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Channel 8 delivers it! Your advertisi:n:~
message telecast on WGAL-TV does ~:n
outstanding job at winning dealer eFltrWJ:·
siasm for you, because of its potenf:tltl
capacity to stimulate consumers to tu:ur.
Whatever your product, WGAL-TV increa~~S'
dealer-support. sales, and pr0Nbs1,

WGAl:T
Channel
Larica s.<.·t.•e.•.··r•·· ~p::a·' . ·' .
STElNMAN STATION . Clair McGollough" fil~~



A TRAGIC NEWS E\TEN,_f

BROAD,:CAST IND·USTRY
RE,PORTS AND ~1IOURNS

A shoeke:cl nation was still gaspin~ Ima Frida) a~ net
works and iudepuudeur stat ions, tv and radio. <'üt1ct·lled
their enti'.rc hro.adcast schcdnl<·~ to ('(H',<'rthe yt·ar·~hig
g.est news story: the assassíuati.on of the :15th Prt>~idt·ut
of the United States, Johu F'itz.gerald Kennedy.

~linntes after the sniper\; hnllet f'omul il!-i tuatk iu
Texas, hroadc.¡;\sl uewsmen w<>te rcporti:itg thr- traget·ly.
Across tl:i.c nation, listeuers an«I viewers gath<'rc.J' in

disbulief around oflicc r<'l(Hos and tv sets, iu the streets
aroturd parked cars and youugstors with transistor por

tables, and before receivers in milhous of homes, They
heard the story fr onr such vetcra 1111l''\'s111cnas .AHC.!'i.•
Rnu Cochruu, CBS's ~r~1hcr Cronkite~ mul NBC·s Chet
Huntley, mul fr-o.ui local vadio/tv reporters ... aurl
realized, with gto\\'inµ ~11,(ht'<•ss.that .the storv was all
too true ..

Not since the lute FD1l had a U.S. Pn·>ide11t ln-r-u s,o
closely nssocinred with hroadea>l inedia. llas:sadn1s<'lb·
born Kennedy lmrst like a political ho1ohshell upon

voters during the 1960 ·~Grt·at Debates" ~·ith rival
Richard ~11• Nixon. Later, Keuucdy"s live rt:ulio/tv p1·css

conferences provided the U.S. with a new. elo!"('·llp look

at thé man who held the natiorrs top joh; hil" ~P('t·ch
f1nrhlg the 1962 Cnhau t·ri!"i~ rr-acherl out• of tlu-
I . 1· . I .~•rgcsctair mu iences in üstory.

Broadcas,t indn~try nu-mln-rs tlms feh a ker u, pc·r:-;oua11

loss even as they·ralli<•d helriurl anothe-r uum=a man with
a hroadca.stin~ hackgronud and a hn1:gh joh uln-ud : Prt·~
ic:lcut Lyndon B. Jol111sou.

p:



Radio Reven.ues Bounce: Am-fm revenues hit
a new high of $636.1 million in calendar 1962,
up 7.7% from 1961, FCC reports. Before-tax
radio profits of $4,3.5 million bounced 48%
over 1961. Total broadcast revenues, includ
ing tv, topped $2 billion, up 11.2 o/o over 1961
revenues of $1,909,000,000. Before-tax profits
of total broadcast industry were up one third
from 1961, to $355.l million. (Details on tv
revenues reported in SPONSOR 23 September.')
In both network and independent radio, profit
picture was healthier in 1962., with expense
rate well below the revenue rate, resulting in
profit increases of about 40 percent overall.
Although four radio webs had a slight increase
in revenues, the network operations continued
to show a loss: $33.9 million expenses to $31.5
million revenue, leaving a $2.4 million deficit.
Total radio time sales increased $48 million
to $665.2 million in 1962. Local time sales
accounted for $419.5 million, three quarters
of this increase, FCC points out. National spot
accounted for $208.4 million, or 31% of total
time sales. Network time sales were 6%, or
$37.3 miHion. FCC reports that national spot
business made the largest difference between
profitable and unprofitable radio stations, with
profitable outlets averaging $73, 796 in na
tional spot sales, as against $33, 783 for the
losers. 0£ the 3,533 am and am-fms on the air
for the full year, more than one third reported
a loss for 1962. Still, this was an i:rnprovement
over 1961, when approximately 40o/o reported
a loss.

Adverti,sing pave.S; w.ay: Some '25'o/ooí super
market managers rarely accept point-of-pur
chase display materials Ior nen-advertised pro,.
duct, according to a study conducted by Audits
& Surveys Co. It Was also found that the pro
duce department was best suited for the p-o·p
aids, being chosen by 22o/oof managers, 33%
of chain headquarters officials, and 23 o/o of
wholesalers. Red display banners were. picked
as the best aid to pul shoppers in a buyh1g
mood and, although single colors were pre··
Ierred over combinations; the color combina·
tion most preferred is red and blue, Study
was made Icr Family Circle Maga tine~ which
has the cooperation with U.S. Agriculture de•
partmenr,

~SPONSQR..WEEKI 25 Oetobe» l9&3I
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CBS incentive plan out: The FCC ,~·ill not
give CBS another chance to argue for its
station incentive compensation plan, even with
its latter-day amendments. The commission
held the plan to be a form of time optioning,
and turned it down when network option time
was. banished. Last week, the agency refused
to reconsider CBS argument that its plan does
not violate FCC rules..

lntellige.nce is ~d bo·i.mdary: War\~fok& Le,g"'
ler exec v.p. John P. Warwick says intelll-

f A . . " . 1gence o menean consumer is sing e mast
important boundary" of advertising and, lf
underestimated, "we cross the boundary line,
into the area of ineffective advertising," Other
" l h d· . · " .h· . · .·. .··1· ··..;Jnatura ... oun arres .e elles are trut r, gcon
taste, and believability, which are "esta]1Ushed
and controlled by the basic good decency am:l
judgment of the professional people in adver
rising," He also advised that ~'the course of
action toward effective creativity i:rr the ,field
of advertising is; set your tracks with facts-..-.
and then open your mind and be as i111a~Ülí:l1·
. '' 'bl "trve as possr e.

I¡

T~lent negoti·ations: American Federatien cy~
Television and Radio Artists 'and Screen Ax::,
tots Guild continued their bargaining se~$.icrfl
for new talent contracts witlr the Joi11~4 a.,
ANA committee at week's end. Negpt'ia·tÍ:Q:n~,
had been suspended for nearly a. "Week'Wll\iJ\©:
SAG officials held session on the Wes1 :Gn~t~
to get strike approval, and resumed cmTlm:ll
day. Both sides are still looking for ,agre.~fllt~11t
lo replace the contract '\~:hicbexpired 151 N).;!,.
vember.

4 Second class postage paid at N.Y.C..



VOLUME 8-
"FILMS OF THE 50's"

NOW FOR TV
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FELICIA FARR
NICK ADAMS

SUSAN KOHNER
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FEATURE MOTION PICTURES
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23 Tv battle looms for aH.•purpo.seclea.nerb·U:sH1ess
·Four 'leaders use heavy spot and. tl(?lW<~tk'tirne,, wíth Afnx ;cun:.cntl
the king, having 29% share of potential $100 1nillin.n market

28 Rising tv rates Jle~.riedby Alberto-Ouhter';s L'a'¥in
Tvkí's annual mc.cting also hears Seymour B<ntks of Burn~ett.age1fté
voice plea for automation <>f spot avaílahility informa:tiou

ADVERTISERS

29 "Are you still using ••• " t.vUieme fo:r new pr.od.uct
Take-off on .Vitalis commercials to be. storyline for i;ramp:aign
of Greasy Kid Stuff,. hair tonic less than two years old · ·

AGENCIES

38 Suggestions for makin!; better stati:on presenta1tro1t,
Do's and don't's for more effective sell are listed in BPA stir>\~<!
based on questionnaires answered by 20 leading ad shops .

40 K&E girds for batUe agai.nst n()n-.cqJle.t.itU~·.bu.ys
Reports groundwork has been laid with the FCC to gain J.'}etn.11ssli'
for advertising agencies to act "in association on the matter"

TV MEDIA

44 Tv rides a boom in the e.x.pa.ndrngM·exica;nmaFk·:et:
Giant strides made in the neíghbm; republic ns the JíV!i1g stultd~:k111
rise, Growth also vital to U.S. udvertíscrs, clistríbutnrs

RADIO MEDIA

51 Agency-backed institute studie..s fm radio aucUe·.n:c:e
Campbell-Ewald csces and pronrinerrt hnsh1L>ssm¡:>n ;xítl Northtx1~.c1
research dfoits to solve the proh]e1ns of tn1d)eüce Jii('astrtell1cflt

SYNDICATION

60 Sponsorss.ígnlo.yalty oaths fo.r to.p k'hjdh~s~Ar'ie;s
Packager Garton is eornhining enlightcn11nmt vvrHh entcrtain11t0Ji
Cartoon Classics semc big ratings, gain víc'·vn_'r ac.cepta11cc'

STATION REPRESENTATIVES

64 Media m~opleurged t.o tU.akeg.r~at~·rus.eo•f.l'tlusic
Robert E. Eustman, adrh'<''ssiugthe Des ~·Jnfrrns.Aclv·l•rtl.s•ing, Ch;
calls it "our- oF the gwatest human cornnron d.ontHni11ttr<ltS'"
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W J W RADIO'S audiences turn to
Cleveland's most authoritative news
team for .

TOTAL INFORMATION NEWS
175 minutes daily
20 Newscasts on local and

national events
5 Five-minute features: Women's

World, House & Garden, Your
Ohio Schools, Sports and
Business.

es

CLOS.E-UP 6-7
World, state. local. sports. weather.
editorial, stocks and business. en
tertainment, community events and
Lowell Thomas.

-
-

--

HARD NEWS on the Hour

NEWS IN DEPTH eight times d.nty

HEADLINES four times darly

Cleveland's two top utrhues. a major
savings and loan plus a leading na·
tional advertiser are only a Ie,v of the
top news sponsors who turn to W J W
Radio to carry their messages in these
key times.

You can make nevs for your product
or service on W J W Radio Newscasts

See your Katz representative.

T.llL..1. ·.·~.m..:oj 11.:.•. D1£.I.ª•·. ;;:.rT,Jf';'S.'PTJ : tl'l"lJK STORER
BR'J.l!X.1ST!,\"C CQl1P.1.\'Y
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Gi,e a gift suhscription to SPONSOR. It's one of the nicest
ways to express Holiday good will to clients, prospects,
and associates in the broadcast advertising business.
Your gift begins at the Holiday Season when SPONSOR

-ends a handsome acknow ledgement to each of your
recipients. Then every Monday throughout l 96-t your gift

SPONSO sss Fi/ th A re.
Ye1(> Y'orl«17.S. L

SPECIAL HOU DAY RATES

of SPONSOR arrives filled with broadcast ad'\'ertls:tfr~
ideas and information that helps the reader do a better,
more profitable job. \Vhat a happy \Va~· to temin<l y~l1if:
clients and prospects of your thoughtfulness- 52 w:eik~
in the year. And all for as little as 8 cents a week
when you use the handy gift order Iorrn helow.

O Include my n\1n "'ub~cription O Senil hill 'later

O I enclu-e S Í!ir----"'uh,¡tri¡Hitin~

.:. C.ift card- to read fr.om.~--------------
1' One I '\«ar~ub~cription Iyourown or fir-t gifU •...... $8

I
Each adclit ional l ) ear gift.. .....•................... $5

Iio von's ;\ .\\H·-· --------------------

Co\11'\ ''-----------------------

\n1111t:""'------·------------------

( 1n .o'\f:__ :-'r\n·_-----

Send. {lift10--------------~~-

CO)!!'\'.\'------------------~------

:\omit;~"''-------------------------

<:1n .·;oNF ~THF------

11'/c.t1se t1t.i.e rcmain dcr of 1!/llr liu.)'illt:S.s{li'/t list an a sr¡>•

arate .'711wt and' nttach f.

8

.....-~w_,.,...._,....___ ..,....,...... -••••<



~PUBLISHER'S
REPORT

( )111' 111.111·~\ 11•\\ of
~1g1üfi1 .ml h.1pp•·11111i,:, 111

bro.uh .l\I .uh1·1ll,lll\.!

....l.'.Jt l..f.t..·~¡IJ~'.'ª.nlt'•.I l11.wo r], ¡11 it. I c·orrld lia\t' 111nd1· tl11• .r ir l inr ....d1·liri
l!II"'h li.rppy tlu'"t' la-t \H'l'k"' of \mC'111IH'r.
l·lt~ni•",,,,a ..<1111ph· 11f \\l1t·1·1· I could l1t1\t' flu\\11: Clt•\eL111d ( \\'t' •..ti11~

Jtnt;L.,;J~ l'r1.1gra1ning Co11fl'n·1wd. :\;P.ll\illt• (\AH Crn1f1•n·1wt>l. ~.111
lf1·iu1ri~cu1HPA ~c111inar). F111·1 \\'orth 1:\AHI. D1·m1·1 (\,\B1.
t:;blv·;t;gp ('I\.H A111rn~il \fot'li11g). ~.111 Fraw·i ...1·0 (\\BJ. I.o... ·\nµdt' ...
'f~UC 1\11nu~d Co11\e111io11 ). Anti if I \\1·re a nu-mlu-r of till' CH:--;
, ~.áfilhllr::- Hoard I cnuld h;1\1' p;onc to l'u.-rto Hi1·0.

)\,,.. H w a-, I re:-;i~tcd tt·mpt~1ti1111 and --1·1tlcd for tlw Bl';\ m1·cti11p;
rco;tí thti' hí'"l 1.·oiJ:"Land the 'l\H ..,1••••..,i1111:-i11 Chi<'ago with tlw \agu1·
ttoth:oí of rr-turniug lo L.A. for the :\BC acti\ irie-.

I nu•ntiun thi" a:-; a rcmimh-r !11 tlie indu-t rv 111a-], for mon· of
:~ti;c;i;~•t•1mrn1n11!- air line:-' ad appropriation:- which í.rv or tlw 111•,,.•.
,;p;;;~111t~1·rthou~l1 hro:1dc~....i 111t•dia an' i11crt•a ...i11g their -ha n-, a11d lo
mvt~~''.Íof' pt~tt•t- ..,¡1kt•. <I J1t'lll'I' :-paci11g of import.mt i11d11...try llH't'IÍ11g .•.

A~ I ~,rite thi-, i11 thl' Tv l! prc:--:-·rourn i11 Clii1·a~o. I rc;1lize ho\\
Ul:t:reh I \\t1llld li:nt• 111i:-;..,t'dif I liad l"'""'t'd 11p either tlu- Bl',\ ur tlw
~~::Jl\J:i.
·ru lllY mind. thl' HI'.\¡ ...;1 1·tJ..,...i1· 1·xa111plc of tlw i111p11rla111·1•of tilt'

l?•1'1urn;1tinn I'lla llrif!t'f'. In <111t' ffo 11 Io 11pgradv tlu-m ...eh e.. prof c...:--ion;r II)
nm:l prtf\ idt• a n idt•;i/experie1u·1• t'\.cliangt' . ..,0111e Chicago promotion
~n1,~n:;.hlt'tt:•d Bl'A n.u inna lly le:-:- than ;1 dt•1·;11le ago. In \ igor and
~·~p1•rti.:;.c ir- <11111ual 1·0I1H'11lio11 ri\al:- a11ytlii11g in the i111l11...trv. l\l'
l,t.'\t'r :-cen a11)thi11g likl' tlw ''ª~ promut ion 11w11 alle11d 11w1•ti11g-...

'.IJ"hi-.. ).1..·ar"tHll!' 10 or .)0 g(•rwral 111;i11agn ... 1·;1111t·.1110. 1\11d \\ itliout
'\;\'t'pt.ion tho ...t• thnt I talked lo :-.aid tlu-v lcanwd pl1•11I). I"ª" pl1•;1,..1·.I
o HOit' that tlu· Bl':\ ll1t'l'lÍ11g h;r.., lit•1·0111t•till' foca I point tor :1 , \\ .in11
rf :-.111> •..idian 11n·1·ti11~... h~ network- and -Int iou rqm·-..1·111atÍ\c-..
\tt1•11cb11t·1·p•..talili-..lied :1 111'\\ n·n1rd ol \\1·11 n\t'r :~OO. 111111\ upiuiuu.
h~''-i;f'11rn11111tion n1e11 liaH' t'\ 1·r~thing Inri 11w111·~.
~)I 1•011r...1·. I \\i-..11 tlie~·d ...pt>11tl ...11111t'ti1111·di ...1·11...-..i11~ tr.uh- papn

tl\1.•rti ...in~. The -.uhjcct "'"' 1·011...pivuou ... Ii~ it ... ;1h ...1·111·1•.
.l hit it lucky. too. \\)11'11 .I picked 'l\B 1111my""~ 1·a~1. In 0111•ja111·

1;1:i:Ledd,,~ of -..liirt:-l1•1•H• di:-cu:--..it111 ;111d "IH'l'l'lw-. ;111~one" 110 \\,1 ...11·1
nf irl tlu• 1•ockt.1il l111rn~t· lwd lo 1·01111•,l\,;1y f11ll of itl1•;1:-, i11 ••.pir.1IÍ011.
ml lw-..ic in formation.
\'11wb uf the 111orni11~ p.1111'1 -tn- ed tlu- po int ih.u I 111.1d1·in l.1-.1

t'r"k\ col1111111.11;1111clyth.rt the ¡¡1hr111 of tlw cn111p111t·r .r~t· at lop .)0
~~')n'Í1•:- un.h-r-vorc- the 11p1·1·...•.i1y for pn•-..1•11ti11~ .i ~111ul ..l1·,11n1l
m.1~11·oi ~1111r -tn t ion and your market. ~pol 1111~i11~ fr11111li1•11•1111in
Hl lw "lrt111AI~ i111h11·1w1·dh~ ...11d1 1·1111-.idn.rtio11-...

WPTR WRUL
ALB.ANY-TROY
SCHENECTADY

N. Y.

NEW YORK,
N Y.

DIFFERENT?
COVERAGE Natural!¡ WPTR is
different 'We don I beam our signal o, I of
lne U S ) Bu; 50.000 watt power CJn do
wonders. and ll~e WRUL. we too have re·
cerved ccrrespmdenc e from Italy Greece
and the Azore Islands Oa1 to day I stene
react.on comes [rom all ov-r New Yor.
Massachus0ns Vermont Ne.v Hampshir"
Connecticut. Marylanj and Canada

EFFECT The peop:e who kiow the
market brokers dstnbutors. el al te
us the Capitol D1str11:t is an 18-coun'y large
market. You can bu1 18 separate da1 t
newspapers lo effect unduplicated cucu a
lion m the Cap tol Distnct or
50.000 watts of the most ocnetrau g lbd10
lo De had-WPTR

RATINGS Chee~ the costs the
examine '• elsen Coverage Serv ce •3 tor
crecneo county cover age

WPTR STATION X STATION Y
JOºo 26º., 13%

STATION l
12'\,

Your East man w1 lay 11 out tor you n
c'udrng a comparison of surto nd1n¡i! et,

Pulse reports

YES: WPTR
Albany-Troy-Schenectady

VP & GEN MGR: Perry S. Sornuels

.~.
,,¡¡¡;_"l .•••. ~·-~·

robert e.e aat man s co.,«•.
U'pr•••ntil'g maja·r r,acfia 1,f11·tia"1
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BROADCAST ORIENTATION FOH
NEGRO YOUTHS

Meredith \YO\V, in cooperation
with the Omaha Urban League,
this month will begin an orienta
tion course on careers in broad
casting for young Omt1ha Negroes.

The purposes of the course are
to acquaint young Negroes with
the opportunities in broadcasting,
inspire them to interest themselves
in the industry, and give them
guide-lines for specific, future train
ing.

The course will consist of five
two-hour meetings to be held by
the station consecutive Monday
evenings,

All \VO\V-TV-Radio executives
and department heads will partiei
pate in the course, whieh will cover
every aspect of our broadcasting
operation.

About twelve young Negro boys
and girls will be attending the first
course. They will range in age from
early teens to early twenties.

\Ve are not publicizing this
course in any way locally. How
ever, we believe it to he legitimate
news for the broadeastr-rs through
out the country.

Howard Stalnaker
general manager
\\70\V-TV-Hadio

Omaha

HEPORT A\' AILA BLE ONLY FBOM
BEHNABD HOWABD

l wonder if it is possible for you
to correct.one slight misquntc in the
otherwise' excellent articlc in the 4
Nov(>mht'r issue of st>oxson~"Ha
dio/tv Cm·prage of Ncgrut>s Clrnng·
ing Audience ~lake-U11.''

The cpm¡1lete aml d<'tailed re
port, "The Nc•w Dimensions of the
Negro ~larkl't" (an app.taisal of
?\"egro buying power in 13 major
metropolitan are.as), is uvaílabl«

Letters to the Ecfft.qr

only fwm Berna.rd Howard ~ .00'.
Sa.n Franeise» Oakhlnd, as iü.~li

cated in the art.iclc, is 01n· of tlt~
market arcas reporreel rm in t:lt~i
O\'t'n1Ustudy. But FtDlA, the lXe,~,r,Q;
radio station re11n•sented by B~r-'
nard Howard & Co. in San Frl\'n,
ciseo Oakland, h.as statistics ;aKliFl~
able far clístríbutton on th•1t rn~trl\l'et
only.

ADS ROU~DUP

Lncille A. $.t(tm';T
d írector rese·•u·efa·li:
sales d.evelt>.t)1T:i:~,rt'U ·.m!

Bernard Ho\\'<1r1l ·& ~.
~e,\: Yllf1'

~hiy we ask a Favor of SPQ:~fmÍ~
Alpha Delt<Y Sígnia eelehrahJ.c!.Jj~

flfrieth anniVeri;ar~· 'I'l1nrsdac~1rrt~~º
(1-l Novcrnber) ín Ghicagp. T'h'e
last event nn the program: \\'ág 'El'.fl(I
annonnoernent of an "ADS Roü¡l(J,41
lJ11" to seareh for our manf 1011,g ]~JI:(
1nemhers . .Ja1nes S. Fish ..vie1¡:qtr~j,.
dent in .chargt> of ad,·er-tisirxg ,¡'{{f

General ~lills. accc11tcd nur fo~d!~'l"
tíon to he tln- ·~aríonal F0:rc1.níiin,~ft
our Hoündun. l,,Tnder his, dire¢t'iPJ:ts
out office force is sno·tü1g fr> t!p.~i~tt~
as manv records of formcY n1.<+'1nl1.ll!r5i
as 11ossihlv.

It is our hope.• that vdth a.s11eef~"'
fol Honn.du p. \Ye> can puh1isl1ij;1~~:([R~.,
ou t.he first fifty }"('U.rsof A.US-.

\Vould you help us roirta~tmet
scattered mv1nbers? \\~ekna\\x· !fü.tJ
through ¡n1bHcations such us s1t1'~~·
sou. ".Ye can reach nn1ny Qf ~~Jf
18,000 memhers,

Btlht 1. ll:o1:1
llrltÍóilal r~ms;íd~!J,I

.Alpl1nOt>l:ta. S:i~p:tt

""'·······Enrron's'No·t1,;.¡ '.lfP.· lt1b'<•.i!s'sÍi!tiIHit€i/ ..e -· .• .• '··' - ··---"·' ~

te 11:/(ü'f ADS ¡y(ll}e.11al Jlt,•a1.7iq;11i'4/iiJJfJ1
('I'S, 1Jr11t.. nf J011rnolisu1, ~01111:1;z1r:trr1
lllínds I11i:irrrs;lty. Ca.rlnn1iJlti.U:W,~,&Vr
11.vis. .
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;~:.·1..·.¡
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,1sir·round,sports coverage on the five CBSOwned television stations zooms far ahead of all competition.
~olf.tíalT?Television's most comprehensive schedule of collegiate (NCAA) and professional (NFL) gridiron¡~r1&ln.G,olf?.Exclusive live cov~rage ?f ~he.Masters.and PGA tournaments and, starting Decem?er 28: six-
. ~Hccess1veweeks of top-flight elimination play in the new $166,000 CBS Match Play Classic. Racing?

csrrreras are trackside for each leg of the coveted Triple Crown: Kentucky Derby, Preakness and Bel
~rrt·Stakes. Plus billiards, bowling, basketball, surfing, parachuting, auto-racing and other peak-interest

ftfon on the weekly "Sunday Sports Spectacular." Moreover, this all-out coverage from the CBSTele
~.:etworkis backed by top-notch reporting of local and regional contests by some of the sports world's

~~tl1~1nam·e:s. Want to speed up sales?Your CTSNational Sales representative can get you off to a fast start.

Sports makes the difference!

$CBS TELEVISION STATIONS NATIONAL SALES
REl'RESEkTIJi:lG cas OWN.E.OWC8S.·TV NEW YORK, PINXT LOS AN.G.ElES,

W8'8M•TV CHICAGO, WCAO·TV PHILADELPHIA, KMOX·TV ST. LOUIS



FLORIDA'S
CHANNEL

ORLANDO • DAYTONA • CANAVERAL
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•• CALENDAR

NOVEMBER

Broadcflsting and Advertising Di\'i
síon of the American Jewish Com
mittee Appeal for Human Re
lations, diitner with Brow1t &YVíl
liarnson Tobacco Cot¡:> .. p.resídent
\Villiam S. Cutchins as guest,
New York Hilton, N. Y. {25)

International Radio &. Television
Society, special projects lunch
eon, Walderf-Asroriu (27)

DECEMBER

National Broadcasting Co., annual
convention for radio and tv af
filiates, Los Angeles (2-3)

Electronic Industries Assn., winter
conference, Statler-Hilton Hotel,
Los Angeles (3-5)

Assn. of Maximum Service Tele
casters, hoard meeting, Riviera
Hotel, Palm Springs (5)

1 Assn. of Natienal Advertisers, work
shop on "New and Practical
Ways to Evaluate the Effective
ness of Your Advertising," Plaza
Hotel, New York (5)

National Food Brokers Ass.11,,,60th
unnual convention, "New Pro
grams For Tomorrow's Market
ing," Palmer House, Chi. (7-11)

International Radio and Television
Society, Christmas. Patty Iicuefit
for the Yet em ns Hospital lfodio
and Television Güild~the Bed
side Netwm:k, \\'<ildorf~Astnti<15
Xe\\' York (17)

American Marketing Ass11., winter
confcreucc on the development
of more precise marketing. tools,
Somerset Hotel, Bcstou (27-28)

Broadcastirig Executives' Club .qf
New England, Christrrras party,
Sheraton Plaza, Boston (16)

Hoyal Film Archive of B.clg'iütfl.,3td
in ternutimurl :experiim:mtal Rlm
compctitinn, Knokke-Le Zou.te,
Iklgium (26-2 Ja11tuüy)

FCC, orul argüm<:'tlt co11cerni11g'
length and frequency of emn
mr-rcia I mate ria I lffoadcast over
nm, [in, and tekvision stntíou.li,
\Vtishington, D. C. (9)

Fcdcrathm n:FJewish Phila.tltI
íes, anuua] foñd-rais!ü:r,g;
UH~rtyof the nd,'e.r:t:lsí:ngdi~is1í~fi
ShetatOll E:~)~tHotel, ¡·,: (If~.

JA,. U.ARY
National Retail ~bu:.chantsz Ñ.simt:.

