We've had almost a hundred re-
quests for copies during the month
of July,” Moore reports. “As a result,
we've made a supplementary mail-
ing to an additional 1,400 ad and
marketing executives. We believe
that spot tv is especially good for
new produet introduction. In addi-
tion to the obvious sight-sound-mo-
tion virtues of the tv medium, with
spot tv an advertiser has the Hexibil-
ity to properly weight his strategic
introductory markets. Budgets can
be controlled with a tight reign
rom market to market.”

Competition spurs action

Moore believes new money for tv
will also come from accelerated use
of the medium in the summer
months. He says competition is be-
coming mmich too intense for manu-
facturers to tarn their backs on sim-
mer promotion.

“More and more, astute inarket-
ing inen will be spurting aliead of
competitors who, from habit or tra-
dition, contine to rest o their oars

Jack Otter
\".P., national sales, NBC-TV

during warm winter months” §
Moore continues. “The alert, posi-
tive thinkers will discount any sea-|
sonal fluctuation in viewers; they
know the audience of American ty
viewers in all scasons remains a
tremendous one, and that buying
goes on all year round.”

Companies named

The Katz Agency presentatior
cites numcerous advertisers who in-
troduced new products on televi
sion with the aid of spot on botl:
national and regional levels. It of
fers a long list of examples includ
ing VO-5 and Rinse Away, Chocl
Full O'Nuts Coffce, Mayvpo Cereal
Matey Bubble Batl, Climalene anc
Contac.

New products introduced in the
first quarter of 1963 via spots in
cluded Colgate Palmolive’s Cleo
patra Soap, Tidy Toys Bath Oil anc
Goddess  Soap; Dow  Chemical
Handi Sandwich Bags and Cral
Grass Killer; Lever Brothers' Doy
Shampoo and Golden Ladle Din
ners and National Biscuit Co.’s Mill
brook Cakes and Rose Brand Foous

Bank organization signs '

Still another newcomer to ne
work advertising joined the rank
last week. It was the Foundation f&
Commercial Banks, a non-profit o:
ganization. Representing more thal
3,000 “full-serviee” banks, it will s
cartoon-type spots during a I:
week period on Wide World
Sports over ABC TV on Saturdi
afternoons. The advertising e
paign, billing around $200,000, w
get under way 3 October. Tl
ageney is Gnild, Bascom & B
ficli. The ageney said that the
spots would be available for re-w
on a loeal hasis. v
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HERE are more than 200 million

radio sets in the United States to-
lay, wndd appareatly nearly as nuny
vayvs of estimating the andienee,

Amid  rescarcheindnstry “confu-
jion, inadeqgnacy and contlict,” the
American Association of Adverts-
ng Avencies has issned a booklet
wned at helping radio to evaluate
ad  improve measnrenient tech-
rigues. Charging that “alimost every
me who uses radio research s dis-
Latisfied with it,” the -1\ blames the
wesent  multiplicity of  serviees
with no adreement as to which
hrovides the wost valid results” for
nost of the trouble.

The 1AS kev recommendation:
Implement  the Madow-Tvman-
essen Comniittee’s  recommenda-
ion for the establishment of an
Mhice of Rescarch Mlethodolagy”
. . ta objectively determine the
Fhost relialsle and  valid andience
neasurements.” The proposed or-
Lmization, which 1A snugests be
dnderwritten by broacasters and
heir representatives, wonld  not
Bnlyv test methods corrently nsed,
Dut onginate new ones.

CGranting that radio ratines data
re “absolutely essential for the in-
Micent purchase of radio time,”
e Association snvgests data use-
hlness is most often \'vrinn\ly di-

Donald L. Kanter
Tatham-lLaird
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Tuted by the following tactors:
p Tueddeyracy of out-of-home listen
ine. Allowing “no atrecment on the
vilidity of reminder tag-diaries at-
tached to portable sets, intersiewer
traffie checks ot anto listenming, ar
applications of diary or recall imeth.
ods Dy all familv members,” 1A
nrres the investivation of new and
different methods.
“Proposed  methods most over-
come prosent deficiencies, snche as
thase resulting fram memory failare
between the act of listening and re-
porting: from secand-hand report
ing af listening; and from interview-
g only those motarists wlia stop
at traffie lights, missing ather motor-
ists on the open raad who mieht
luve different listening patters.”
A\t present, savs 4\, radio broad-
casters “da themselves a severe dis-
service i risking  underestimates
with an approach which does not
measure total audience.”
p Ratings research not reflecting
chanzes i program sclicdule quick-
ly enovcli, 1t also does nat retlect
variations in actuad listening fram
one time period to the nest during
a dayv. Thus, 4\ calls for guicker
up-dating of andience rating studies
and “though it may not alwavs he
possible to follow o standardized
time Tapse after changes are made

Ruth Jones
}. Walter Thompson

4A’s Critical foray into radio research

with o new coverave snrvey  the
setting ol . standard mternm tune
period ”

} { N 1
th v

(Y] ST INU)d

determiug ) 3 \ 1

peoy Mer aeenares and o adsertiser

conghnies

Drawing attention ta two kinds

of andicnce deseription, “cansop
tive characteristies andiene the
pereent i a station” Lic

having vreater consumer spending
patential than is trne of andiences
to ather stations i the are
“special sub-gronps” (segments of
the total population of interest e
canse ab cthne background,
ocenpation,  ete), Ty advocates
mare  gqualitative  research. T
more specificidly these special an
dience gronps can be identified as
reenlar  listeners to a station or
program,  the more meaning  this
kind of researeh has 1o the liver
Furthermore, there should be com
parability  of  selected  audiena
characteristies reported for com
petitive station.”

Since stations often dlaim then
public mage”™ favoraldy disposes
people taward commercials hroad
sist an that station, 1T\ recommends
using snch methads as “controlled

evperiments for r listener
ceptivity to identical commercials
in differen st ts
arder to . ns | ¥
tative superionty

A\l
tention in radio researcls Catbledd
for, t\ reports that “infhiential pet
sons and organizations are aware o
the need and are cadline for actiom
or taking steps toward  improave
ment.”

(@) O 1
mteres |llln'u|'l
o being developed I newls
‘.a"‘ru"l'(L \'\L‘rl .i..-..(t"....( ity .ll
VMelvin AL Col
with member stations, the porpose

( Please turn to page 6S)
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THE LONGEST
BEER ON RECORD

Leading national brews prove

that there’'s lots of mileage

in radio[tv for a good jingle

EARD about Mabel?

She’s the coy-but-comely bar-
maid who dispenses the suds for
Carling’s Black Label beer.

And with the help of radio (and,
to a lesser extent, tv) Mabel has
created one of the all-time success
stories in the worlds of brewing and
broadcast promotion.

R. C. Garretson, marketing vice
president of Carling, credits broad-
cast media with pushing Black
Label from 62nd place to its present
fourth position in the nation’s taste.
This rise was accomplished in only

Strong melody is key to stronger sales

leteornice

12 years. Today, only Anheuser-
Busch, Schlitz and Pabst—of which
more later—can top Carling sales.

In 1949 Carling introduced the
“Hey, Mabel, Black Label” logo
and slogan. At that time Carling
produced and sold only 360,000
barrels. In 1962 the company sold
5,845,000 barrels. Both in 1960 and
1961 Carling was the brewing in-
dustry’s fifth-largest broadcast ad-
vertiser.

Throughout its 12-yvear climb,
Carling has used radio to open new
distribution, target its message, pro-

rise of Black Label beer, from 62nd to 4th national seller in 12 vears,

1 by marketing experts to shrewd nse of broadeast media, plas jingles which
Iv memorable. Here, Artie Malvin singers cot Carling commercil

mote its new “handy bottle,” and to i
advertise the opening of breweries
in new communities.

Because of the deep association
with its “Mabel” musical device,
and its identifying whistle, Carling
often uses music alone in its spots—
no lyrics in either radio or tv, thus
delivering an almost subliminal
message. Furthermore, the famili-
arity of “Mabel, Black Label”
heard on Canadian border stations,
makes it possible for Carling’s Ca-
nadian agency to get more run for
its tv and radio money.

The spots score immediate iden-
tification. This is extremely impor-§*
tant in Canada, because advertiser:
are restricted by law to use of a 12
second announcement which mus!
come at the end of a one-minute
spot.

Last year, Carling opened it
seventh brewery, in Baltimore, witl
an eighth planned for Fort Wortl
in 1964.

Of its $12 million ad budget, the
bulk last season went into radio anc
tv musical spots, and the sponsor
ship of major sports,

Onec of the remarkable aspect
of the Carling campaign is tha
“Mabel”™ musical theme has re
mained basically unchanged, sines
its creation in 1931.

Phil Davis was the creator of th
Carling jingle; since that time he’
tuned up so many copy variation
on the theme that he’s lost count @
While not claiming a record, Davi @
has difficulty in recalling any majo
radio tv campaign whose essen
tials have continued unchanged fo
ds many vears.

Long-nmning copy and musi
themes are, however, almost a fea
ture of the brewing industry’s use @
radio and tv.

\nother outstanding example ¢
longevity is Budweiser. Its basi 81
theme, “where there’s life there
Bud . . .7 has survived since 195

Well over 200 versions of th
have been contrived by its creato.
Bob Johnson, of St. Louis’” D'Are
ageney.

In five years, from 1935 to 1966
the Bud commercials won at lea:
one radio and/or tv award eac
vear, and the jingles and clips a1
still collecting directors’ trophies i
1963.
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| Long-running jingles keep life in Bud

Basie melodies aned slogan, “\Where there's  ite B,

have been re-evploited

i several hundred vanations during past eight years. Ageney prxdueer Boly Johnson
belicves tastefnl repetition doesn’t pall quickly if the music is god to hegin with

How ¢ a commercial theme be
kept fresh for cight years?

“1 still don’t think the theme has
hutworn its welcome,” says John-
son.

“Repetition, politely aind lighth
lone, will work for a long time.”

His kevnotes of the Bud com-
mercials are:—

e Use of music ("good music,

well played?)

o A lack of copy (“this is in t
versions, of course, and  ex-
tremely important: we seldom
nm to more than 16 or 1§
words”)

o Natural, familiar sonnd effects.

Prior to 1933, Budweiser had
wver used a jingle or a theme, and
hey weren't too eathnsiastic when
YArey suggested a  commercial
vith music. But the client OK'd the
dea, and since then “I giess yvou
an say it’s been quite successful.”

The theme itself was written by
msician-conductor  Russ  David,
vith an assist from Johnson, “\We
b iried to give Bud a more friendly
onthful, modern image,” Johnson
f ecalls. “Until then, it had been
’ nore solid and conservative.”

“Television was at first a visiwalis
b cation of the sound we had created
or radio, the carliest spots showing
harp closeups of the instruents,
he valves, the sheet music. From
hose first ones we've moved into
1 calistic situations.”

“In Johnson's opinion, tv com-
' nercials too often overlook the ob-
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vions poiits which often will help
sell the product. This is a seldom-
heard comment; Jolimson justifies it
by saving:

“To me. the obvious is half the
story' when lighlighted by sonnd
vffeets: the opening of a hottle, the
pouring of the bheer—sonnds which
we could so casily overlook during
the Hlming.

s o osensony thine, making o
beer commwercial. \With that fact in
mind, we have secued into the use

“the BEER that made
MILWAUKEE fam

Short spots are instantly recognizable

ob tood beer and food o togde ther

U

1¢ 1 1) )

l)|( ) ¢

Botl: the b co \
paigns, in general, are remarkable
for the mileage spun ont of their
hasic commereials

From the station and rep view
point, the consistent nature of spot
buying on beer accomts has made
the industry a desirable cnstomer
thronglr the vears. THowever, some
of the major brewers have shown,
in recent vears, that thev're not
averse s innovation and change in
their timebnying patterns,

There was considerable trade in-
terest Last season, when Leo Burnett
Aveney acting for  Schlitz, an
nounced it wonld effect its spot
buving in mid-December.

Result was the Chicago ageney
was bl thanks to a head start

ous
¥ it

From nudwest’s Burnett agency, Schiltz got current slogan “real gusto in a great

light beer”. Thauks to heavy visuals, terse copy and str

be haowmered  home o DS and

10-weconds,  as well av via

£ musie, the message can

longer  spots



Nets plan extensive coverage

Both NBC and ABC expect to have large
reporting and production teams at the
Games to cover as many sports as pos-
sible, with the difference in time expected
to be able to {ly back tapes and show
theni on television the same day as the
competition. Both networks hope to use
Telstar or Relay. NBC may  coloreast

SPONSORS G

Games on TV; NBC

6 clients sponsor

sets radio sales

ATHLETF,S aren’t the only people
priming for the Olympic Games
in 1964. Sponsors are busy complet-
ing plans for commercials amount-
ing to $8 million in broadeast time
alone (83 million for the winter and
$3 million for the summer Games).

Although many sponsors have
been interested, only six are in on
the buys: Firestone, Liberty Mu-
tual, P. Lorillard, Schlitz, Texaco.
and Andrew Jergens. Here’s a run-
down on plans.

Only three of the sponsors—

Liberty, Schlitz, and Lorillard—are
veteran sports buvers. [Advertisers
are becoming more and more in-
terested in sports.  Approximately
$150 million is now spent annually
on time, rights, and talent for
commercials aired on network and
independent station sports  pro-
grams. (Sce “Sponsored sports: a
giant tv industry,” 6 May.)]

The winter Olympics, from 29
January to 9 February, will be
broadeast over ABC TV. Summer
Olympies, 10 October to 24 Octo-
ber, will appear over NBC TV.

Both nctworks will fly videe
tapes back to the U.S. or, if pos-
sible, air some portion of the events
live via Telstar or Relay. Although
plans are not definite NBC lopes
to broadcast the Games in color.

Advertisers are enthusiastic. All
of them, with the exception ol
Liberty, will sponsor the 15 pre:
winter  Olympic half-hours frow

SPONSOR /19 avcust 1963
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i:30 to 7 p.m, beginning in mid-

Firestone Tire & Rubber Co.,
ahiich recently dropped its long-
e video image Voice of Fire-
tone on ABC, has gone sports
uppy.  Firestone has  eontracted
or participation on NCAA foothall
m CBS, as well as Championship
Boicling to be sold to 100 individual
tations.

Liberty Mutnal, whieli two years
i was only in print media, is now
pending near $2 million in tele-
dsion, Next vear about  $900,000
wvill go into tv sports, all on ABC.
besides buyving $210,000 in time for
e winter Games, it has bought
into AFL football and Wide World
of Sports,

The  insurance  company  re-
uested  one-quarter  sponsorship
i the Games, was too late. bnt
nanaged  to obtain only gt
minutes  through the courtesy of
Firestone,

Liberty believes  that  comer-
jdals on sports programs hit middle
el upper income viewers, usually
with a better education. ( Many
treasurers of companies and other
mien  of influence might  watch
sports, whereas they might not be
frequent viewers of other tv pro-
eraming.)

I. Lorillard has been advertising
wm tv sports shows since 1945, The
Company is - carrving  one-quiarter
uf the winter Games. In 1960 it
Wi a heavy sponsor of summer
Cames,

Sports help to round out the com-
a5 coverage. savs a broadeast
execotive at Lennen & Newell,
ageney for Lorillard, It is one sub-
Jeet that attracts a large number of
masculine viewers. To lure family
pdience schiedule calls for heavy
spending in variety programs, The
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Dick Van Dyke Showe, Joey Bishop
Show, Jack Parr Show, and Ed
Sullivan Show.