.\j3rd annual ·comren;tíon :cm r«T''

Challen ge. of .:K'.atfunal Gr:ó~f
S·tatlet Bilton Hotel, :N, ~~1~1~ ~I

Intemational Radio. a•1:ÜT:éle\;t'sil<i
Society, first ue\Vsmaket df tli~
~·ear(&h first of:¡) sefics <Dt s~'"~I
productior; wotksho¡rs, ~;\'¡1J.Q\~ri
Astoria, New York (9)

:Mii\\'UUkceAdv~t'l;ising au:d
Arts Groups, Ben Franktru
quet (16~;6th ann ua.l grál~'hÍe;~
workshop (18); :5.pedal \.~.o.r~l~w,
s1'>011sore:dby the S:;.tl~sP.t~Ju~
tíon Executives AssJi,; (41 .JF.~Í&'f
¡lry); Exhíbít. aüd AWQt;.~ls
(15); sn,·:ctA\\'tttd Banqu1.t>'~s¡l~
sored by the Milwn:nTu¢cA;d\r~EJ:;'
ing Cl~h and the Ath:;~r. =

\\'omen .of.M ihvaukee (27)"
Heu 1se Motor Inn, J llhV:a;iÍ~~

Cc:or gia Assn. of .Rr.o;ic:l;0:a:st~r~,l\ljj
annual Georgl.a R:i1clio·T~7J;r1m
tute "da.Y-long. débi.lt<:t ,,fifh J?(i~i
Uniw•tsít~r of Geor'gia (Z2}

National Rcligi~n.-.s Rttl~ª'd~¿i~í~
ec)í1Yt.'.11tior1,)!l:.:n·fl<l\\'~t £i''Q't;€1:
\\'ashington, u.e. (:'!'1-,23~. .

Ath:t'.'rtising Assn. o.E tlm '\'1'eiNt'.1 :n:tl~I
\t:ín h:'r co:n\'..c11t irm, Bnke1'i!E~~l'S
Cul. (24.-2.6)

Atnerl:cnn \'\Ton1l!n in
Ttrlc:~dsion,. hmlrd. o£ d1l1~~Jlll,,
mei·tiüg. Híltnn Ho.tél~ )~~¡;
{:1-l~:1(ff)

FE.B:RlJ A.RY

Ele·elt~.>;üi~s~1I~·ií'";~r1ff.~€lt:i·~);~
2:hd :tt.1\n1t<)ld.ectronít rn.1:11:~r.i;t;1
eontt"tt'Ul'C, Barhiznn 11.h:r':Ci1!EI11íi!
At'W Ynrhi (3.-.5')

b1tt01·natro1u1lUi1dt101 n.1ril '.U~l~'fi:~'
Scxcietv• n e \~'s 111 .,¡~ t•.r hfü1©!bJf(l!~¡,,'·-·"' . -·-' . - ,.. ·-- .. , '······-'·-~-·-· - --- ----- •-··· <-· «-.~ ; ---~

\!i'Üh~All püt•i,;.í(};(('IJ.t L~l~,~,\~·ID!
l.. ...····1·1 ·.. f· .... ...• . •. . (•, "' •.... ·'Ji,~'~.
lJ.l!i, \\ ü L<H ..· AcstNJ'Hh.}\~~~~:.1..((11:
(.3)
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I·SPONSOR-SCOPE Ihlcrprl'lalio11 1u1<icommr11h1'n
011 rnml !Íl{nifkanl h•/rn1!i11
111111 mnrÍ..l"ling nrw~ of the 1.o,r•rl..

12'5 ~O\'E\tBFll IOfi.1

An "old" ra·tlng controversy could well become a hot., "'new" rating Issue ín tv.
Whnt's more, the impetus for the controversy could w1·H come from within 1J1e 1.,.
imhrstry itself, unlike tho sp.ur for the rat.i11g methodology fight, ,,liirh cam» from
government intervention.

The situation centers on tin· pructive of gi' i!lg ratillJ!"' a sorncwhnt artificial
boost by various menus of promotion.

There's nothing new about the practice. For yea rs, -tatious, ami urtwork- too,
have been accused of ''}oadi11g" rnti11g wer-ks with star-studded -prr-ia ls, top Ir-ature
[ihns, new shows. etc. to take advantage of the rating periods.

Other promotions have worked again=-t the methodology of rating». Fol," several
seasons, a favorite ploy of tv pH':-iS agents was lo arrange lo11g-di:-.tanr1• t1·}q1:l10ne
interviews or road puhlicity tours involving tv editors in the Trendr-x cities. The
result was sometimes a Trenrlcx rating which implied a larg1· national ovr-r-al l rnt iug
whielr the show never had.

Conversely, during national ¡\iel:-;t·n "black" weeks, or in a prrio<I when AHB
wasn't rating, 1lon't look for programers to put on their top show-.___ .,,, _
Now comes ,a new verslen of the old pro:blem; this time it's a station-level gimm:ick.
A sample of this is the station-organized contest. in which results will he measured
against ARB data. The contest usually runs concurrently with ARR':-< ratiug period
in a major market, with blanks heing given away hy local reta ilers. Viewers (indüd
ing those in rating panels) are asked lo pick what will be the ARíl-rnnked T0p Ten
shows. Presumably, viewers wiH concentrate .on the tv channel holding thr- contest.

Several stations, seeing their competitors use the contest device, have blown
their tops. One mirlwestern network affiliate, complained recently to ARB, with
copies going lo Hep. Oren Harris. FCC's E, William Henry. FTC's Charles Sweeny,
the station's rep firm, and other industry notables. ARB has offered, in at least one
case, to report the contest to subscribers in the front of its market report affertrd.___ .,,, _
New NJ:eJs·endemo,grapbJc bre.ak,o.uts, provide additional in1formation for network adsertísers,
One ne'r classifi<'ation is ratings by "Üccupntion of dw Head of d11· House." Various
occupations have heen grouped into four grneral cla~<:ifrcatinn"':

Occupation % of tv homes Occupation % of tv homes

Protesslonal and white collar 30 Farm and unskilled 33
18Skill.ed 19 Retired and unemployed

Taking this into consideratirm. fnllowin¡!' <how« Jlf'T rrnt di,trihutinn. hv nr·
cnpat ion of head of house, for all cnmmerr-ial pr imr- t irne prngrnrn«.

Prmfesslona:f Farm & Unemplmyed
Netwmrk white cmH:ar Skilled unskilled & retired

ABC 32% 22% 32% 14°b
-

CBS 2:8 19 34 19
NBC 30 19 34 17
U. S. 30 19 33 18
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-spo.NSOR-.SCOPE 25 Nt')VEMB'E)\ 1963.

Nationa.I .s1pot radfo is having tough going in the f.ourth quarter, 1.ate:s:te'&tima:tes; reVBal.
Reports from key representatives indicate volume will he off for the last thre.e:
months from last year, though total for the year will still be good. One .fi!}.lr~S:eí'tta,
tive calls the current problem the "backlash of the summer push." Anather do:esn,-l.
believe it can be pinned to any specific reason, rather it seems to be a ,~enex:al
slackening, Each of those queried believes the outlook for early 1964 is UlTJ.-(:h bett~:r.

--~--

Situation comedies, ho.th new and hoJdo·vers,. are runni.ng stro·ng i'n ea.rly n·etw.ork ra·tin:rs~
Nielsen Tv Index figures for 2nd October report reveal nine new s;ittJaHoncnm:edies
hitting an average 17.9% rating. The 13 holdovers in the .C1\teg<'!cyare gett5ng ¡rrlil
AA rating of 23.0'%. Following is a comparison of new shows and froldovers: .raT
the two falls with 1962 figures in parenthesis: •

New Situation Conted,yShows
Situatinn Comedy
Westerns 1 ( l)
Suspense-Crime 3 (-:l
Gene.ml Drama* 10 (13)

Situation Comedy Holdove,rs
Situation Comedy 13 (16) ~1 ••0o/a {lg]~1

--~------ -- ---·- ,__ - -- . -- ,_, .,.

5 ( 8) 21.'.8:%l2'0.5W~I
----- ~ -- ---- -"--~- ~--·-------=-

2 ( 6) IE.8:% .C15.7¡~1J
--~-----.-

9 (10)

Westerns
Suspense-Crime
Ge:nerialDrama"

- ----- ---- -- ·-----~--"--•
"Plus adventure

--·~--
Few tv buys for U.S:.adv.,erti.se.rsin 'Mexico origin.ate al·oo:gMa'dJs:on .A·ven1te.
Most of the smart American firms which buy time and prng:ran1san Mexieo's grtJ:-\.\~Ínj:
Telesistema Mexicano-e-such as Ford, General M;otors,,.Coca-Cola~ Co~!lt'(g,.~t"Q,~
have long since learned to ka ve media decisions ~nd tv pmgrarn bu.yin::g·i~·the 'h:t\'.nd~
of focal personnel and agencies..

A leading competitor of Coca-Cola decided, not long ago, to igne>.tesJJCh:adiv·l@~,.
buying an hour-long, U.S.-produced variety-musical show, prod:uc.ei;lan titt.p:é·'.b1· ;a
U.S. network. Mexican tv affiáals warned that it would ll.Qt hepupubrx wíth an;c;li~1a'G~&
in Mexico. They were right; the show flopped,

Telesístema (leading tv power in :Mexico), incíd,etttéllly, uses a tln.,~e;,.¡tfl1Vi1,t;t~~
segment between programs for dtmp•in spots (as many as six or eight):l3.~rtdlil'1(ll.w'
ads on tv are OK, but not befare 9p.m. For a derailed report oil AfeKit::o~s,'t'S'fl.e>:O:J:ll~·
see p.. 44.
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... in the motion oicture
nosiness it's oubliG
acceutance at the nnx
omce that atamos the
true otcturo ot success

18
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~11i1 .1nrges1. nox-utuce-a o o roved
l':I ,í,'\ª 1&11ure urm enterlniume:nt
f:IP :offered hY MOM TBIBViSion

II

1'1-
111·· ··1· I·1 ·rn
II H.r'y EXCI IDO I ms WI
!$195···m.Jllion nox ottice
F:ncord now available to
devision tor tne first time

Big Stars in Box Office
Hits such as

~·in:v,eMa ur Loave Me''
11V,1nga,an~evanef'

1~ 1 ºT~le The ff lD n. B:rouna"
\ M ''l&I AH'd IYOlD;Dfnf'

'''DOThi Town"
ºfh,B UtlfB HUI''

"TbB IUVllihle BOY''
Íl'CP''Y Of rne HDUlB,d''

'"'S'hin on the proven box office
peal ,df the 40, 64 features right
·J~Y,.Individual prices and availabili

,:?S lr!om any MGM Television office

1
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~coMMERCIAL
CRITIQUE

Trends, techniques new
styles in radio/tv
commercials are evaluated
hr inclustr~· leaders

The heart has
BE\ \I>\ \l~
r ico presid ont 011 ·'fw<'ia/ II pro ji'<'/ s
<1/ Cnrdner Ad rcrt isiug • St • Lonls

A s A con C<WYWRITEI1 Iwas taught
to appeal basically to the emo

tions, let reason follow. The heart
decides; the head justifies. This law
hasn't been repealed. Therefore, I
doff my derby to fin~ commercials
created by people who must believe
"the heart has reasons reason knows
not of."

• Lux Soap. Opening video is re
m inclfu I of a Salem puff but the
singing V.O. leads you lovingly to
Lux. The ballad which lwgins "A

<:011/ur ratu merriu] ( l.O[I) 1.u1.~tullor-nuulo
[or th» )11(/,· Gt1rla11t! Slunr, C11m11lof1
\ylo11 spot is "" otu ot ional cl erut or,

reasons
woman's born to softness" makes
you feel as though you art> heing
serenaded. Sales idea: Lux softens
as it cleanses, There's no wash-half
your-Fac« -wíth- this -half-with-that
business. But testers note: what a
woman feels she rarely reveals via
Q and A. This comnrcrctnl has long
life potential. J. \\'alter Thompson,
::\. Y.. is the ngeney.

• Contac. An emotion - charged
series for Judy Garland show. X ever
tho11ght I'd thump this particular
tom-tom for a cold remedy hut one
aims straight at the hearts of all who
low the \\'iza rd of Oz and f udv

BEA ADAUS joined Garchtl'r a5
cop).Writer 19:15, upped to v.p,
1944, 111a~ka hoard member and
creative director 1946, later served
as tv creative director. A pioneer
in use of soelological research for
crontivc advcrfising, she has re
ccivcd more awards and honors
than can be listed here. Among
thenu past president of \\'omr..·n's
Adv. Club of St. Louis; creator of
\\'omen's Gridiron Dinner. now in
2Sth year; past ''·P• of .A.F.A,; won
national award for ht's.f copr \Hit
ten hr a wonrau 194l; won award
for best radio nn>gram for women
1945; named national ad woman of
the year 1950; ehoseu a~ one of 27
women of achiev cuteut by Lffe
I!J5I; named by Fortune one of trn>
:JG American husiucvs women; fir.,t
honorary member anrl prcvident of
St, Louis chapter of Thd11 Sigma
Pi; st•rn·cl as spceia I ad viser to
Scc'v of Labor I!JfiO: Founders l)ny
citation, \\'ashin~.ton tr. 19Gl.

as was and is. Uses scarecrow and
lion puppets .aod plays it c()ól
Voice, an important clemr-n], is tfott.
of Ster Iing "llollowrty~ narrat<n·;
Herbert Duncan, tin man¡ Joseph.
Siker, scarecrow. .
.-\gency: Fuete, Cone & Beldin~.
Creative wizards: \vtiter, Jack.;,,.\~,~~
rctt; agency producer, Stew Gar11cn
prcduetinn, Projects Cnltd. Calif,,

• Cunurlof] Nylnn. For ope1wr~;"
mother tucks kiddies into hunk ln:.dI.,
pnts pnp. announcer says softl;r:,,
"A11's quiet on the carpet front;,'"'
Then ,,·ha1.11!Pianissimo to fortí~.t
simo to show "the carpet beater;$!;'
hard at it. Dramatic demo of '"'h:~¡t
Cnmuloft Nylon can take. And \\'b~:·;
Emotional? Plenty! Via Doyle l)¡\Nt'
Bernbach, Inc. \\.dter, Paula Gt.é'!l''~1.,
Art director, Bob Gage. Tv pf!'l'.'-'
cluccr; Ernest Hartman. Carner;.~,,;
man, Ernest Cupparos at VPl, lnci.,

• J & .J Baby Powder. "A füth>i~
\Vorkl." Pleasing paucity of ~YonJ;s.
Emotional impact supplied (natdl1}'
hy video and bahy soundx. Sou11a:$'
arc best these h<ih}'-lOvin' ears ha~·~
heard. A real cuddler Irnrrr Yo;1.tn;f.l
&: Hulricnrn. \\'riter, .~fary All:e,~.
Hokanson; art director, Sreve Fr;;.nmk-·
fort; agency producer, Chet No":1iFI.

• Purina Dog Chow, Last duB:tID.
fumily-holrl-back rule. This SC'r:i:ie.1!,,
is a dozen tail-·wag:s abc·~1dof n'l1íi'l¡~~:
other dog food tv'ers cntotiooa1'}~:.
Sales idea: So complete, all you 'ff,Q~l
is love. Video makes it beJic,.·•tldl@..
Ilen> is clog O.h,·iously the resultAof
carelc•ss love. Unburdened hy ndl~í;
gn·e, he trots happily atouJl'cl: :~
park, says hello to yom1g lov@r.s,
joins a parade, conres \\"hf'll \\;h~S'•
tied for. Hmy his wet nose iu ebm'\1
bowl all thn>ugh eom1nercinl? M~~
this o nv! \\'hochni.nit? Corn.tit1
writer - so11gster - prtnlueer ~a:e;l
Digby. Carrlner, St. Louis;

• ~k1110 to cli~nts,. ~m11111~ít~i{l1:t
crcntors: L<>\:(' is ü many spfonchrra:nl
thing. If ~·üu <trc.'with i.t, you~ll ·~·,1;:
it into comnwrci:als ,,·itlmut h~:rüf
ol» inus or sticky. And tht't'.!l.'~
make tht•st• llet'thr~ sec!Jüds l't'l~!!t·tí
pnlutuhle, more pot.ent, i'H(>l'(" tl(;'r:·
s11asi\'('. If \'OH do.it't h(•lit'Yk' ít, do.t.£!
do it. Yo.ur nnbéli1•f \Yill ~b~i~
Ihrongh. llut if you are a lreli.e~rq'·t
have thr- lu~m·tto Gght fm'. 1i.~.IH,ieªt\ •
t'n forft·11d our hitching Ht~f~i£>;~:,l\>¡!1!,
11$ lm·t' pecklk1'S \S:.ouhl rtttb:or :ü'~11.
than .swi.t<.'h.(sig.ncd) :J~lzit~fiu·rt1
Bcattico ..,,.



What's big and bright,
has 152 legs,
20 eyes,

never forgets,
and shows-off on television?

'
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Like, what he means is-\VGAR believes
that radio should offer something besides
noise. For people who want to listen, instead
of just hear. Square? Maybe. But we've

And the buyingest. Take our 1963 \'tGA;l!
Trans-Canada Air Lines 11Friendly Tow;rt
promotion. 447 people bought the $47 Q'í'i~

day trip package! TCA was tickled to d~~1el:J,
cornered the listeningest
bunch of listeners in Cleve
land and northeastern Ohio.

But then, wecould h:¡;\N'c. :t:(0~l;c
tlrcrn, lVhen out J.is.t'~I~4r
want to fly, they take 'a llfaH:U~'
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""l Ht 1 1!111/w / 1 /!q1urh, l tu',

"Whíte Tornado" commercials for Ajax APC were a major factor in success of product.

~illion
cleaner market

Tv builds $100
liquid

Four leaders use heavy spot and network tv. Ajax
All-Purpose Cleaner current king with 29º/o share

(
O\ll't-:rn IO'\ in the SlOO million
.rll p11rpo:-.t• c-h-ane-r industry is

hot. To obtain a snhstnuti.rl sh.m
of tlu- market, proclnct cwc11ti\'l'S
must show s¡wccl, sa{!aeit\·, and
m.rrkctinu fortitude. phi:- some real
know-how on t lu- hattldield of tt>k
\ is ion .

.\ltlm11!,!h tht• m.rrkctim; is com
p.ira li'n.'ly yrn ing, two king:-. of th.
imlustrv han· alrl'alh tumbh-cl: flr~t. .
Lt·~toil. .mcl th1·11 \Ir. Clt'all. tht•
latter hacked In· Procu-r ~ C.1mhle.

This month .111 innovation for .11l
p11rpo'!c dt>ancrs-pl.1stic h11tth·"
is sparking rem-wed compc-titiou nn
th1• untion.rl SC"l'lll'. Plastic h.rs lonu
h1·e11 llM'd for eontaincrs. hut not
Ii~major all purpose C'l1·.1111•rentrir-v.
Xow tlm-r- of the º"hiQ [our" i11 tlu
field .ire m.ikinu the switch: :\J.1\

\II Pur po...c Cle.nu-r \ Colg,1t1'). \Ir.
Cle.in ( P~C ), .uul I l.uulv :\rnh
( Le\ vr Ihm ). Lntoil ¡., "t.1~ i11c
w ith .!.!lass.

\II .m- pnt tnu; the iu.uor :-.11.m•
of their ad h11d!_!1·h 111"Pºt .uul m-t
wor], tv, f ro111 <:>~to'º million 1·.ich.

E\cilt'mC"llt in tlu- clo-it-ull liq111d
clt·.111cr hu ..•i1w'' h,1., not du-cl sinc«
l.t•,tnil \\ ,¡,., int roducr-cl v i.i tv 111
l l).)-l. Till' ...tnn of J.1n1h B.mm ,J......
.uid how h1• ~nc.itnlº tlu- 111.1rlt t
tlirrn1gl1 po\\ crf11l tv t.ut ic:... ¡..., '' 1·1l
k11em 11. In fin· \ t•.1r'. B.inl\\ ,).;.\ 111·
crr.1\1·d Lt·,toil°'> h11,i1w'' 60.6677.
from ,,1In of l."j{l,000 lintt le-. Iii 19.).3
tn IOO million i11 llJ.)\. 11,inl.! onlv
"Pºt t\. Tl11· \ nl1111w nf h11,ÍIH'"
appro.u lwd th.it pf Tide.
The 'tTnml mir.u le ...tun l .nnc

l.ist Juh \\ hen Col!.!.1te. \\ lnch h,«l



~:;;¿·____ 1,' . ·' ,., /•. - •••,, -- - ·-~ ~
Robert l'o11nµ-,Jr. (seat,•<l), r.p., general. manager of Colgate's lfonseholil Pr~anrrs Dir.;
}o/¡11 Grimm. r.tt., are sluncn sales grout]¡ nf Ainx by U''i(lim11 Sch11111l,product manuger

already foiled with one all-purpose
cleaner - Ccnic=-surpasscd all the
other established cleaners with Ajax
APC in only nine months. An effoe
tivc $-!-million tv campaign huilt
around a "White Tornado," through
Norrnnn, Craig & Kummel, is given
much of the credit.

Ajax now holds some 29% of the
market, compared with t-.lr. Clean,
:23%; Lestoil, 11%;and Handv Andv,. .
slightly under 10%. The other near
:2.5% of the market is held by region
al brands such as Tcxize in the
South, Fels in the Midwest, and
various supermarket brands.

The coup by Ajax APC is a real
success story, not only because Ajax
captured the market so quickly, hut
also because Colgate had already
failed with one entry and looked
pretty much out of the picture. In
addition, a Colgate win over any
established and successful product
of P&G's is something to note. P&G
is fi\'e times larger in overall sales
and spends twice the advertising
dollars.

T/"> ,·om¡u•titio11's 11tulmlit•s

It has he cm suggested that one
reason P&C's Mr. Clean (Tatham
Laird, Chicago) lost sales nation
ally to oncoming Ajax is "tired
blond." Since }9.58 P&G has hoen
promoting a manly helper around
the house with a hig chest, small
waist, and a ring in eme ear. The
image has hr-en dominant in most
of Iv spots-which have been [re
qur-ut. 111 the last thr<'c years ~Ir.
Clean has spellt $.S. $6.:2. and $5
million (gross time ) in tv . Althougli
n•ry sucecssfu l in the e•Hly years

the image may have passed its
prime or "selling" life. There is
little that can be done uhout it,
however, as the product and the
image are inseparable. ( P&G, which
is always looking to new products,
may have found the answer. It is
test-marketing a new green umoni
ated all purpose cleaner in Grand
Hapids.)
To avoid a similar problem, Ajax

product manager \V. C. Schmal
made sure that APC is not called
\Vhite Tornado on the package. A
picture of a white tornado is shown,
along with the theme "Ajax cleans
like a white tornado," hut bnth are
secondary to the name Ajax. In this
way the white tornado idea can he
dropped in: the Futuro to make W<1y
for a new and fresh image earn
paign.

Handv Andv udvertised throuuh"' ..' . . b

J. \\'alter Thompson. has abo had
dífficulties. First, it never was as
successful as ,\Ir. CleM1. Seccmd,
the introduction of its urrrmonia
lmscd product in 1961 was not an
overall company success, Currently,
sales of both the Colden and the
.unmonia APC's are' 110t up to the
previous sales of Cok1Pt1 alone, ac
cording to om' ind usll'y source.

Lever's ammonia cleaner was
rushed to the market to bent out
Colgate's entrv of Ajax. unruher am
umniatcel APC. Both hit the shch\~s
in tin' s.nue month, \\'hc·.reas Li-ver
used 60-~wcond spots tn push both
.\PC's - tlH· nruruoniutcd and the
uou-annnouian-s] - Cp]ga!<• used
their full mmun-s to stroncJ> intro
cl11ce Ajax APC.

Lestoi], the wünder ()t the tn'.i\~t"'
1950s, has had the p.robl@:mof nn\'f.. ¡:
ketiu g. and the disadvantage nfhci'.rr~
a smaller company .. Last yc-.;.11' LE~~
toil attemptc·cl fü g() üatiomil, l~tf.L
r-onld, not cnJh.f)(.'tc vdth the gj~111t~~
Loss.t·s fm: the rear w.crc $450,,0-~~~~
'.\ow Lestnil h~h"decided tu stid'l1tti'
its own backyard-?\e\V' Engü1n.(i.,.,_
where ít holds first place ..About ii~.,
million is going into ackertisin.~o:~If:¡¡~•
year, almost all in spot tv, •!:~

\Vh(_•na wonp headed by Dau:t~~
E. Llognn, Jr. bnngbt Adell Chenri·
cul Co. (now Lestoil Prodtmts, lu
from founder Jfaro\vskv in 1960,.
a priee C'stimated .bc>t~\·cen $6 g\if:)'é:I'"
$12 million, the liquid deterg~íl~
maker was .riding the crest of a .Stll~~
curve that skyrocketed fo Q.j milli~ll
írrlnrlf a decade.

fo the 1,e,gitui·h1~{!
Baro,,·sky- startod his c01n.pat~~¡,Jrr:

1933 as a maker of industrial liq.a¡i;C
detergents. As hüt' as 1953, sa:~
were only $183,000, none at tln
retail level. No hig ccnnpany ~~in:

then prndueing heavy-duty liqX.!:lt
detergents. •1"

It was in 1954 that Bürd\'l'sk\' if~·
eided to try spot tv, Uc felt £t;.a£·i
he eoncerrtrated his limited :AJ::

funds in bargain-priced f\' spot~: fr
a single market at a +ime, he ~tll
make as hig u splash ns the 1i
soap companies were tloin~ a.t
national level, His str<ltcgy W~t:S·t!g
l ) purclrase daytinie and late ~~ltl
ning spot tv only, 2.) pureh~iste ra1l
the stations in a market, 3) w·.u:I"
chase at least 30 spots n wt•i•lif ~;f
each station for a full ye•)J'. ;:\;ó ..~f:J:11@
media or nnv merchn11disit1g l!ll~~
rial. such as li1arkdowns, (~ltlf)ltl:l~l'
or samples ,,·pre> ust'tl. ·

Batm,·skr demonstrated sp:r~M~i~'
abilitv to forne distribution b\' '.tl'.'i'!r
ereatÍng consumct' dc1nüJ1d, lr
1U5SLestoil \VHS the J;n·gs.'st {l;j1;\~l
product ;1elvertbt't on tv,

Always lforov.r$ky cnten•d :cn~l
one n1<lrkt•tiuQ territory at R d1lm;f
digesting it co~npll:.'tt:'ly·bt>fatrc> l~~:t11di
ing on tn till' ne"'l.

Sales zncHnc>d Iroru $5f}0.U(JID 1.
W35 to $1,650,f)(lO in '56. $'7,:.!2QJC!l
in ·.s7. to $20 million In '5:.S,:.Mm l
S2-L5 million in 19.SH.

IA'stoil's spnt fr ln.rclg.ct \Y<\fí i~J~1
galloping, from $40.()(.)0:in ·~·l,.e
$130.000 in '55, to ~5fr5,;00.Ci) it1 ~
and $-1.3$milliou ítl '57.



Ll'sl.uil \\.t.., c-hippiiu; nH t lu- 111.1r
k.eti.; ol v.uiou-. •..p1vi.di11•d dc.1111·r..,
fqr Iloor v. w.ill-« a11t11•..• tile, '1·rn·
tlhlll hli11d-;, 1·11.111wl,ch1tl11•, dt·. a11d
t'l1".iii11~ .1 iu-w m.ukc-t . (Tod,1~
1Jho11t 7.) !ti :-in', 11f .rll .\11lt'ric.m
l11m..,1·l1old, 11.,1•;111.rll p11rp11...i•liq11id
dv.nwr.)

II

ftt;i li"r tli P µ ian Is
Tln- \IHTt'\S 11f Le-st oil stirrt-cl tlH'

thnrl' gi:111t "soap, rs" to tr-st-mar
L,('( compl'li11g prodtH'h i11 HJ.)~.
The11 l ,« •..toil triph«] ih spl'11di11~ to
)'1:2.:lt 111illi1111( gro ••s t ime ) in ',)S
,nnl $17.6 million for .;pn! t v in '.)!J
-Hhn11l [unr tinu-s as 11111d1as :\j;I\,
rn1" no. I i11 tlu- 11.1tio11."IH·nds for
.i~1oh:1-rtisim; 011 t' . ( '<111 ': Bec:111" ·
(ifln·a\·~ purchascx. Lest oil n•t·1·in·d
snh..,t.111ti.d time discount x, Tlu- IH3~J
11:i:·tfi~urc l1as h1•1•11 l'stimati·d at
;ihont $10.;) uullion.)

P&C. Lever Bros .. ami Col!.!al!'
de1'i'2;1wd Il.u-ir stratcl.!\' more or less'.
nu llu- id1-.1 th,¡t Lvstoil "·as 1•st:1h-
Hshcd in tin· East.'º" h~·1101altat·l-.
..fiWllll thl' \\"1•..,1. t l·:ad1 had dmu-
11;((Jfne t~·s(-111.1rkt'li111~i11 tlu- East.
'11n~'"'·¡_-r. )
Ii .Tltt·~ .rll t·.11111·0111 at rn1n' i11
C~üifor11i.1. Colgatl;S original t•11lr)
''(;'¡•nit•, '' ;1' first into S.111Fr.uuisco.
l'l'j~t·111011111.il1cad of I landy Andy
.rl'ül l\\U mouths ;tl11•ad ol ~Ir. Ch-un.
In Los .\11g1·11·s Ct>n ie "as Illu
morríh ahend of ~Ir. Clean and ar
rh'rd on the •...1111!'d.iv as I lundv

' . .
.'\nd~.Tv v icwi-rs were flooded" it Ii
,¡J.J pur¡wse <'lt«111t•radn•rtisirn.~. Tln
icJ((•.1of 11si111.!Les toil's hl•a\ ~ spot l'
h1rrn11l.1 ".1-; .uloptcd by all in vari-
,1:1.H's cl1'.grt'.t'S.

l'lit• <·1.mf11,i1111".1s gn·al. Col gait'
:d.Jiml'd t h.rt Ct uic liad tukrn tlu:
~1~wtling positin11 u11ly f¡, t' months
,.1fi('1'r its i11lr11d11dio11 in \\"l's! Coast
1n\Jlrkt't. It vt>ry soon droppvd to
ls11t.

\'\ h1111 t lu: smok« dr.trl'd, tln
sh¡.¡rr nf market (a.I t hi' l'lld of ·3~ I
'~~f<l'!>Lest.nil 7S.fl",; I Ja11<h .\rnh
llli.:'.t • Tni1I' ( i11 tlw Srn1th.). 3.:2' 1.;
''"· Cle•rn 1.!r,.C1·11i1-.1.5' r , lnduv
ry -.u11n·ei.;l'o,1~ that Pl\C spcut $}.)
nill lrn1 on tIu- int rod 11ct ion of \Ir.
'Ttilin1.By tht' l'nd of'.)~) Vl r. Clt•;111
,1;,;~l'l,Jtmt in the lead with .1 11.r,
lr~~.reof nrarket.
ée1\Ít• did h.n t' l rarlcmurk di 1-

t:t"nhitc'~.hut it ¡,., gc11l'ralh admitted
I.Ml: thl' pro<hwt "·'s ·! f.1il11n· he
\rfliill'the .Jpg;1l problems ht•t·~tnlt' ,1

:~~'!Mr.(Jay S. Conlcv, a ''"l'"l coast

big four In APC's

AJAX ALL PURPOSE CLEANER
( 011.\ll l'\1\11111\i

l/1/11111¡:/r lpn "''' /11,t u/ lur u« 1·111r1•·• 111 /,,.

111tr11tf11.-,.¡/ II i« /IY•I 11/11•11 II 1 onu-» 111 vil»:«,

l.11rr1•111/, ¡,,,..¡,,.,¡ /" 'I ,,.,11,..,,111 11./1 •·rt1•111¡¡,

11rotl111·t /r11/d, :.!'I', ,/111f1• 11/ 11111r/,, t. ( "11/1 .,, ,.,

/','\.·(;', 1n·l/.,.,,,,¡,¡,,¡,1·1I vt «. ( 11·1111,.,,,¡, «n]» 11111•·

11111111/1,./(1·<1"111' f11r ,,,1 n·" 11r1• ~···11•·r1ilh

11ttnl11111•tl to 1/11• •tr111111 rt•¡111111t11111111 IJtn

t·/1•1111\l'T 1111.f 1111•11111r'1/t/1•II f tllllfllll/,/11 t/11· II f11t1•

t11r11ml11. 111•·111' \11r1111111, ( r11111 ,\; h 11111m1•/,

\ 1··1 ) url,

MR. CLEAN
1'11oc1I II ~ ( .\ \I /I I I

\Ir. f:/,.,111. luu J..-1·.t I" 1[111111"""'f"'r l'&t,.
II~/.\ /.-i111l 11/ 111/ flllfflll\1' 1 /1°'1IBl'f 11111rf.,·t f11r Ill 11

, rur « f ¡11.i11.'1¡/ J l11·f,,,,. lj11, t oo]: "' rr, l 'rnd u, I

1111n /11• jmli1111 !11•1·1111.H'11/ 111rr-usi-il 111111¡.:r.

but l'&·G i.« .•till 1er v 11111,./1 i11 1/11•/1¡:/11. It 11'''

/int 11} 1/11• lii11 J1111r /11 t rv p/,,,,;,. lurttl»:«.
C11111111111\is t•''l-11111rl-.·i11¡z 11 111·11 11r-·1·11

nm mun une-d 111/-flllf/lll.\f' rlrun or ill

f;,,,,,,¡ U11,,i1/... Ill''"'': T11tl111111-lntr d, ( l1in1i:"

LESTOIL
Li·...•011. Pm11wc i -. l-«

(".,,,,.,.¡, ,.,¡ I" ,.,,,,,,11u•1111< }11.-.i/1 ll ar o u sl,» 111

/11.H. l.rvt oi! 1n1< m fint <lau 111 t11l,1· lurh]: \ «t
1111til /9.i I 11•lw11 11 1n1.• ,,,,.,¡ di«! 1/11' ¡1r111/11n

n1td1 /Írf'. lh fl11mlini: 11111rl-.·,.¡, 11itli 'I'"' 11 •11/,.,

j111111wd l1l•,/111~r; 111oul v /Í11• v onr v, 11/1 l'rtl.,11111

••i111·11tli11rr,., .,/,o •1111rt•d 111 111c r 'I'! 11111111111.

(."11111/11111\c oul»! n ot l"lllllfH'ft• II it/1 /','\, f;. /.1 I or

11111/C11li:11tr. 1111111•1rr, l » <t ai! 111111/111/,/, 11 «n],

tlurd ,,¡,,,.,. wit/a l l ", vhar r .

l¡:r11n: 1"111l1•r & '111itl1 .\ U11-.. \,.11 l ar],

HANDY ANDY
L~,~11 B1111111t11"

l lon.l» -Im/, 1111• 1i/11'"' ,¡,,,,,. u ell , 11111 ,,,.,,.,

•¡1t•1·t1.t·11/trrh. \ 1111¡irotl111·1 1111.•11/111111fil

,/inn· 11/ m ar k ot , I ,-.,111¡1·11111111pr od u¡ t 111 1/1,

uri einnl r;,,¡,¡,.,, 111/ ,,,,,.,,,,,,. '/1· in» r "'" 1.r••11a/11
""' i11 /111,f. 111111111111111111• 1/11· '"'" an el» ..
t njort111111t1•l\ II'" 11n1111011111-ltt1.,·t! pr11t/1" t
""' inrroduced 1/1,• "1111<' montli ntul "', r,
,¡,,,,¡,..,-..,¡ l.c« ,.,., tt•r. -.,,¡,., "' lmt/1 pr111l11.-t•

"" rr¡mrtr1//\ /11•/111·1orr1:11111l ..,,¡,., 11/ th» au »
¡1r111/1111. l1<1·11n. }. II al t er Tlr11m¡1"'"· \,.1, ) ,.,J..



paint company, claimed that Col
g<1te's Cc·nie was a steal of Conley's
jevnie.)

Colgate clroppecl Genie in Hl69
and did not conu- out with Ajax
A PC for two years.

Lest oil begin» to u-aue

In tlu- 111c<111time,Lcstoil sales lev
eled oíl d 11e to the pressure from
I Iandy Audy and Mr; Clean which
were both nationally distrihutcd by
the end of '.59. It was the next year
Ihut Hogan took over Lestoíl,

Hogan made changes. The com
pany was given a new name. It went
public. One million dollars was
spent i11 buying new equipment and
new personnel were brought in.
New managers slashed ad expendí
luros at the n·ry time new Lcstoil
products \\'eré being introduced.
I logan flatly refuse's to comment on
reports that he imposed a 2.5%~of-

';.;:

sales ceiling ou advertising, h\1t 6-
nancíal soi.rrces< srw tha't <í1)lV .$6mil
lion or less ·'>V<1S ¡¡p~nt fut ,t.cl~1crtisfng;
i11 1~)(31,\'\'ith Ltrntoil Sparkle Sc(!nf
and Instant Spray SJntch fresh on
the market and the c.ill-1rntpüsé
cleaner Jightiv~ hürd qgni11sf ll~fndy
Andy and :\fr, Clean,
\\'hen Lesfo'il- made; its attempt

to go ~ational last year tele,.visím)
was again the chief adveJ'tisiu.g \'.C
hide. This time, h<lWC\'er, the' strut
e~y 'vas drastically cliffercnt"--'(>111~
plrasis was now on network tv,
Commercials were bought on Dr.
Kildare and Acl,oent urns iíl Potodis'f!.
Lestoil inv~1ded all 22 \Vester11
states at once. Bül"()\\'sky's rule of
invading markets one at a time was
out.

In 1961, Leston sales rlropped t:u
$20 million due to heavy cpJ11p~·U
tion entering its i1i~nkcts. It still
earned over $1,1 J11fllim1, however.
In 1962, after spreading its de-

Brand

Gross time billings
Spot tv 1962 Spot tv 1961.

Ajax APC

Handy Andy

Lestoil

Mr. Clean
-- -- --------

Texize

Brand

$ 30,%.0$1,880,440
1,526,990 953,980

-- ----- ------
7.39,100 2,825,070

2,51.5.,260 3:}11,830
------·-

784,020

Network tv 1962 Network. tv 1961

$1,305,015 $ 1[5,560
1,4'38',150

Ajax APC

Handy Andy
----- ---------
Lestoil

Mr. Clean

Texize

Brand
Spot tv

l st 6 mo. '63
Network tv
tst 8 m.o. '63

Ajax APC

Handy Andy

Lest oil

Mr. Clean

Texize

l,280,953
1,265,129
1,867,123

75,183
2,34Z,161

$ 727,940
693,590

$1,350,900
473,400

307,530
1,241,130
763,.430

985,900
43,7.ÓO

S11L·m 1-:s: Spot-'1\ B-Hor;tliangh-.'(cticprk-TrH/l,NA-H;\H
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..,

cr~u.s,e.d.~1dh~1dgc.toVeI"tile natü:x1;i,~Ii
mn:rkcet, sate.s dm11pe.d to ~USn~r.~..,
lion and the omn1)any ended up tnim"
the. red, ·',
The success of Ajax APC over ;atU:

the l)fg established l?rands is ~.l,\th!t.,,-'
hittable not lmly to p:roblern:s ,~
eompetítots h:ut to advantages o·£lí.~
own: I) the mrme Aia~ is ""'ert.
known thn>n~lH1utthé cmmtty &:lúf§
th _the Sü<:ees~~of the cle~'lns~ri If~
liltle kst•marketh1g w.as neees.!l~t.it~',,,
clue ht the lessons lc>a.rned :frt1~1,
Genie and estahlíshed eon1p!l'ttfÍxr<@
prnduets; 3) the coxnpan~':<::ot.Üd~r,fi._,
ford to ju1.ílp: ln:w nafü1üal clistlfí1,~:ti\"
Hon w:ilh. fa.e¡\''Y t.v .s·clJe.'dnle!i,.·f·~;
it manttg~d tnIüt upan a;n extre1 ·
mernor~ and. '<iffo.cth·ea:d\'rer;
ing ídea-the \Nhítc t;m'nado.

The ''··hite tomado ca1.n17~ük~!J
tv has certainly bee.ti.a rock.et btlos;tr

- <-'i' for Ai.ax. The 1::.a1n.n~ü.g.nts so tS:Jt1il;i
eessfül _people h;1v.e ealled the ..11r1:>'.f~
uet \Vbitc Tornado i211steud of A]:a~

\N'he11 the :ccmfusin11. lT.<!'enm11¡:cl!11l~
vious .(perhaps sJnne sh<"'11p:ersd:tf!..di
buy a:nything beeause the~"cót1J:~:t1~;i
find \\Thite T0Fr1;1do) tb..e :lcg.~tí:"~'
partmcnt at Colg~1.fot0~:>:kfaU\J\elll
ate steps to 1trndt>m,aik the nfü:t

Under tbe tr.aclenrnrk la\'\rs Gol*~·'
nn:1st actually s.ell á-.Pródtict h11~t1L
\Yhite Tornado w J1tot~{,~t'tlte' I~1~t1fc
Thus;, ;\ lii.nited num'l1e.r.qt •tU~1~1J1:i:
posé líqoid dle~.ttterbrrttl~,s
name of \\.Tb ífe Tornado: m2tu<e
an the shelves Jn varÍXJrtsi.rná'f~~t
The white tun1a:cl.t1i'd.ea\'MaS!

in Fhibld.elt'llíiá. ~Vithlí1Ui~t~1·
üw11ths· Aí~1~w~1sthe l~~d~rü;t ~l~
1fü11·ket, N'<Hunt.Jl:vü ~~··tr:s.ch:~s~:i:1ñ
snpport the 11nH¿~t;rt1lla:uneh:.in~..

Th(.' fout¡1£y elrü1¢11t í1J th~~&\fl1'fitr1
tütll<iélü thet.tt(C'.i:s '11.t~:s~etíou~L~··~£.11X:i:

rnon ~1n~nngsn~1pEJ1~1clcn:•ts. ~Í~
Colgate':s and P&G's he<t~ily
v.ert:ist>dImnnls 1~elyú11 its· -~~~xl~~
~Ir .. Cle~iu, JJ:a¡¡.Ji,Jri>t, C]1~_\ft".),\ ~:l1tt1
hPC. r\llilx Clc:~.r11,$;e1,,l\.ntif1tR)., ;(l;i;
~Jl!C'ilé\' (•~C:rQt;tfl'\:@ SlJJtf1'•1J.®t'S t:J~~·'!<-.-:"' •... ' -, ,-, '·•' _, --- ",. __ .• .. ._,,~;:,-~.

clcnnit1g is a:n. tmpl(!~acl;~l;l)f'Í'tl~~l;t)1
the fal1tas~:helps: h:riü.g fhe' su:I:oc}~~
into :a n1ttre J:llens~ur:t ~1üc:lttü:i:l"~t
tiYQ ~'Mttdd.'l1JC~'al!\O ('~)''i)m<!"lt~
.¡vtteut'ion ~md ~b~·tt<"'í'tzyt'e>p:fjn.u.

~:k1jm·sueeess sfdr~·:of t.be :f~IIJ~5
,sonp i.udusitry is th!}.·,~thJ.t(¿I t~I'füt~:eb.
"Hc'g.atÜles>s<Q:f(líJl"· ~Y\'IJ'l''~~,!1:t:~~m.e:.©~
\y.fth Aj,,J¿x,.·· Ct.1J1~~1:t;~~:S1~e:b1~~
"th~r.r~'lf0n:l'\x~:x)~'.lii!u ~.rt"!'tlfd~iílll íl11~
S··111·'.l V11·1r ,..,,..if;t.·1···1'·.r·ft,~re'1i;tJ 'S'E;~tftd.8el,
;,-. ••• ,\:::-• •01.~.-·.: :};;¿c._... , "'·"'--X;\-Át·.··. ~<--: •. l .... ·~~"-'··__,

in this bnS:,(fi~·,~&," if:

·''.~·

SPOffSUR/25 ~o,..~,c~w:i:.R



ñJ!l'•WBHM·TV to the people of Chicago: a gala television prermere of a recent Hollywood blockbuster, celebratrng the
U1:anJ1iversary(on November 29) of Chicago's favorite late evening entertainment, The Late Show. Since opening
hiflen years a,go,TJieJat_e~Sjl_ophas been a showcase for the finest feature films in Chicago televrsron. And the
,~t,isyetto come. "From Here to Eternity," "On the Waterfront," "The Eddy Duchin Story," "Dark at the Top of the Stairs,"

'S: f;'elace," "The FB.1 Story" and dozens more nrst-run-on-televrsron hits assure long life and prosperity tor movies on
m:ro.el2. :::~\-::For The Late Show fans - audiences and advertisers alike the future promises many happy returns 1

Birthday Present

~

' .i:'']. - .~ - ' ...(,• '
~.f ~L '

~JJ..l'..·')'\

css OWNEDWBB~HV.CHANNEI. 2,CHICAGO. REPRESENTED !3VCBS TELEYfSIC>NSTATIONS NATION~L SA·LES



Leonard 11. /,<1vi11 $eymour Banls«

Rising Iv rates attack,ed
by Alber·to-Culver's Lavin
Leo Burnett's Seymour Banks calls for autornajíon of
spot availability information at TvB annual meeting

( 111c,\co--Strong criticism of tele
vision rate increases, and a call

for better research and spot avail
ability information were voiced
here last week to television broad
casters attending the annual meet
ing of the Television Hureun of
Advertising.

Allicrto-Cu Iver president Leon
arel H. Lavin, while noting his com
puny's growth and its debt to tele
vision, said rising rates me slowing
down advertisers. "\Ye advertisers
have just so much money to spend
on advertising and no more. \\'e
obtain this money from sales. \\\'
obtain the sales from advertising
... More advertising, more sales.
But if you force ns to cut down on
udvertisiug, yon affect our sales.
Next time aro uiul, Wt' Irave less
money to spend on advertising ...

"I presume station owners uncl
managers au• searching for the
golden mean. That is, how much
money can you cltargt' tlu- adver
tiser before> you clrive him crazy.
l s11,12;gestyou 're com io.g prctt y dose
to that point with a lot of yom eux
tomers right now. To he frank with
you, gPntl<'men, I think vou'n- get
tin,c; greedy. And I don't think this
is smart. I don't think it's smnrt for
you, and I don't think it's smart for
ÍIH' country."

28

Leo Burnett's vice president,
Seymour Banks, saíd tv spots are
the most fragile and delicate of üll
cormnoclttics people huy and sell.
"They exist only for spccifiecl frag
ments of time." Banks urged an
automation of av;1ilahility informa
tion, saying, "the instQJ1tn11coü$of
fering of iu c e trt or-i cs of spots
throughout the co1111try to those
agem·ies ahle tu maintain such a
console systenr wonlxl he ndvnnta
gcous to the sellers because it
would give' them n chance to sell
out their entire spot inventory
constantly,"
\\'hat about station reprcsentn

tives? Banks ask1c·tl."Docs this n.1é<ü1
we art' doing 11\\'<l)' with i11di\fd11al
st a tion rc>pn•st'11t<1t Í\'t'S 01· station
rr-prcsentutivc firms? Decidc,l!y not.

"I think yon 'll see station r1·p1T"
sentatin's. expand their l<i('l'.YÍ!:'.(:'s
even more by being able to spt.·11d
more time with huvcrx hancllíng in-....... .,' ' '- .,

t crpretetion of í'<itl~ cards, cmmsel
ling the lnrycr on plans, and servir·
ing the orders."

Ifonks also s:<1kl'\¡wt telt>Yis.imiis
one gt•nt·n1t ion bd1ü1d otlwl' rna jot
mecha in enitcc•rníng itsdf \x.·ith tlw
markc.·ting signifh:.·nuee of its nndi
cncc, Tv has he1·.n so hüsy rnotluc
ing r;\ting points that <1lt('Otrou
s01•1ns to h;n:c' h1;'en íaktm <nv.n.·

I

~ro·n··J.·.·.··.t.he.f~et :th.at··.·.ª.··.·.. d'..Je1·t.i:ser.·s. 1a.:t..~ 11~ril~~~estetl rn r1:1arkets. .. •. j

Im not calhng .for rrn overi)1~b:f'
revolú tion. in. research t:echnolrx!tJI•,I l
All I'm a.skiug for is the a'.daptio11 II
hy the industry o.f the t)rmdpJe ~,£'11
meastiring its antlfooee both 1i1i

.
ter.ms º.f.]· 1.<...ni se hol..tl....s..ª.n.ilin. d.' i.'.·i·cl·1·.1···.··.;·a.J~.;,·~.Ius wel l us in terms ~f dei~ograp~n~ I.
breakdowns .. , . \.\hat Im ealhn~
for is ;.1 ·shift in etnphnsis a..ud :0:£
dollars rather than asking for ~
greatly enlarged budget"

Lavin also told TvB men1be.r;~II~
that rates for spot aünouneertr.enflti
have been increasing stendHy.. '1.{];11
the other hand, rate proteeti,<l~
períod has dwindled from
nicmths to three nmnths in mcrst
coses! only two nl<mths in others1
\vit.h n ..f. ··.e···'...'.' ~ÜHfonsf,tt<lnting as lhtl,é:'llJ.1
as 30 davs. I

The~· ilherto - .Cuher prcsí·CJ,~tte
cited rate in.er.eases .this fall .ofHJ~
in better time periods• b1 A:tlatl:h&i;
and Detroit; of l.5% lu Dallas ~¡;td,
Srm Francisco; of 15 to 2'3% <lÍ@:

Nev•·Orleans and Philnch~lpl1i;l,aacl
of 20 to 25% in Buffo!o, Cleveland.
Columhu», Hartford, lndianá1.,,ciU'.s.
nnd other cities.

At the T,,B, session, t.he b11;fre;.~1~1
also unveih;-d tts 11ew pn?$.et;tt.~ff.í;g:I1'
"J·J . ., }) ·'·'·] . ·1· . . .•. ·1· . . . ~eart ."eat, \v: ne .1 was s.10i:\x;n• "'Q
some 1,000 nd'.'<?rViser-.a~.en~):
guests, and Iinrenu members ·~~€
spo.:-rs.oü, 18 No,·:emher). EJ:r&é.~
11C'-"-'. TvB elia:irtn•<'l'nfor a onc~¥£{t:~t
term was C. Céorgé IIeüd.ctiS~iJ~~
\YSOC-T\r, Cbt1:rlo.ttc, N. e, 1~.m¡:.:
ccedírí'.g .Ctndon Crn~rof ~~1K'T~~.
Utica, N. Y, Jack T.ipton of .~ug..
TV was reelt~eted secrehrr~·, '\Yi'llll~
Frnnk Hc.a1Ucy of H-1~ \~'aSiüil11~~
treasurer; sne ..c.eedú1g:Hc1J·!:lets~n·,
Ne''' ht1I'c~1(1 honrd m1e;11thf;':r~

dectcd W:()lr.e:Geai:g:c.·.··· t\. K@~11ltet
, _. - - ···!,:'

of. VtFIL~Tv,
1Pl1i1<1tleíp;hi<1;lf~~vard Stalnaker, \:\.,;O\r ~Tli',,.01n:~1lti.:J

H. P. Lasker, Cro,'\ílt~')'Hro:a.densH~g
\Villia.m B.. BI'<1!7-zíL ~l:'T\TT•.~1£f1il);tiJP
n.11d JoscJ.~hPi Doo~hcrw:-x~'J:i.ltl
TV, l'1·ovfolt•11¢.c.Tht"r snc.c~t'd ~il
the hó;u·dRiídn:.t1·d ¡~.í3owi. \\:Jl~5
T'\!, C0,hrn1h1rs, Oí'1itJ¡ l1tm L..'&:~¡;r,
1:iey, Ccrrintbi,;m ''Bn1ntle<JsJiI.11.~;:'GI~~~
11.• ;}5 foCoTln:n!.!;h. \\·GAL-Tl~. '.UIO
cas.tc*I·:.J. olnr T. :\Jur11hv. Oiin;~lir~¡¡ .. . .... e.·.¡,;··· - .. ;¡

Brnad.cct::.\t:üt~.ern)' will s:éf\?[' ilT
a1:.hlltio11~)l,·~>~JI'<ls fnf1:I1rt·~l,rnir1;¡1a:n
sJ1~e.t'cÚlh1g A. Louis He.ad' ~;
\\·n.SLT-T''', ~e,x.· Orletu1~, ~~h:t
stff\'t•'d in the e~-flEHcio:C:<11n.tch~· t:far
past year.

SP.0N:S!HV25



ADVERTISERS

''Are still using •• •you ,,
CBristol·Myers inadvertently launched Kid Products, Inc. as tv rival

f11.,/1iml('t! lutir tnuir?"
<:11,,,, \1\-..1111: "\\h111 arr 1¡011
/11/ki11!.!, oh1111l, yn1111i:, li11¡11·f 11/-1''

J..:111: "\\·¡,y don't !Iº" In¡'( :ri·a,!¡'
/\.id S111ff.,;"

A 1 ''" 1111 1111 tlH' Bn.,1111 \h 1·r-.
\'it.di-. I\ l'llllllllCT('i;rl v. tlii-. t..«>111·

uwrl'ial ..•torvlin« i-; fm n-ul: it\ rnw
uf thn·c• !l'lt•\·isio11 spots sdwd11!t'd
lo ltit 1·\·t·r~ m.rjor 111;11!...d in t lu
l111ikd St.rlt'' in t•ad~ Dt•t·c111l1cr.

1 l>1rrn11· Tiii\. \ l\.11rot1· C:t11111!
.\lostrr i~ d1·1111111.\//'11li11!.!, lo 11
;~(ti/ I/' II !J 1111ii/' I ' //II' I/ rt Of ('I'll l 'h j //!!.,
fl lwa ni i11 ltu If ,,.ii Ii I¡,,. I'd !.!,1' of I¡,,.
fw11d. Tlu: kurat«: lio¡w/11/ l rirv lo
.d11plin1/1· tlu: !!,/'1111t! 11111.\fl'r°s [rut,
J~</tf f/11' !JOllll!.!, kit/ \lll'C1'1'i/.\ 1111/y ill

!;;dfi1u..: 11 .-.u·iftlu-'llrdli11!.!. li11111/ /or
' ,/;i.%'. df nrl s.

.\'vil' t/11· ,·,·n11· \ll itrlu-, lo 1111'
1 lnrk1•r room.

Kw: ", \n· 1¡1111 still 11,i11!.!, t/1111 old-

"if,·;.·r:·1•rrs\ ··Kid Stull i< aimed •II .11·11nmHr:/..1·1, nml trudr« '"' 11ri.:1• 111

r1~fo·Ii1~i1íric,..:1rur reut bie-time ,,,¡ ram pm zn» u/ I italis,
'\;f:r.~,./hmm¡ Nirrg, 1ri/1• d/ C/tin1.c11111t11rní·~ 11·/111¡,,.¡,.,.,¡ l1m111 Ir
('/J'é rtfü(• prmluct, is an i>vn1ti1,. nf f/,,1/clirur firm, arul
'hrli.~hr.f¡,.•d 11/irn 111/n1mp•1i¡rn in 11 rorlin

II' .11..,np.1rl uf .1 l1rn.1dt.1't li11d
~I'! i11 1•\n '' ol ':>:200,000 lo l1q• '!Wilt
¡,, k nl :-it11Il l'iodm 1v. Im ( 1111 .1
~o .. 1 c·o111p.111\ \\ 1111 It li.r-, p.11 l.1\ c·d
"v.nim; lor kid," irtltl .i ( ºnul. rdl.1
\UCl't'"' !<.Ion.