Al of Lorillird's sports huys for
1961 are on ABC. They  spread
over a large arca, including parti-
cipation in American League Foot-
ball and Wide World of Sports, as
well as the winter Olvipics. All
told it's a S million sports sched-
ule,

Sports represent one of the three
prevailing trends and preferences
which  gnide  Lorillard’s  present
advertising  plans,  according,  to

OR TV COVERAGE OF OLYMPICS

Morgan J. Cramer, president ol the
company. ( The otlier twa are pro-
grams  featuring
formers and color programing.

“We are presenth placing greater
crplisis thin ever on sports pro-
graming for Old Gold Spin Filters,
Kent, and  Newport. Besides  the
Olvinpics we have a full measnre
of golf, baseball, foothall, howling,
and general sports progriuns on the
three tv networks.” savs Cramer.

“In many  cases, we o carefnlh
adapt our conmmercial messages and
tailor our copy to the specialized

bhig-tame  per

Network Olympic radio buys are slower

LTHOUGH tv networks in the

U. S. must negotiate for video
rights to the Olvmpic Games with
official representatives. radio cover-
age of the international sports event
operates with considerable freedom.

Any UL S, radio network, in faet,
may broadeast full coverage of the
Games for the asking. As a result,
the news-minded UL S, radio net-
works — ABC. CBS, Muatual, mnd
NBC—are already deep in the plan-
ning stages of coverage of the win-
ter Olvipie events, complete with
Sponsors.

In the Largest deal to date, Gen-
cral Mills, on behalf of Wheaties,
will sponsor NBC Radio’s cntire
1964 winter Olvinpic coveruge.

One hundred  five-minute  vig-
nettes over a period of 12 davs are
plnned. Advance coverage will be-
ain 25 January with the Rev. Bob
Richards, director of the Wheaties
Sports Federation, and NBC's Jay
Miller and Len Dillon reporting.

The five-minute reports will be
aired between 3 and 9 pan. New

York time during the week nd
throughont the weekend on Moni-
tor. The coverace will imclude in-
terviews  with  world-wide
celebrities, athiletes, and enthusiasts,
forecasts and descriptions of cere-
monies and competing events.

ABC Radio las no sponsor yet for
the winter Games. However, it is
planning to broadcast two or three
reports a day doring the competi-
tion, probably a total of 15 or 30
minutes. Tome Harman and  his
sports crew will probably be sent
over to limsbruck to cover.

CBS has not talked about anv
definite plans for the Games. Phe
network has no spensors for the
event so far and mav decide to do
very little.

Mutual is planning to conver the
Olvimpics within its reanlar sports
programs and therefore is not offer-
ing a package to advertisers, ae-
cording to an eveeutive.

The sumnier Games in Tokvo are
still too far off to consider broad-
st plans; a lot will depend on sne-
coss of winter sports. v

sports
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Six sponsors take all for 1964 Games
Winter Olympics, ABC-TV

Sponsor Agency Cost

Firestone Tire & Rubber Sweeney & James $1,250,000
Andrew Jergens C&w 625,000
Liberty Mutual Insurance BBDO 240,000
P. Lorillard L&N 1,250,000
Jos. Schlitz Brewing Leo Burnett B 625,000
Texaco B&B ﬁﬁﬂ]ﬁ]

Summer Olympics, NBC-TV

P. Lorillard L&N $1,000,000
Jos. Schlitz Brewing Leo Burnett 1,030,000
Texaco B&B 1,000,000

AR
Some sponsors take winter and summer

G s R e i

Lorillard, Schlitz, and Texaco are big buyers for both Games. Winter Olympics were

sold by quarters, sunnner by thirds. Lorillard

nature of the event,” Cramer sayvs,
“We find this makes for greater
impact and a higher degrce of re-
tention by viewers of our sales ap-
peals.”

Sehlitz, in for $625,000 worth of
winter Games segments, is also a
veteran sponsor of sports. For this
fall the beer company has con-
tracted for participation on the CBS
Sunday Sports Spectacular.

An  aceount  executive at  Leo
Burnett, agency for Schlitz, savs
there is a touchiness nowadays
about mateur and  professional
sports and it, carries over to adver-
tising on both. Whereas profes-
sional athletes, especially in sports
like bowling and baseball, would
probably smoke cigars or drink
heer, amateur athletes would not.

The spokesman said that women
in the sports audienee are a plus
factor. Since they usually buy the
beer it is important that they he
familiar with the brimd name, but
men still control the buying hy stat-
ing their preference.

Texaco is a relative newcomer to
network sports; last vear it went
licavily into sports for the first time.
For next vear it has signed up for
both the sunmer and winter Olym-
pics—an outlay of $2.250,000 for

38

is only return sponsor from 1960 Games

the Games, cqualled only by P
Lorillard. Texaco will also sponsor
the Bing Crosby Golf Tournament,
the NCAA's on CBS and the base-
ball Game of the \Week.

Jergens recognizes the female ap-
peal of sports, cspecially winter
spuorts.

“Examining thie audience compo-
sition figures of the 1960 winter
Olvmpics as telecast on CBS we
find that female viewership com.
pares very favorably with today’s
top woman-appeal programs such
as Ben Casey and The Nurses, says
Richard H. Depew, viee president
and  director of tv marketing at
Cunningham & Walsh, agency for
Jergens.

What evidence there is supports
the observation that commereials
housed in sports shows tend to per-
form as cffectively among women
as the same commereials shown in
a less strenuous program context,
according to Schwerin Researeh.

American Research Burcau data
for the 1960 games bears out the
theorics that women like to wateh
sports.  Considering  all  available
telecasts for the winter Olvmpics,
ARB audicnee eomposition figures
show that more women watched
than men (1.02 for mert and 1.06 for

women). For the summer Games,
however, men outranked women,
.88 for average male audience and
75 for female audience.

CBS, which broadeast both the
winter and summer Olympie Games
in 1960, did a great deal of researeh
on the audience. Says a research
exceutive at the network, “I'm tired
of doing all this research to prove
that NBC and ABC have a good
buy in the Oh-mpics, and to adver-
tisers that they should sponsor
Games when theyTe on other net-
works.”

A capsule report from CBS re-
search reveals the following:

On the basis of National Niclsen
36,370,000 homes (809 of total
U".S. tv) viewed the summer Oly'm-
pics, comparing most favorably
with the winter Games which were
viewed in 36,583,000 homes (81.6%
of total U.S. tv),

CBS research estimates that some
95 million persons  viewed  the
winter Games and a similar number
the summer Games.

Over 3 million homes or about
125 million people viewed the
average telecast in the 32 program
series.

The summer events, aired in the
cvening between 6 and 11 p.m. did
somewhat better than CBS eompe-
tition. The network’s research de-
partmaent reports that the Ohympics
carned a 5% higher share than the
NBC competition and 3% higher
than ABC (CBS admits this analy-
sis is limited because of the sus-
taining time periods on the other
networks as well as other factors).

Both the weekend, davtime, and
late evening Olmpic events did
generally: better than the eompe-
tition.

The summer Olympies on CBS
obtained a much higher share of
audience than the regular pro-
grams it replaced. For the periods
in the evening 6 to 11 p.m. the
Olympic share was 334 or 25%
higher than the average for CBS
programs in the preeeding and fol-
lowing weeks.

Sponsors of the 1960 Olyvmpic
Games were:  (winter) Renault,
Union Qil of California, Schlitz;
(summer) Atlantie Refining, Bur-
germeister Brewing, P. Lorillard,
General Mills, Sandura Co., Amerni-
can Home Produets, and Bristol-

€a
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Myers, all major wir-media buvers,

The rights to the winter Olvn-
pics, which went to ABC, were
handled by Kevvon & Ecekhardt,
appointed by the Anstrini Olvinpic
Connittee. The ad ageney Iandles
all the wmmerons financial problems
concomitaut with the sale of the
hroadeast packagzes.

Ciancarlo Rossini, K&E ypeinter-
national, a4 kev o in winning the
account, wis also |n;|jur necotuator
for Cavdner when that ageney won
the rights hack in 1960, The onr
rent rights were sold to ABC by
KaE for S$300000. The ateney
worhed  on g fee which
amomnted tozibont 157 of the cost,

Rossini said there were tecluical
and  fimmcial  reasons evplaining
why the Mstrian connittee did
not deal with the networks directly.
e saad at the 1960 Squaw Valley
Winter Ohvmpics becne so fonled
up that ABC howed out and CBS
scooped up the rights for “peanits.”

ABC's preliminary plans call for
16 hours to be devoted to the
Games, one hour cach weckiday
might and two howrs cach of the
four weekend davs, The pre-Olvin-
pic series will be televised on Sat-
urdays 6:30 to 7 pan., EDT, start-
ing 15 October. These pre-Came
prourams will cover the trials. facil-
ities for the teams, and a close look
l,.lt some of the top athletes who are
competing. A team of producers
and engineers has already been to
Hnsbruek to survey the Olyimpic
site for the telecasts.

ABC will cover a variety of the
sports, melnding ice hockey, giant
Slalom,  slalom, cross-conntry,  ski
Jjumping, speed skating, taboggan-
ting, bobsledding and figure skating,
with four to siv events scheduled
cach day of the twelve days allo-
‘cated to the Games. Roone Arledge,
exeontive praducer of Wide World
‘of Sports, will head the production
team at Innsbruck.

- NBC. which acquired the tv
irights from the Japan Broadcasting
Corporation  (NHK), plns to
broadcast 14% honrs of the sunmer
Olvmpics. Plans are still not defi-
nite, but the network says there will
be daily coverage in the evening
faind longer programs on the week-
ends. 1t will begin coverage of the
Olympics 10 October just after the
finals of the World Scries. v

hasis
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Advertisers get added attention

with bigger, bolder listings

FLLING

listings to t
profitable husiness. The National
TV Low, Ine. has binlt ap a simple
and obvions—hnt very elfective—
way ol doing it

preferred  newspaper
advertisers is a

NTL s g specialized neswspaper
representative finn offering televi-
sion advertisers the opportunity to
have their progrims listed in hold-
Lee, as well as at least 2 points
larger type, within newspaper pro
aram listings,

\though still w relatively siall
operation by teaadvertising stiund-
ards (the company  does abont
S30,000 in hosiness cach month) it
has heen noticed and used by
vood many large advertisers.
\mong them: Shell Ol K10 Da-
Pont, United States Steel, Praden-
tial and Nletropolitan Life Iasur
aee, Ceneral Eleetrie, Kiiser In-
dustries, Procter & Camble, Mattel,
and Colgate-Palmolive.

Individual personalities also have
bought the service. In aletter to the
New York office Jaek Paar recently
said, "Iy the greatest bargain Pye
ever seen. 1 onever dreamed any-
thing so valnable conld be so inex-
pensive.”

The system works similarly to
that at the yellow pages in the
phone hook. The name of the spon-
sor is sometimes listed  with  the
name of the program, however.

Problem is many people feel tliat
bold-face indicates some editorial
reconmiendation. So much the bet-
ter for the sponsor, but since the
bold-face is clearly marked by an
asterisk and footnote explaining the
item is an ad. its morality cannot
be challenged. Bold-face in the
vellow pages is not designated as
a paid advertisement, but in this
case the publie is familiar with the
idea.

Cost to an advertiser for the
special service is about $90 per line
per day. The listings are bold-faced
in 31 newspapers, published in 12

markets, 9 of winde are e the top
15 markets Total caircnlation
reaches about 10 nnthon peaple

The idea reached Irnmtion in 1937
mnder Aabrey 1 son, now presi-
dent and ceneral manager of the
N vt that the the four exasting
Los  Anveles dathies were ased
Sinee then the finm has grown to
bhecome a nationwide aperation

Nationa Tv Loa's listings are Tone
ited to two adyertisers i Talf-
Lionr show so as not to overload the
log and thus destrov the plns-factor
of the bold-face listine,

“H g tv show s preempted for a
specitl news program or some other
nuforseen resson after the listing
has hecu published,” savs Tson “we
pay the newspaper the full rate and
wive the advertiser eredit.

"Weare working to set up a pack
age buy that will inelude the lead-
ing newspapers in the top 25 iar-
kets in the comitry, v
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Type makes the difference
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Bernini fountain for tv

Famed Fountain of Neptune was used in Calgon commercial opening sequence with !
sound of running water leading youngster into dream sequence of taking a bubble bath

Wanted: A Renaissance fountain, so...

LOCATION —

nERe’s a new authority on the

famed fountains of Rome. He's
Arthur Ross, vice president of Ket-
chum, Macl.eod & Grove, a Pitts-
burgh-based ageney.

Ross, who serves as television-
radio ercative dircctor for the
ageney, reeently completed a five-
day walking tour of the Lternal
City in hehalf of elient Calgon. For
the Pittsburgh company (a subsidi-
ary of Ilagan Chemieals), he in-
spected some 150 fountains to find
a location for a commercial in be-
half of Calgon Bubble Bath. The
product is one of several from Cal-
gon which will reeeive heavy ex-
posure on tv this fall. With its ex-
panding use of the medinm, Calgon

10

GO

also is placing added emphasis on
its commereials.

Calgon is using both network and
spot tv in what is reported to be
the biggest eampaign vet by the
company (1962 network and spot tv
gross time billings were $536,000,
according to TvB).

Calgon’s fall network advertising
includes a total of 100 commercial
minutes to be run on fourteen diff-
crent ABC, CBS and NBC pro-
grams. The network advertising will
be devoted to Calgon Bouquet and
Calgon water conditioner.

For Calgon Bubble Bath, spot tv
will be used, with the reeently com-
pleted commereial filimed entirely
in Rome being released this week.

OME

In this commereial, a small gir
walks and skips her way througl
Rome’s streets in pursuit of a white
dove. The bird leads her to the
Fountain of Neptune, eompleted by
the most technically gifted of th
late Renaissance sculptors, Giovan
ni Bernini. The liquid sound of th
rnning water leads her into ¢
dream sequence of taking a bubbl
bath, and after it is completed, th
obliging dove—with a nice sense
timing for the teelnieal requir
ments of American television—fli
away from the fountain, followe
by its small and spotless admirer.
The difficulties of shooting a com
plicated motion picture sequence i
a city noted for dropping all ordin
i
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ary work rontine to wateh o novie
being made were legion. But Ross
L ciune back from Rome move inter-
ested in disenssing, some probable
trends b the “mood”™ conmercial
that hie believes will be nore fre-
gunently made by UL S advertisers

“"We used the little girl and the
L dove to connote purity of produet,”
he said. “Actually, thongh, we were
trying for something deeper than
that. We had soft light we wanted
Fin Rome. We had the appeal of a
fashionable and exeiting city. In
Bernini's seulpture, we had a foim-
L tain that could logically appeal to
a_child because of its interesting
scitlptural shapes, vet wonld make
a powerful and emaotional impact
on the adult with its heanty, In
combining all of these pictorial ele-
ments we're trving to reach every
woman, despite  whatever
sophistication she achiceves, always
retains something of the  ‘child-
woman’ in her makenp all her life.”

Ross adniits he stayved away from
a literal story renderimg in making
the Calgon spot—the third he has
done in overseas locations for this
KM&G client ir the last vear,

who,

Checking camera angles

“One of the things 1 think were
learning i commercials, and e
haps dearning it late, is that the
I mind s the greatest speed
racer in the world,” he continned
“Five vears aco f we were making
this same commercial, we wonld
have taken great pains to make it
clear to the viewer that the little
virl in the spot is going into a das
dream sequence of bathing just as
hiarriously as hier mother. But to
dav’s woman viewer is smarter than
that—a lot smarter. Modern novels,
films, imd television plavs have ac
customed her to a stream-of-con-
seionsness  treatment. In Caleon
Bubble Bath we're selling a hivury
produet that calls for a snbtle, bt
inmistakable, emotional and  sen-
sory appeal.

Ross admitted that  prodnetion
difienlties in Calgon's latest com-
mercial spot exceeded carlier ones
he completed in Puerto Rico and
Jamaica, where he selected remote
waterfall and ocean  settings
Among the diffienlties he  cited
wWeere:

This time of the vear, all the
doves i Rome, for reasons that

.Kctchum. MacLeat & Crove's Arthur Ross is shown above working on Rome locat
in shooting new commercials for Calcon Bubble Bath which will be uwxd in spot 1y
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Selling the product

Calgon Bubble Bath is intridduced into the
commercial in dream seqguence. “Obliging
dove”™ leads viewer bick to the fi ain

Ross did not tuke the tronble to
fathom, fly away to Venice, He had
to settle for an albino pigeon

Training an albino pigeon with a
string attached to its lee ahead of
a camera erew is tongh, It took two
days to teach the pigeon to land on
the fonntain,

Bernbsi, i exeellent man on
formtains, was nevertheless nnable
to forsce the dav when one of his
late Renaissimee masterpieces
wonld become a central prop for
commercial television. Technicians
spent another  day adjusting the
fountain’s hvdranlic svstem so that
it would send forth the right canonnt
of sprav to satisfy the prodacer.

“Althongh we filmed on Sundav
morning to secnre a (et street,
we had a thensand people in the

square in no time fl.” Ross rec
"B Halian & ardedl Tt
harry to restore order, and hoth

they and the andienc

enjov the filmine.”

Prodnctio his rcial
was handled by James Love Pro-
Inctions, Ine by tive Cin

na. e W

TOn commere l'\ l‘l"l‘ ‘lll" h [
heir headaguard in New Yorl

A Wier of ¢ vrcials which
Ross has completed for KM&G
clients that include Caleon Corpo-
ration, Rubl Alcoa and
Conmnty  Fair  Bread  have  won
awards in competitions held in Chi-
caco. Pittsbureh and New York. ¢

it



ANOTHEE VALl_JABLE
ADVERTISING
OPPORTUNITY

'ON WNBC-TV

NEW YORK

New
“BIRTHDAY

HOUSE”
PLAN

Delivers a large and
responsive child
audience with an
exceptionally large
bonus of women
viewers, at new

weekly rate.

HERE’S HOW IT WORKS

YOU BUY a strip of 5 one-
minute announcements weekly
in “Birthday House,” 9-9:30
AM Monday-Friday.

YOU GET the benefit of the
strip rate which brings the cost
per spot down to $252 or
$1,260 per week.

AND you get the tremendous
sales response which comes
when children and mothers to-
gether see your messages.

IT GIVES YOU MORE FOR
YOUR TELEVISION DOLLAR

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

WNBC-TV E’ NEW YORK

“TIMEBUYER’S | wcispom.

what they are doing

CORNER}™™

In New York: The two WTRF-TV (Wheeling-Steubenville) Tower
Topper parties (see photo) at the Overseas Press Club drew more than
100 timebuyers. Hosting the festivitics were the station’s executive v.p.
Robert Fergnson, national sales manager Cy Ackerman, and other staff
members. Channel 7's film and photo presentation pictured constrie-
tion of the new 962-foot (above average terrain) tower, which greatly
exceeds height of old tower (390 feet a.a.t.). Aecording to station, new
coverage gained includes 529,300 new tv homes.

Manhattan switch: Jack Quigley is now with Doyle Dane Bernbach

Timebuyers toast new tower

At the Overseas Press Club in Manhattan, Kenyon & Eckhardt fonrsome surrounds
Hollingbery's Mary Anne Yurastz in a toast to WTRF-TV’s ( Wheeling-Stcubenville)
new taller tower. L-r are Ted Blumerstein, George Ogren, Phil Ganz, and Bob Geis.

(New York) buying for General Mills. Jack was a buyer on the
Ballentine account at Esty (New York).

New at Street & Finney (New York): Rudy Nardelli has joined the
ageney as assistant to the media planning director. e was a media
bnyer on the Tetley Tea, General Foods, and other accounts at Ogilvy,
Benson & Mather (New York).

KTLA-TV’s (Los Angeles) fifth annual presentation: station exces report
that more than 600 advertisers and agency people saw the station's
30-minute fihn previewing 1963-64 programing at a three-day series of
luncheons at New York’s Sheraton-East recently. Co-hosting the affairs
with PGW cxecs were S. L. (Streteh) Adler, station’s v.p. and general
manager, and other KTLA-TV staffers. Film's general message was that
there is no single L.A. market—but a complex ecombination of 225
different and separate communities that make up greater Los Angeles, !
and that KTLA-TV offers “total local” programing to reach these com-
munities. Among agency people on hand during the first presentation’
were timebuyer Irene Levy, Crey; media direetor Herb Gruber, Park-

(Please turn to page 44) :
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MAXIMUM RESPONSE

—that’s advertising efficiency.
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WBAL'TV.BALTIMORE

'MARYLAND’S NUMBER ONE CHANNEL OF COMMUNICATION"
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e T'MEBUYER’Si Continued from page 42
CORNER

son, buyer Lynn Diamond and radio-tv spot coordinator Ray Joues,
both of Young & Rubicam.

Buyer makes a move: Lucille Giorelli is now with Kudner (New York)
as assistant buyer on the Tussy account. Lucille was formerly a buyer
with Fuller & Smith & Ross (New York).

KCOP-TV (Los Angeles) presentation: New York buyvers recently saw
a I6-minute color film presentation preview of the Petry-repped sta-
tion’s 1963 fall programs, emceed by general sales manager William
Andrews. Andrews emphasized the station’s sports programning, along
with commmentary the evening feature shows.

Fuller & Smith & Ross announces two Bills: Bill Sassos joined the
agency 1 July as a media buyer, reporting to associate media director
Bernie Rasmussen. Bill is working on the Renault, Raytheon, American
Optical, and Hercules Powder accounts. He was formerly a media
buyer at Doyle Dane Bernbach (New York). Bill Hines joined F&S&R
8 July, and is working under media director Mike Keenan on the
American Chicle, West Virginia Pulp & Paper, Acco Labs, Warner-
Lambert, Coats & Clark, and Commercial Solvents accounts. He was
with Lennen & Newell (New York).

New at SSC&B (New York): John Nugent has joined the agency as
broadecast buyer on the Montclair cigaret account, sharing buying
chores with Wayne Silbersack. John was with Esty (New York) where
he bought for the Ballantine account.

Tessa Allen: p-o-p please, pronto

Uptown a piece on Madison Avenue at the Lawrence C. Gumbinner agency
in New York, timebuyer Tessa Allen handles such accounts as Block Drug,
Whitehall Laboratories—a division of American Home Products (Neet,
Dristan room vaporizer, Sudden Beauty facial cosmetic), and Sacramento
Tomato Juice. She joined Gumbinner in 1956; started her career as an
assistant timebuyer with the Charles Antell Company in 1950. Tessa,
good-natured, but intent when it
comes to media buying, brought up
the point that a lot happens after
the actual media buy is made.
She's especially interested in mer-
chandising, and how it can figure
heavily in a media plan. As Tessa
says concerning merchandising,
“After the media buy for a prod-
uct, merchandising can play an
important part in a campaign. |
find it very helpful to have a sta-
tion rep spell out a complete mer-
chandising plan of what the station
can offer: in-store displays, per-
sonalities’ appearances, trade calls,
etc. And once we have the promise,
we like very much to get fast, fast,
fast proof-of-performance — while
the campaign is still fresh and
lively.”

And how about her time away from Madison Avenue? Well, Tessa says
gardening is really her favorite sport. She wields her spade, trowel, and
green thumb at her home in East Orange, New Jersey.
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PEOPLE-POINTED .. . person-to-person radio,
directed to people . . . programmed with a keen awareness
of people-preference, and advertiser-insight. KLEO, radio
that makes a "point” in the Wichita area . . . family radio
with a “sharp"” sound in Kansas. People who listen, like it
. . . people who buy i, love it!

KLEO

1S
PEOPLE-POINTED

REAL

LR B BN 25 3 BN 3N 3%

*
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robert o

eastman & co., inc
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~COMMERCIAL
CRITIQUE

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

“THE REAL TURTLE SOUP”

By DON PURCELL

Why is it that with all the talent,
time and money which goes into
advertising, the bulk of the singing
cominercials we hear on the air are
a “vast wasteland” of insipid, inane
and childish jangle? Jangles, not
jingles. A major rcason is that the

2, The word “real” docsn’t say
anything. “Genuine” would be
much stronger.

3. “Or mercly the mock.”—We
feel this is negative. Change
to: “Made from highest qual-
ity turtle stock.”

Complete line will now read:

“It is the genuine turtle soup,

=

“PLEASE! I'll run it up the flagpole myself!”

songwriter’s art has been confuscd
with the copywriter's craft, and
even where obvious talent is at
work, the two forees seem to be at
war with each other. Where inferior
musical talent is at work, the re-
sults are vbvious, but it is doubtful
that even the finest of talents could
survive the imperatives of literalisin
in the desire to create “sell” copy.
Let us examine Cole Porter’s
classic “At Long Last Love,” as it
might suffer under the intellectual
breakdown of communication that
is often the result of the “too-many-
cooks” method of creation:
Lyric Line: “IS IT THE REAL
TURTLE SOUP, OR MERELY
THE MOCK?" COMMENTS
FROM AGENCY:
L. This line asks a question. \We
want to say that our product
IS the real turtle soup, not ask
“Is it the real turtle soup?”

46

made from highest quality turtle

stock.”

NOTE: CLIENT LIKES MEL-
ODY. KEEP IT EXACTLY THE
SAME!

This imaginary colloquy is not so
far from what actually happens as
vou might think. The results are
pedestrian lyrics, words which do
not fit the music they have been
mismated with, distorted pronunci-
ations, sloppy rhymes, and lines
which are good in print but un-
intelligible when sung.

Is there a solution to this situa-
tion? Possibly, though I have my
fears. Unfortunately, the world is
full of amateur songwriters. And,
when a high-level, successful and
creative copywriter turns his hand
to jingle-writing, he is still an am-
ateur when it comes to musical
knowledge. The jingle is conceived
at the agency level, and then the

production house 1is given the
“routine” task of arranging and pro-
ducing the spot. There is a need for
a more integrated method of crea-
tion, a proper wedding of words
and music, handled by talents
whose knowledge of music is as
good as thecir knowledge of copy-
writing. A closer comunication is
needed between agency, client and
production house. Since music is an
emotional method of communica-
tion, there is a need to emphasize
“the fecling we wish to convey,”
rather than “this is what we want
to say.” The hackneyed phrases and
cliches of copy must be abandoned.

There is absolutely no reason
why a singing commercial can’t be
as good a song as the latest lcader
on the Hit Parade. And, T am sure.
no client will object to his “song”
becoming a hit. Exposure he can
buy: fresh and original thinking will
assure him a hit and possibly a
“standard.” But wc can’t achieve
this by singing about platitudes
such as “quality,” “the fincst,” “the
best.” Such ideas will give us only
dishwater. \What we necd is the
Real Turtle Soup. v

DON PURCELL

Don Pureell is president of Pur-
cell Productions, a commercial pro-
duetion firm, and Purcell Produc-
tions subsidiary, Inter-Continental
Broadcast Media.

Pureell credits the creativity and
versatility of his organization to the
wide areas of talent covered by his
department heads. Lou Carter s
creative director, Mary Shervan,
art director, did the cartoon,
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Why view on a screen ... what they’ll see on the tube!

A v commiercial viewed on the conference room movie sereen
may look (0 be a sharp winner yet warn out to be a dull
also-ran on the tv tube. Remember thit, neat time someone
InvItes you 1o sereen” a v commercial. And remember that
what you'll scc is a far ¢cry from the cropped, out-of-time-
phase image that comes through on tv. Like (0 see your v
films as others sce them? View them on a ty monitor, We hope
the results will help you realize why more commercials and shows
every day arc being carried on Scorcn® arRasp Video Tape
Tape provides an clectronic original, expressly designed for
tv view ing. This is no make-do clectronic copy of an essentially

. ®
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optical onginal, kvers image 15 compictely compatible w
the tv et in the home
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News from nation's

g ATl I_h_'i , :)N WEEK capital of special

interest to admen

** Anew staff director will head the Surgeon General's Advisory Commit-
tee on Smoking and Health, but the same old target date of year's end
for issue of the report remains.

New director Dr. Eugene H. Guthrie, appointed by Surgeon General
Luther L. Terry of the Public Health Service in HEW, takes over for Dr. Peter
V. Hamill, staff medical coordinator for the committee, who is on indefinite
leave, hospitalized by overwork. Guthrie is on temporary assignment from
post as Deputy Chief of Division of Chronic Diseases.

No recommendations will be made in the first phase of the smoking and
health study when it comes out at year"s end.

HEW spokesmen say primary job at this time is the monumental one of
coordinating all existing information and research on tie-in of smoking and
health, plus air pollution and other factors. Aim is to pinpoint the "nature
and magnitude” of health hazards in smoking.

Recommendations phase of the study may take longer than the 14 months
estimated for present phase. Present committee membership of 10 non-govern-
ment scientists will remain largely the same.

Yk Complex job of forming recommendations will have to balance health and
industry problems.

Broadcaster-advertiser interests will interlock with impact on popu-
lation in general, and the effect on the tobacco industry's place in the
nation's economic structure.

Recommendations for any restrictive or educational program re smoking
would involve roster of agencies: HEW and its Food and Drug Administration;
Agriculture ; Federal Trade Commission ; Federal Communications Commission,
ad infinitum. Capitol Hill will be drawn heavily into the fray.

Y% An incomplete report on broadcast ratings by the House Investigations
Subcommittee staff stands at the crossroads: it could recommend active
government surveillance, or continued free enterprise approach.
Subcommittee's chief counsel, Charles M. Howze said last week: "We

are hoping for something definitive soon in talks with NAB. We want to find

out if the industry is actually on the road to positive progress, or if it is
not. The opinion the staff forms will decide the recommendations in the
report we make to the Subcommittee.”

Howze did not think the staff would wait much longer to decide. Speaking
at staff level, but reflecting warnings made by Chairman Harris and members
during hearings, Howze said dissatisfac*ion was deep over failure of radio
and tv interests to mesh gears on audit standards. Nielsen and Pulse pro-
nouncements, in the staff view, carry no real promise of change of tactics.