H.ulio. '' lrit Ir 11.i' .i •.•liulrt 1·1h.~1·
II\ r-r tdc•\ iviun i11 Kid '-it11ff\ l111w
lim i11~ pl.111,, ",1, .rctu.rllv t ln- i111
t i.d la1111d1i11~ p.111 fur .. '( ;n·.1-.\' K« l

~trrfí."
It .rll lwt!.111 i11 Juh. ltHi2 w ln»



ADVERTISERS

two college kids, Larry Frohman,
22, and Bill Cole, 21, of Miami
Beach, saw the Vitalis locker-room
commercial featuring the line: "Are
you still using cte. etc.?"

Their reaction was: (1) not all
kids can, or even want to he ath
letes, and, ( 2) why knock greasy
kid stuff?

The two boys decided to fight
back against the Vitnlís cornmer
eíal in particular, and what they
considered to be big-time adver
tising in general.

Investing $50 each, they put to
gethcr water, mothylccllulosc and
China bucldha incense, mixed it
with an eggbeater in a big tin can,

and fiUcd, capped and labelled,
bottles of "Greasy Kid Stu[."

Radio station \VFUNl iU 1'fi~J1tli
Beach agreed to announce the bo~rs'
offer of a free/bottle of Greasv Eid.
Stüff to the fitst 250 kids to ·wrít~
in. 111e sfotion was inundated '!i};itli
mail.

Loaded with letters, young pro:.
,. -;'· -_,_;;¡;_:r • ·,;:. -~ '¡::

The J'italis 11.~t'of tho term "grl'<tsy kid st11U" is helping sales of 11ero Greasy Kid· StuU product, everi thou~h com parisun is in\·idi'f>U~

Prepare tor reality
when you use ficli.on

THE tv sponsor today whose commercials compare
his product invidiously with a fictitious product had

better be prepared to see the imaginary product be
come reality. No matter how inferior the competition
is made to look, there arc always some businessmen
who feel that a lot of free bad publicity is a great deal
better than a small splash of good publicity. Many
advertisers in the hosiery, detergent, food, and hair
grooming business, to name a few, have discovered
this, often to their horror.

The Bristol-Myers problem with "Greasy" Kid Stuff,
for example, started out as a joke, and B-M executives
didn't appear to take the product seriously. How
could two young kids making concoctions at home
worry Bristol-Myers? Vitalis, a leader in its field, was
wcll-cstahlishcd and hacked by $10 million in adver
tising.

Now that the "childish" project is inaking good~
B-M is still not worried. A B-M source told SPONSOR:
"We're not at all unhappy about this. All the publicity
accorded the 'Greasy' Kiel Stuff product has mentioned
that the phrase originated in Vitalis advertising and
has gotten our brand additional publicity."

The "greasy kid stuí]" line is still goorl .and sums
up the company's promotional strategy, according to
the spokesman. "It has been successful since its intro
duction in l9GO and we have no plans to drop it."

The phrase "is generic," says a R-M attorney, "and
\VC vigorously oppose any attempts to trademnrk it."
The attorney stated that the words had "alwnys been
thought of as generic" and there was never any
thought of trying to trademark it for B-'.\J.

If the term is generic auyhocly, including llristol
Myers, can come out with <1Greasy Kiel Stuff prodt1t:t,

Souacs: .R:acfio Tv f!.eports, Ine.

To trademark the name, however, B-M wnulrl ha'\':iFJ
had to sell a product called Greasy Ktd Stuff, '"'hi.-t:n
would have made B-M look pretty silly, a lawyer ft<im
a competing company suggests.

The same lawyer fodicútcd the.re might 1.rn two '''~~~~
for B,:M to lick the pending trademark: 1) hy dait'lli'U;~
"unjust enrichment" or 2) by complaining that \~bat
they were able to do lawfully before-slam .the pn;>i\...
uet-they might not be able ta do lawfully ff Gré,t)·S:f
Kid Stuff becomes trademarked.

Products born on the coattails of othet products ~'!'I:~'
not new, however. Sum Frcbcr1',f s .racli.oe;t1npl.1igt1s'.!fl,f'
Salada which featured a tea c11thttsinst argtriüg with ¡l~
spokesman for a fictitious "Krinclchn'{.HÚ Coffee'" ga>\''ll
birth lo an actual Krimlclmaü's Caf£@e. (In this e:~sa
Salada was quick to come out with the product tl:rt?;Jiü''•'
selves. The acl slogan selected: ''Krindehn•m's e.off.~-~il~l
my cup of tea,")

There arc several products c;1lfod ''Brantl Xli':..__f11
hosiery, liquor, and cigarettes.. They arc abvion~.tv
based on the name of that favorite mhcrtising, \Vhq,,_.,•11
ping boy. 1'

3M Scotch Braud Magic Tape caimc «nit 'vltb ~b~
adrnrtising slagan "frosly <ln the i!oJl, il)\•i~ihl:~·~.·~t;h'@'
job." Sure enough, another tailc ()t;tSt, Tu,,pl( 'Í'ii'i'.p:Gm
carne out with a similar ·S'c.otcbta\l'C caUe,~l uFro~f1/''
3M has chmrged the. sfo,gan bnt may still ha~e' léi~t
some sales.

Calgate-Polmoli,·c, i11 a shn.iLat tr01.Jhl:e .S1>:~it1~;Fp;!ll!''
that the Afnx eontJ1ti.ct~i,i)lspro•nf),ted l'ü~11;i:~J:);C,.QJtlf~t~
ask for ''\Vhi.tc Tor11<1clo'!i.•'l siip¢r1J'l~Jtl\·¢.f:Ji)~Ml~~•1NtVft(m
Tornado was .only ilitimdcd to ídcntífy ,~jtt;x i~n.,~'\ml:1•
tisfog. As soon as C-P he;c.amc aM!fttC:Cff tld•s1pr:aetb,
it tmrle-nmrked the name a.n.d p.nt a prailuet eall~g
"\iVhile Tornado All-Purpose Clc,a11.c..r''011 the üfíl:tk'ét.~
"Anyone wh(> eontcs oüt with ·a \.~'hil.c Toffii't~lco'¡¡cll~;;t:1'1·
ing product rng:ret,s it," said tt.1C<>lgi'!t.cb'~T'C\t l~1st·\J'~ci~.,
(Sec page 23 for ruorn on A}a~ A.PC) 'I!'



Ciooa arithmetic. Good business, too. The three
rstia:tíons of Ga.-Tenn. Network put you in touch with
j'u:si under a million homes in America's tenth largest
te'levis;ionmarket. And it's as simple as dealing with
(!):tl'ly one station. It's the efficient way to buy a market

that buys over $6V2billion·· worth of consumer goods
each and every year. Try it now and see for yourself.
• 1Mt 1>~• ro' I ¡
••i a Iii ""'"'º t "'' o:t it 1 ¡ e ol" • o •• .,, " "" •

º" , ...9 ,,. ••

WTVM WAI/ WTVC
Co!ir!ws Arvn:a Oa•:J oor¡a
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motets Frohnurn and Cole ap
proached a .\liarni department store
and secured retail distribution for
their new product. About this time,
a cosmetics convention was held in
Xlinmi Beach at which the boys
exhihited Greasy Kid Stuff. A visit
ing Chicagoan met them and told
his attorney brother-in-law in Chi
{'ago, Leonard Hing, their story.

Hing flew Frohman and Cole to
Chicago, and told them he thought
they had a good idea. From a mar
keting viewpoint, there was at the
time no line of hair dressing speci
fically designed for young boys.

A group of Chicago investors was
lined 11p.The result was the forma
tion of Kid Products, Inc. with
Larry Frohman as president and
Bill Cole as vice-president. Leo
nard Ring's one-year-old son was
elected chairman of the hoard and
his wife, Donna, agreed to he re
tained as acting executive manager
(when she wasn't changing the
chairman's diapers).

The first thing the foundling
company did was ask a chemist to
develop a· top-quality formula for
young, growing hair. This he did,
hut in the process he took the
grease out of Greasy Kid Stuff.
The semantic problem caused by a
greaseless "<Creasy' Kid Stuff was
solved by putting quotes around
the word, greasy, in product title.

JI' ent unti onui in Decentber
In December, 1962, Kid Stuff

Products, Inc. decided to go na
tional. \\'ithout advertising, the
fledgling firm was soon able to set
up a nationwide sales force and
secure retail distribution in every
major drug, chain and department
store in the country. i\ot only that,
repeat orders started to flow in.

In March, 1963, initial test com
inercia ls were broadcast over Chi
ca (10's \\'LS on teen-arre disk jockeyb b ~

Dick Biondi's show. The results
were generally favorable.

Meanwhile, Donna Hing experi
mcntr-cl with other types of more
pr-rsona I promotion.
In April, Kid Stuff Products en

tered a flout in a parade honoring
Ouincy, III.. as the All-American' .
city. On the float rndr- high school
beauty queens, student council offi
ccrs, athletic stars and Kid Stull
president I.arry Frohman. Besides
announcinu that .. 'Greasy' Kid
Stuff' «onurutulutvs Q11im·~ on he-

íng All-Arnericnn city," the float
carried on its side the slogan: 'Tin
still using that ... 'Greasy' Kid
Stuff." After the parade, not a bottle
of the greaselcss stuff was left in
Quincy.

Back in Chicago, in ~lay,
.. 'Greasy' Kid Stuff' took part in a
"Clean-Up Day in Chicago" parade
and won first prize for the best
float in a Polish Constitution Drry
parade. Volume in the Windy City
increased, and maintained itself.

Also during ~lny, the firm set up
a manufacturing plant in Toronto
for distribution in Canada and
the Commonwvalth countries.

Sales donbletlrn Detniit
During 1963's summer months,

Kid Stutf Products added more
teen-age programs to its radío spot
campaign, including The Bill Bal-
011ce Show, KFB\\', Los Angeles;
Scott •.Um1i Slioio, \\'ABC, New
York, and Lee Allen Show, \\'XYZ,
Detroit. In Detroit, commercials re
sulted in doubling sales volume.
).Jonthly accounts began ordering
weekly. Donna Hing flew up to the
~Iotur City to find out why,

Store level interviews revealed
nothing to which the sales spurt
could be attributed but did inspire
a two-day, old fashioned hoote
nanny which "<Creasy' Kid Stuff"
sponsored, in cooperation with the
Chamber of Commerce, in a mall at
Northlund Shopping Center on the
outskirts of Detroit.

The hootenanny featured com
munity talent, including a song and
dance review, gymnastics, a dog act
and local "twist" bands. It also es
tablished the fact that young people
identified with Kid Stuff Products.
For example, two teen-agers carne
up ta the stage during the hoote
nannv to meet Larrv Frolunan, the" . - - -.,_

22-ycar-old president, and nsk for
his autograph.
"We're having a great time," they

said. "Can't rcmetuher any com
pany ever doing this before, just
so we'd hny their product."

;\laybe they never cared e
nough," Lurrv answered.

-\. - .
Al'cording to Dormn Hing, that's

what makes Kid St11HProducts dif·
Fercnt: it cares .. She related this to
tlu- liighly successful Detroit radio
spots, which simplv .rnd síncerélv
told the storv of how ami whv two
kids in ~iianri Beal' Ii starh•d
"'Greasy' Kid St uf]". to conrc np

with a hasic ''kicls·.to·kids" adveytt~•'I
tising and marketing approach.

Sired Íí1 $ltlre, '''Greasv' J[},cd
Stuff'' also profits fron1 il sense ~:f •r
humor. On tile back of its new plªs-
tie bottle, for example, are Ílst1ed1

these directions for use:
• Shake u:eU lJefote 1.JSirig. Cl:t<vS¡pi •r

bottle tightly i11 both hands iíJ;,1~1~1
jump up and down vigoro11sly.

• Use tremenda us a 111011nts cloi'liyk,,
This tcill greatly facilitate ou» r&
order schodnle,
•Apply to hair.
An in-store display card prom\1J\.

gates this advice: Keep out of renXi!u
of adutts.

This light touch is cattie,tl:
through in televísion cmmnerci'ílk~.
In addition to the Karate take-off Q.Jj

•..V.ita.I.is,' '.'.·hich is.·.a .. 30-s.e.co.nd.s··.··.1.~.:r:o:·.·...t.,1·~
calculated for teen-age and youn1--, ¡·
adult chuckles during early ev~1.11~1'
ing tv hours, there is also a IQ·s~~"'
ond commercial designed to i!:1íl'.-"1.I,
press parents with prcduct qtraHt.f
during the 2:00-12:00 p.m, ti:mfe 1'"

period. This spot has nine .litf~·~
boys and a. small goat running (i71J:~~ ''
camera while an announcer intouei;~ ~
solemnlv that "nine out of 19 'ki'd~~..,
prefer 'Greasy' Kid Stuff." ::ti

I'

Separ(lte s¡wts for Ca11(1dtr

A third commercial, 1ninute-lon~
is a documentary-type recitation. !!ii'
the nationwide growth of Kid SmlB;
Products. It is designed to bu.iJd, ;z;
bridge of identification hetweétl tillX
firm's founders and the young auil'r.
ences dewing tclovisícn from 41:((1
to 6:00 p.m, This direct ".kids-t~
kids" approach is also 11Sedfor f.tl.
dio commercials .. In addition, s('~l
rate radio and teievision spots Irn:~;i:
been prepared for Canadian audl
ences.

Kids· rcnctions to 'Tbe .coJíJ1~.lif~);~
that cares" have aheadv led. to eln\
introduction of several° oth~r 1;r1t·\~'
products and package.s•. Th.e:s:1.c._· k1l
elude a before-and-after shn~·e ]¡~.
tion; a shampo<)~ h::tir dré.ss'ií1€t .J'1i,
stvlish tubes. for the \'C:lntH; ti:ch:iii

,.• • . - •.• . •. -· -• , Y .. ·' ·, • ''\c.'

Il1<ll'ket; iiüd ií1stl(ütioo;1l bottla~m
the baríwrshop: trade, All fln~ill~
irerus will he on thP ina1lct hdfet~
Chrfstmns. In addition. ns o:f 3i¢1J
ternber, Kid Stuff Pr(1dn.cts· df~.trit
bution beC<1Il1<,'wo.rltl1\'ídt~, ínefanI
ing PX Silks at l..T.S.n1ilitar}: h~1~~

A lnr¡ze port o£ th<;~cxed.i't fe,t E~
Stuff Produ<·ts' ·SIJC('('.8..s. (if ¢Q:ll:fi$t'
m11$tgo W t.he Bristol-}.:l\'ers ''Yí:tal
is· l'~>íllllH''tt'ia'l out ~£ wlJ:i'tI:



, ·· 'Cn•;1s~ · f... id St nil" {!rt'\\.
"Hristo]. \h 1•r, 11.1' i11 l"ill'd .11-

ln\\ t'd "" tilt' li't' of t lu-ir SI0-111il
[iou .ulvx-rt ixim; h11d\!vt," D111111.1
l'.i11l! .1d111it". 'TIH'~ c1111ld l1a\1·
rni1wd II\ if 1111·\lr.u] dropp1·d tlu-ir
\'it.iii·.' co11111wrci.il. lustr-,«], \\ lu-n

1Hn·~ }w;1rd \\I' ,,,.rt' nm1i11g 11111
\Vftl1 'Cn•;1sy' Kid St111f. tl1t·~ i11-
flºt'.1scd t lu-ir li11d~d .mrl \,1id tlw~

, '"\\:Unid ruu tilt' .ul 'i11d1·fi11it1·h·.'"
F;ir ln1111 n•s1·11ti11g t lu- 11s1•of its

.uhvrtisi11'.! lo prumou- :1 eompt'ling
v>rod11d. 1.histol-\hcrs c-l.ums th.it
'.the "\!rt'il\~ kid \t1;1r' puhlieity t·x
.,p:lo:-.ion. iududi11\! that rr-vu ltiu~
fn11n t lu- Ioruurí iun of Kid Stull
firod1u:ts, k1s :1.1111nwd"Vitnlis" from

'~~1dbt.mt '.Cl'll!l(I to f1r!>tpl.m- in tlu-
1•l11e11'shair gn111mi11g íic-ld.

Donna Hini.t likes to tell a storv
,,·lrid1 aptly 'rnustratc\ the profit
>ttthlt> interrh-pcnrlencc between Bris
:rtil-~lvcrs nncl Kid Stuff Products.

On fril'ndly speaking terms with
H.dstol - ~ fyi·rs manngemcnt, she
~illed up one day to annnunce that
¡{,id Stuff Prod11cts had just ob
:urin('d exclusive h•gal rights to the
rtl\c' of tho term. "gronsv k.id stuff,"

e •

'ami was now pl.nruing to sue Bris-
fol-~lrc·rs because it was nsint; the

I •: . •• Vi }' • } '~:~·rmII) . I ta IS commercra s.
"You're krddina!" was the stunned

B·M response.
Slw admitted she wns, .,.

\i1iN1J Jnhn.mn ,'\.·Co. ( \lrJrt•et1l products l
hiH lleenw-d r1111 llottlin.I{ Cn. of ,,,,II"
,f?fp¡glr¡mJ Id mak« and srll \/Nri Coln, loU"
t;al<!.riv, rnrbmuu ed ¡,,.,.,.r11p:1•, \ 11 ngr11r>
Ú:¢.< 11i':(1"rJrwm..,/ for tlu: brand, lnu np
fT(ii'l'n(.l!llml ¡,, ri.prrtPd to go to one of
t:frtJ.s.~·n.o.r< sert i11!{ Cott-/fridl ~~ Frred«
or 1nho. C. Hi11nl. With \/rJri.Co/11 alrradv
i·b· '\,,,r Ensiond; Con '•\J'pN'ts to quicklv
/'r•tJ11rlíiw brutlers around th» co111Un

tísing-p.r. director, noted th.it there
arc some :20 offices for Gl':\HDL\:\
in the :'\{'\\' York mctropulit.m
.irca. with more a~1·11ts there tl1;111
i11 an~ otlu-r part of tlu- country,
.111d said :'\.\'. w.rs picked hecan se
it is IH';1r the home office. I le
slrl'-;wd that the cainpai~11 on
\\'.·\BC Hadio "is a test more than
;111~t lrim; 1·}-;c."

Cl1t•rkin¡: 111"1·rr111lio script for<;/ llU>l.1'\ 1·0111111rni11/.,111 Jr I/IC ar r t l-r i /,,.,.I a111/,..n-
1/11111/1•/,II ttu; 1wrmmt t•tt·1·11ti1,.; l. l. 'ttnt», \litr/1..Jl .l. hr1111.•.qo/ J\,.•• /11111•·r

Tittle on college grid scene
carrying ball tor ins. lirm

Finl IÍ11tl' in S. }'. Ir

Bll(:klt·y s;iid althouch Cl'.\HD-
1.\ :--.: h;.... ..;pon-.on·d ll<'\\ 'C':ist-; in
ot lu-r .m-a .••. this ¡, its first venture
into t lu- '\cw York m.irkct .. \ho,
ot lu-r r.ulio c.unp.iiun-, wvrc pri
m.nil , w ln-n m-w office-. were open
t•d 111·poi11tt-d 011t t h.it lu: thouuht
commt·n·i.11' .ire "vr-rx v.ilu.ihk- in
lt'rms of C\.pm1m>," hnt .uklcd th.rt
in rccruit inr; "tlu-v e.in c1ht rnorr
nu nu -v !11.111Ihe\ .irc wort h.". .

On till' other li.md. he noted.
!111• major prohl. m of invur.mco
comp.mic« is in rccrnitiur; .md
,,¡}, •..•mr-n turnover. '\tn·,,ill!.! t h.it in
the \\'\BC c.uupaiun it\ not how
m.my it brine' in, hut w ho. he s.iid
rvvu lh won't he know n for xomr:
,¡, mouth» .1ftcr t lu- dr iv 1• eucls.
"B11t w heu ~011 C'OllW dm' n to it,"
-;.iid Bm lle~, "if \\ l' 1!1t 011e {!Oo<l
m.m it\ worth the "hole promo
tiou, in tr-rms of what lu- can do
over hi' period of services ."

Y. A. ruu., incomparable quarter
hack for the :'\FL eastern divi
sion-lcnding X. Y. Football Giants.
is also appearin).!: in college games
this season. But there's no hanky
punky about it; he's ddin·rin~ com
mcrr-ials for The CtT.\HDL\~ Life
lusurnnco Comp.my OF .;\\IEHIC.\
in \\'.-\BC Hndio (X.Y.) covcrauc
of Notre Dame µ:ames.

Tittle. in the insurnn cc business
for about ten vcars on the \\'e~t
Coast, l1as been a CP.\HDL\~
a~cnt sincf' 1960. Wlicu the com
p;my, which is primurilv ;i print
or icntccl advertiser, dcC'idl'd to Ir~
radio commcrci.rls to recruit agents,
ii scouted around and fo1111dTittle's
uunu- 011 its honks. l\e;ilizi11'.!, tlu
made of Tittle i11 í ln- X.Y. .m-a ,
Cl".\HDI \:'\ q11i('kly -.ii:;1wd him to
.i cumnu-rcials c1111lr<1d.

Tlu- c.nnpaíun, wluclt l11·i:;.m :2~
Sep!t-mhcr. will c·ml Tlia11ksgi' iui;
D.1v with tl11' '\otre D.111w-~\r.n-n-«-. .
'.!,.mw at Yankee St.ulium. Prcp;1n·d
hy J. \l. K1•o.;slin'.!l'r ~ \o.;,o('i.1t1·•;,
'\ewarl- and Xe'' York. t lu- e.un
paiun h;1s Tittle inv itim; pot.-nti.il
Cl1.\HDI:\:\ age11ls to contact the
comp.mv .

Till' insurnnce comp.Ill~ Iras 011c
qu.irtr-r sp011sor.;hip of Xotrc Danu
\.!.lines. involving about three and
one-hn If minutes of conuncrci.il
t inu-. [ohn A. Buckley. jr., its .idvcr-
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Toymakers play a.ro.und

with Iv budget totals·

T oY.MAKERS over the past few
years, have developed the habit

of impressing their distribution out
lets with reports of high tv expendí
tures. Last week, they claimed their
combined 1963 tv budgets total
$.5.5.3million - $3.7 million higher
than their 1962 expenditures.

A survey conducted by the Toy
\Inm 1facturr-rs of the U .S.A. show
ed a total industry 1963 spot tv bud
get of $31.2 million, compared to
its 1962 claim of $3.5.3 million; and
a netw ork budget of $24.l million,
against IU62's $16.2 million.

.\. C. Gilbert, Jr., president of
the T\IUSA, and chairman of the
A. C. Gilbert Co., explained the tre
mendous network tv increase this
year was due to the "overcrowded"
spot tv situation. A lack of local
availabilities caused some toymak
ers to switch to network. Others,
hr- said, have dropped out of tv.

To back up his statement, Gil
bert cited the survey's report of
a 44% increase in print expenditures
in 1963, against a 7% increase in tv.
Vlany toymakers have discovered,
Gilbert said, that "tv is not the
solution to all marketing problems.
If the toy is not good, you're wast
ing your time putting it on tv."

The T~IUSA £gures, garnered
from questionnaires returned anon
ymously by 97 manufacturers and
projected for 1500 firms, are much
higher than comparable figures pre
pared and released each year Iiy
TvB. Against the toymakers' hoast
of $16.2 million in tv network in
I962 (which probably includes pro-

gram costs), TvB reports gross time
hillings at $9.3 milliou. The industry
spot tv figure for 1963, $3.5.3 mil
lion, must lw compared to TvB's
gross $1'2.3 million.

Wlrile TvH figuws have' been
subject to criticism from the toy
industry, which often stated they
wore far too Iow, the 1963 spot
tv figure from the manufacturers ts
certain to raise eyebrows in the tv
industry.

Special analyses prepared by TvB
several years ago for Mattel, re
garded as the toy industry's biggest
advertiser, showed a relatively small
dollar difference as a result of dis
tributor expenditures and stations
missed in Tvb's accounting, hoth of
which were included in Mattel's
figures. But even if local distributor
money is included, in addition to
spot program costs, it is highly
questionable that the total spot ex
penditures could be as great as the
toyrnakers claim.

In the early years of tv use by
tovmakcrs, their estimates raised
considerable doubt in the broadcast
industry. At the annual Toy Fair,
sales pitches to retailers were often
predicated on tv advertising.

At last week's meeting, Gilbert
underlined that point:

"The illusion was that if you had
tv, the toy would move. The time
was when a buyer came to your
showroom, he'd ask not about your
advertising hudget, but about your
ti; budget. If yon didn't have tv, he
wouldn't even look at your line.
Thank God that has changed eom-

Advertising expenditures cstnnated hr Toy \fanufacturcrs of the U.S.A.
for 1963 in inedia other than tv, include a projection of $G.l rrrillion in
consumer magazines (against 19G2's reported $2.7 million); $3A mil
lion in toy trade publications (again.,t last year's $2.1 million); and $4A
million in cooperative newspaper buys (:1gainst l9G2's $3.9 million).

Hadío expenditures, according to the TMUSA study, decreased this
year to S:Hl,000, all in spot, compared to the 1962 total of $í2G,000, all
hut $2,000 of which was in network.

The survey lists a total advertising lnulgct for the industry in I9G:J of
$I 02.2 million, compared with the 1962 figure of $S5A million. The
media included are tv, radio, newspapers, poiut-of-purclmsc, tpr trnrle
muuazincs. general convumcr n1ug:1.zi11l's,direct mail, catalogues, ¡}rice'
lists, sales promotion, publicitv, shows and exhihits, house organ»,
vamplc», 'allowances', iu-vtorc dc111011stn1ti011s,and sales contests.
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pletely this. year.
Has it really :ehanged? A. eom

parison of TvB and T~IUSA Ji.~t~!
would seem. to indicate the T~~US,\
figures may still be inflated. T~·;fÜ$Al
spokesmen "\"\'ereunable to expfahi
the diff:eren13esc'7CC;Pt to say the 7~
of sales toym:)kers elaírn they spéríf
on ad,·ertising last year would pro~.
ably compare .favorably with th~
ratio of ac1vcirtising to sales of oth~
consumer goods industries. No in"
dividua] toy comp.any figures w';er~
reported, howceer,

At last 'veek:s meeting,. Gilbeif~
commented on the adt·ertis.iQ~f
breakdowns by T1.lDSA:

"It would be sheerest eoincidenea
if any figures in our survey result.a
were 100% accurate. However; th~
other side of that eoin is that the:t.~
is a good probability that most ~·é
the figm:e.S are quite accurate:"
"\Vhcn toynrakers first started bu~·

i11g tv, Gilbert admítted, they ~·m··
cognízed neither the full sales-ge'.~"'
ting potential of televísiott, nol"' thél
full extent of their publíe respoos],,.,
bilitíes, However, the televis.illlQ
commercials employed this year
may well represent a 'Classie ·e:>e
ample of an indt1s.try's response t©1
public opinion. \Vhen the Telex'i'
sion Code Revie"l.V Board of th~
NA.B established guidelines fort~~~
commercials in 1961, they \\ien~
immcdiatclv endorsed bv T1lUSdl...~'''. . *'

SEYMOl:H LUSTERMAXfo La:<\'lf"'
cncc C. Cnrnbirrncr as vice pr("'sf·
dent and director of research. 'H~
was vice president of the Pepsil~
Cola Co., and market research ·d;¡.,
rector.

KARt, R J1~,.;s.~xto corporate pu~:.
He relations 01aJHlU.e1:of c_p;...1;~
(ne. Ile was public~ity 1n~1nager·f.pr
Bor1·(rughs Corp .. His associates ~;r~
JA' ms :X. ~.Jc:GnouAg and ItoBR1-frf
T. Fcrnrovle, former public r~la;.
tíons trien for clectronie cmnp.ut~
1nam t faeturcrs.