Howze comment on NAB's audit and research program: A good first step,
but where’s the action?
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RCA CARTRIDGE TAPE SYSTEM

’.utomatically Triggers Playback Units, Tape Recorders, Turntables, and Other Devices

Here's a unique built-in feature! The
Recording Amplifier of the RT-78 Car-
tridge Tape System gencrates two kinds

capable of being remotely started. (In
TV use Trip-Cue is ideal for slide com:
mercials. Tape announcements can be

of cuc signals. One is used to automati-  cued to advance t ide projector
cally cuc up cach tape. at the beginning
of a program. the same as in ordinary
units, The other signal. a special Trip-
Cuc. can be placed anywhere on the P
tape. This will cause the playback unit to
trip and start other station cquipments

You can preset two, or a dozen or
more RCA tape units, to play scquen-
tially. You can play back a series of Tran trv. §
spots or musical selections. activate tape \ \C LT \ r consump-
recorders, turntables, or other devices  tion, arc among other valuable features

Sce your RCA Broadeast Representative
for the compicte story. Or write RCA
Broadcast and Television Equipment.
Dept. ZC-264, Bldg. 15-5. Camden. N. ) e

THE MOST TRUSTED NAME IN ELECTRONICS
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N.Y. Negro buying survey pinpoints
nine product categories shy of radio

Another survey of the buying
habits of Negro families has been
completed, but this latest one mmay
bear more facts to interest the ad-
vertiser and agencey in that it wasn’t
undertaken until after research di-
rectors of six leading ad firms were
able to study and eomment on the
proposed questionnaires and  out-
line of methodology.

Condueted in New York by The
Pulse, in behalf of Negro-appeal
WWRL, the survey was based on
personal interviews with 256 Negro
and 260 white houscholds, with
Negro interviewers used in Negro
homes, and white interviewers in
white homes. The study examines
brand purehase and usage of se-
lected produets, and attempts to

constrict an index of potential for
both the Negro and white groups.

Product categories reported on,
which WWRL sales v.p. Selvin
Donneson said were chosen pri-
marily because their manufacturers
are only light users of speeialized
radio. advertising, are: soft drinks,
soup, margarine, toothpaste, in-
secticides, deodorants, houschold
laundry items, shoe polish, and
shortening.

But he did note that at least some
of the categories—notably soft
drinks—inelude brands whieh have
been suceessful advertisers on Ne-
gro-appeal stations. A faetor that
does link most of the nine eate-
gories together is, that in general
knowledge, thev are products of

Ticking off the news for conventioneers

Jack Walters formerly of CBS News, aired “Bulova News Digest” twice
daily over Toleguide closed-circuit tv system (ch. 6) in N.Y.C. hotels dur-
ing recent Retail Jewelers Assn. convention. The Bulova-sponsored news-
casts contained natl. and intl. items phis specific convention news and views,

50

above-average usage in Negro
homes.
However, the measurement of

the differences between the Negro
and white groups showed, for ex-
ample, an 80%% shift in the buving
of shortening— 9 1Ib. weekly for
Negro families in New York vs. .5
1b. per white home. Other findings:
buving of soft drinks is 19¢% higher
in Negro homes; margarine, 22%;
deodorants, 22%; weekly serving
of soup, 124¢%; purehase of house-
hold laundry items, 4.4%; tooth-
paste buying, 4%; toothpaste usage,
7%. Also, 68.7% of Negro homes
bouglit shoe polish vs. 53.4% of the
white homes, and purchase of in-
sceticides was 103% higher by
Negro familics.

On the brand shares-of-market in
ach  category, Pulse breaks out
brand buying between three family
sub-groups (no children, children
6-17 vears, children under 6), and
further divides each sub-group be-
tween high and low income, (above
or below $5,000).

The broad outlines of brand
sales, even without this fractional
information, should lead to much
speculation. For example, in the
deodorant field, three brand leaders
are common to both Negro and
white homes: Arrid, Ban, and
Secret. However, Avon aecounts for
only 99 of white homes purchas-
ing, but has nearly 17% of Negro
homes, and is the outright Negro
best-seller.

The answer presumably lies in
Avon’s  door-to-door  teehnique,
which would give it heavy Negro
weighting within the peeuliar resi-
dential structure of New York’s five
boroughs. Significantly, the only
other door-to-door brand, Fuller's
Be Sweet, scores 8¢5 among Negro
and onlv 19 in white homes.

The markedly more expensive
brands, sueli as Revlon and Yard-
ley, are not hot sellers in the New?
‘ork Negro market. This finding
rcbuts the ecommonly held belief
that prestige items are inevitably
songht by the Negro houschold—a
partial marketing truth which has
been propounded too often and too
loosely.

The survey reveals differences in
usage as between different types of
deodorant. Thus, stick preparations
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- are little favored in either Negro
or white homes. But roll-on formn-
lis are nsed mnch more in white
liomes than Negro, and the position
is reversed for erean deadorants,
The newer spray preparations have
only a small share of hoth gronps,
vet that share s 309 higher in
Negro honseholds.

When pinpainting sales by family
age and income, the report points
np major variations in hnving pat-
terns which may lead to profitable
exploration.

Arrid’s share is highest (for Ne-
gro homes) wmong families with
children amder six years; Ban gets
into the 6-17 vear bracket, and
Avon has a decisive margin in
hames with no children ander the
age of 18,

These  brand  patteris have
absohitely no relation to those
which were recorded among white
houscholds. Similar variations are
charted in the Palse report for the
other cight product groups, reveal-
mg and doarmenting the fact that
the urban Negro market is a great
deal more complex than many ad-
vertisers had suspected.

New shop parlays billings

One of Chicago’s newest adver-
tising agencies, KL Russell, Me-
Closky & Co., after only three
weeks of operation, has extended
its billings total to $L64S,000, Presi-
dent E.I1. Russell predicts that this
level will rise to $3 million hefore
- the vear is over.

The company’s accomt roster in-
cludes:  Wade, \Wenger  Serviee
Master Co., national professional
cleaners: National  Franchise Re-
ports, publishers; Michael  Kirby
\ssociates,  recreational  skating
schools; Domore Office 1urniture,
. Frenceh Cafes. Inc., shopping center
chain: Jolmson & Anderson, con-
snlting engineers; Weger Business
Forms and its subsidiary, Weger
Interiors.  commercial  contracting
firm.

Consumers Larcenous: BBB
' The National Better Business Bu-
rean has uncovered a reverse twist
to the long-standing merchandising
evil—the shipping of goods thromngh
the mails to consumers who didn't
order them and don’t want them.
- Today. according to the hurean,
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many repntable mail-order finms are
heing plagned by “ghost-ordering”
of goods by consnmers who bave no
imtention of paving for them.

Although legitimate finns do not
ship without an order, niny do
solicit orders and  provide order
cards for wonld-he buvers. Sonue
larcenons constmers attempt to mis-
use this knowledge to obtain mer-
chimdise without pavinent, charges
NBBB. They return order cards sent
to them — with or withont sigma-
tures—and  then return all follow.
up accounting statements with the

TvQ Quiz

DAL

Quiz yourself ouw program ap-
peal to lurge and  small-town
people, Material for this quiz was
procided by TeQ), hased vn their
rescarch of program popularity.

Evmmnmnmmmmmmnmmmnnmrmumnmmnmmnnmmmmv
=

IR TR TR

{A) Here are five programs with
about the same appeal to
adult tv viewers in general.
See if you can rank them in
order of their appeal to
people in large metropolitan
areas.”

"
i

LTI

—

Donria Reed Show
Fight of the Week
The Lucy Show

Meet the Press

AN SR 1

Perry Como Show

{BY These five programs, also
similar in general adult ap-
peal, vary considerably in ap-
peal to people in rural areas.
See if you can rank them by
their TvQ scores® among
people in this category.

1. Ben Casey

~

Defenders
Gallant Men .

Hazel

C IS

Monday Night Movies.

* Mid-May 1963 TvQ Report

For ansiers, see page 63
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comment that no oeder was ever
placed Plaving the role of the ag
grieved recipient of imsohicrted mer
chandise, they assert that the goods
will he snrrendered to any messen-
ver who calis for them, notmg that
if the merchandise is not called for
within o speeified  time,  storage
charges will be made,

$4,245,000 budget marks
25th Gillette sports year

Cillette, via Mason, Ine., on 31
August will Lneh a0 $4,245,000
ach ertising campaign marking the
silver anniversary of its Cevuleade
of Sports and snpporting its product
promotion  in - connection  with
spansorship of the World Series on
NBC TV and Radio; ABC TV's
AFL  Foothull, Wide World of
Sports, Fight of the Week, and
Wagon Train, plus tv spots i ses
lected markets.

The advertising drive will end 12
October, with the World Serics
prowotion to featnre a special com-
bining two of Gillette’s top sell-
cers—the Slim Adjustable Razor and
Foaniy instant lather—into a tan-
dom offer saving the consumer 30
cents.

Although Gillette currently parti-
cipates in sponsorship  of  other
tvpes of progranis, sports remaing
the backbone of its ad plans. The
1963 Cavaleade of Sports schedule,
in addition to sponsorship indicated
above, also includes baseball's A/l-
Stay Gume, the AFL All-Star Came,
the NFL-Colleze  Al-Star Game
the  Rose Bowl, the  Blie-Gray
Came, and championship bowling.
The actnal anniversary of Caeal-
cade will take place about the after
noon of 2 October, with the open
ing pitch of the 1963 World Serics.
It came into heing the snmmer of
1939 with Gillette confracting for
radio  spopsorship of  that vear's
Series after the post-season classic
had  gone amisponsored for three
vears. The move resnlted mea snb-
stantial hoost for the company, and
Cavalcad e was ofl to a strong start.

P-K-G and Maxon Merge
Wheels are otficially turning to-
ward the largest merger in Ameri-
can advertising ageney history. The
consolidation of \Maxon, Ine. and
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Post-Keyes-Gardner, Ine. will re-
sult in a shop with approximately
$85 million in annual billings. The
seographieal breakdown places $335
million in Chicago, $35 million in
New York, and some $15 million in
Detroit and San Franscisco. There
is also a lLos Angeles office current-
ly in operation.

The merger was prompted by
P-K-G's exhaustive search for an
cast-coust agency afbliation. The
two agencies number among their
clients some top broadeast adverti-
sers, including Gillette, Brown &
Williamson, H.J. HHeinz, Schlitz,
General Electrie, Household Pro-
ducts division of American Cyana-
mid, and Frito-Lay.

An interim agreement dis imni-
nent to provide combined agency
services while legal details of the
merger are still in the process of
being finalized.

VICK RESIHIUFFLES AGENCIES:
Shift in product assignments by
Vick Chemiceal Co. division of Rich-
ardson-Merrell makes Leo Burnett
a major agency for the drug outfit,
increases  the billings  weight of
Morse International, and leaves
Sullivan, Staufler, Colwell & Bayles
out in the cold as far as Vick bill-
ings arc concerned. Here's the line-
up: Burnett will handle Clearasil,
Lavoris Oral Spriay, Vicks Vapo-
Steani, and unspeeified new pro-
duets. These products have been
handled by Morse  International,
which continues to handle other
Vicks products and Lavoris Mouth-
wash in addition to former SSC&B
aceounts Tri-Span Cold Tablets,
Sinex Nasal Spray, and Va-tro-nol
Nose Drops. All clianges take eflect
I November.

A FAMILY AFFAIR: The current
issuc of “Grapevine,” Donahue &
Coc’s new house organ, finds that
advertising has achieved a stature
that is attracting young people to
follow in their parents” professional
footsteps. Noting that a survey finds
an “ever-inereasing number of see-
ond-generation ad people in the
business,” D&C has this data to add

right in its own shop are the sous

Advertisers and Agencies

of three ad agency presidents.

DIETER SNARE: Makers of Slim-
ctte bread have been told by an
FTC examiner to drop the radio and
newspaper ads claiming weight-con-
trol via the bread, and even to drop
the name “Slim-ctte.” Spaulding
Bakerics, Inc., of Binghamton, N.Y,,
has agreed to a consent order and
will bypass low-calorie claims for its
white bread, which is dietary only
in the fact that slices are slimmer.
Decision is subject to commission
review.

APPOINTMENTS: Chem-Fab In-
dustries to Marshall Advertising,
[Hamden, Conn. . . . Colgate-Palm-
olive to Kenyon & Eckhardt-Novas,
Interamerieana for the full line in
Guatemala, [Tonduras, El Salvador,
Nicaragua, Costa Rica, and Panama,
cffeetive 1 October . . . Life Assur-
ance Co. of Pennsvlvania to Dore-
mus & Co. for corporate public re-
lations . . . American Homeowners
Insurance Co. of Washington, D. C.
to The Manchester Organizations
... Potter & Moore, Ltd., manufac-
turer of perfumes and toiletries in
England, to Benton & Bowles, Ltd.
... Thomas Organ to Cunningham
& Walsh, San Francisco, for na-
tional magazine campaigns and re-
gional ad programs . . . Sugar-Lo
Co., dietetie ice cream products, to
Elkman Advertising, Philadelphia
. .. Commereial Trades Institute,
Chicago, to Bronner & Haas. Tests
in all media are being instituted
... Wallace Arnold Tours to Ken-
von & Eckhardt Ltd. . . . Prominar
International Corp., maker of pho-
tographic, optical, and related prod-

ucts, to Newman-Martin . . . Proes-
tvpe to Dunwoodice . . . Alexander-

Ford-du Pont, new motion picturc
company which will operatc as
AFD Motion Picture & Television
Distributors, to The Goodman Or-
ganization.

MERGER: Food Marketing Corp.,
Ft. Wayne, and Super Valu Stores,
Minneapolis. The transaction in-
volves the purchase by Super Valn
of the assets of FNC. The latter is
a wholesale distributor of food and
associated products with approxi-

mately 200 affiliated rctailers
throughout northern Indiana, west-
ern Ohio, and southern Michigan.
The independently-owned and op-
erated stores operate under two
group names, Super Dollar Markets
and Banner Markets. This company
also supplies scveral large locally-
owned chain groups. Warehouse
sales to these stores totalled Dbetter
than $51 million at the end of their
1962-63 fiscal year in June. Projcct-
cd wholesale sales for fiscal 1964
are for over $60 million. Super Valu
Stores, Inc. is the nation’s largest
publicly-held voluntary group spon-
sor, It supplics, services, and spon-
sors 832 Super Valu food stores in
12 north central states . . . The con-
solidation of Cousino Eleetronics,
Toledo, with J. Herbert Orr Enter-
prises, Opclika, Alabama, brings
into one organization two manufac-
turers in the field of magnetic tape.

EXPANDING: Firestone - Rosen,
Philadelphia, has formed a uew
Pubtlic Relations Division within the
agency. Richard L. Olanoff will be
vice president in charge of the new
division.

NEW PRODUCT: Alberto-Culver
plans multi-million dollar campaign
to introduce a new squeeze-on gel
version of liquid formula Medicat-
ed Rinse Away dandruff remedy.

OFF THE PRESS: American Mar-
keting Assn. has just published “A
Basic Bibliography on Marketing
Research,” compiled by Profcssors
Hugh G. Wales and Robert Ferber
of the University of Hlinois. The
volume contains more than 1500
annotated listings classified into 28
sub-topics, including definitians and
function of wmarkcting rescarch.
origins and history, interviewing.
sampling, coding, and media and
advertising research. Copics may he
obtained from AMA, 230 North
Michigan Avenue, Chicago. Price is
$4 for members, $6 for non-mem-
bers.

AROUND COMMERCIALS: John
. Humphrey, Lee Jones, and Nor-
ton Gretzler have formed JLN Pro-
ductions for the production of tv
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commercials and non-theatrical bus-
iness films. Offices are at 124 Kast
{0th Street, New York 16. .. Dennis
C. Marlas to The Film-makers, Ghi-
cago, as producer-director. He'll
work on tv commercials and indus-
trial films . . . Al DeRise, formerly
senior editor at MPO, New York,
joined S1B Productions of New York
as supervising editor.

NEW ACENCIES: Westway Ad-
vertising, Seattle, opened its doors
1 August. Principals are Ken Hinch,
president; Williamn Shela, executive
vice president; Louis Antonsen, see-
retary-treasurer; and Byron Ekhind,
publie relations viee president. Peter
Pan Seafoods is the first account
taken over by the firmn . .. After an
absence of nearly eight years, Guas-
tella de Mexieo, S.A., has reopened
its offices at Calle de Napoles 19.
Mexico City, with full agency ser-
vices. The ageney was merged with
McCamn-Erickson  from  1951-55.
Guastella de Mexico is alrcady ser-

WHY SALES CLIMB
ALONG THE SKYLINE

You're picking a "“one-buy™ TV
market of over /s million homes
with General Merchandise

sales as big as the 36th
v metropolitan area.

SKYLINE

TV NETWORK
|

PO D0X 21917 ¢ IDAHO FALLS, IDAND
CALL MEL WRIONT, AREA CODE RO -6R3-4847

Call your Hollingbery office or Art
Moore 1n the Northwest or John L @G
McGuire in Denver

KOOK Billings KFBB Great Falls
KI1D 1daho Falls KMVT Twin Falls

KXLF Butte

54

Advertisers and Agencies

vicing the Mexican operations of
such accounts as Lady Arrow, Kcl-
vinator, Leonard, Motorola, Lanvin
Perfumes, and Supp-hose . . . Her-
bert . Rose and Charles B, Wolfe
have formed CH, a new St. Louis
firm offering complete ageney serv-
ices for, advertising, public rela-
tions, and publicity. Offices are at
2031 Olive Street.

FINANCIAL REPORTS: Nct prof-
its for Coea-Cola for the first six
months were $24.340,267 as com-
pared with $21,694.357 for the same
period last year, This is equivalent
to $1.76 per share compared to
$1.57 per share for the first six
months of 1962, an increase of
12.1% . . . Pepsi-Cola consolidated
six months net earnings after taxes
and reserve for foreign activities
rose to $7,952,000, equal to $1.22
per share, compared with $7,321,-
000 or $1.12 per share for the simi-
lar period of 1962 . . . Piels Beer
sales for the month of July broke a
ten-year record in percentage iin-
creases and sales for the first seven
months of this vear are substantially
ahead of 1962.

ANNIVERSARY COMMITTEE:
Public Relations News has formed
a 20th anniversary committee, co-
chainnaned by Paul Garrett, for 17
vears vice president in charge of pr
of General Motors, and Kerryn
King, vice president of Texaco and
assistant to the chairman of the
board. Serving with themn will be
the 12 members of the publieation’s
sditorial Advisory Board and other
pr exccutives still to be named.
They will assist PR News” staff in
planning for the July 1964-63 ob-
serviancee.

KUDOS: Jolin H. Breck named to
receive the President’s "7 Award

“for excellence in exporting.”

MOVING: Bill Johnson to art direc-
tor at Guild, Bascom & Bonfighi.
San Francisco.

J. K. Billings to vice president and
excecutive art director of Savage-
Pow.

A. E. Roeder to marketing group
supervisor of Sullivan. Stauffer, Col-
well & Bayles.

Stanley G. Swanberg, executive vice
president and manager of the San
Francisco office of Botsford, Con-
stantine & Gardner and a dircetor
of the company, retiring after 36
vears with the ageney.

Daniel 1. Knight, broadcast director
for MacManus, John & Adams, is
leaving the agency.

Peter L. Raphacl to Audits & Sur-
veys as a projeet director in the con-
sumer survey division.

Miehael G. MeDonald to J. M.
Mathes as account executive.

R. D. Nardelli to Strcet & Finney |

as assistant to the director of media
planning.

Lawrenee M. Rogers to vice presi-

dent of the Lambert-Hudnut Manu-
facturing Laboratories of Warner-
Lambert Pharmaceutical Co.
Donald J. Maggini to vice president
of Geyer, Morey, Ballard.

Martin J. Foody to the advertising
department of Liggett & Myers,
Dale Clark to administrative direc-
tor. William Tompkins to art direc-
tor. and Murray Head to production
manager, Franznick-Meden.
Daniel H. Owen to account execu-
tive at Conklin, Labs & Bebee.
Donald A. Opdahl to division ad-
vertising manager of 3M's coated
abrasives and related products divi-
sion.

Joel S. Seiden to vice president in
charge of internal services for
Friend-Reiss.

Robert A. Bott to manager of field
contact for Young & Rubicam, De-
troit.

Brian Marohnie to national service
manager of Zenith Sales Corp.
Howard G. Womaek to European

sales manager for B. F. Goodrich,

Chemical,

W. C. Townsend to manager of me-
dia services for Cockfield, Brown,
Toronto.

C. Frank Kramer, Jr. to vice presi-
dent and chief exccutive officer of
the New York operations of Reuter
& Bragdon, Pittshurgh. '
Charles Dunkin to vice president
and vice chairman of the marketing
plans board of McCann-Erickson.
Irving Sonn to viec president and
copy group head at Ogilvy, Benson:
& Mather.
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(Adrvertisement)

THESE ARE TIMES THAT TRY MEN'S SOULS
(Time Buyers' Souls, That Is)

(Continued  from page 13)

are loyal to people, and out here in our coun-
try they're loyal to our people and our people
are loyal to them.

4. We promote all this heavily . . . a lot of on-
the-air and newspaper promotion where we
deal out specifics. We've got a nightly 5-min-
ute TV program which lets people know the
schedule highlights and guest stars for that
night . . . and what specials and cultural and
civic programs are coming up. How many sta-
tions do this?

How many stations own a legitimate theater?
QOur KRNT Theater seats 4,200—the largest in
the country. It’s the “Show Place for All lowa.”
People from all over the state come to see
Grand Ole Opry, or closed-circuit prizefights,
or symphony orchestras, or New York road
shows. In September, thousands of our lowa
friends are coming to see one of the nine per-
| formances of “Camelot.” KRNT Theater helps
promote our radio and television stations.
'Radio promotes TV and TV promotes radio
and we learn about show business from all
three. Every day there’s a lot of cross-promo-
tion. Most operations keep radio and televi-
sion separated. Ours embrace each other. Air
personalities appear on both radio and televi-
sion. In our opinion, both media and person-
alities are far better off for it. Psychologists
call this the Inter-media Motivation Factor!

5. We stand like the Rock of Gibraltar for the
same fair dealings for everyone. You pay the
same price as your competition on our stations.
We have no Pl deals, no special merchandising
deals and no cut rates. We sell advertising on
these fine stations at fair prices. Twenty-eight
‘years have built us our great broadcasting
reputation and we’re not going to sell our
birthright for a mess of pottage—now or ever.

6. For a long time we've been telling you how
around 80% of the local television dollar is
spent on our one-rate television station. Gov-
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ernment figures for this three-station market
have shown it for a long time. We do the most
local radio, too. Probably the initial impact
of this statement by now has worn off for some
of you over the years. But think a minute. How
many other markets could you go into and find
this to be true? How many other stations com-
mand that kind of commercial respect? Such
popularity must be deserved. These local
clients have had years of battle experience

with “Anniversary Sales” . .. "Weekend Spe-
cials . . . "Year-end Closeouts” . . . “Grand
Openings” . .. “Premium Offers” . . . and just

regular week - in - and - week - out programs.
These local advertisers have to get results
NOW and they do. They‘ve tried about every-
thing, we suppose, but the solid fact remains
that when you count the local advertising
bucks spent each year, we receive by far the
lion’s share. Isn’t this a truly unique endorse-
ment that should be considered? ‘Tis The Till
That Tells That Tale of advertising effective-
ness!

A time buyer reading this might say to himself
that perhaps there is a little poetic license
taken here on these pages. But if you came to
our town and you listened and watched and
visited with some of the local citizens and you
dealt with us, you would find out that what we
say is absolutely true. We're not out for a quick
buck. We're here to stay. We live here. We're
an integral part of this Community . . . have
been for twenty-eight years . . . have dealt
with many of the same advertisers for twenty-
eight years. You, too, can buy with confidence.
Our reputation is our most priceless asset and
your guarantee of complete business satisfac-

" KRNT
KRNT-TV

DES MOINES

An Operation of
Cowles Magazines & Broadcasting, Inc.

Represented by The Katz Agency, Inc.
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(BS in record half-year sales, income

\ jump of some $20 million in
sales and about $3 million in net
income over the saume 1962 period
have given CBS the best first half in
its history this vear. Reporting to
stoekholders, chairman William S.
Palev and president Frank Stanton
pointed to sales of $273,276,969
and net income of $19,370,017 m
the first six months of '63.

They added that the income fig-
ure doesn't include a net gain of
$1,499,014 on the disposition of cer-
tain real estate, whicli was credited
directly to retained earnings during
the second quarter this vear.

Commenting on operation, it was
noted that sales of CBS TV for the
first six months were substantially
above those of 1962's record-break-
ing first half, as the network con-
tinued to attract more advertising
revenue than any other single ad-
vertising medium. In addition, sales
for the CBS TV Stations Division
were well above last vear's first
half, with the greatest contribution
coming from the substantiully in-
credsed sales of the five o-a's.

Also, CBS Radio’s current year

sales and orders at the end of the
first half of 63 exceeded by over
one-third the web's revenues for
the full year 1962, with sales for the
seven 0-0 stations ahead of the siame
period last year.

The report to stockholders said
CBS Films continues to be the
largest exporter of films made es-
pecially for tv, with 64 countries
now airing them at the rate of
nearly 2,500 half-hour broadcasts
weekly. A drop from ’62 in first-half
sales was reported in the CBS Inter-
national Division, which derives
its revenues primarily from export
sales of broadcast equipment and
records. This was largely attributed
to the rccent loss of ales in Argen-
tina.

NBC Radio sales record

lauded by affiliate execs
NBC Radio has been praised by
the exccutive committee represent-
ing its affiliated stations for “the
progress the network has made and
the mnquestioned leadership  of
NBC in programing and sales.” The

A backfield that's really in motion

Chatting at the ABC TV/Americar Foothall League preview at Toots Shor's

ir¢ l-l

wuer of the AFL Bostou Patriots

trv Wilsou, the web's sports and special programs sales supervisor;
| John Sanuders, Kenyon & Eckhardt; Jay Michaels, MCA, aud Bill O'Sullivan,

action was taken last week at a
meeting of the committee in the
Highlands Inn.at Carmel, Calif.

The committee’s commendation
cited NBC for hitting a new high
of 43.3% of all measured commer-
cial time in network radio for the
first six months of 1963, and also for |
coming up with “outstanding”
special programs. From January
through June, NBC Radio fed over
79 hours of special news programs
to affiliates, plus 379 hot line re-
ports. The news specials and hot-
line reports totaled over 126 hours.

The network’s latest program
innovations were explained by Wil-
liam K. McDaniel, executive v.p. in
charge of NBC Radio. Committee
members at the session included
chairman Lyell Bremser (KFAB,
Omaha); vice chairman Jolin B.
Tansev (WRVA, Richmond, Va.),
and  secretaryy  Thomas  Carr
{WBAL, Baltimore).

SALES: Goodyveur Tire & Rubber
(Young & Rubicam) bought into 12
NBC TV programs for the 1963-64
scason. Five of the programs will
debut in the fall. They are The Bill
Dana Show, Mr. Nocak, Espionage,
Temple Houston, and The Lieuten-
aat . .. Action in two rounds of the
33rd Bing Crosby National Pro-Ama-
teur Golf Tournament at Pebble
Beach Golf Club will be televised
by NBC TV on 18 and 19 January.
The two-day coverage will be spon-
sored by Minnesota Mining & Man-
ufacturing via Erwin Wascey, Ruth-
rauff & Ryan ... ]J. B. Williams
(Parkson Advertising Ageney)
bought alternate-week sponsorship
in NBC TV's expanded Huntley-
Briukley Report. The new half-hour
news series is now 90% sold with
only one weekly quarter-hour avail-
able . . . Tidy House Division of
Pillsbury (McCann-Marschalk) will
sponsor the new Lee Phillip Show,
a weekday  program  for women,
over some -0 midwestern stations of
CBS TV starting 2 September . . .
Bristol-Myers (Young & Rubicam)
hought into ten NBC TV programs
for the fall. Four new series in-
volved are The Bill Dana Shoiwe, Es-
pionage, Temple Houston, and The
Lientenant . . . Houschold Finance’
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(Needhvoun, Lonis & Brorhy) will
flly sponsor ABC Radio’s half of
cach Notre Dame foothall gane in
1963, The other half will he open
for local avinlabilities. United Mo-
tors Service Div, of General Motors
Corpe. (Canipbell-lwald) will spon-
sor the network’s half ol the ten
mipnte pre- and post-game shows
Goldert Grain Products, via
MeCann-Erickson, San Francisco,
will add a fall campaign of partici-
pating spots on three ABC T
L shows to the heavy GBS TV sched-
ule it carries o o continning 52-
week hasis, One minnte spots ohee
weekly will he carvied on the Ten-
nessee Ernie Ford Show, the Price
Is Richt, and Trailmaster .. . Gene-
eral Mills is picking np the tab for
NBC Radio’s coverage of the 1964
Winter Olvmpics. One hardved vig-
nettes cire schednled beginning 25
January. Knox Reeves is the ageney
- Jack Clark will host ABC TV
new quiz program 100 Crand which
prewmicres 13 September (10-10:30
p.an), sponsored by Alberto-Culver
and El Producto Cigar, buth thvough
Compton Advertising.
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NEW AFFILIATES: KSEK, Pitts-
Lurg, Kanand KZNG Hot Springes,
Ark., to CBS Radio KEIVIEL,
Houoluli, becime a supplementary
affiliote of ABC Radio. In the event

ARG sells o network proveam on the

station, ABC will avrange aud pay
Tor the necessary oy erseas transinis-
sion facilities. Other ABC programs
will be available at the San Fran
cisco toll test and the station st
arvange and pay for transmission
tacilities from that point INIAW
will veplace KAPE and KNAC a8
the ABC Radio atfiliate in San An-
tonio, eflective 16 September .

WCHIP-TY, new v station to vo
on the air in tligh Point, N, €
aromid | October, will be primars
afliliate of ABC TV,

MOVING: Jack Sameth to eveen-
tive producer for ABCTY procram-
ing department,

Richard J.
trade ness editor Tor the NBC Press

Connelly to assistant

department, succecding Gene
Walsh who was named  manager,
husiness andd trade pnblicity.

Jevry Solomon to muanager of sales

plamiing and Mark Cohen to nina-
ger of sales ollermigs, bothnew pos
tions for ABC TV Network Sales
Departinent

James I Watsan to manager, sale
development, NBC Radio

NMort Fleiselnuanu to wanacon, pre
motion, West coast promotion e
partiment, NBC

Paul Sonkin, manaver ol .
prowoted rie
tor ol research \inlen,
nmader ol program analvsis o
utacheting, to associate director of
research; Joln Tiedemanm, soper
visor of andienee measarements, to
manaver  of LNECasITe
ments; aned Sheldon Jacahs, ior
rescarch analvst, snceeeds Fiede
mann, atl at ABC TV,

Dan Bloom to producer ol CBS
News Special Reporta,

Jack McCarthy, munager of das
thue sales senvice, to manager o

measareinents
Sevinonr

andicnee

nighttinie sales service, snccecding
Mark Colien. now manager of sales
ollerings. Richard  Masilotti. assis
tant manader of daytime sales sery
ice, replaces MeCarthy, and Wen-
del Barnes, davtime availahilities
coordinator, replaces Masilotti

[0
~1
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Mfrs. boost broadcasting’s new media

Operators of ubf tv and fm stereo
stations are getting some more help
from manufacturers—at least as far
as production. counts—in their ef-
forts to place more of broadeasting's
uewer media into additional homes.