Fmsn R. lL.\YlLAXn.: Jn. to \;'Ífe:
president for 1m1rkcting ancl e.1ªí"
porn tr- planning at Jos. Sd1\;{~,
Brewiitg Co. lfofU·'.1tJ' B. TttArstm tt>1
v.p. pl;rnt operaítorrs, Uon1;;nT "-·•
Ben.x.s to v.p, trrdustrial relntio,í:t~~
and Ion-e A. Ancinm t.o v.p. fidftí:i.iu·~
istratim1.
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One· ni.·a!">t1rt• i-, !">Pr\ i<·•· lo Youth.

• Service to young people ... like Richard Weingart ... shown here with the coveted Frank Atwood
Trophy ... awarded him at the Eastern States Exposition.

• The trophy was named by New England -l-H leaders ... to honor \\'TIC'S Farm Program
Director ... abo seen in the photograph.

• Richard won the trophy for his prize heifer" ... grand-daughter of n calf ho purchased ... with
nn interest-free \VTIC Farm Youth Program loan.

'" Since 19.t.S \VTIC has made .S:l3 such interest-free loans totaling :31:lü.9~0.l~ ... to G.=)0
y<n:rngpeople in Connecticut and western Massar-hu-ct ts resulting in many fine herds ...
which otherwise would not exist today. Incidcntnllv, our losses dealing with this fine group of
young Americans. have been almost non-existent.

e< \Ve believe this to he another measure of a brondca-t ing station ... undreamed of in a rating
service's philosophy.

WTIC(f)AM/FM
Hroadcast Hou-n-. :; Co11•.•111111ion l'la1.1 Hart í orr]. Co11111•cl1cut (ttil I:;

\\'TIC Al\1-F'.\l is represented by the Henry I. Christal Companv.
•Gn •.•-nridg» King' ...Anita



During an interview with
CBS News Far Eastern
Correspondent Peter
Kalischer, Mme. Nhu first
used her widely-publicized
term "barbecues" in
referring to the burning
of Buddhist priests.
The interview was
broadcast on August J.

STRONG
WO.RDS

For a total of 9 hours and
42 minutes of which more
than 6 hours represented
"live" coverage, the
CBS Television Network
carried the Valachi
hearings which started
on September 27 before
the Senate Investigations
Subcommittee in
Washington. It was the
only network to provide
such extended and
complete coverage.

CBS News was the only
news .organization in
broadcasting to provide
continuous "live"
coverage of the afternoon
proceedings of the
March on Washington
on August 28 and to carry
"live" the "IHave A
Dream" speech by the
Rev. Martin Luther King.
In addition to the three
consecutive hours of
afternoon coverage
a special hour-long news
summary of the event
was broadcast during
prime evening time
the same night.

STRONG
FEELINGS(l)

STRONG
HOPES
CBS News Moscow
Correspondent Stuart
Nevins obtained a rare
and exclusive interview
in Budapest with
Janos Kadar, in which the
Hungarian satellite ruler
expressed eagerness
that lull diplomatic
relations would be
resumed between
Hungary and the United
States. Tire interview was
broadcast on October 4.

On September .2 in an
exclusive interview with
Walter Cronkite,
President Kennedy first
stated publicly that the
anti-Communist war
in South Vietnam could
not be won unless the
Vietnamese government
became more responsive
to the will of the people.

STRONG
POSIJlON

As hurricane Flora ravaged
the Haiti mainland,
causing destruction and
death to more than
4000 people, CBS News
Correspondent Bernard
Eismann flew into the
jungles of central Haiti
to film and report
the event. n was broadcast
that same ni.ght
(October 6) on the
SUNDAY NIGHT N~WS..

Lé.arAing thatá French
magazine editor Mad
tak.en clandestine til.ms
ins.id.e Red China showing
the prevailing conditions
UJlderwhich th.e people
lived and wor.ked. CBS
News' Hong Kong
CorrespondenJ Bernard
Kal.b notified New York
headquarters where
arrartqements Were. rrrade
to broadcaer the film
on September JI.

on $eptembecr 1.a;;¡J:¡t
speciál hall~howr~'fí
with Walter crorlJ~'il'
thé pubJi0 rec;:eivgrl
first rounded p§J;l);~ilg;
porlr'¡¡.if of Seha!'Q.r'
Barry Goldwatef~l
he became a I
for the Presfd ··
norninatlón.

STRONG
ADVICE
On 00to.ber Id CBS News
Correspon·dent Walter
Cronkite interviewed
former President
Dwight D. E.isenhower
at his farm in Gettysburg.
On this occasion
President Eisenhowér
stated publicly tor the
first time that he was
in favor of withdrawing
the bulk .01 Unit.el:! $tates
tr.oops from Europe.

In 1a lrans?.fl~M,tii~
lOWl'J MEETll\J:S
OF THE'WORU:r
broadcast Ha.'th:e;
comrnüníc.atí.on:s ,;,
Telstar H. Pr:o(1;:1,sJ·'
Cat.noJic.ctergyJ1l
London. Homli:ari:
Princeton, ~~~,;¡,
ml:)t in a 1<1ce*t¡;:¡+1
d ísc<i:1s,Slonof' ~n.@
working for ~t:Jiíí.S'(
unify. The' b ·
was carried
lhe CBS T:elevi's:1:1:;
Nétworl<. al Sc;ÉtJ la!
on 0.0tobet ]$,art'§
rep:eated nrt (!11.W~
ni'.gh1üm:eµudi'~r
10nowing daf ~.!!



:0 tel.e\ sron since
b:roke out

";AJig·.éna and
•.Pt:~'Sid.ent
en Sella in
l.d CBS News
ndtint Paul N•11en
'é<Jpswould
to· l·oght unt I the
11ª pu led back

·¡1•t:a·t<I<rtg posit ons
·fef·,ewwas
,~ilín
~AfldtiJ

~rt2,7.

On September 18
CBS REPORTS
presented
a cocumontary report
on tho conflict between
Leander Perez. political
boss of Plaquomines
Parish in Louisiana,
and tho Roman Catholic
Church ovo« tho rssucs
of parochial school
1n:cgrat1on.

STRONG
MEDICINE

STRONG
TEAM
The real strength of a news
organization rs its ability
to uncover and illuminate the
events and forces that
shape our lives. As shown here,
it may be a struggle for
power or a statement of
policy; an act of man or of
nature.The point rs to know
where to look for it and
be there when it happens; to
ask the key question that
will yield the news-making
answer. This takes a lot
of doing. More to the point 1t
takes a world-wide organization
of correspondents.
cameramen. producers and
editors who have established
over the years an unequaled
reputation for accuracy.
enterprise and msiqnt-tor being
at the right place at the right
time with the right mtorrnatron.
When all is said and done. this
is what produces "TV journatism
at its best. This is
clearly the strong point of

®CBS NEWS
At 1030 pm EST
Sunday n ght November 3,
a CBS News Extra
presented the first hims
of the msurrecuon ·~tuch
overturned the South
Vietnam government the
previous Froday night.
Correspondent Peter
Kaloscher and cameraman
Juorgen Neumann moved
1n10the palace with the
troops as they occup.co
11under fore. The
broadcast was aceta med
by the New York World
Telegram & Sun as· TV
journausm at its best."



AGENCIES

How to

to make, in discussing the mated.i:tJ.
Presentations, he said, should s1~.~r
something ,,·01.th,vhi1e, should mtiet
a specific objective, stick to the i;ub~
[ect, provide a leave-behind of. HF~
size, and should he tailored to th~J.
target audience.

PC\ V vice president Lon Ei:);t:S:.
added these observations: presenl~k·
tions should deeide who the tatg(:Jt
is, he planned for the right time <')f

.•.•.ake presentations
BPA survey of agencies provides do's and don't's for effective sa:n

Agency likes, dislikes, and
suggestions for station pres.entations

,,
1¡
'11

1·

SA:'\" FHA:'\"C1sco-\Vhat type of sta
tion presentation makes a hit

on vladison Avenue? A special
survey providing the answers of 20
l<'ading Xcw York advertising
agencies to this question was re
ported last week here to the Broad
casters' Promotion Association 8th
annual seminar.

From the answers given, the
media directors didn't duck the

·· ..;

QUESTION ONE

From past experience, what are the things you
DISLIKEmost about station presentations?

ANSWERS

l. Over-lengthy presentation,
2. Failure to make a basic point or

points, i.e., the market's importance and
the station's relation to and involvement
in a market.

3. Downgrading the competition, espe
l'ially in a 2 or 3-station market.

-t. Xothing to say.
:>. The information is not summed up

in a concise, brief manner.
G. Too much puffing.
7. Overemphasis on local market data.
8. Lack of demographic profile mate

rial.
H. Failure to relate to other local

media, both broadcast and non-hroadeast.
I O, The misuse of statistics: (a) incor

rect application and interpretation (b)
selection of specific market ami audience
data without supplying complete details.

I I. Presentations which are not de
,¡g11cd to solve agency/advertiser prob
lems.

12. Presentations which present, with
grl'at fanforc, those day-to-day details
whil'It vhould he known anyway, e.g., the
lutr-st ratings in the market.

1:1. General lack of qualitative data.
(h creuiplmsi-, of ratings ami cost-per
ihousund.

1-t. Dow11gradi11g compctitiou based oil
gl·ncralitics,

15. Presentations w hich arc done out
of duty rather than purpose-e-those de
'ignl'd lo impress the in-town station

38

question'. They charged stations
with too much puffing, downgrad
ing the competition, misuse of sta
tistics, lack of qualitative data, and
a host of other shortcomings. They
also urged stations to be brief,
simple, informal, informative, and
clear (sec separate box).

From the Western end, Bod Mac
Donald, vice president of Guild,
Bascom & Bonfiglí had these points

...:.

manager rather than the :igency/adver
tiscr buyers.
Iíi. Lack of market data concerning

chains, distribution, resídentiul patterns,
ete.

17. The majority of all stutiun presen
tations arc too long.

18. Several recent presentations to our
agency actually "talk down" to a real
knowledgeable audience.

19. They don't say anything; they're
too concerned with form and technique.

20. Unsupported and uusupportnhlc
claims. They insult the audience's san-y.

21. Showy, huge, cocktail parties arc
cheap. I huve no respect for stations who
use this technique.

22. Loug , long prcsentutions that are
made up of statistics and based upon the
idea that media people arc interested ín
numbers. Only :1 genius could recall the
details.

2:l. Never downgrade the co1n¡ll'tition
in a presentation,

2-t. Get too involved with charts and
numbers and tell nothing about the sta
tion and its programing.

QUESTION TWO

What are the most successful forms of presen
tation?

ANSWERS

J. Short, succinct ¡lrl'~cntations with
some clements to hl'lp you remember.
Sornl•thing not ~tl·n·tllyped.

2. Probably flip charts. $licks prnjct·kd
in a dnrk room too often ílrll litt•rally a
yawn. \Vith lights on ane] verbal presen-

tal ion hy the station ma11agcr,. flj;§!f(~
more opportunity for questioíJ!i a1.1tU11·
play.

:L llredty. Fifteen to twe11t>'1htn'ílH~1
the most,

-t. \Vell-nroch,iccd sound fihl1 '~l
presents simply the "flavor' of th~
lion progrnmíug ~lol.'al personal.tt:í~~t,
action, c01nmunit'' s.111.Tice,a p~~
the citr, ete.).

5. Those which are shnplf.',. cJ~ir4lr·
factual, and who.se points ¡.¡re illu~M
via examples ~ preferáhl5•· ·\\'<ill'í s;P,
clear, fadu:1l graphies. The ,si
tual flip ehnrt is still the el1;a1'est 'ª11
the 'nibs! suttc~sful' Form of ¡~te'sl:ffi1~á.t:
It's nw view that presentaÜons '~<11f!1,
orate winclow-.dres:~ingál1trost i'ti".i'~loe
cknot(' laek of c.ont.enL I ('a;1):t ~'Ido:"
any helter format than th¡.¡t usE!~J'5!"
Famous l\'egro pr.cacher who. sa1d ;b1l!
eess was hccavsc.: ''Firsí l tvl:í 'e!Jlf ~·'
f's gonna tell 'em, den I tells\ 'ttfih l'li
tells 'e11J what I told 'em/'

G. Eascl,hack or film mip \f.1tlí a:.~:
.t ion-and-answer pt•riod fdlla$))1'g1

7. At the <rlfiec, not :1t :coc~t11rlQT'li;.1••
con parties.

,, I
S. Prcférablv hi<liYidnal r.tttber 'dmtrí

fore l;1rge groups,
9. Smal] intimate groups.
IO. Some clegtt:\l' of inlornmlll'~i¡.
I I. Sinrp)e visuals.
12. SQmething m·w to say.
rn. Ke~·p fü1!n1 short,
I-t. lfa,·c the inforni:ll'io1.1

~fake it hrkf :rncl corfeis:.t.
l5. CovcraJ{.e of mark~t J~roxf(J}

area gÍ'O\\;tJ1 i11fo111üt[ÍQfÍ.lJ~• (JJ
(with fo\rer diarls, bar)), .eb~.y

Q.UESTIOro. THREE

Whal. ne:ce:ssary ingr:edten:ts· sh.o·ul.d CiYtlí;t
erífation co.ntl!:in?

SPONS.OR/25 NO'(E:M6ER



htr' \ 1··.1r • .111d t 111·11-.li111ild I1t• a( h rr
,111.r~d .nn l 11wn·li.111di,rd 111 tlw
ít.qcnr~.
'\fotkr.i ti íll! 1I11• p;111(·I for t Iw

rt~·\.''"' Corinthi.m'« atl\'t'rthi11c;
.uti! pruurotiou director. D1'.111

SE'' f ..ffí~t·r. who ('t111ch1c·1i·tl t lu- '111·\ t'\
Hlltlll~ t lu- .1c;t•11ci.·..;.

L1·11tli11~ support to tlu- c111111111·11t-.

r'> ;n~cm·i('' w as unutlu-r pn-senta-
1c11n I>\ 1'1·111wtl1 .\. :\lill..; ol Tl«
lt;.:it~..\c;1·11e\. \I ills t lu-uu- "·" dt'

1111
:\f11f:i•d !o li~1\\ pro11111tio11 d.-p.ut
Hn.•11b l\111 c·onpC'r.1ll• to pro\ idc•

li1.1.~(·1·s with iuorr- uu-auingful i11-

l h1~r~1:1tion "" their st.rtion». 1\:1·~ .to
',\.11»1l1nt?: radio 1111\\· and for tlu- f 11-
nrn·· ¡, t lu: q11.1litatin· .ippro.u-h,
~HI.lssaid.
'l~dw;o·d Pdn ,1•ssi1111 .rt the BP\

1•fWililR~
'\l~1lhtt tl.ilferen Iiat t'' preve-ut er\ 'l11-

1liift::<'f!ll lb t'llllltWI iti111J.
~\i'liaf ~pedal 'ªhH'' dot•' ~nm vía-

:O'lfif~r.
'lc~.lr;1I 111•\\' and 'tH·cfol informat ion

·•aJ.oU c~ffer.
1Jf~1.~'.t;,allyuur vt aí irm 1110,1 t•ffit·Íl'11tl~

'-1..rll~hf al 1.1n•,;t•nt.
t::c.If1.i."\r:1Ifad, about vuur market.
ftli:~:-\l,iilfon\ ~1:111tli11)!.uni onl« rat-

1lt :~,í(lts mnnauenu-nt pnlit"ic.·~ ami
1~:.11(l'.-l!Uó'i,,' f1 t iJ ii ct:'.
\: ,lu:-Ut>\'l' a prescnt at irm hil'i ns it s

~1sD íltc sá1hc thincs :1.~a fir,! i.-:r:ult·
P'Í1.!:'!ii! Jp ftiach and cnnvcv 11\ídnl in
P-fií;~ihil.ThNtt'.forc: ~u·ee•i.ary iucrvdi
~i!'<!l!hn:u-l<I l1t•: vimplicitv: a slalt·1111·11toí
p!J:íflli'.~~~a mcaninxf'nl pn•,f:'nlill ion di
rn(f<J fm;rnnl thnt purpove in terms oí
i~l'!!'~ll!t'i'trl ilntl ndvcrrixer-,' vclf-intcr
:rITfoi't: is lo vav, hnw tlot•s it help them
"' í\fi;¡.¡(t ¡üOll11d more elfodiH"k.

• :J't1 ...,h1H1l1Ihnvo market tl;itn concern
. _c:bm;11~, di~ctrihutíon. ami rc,i1lc11ti:il
fl 'f'f!)~.,
. ~:Í.nl11IC ami dircrt t'O\ nai;:e nÍ the

"ltnn1r.l)'.!Zrf11i1ini::•• ~111mini:: ih local per·
.;,.alí:l1<ir'i hi actiou, it~ iutcrcvt in com
r~liy i\i'nic.·t'. 'omt'lhiug intercstinz
1:,tU t:he 'il.ntirm it s-d £.
II.. i\, tiic.'"''ni.-:e.
l. Gorn(•fhinl! lwndil'ia I for t lw rt'
¡•rr.
~·-·Tití' pn''l'lll:1tio11 'ho11hl he pre

[ ed with (í 11t·ll.nill' point oí view,
!:1r,f ·t:hiin a r¡¡1nhli11c mw.

·;¡_,, lJ (í <pt't·if'ic pitd1 Inward an ac
l;iiíl\ t:htNI pn•p.art•d with 'lllllC forc
h~~l~¥!1¢éof lht' nct·o1111t ptnhlcm~ ami
•~f5~ ~olí.ilion in \·om marlt't.
14.. '·'!'":ª''" corn.·i,._t'·and to the point.
15,, rh1rfl\',
It;;, 'S.J¿l'rk~t t:'\lllí n~inn ami arc:1 c'lipan-
1!·.
){,. l::t:ll ahont ~1\ur nrnrlt·t's new hmi
''·;l1~1lncw índnstry.

"·'' ...pht (\\11 w .rv v. lu vt p.111 lc-.1
tnrr-rl '-;,111 1··r.11wi,1·11 .111d l,11, \11

c:1·l1·-; v,d1·, 111.111.1~1·1... d1·,nd1i11~

\\ .1\" i11 \\ hic-h tlu-v 11.,1· ...t.it ion pro
111oli1111 111.l11•ri.d. \\ l1il1· i11 till' \t'I'

nrnl li.ill , P..rn pr11rn11!io11 111.111.1
c;1·r, t.ilk1·d .il1011i "( )m ...1.1tin11\
1110..,t ..;111T•'''f1d pro11111tio11 of JIJU.1."

( >tl1t·r n11111111·11tv ,du 111! p1•1111nt i1111

.rt t lu- 1111·di11~ i11C'l11d1·d.
\Im.I ,1,iti1111 pro111nti1111 ¡.., 11ot

~ornl. .H·t·11rdi11~ to J \'.B. 'i11lli\ .111
\\\,E\\. '1'\\ York. !,!1·11t·r.d 111.111.1-

t!.• -r.
l1rn111C1tio11 111.1n.1t?:1T\ -.l101dd Ii.I\,.

('llllljldl'IH't' iu llll'('Ji,111i1·-., .I \ ivu.il
'1'11'1'. t.1..;lt'. l)t' or'.,!.111i11·d. .uul Ii.I\ 1·

,¡ \C'llSC' nf t•('OllOlllÍ(''• Ch.u l.«
Tm'n. ( '.11ri11tlii.111 ,·ic·1• prc,id«'11I

s;1 icl.

I\. \\t• nlwnv v \\;1111 In know 01hn11I
'1;11ion tit•\ do1mu•11h .. \lwa~ ~ kt "' know
ií t lit·n· i, a d1;111i:1· of alfiliat ion.

l!l. l.t•a\t' dctniled aiul t·nmplt'lt• infnr-
111alinn lu-hind ~1111al the ai.-:t•1w~·for filt•
1111q1o't''·

QUESTION FOUR

Who, in your opinion. should give the presen
tallen to the Agency? Why?

ANSWERS

t. It dot••n't mutter, hut the 'talion rep
,111111ltlhe prevent.

~. The ,1ati1111 mnnacr-r or the s:ilt·~
111mwc:t·r. I Ie k110\\' movt nhout the stn
t inn :111tl lhl' a1h t'rli,inc: huviuevs.
:l. \I lenvt tlw "tnp¡wr,"-tlw General

\I .mnucr nr S:1lt•\ \l:mm::t'r. Xot j1ht n
l'ro111ol inn \ lanncer.

l. Tlu- "lalt-\ \1:111:1i:cr.

5. The vtntion rr-prcventnt iv e. Hi'a,011:
Ill' i, mure fomiliar with the nccncv ami
:uh crf iver prohh-m-, mu! therefnrc ean
lll'llt•r i11inprt'I :11111tr;m,lalt• the 'talion
'11lm•, ª'· lll'llt'f'ií:ial lnoh i11 'oh-inc: their
problem~.

(;, Tiu· pn·,1·11t;ilio11 'h1111l1I lw m:11h• h~
!lit• rl'prt•\t•nlalÍ\ t' c·m ni111~ tlw :1i:c11c'
'inn· lw ¡, lhl' 'pol..1•,111:1111111a 1l:n -to-(Ja,
h:"i' for ilw ,1;1tirn1. Slalinn \l:rn:1t:l'r'
1·;111lw ª':1il:ilill· fnr in111u·tli:1k i11íomw
tin11, hut !ht' prt•,t•ntal ion ,J10111d lw left
lo tilt' "ah·,111;111.

7. It dOl'\IÚ lll:llll'í.
S. Tlw 'talion 'l:11f llll'lllht•r, :1cn1111p:111-

ied h' tlw n·p: (II lo pnnidt• an"''t'f" that
onl~ lil('al t'\lll'rit•m·t• :111d Imo\\ leth:t• t·:111
'"Plih. (::ll to c;j, t• the rl'p tlw h,1t·ki::ro1111d
i11 tin• l'\'t•nl qm·,tion~ rcquirt• ínllm' -1111.
(:I) to pit·k up I)\ "frt•I" thl' kind oí matt·
rial "hid1 "ill irnpro' r f11l11rc ¡1rt·•e11t.1-
Iio11~.

( '11111pl.1111h 111 pro11111l11111 111111

\\ 1111 vt.it n m 111.111.l~('f\ u u !111 le I 11k
cd 111111!l.lllt!c' pl.111111111..';.I.11th Ill .u l
, 1 rtP ..i111!. L1·111· L111 It t.f K) \\ 'I\'
( 11·\ 1·l.111d '\,1itl

,,.,, 0£11<1·r' 11f Bl'\ .11,. Cl.ir],
Lr.111t oí \\ ()( >D lt1d1u & t v , C.1.111d

ILqnth pn·-.1111 111 \llU «cd111·~ I) 111

I : Bd l11, ni \ \ IH >h e I, , , ! 1111 I
<:.d r : , \111,.!11•..11111 \\I H l'1thl1111 cl1

f1p.t 'w1· pn· ...ic11111 ( ·'"' \ ( ·, .hluu.:
\\ ¡: \ \ ltul1t1 .111.f 'I\ IJ.dl.1..,\c·t
rn1d \ it·1 pr1·~1d1 11! lln·l1·( ii d d1
n·dop, \\('IT: ( •O'Of\!I llodm.111
k< :e>-'!'\' "i.111 Fr.u« ¡,,·o. 'I rnn
I ),di'\. < :F11l.. I .1111tl1111 e >111. J111
< :1111.,t.111ti1111. ¡...:·1\'l < >.1kl.1111I .111d

Pro ~lwrn1.111. ¡.\(>I.' T\'. L11w{ 1111
,,.)1. ,.I'\\ di1nf111 I\ \l1k1 '-.tr.1\\li,
K ( : \IC) ¡..;:.III \.I\ ( : I I\ . ..,

QUESTION FIVE
Is there a "best time" of day or a "best
month" of year for a station presentation to
an Agency?

ANSWERS
l. 'rl1l' ht•'I time ní 11.n~¡, tlu· lirvt 1lii11!!

in the 111nmi11c:; Ilic ht•,! t iuu- oí t lu- ~cur
-\\t•ll. an' t ime d11ri111! tl1t· 'íiíth \(':l"m.'

:2. 111mv t'\1writ•11t'l' tlu- "lu-vt" t iuu- ¡,
1111\t ime other than wlu-n a11 11d11.1I < ;1111-
p:1il!11 is lwi111! 'º11d1t. Thiv 1wr111i1, Ilic
prevent aIinn~ I11 lw ah,nrht·tl i11 a Ir"
lu-etic ntmovnlu-re ;11111¡wnnih the vía
tion-.' ,;1Ji1·11t po iní v In ht• m.ul« i11 tlt•¡ith.
Dur in e :11'111:11lrn' i11i.-:thi~ ¡, almovt i111-
pn"ihh· In dn.

:l. '\"o.
-I , l't•rh;1¡1' ~print: ;111d S11m111t•r hcIor«

tlw Fall hil\ i11i: vt nrt v,
'l. 'º "b evt .• ti1111'. \11, time" l1t·11'n11w

thi11i.-: oí d1:111i:inc: import.uu-c enn he
1;1U.t·d :1hnu I or cli'l'll"t'<I.
Ii. '\o "lu-vt" time. S111all lum lwo11 ¡irt•,.

t·11lati1111' :qip•::tr 11m'I "11 l't'"f11I
7. :\t•\ er fir,¡ thi11c: in t ln- 111orni11i:. \

¡Hnl'nl:il ion m-v er ,J11111ltl Iu- .11 a I imr
wh1·11 :l\!t'IH'' ¡wop h- h:n e oilier 1hi11i.::~
on t lu-ir mind. J11,1 lwfort• lum-h .11111[uvt
lido rt' dmini: I i111t·al-o are h:-111. I Ihinl,
I0:00-11 ::lO \\I or :'!::10-·&:00 l'\I nrl'
icll'ill ti11w~.

"· If '011 an• i::oi11i: In h.n e a 'm:ill
formal lmu l1t•o11 prc'l'nl:il ion. he "'rt' lo
'' lwd11ll' ii Íor "'º or thrt•t• tl.t'' 'º th.11
the \i!l'lll"' 11:" 1111 np¡mrlm1ih lo duwhr
lht• mml i1lt·al 11:1' 011 '' l1ii h In hC':ir tlw
'lat io11 \ 'Ion.

!l. I 11 t lw t'\ t•11i11i.-:.Ii' t' o'< I«><l or fi, 1··
thirh. Or 11oou-lt<lll or 11:&.i. hot no
l1111l'l1. Thl' ht•,I 11w11tI" ¡iroh.1lih arr
'llll111H'f 11111111h,,

Ill. '\n hnl li11ll' or hnl lll<lllll1. \\ ltt"n
t'\ t•r lhrn•\ a Ín•,h 'Ion lo It'll

11. Ti11w oí 11.1'-111on1i111.:,. pr •.f.-rn hh
hl'Íon· 11 :011 \.\I Timi'nf 't'.1r-D1·t t'lll·
lwr t liro111:li \I an Ii



K & E girds for ba,ttle
against non-code buys
May forego fringe members: asks. othe.rs to. join

Enl'ouraged hy fuvoruhle industry
rt•ad ion, Kenyon & Ec:khardt isn 't
going to let thr- fire go out of its
idea to boycott
non-code radio
and tv stutious.

II heaped on
1110H' fue] last
week with the
n <' w x t h a l
r r r o 11n d -.....•

work had Ix-en
laid with the
FCC for agen
cies to act "in
association" on the matter; and the
implication that unless the NAB
tightens control on its own mem
hers, K&E might he forced to dis
criminate even more strictly in its
spot hnying decisions.

Sten· Dietz, executive vice presi
dent at K&E and sparker of the
original boycott proposal, told an
NATI southwest r<'gíonal meeting
that it's K&E's intent to "create a
movement - a trend. Without you!"
active participation it will he a still
born delivery."

K&E, which spends about $40
million a year in broadcast, startled
the industry last month with its
proposal that, wherever practical
and that, approved by the client, it
wil I coufiue its tv and tad io spot
purchusr-s to stations whieh snh
scr ihe to the NAB Code or an
equivalent code, formal or infor
ma l.

lnvcxt iga tions which K&E has
been conducting into code ad
herr-ucc "have turned 11pa number
of accusal ions and thon cvidcm-e
that cortuin I'\AB members cont in
nlly abuse code standards," Dietz
informed the group.
"I urge you now - in YÍl'\\' of

t hr- K&E poli('}' and the gro\\"Íng
dl'sin• thronuhout our industrv for\ . . .
sclf-reg11lation in broadcasting - I
11rg<'yon to re-evaluate your me
thods and prnct>d11res Íor exert
ing controls with your memlx-r sta
t ions. If they are inadeq unte, then
corred them. Aud look over your
membership. If then• arc abuses,
h;1\'C them corrected or terminate

Dietz
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the- violüting sU1t ion's membership,
"K& E does tú want to he forced

into lkcisions on t:otle adherence,
or lack of it, hy iiulivid ual stutions."
he said.

Admitting the anti-trust limita
tio11s of agencies takíng business
action in association, Dietz reveal
cd bis agency is investigating "the
possibility of obtaining a mling hy
the Attorney General that would
Ll;in• agencies the right, acting in
association, to assist the broadcast
industry in its efforts at self-regula
t ion. To this end. K&E has made
contact with the FCC and our first
discnssion of the subject was some
what encouraging."

Individual agency action is es
sential to the survival of self-regula
tion, Dietz stressed. He urged every
responsible agency "to take a long
and serious look at the K&E policy
and then to take action on their
own," and offered K& E assistance
to any agency with a sincere inter
est in the policy.
lrnpNHling government action on

over-cmnmerr-iulization was avosv
eclly a major motivntion for the
K&E revolt. But it is very much "an
expression of our alarm at the state
of relations between the broadcast
industry on one hand and agencies
and advertisers on the other," said
Dietz. This same problem was
probed liy K&E president David
Stewart before a recent IHTS meet
ing where he offered a six-point
program for improving relations (18
November, page 37).

"There seems to he a wall huild
i11g ln-tween us," Dietz continued.
"A wall of distrust. And across this
wall. the shouts of accusation are
Ix-coming merr- and more ÍJ:C<JU!:.'nt
-each of us blaming the other for
problems 'W mutually created."

He ehusiized the broadcasters ÍOJ
"lmths and lirickhats from your sídt'
of flw wall. I can tell you that my
tired hloml docs push-ups every
time I he-ar or read about another
tv executive Üecrying the lw<wy
hands of tlw udvortíscr and agency
in shaping the conrsr- of broadcast
pn>gra.rning .:

PRUDENTIAL SP'OKESl\AA'f
ff'ill Rogers, fo. h(ls been ~lgne.</.b,· Pri
dential Insurance for a serie~ of six 'ii'cJ}1:i
tuercials emplovine. an ''Amerí'Clm:q tli.:MJ
lfog.ers. Wás asked to. do Üúz sfJols bite'Gíi.~
of his identi/i('mion wi•fb the Á1'¥JcClilit!JJl!
tradition. l'tu.dentfol sponsore Cl3S ''J;;(lf
"Twentieth:Century,'' ri<1,Ut'.atl1. J1frC,M:tt:ti!fl·

Stern urges measurtn@
media's commUMie~t:j;ott
"\Ve are trying to mensure s.'dm.
form of mh·crtising co111n1u1licaJ'iír~1
by a method that just isrl't gw~
enough in 1963. This contdv~
is called media exposure, and ¡JX«t:
tica llv all media audrenec mrmb~x
hegit~ and end with it."

But media's sole r<>lc is not f'll
provide a11díc11ce. \\i¡li'rJ$ Ed.~~';l;t'li

~I. Stern, mcelia "'·P· of Foote, Con:i
& Belding, Chi.cago. He told t;~}Jr.
St. Louis clrapter of .the AMA tl1~
"sorne media can provide ~!!"é.'f't'i~'t~
atmosphere or clin1\l{(>,.ar1d tht11
together '''ith their physical t
erties (color, size, nrotíorr, or :s.o.n:
curr cons id crab Iy cnha nc.e l he a~
portnnitv to eouununicatc."

"\Ve arc stuck '>Vith f1 ~1·eat H:ifil:.11i.
of med i<J stutistíes tlm'.f f(..>latt> {:a
ln-st ) only to sll{R't'nciaJ m~Cfh.
vehicle <'xposnrP,.. lro cónthn1béi-l:
"and really .tell us na.thin.~ nhoüt ittrij
ability of the nn:nHuoJ t.o help. C(~ft1
mn nicalr- ,\'J)at '>V<.:' x;x•fsh to s,¡rv.~"

Stem sJ1gge~tcd th6'se yn.rlrsJ,írc;~i
he applit>c(l;ey.ond n1c•dia~C~T~!iJSJíll'i'
a,ch-erfüo1íng ~xposnre, aclX'erti'S!Íl1')6
perceptio11. advettisíJ1g eN11lft1flll:ll;k-1
tíoü, i(llt)rO\'t'd ª''~nren.<?S·S.anil n1on



1~nt1r.d>ll· .ut itm.l« to prod11l'I. 111·
1:::rn..1.,.rtl •.••d1·"· i11L-r1·.1-.1·d-..di·.., .it t1
ptolit.
FC~\B,, IHI\\ l"lllld11di11c: .• \lllth

111111::!O 111.1[or 11i.11kt'! s Ior om· ol ih
d[h·nh '' hich w ill .rttr-urpt to ,1,\l'''
th1• t·l11TfiH'nt''" ni dill1•n·11t 11ll'di.1
I.ft rlu- tr.111,111i-;-.io11111 ;1d 1rn·..,s.1c:1·-..
~h·rn -...ucl. ··spl'cilic.dh. "1· w ill ht>
't:i:~Huc: tilt' v.rlu« 111tlii, .11IH·rti,l'r\
l''; (:'lllllllll'l"l'i•d •.. ·•!.!·li11,t lii-, 111.1c:.1-
'í!!th£' •His. Tilt' iiuport.uu«: .111d tlill1·r

,''t' in tl1is rc-.card1 ¡, tli.tt it" ill In·
mnh1ct1·d i11 .1 u.itur.rl. rr-al-Iil«

'f¡~~·it.•ffit•,.,•• 1111111 lrer..••.~tutist les"
Jh•h-rrinc: to currr-ut 11wdia 11w;i

~'\l.f;{'JHt.'l1t tools, Stern l11•11111.111t•t!
tl:falt "a ll tli.l.'St' 1111111h1•r'\,st.uixtics.
.:11nl <.11,t data li.ivc lulled 111.rna~c
.IH\'lll into thi11ki11c: t hat, nuli]«:
c,:'(>\1~,\\1' i11 111edia h.n 1•most of t lu-
~lflf'\\'ers .··
lJ¡, .tl'l'll"·Hinns wore pointed

, _ 1,iütíst part icnl.rrlv at tv ;111dic1.1Ct'
11 l'•i)ct\.ll>llH'tíH'tll. "Life magazi1w has
.~u·pm [or ;1 [our-color p;H!t' of .ibont

1' $';;: h.1svd on eircnl.ition. about $3
:"'hen figun·d 011 total homcl1old
r:t~¡1d1. am l .ibout $l.()() for total
,¡dnlt n-adr-rs, lf that isn't conlusinu
~·oough, in m.mv iutvr-uu-d i.r com

,. 1tntri~ons tltt•se c1~sts will lw donhlcd
·-íf \\º.t' :1ss1111w ;1 lilx-r.rl '.SO' ( ad
ü~1ti11g.' 'h·t many of thcs<' :-.anH·
viti)Jfi.l~·rswill continue to c:rind out

_, t: :C:('l)Hl lirnllcs per conuuercial min-
11w' for t\ prn~r;nns. without 111ak
fatg <l!l} dt•lbting ucljustnu-ut, •ts
tbou!!_li the~ rc•1ll}· hcliovcd that
f~l'I'} tuned "d liad .rt lca?>t onl'
,.;iexxcr to the couuncrci.rl minute."
,;J,,,!¡f.'(>Jtu·y SUrl't')' i[ll;Olt•tl

T\\ºO s('p;tratl' two-}.t'.lr studies
emreluctcd hy FC6:B-um· i11

Q\u•t•rn, Count}. \..Y.. and one in
~(;. Louis, H'\ ca led t lr.i t of cvcrv
fiíUO:homes t1111cd to network tv ¡m;
,~r;1ms. about one-third h.ul no
ltumH''' ih• viewc-r: nhont one-half
lh.td 110 h1111-.t'\\ifc e\post•d to th1•
'.<f(íilínwrri.tl; .mcl ll'-.s th.in rnw-fiftli
1;;f the lwmt.'\\ ¡,·es could recall am
'é'.IH11í1krci.ilcontent ~·I hours l.in-r.

\I t><lia re sea reh ad Í\ ·it,. must lu
~f~'>1fly <llTt•lcrall'd i11 the 11c.1r f11-
h1re, Ctllu: I11cl t>d St vru. "As med i,i
''''a'ibhililil's continue tn incroa-«
,..tnd .il~.o !!row more tle\ihlt'. nnd
~i;(b;:('•rtisin.g doll.ir investments risl'
tn.t:o thl' hillin11s, better nu-di.: pl.m
u1h1~ ís incn-nsinulv m·1•dl'd.'"

}\. ft•..:,· chinks h;l\:l, hel'n d1i-.1·ll'd
Ítl the lnlt'rpnhlic .irmor.

#
,...,

.
.

Cereal commercial checks competitors
The Art Directors Club of Chicago cont erred an Award of Honor on this
entry from Ralston Purina (Guild, Bascom & Bonfigli, San Francisco). It
was one of several winners of the Club's 31st annual competition. Bob
Gips was agency producer on ''Chex Kids," Gerald Schnitzer productions
house .

million lkc.d i11st.111t< 01!1·1·.u·cu1111t
011t of \lcC.11111-Eri('k.,1111 to \\ .ir
\\ ic], é> Lt·tdn. Tith n .1, .11trilrn11-d
It> ,1 d1·sin· to rd11111 In .1 fnr11wr
polie~· of ha\ i11!_!Dt'l'.d .111d '\nt-.dc·
at 'ep.irak a!.!1•11d1•.., \.1...•c..tf 1· .uul
otlu-r '\t·..•t lv prodrn::h arr- •.•t.i~ ini;
ill \kC.11111-Erick.,rn1

Tlu·?:.1' two ,I1ifh fulhl\\ do,t·h ou
tlw ll's'> ::.¡wct.1c11l.1rhillinu« lw1·!, of
Hulls-Hoyc« which a It•\\ \\1•d,.., .1!.!11

ldt rwun for C. J. L.1Hnd1c. Tli.11
1110\·c \\ ,1, co1P.id1·rcd I)\ 111.11n !1 >. .
n -Ih-ct a <:011llict " it h \ le C.11111-
Erick ...011\ Buivk .1ceu1111t.

Exodus at Interpublic

over client conflict

Tiu· hillinus In"' of tl1t• :1\l C11111-
pa11~· .uul :\c"tlc ¡, minor crn11p.1red
to t lu- $.~Omillion .ulclition of Erwin
\\ ast·y. Huthr.urll C... H~ .111 to tlu
lnter puhli« fold. But ii dot'\ eon
firm industrv c\¡wct.1tirn1-. t l i.rt the
il!.!<'lll'Y conllut iou would sp.1" n i11-
vupport.ihle client conllict-, of which
till'~<· rn;1yIll' j11"t tlu- [irvt

.\lin1u•sota vl iniuu \l.11111L1<111r
ine: is movim; ovr-r $2 million from
E\\'HH to \Ltc\brnts. Joh11 í:>.
Adams, l'ifrcth·t· I J.11111ar~. Sc' en
dh isio11s involved .m: Duplicutinu
l'r oductx. vlicrofilm Prrxlucts. Pr int
i11!.!Products, Paper Productv. lh-
llt'dÍ\'<' l'roductv, Ht•\ t•rc-\\"oll1·11 ....r],
ami \ll'dic;1I Products. Two otlu-r
rlivisiou» . .\l11t11.1I Brn<1dcil'ti11c: ~~ ,_
tern ami Di-Xrx- Clu-mic.rl .\ rtv, .m
also lwinc: p111lcd nut of the rcc1·11t
lv-nu-rucd <11.!;1·11c~·hut h.1\ r-ut ~d
Ix-en reassig11cd.

Conllict n·11tcrl'd on Ht•\ lTt'- \ \ ol
h-us.i], (photo prod11ds ), tlu- lart!t'·
c't .ulvert! ..•1•r uf tlu- group .. 111d Bell
6: 1lowcll. handled h) \ h:C.11111-
Erickson.

Eff1·d ivc "it h the I J .11111.1n
move, :1\l hillinu-, .it \lJ&.\ will lw
S·I 111ill ion. (Tl u- .;c<·nmI l.1re:e' t ••e
co 1111t !_!roup in :3\l is li.uulh-d Ii~
BBi)().) Ja11w'\ \\";ilkn l'\t·c11ti\ t'

'"P· of E\\'HH .111d m.ur.un-r of it
St. P 1111 offil·1· w ill join \lj& \ ,,,
'l'llÍOf \',p.

:'\1•..,tlt• dccic.h·d to mm·c ih ~~

NEWS NOTES

·\B-PT nnmr-, pr counsel: \11H'ric.m
Bro.ulc.ivt iuu- P.1r.11nrn111t Tlll'.ilr1·,
\\ .111h to inform the puhlic ni 1h
iu w l"Plll"l'Ph .nul ohj1·l·li\ I"> Ill tilt'
"over.ill comp.Ill~ .ictiv it ic- th.it t!t>
lit·: 1111tl l\ pruur.uuinu ... Tow .1nh
t ln-, 1·11d. t lu- p.m-ut curnp.111~ 11.1,
n-t.rined H11d1T tx Fi1111 lo eoml11L t
.111 i11t1·11"í'e puhlic n-Lrt 1n11-. pn 1-

gr.1111. ln .ulchtiun to the eorp11r.1!c
c.1111p.1i!.!11.H11dcr & Fi1111 w ill ,d,o
l1t'lp dcn·lop tlu- puhl« rl'l.llH 11-.
pruur.un of \B-PT -.11li-.idi.1rtn. 111-
c-ludiui; \BC 'IT. \BC H.ulin. \ i«
l n t c-r u a t io tr.r l Tele\ jq1111. \BC
Film'. .uul \ BC-P.1r.1morn1t Hn ·
ord-. ( >tl11 r m-w .1~t·m \ .rppo iut
uuut-, iuclud.: Hea11mo11t-llohm.m
& Dur,tinc of S.111 Fr.1m ¡,l'.P 11.1111t·d
In Tinlm m ~ \k \lnrr.111. "l111h ·

11



sale grocer, to handle advertising
for its Sun-Hlcst canner] fruits and
vcgctahlcs and Sea-Blcst canned
seafoods. Account was formerly
with Lennon & Xcwe ll: Crocker
Citizen ;-:ational Bank appointed
Doremus & Co., Ltd., also San
Francisco, efh-etive l January. Ac
cordingly, the agency will open an
office in Los Angeles to serve the
hank's southern division ami other
Doremus clients in the area. Budget
is expected to exceed $1 million.
Hoyal Hawaiian .\fuearlumia Nut
Co. subsidiary of Castle & Cooke,
and Eastman Kodak Hawaiian Sales
Division to Milici Advertsing Agen
cy.

Forms new commercials house:
Ri clrar d Adler Enterprises has
opened doors at 40 East 49th Street,
New York, specializing in musical
campaigns. Adler's credits include
":'\cwport Filter Cigarettes," "Kent
with the .\licronite Filter." "York
Imperial Size Cigarettes," "Let
Ilertz Put You in the Driver's Seat,"
and "Lucky Lager Beer." In ad-

VIDEcOTAPE

CRUISE,R

dition, he wrote and produced the
Little \\'ow.en and Gift of the .\Íagi
tv specials, His theatrical successes
include Paúlü1a Came, Damn Y~111-
kccs, and Kw~.tniil1a.John \V. Hull,
Jr., formerly a commercial producer
with Y&H and Ayer, is sales man·
ager of the new outfit.

More 'elbow room needed: Geyer,
Morey, Ballard has taken an addi
tional S,000 square feet of space
on the eighth floor of its l\'ew York
headquarters b11ilding at .5.S.5Madi
son Avenue. The added arca ad
joins the art department and will
enable the agency to bring the
New York creative staff together on
one floor, íncluding art, copy, and
rudio-tv,

Baxter hack for Standard: Arrang
er-composer Les Baxter has just
finished three radio and two tv
commercials for Standard Oil of
California, via BBDO. For the past
year, the Baxter-styled commercials
have been heard on Standnrd-spon
sored programs, including the San

games,

en

Francisco:.· Ct...T1..it·s···1·1:a···s·:·e·b··•.•·.·.·l.!l·····.g..•..•.·ii····:~.r...·¡(1· J~cand the Lc1sAngeles Rl~uos footb~ ¡·ºº
~1\l~

Ganlrier c);prJ.l)tls: Gardner Ad\"~

·t1·····.s.ü1g·.1 ·,••.,..··i··...l.l .•n·.·1•...n·····".··.··.e•.·.>·1·t·'·s····•.···N·.··•··.·.···.r······e·····x·····:.,·····..r....·.·Y··.·.·.·.•.··.•c....Jr ..•.k..·...•.• ··1.. ·..·1••:..e ....·m·· ..·.• • •••·.·.··.f' .

. . ,,,¡,
quarters into larger quarters '(;1:
three floors of a building nm\' l~il.:, ·~~1

der construction 1at 90 P<JrkAvett[i1 1

1
Agency has signed a 15-year ll·~~ $

The new bt1ilding is expected tell:.
ready for ocenp:aney on J April

:.-A

Declares: diviclend.: Ghirurg ¡l'·J.
C • 'T '\or •k 1··13•.·.. . .. .dJ'. •O'arrns, 1-.ew r or" ant .;osJtm, ·.~ti' •·'
clared a 1~1/z cent dívidend P~1y1:1bl t:Pi
I December to all stockholde:ts; 1~

record 15 November. This was tl'
fourth consecutive quarter thl'.1t·
dividend has been voted.

New name in Chicag.o; Tnhd!a
O'Neil is. now called To.bias
Olendorf, teHecting that \\'ifli11·
C. Olendorf, former \'iee prestd€lt1
marketing, lms become a me1nl~t:
of the firm as executive viee p.re.s
dent. The agency has eX'p;anded 1:
several areas, setting u.O ne,\i s~~



~nll1.t·d st·n in•\ '' lnth irn:l11dt' a
-H) 11ot iun-n w rt· Ii.111tI¡,i111.~d¡, i' i1111,
n·~1t.i11~ p.H"k.11.!«' n-t.uler prnmo
'f;J·ff\ arunnd 1• 11t t' r t .1 i 11111t' 11t
t•hkh·s. ;111 .111tn11111liH· di\ ivion
rd1 c111pli.P;is 011 t lu- OE \I .unl

11
1;l!'»rtsc.rr m.rr kr-t», ;r p.1ck.rt!«'d [um]
.i-.isio11 t•c1m·1·11tr.1ti111.!011 l1Wt~im11-
1rl.:,('fond at·t·n1111ts, .uu] ,1 public n·

, 1(irtms ch-p.rrtuu-ut.

,~J.;l~I1t·ydrop\i dru!! at·t·m.url: Ted
~1.1.~thdf ¡\ss11<.·i.11t•s, I .trl.. h.1, re

r, 11 J~1u·d the \\". F. Y111111l!. Inc ..
:~J~$nrhinl' Jr. an·111111t. as of :) I
~·1·e.111lw r.

~;lt1~plWesinquiry liandli1q~: .\ pn•
~tr!H1hl,muIt i-p.nt [unu for 11St' i11
1,mdlint! :idn rtisint! iuqniru-».
.,·hich st'IHls 1111! literuture ami for
\~tr<h iuquiru-s' llillllt'\ to s;1)1•s
'~ffi'n.'" .nul distr ibutors \\ ith «lilt'
\·riti11l!. Ii.is her-u desit!1H·d h~
\.!.c1ot1• Bmi11t•ss Formv. Duhbcd tlu
!l}~t·rt isi11t! inquiry Spe1·d isct. tht'
1.rtnh•d form l!Í\Vs the inquirer
prnn•s of loc;rl out lets for the pro
Jot:t nr •.•l'n ice'.

NEWSMAKERS

:\1·\I'.'\ \\. Vl r tu m i u lo .llTl!llll(
t'\tT11ti\ t' .1! ( :~.1rd1wr .\th 1·rt1•.•111t!
in St. Lu11i v. H \Y 1'1: 1•1><1'to t't1·.1tÍ\ e·
cout.rct t'\t'('lllÍ\ 1-; C11 \l<U" \\ .
l l vrvi-s. Jn. 111 1111·di;1 pl.unu-r ,
J \\IL\ J. \loom:, Jn. to ;in·o1111t 1•\-

1-cn t ivi-. .\I.I:x '" 11-11 Prn11101111 11 !11
nu-dia huv t•r.
FH''" Lot'b to the nc.1ti\c' dc·

p.utuu-ut of Earlt' L11de:i11 in ( :liic.1-
\.!0. I le \\ ª" '' 11Ii Borío; I I.uniltun
\'isot'. there.
Gi-:om;1: S1.11'l' to 1(1·11\011 ~ Eck

hardt i11 Toronto as \kc· pn-vidcut
.uu l !.!t'llt'r;il m.m.utcr. I 11· ";1.,; '' ith
\ lc-Comu-ll E.rstm.111 and Co. .is
\in· prcsich-nt , din·dor of clieut
services.
\I \llTI'- Z11·1 to '.'\. \\. ,\\ r-r ~

Son in Chic.iu«, I le• \\"ii\ fornwr I~
prt•<iidt'nl of I h-nr i, I Iurxt & Xlc
Donald tlu-r e.

J.-\\11-:..-.H ''~I'ami Fur» I I vvrvv
to copy supcrviv irx at Yonnu & H11h
icum.

Dox vr.n F. S-11-.11'\UlFF to offin•

"'P' n l\llr 111 tl n- l.i.111 I r.u« I-.< 1 ol ·
fin• of F111ll'r t'I. ~1111111<'. H 1..,.., 111
.1tld1t11111 111 !11-.;d11ill °' ,I\ \ H • pr1 \!

tl1 11t ,111tl lTl".111\ t• d11c·t ltil

'Ol<\l \' Fo., 11 ii to pre -,1d1 111 « I
t lu- ~.«11 Dwt!o \..,,11 of \1hnlt\llll!,
\~1·m It'\. I II' \lit n·e·d-. Fr.111k '11·1
le•\', prnult·11t of Fr.111k l.ic·..J, \ \cl
\ t•rlÍ'>llli!, w 110 n·-.1g1wd Fu ...11 1 1-.
lw.t<I of tlw B.ir1w' ( h."'' \!!,•'W \

Fu vv); ' P11m I to Crt'.ill\c' di·
rc·d11r of Cr.m: .\th 1·rt1...111!!,' ~.rn
Fr.1m·i-.t'n ofltn'. '>llll"t'«'d11n~ B \WI'\
C:. ()1~"''·'· l'wHc' w.iv w it l: <:rm\11
Zt·lh·rh.1d1 Corp. Oh1·11 b.10, lwr II
.q1pni11tc·d .ll'(.'11111111•\t't ut rv 1• 111d
u1·ati\1• dirr-ctur rn1 Ford \lutnr.
\\ hid1 tl1t· \\',nwit k .\cc·11t \ of \l1·l
h1111r1w Ji;111dlt'S i11 .\11\tl.d1.1.
B11t·c~:(;u'' to op1·11 .1 m-vv

,Jt!t'IH.'~ in \li111lt'.1poli-.. I le· ¡, .1

Ioruu-r ;i<.'l'lllllll t'\1Tuli\ ,•. 111d 1111·
di.1 clirr-ctur \\ ith :\<h 1·rti-.iu~ DI\ 1
sion of Chicazo.

C11 \HU~.., .-\. ~ 11\\ vn I tn t lu- r.i
diu-tch-vivion dt•p.1r!11l«'11t of Kirr h
nrr , Ilclton & Colh-tt. D.1~Ion .111d
Ci11ei1111.1ti. I 11• '' .1-. prl'\ iuu ...h \\ it h
\\"HFD ll.uliu, Cohuuhnv-Wnr tli
ington.
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Y!Q"~':d h~v1e :yg1:1rO)!tlll 'Mis' .and •fMe-r'm111bile'lele;visinn stations, .... for .HIM.: .a rotJmy,
,~;Q.Jto~t_~ru.($Yer1.e,q'l'.tílf>iP't~ \Vith t~o:·.~mprei ~ld,eaTa@~R'e~orders,a .coin·pJette~''er pl;rot,
&i~,M:a·tel:lni_mark 1v· qarn;er'B~, fív.teto~ nl,a'ir tn'l'tmfütiañilfÉ •.••. a:.ntt 1plen~ .111'fga:s.Frr HE:R:
a .tQ:~Jl~.t:t.~'i'ftqp.f.biW~~lit t!Iree· Q.unnn:it Ca-me;ra .chaii~ a,nd othe:r equipment a.d:e;quate
Ji~r~er__:r!1.ª!:~~t!!eze·d-~.Tb~1t'r.~'.f~~,~Y'11~...g\o:a;o~~~re._a·o'.~j:~e'to~ :~10~.,kioid cJ'f io1b .. ,
cnm::meicua:l.s,,, p.;r-osgraims, ·o:r: spgcraJ <e.ffe:cfs. li'b'el'H f'IJ1á'.~e y.o.a f'e·eJ .l1l!e: .a· Tuan ...

-· -~ .~'' ~~7' ¡-··

'Fh~ '!llilaillly StaJ1ón. SCf!'(lllr? fhe: Dalla5·1'trr1 v~or-lh ~;\Jarlf:c;f·_W'.fAA-TV
AJ:31é,CliaqneJ _8, G-omrnumcahons C-e:nter I Broadcast. services 1of
T'n~~a'.!la:~M(l)rnHTáNews X H;epr~n:~,edby Edw/ar'd Petry &Co . Inc.
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TV MEDIA

,, -·'

Tv rides a boom in the
expanding Mexican markLe·t

'fl

Here's a first-hand SPONS.QR report on giant st.rides m·~dt~~
by t v in a neighbor rep ub Ii e with a rising IJvln :g sea Ire

~. :'"'·~..•:.. ~ . -~-~};-~;-:_;"'"
Mexico is a colorful, striking blend of Spanis.h colo.nial ,and jet.age inflU.ences. l\etón'aves airflne helps ·t,ap' $4;~11.mUUóJií t:oJJ:tl~:t~



"'"' ..;u( till' l.>i~l.!t.'"t ~1·\11111111111-.
W sout Ii ol t lu- Ibo ( .i .nulr- lt.1..,
1:fl:•t \\ itl1 0111~ 111odt·..,¡ .1t11·11ttn11 i11
.hi· l.' .S But tlu- rt•\ 11l11tin11.1n
fa,llll.!t''i ('.lll'Wd )1~ tilt' l'llllllllt! ol l\
o \11•\ko. till' n-puhlic- w ith tlu
.•~it·1111d-l.m.~1·...1 p11¡ml.iti1111 111 L.1ti11

l.f.,.l''~1·)·11·í'ie,1.. h..I\ 1· r.1·ii 11!1·.111i111!fu1
• ¡¡¡u1\ l .S. t'\t'l'llll\t'"· (·or .11h1·rll'.·

·r~. I/or t v film dist rihutor«. Fur
·q1.1ip1111·11t111.11111f.1d11n·r-.. For l' .S.
,f.\tirn1 opcr;1tor ....
llr'rt' .m: xouu- hitddil,!lih:
~· 111 \l1•\ic1> Cit~·-"1111••.•c pop111.1-

fi1.~nni :l.3 million. mu- of tlu- l.irg1•..,t
•Hí.cs i11 the- \\'orld-t' ¡, right
''l" tl11·n• \\ ith lurllfiuhtv. brisho},
UJJI mos il'-~oi111! as mu: of t lu- Iav-
111r::í"t1·h-ivnrc-timc uctivit ivs. vlevico
:2iJs is an iu rpurt.mt uurrkvt (it h.is
nr( of tht• popul.itiou of vlr-xicu
!1i;1J llln s 10' r of t lu- tl11rahl1• t!1>mJ,,
·ur. iJrst .•unv l. I.a test iufornuxl ,.,¡¡_
.u:J·¡01ks of the t v lroun- vouut i11 \(1•\-
1... · e· · 1~;('.n... .uv put saturation .it .1 m111
II . •
'~j(r-Slllllt'\\ h.it lll'ttl'I' th.m Ji.1JI
the• l11.111u-s. .md the nppcr-iucouu
ImH at that.