More all-channel tv receivers
were turned out in June than during
any month in the past seven years,
as production of these sets shot
from the year's monthly low of
57,208 in May to 107,500 in June—
the first time output had exceeded
100,000 a month since November
1956—reports the Electronie Indus-
tries Assn.

46% air stereo programs

In addition, E1A notes that dur-
ing the second quarter of this year
57% of all radio-tv and radio-phono-
graph eombinations that were pro-
duced were capable of receiving fm
stereo broadcasts, a 7% increase over
the previons gunarter’s onfput. The
proportion of sets produced in all
of '62 able to air stereo programs
was 467,

On the uhf front, total production
of all-channel sets for the first six
months of '63 hit 433,339, up sharp-
ly from the 275,446 produced in a
simnilar period last year. In fact, this
June’s amount is more than double
the total produced in the same
month last year—350,283.

In the April-June period this year,
output of radio-tv and radio-phono
combinations totaled 354,824, of
which 203,324 contained fm-stereo
capability. A total of 27,017 radio-tv
combinations ont of 57,829 pro-
dueed could receive fm stereo. Of
296,995 radio - phonos produced,
176,307 were eqnipped to receivo
the broadcasts.

Distribution recovery felt

Distributor sales of tv and radio
sets, slow during the first two
months of this year's second quar-
ter, recovered strongly in June to
reacle the second highest monthly
volume of the year. Distributors
sold 541810 tv sets to dealers in
Juue, compared with 378,215 the

Miss Warmland 1963 crowned

The power of radio was demoustrated reeently at the fifth annnal WARM
Radio day held at o Northeastern  Pemnsylvania amusement park, Over
55,000 people ammed the park for the WARM, Scrantou-Wilkes-Barre, radio
show and the crowning of Agnes Hospodar (¢) assisted here by d. j. Harry
West and \liss Warmland 1962

S . ——

previous month and 480,510 in June 1§
a year ago. This year’s cumulative 8
sales through June stood at 2,956,- §;
808. Last year during the same peri-
od, 2,724,038 receivers were sold.

Radio sales by distributors in
June soared to 811,923 from the
598,410 sold in May. But despite
the sharp increase, they were far
below the 1,040,598 turned over in
June of last year. This year’s six- |
month sales, at 3,935,670, lagged
well behind last year's tally of
4.800,574 for the same period.

665,004 sets in June

Total June production of tv re-
ceivers, including all-channel, stood
at 665,004, compared with 507,499
the month before and 620,653 in
June 1962. Year-to-date tallies were
3,459,921 through June this vear
and 3,295,501 in the same period
last vear. Output of radios jumped
from May's total of 1,384,063 to
1,653,866 in Junc, but fell short of
the 1,721,873 produced in June 1962,
Cumulative output through June to-
taled 8,585,238, against 9,264,445
produced during 1962's first six
months.

S W Ly w

Resorts rallying to radio
throughout N. Y. State

Resort lhotels throughout New
York State seem to be switching
their summer ad dollars over to
radio to lure new customers and
remind old ones where to spend a
fun-filled vacation. According to
WANICA, New York, there has heen
a “fabulous” upsurge in advertising
from the resorts—“far in excess of
any upturn in any one type of ad-
vertising we've experienced in re-
cent years.”

AL B. Gifford, spokesman for Re-
sort Area Services which represents
nore than 30 resort hotels says “We
nse radio, of course. because we've
foomd it to be effective. Other
media haven't been producing as
mueh in the way of results lately.
as thev have in the past.”

Top hotels use medium

Documenting  WMNCA's  enthu-
stasm is this impressive list of re:
sorts which have already run sched
ules on the station: the Delanc
Hotel,  Monticello; Hotel Regal
South Fallsburg: Hotel Gibber, Kia
mesha Lake: Paul’s Hotel, Swar
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Lake:  New  Mommeside  Tlotel,
Hurlesvalle, Kaueo totel, Feradale,
Tamarack Lodee, Greenfield Park,
Swan Lake 1lotel, Swan Lake;
Schenk's Hotel, South Fallsbure,
ad Creen's Hotel, West Orange,

Accent on sales

Few promotion stunts have ever
woocd  the olfactory nerves like
WWDC piteh forits client Ac'eent.
The Wishington, £.CL station mass-
imailed ta grocers and editors alike
three containers of varians-flavored
Ac'cent, ane lemon, o smake bomb,
and a chunk of warlic ... a very
larze clmak of garlic. Just abont the
nly ingredient left out of \WWDC'
recipe was the kitchen sink, In faet,
inclnded in the press packet was a
heck for 39 cents and a note advis-
ing somewhat befuddled  benehiei-
iries  ta shoot the whole wad at
livir favorite meat departments for
smburger . . to go with the Ac™
“ent, af caurse.

ig city video bow for
Id-time radio barn dance

A Chieago radio show which
aver the past 39 vears has served as
he proving ground for such now-
famons  artists as George Gobel,
fex  Allen, Gene  Autry,  and
fihber McGee and Molly, is now
oming into the hig time itsell
Cashing in on the eurrent countny
nd western craze, WONSTV, Chi-
ugo, has picked 11 September for
he television debnt of The Barn
Pance, o program which first hit
e air i 1924 as The Old Time
Fiddlers.

With the exception of a two-
‘ciar period from 1960 when han-
s and fiddles were silent, the pro-
_ram has heen a cantinous feature
mee its start, It swill be contiomed
1 WEN radio in additian to the
alf-hour, in color television ver-
.,

STATIONS

LABDIOS CSHADOW® RETURNS:
fler months of negotiations with
FTRRA. Charles Michelson, Inc.
as finally cleared the way for Sep-
‘mlicr starts on one of radio’s all-
me most chilling thrillers, The
hadine. Among first stations to
deddnle the series is KMON. St
SO,
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SALES: Al sposors of the Spaash
show Panorama Latine on KCOP-
TV, Los Aneeles, have renewed for
the seventl vear of the program
They ave \jan, Beech-Nat - Bahy
IFoods, Stamdard Brands, and MJB
Colfee KRAK, Sacram nto,
sianed the follawing netional and
revional accounnts since the hegine-
ning of July  Oukland Zone Chev-
rolet, Carling's Beer, San Jose Ford,
Pall Mall, Salem, ‘Furkey Advisory
Board, Campbell Pork & Beans,
Bell Brand Potato Chips, Longeu-
dorf  Bread, Oldunobile,  White
King Soap. Sun Pawer Batteries,
Plaza Hotel . .. Revennes sailed ta
the highest weekh total ever re-
corded at WLS for the week ending
26 July, Third ¢quarter billings al-
ready on the books are 117 over the
same quarter of 1962 .. L F&M
Schaefer  Brewing  spansor  of
World's Professional Pocket Billiard
Championship speeiad on WPIX L
Jnly was the biggest sales manth in
the three-vear history of KFMX
(I°M), San Diego. Aeconuts signed
inclnded Seven-Up Bottling, San
Dicga County Fair, Lukens Pon-
tine. Fax West Coast Theatres, Ja-
mar Restanrants, BOAC, and Telrad
Electronies, Lundin's Children’s
Shaes, and Lamon’s Costam Tailors
.. Frank Antone’s Rancha Rambler
in Portland will sponsor the unew
Towmy Prothro Show over KEX
during the college foothall scason
... WJR. Detroit, will again broad-
cast a scason of Detroit Lions pro
wames, this year as originating sta-
tion for the Lions Radio Netwark.
VMarathan Oil and Altes Brewing
will co-spansor . . . WNEW, New
York, New York Foothall Giants
vames will be sponsored by Taward
Clothes. A&P Food Stores, Ballan-
tine Beer, and Liggett & Myers ...
Show Magazine signed @ contract
with WTEM, New York, for the
New York Today and New York To-
nicht programs across the baard . ..
Sponsors of the NFL ames on
RKMONX-TV, St. Louis, are Falstaff
Brewing, Ford Motor, Philip Mor-
ris. and American Oil ., . The 49er
vames on KSFO. San Francisco,
bought by Standard Oil of Califor-
nit, Burgermeister Brewing, Chrys-
ler-Plymonth Dealers, Corina Cigars
.« . The B September honr-long
sports special on WOR-STV, New

Wiy by
New York Cily
o for a
“Niece”
0f the rich
Lono sland
markel
When...

WHLI DELIVERS IT ALL!

New York City radiv is heard on
Long Island —~the nation’s {th largest
market —but it can’t move lLong
Islanders to action the way WIILI
moves them, Why?

Because WHLI is Long Island...
broadeasts fronc Long Istand .. .is de-
voted fo Long Island...ceclusively!

Long Islanders own their own
homes, raise money for their own
schools, run their own polities, have
their own problems and spend their
own $3% billion in their own com-
munitics, Long Ieland is a wmarkct
independent of New York City.

So they listew to WIILL. .. and they
buy what WIILI] sells...becau~e
WL 12 the ir station. Make WIILI
wour station too...and you'll sell
Nassnu-Suffolk, Lonyg Island, the
nation’s fth largest retail market.
That’s why major advertiser~ use
WIILI consistently.

WL

mtmergtiacn
Loug 15Lan0 n ¥

10,000 WATTS

AMm 1100
M 98 )

PAUL GODOFSKY, Pres Gen, \zr
JOSEPH A LENN, Exec Vce-Pres Saes

REPRESENTED BY G L PERNA
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York, The New York Foothall Giants
preciew: 1963 sold out to Ballantine,
Chase Manhattan Bank, Colgate-
Palmolive for Code 10 Hair Dress-
ing, and du Pont for Zerex Anti-
Freeze . .. The Highee Co. renewed
for another year of Meet Your Cleve-
land Orchestra on WCLYV.

FINANCIAL REPORTS: Consoli-
dated Sun Ray, Inc., owner of
WPEN (AM & M), Philadelphia,
reports that for the five months

Stations and Syndication

ended 30 June 1963, tentative re-
sults indieate net sales and other
income of $14,300,000 as compared
to $14,900,000 for the comparable
five months of last yvear. Net operat-
ing income is estimated at $439,000
as compared to a loss of $366,000
for the same 1962 period . . . Capital
Cities Broadeasting net profit for
the first half of 1963 was up 52% to
$961,535 or 80 eents a share, vs.
$633,027 or 32 cents a share last
vear . . . 3M sales for the first six

‘People Formula’ urged for measuring

months of the year were $362,313,-
074, with net income of $42,069,069,
equal to 81 cents a share. This com-
pares with sales of $334,512,372 and
net inecome of $38,750,260 equal to
75 cents a share for the first half of
1962 . . . Metromedia reported rec-
ord net ineome for the first 26
weeks of 1963 ending 30 June, of
$1,838,228, equal to $1.03 per eom-
mon share. This eompares with
$1,021,653 or 37 cents per share for
the same period one year ago. Gross

By JAY HOFFER
Sta. Mygr., KRAK, Sacramento

0ST random samplings that rely on the telephone

book for the raw material on which to base their
calls fail abyssmally to reflect the “real” cross-represen-

tation of the universe being measured. Selections based
on an arbitrary sample design constructed by fixed inter-
val progression from a chance-selected origin point do
not folow any population distribution. Calls can con-
ceivably be made to just one section of the community
under this technique, with the resultant inadequacy for
a legitimate projection to the entire community. Thus, to
more legitimately reflect the community being surveyed,
it is imperative to compound another formula. The “Peo-
ple Formula” concerns itself with official census tracts
as its base. Every community is divided into sub-sections.
Consider the tracts that compose each of these sub-
sections. Treat each sub-section as a unit to be measured.
Examine Exhibit A and Exhibit B. Each reflects different
areas of a community. Exhibit A contains 79,536 people,
while Exhibit B contains 21,295 people. One has almost
four times as many people as the other. Now, if the
total community has a population of 550,000 and the total
sample size were set at 1% of this figure, that 1% would

EXHIBIT A _
ota
Population
(All Ages)
& m———
g 55 9,411
I 56 11,191
$ 57 10862
58 8,557
59 1,461
60 8,81
61 6,924
62 8,827
76 2,555
77 4,877
AR Gaws B\ 19,536

have to be applied against 79,536, then against 21,295
and so on throughout the entire community. In this way,
no disproportionate share of calls could be made. The
city and county directory would be used, since specific
areas are contained and the directory would delineate the
boundaries as close to the sub-sections as possible. Calls
would be placed to those dwelling within the defined
area. For purposes of qualitative analysis, the census
tracts go further in providing median age by sex, owned
or rented housing units, and value of property. As the
sub-sections are placed together to compose the entire
community, the socio-economic breakdowns can be kept
separate for further study. Media penetration, product
acceptance, et al can more truly be measured through
this “People Formula.” If, for example, a radio station’s
concentration of listeners were in a certain income
bracket section, it follows that the retail establishments
that are trying to pull trade from the marketing section
can make good use of that particular station’s airwaves.
Waste coverage could be held to a minimum and sales
efforts of the advertising media could be zeroed in closer
on target. Survey the people and make the advertising

dollar realize its true productive potential!

EXHIBIT B
Total

Population

(ANl Ages)
88 5,646
89 9,121
90 3,540
91 2,988
21,295
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revennes anercased to $27 978116
from $26.206,532 in the precedmy
vear . . Macfadden-Bartell Corp.
net sales for the siv months ended
30 June 163 were $12,053,250, com-
parcd with $11,2299258 for the s
lar period Last vear, o gain of $831

322 ¢qnal to 7.6°¢ Operations for
the first half resnlted ina net profit
of $627.007, cqual to 3909 pey
share This compares with anet loss
of $393.629 tor (he first siv meonths
ol 1962, or a loss ol 20 cents per
share. The compain’s three radio
stations had an merease in operat

me pr()ﬁl\ from SYULT0T to $29.1.252,
a cain ol 2157

PROGRAM NOTES: KABC. lLos
Anveles, bringing  back radio
drama. Becinning 2 September, the
station will air seven different half-
hour series, rimning the womut of
adventure, nivstery, and drama, two
shows ecach night, Mondavs through
Saturdays. starting at 1L:15 p.m.,
and three shows cach Sunday from
3:30-3 pan. . .. Newsday. a new
half-hour Mondav throngh Friday
news program will premicre 26 Ang-
ust at noon on WTEOP-TV, Wash-
Cington, D, C. ... The Basic Issues is
a new weeklv WNBC. New York.,
serics, hosted he Dr. Lewis Webster
Jones, former college president, now
president of the National Confer-
ence of Christians and Jews
Come to the Fair is the overall
theme of WECN. Mainneapolis-St.
Paul coverage of the Minnesota
State Fair. From 23 Augnst, one day
before the opening, throush 2 Sep-
tember, station will offer 30 five-
minute  programs, five 30-minute
shows, and a final 60-mainte wrap-
up of the entire activity.

N

NEW FORMAT: WORL., ABC
afiliate in Boston, has  switched
over to what it ealls the “Theatre of
the \ir” programing coneept. Sta-
tion cyplains it as a balanced comli-
nation of the old, imaginative, and
beloved radio shows such as The
Shadow and The Third Man with a
blend of the best of the new . . . the
Boston Pops. Broadicay Showcase,
nd 2 morning interviesv-conversi
ion show.”