;. Thro11':.!11011t tlu- rr-vt of vlcvk-o,
h l.; t!W\\ inl.! l'>lcadih-. Then- .m
HJ. st.itio11.,, outside ot" \11•\ico Cit\
fi\J\herc there an' thn•1•L About
~~r-;. of all clt'drífkd honu« in \h•\-
1lit\(J ar.t' h··co\.·1-rccl now. Severn I im-
1p,nrt~u1t C'itiJ•s ha\'t' I\' sen·il'c• fr0111
l'Wt'l network 011th·ts and at least
1ri:iJ1r inckpcndcnt local channel.
Jrmw t'~"t'-openin~ r•11l,!i11ecring h·ah
h.n .1'ht •t •11acTo 111p Ii~Iwd; on e \le\ i
c..111 station \at P;iso de Cortes) li.rs
thv 11\ghcst lucat iou in the world
1 I l.000 frc>t). an cl a 11.\ca¡> 11kn 011t ·
lf•t (C('l'in·s its sit!11.1ls with .1 l~O
tnflt'. lúw-of-siu;ht air bounce. s, .,_
·t~n1.stand.rrds arc the s.nnc as C.S.
!t .\.11wrican tv ndvcrtixcrs who

;,(ell. tlu-ir ~nods and service- in
·~1:.ti'\:k•o throuuh local subsidi.ir i.«

11nr distríh11tnr~. and \l1•\ica11 corpo-
r.U:iurrs \\ hid1 are important el1·
l 111j:~ots of the countrys !!nm in'.!
('ftfl:!lPlllV,m· incrensiuulv nware of
fÍil'I~p1n\:C'r of tv ;ll\ a m.1~kl'ting .ucl.
Mtr\ico is litcr.illv .rt tlu- t.'lk1·olf
pt>int of its i11clus t ri.i I fut ml'. and
~.h·i•rti" im~ n·v c>n11.e is mm· iu.g 11p
\\~(J:nlas ,1 fm1ct inn of the ceonomic
~íl~Vth, TY. hm,·evcr. i'! grnwinc
'.\,~fth fo~h'r-th.m-.n·e1-.1t!l' spt't'd. to
Üi~c\·, f\·-hy the t'Stim.ÜC'S of top
\J1:''!>:iern hroadc;lS!t ·r-;-accou n ts for
·~,.)]Jrlntfi(Y(, nf :ill adwrtising rf'n'-
111)1.t' i.íl \le\ÍC'11." with rndio clr.1w
inq "aho11t srr;- and print mf'di.1.

'l...··•··.·....! I

/11111 l·:milio f:,.,1n11¡.:11, »r ; ;, 'f,.¡,.,¡,,,.,,,,, 1•ri·vtl1·111. U1111111l11 'J'f"111rill. Jr.•• 11 l•.1" , •.,.,

11/ 11rµ1111i:111i111111l1i,·l1 """"''tu 11 ,,,.11nir/;.,ir1¡,:111111111¡: <tuttonv 11111!11111111!11111ul1·r o nv r on]

.111d other ;1dn·rtisi11g outlets, draw
ing the remainder.

~ By U.S. rute-card st.iudurcls,
,111tl by the st.md.irds uf u .S. t.ilent
unions Jil-e .\FTH.\ and S.\C, ~k.,i
can tv is a real bargain. An hour
of time on a Xlcxicau tv st.itiou gc11-
erall~ costs about 33',o of w liut it
would cost i11 a U .S. market ol co111-
par.rhle size. I'crl oruu-rs in :-.ll':deo
arc uuiouized l under .\.\D.\; ruusi
ciaus han· their uw u u11io11), as arc
tcd111icia11s ( under .1 .\atiunal
L'uion of Tv), hut production costv
of slmws <Ht' quit« modest, ;111d a11
hour-Ioug dr.un.itic show l\111 be
t.ipcd at about the cost, in tlu- c.~..
for a one-hour script .ilouc. A quite
elaborate musical production, with
pcrson.ilitics w hosc 11.11ncs cqu.ite
with box-office appeal in Latin
•\merica, cuu Id hl· 11d\\ orl-l'd for
8~3.000 or ll':-.S (Lr.S. doll.irs).

~· Despite a11 l'l't1110mic boom, 1•d
ucutiun - ami litcr.1c~ - .Hl' proh
km~ i11 ~lc\iL·o. Tlu- FC'der.d Cm
cri11111•11t s¡w11d:-. tw ic1· as nnu-h for
ccluc.ition in its h11(1l.!et ( :21 r r ) a~
it docs for nntion.il dde11sc { IW r }.
hut J-cl'pinu; .ilu-,«] of .1 hiuh birth
rate in tilt' lower r-conumic levvls ¡,
.111 1•dut:a t iun.i J lu-ad.rchc. 1\· in
Vlr-vico ¡, not lu-lrl h.1ck In illit cr
.11.'\, as .H1' print nudi.i in \ll'\icn
eit~ . for t -van lpIt'. t lu- hi t!l.!l'' I-l'i I·
t·1il.1tiou 111·wspaper sl'll' aho11t l lll.-
000 copie.., cl.iii~ in a cit~ of m l'I

fi, 1• 111illio11 )ll'nplt•). ~J-illl'd .llld
'l'lll i-sl- iIkd \fr\ ic.1ll worl-t·ro;. hm\ -
l'\ 1·r. cau '''l'. lw.1r, .rnd c11jo~ t'
t'\ 1•11 \\ ith thP mn'.'>t mmk-.t of l'd11-
c.1tio11,tl h.irJ-u;rm11Hk l\· .tl-,n
rc.1d1c'I .111cl h11l11f'm't''i 1niddlt'- and
11ppl'r-d.1ss \lnic.m f.11nili1·o.;.

Thl' hil.! n·ords in \ lt-\ic,ln I\ .1rt'
"Tvll·..,i~.lt'm.1 \lc\iC'.111n.'' nr j11-.t

"T1·l1·.,,i-.1t·111.1·Tlwn:.,, 1111thi11\.!q111!c'
lik1• it i11 l '."i. I\ l1ro.1dt-.1.,,1111'-!.. 11111
it <..-.111hc•.,,I lw dc·,11 ilu-cl thi-. \\.1\

I'uturc-, ii ~IHI will. .1 \.1•\\ )urk
tv opor.uiou i11 w hic h \\~B<:-T\
.uul \\ CBS-T\' 11.1\I', \\ it h I'< :e
pc-rnrixvion. d1Tid1·d to 1110\ e• 111!1•
tlu- -..111H' ...turlio pl.111! i11 ord1·1 te•
n dm·1· t lu- merl1cad ... of ...tucli1)
t•·d111i('i.111,, cq11ip11w11I .111d .id111111
j,tr.ill\ t' ollic1·'· .uul tu n·d1111•
lll'.1tl-011 prn~r.1111 collisioil\ of tup
vlrow « 011 tilt' .ur. Th1·11. d1·<.·idi11~ tlu
.1rra111.!1'11J1·11t \\ orl-s well. 1111' t w«
~tatio11'; dc•t id1· to inv ill· irulr-¡» 11

ch-nt \\''\E\\ -T\' !11 join t lu-m .111d
to ad .i.., ;1 prim.II'~ rcr1111 out Id ( f01
xliow v 110\\ lwio~ h·d h~ tlu- l\\n
ori!!i11al ...1.itio11-. to l.!rtl\\ iu~ 111'1\\orl..
ch.unv }. .md lo ori!!i11.1!t• -.11m1· ol
ih ow 11 .,I11I\\ •••. ~ow. a II t Im •t •

-.tations .m- 111n¡>t-ratinu in í lu- ....um:
lmildinu, !!t'11t·r.11l~·alli11!! .1-. fri1·11d
I~ compditor •.• in t lu- pro!,!1-.1min'.!
.111d -..il1•..; .m-av, h.iv in!! fe,, n·.1)
-;eerds l rmn 1»1clt otlu-r .• nul lwilll.!
li11lcd .rt t lu- top throuuh .111 mer
.ill m.ur.un-uu-n l \:.!rtlllp.

Tl11· (\\o top lllt'll of Tt•h•si..,lt·m.1
.m- widr-lv l-11ow11 i11 l".c;;, hro.rcl
~·.1,tin!! cirelc-..-Dnn Emilio \/C .ir
r.1\!.1. "ir .. tlu- proxidcut .111d !.!1·11n.d
m 111.1l,!1'f,.11111Ho11111ln O'Farril l ~r.
t lu- !'\1•t utiv 1· '.p. Bnth .m: 't 111>r
nu-mlu-r-, of (\\o of \lc\ico\ \\t·.xltl1.
Ít"'t .111d llHht i11fhll'11ti.tl f.1111iJ11..,
\\ itli .1 \\ id1• \ .1rid\ uf lu1 ...i1ll''"" 111-
lt•rt•..,ls in \ .1riu11' com1111 n i.d .111I
1·01111111111iC'.1tio11... fi1·ld-..

Oth1·r ¡._,., 1'\1•t·11ti\ ,., .in' tli1· -.1111-.

11f !h1·..,1·I\\ 11 mc11. Ernilio .Jr .111d
Hornu)o Jr. \\ lio hold imp• rt.1111
pn-.h ill 1n.111.1t!t'ilH'll! .md '· d1..,
F1•rn.111do Di1·1 B.1rro-.o. \\ho¡, I), 11
E1111lio'.._tnp 111.111.111d tl11• l hid filrn
hu~ i11~ 1•\t'C11li\ l' of T1•)1 ,¡,11·m 1

·i.)



Fortuuulo Diez Barroso runs film-buying act.iruies of T'elesist emu, a key customer for OS.
telelilm programs popular u-ith. .Hexica11 t'iewc•rs. Luis de Llano heads booming lit·elta{U!
operation producing dramutic series, soap operas, musicals etc. for neucork and export

Guillertrn> Camarena., \dJo runs :iJ~.
depertdertt cha1trtel .5and is é:l d:i~•,J~:
tinguisbed engineer} Lu'is de Lh1~<1J¡
Spanísh·bom shm\;man wlro is heiXi
of program·~pro:dueti:cm for \Ybiazl(
amounts to two full. nct\vork sche:d.
ules; Rector Bak.azar, ''''ho rt!£~.,
Televísoras de Ptovinda and is ~
sort of combination .of station•reli'"'
dons boss for Telssistema and h~·~
of a domestic syndication apev~I"'\[
ti on; Gerba.rd Lux, Enropean,bom ·1~
executive who handles the srndicir ·;p
tion of Tclesístema .slmws to dd1~~

1.wts
"\'ecountrics.

~lost of the tv stations in 1\1exf~~
in major cities are dtber own.cm ~~;
Telesistema, or are l:ocall~ OY\'ltlliá1·a;Ki
und affiliated ''i'ith the n.etwork dr~gJ
ínatiou points í11 ~Je:<:icoCity ...Néí~

''-'<J·r·.·k·in•·.-g· is a.c.•c··.·.?·.··m.. l..) ..lis.he.c.l··..1·..·n ..va ..r·..··.í.G·.·•.,.·.~:~.~:1·~.~eways: cable Iiuks, mi.crmva\·~ ·~. :& I
lays, and delayed-hroadenst tap;~s¡ ¡,1
and kinescopes..

Television began in .Mei\:koCt~
while the U.S. freeze Oi1 new1 .$l~f';1
tinns was still a fact The fir.st ;Qf
the three channels (channel
went on the air on 26 July l
after only 73 days Qf co1'1strüct?:í~ái'r~
with a fotmal cdminerd<Jl opettií.~~;
on l Septem bet of the sn.Jtte ·
Channel 2 followed in the ea;í'l~r
spring of 1951.. Channel 5 bega1;. ·Í;~
the spring of 19.52. (A go~·ert1\•
mcnt-controlled etv chan11cl, .n~i!Y
cOinli1etcfol,boWed 011 chanüd l]
in 1960 in :'.fexíco City ),

To pe, /Um .and .lit·e s~i:ar•ts
"~\'efeel '''e sltoüld have ess:e,1,,1,.,,

tínl contrnl over our prngra111ínl1•
but we do. not belie,·& in tlre BrrtJ~l;i
co.1.nrncrdal .: s.\.·stern. of 'tn.. tl"'ª.:ll··.·.··.l'.tll!}11

.. . . ..·. ·. ~. ··.· . . . '~ . ·.. . Iconcept'," Telesistema exec.nti$v'é~·I
Burroso t<fül a sPP,..SOJl edito.t ,ill
;\lc•xico City Utfs fo.IL

"SonH.> htrge <Yd agerY<;!icsh~re ~t%1'
prepared to p.roduc~ Uve or tapjfd,
shows, \\'.Orking with us. Gem(
wa produce rmr ª'''·n dnu
shows, mnsieal sho,\;s1 soap 01tem$
and sports events. ~V<•hu~r~tl~t (if
fihn shows, tü<)sfl\• ft'.()Ill U,$. ,i:1.~11:·
trilnitors, and l)¡n·c rollox;\\'.~(l.;;i, 'tr;~~·
rnatk(lt,' no-quota pnli~~r~in~~Jj~.
Eve1:y sponsc>:r hms the right fer J.li':~i'
his own program~ altha1c1gh ·\Y:C: :it\·
serve the rif(hl l~ trm» do\\'ll sh~\if~
'11üt in the t~ublic iukrcs:f."

Prncl u!C.'tio11 iü lhe li\:':l't-;t~it~t'~lf!<I!~
is a. Inrsy, varied and .c:'!.:.t..c'tlsi:i;·i" o,i?-·
cn1tfo11, and shidios a.t •11el~x~Í'CCil'lfto
litt>ráU~·hum nmrnin.g, nc>:t.ln .¡t¡;r:(



1dgltt .1-.II\ t' -.IHI\\;, .a.rt• ft•d lo a n·u
f.~d n·cord1111.! o¡wr.1tio11 - \\ luch
1u,1iutai11" ,111 iuv 1·11tory of mer 10,
lb:tH-ltom l.lJlt'' wnrt li $1~0 a n•t•l
f.1;Jr t Iu- t,q11 • .d01 n-,
(Yil'lor \ ·,.l.!.t. Tclt·,i,ft-111.1 n-corcl

lt.1,~ 111.111.1C:t -r. cll'\t'fi Iit... It¡., l'tlll l
l"'~illl~\ sr-tup ''' "tilt' hicl.!1''\I l.qH'
:ts¡wr.itio11 i11 t lu- world." II 111.1~we]]
hi•, for it n·n1nl, t lu- 1•1p1h·alt•11Iof
t50 lr.ill-hour ,Jiº"" l't1d1 1c1Tk. pJ11,
11r,.1pt·, of h11\ÍHI.!. -.o(·ccr .mcl 'lh'CÍ,d
11f\''l'llh.)

'"\\'1•\t• c11tt1·11voluun: production
i'.u t.q11· dm\ 11 to ;111 .irt," s;1y" pro
tluelio11 d1i1·f Luis dt' Ll.uro. ''\\°e
t'U.Jl kuot·k olí fin· ..;na ¡i-opt•r.1 epi
~:k1tlcs.of a half-hour each. iu two
d!1~~. n-r-orcliu c; Ilu-m in l ü-rnin llte
x~'l.!)11t·11ts. Then· is a permanent
ü.alf lwn· of l.~00 people, ami \H'

h~l\T' .~I ca111l'ras ami two d111.t•11

n;.~eonlcrl>.\\"e han• produced tl11111';
Jli!d,.,. of t.qicd comuu-rc-inls for lead
tl)\! '"tdn·rtist'rl>. 111.my from tln- l'.S ..
:<!tOd l1an• const ructiun shops. prop

1 d~'pmlt11t•11tand l>l'l'llic Iucilitics bi!.!
lrn1011!.!h to handle a major movie
I -itUJ li1 l.••

Teh-films arc an equally impur
,:t~1ntpart of Tolesistemn's pnxrram
)f:fj\!, Auu-rie.m ,·iewl'rs mid1t wit
,~Jl\\';lys rt•cu¡.!11ize the show title"
Irem the program lbtin!,!s ( G1111-
sm:wkc. for instanc«. carries into
Sp.ulish ;1s The Lau: of The Hcro/
l''~'r,.ind th« [ctsons are Tln: S11pcr
.y,:.u1ic's) hut they \\ ould spot lots of
<;.'')l:trl'nt [avor itt•s on the air. most
on a network JM.., ix.

C.S. film ~hows this fall on \lt•\i
ean tv include:

Dr, l\ildart', Prrn] .\la.rn11. .\'akt·t!
Clt1¡. EhTc11tl1 l lour, Tite { 111to11d1-

r:rbln. Dick \ ·011 D1¡kt'. C:1111s111okc,
B;t.t~-~H1tn11y. Flintxt oncs on clr.tn
m•l ~. with ..,uch spunsors as Col
~•ltr-Palmolin-. ~t·-.tli·. Kraft. ami
~'J'.,;1x Factor. Spot-c.irr ir-r film -.erk"
tiwlmlt• Xt•u· Hn·,·cl. Dick I'mcdl
'lf7l1nllr<'. Thr Sai11t.• md l luvcaiiar:
/;~yt•.

Real .\frC'ny<>. Hat .\lnstcrso11.
/fl;n11tr fi6.. \Ir. Ed. 77 S1111s,·tStrip.
I f11i111.lmt. Hen Cwwy. Surfsidl· Six.
J¡·f.sQ11s.Dobit· Ci/I.is. Father K11ou·s
;/1Y'W. llatlwu·mrs. Sk11 Divcrs, tla:
f1<l, Kini:. of Dia11w1.uls ;n1d Prtcr
(-;umt 1111 ch.níi1t'I .t. Sponsnrs in
e;·lnéh• 'Lire.lle\. Ford ;111d Datsun,
\'"Íth 'it·n·ral 1:1h'-l'\.t'llill1! film sh1m·s
·li.n·<.J .is spot carri.t•rs.

f41ssit'. \\ ·11att Earp. l-'m1mic.
l~vbin 1!01>.tl. Fary .\faso11 (rem ns),

"FRIENDLY INVASION" OF THE U.S.

011l' of 1>011 Emilio ·\1t·arr111~a\ fonn ill- proj1"t"b ¡, t lu- t 11rn·11t fr1l'mlh
iuvuviou of '>l'\ nal major .\11writ·a11 markr-tv, IJ\ lllt'•lil' of 20'( IFCC
limit) O\\lll'r'hit> i11 11M virlr-o 'talion' \\liow prni.:1;1111i11t.:"ill lit• ,l;1111t-1I
lowmd bri.:t• l\pa11i,h-,¡ll'11k in~ 111Í11orilin.

01w ,i.o\H'll\l' ~lat ion, h':\I E:\-T\ • in Lo' \ 11i.:dt•, {di;11111d :I & I, IHI\\

't'n t•s an undieuc« of vnuu- 11\.l,OOO 11hf-t·1¡i1i¡lpt•rl ho111t'' in a market
which lrn' 11Spani,h·,pt•al.im: dl·11w11I 1111111hni11i;:o vcr !J00,000. 111 111l1li·
lion lo local K\IE:\-T\' vhow«,ln¡>t'' of 'tmrh evcntv, 11111,in1I .•1111"'· rll'.
nre :iir-t•\¡>rt'"t•tl lo I.o, \111.:t·lt•, Irom \h ..,it·o Cit~

\11otlwr l T.S.-h¡1,t•1I out let ,í111il11rl~ \l'íH'' 1\.111 \11lo11io\ '100,000
S¡1:111i,h-,pt·al.i11~ n•,i1lt•111\, ami \l;ilion 1k11h. an· ¡w11di111:: in '\t•\\ '11rk
(!J00,000 Lnt inv, lllfl\lly from Puerto Bin> 1111<1Cuha). Chic1i.:11 (.i()0,000
Latinv, mam from Puerto Uil·o) ami \li:1111i 1:ti0.000 1~1li11,, 11m,1h
Cubou«).

In lht•\t' F.S. operntiou«, Tch-vivtcm» h:1' it- hevt prni.:raminl! fool
Iorwarrl. Hc'\111!, 'º far, lllTonli11i: lo Tdt•,i•lt•ma, an· "1rr·mt•111l1111,."

.\!so on tht· far lroriznn: a po"ihlt• Trlt•,i,k111a ,1111lio lo lu- w.I np in
\latlritl. Spain, lo la¡ll' prourunw, \IJOrl\ cve ut v, ami Ill'\\' Ihen· for jl'I
(or even commuuieatiou-, \alt·llitd rd;I\ h.u], lo \ll'\in1 Cit«.

i "ntouchnblrs ( rr-runs ). S11spido11.
nud /)0111w Heed 011 channel .) .

Cc11crally s p cu k in u. da~ t iiu e
shows .m- sluntvd to wo11a·11 and to
vnum; viewers, car ly-cvcninu pro
!.!rams aro dramatic "ºªP operas,
micl-evcnine; shows arc produced
in-Xlr-vicu musical. vnr ictv and dra
ma lie pruurum«, uucl late-cvcuiuu
s)m,,...,.m: l1.S. tt•ldil111 Invoritcs.

~t·ws shm\ s (hut not ..¡¡wd.11
t•n•nts such as sports. ¡iar<l(ll's. etc.)
ure clouc in a pattern unlike thnw of
l'.S. m-tworks: the~ 'rl' prnd1wcd at
Telcsistoma hv h•adinc; newspaper».
\\ hich Ir-atun- their 10¡1 newsuu-u
ami commentators. Expl.uu« H11111-
ulo O'Farr ill, Jr.: "\\.t• huvr- a polic~
of hcin!.! opt·11 tu all nc\np.r¡wrs.
with no prefcn-nt i.rl treatment. It
works to t•n•rymH·\ henefit. \\"e {!d
a hic:h !,!r.1dt•of new» n-portim; .uul
intcrpn-t.rt ion. and the pn'"" i.;
frit•1Hlly tn I\', even tho11~h w« arr
both advcrtisin!! media."

Yt>1r T1•/1,,-;i.d1•m·ll fro.11ti1'r.(

EH·n as it eon.,olid.1tt·" its c:.d11,,
Tc lt·,j~ tcm.i is m.i pp in!.! 1ww I\

worlds to t'lllll(llt'f. i11cl11di11g t v op
r-rut iuns in tlu- l'.S. (Wt' ho\ L

\le\ico Cit~ i-, \t·r~ m11d1 .1 !,!.1tc
"'ª' to Cc-ntr.il .uul South \nwric:i.
ami ¡, lu-couuut; r.1pidly lo L.1ti11
Amcr ica t\ w h.it l lollv wooc] .uul
:'\t•\\ York .m- to C.<;. tv. It ¡..,nm'
Ihe priucip.il cx-nt cr for tl11· produe
tion of taped sy11dica1t·d ...how-, Ior
tlu- Sp.mish m.irkr-t. .md Ti-lcviv
tr-m.r prour.un-, .m- ti·lc\'iwd in I'an
am.i. Piu-rt o Hico. Ec-u.ulor. San Sal
\ .ulor. Peru. Colomhi.i and C11,1Ie
m.il.r. It ¡, tlu• pruuip.il duhhina
center for Latin \nH'rka in the
tr-lvfilm field.

Tch·.,.hh'm.1 ¡, pl.mninu to ch.1111!«'
its t.ip« i-quipnu-n t to 7..">-inch
-;pct·d. \\ ith (if pr.u-t ir-al ,)um'
t.ipr-cl .1•• wvll at .1.7:>-int h -.pcc·'i.L
to t'.1-.1• prohl.-mc of '>\ udicat inn to
st.uion s \\ it h limitrxl Licilitu-, h11d'.!
et s. Tc.;t., .m- lwim! coudurtr-d. or
pl.inu.xl. in tlu- u'c nf \!(;\('..;
"Cr-miui" vvvt r m for pro.rr.uu pro
dw lion. tlt1• uw pf Ekclronic;1m
E11rnPt'.lll·!llad<' c-.11n1·r.t\ for 'tml io
,Jiot film .• rnd the <l1•\ 1•lnp1111·nl of .1
lo\\ -cost lir.rnd of cnlor t\. .,,

17
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Producer underscores
importance of ratin ..g.a
Regardless of how his hour spe

cial, The Best on Record, fared last
night 0110:BC T\', executive produ
cer Ted Bergmann says he still
thinks ratings are a great peg on
which logrear programing. Berg-..._ ' . l-,
mann, also president of Charter
Producers Corp., which packaged
the show, said l/(_~is committed to
make the very best product he can
-"best" meaning the show with the
highest rating.

Stressing how much ratings mean
to him, Bergmann pointed out that
"as a network manager (Du Mont ) ,
we distributed according to wlrat
we thought would be top-rated, as
an advertising exec (advertising
''·P· for Revlon ), we bought pro
grams according to their rating pos
sibilities; and now, I'm producing a
show. It had better make the top
ten (I 've got a bet with the
agency)."

"Hatings are important for the
net work industry ," he said, "the
viewer, the sponsor (Timex via
Warwick & Legler), ami eventually,
long-range even for the country.
The product we· offer is what the tv
public has demonstrated it will
watch. What these anti-ratings fel
lows fail to grasp is that actually,
we could push the country's econo
my into a downslicle if we turn our
hacks on what the man in his living
room wants."

Pointing out that television is the
largest advertising medium in the
country, Bergmann said that "if we
put on programs that people don't
want - because they're 'good' for
the people or for whatever reason
ª family in Butte switches off the
set. H the Bu ttc family is just one
of the millions of those not 'b11ying'
our program, the sponsor is not sell
i11ghis product; the distributor for
the product is losing money; the
manufnctun-r is out of business; and
the economy of the nation suffers."

He suid the effect of tv 011 the
ceonomy of the nation is "amazing,"
and brought up these figurL's com
piled hy TvB in analyzinQ; sales and
tv expcuditnros of the .500 largest
P. S. corporations m·11r a Iivo-vear
period: those corporations which
spent over half their ndvcrt ising
dollars in l\ increased their sales hv

I

J

4-1% and their profits by .50Sé. The
others didn't do as well because the
entire 500 companies only had an
average sales increase of 20% and a
profit hike of just I%.

"Nefo·c)rks, advertisers, packagers
... we've all got a powerful choice,
with far-reaching consequences,"
said Bergmann, "and J deeply be
lieve we've got a country to con·
sider in making it. \Vhat the viewer
likes on tv can be just the beginning
of a chain reaction that stimulates
buying and increases U. S, pros
perity."

"Producing a show is like produc
ing a product you'll mass-market,"
he said. 'The tv product must reach
as many people as possible in order
to justify the expenditure, We're
trying to produce a consumer pro
duct just as much as the manufac
turer of consumer goods."
Special ingredients lkrgmn.nn

put in last night's special included
Frank Sinatra; Bing Crosby; Bob
Newhart; Peter Nero; Les Brown;
Allen Sherman; Johnny .\lerceI;
Sammy Davis, [r.: Henry \fancini;
Vaughn Meader: Dean ~hnti11;
Tony Bennett; Connie Francis;
Mahalia Jackson; Steve Lawrence;
Eydie Gorme; Eddy Arnold; Homer
& Jethro; and Peter, Paul & .Mary.