NEWwW QUARTERS: New adudress
or WITG, Washington, D.C. is
SIS Wisconsin Avenie, NV, Tele-

dhone is 244-5151 CAWNIMW,
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Menden-\Vallinglord, took posses-
modern new  offices and
studios at 1T Chuvele Stree

\Mernden IFronn the Cold Room
w el wall seat 300 l)vnplv for mer
chandistig sessions, to the Looking
Class Stadwo
station personalitios ot work
passig cars, the KCOTL buildmg
I eneiimyg uess step for the sta
Located at 2011 Vlimmeda at

sion ol

whieh swall showcase
[¢q

hon

Wihchita, Honston, the aldare will
hee opened on 26 At

Insti-

PRESTO, CHANGO, TILLIE: CEASE YOUR
I'M GOING TO TURN CHILDISH PRATTLE
YOU INTO TWINS. WORFORD. SUCH AN

h. EVENT WouLD BE

CONTRARY TD ALL

NATURAL LAWS.

e of  Broadeasting  Fiancial
Management apened ity New York
hce at 1271 Sindh Wwenne S

G N M Phore noand

i Clrele 69187 NIEHE
G0 seqare feet
B 1 s A
I,
'I.II( A JAeleiTe
| I Bl |

phone number is 10649231

ouveniy SR o
wWELL HOW D10 WWTY . cx'crm:t
INCREASE

OY, T JAMINERGE THEY OIONT

?
BY 85% Ten 7 T PN

--THEY BUILT A TREMENDOUS NEW
SATELLITE ---WWUP-TV in Sauwr
STE. MARIE -- WHICH REACHES AN
ADDITIONAL AUDIENCE ALMOST AS
éIG AS THE ORIGINAL ONE.

e ——

MAGICAL GROWTH EXPLAINED!

When WWTV planned its WWTUP-TV satel-
lite in Sault Ste. Marie, we anticipated an
audience increase of 39.5C—and that sounded
very fine (o our advertisers.

Imagine our delight when ARB (Nov.,1962)
showed that we had increased our audience
actually 85¢ in the L. S. alone, not including
some mighty important Canadian coverage.

The upshot? Well, we've non got the

greatest “almost-undiscovered™ market in the
nation * counties nearly 2 million
people — retail sates nearly A BIILION

DOLI.ARS. About four times more TV homes
than Atlanta! But vou may be the only adver.

tiser in your induvnn who scems to hnow
about it. Ask Avery Knodel!

WWTV/WWUP-TV

SAULT STE MARIE

awnmty o
antiwms (esp 4 4 ¥
4 *

ammit 19
awvtena 11 s 4 AT

e (L BENY

CADILLAC TRAVERSE CITY /

Aoery Soade! hne (ovborve Sompas! $o0-swaipavor
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P

.+.... is another
reason why
more advertisers
are investing more
dollars on WSUN
Radio than at
any time in our

35 year history

ONE OF THE NATION’S
GREAT STATIONS

WSUN

5 KW 620 KC
Broadcasting 24 hours daily!
TAMPA—ST. PETERSBURG

Get all the facts from

Natl, Rep: VENARD, TORBET & McCONNELL
S E Rep JAMES S AYERS

i g

Forhes Field teems with teens

Here are some of the more than 3,000 teenagers—one-third of the total crowd
—who streamed into Forbes Ficld for the first of three “Teen Age Nights” run
by KDKA and the Pittshurgh Pirates. A special offer featured a Hootenanny
and the Pirates-Mets baseball game for 50 cents

' '- u.' .
SENNOTT ST.
ENTRANCE

have heen approved and construe-
tion is underway on the new KOOL
Radio Broadeast Center, located in
the heart of downtown Phoenix on
Washington Street. Control rooms
will he equipped with the newest
transistorized equipment . . . KPEN
now loeated at 1001 California St.,
San Franeisco. Phone number is
TUxedo 3-4311.

MOVING: Dr. Robert E. Spiller;
Felix K. Sehelling Professor of Eng-
lish Literature, to acting dean of
The Amnenberg School of Commu-
nications at the University of Penn-
sylvania, succeedimg Gilbert Seldes.
James E. Blake to general sales
manager and Byron E. Anderson to
national sales manager, KSTP sta-
tions, Minneapolis-St. Paul.

James L. Szabo to manager of spe-
cial sales and Leslie L. Dunier to
the sales stafl at WOR-TV, New
York.

Jack E. Krueger to manager of ra-

dio and television news, a new post
for The Journal Co.,

CGeorge L. Williams to sales man-
ager and Richard K. Ross to assis
tant sales manager, KDKA, Pitts
burgh.

Karl Haas, dircctor of fine arts fo:
WJR, Detroit, aceepted appoint
ment by Ford Foundation as its conj
sultant in Berlin, effeetive 1 Septem
ber. He will retain his position with
the station.

Luther R. Strittmatter to genera
manadger, Albert M. Fiala to na
tional sales manager. and 1lerber
M. Levin to local sales manager, al
at WICE. Providence.

David A. Dary to manager of loca
news for WRC-TV and radio. \Wasl
ington, D. C.

Don Steele to program director ¢
KISN. Portland.

Joseph T. Loughlin to direcetor €
news for WCBS-TV, New York.
Leo Collins, formerly  promotio
manager and director of press il
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formation and poblic affairs  for
WXYZ, Detroit, to director of ad-
vertising and promotion at WABC-
TV, New York.

Mary Covie to director of com-
munity aflairs at WABC-TV, New
York.

Wilfiaim G. Fyvans to station man-
ager of WZZAETY, Graud Rapids,
\lich.

Chiarfes Park, Jr. to nuiaging ddi-
rector ol \WBRB, Mount Clemens.
Marvin Mirvis to sales manager of
WERBB, Baltimore.

Fony Arnone, public relations diree
tor for the past five vears, fo assis
tant director of programing  for
KILJ-TV, Los Angeles.

Ceorge Snstek to accomnt exeeutive
ated James S. Lafferty to regiomal
sales mantager for \WNBE-TV, New
Bern, N.C., scheduled to go on the
tir | September.,

Larry Miller to news director at
WTAQO, Brookline, Mass.

Job Wilson to the sales staff at
XGLO-TV., Mason City, Towa,
Joun B. Dufly to national sales
service coordinator of WTTG-TV',
Washington.

Ancil L1 Payne to viee president,
wsiness, in charge of the husiness
livision of Kine Broadcasting.

liver Naylor to assistant to the
reneral manager, Dick Stephen to
zeneral sales manager, Jesse Pevear
o local sales manager, and Frank
. Potts to the sales staff of \WRRC-
IV, Birmineham,

ohn {.. Sunderland to tv :ccount
xecutive and Joel Flenning to ra-
lio account cexecutive, WSYR-TV
ind radio, Svracnse.

Dennis Scuse, the BBC's representa-

:
%

l =
TvQ Quiz Answers §
(A) 1. Fight of the Week .27 =
i 2. Perry Como 25
[ 3. Lucy Show 22
4. Meel the Press 19
3. Donna Reed 16
! (B) 1. Monday Night Movies...39
2. Hazel 36
' 3. Defenders 32
4. Gallant Men 30
5. Ben Casey 26
R L AL R A 1] 7). =
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tive e the U0 S since Last Julv ap
pointed general manager, Teley

sion Enterprises, succeeding Ronald
Watdman, who lias heen named
matating  chirector of the British
Commonwealth International News
filin Ageney.

SYNDICATION

SALES: United Artists ‘Felevision
sold its siv one-honr Wolper dra-
nratic specials in 36 markets to date

. Official Films Battle Line sofd
to 51 stations in the first siv weeks
of its release. Series deals with
Workd War 1T and nses actual filing

.34 stations have signed np for
Seven Arts” TV Coneert Specials
teatnring the Boston Sviaphony Or-
chestra. SA also veports three new
sales for In Franee, here again
bringing to 34 the markets for the
instrnction-entertaininent programs

.. WCPO. Cincimuati, porchased
a series of 130 Car Care program-
ettes from Intercontinental Broad-
cast Media. The one-minute shows
will he sponsored by Gilbert Ave-
mie Chrysler-Phymonth, local wnto
detler . . . Gadabout Gaddis—The

Flyme Fishern \

markets

ISTRIBUTION DEAL: I'r
Charles TE Stern signed soath MO A
TV for forewen distiibntion of Mu
sic of the 60's, his series of one honr
tv speeds with Perey: Faith and the
New Christy Minstrels, Lon Ba
ter, and Stan Keaton, MO AT
already sold the cutire package of
three shows jo Anstradia to the VEN
tv network

NEAW PROPERTIES: Sl
Schwartz has ercated o new v cont
ey series, Gillican's Island . 1o b
produced by Gladisyva Productions
and  United  Artists
Sehwartz has written and will pro-
duce the pilot in preparation for the
196:1-65 scason amd filminge of the
series is sceheduled to take place i
Hollvwoad,

T'elevision.

PROGRAM NOTES: Aflied Artists
Felevision introducing a new scries
called The Presidents, 104 five-min-
nte featurettes on exciting events
in the lives of the young men who
were destined to hecome the presi-

BOTH XBC

BOTH REPRESENTED BY THE KATZ AGENCY

{Antique type From the Robinion-Plorzheimer Collection.)

63
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dents of the United States . . . Bud Newsmakers §mmmmmmmmmmmmumes l

Yorkin and Norman Lear signed a
joint venture paet with United Art-
ists Television for their Tandem
Enterprises to develop and produce

new  half-hour comedy  series
called The Bachelors for the 1964-
63 season.

e
X
o
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*
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2
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Frank Maguire

Maguire has been named to head ABC Radio’s
newly-created special program features ser-
vice, and will be responsible for the creation
of programs for ABC Radio’s affiliated stations
for sale on the local level. Currently co-
producer of the network's Flair Reports, he
was advertising administrative assistant to
the president of AB-PT's Paramount Gulf
Corp. before joining ABC Radio programing.

FINANCIAL REPORTS: Desilu
Productions’ 1962-63 fiscal vear
which ended 27 April, resulted in
aross income of $21,869,581, as
compared with $14.223,850 for the
preceding fiscal year. Profits before
taxes and speeial non-recurring
items amounted to $1,278,797 for
the 1962-63 fiscal vear, as against
$272 478 the preceding yvear . . .
Earnings of Teehnicolor, Ine. and
its diversificd subsidiaries for the
first six months of 1963 ended 29
June rebounded powerfully to S1,-
703,19 or 64 cents per share, com-
pared with $828,607 or 31 cents per
share for the 1962 period. Consoli-
dated sales for the first half of 1963
amounted to $38,285,423 as com-
pared with $27,609,534 for the same
period of 1962, a 38% increase in
sales. The Marshall Burns division
was the major eontributor to the
105% increase in carnings enjoyed
by the company . . . Net income for
the first half-year ended 30 June of
Trans-Lux Corp. amounted to $343,-
092 or 48 cents per share, compared
with $358,795 or 50 cents a share
for the corresponding period last
year.

Robert A. Grant

Promotion of Grant to senior v.p. and co-
ordinator of international operations, a new
post, was announced by Lennen & Newell.
Grant, who has been a v.p. since 1960, will
be responsible for overseas branch operations
and accounts and for expansion into new
foreign markets. Prior to joining Lennen &
Newell, Grant was general manager and ac-
count supervisot for Robert Otto & Company.

T 0 A A SO O LSS AL

Stimson Bullitt

Formerly chairman of the board, Bullitt suc-
ceeds Louis Wasmer as president of KREM
Broadcasting. Mrs. A. Scott Bullitt assumes
the board chairmanship, Majority stockholder
in KREM is King Broadcasting, of which
Bullitt is president and Mrs. A. Scott Bullitt
is board chairman. King comprises Crown
stations KING-TV-AM, Seattle; KGW-TV-AM,
Portland; and KREM-TV-AM-FM, Spokane.

Joseph F. Sullivan

Theo. Hamm Brewing has announced the ap-
pointment of Sullivan as assistant director of
advertising. Sullivan has been advertising
supervisor of Hamm’s St. Paul division since
1960, and had previously been point of sale
manager. Before joining Hamm’s in 1958, he
had been an advertising assistant for General
Mills. Hamm's director of advertising Leonard
Johnson made the announcement.

HIGH-PRICED PROMO: WOR-
TV, New York, plans to spend $1
million encompassing virtually all
media. to launeh the 90-minute
across-the-board Funmny Company
program. Sold by The Fumy Co. in
Hollvwood to 77 stations en an ex-
clusive-market basis, the program
combines live action sequences with

AL DA AL AL AN LI LALLM OSSO0

George Whitney

OO O 0O 0 O O 0 00000000000 00 OO 00000 0000000 00 00 00 00000 O O

continuing cartoon characters. Whitney's appointment a i 5
. ! s a national sales g
WOR-TV has slotted it for the fall. tv exegutivep?n the New York office of RKO 5
L — General Broadcasting has been announced. g
§lz \\.‘ ().l- -\l{'1 ERS: Walter Reade- He has held a similar post in the company’s =
Sterling is bringing together for the San Francisco office since 1962. Prior to that, 2l
first time under one roof the thea- Whitney was a salesman for RKO General £
trical film production and distribu- station KHJ-TV, L. A. and has sold for west 2
tion, the tv pradnction and distri- coast outlets KLAV, L.A; KFMB, KFMB-TV, £
bhutian, the 16mm and educational San Diego; and KERO-TV, Bakersfield. £

s clivisions, —the Sereen News Sy
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ABC'I'V Coverage

Wonderful

Florida CENTRAL FLORIDA

C ol
' | SPACE AGE

MARKET

‘l!ll V! LR
= | e WKMI

®
/
wlebrate i therr own nay the opent-

Vision

A truck-topping housewarming for WKMI

The WK “Seven Swanin® Gentlemen™ ¢
ing of modern new offices and studios at 1360 NMelody Lane,
the station, Same 1324 poneds of hive d. j. weight croon atop a Valkawagen,

Kalamazoo, for

POWERFUL

Statiou, by the way, carries a heavy hroadeast sehedile for Volkswagen

Digest Division and the New York
fice of the theatrieal exhibition de-
partiment. Move, effective 13 Ang-
lust, was to 241 East 34th Street and
represents  consolidation ol three
separate offices.

MOVING: Jack Allen to national
sales rep for Alexander Filim Com-
ipany, operating out ol Indianapolis
Don Redell to general sales and
procduction post at Tele-Tape Pro-
ductions.

Ferdinand L. Manhing to Videotape
Center.

Julian Bereaviei ta viee president
and director of program develop-

ment lor Larry Thomas Produe- Radio Sales. Chicago. WAIT-FAL o the air winee
tions. He was director of davtime Robert F. Neece to account excett- Februan
Iv programs lor ABC tive with Ohio Stations Represen- =it
tatives.
REPRESENTATIVES Stephen R, Rintoul, vice president
| and New York radio sales manay or
HELPING HANDS: Ewing/Radio.  of Venard, TPorbet & NVeConnell
Los  Angeles, a country-western transfers to the Chicage oflice in
tsic radio rep, is expanding sales the same capacity on 1 September.
service into San Franscisco and en- Howard B. Mevers, vice president WMT-I'M
virons via reciprocal arrangement in charge of the midwest division, dar Ra
with Roland T. Kay, manager of  continies with same  responsibil
SI° office ol Rocer O'Conner, Ing ties but with greater coneentration 0
Ewing will in turn service  the an v osales  development anld
£ O Connor list in the Los Angeles agenev-client contact. Broek Peter-
rea. sen moves up to radio sales man- K
ager of the New York ollice and
APPOINTMENTS: WLTV, Bowl- Dan Ruffo joins the Chicago ty
ing Green, Kan., and WALE, 1Fall sales department.

SPONSOR [

AL Haad

River, Mass., to Vie Piano Associ-
ates . KATN, Boise, to Ewing/
Radia, countryv-western masie radio
rep .. WEBAR, Babvion, N.Y. o
Prestige Representation Organiza-
tion.

NEW QUARTERS: Midwest divi-
sion office of Vie Piano Associates
now at 335 Fast Wacker Drive, Chi-
caco 1. Phone is 236-3220.

MOVING: Jack D. Pohle to man
aver of the Peters, Griffin, Wouod-
wird dffice in Los Angeles, replace-
ing Robert G. Hinds who resiened.
Donald Kirkland and Kevin Con to
account  executives  with - Metro

9

ORLANDO -
Phone: Adam Young, Inc.

FLORIDA

Mu-ice

for the

U neommon Market




the more
important
judgment becomes
In timebuying
decisions,
the more important
SPONSOR becomes...

“adays 0

... because SPONSOR provides |
the basis of good judgment. ..
because SPONSOR is where the
buyers are in broadcast
advertising




b'hereappraisal has been agonizing. Formulas are thoroughly shaken. Buying is now seen as the complicated

yrocess it has always been. It involves infensive probing under, around,and beyond the numbers, for the dif-

erences between stations—some subtle, some not so subtle. These are indeed days of judgment, for which the

. broadcast trade press I (and your advertising in it) is the fastest, surest, most economical I

means of protection. Never

has the trade press been more vital fo buyer or seller.
Jut which trade magazine! Today more than ever the answer is SPONSOR, because SPONSOR concentrates
2n one mission alone: to feed buyers of broadcast advertising with information and illumination. SPONSOR
* ipotlights what's being bought and what isn't . . . what's working and what isn’t. SPONSOR points up changes,
! rends, techniques,and direction. In the process, SPONSOR has become more vital than ever in buying decision.
" Jon't take our word for it. Ask to hear the frank, unbiased tape recordings on trade paper values as given by
' pokesmen from 20 key broadcast buying agencies. These are days of judgment in trade paper buying, too.

he times call for probing behind the kinds and sizes of numerical claims, o determine how many are relevant
L ind how many are not. When you do, you'll find that SPONSOR gives you the inside track on the judgmenls

' SPONSOR of the ““few who do the choosing”
. HAPPY MEDIUM BETWEEN BUYER AND SELLER

| '™
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WHAT ARE
YOUR

PHOTO
REQUIREMENTS ?

i

RATES are rafes the

world over, and ours
are competitfive
($22.50 for 3 nega-
fives)

BUT QUALITY

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

And SERVICE

is still another mat-
fer .. .. ours is un-
beatable!

ORI AR TR SO RO

BAKALAR-COSMO f-f
PHOTOGRAPHERS

111 W, 56th St., N.Y.C. 19
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CARLING BEER
(Continued from page 33)

on the field — to sccure the fringe
minutes and prime 20's it had origi-
nally slated as most desirable.

Dimensions of the buy were 31
weeks, from January, in most major
markets.

Burnett will undoubtedly try the
same  play  this  scason, though
Schlitz” competition is less likely to
be caught napping.

“Schlitz man” real

There’s interest also in the rela-
tive success of another Burnett ino-
vation; strong cmphasis on male
identification in the Schlitz radio
and tv copy. There now is a de-
finable “Schlitz man,” whose parent-
age probably stems from the Marl-
boro male who also was sired in the
Michigan Ave. shop.

As with Budweiser, the Schlitz
copy is short and terse, Visuals tend
to be heavy. The slogan “real gusto
in a great light beer,” unveiled last
season, appears to have fulfilled the
hopes of the copy department, and
it’s generally thought unlikely that
cither the client or Burnett will seek
to change this platform.

Michelob going prestige

Change of another kind, how-
cver, comes from Anheuser-Busch
(ID’Arcy), which is sticking its toe in
vat with a premium beer. Michelob
brand has had a drastic revision;
formerly  an  all-draught  Dbrew,
Michelob now is being marketed
as a prestige drink.

As did Miller’s before them, A-11
has emphasized the “different” na-
ture of its premiim brew via dis-
tinctive packaging. The Michelob
hottle is a startlingly handsome,
Grecian-urn type container which
(sans label) could well serve as a
bud vase or a candle holder.

After hmited mid-\Western testing
last scason, Michelob has moved
cast for 1963-64, and Anheuser s
making every effort to place its new
brew in supermarkets as a direct
competitor with imported. hixury
beers.

Part of the approach to markets
and food brokers is, of course, with
cmphasis on Micheloh’s promotion
budget. Radio and tv are expected
to take the lon's share of that
budget in the new scason,

Of the imported beers which
Michelob must battle, none is better
known than Carlsbherg. In the last

few vears the Danish brew has
achieved strong recognition, and
much of this is due to clever broad-
cast promotion from the \Wexton
agency.

A good deal of the Carlsherg
image has been achieved through
fm radio, as a medium most likely
to reach upper-bracket consumers.
Ad copy, created primarily by Ed-
ward Handman, is gently amusing,

Carlsherg  isn't  above poking
slight fun at itself, and those con-
sumers who may try to create a
sophisticated, urbane reputation for
themselves by indulging in a luxury
product.

Carefully sclective radio buying,
plus distinctive radio copy, has ac-
complished much for little; Carls-
berg’s radio budget is relatively
small at around $30,000.

This sun is a far cry from that
invested by, say, Budweiser. At the
peak of its seasom, which is May
through July, Bud’s “Pick a Pair”
promotion will probably air on
about 600 radio stations and 300 tv
outlets, in addition tu the syndi-
cated half-hour series, The Third
Man, which runs in aronnd 80 mar-
kets.

But, at their extremes, the experi-

ence of Carlshberg and Budweiser
points up the fact that the broad-
cast medium — and especially
radio — can be tailored to fit almost
any marketing need and advertis-
ing budget.

Skoal! L 4
4A’s ON RADIO RESEARCH

(Continued from page 33)

of the NAB-Goldberg program is to
meet more realistically the needs of
agencies and advertisers for better
radio audicnee information.
Although the report (compiled
by 4A’s Committee on Research
headed by chairman Domald L.
Kanter of Tatham-Laird and the
Committee on Broadeast Media of
which  Ruth  Jones, J. Walter
Thompson, is chairman) is more
critical than laudatory. it concludes
with the assurance that it is not
meant as “a blanket, negative ap-
praisal of the condition of radio re-*
scarch,” but as constrctive evalua-|
tion—and points to the awareness
of many industry people of the
problems involved as an important
sign of promised improvement.
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By TOM ELLINGTON
decount Aupercnsor
Elligton & Company, New York City

Whether they shonld or should
not aceept hand liguor advertising
lies heen one of the longest-standing
and most veving problems ol the
broadeast medii. To date, rather
than risk what they helieve might
e a stor of controversy, radio and
telesision have assented to the abso-
te prohibition of an entire indus-
trv [rom one important seginent of
the conmnmications fiekd.

However, these media are in-
ereasingly concerned that they may
I faced with substantial revenne
aits, and furthermore, there s a
greatly inereased sophistication: on
the part of the average American.
his sophistication, clearly evident
in the changing bhuving, listening,
nd reading habits of the average
person, s also apparent in their re-
ction to drinking. While the total
onsinption of liguor has increased
mly in proportion to papulation in-
aeases, most evperts agree that
nore people are drinking today, but
hev are drinking less. This trend
oward more  general,  moderate,
md social use of alcoholic bever-
s has helped tip the public opin-
m scales toward a more enlight-
mied and receptive attitude.

Curiously enough, there is alinost
i legal or logical justification for
gecting hard liguor advertising in
riacdeast media. Legally, there s
i federal linv—and very few state
ws—prohibiting such advertising.
This is quite remarkable because
e liquor industry is the most reg-
tlated business in our country.

Logically, there is no reason why
sreadeast media should discrimin-
te amiinst the use of such adver-
ising. [lard liguor advertising s
quite aceeptable and widely used in
mewspapers and magazines, which
are widely read by persons of all
s,

Historically, most of the pressure
ot iguor advertising has stem-
nedd from etra-legal pressures from
rovernmental agencies and legisla-
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“VIEWPOINT]

HARD LIQUOR COMMERCIALS: HOW SOON?

A column of comment

by industry observers

tors. Snely pressure may bhein the
form ot a threat of legislation For
example, in T96T, when Old [ickory
first used  radio, two intluential
members of the Senate Comeree
Committee promptly notified  the
National Association of Broadeast-
ers of their intention to recommend
suitable legislatinre anless this activ-
ity was cortailed. Now we all know
the NAB already prohibits lignor
advertising in their code, but realis-
tically, the reason is legislative pres-
sure and not moral values, The Dis-
tilled Spirits Institute “code™ car-
ricd the same provision for the same
reason. Another example of estra-
legal pressure is the power exerted
by the FCC. Few in the industry
have tronble recalling the climate
in 1961, tts effect on a controversial
matter like Hgnor advertising was
considerable.  Nany stations  that
might otherwise have welcomed a
schedule were seared, plain and
simple. However, today there is a
lessened passibility of snch strong
eatra-legal pressures,

[ think M stations will be the
first to formally endorse hard lignor
advertising, and that they already
appreciate the validity of their case,
Most of the radio industry will fol-
low with a structure of sensible pro-
cedures and  practices. Television
will take longer. But with the gov-
ernment officially encouraging the
proliferation of UHFEF channels, the
need for a broader sponsor base will
become more acnte, and selective
timol)u\'ing more possible. Exactly
how soon? My guess would be that
this sequence will be well estab-
lished within the nest five vears.

H there is no legal or logical rea-
son for the ban on liguor advertis-
ing why daes it exist? Two object-
ives have been advaneed. One, that
a liquuor commercial is beamed into
the homes of wmany people who find
the content objectionable by the
very nature of the product. Second.
that there is undne influence by the
broadeast media on vouth. In an-
sweor to the first objection. the liuor
industry s never attempted to enl-
tivate the vouth market. and its

on broadcasting/advertising,

record i this respect s nupeccable
It has never attempted donectly to
expand the size af ity ket Our
titweboving fon Old thokory was
heeping with thas plulosapby We
nsed evenmmng tune audy on N and
so-called good nmisie stations The
andicnee of these stations espec-
allv in the evening bhonrs, was al-
most entirely adnlt, varving from
967 to Y97 over the age of 1S5 There
is nomedicom and few pablications
wow carrving lignor advertising that
e mateh this selectivity . fail to
understand why it's helieved that
lignor advertisers wonld nse rock-
and-roll - stations any than
thevid nse a wmagazine like Boys
Life. The common denominator s
judement.

As far as objections by non-drink-
ers to the commercials are con-
cerned, we enconntered almost no
negative public reaction whatever
in the siv months of broadcasting,
When the scheduling is handled
with indgment and the commercials
with taste, tew people in these andi-
ences are so authoritarian to han ad-
vertising of a commodity enjoved
by half our adnlt citizens. L 4

more

TOM ELLINGTON

The second cencration at th
Ellinzgton aceney, Tom Elling-
ton spent most of his carly
carcer i the radio and tele-
vision end of the bnsiness e
currently supervises the Pob-
licker Distillers aceonnt; wcay a
factor i their decision 1o s
raclio for advertisme Old Hick-
ory Bourbon in 1961,
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»SPOT-SCOPE |

WESTERN PAINT RIDES R-TV RANGE AGAIN

THF Warter N. Boyskx Co. (Oakland, Calif.) broadcast media promotion
pushing its 34th annual onc-cent sale in Western states and Hawaii is now
under way. The paint company’s drive includes 10 tv stations in five areas
(Scattle, Portland, San Francisco, Sacramento, Fresno) plus 18 radio stations
in cight markets (San Francisco, Los Angeles, San Diego, Sacramento,
Phoenix, Scattle, Portland, and Honolulu). Saturation spot skeds are being
used on all stations involved. Only major departure from previous Boysen
campaigns is absence of tv in the Los Angeles market.

Tv Buying Activity

o Mette Munk, new frozen Danish pastry, buying nine markets inchiding Balti-
more; Washington, D. C.; New York; and New England for a six-week
schedule of minutes and 20s (fringe and day minutes, prime chain breaks).
Drive will begin 30 September. Buyer at MeCann-Erickson (New York) is
Bob Storch.

o Prestone Anti-Freeze going into sclected markets with prime and fringe min-
utes. Start dates differ as the campaign follows the weather. Buyer is George
Klushsmerer at William Esty (New York).

« Colorforms buying day minutes in a campaign aimed at pre-school children
and their mothers. Drive begins 15 September for a six-weck run. Buyer is
Bernice Guttmann at Daniel & Charles (New York).

o Chunky Chocolates buying fringe minutes aimed mainly at children for a
nine-week flight starting 30 September. Buver is Martha Thoman at Dancer-
Fitzgerald-Sample (New York).

o Cracker Jack buying a 13-weck schedule of day minutes to reach the kids.
Nate Rind at Doyle Danc Bermbach (New York) is the buver.

o Bayer Aspirin preparing a schedule of fringe ininutes and prime chainbreaks
to start 2 September running to 29 December. Buyer at Dancer-Fitzgerald-
Sample (New York) is Marty Chapman.

o General Foods Instant Maxwell House Coffee campaign due to start 9 September
to ruri through 31 December. Buver John O’Leary intercsted in minutes
between 6 P.M. and 12 midnight. Agency is Benton & Bowles (New York).

o Standard Brands Bluebonnet Margarine campaign will begin 2 September for
13 weeks. Buyer Everett Keller purchasing fringe minutes and prime chain-
breaks. Agency is Ted Bates (New York). ‘

e Bosco milk additive campaign starts 1 September for 26 weeks. Buver
Frank Gianattasio at Gnild, Bascom & Bonfigli (New York) interested in day
minutes to reach women and children.

Radio Buying Activity

e Fisher Flour's (Scattle) Zoom hot ccreal buying five-week spot schedules in
Ncbraska and Idaho via the Paeifie National ageney. Gertrude Nyman is the

buyer.

« Schwinn Bicycles placing 13-weck spot sehedules throughout northern Cali-
fornia. Ageney is Paecifie National.
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| Great Personalities! Great T V!
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KAY CALLS 9a.m. Monday through Friday CAP'N JIM'S POTESE 4:30 p.m. Monday through Friday

UNCHEUN ,‘HTE UNES I p.m. Monday through Friday By W||_|_|AM :'OCUKSEEYCLUB 5 p.m. Monday through Friday

The Eyes of Pittsburgh

CHANNEL 11=WIIC

REPRESENTED NATIONALLY BY BLAIR TV



With only a single hour of available
time and a choice of all the one-hour
series now being offered, WNBC-TV,
New York, flagship station of the
NBC-TV network, bought THE SAINT,

starring Roger Moore.

PETER M. AFFE, station manage
WNBC-TV, tells why...

“This brand new series seems id
for Sunday night on our station...
singularly skillful, fast-paced, pro
sional series with just about unives
appeal."”