Axing of Jerry Lewis
is webs' 5th failure
The announced termination last
week of The Jerry Leicis Show on
ABC TV brings to fi"e the number
of this season's prime time network
entries which will have completed
their tuns by yeat's end.

Lewis, whose two-hour Saturdav
show will end after 13 weeks on 14
December, is expected to be re
placed by Saturday Night ot IIolly
u:ood's Palace, a new ,·m·iüty show
emanating from the Jl'IT)" Lewis
Theatre ( nee El Capitan). \\'hat
will happen to the some 3:1 partici
pa ting ;tdvertisers in the Lewis
show was not known at week's end,
though a number will in all proba
bility cout inue with the Ut'W c.'ntry.
For ABC, the Lewis canccllnt ion is
tlu- serxmd of tlu- soustm, 10()Cruut]
(Sunday at 10 p.111.) having hven
dropped Mtet three shti\\Ji \'r'f\'

eudy in the season. The hUtei: \~~11

replaced by La1rghs far Sale, \8:~~

Consulidate<l Cigar eontinning. ~.
sponsor.

Like AB.é, NBC TY also has ~
shows to be terminated. B:etlit¡,
(Tuesday, 8:30 p.m.) ends 31 Jj.:i:,
ccmber, with Brown & V\'illinfüs(W
slated to continue in its rt>plti;.Q~
rn.t.·1.lt,You .Don't S<.IIJ···.·.•ª. · game sb~.~11.

1prest'ntly seen daytime. Harru
Girls (Frid<l)', 9:30 p.m.] ,\'iti.tlS;i;itj
27 December, with That 'Vas til•
\\'e.ck Thal \\'as a possilrle repla~
ment. Girls sponsor Colgate-Palm~
live has not been set for the fím-

.•
""'..

entrv,
TÍ1e e l y n ls I o Ii IIs Sha111;•"":

( \Vednesday, 8:30 p.m.) on CS~
TV ends l8 December, with :.tn ~ •-·
vet untitled new Allen Funt sfag:~i'
succeeding, Sponsors Hal.Stton-Pu;.I;<:
ína, Polaroid, and R. J. Heynoil·n~"""
may continue in the new show.

Several time switches ar~ also j;t
th_ewor,ks. ~nc7v·s Price Is.llig~,-jl
will switch its\\ ednesday 8:30 ¡).tlJ!i
time with Fannefs D(rn~htcr, Vt:W~
dav at 9:30 l'·rn. And in a Saturdélll~·'• ... . . .. . i<
switch, Phil Silt:ers at S:3.0 p.m. 1:1.u·¡
Defenders, 9 to 10 p.m, vrill swat'l-,,

A number of other entries <\PP~Zf1J
to be in possible trouble, if rat1111~
are any guide. [iuinu] Dean, 71 &um.-
set Strip, Traccls of ]<1mie McPlli!f!Jf:•
NS, and Arrest 011<i Trü1l on AHé
TV have not bcerr perfrll"nt'IMI
above the 30% share level. Sím¡~
ilarlv, Route 66 and Rwchide .®ñ
CHS T\', and Espi<>11'ag.<:. Lie1.1t:eli..,.
aut , Richard Boone and Ten:1¡;~1(q,
Flouston on .NBC T\' arc h.n·iimt!"<•·problems. ··

Smoke signc;1t.s,out

C/ti,cf J11lr11 lU¡z TtNJ, 9.8•. ,model [or €b,o
1111/Jofo nil'i\·cl [rour M.~ lxtoit• to To:í'JJll'f..
!iv. tí1ne,~.i11. t.liÜ•Cfi.~t 011 líat:rt-:rj',o'p'!'r1J.ft.1Ml
$(110- ~et d11ti11t:: Tb'P lml, F:a{r11t llfl:J'Jii~
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NEWS NOTES

Sales report: Four advert ísers have
bought sponsorship in nine XBC
TV programs <luring the fourth
quarter of 1963 and the first quarter
of HJ64. Sponsors are Canada Dry
(J. ?\I. Muthcs ): Gillette (~!axon);
.Maybellinc (Post-Keyes-Gardner),
and Pillsbury ( Campbell-Mithun ).
Canada Dry will advertise on Sing
Along \\'ith 1/itch; Richard Boone
Show; Espionag«; International
Shoiot inic; Temple Houston; Lie11-
tenant, and NFL JIighlights. Pills
bury bought into International
Slunoiimc; Lieutenant, and Temple
ll ousion, Maybelline will advertise
on Lieutenant and Espionage, and
Gillette on Joey Bishop, Tltli II our.

Seven Arb for CBS Sports: Seven
Arts Assoc. will produce a group
of half-hour sports specials for CBS
TV Sports. One of the programs
will be a study of a quarterback
through the eyes of the Baltimore
Colts' johnny Unitas. Subjects of
the other programs, which will also
center on individual athletes, have

not yet hec1J selected. The Seven
Arts production, wil] he seen ºon
CBS Sports Spechtnil<tr.

Telefilm into production: Johnny
North, a two-hour telefilm pro
duced especially for tv, bas gone
into procluctirrn. Lee Marvin, Angie
Dickinson, and John Cassavetes star
in the color film, which will he tele
cast on NBC <!S the first of a group
of two-hour dramas, prod need
jointly hy the network and Hevuc,

NEWSMAKERS

DALE Sxrrrn to national sales
manager at \\'SB-TV, Atlanta.
DEL01':EYHULL to local sales mana
ger there. Smith was general sales
manager with \VL \V-D, Dayton.

\VILLARD S. S:'.\uTH resigned as
director of advertising and promo
tion at \VJBK-TV, Detroit. He will
establish the Smith Advertising Co.
there in [anuary.. '

To:'.\1 MATTHEWS to regional
manager of the Mid-States Broad
casting Co. He was with \VZZ~I
TV, Grand Rapíds.

EDWARDA. ~10XTA1'US to sales

------ ----- -- ------

rn.~u.~ª.·~er.·of the AB:C rv :Cen.t:rillln
Div1s1on. A

ALLE:\"D. CHRISTI.A.~SEXta p.U:'b1
He service and promotion direu~(i!;1ll
of KETV, Ómaha. He was vd:fJ~
KVTV, Sioux City.

Jon~ P. Fm<PJ....E"5.and ]Qirl~
~lcEx-r:EE to thc :Chit:xtgo Offi(}f>
ABC TV Spot Sales <rsncco1mt ,e;~,
eeurives, AkEntee was with '\'N"C:c~~·
TV, Chicago.

JOHR F, Pr\'AL to ~c11eral .~~tl;~$'
manager of \\.'X'YZ~TV, Dc•troi.f
He was with ABC TV Spot Sal,,,,
in Ncxv York.

KExYoÑ HoPRl!\'S t< ~ creative ·fil1t
rector Qf fnüsic for the :CBS·T~·
network, succeeding Luo
who is retiring, ..
. HERslAX. ABOXS~~ to. assi;sta:L'htr~

director of a<lvertlsui.g .and p:rm;~ le
grain prOínoti.on at \VCBS" TV;.~'.~'~I.
York. He was with the CBS T\1 •,illll
Stations Division.

FRED FLETCHER to pres.iden.t .of J)i);

the North Carolina Assn, of Br©'ati.,. Ii¡

casters. He is v;iee prcside.iH ~º~.1.~lJ
general . manager of \\'RAL,.T\t;. -~
Radio, Haleigh. 1 'ª
J J '.I.I p . .,;••' -iUoHx . l\ 'e ARTLIX.to exeenlt:~~, "

vice president of \VCIP~T\/~. Cl:Üt .,at
cago. He comes from \YB'B.M thellt. I :·. 1
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¡':Agency-backed institute

s. ·sfudl'e/sf1rn radio audience
'',•.D·c:>'WChemical, Cernpbetl-Ewatd officials aid work

.«;>I Northwood to conduct 'total research' for clients

'IH....·)···.····.l''rn.11·.1.hol ..milc..; li.·rn.11 ~I.1di,011
I -~· ;111d ~l1d11t!.lll Avc-mu-s. llll t lu-
' 11rrt·l!kirts of ~lidl.ual. \lil'l1.. a Four
~1ef~Hr-oldjunior collegt• is 111;1ki11c; a
i;'t,ronc: hid to sokt• tlu- prohlvu», of
m-llle11Ct' mc.asurt•1n1·11t. Ord in.u ilv ,
~JJdt an cHort miuht not lllitl...c i!
..,4.lf felt in tlu- ad\'1·rti..;i11c; world in

'l¡~-tlrh ;¡ short pi-riocl of tiuu-. But for
' l rrumlu-r of rl'ason,, what is hci11~
d:uuv at North\\ om! Iuxtitutr- ~in·s
uuusuul promi-.c Ior tlw f11t11n•.

1.kspitc ih ~outlr, Xorthwood h<1s
·• rflltlsnal h;ll'l...in~. airead~ it ha-.
·•• ·Ct:rnd1wtt·d a pilot stud~ to cstahlish

o valid svstcm of Im ;rndicnn·
l.1R'asun•111t;11L and is uovv at work
~i]1 another Im study i11 a l.irucr
1nr•'trnpolita11 CT11tcr. through ib
~Jtrtltwood lh-scarc:h Center.
~"'s.prtlm·uod itself. a junior col-

l.ii"~P, is c:omplctcly hmi1wss-
tciri<:'lfh•tl. Its [in.uicin I su ppnrt
(n.10n1 than 8~..) million in gifts)

·• "h~!<Scc·Hnt• from business, ami its
L'ttrril'11ln111 is de\·ott·d to advert is
tn~, retaili11.l'; and [in.uu-c-. I fc;Hling
¡,ti' hoard of t rn:-.!t·es is Dow Cln-m
if~1fsEvcrdt :\'. L11C'e; \"ice chair
n;ra11 is Ht•nry C. Litt le, Campln-ll
.t~\~';;ihlhoard ch.rinuau. Other hus
i11r·:s:strn·11.i11d11di11g t'\feuti\·es from
$:~trlb' Farm Insirrancx-, J. L. I lud
&tXí11,, •uni Time s1·rYt' as trustees. I ts
•1d~·crt.isi11¡;! ath·isor~ conunittoe is
h~~11d.cdhy \\'orth Kramer, Cood
~·lll Smtio11s president. So less than
S\h: Ca111phcll-E\\",1ld C\ceutiws an

tht• t·tr11müt.tt't'. plus Curt is Pu h
'ti~1ing. Cln•vroll'l, and otlu-r vxecu-
l{Vf'.:1.
Th~·Ílll pilot study (sec right)

"'~'°·a:11,it1!111gnrutcd h~·:\nrth\üind .nul
01r1rrc:.lcrttt(•ti in ~ I id lan d w.irking wit I1
·~ffatl·~UHt• F.\I Setwork \\'ith t ln
fTfÍ~d run hehind. otlu-r fm projects
i\<f~•h:c.:•iug pl.urned and l'ond11dcd.
:Crnrtnu•ntii1g on .tlw n-sean-li ho

~rli¡t~·Xk'tmf,~>dIn tl1(' :\orthwontl Ht•-\01,i •

i¡,~,¥fd1Ct•ntt'r. jnlm P. ~kCofl.
t~:rc•~id('nlof .\lid-Statl'~ Bro.nk-a .••t
íu:g~lmtvs: "Our assodation with

t lu- '.\mt II\\ 11od Ht•\1•ard1 ( :1·11kr i-,
.1 ).!Í;111! sh'p forward in luinuiuu
.ihout ;i n-al 1111dcr.,L111dim~uf the·
alh·;111tac;1·s of Im radio to 011r 1i...tr-u
vrs. our ;uh l'rti-.1·r, ami mir pro'
pl'ds. Tlu- results of this tot.di~
olijel'lin· rl'-.card1 h~·hic;lil~· q11.tli
ficd ¡wop!t• han· airead) gin·11 11'
fads 011 '' lnch to pro¡wrl~ ha.,1·
PIH ()\\II l';l"ll\\'lh .uul to l'St.1hli ...Ji
\·alidity of .uulicuccx for tli1· profit
uhlr- f111 adn·rtisinl'; of om clicuts."

Plans an• uudr-r w.rv, .iccordiuu
to .\h-Coll. to t'\lt•ml t lu- USl' of
thest• new n•scard1 operutious into
otlu-r arC'a'i of tlu-ir adi\ itv. \\'hile
pn•st•nt studies h;n·1· ht·1·11 aimed at
amlicmT r;1ti11gs, in tlu- main. IH'\\

n-search will cvplon: .rdditinna]
fields. Tcntnnvr- thinkim; 011 this
score iru-luclr-s st11dil'\ to help de
tvrmiue t lu- dt·sirahility of present
programing; the audivuce pn-Ier
cm:t• for ct·rtai11 program format
eha11c;l·s: the "image" of a pan icular
stution in tlu- minds of the uudi
cnoc: indica! ions from advert iscrs
ami prospel·tin· adn·rtiwrs con
vcruuu; tlu- plal't' of f111 in t lu-ir
advert isinu campai!!;ns.

"Total n•st·an:li.'' as Xorthwood
ealls its method. is sic;nificantl~· dif
fcrl'nt from some present prurt ic:es
in Sl'\·cral important aspl'ds. Firvt,
the elieut :t!!rccs to total ohjc•di\ it~
in an~· study. This means that ah
-.olutt•I~ 110 dr-viation is 111.1d1•in
!!atl1eri11!.';. inn-rprr-tinu, or present
inc: tlw firnlin.!!s in order to accom
mocl.rtc the dicnt. Xort hwmx] Hc
veurch Center policy is to ln- as
st'il'ntifically ohjvct iv« as iutvlli
l';l'IH.'t' permits.

"The cln-ut must a!!rl'c to he sat
isflt·d with 011h- tia· truth nlrout hi:-.
audi1·11t·c and Ílrol,!raminc: ... 1·\·c11

if it is a bitt1•r pill to sw.rllovv. Co
opt•r.1tio11 lwtwt't'll client 111.mal,!1'
nu-nt, t•d1watnrs. .md tln- rc..;ea~d1
t'\pcrts at the Ct•ntcr is dt•m.111dcd
to nchieve tlu- nr.rximum pos-;ihlt•
nuthcntir-itv. It is felt th.it onh 1111-

)olrn l', \¡,.(;.,¡¡, \/1./,"t•11t•• ¡1n·•1./1·ut,
''for"' 11¡:r,.1·111t•111for /111 «t ud » "·' l n ct tt ut e
¡1rt••itl1·111 Irtliur f .. Turu» r 1 .,.,,,,.,¡'. awl
rt•wt1r..!1 dir, II ill uuu t «, ll ark» •.• ¡,,,,¡, 1111.

FM PILOT STUDY
\1,¡.: \'\JI rur . \Tio:'' \I

I II \B \ITElll"'TI<""

Follo11111¡z nr e 1/1,. 1111••• 11/ ¡,,.,,¡/, 11/

lio11.w•l10/t/., ou uiu¡z /111 r r» ,.¡, ,.,.,:
Age Range
Up to 29
30·39
40·49
50-59
60 and Up
TOTAL

Percent
11qo
38°0
31%
15°0
5%

100%
Fol/011111¡: are t/11· otlu»..,,,.,n11/ hi·
ol« o/ /11·111/.•of /11111,1•/111/,/, OU llillll
f tu rerei r ,.,,:

Educational Level
Through 8th Grade
1-3 Years High School.
High School Graduate
1·3 Years College
College Graduate
Professional Degree
TOTAL

Percent
4°0
4°0
14°0
7°0

35°0
35°0

100%

l'\1O\IF1:11 \H \I ffHl~rJ("-.

fo/1011 uu: are tlu- inn11111•rrw::r. o/
10111/ ft1111ih inron11• o/ l1011."•li11l1/,

llll'lli11i: /111 ,,.,.,.,, er « :

lncurns Range
$0-$3,999 . '
S4,000-S6,999
S7.000·S9,999
$10,000·$14,999
$15,000-$19,999
$20.000-$29.999
$30.000 and Up
TOTAL

Percent
2.5°0
7.0ºo

40.0'\.,
36.0%
7.0ºo
5 o-,
2.Sºo

100.0°0
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der these conditions can full faith
he put in the results," it is said.

Studies at the Northwood He
seurch Center use extremely large
samples. In tervicws on each par
tir-ul.rr time segment arc continued
until additional responses do not
clrnnge the pattern. In this con
nection it is felt that the survcvínz• I"'

of longer time periods with accu-
racy is much to he preferred to
srnnpling l.S-mhrntcs or even honrly
time segments with a woefully
small sample.
.\s further checks of the statis

tical validity of its studies, normal
error-computations <11'(' made. Stan
dard, and accepted, charted infor
mation is availn ble to compute the
probable error involved, In special
instances, where more sophisticated
mnthcmatieal procedures are re
quired, they arc devised bv edu
ca tors.

In this reg'<ud, the :I\oTthwc>'od
Research Center has available for
thi!> purpose teachers with doctor
ates whose specialty is mnthcrnatics
and statistics. "There is a point be
yond W"híchstatistical computations
seem unwise. J t is 1mt infrequent
that such compntutíons thoroughly
confnse the teader or user of thé
report ·with unnecessarily cornplí
eatecl statistical prnccdnrcs. The
feeling exists that a maze of equa
tions wins the respect of the rr-eipi
ent hnt it is the 0orth\\'ood He
search Center policy rrot to un
necessarily ccmplicatc any study.
This same philosophy applies ro the
size of the report. Every effort is
made to condense, rather than
lengthen, a report," Northwood re
ports.

This type of marketing research
for the fm inclustrv will become a
prerequisite for the successful oper-

,¡¡

Mid-States presínent McG.offchecks fm c:hart with lnstnute's rese·arch dlreclor Bátk.ey
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Id•a tinn of any £:tati()n ín the futur~ ··JO
believes \rlllíarn G. I311rkit:>y,.e~.e¢:1:t lits
th.·e.d·i·r.ect.or..of the 0utthwrmd J!j, 1n.¡

. ¡¡(lSsc•atch Cent(•t. .
"' \ ·11 1 . . 'f · · t f '·'11tt.~ t mse 111 .Jn ca.mm· •01-~' ·

~· . . . . . . . . .. ~;;:·- jd
that tP.chnolog¡rcul research and .cl~~ ~Cl
velopment work •\\'ere rcspong.:J:lJJtc1

for the creation and devclopmeo'f 1~

the industry. This same type .-O'Ji

scientific R/D must be applied. ·t
the commercial side of Fm if it 'i~
to attain its ri~htful place in {fat
field of mass co1mnu11ictüio~1:~~1,,~
Harkev said. ''As fin becomes Jl1~tt~

powerf u I; th: prnbl~m.sof opthnt1'!f, ~:~
eornrnnmeatíens, soeísrl respon~'.f,.¡
bility, and proBtahle business O'plii'ilil:
ations wil] become staggering. !~.e
índnstry will need every scfentiilíft'
tool at its disposal to help süh•c.•·i'.&
complex problems in a \\·orltl PT!li1
coming incr.easingly s.Qphisticat~~;

"Quite a bit has nlreadv be.e.r .
- . I ITwritten on the unusual eoncentrili·;

tion of .Fm ~1udJe_nces In suburb~~: :,~
areas and how this can unfrtvor::lb~. 'Ül

show up in sorne types of st(1rl!~~, ~.
\\7hcn published estimates of dJ'.c· 1")\,,
total U. S. audience for the £rr ·
ranges from H3 million to. 32 n'liJH~i¡
homes, some inclicntion of the íte~·
essity for mote 1·eHn.ble 1ueasHl:L~·
mcnt means is cl<.>atlyindicated . ,
and the time is here, right :now. 'I~
takes no great im~uginatiou to· e..a1l'·:
vision the time in thCC' near :fotum~
when fm \Y.illhe tJw donfo1.ant t~,~llil
of audio .c.01nmo.1ücutlofl. As ·tft:o:~
runs out, it b<.'ctJines inct¢~1sf
important to dc·\·t•lop nn anrhe
re liable, widdy-accep.ted fnr ra.timt~
method:" he said.
Also 11oted h<1s been a n1ens\Jté !íilf

comfort st>í11e spokésíncn hÜi:é' ~
the ht>hef th~tt fan do.cs µot fat>c'fü~
st11nc rating p.rriblG>n1sas A?sf :an1il
therefore ean "hide its tin:Y.:e~' .:,tafil
ccrtüin .rcsearelr aspects., J;1tfotl:i'K'l•
tiu11, coü1b1g tü the .att1C'JJ.fi©1it'>f' tl\l:!
?\•orth\VO()d J1;es(".,~}J"('h.(i'{'ílfci'¡ ~¡1'~
ca.fes Y¢1nm k~thle OtJrnl;t>t's,t\íf .fill' r.e;.;
ct'in•rs b&ing lo.cate:d in p:ri,'.!llte ~
fices and automohi'lcs ..... n:ot 'tti
mcn.tim1 Irntold ..cmmnrr.cb1l a.nél .ififi,
dustr)¡oJJL'SfHbli.lihJ1l<.'1íts:wbcn·ie .fo11 lil
11scd us ··haickgn>uhd'' i..~!i'Y'Íll.:0111'.í:J:)~tllt~.
The,~{:'facts cu11fí·n11tth~ jn,d')1fts'tl,;.~
to.Lim·.Th<L•ti1ne··igl1<..>:r~r·í:~ht1xo~'
-\vfwn n1c;•n:1tSitn n1cas~1;:i; th~~~
··'1n1rntecr· .nudif'nce:s¡, cm'lla rfr~l
th~, {liffi•rcu~e J:¡eb~:e~l1''t'ilt>d~í1~g"'
en· ''san.ring" fat .cocl]l)'fle.ss ,fm :st~~
ti nus, .~orth:\~·nn.~l.'.~cxa<:!n:tf\ted~~
1T.etor en1pha.sizt>s.. :r



~dio ad effe.ctiveness
~11:1tits peak: Bunker

1 Hn,f111r to pitrh H \B\ IL1diu
1•f.,1rld1ne, l'l.111, pn·-,id1·11t Ed

11tH1krr told tlw Brn.1dt-.1-.1 I·:wt·11
\.,(!!.., Cl11li ol t h.rt cit\ th.rt "r.ulio
<llllntt'll'i.rl-. h,I\ t' l"l'.tdll'd tluir
J;t\llt•sl h•\ el t'\ e-r ol vlu-c-r t•n111-
1

f1rt1il'.1liu11, dln·li\ 1·111·,-....
Co1111111·1Ti.d w ritc-r-, Ii.I\ e IH•1·11
!Ttºt'd lo ...h.np.-u t lu-ir crn111111111i1'.1-
1Ht'> ,¡._¡lis j II l'l'Cl 'I l t \ t '.11'". !tt' \,¡id,
Htl t lu- ¡,.,,it· t'l'ot1011ti1·, ol till'
fi·•di11111 1'lllºlllll'.l!.!;t'd t'\IH'ri11H•11l.1-
ti1H. ··111radio. v ou <".Ill 'Pl'lld xonu:
IPlll'\ 1111 .I lTt';tli\ t' idt.\l ,111d ii
J"l'l'"'·•n rcpl.u«- it without drop-

1•1tue; .1 lortum- lnr 1•\p1·11.;in· sl'h,
1í;~h-pric1•d l'a1111'ra111t·11 ,111d other
c·1m·mlo111. fi\t•d d1an!l'~ inherent
1 tv vomnu-rci.rl prod 11din11."
l1ui11ti11g lo .i 1-.1111pa111"imit.uion"

·1h· co111111t·1Ti.d.... B1111l..l'r prolt's!l'd
'littl ",1 e.nod ¡, l'Olllllll'l'l'ial l'otl<'l'pl
n-;<•d. lbtt1·11cd 0111. .uul tr.uuph«]

1u~11111il a dn11·11 comp.ruics are
1~·1'>n·se111l'dIn· tin· s;1111c approach.
l
~f1t'·t·o11~111nt·1:is t·n11l11scd, tlu- idc-u-

1,

frü·o; of I lu- prod 11ds IHTot Ill'r1~~T~l'd and s11h111t•rgcd. ami ;111-

l}thfr frl'sh tv idea liL'l'Ollll'S vict im
1 11f tht.' l.i«: ol di111i11i.,hi11~ returus."

I le comp.m-d tlw "dt•;111 st•lli11':2;
rm.\H't of radio conum-rc-i.rls. \\'hich
nn.1nn111i(•ak throuuh humor.
\°>Ull<I. arrcstiu~ phrast•s. and reach
1(1h tlit• consumers car" to the....,.

'•·"faus~·. hmy I\º spot '' hieh must
'<li~nttc t lu- l'~t· ;1' "·ell as t lu- ear."

.Frotningsl.oshpopping

¡¡,,!'S:(tCortl.ir, f'it1.<b11rpl1 d.], uho intrmlnr
r'tl llhl." frotl1ír1~~1n,/1 •I,< u 1Mi: ¡,,.,,, com·
•'1J.1"rtfol1u1 Kl IK I (/>itt.sl•11r1tl1 I ,,.,,v cur »

!,q"•'··' ({án" eurl¡ of .'il,ir lfrai1111l1l Frntliin«.
&h'!i for /111/i1hn ¡ir111n111im1. I ron Cih

·11:1lii< /Jrf'·n ,,.'fl i11.a lw1 r iuulcr th» f.J/1/1•
!~'ro·t'h lnlrel:s r11i'l1 \ 01N11 lu-r 11iul I lrt'l'm·
'!'i'Pr «mre llJ.}.I. LM•'"' drit ,. f•'•ítí1rr• ''
·~l¡tik ¡ukk" nm/ l11m111ro11< lahr-l«, Th»
istbdn i.( /\. otclrum. \foe I r111l &· r,rm •·

'/VAPI(
PERSONALITY PORTRAIT

CLANCY
LAKE

Clancy Lake, former City Editor of The
Birmingham News and ace reporter of The
Miami Herald is "Mr. News" to \VAPI lis
teners. From the Alabama Senate floor or
from a plane in the eye of a hurricane,
from a disaster area, or the scene of crime
... if the news is breaking, Clancy finds
a way to bring vVAPI listeners a direct
on-the-spot report. Not only are \VAPI lis
teners the best informed people in Alabama,
but \VAPI is the only station in the country
to have its own "great Lake."

-WAPI-RADIO
50,000 WATTS

BlltMJNGHAM, ALABAMA
WAPI radio represented by Henry l. Christal Company, Jnr.
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Sindlinger Proliles Del.

MAYTHROUGH AUGUST 1963 " ' FEMALE TOTAL
INTERVIEWING PERIOO I 1••...,)Kf'Co J ''<oOJlC'rf.D P11t1Jltno

....-.e I •c~o.r I :;• -~l I Ptll(::o.r f ~Of!t 'f'"OC:_i"
&A5E All INTERVIEWS WITH I I I
INOIVIOUACS 18 YEARS & OLOER• 1266 JOO 0 1188 1397 p00.0 I 12S8 2446 100.0

CISl(NEO Al SOMETIME OURING I I
AVERAGEWEEKDAY· I I

~g~~L.: ::::::::::.:.:.: m lU m m1~n1 m :m ~u
AUTO . 419 JJ.l 393 203¡14.S I 1e2 57S 23.S
CJTHE• .. . •• • •• •• •• •• •• •• •• 101 e.o 9S 82

1
s.9 I 74 169 6.9

, 1STEN(O MORNING• J
TOTAL. .. .. .. .. .. .. .. • .. .. 73s se.o 689 e21 I s.9. 2 1. 74S 143_4 se.6

~e~~:::::::::::::::::::::m ~u I~; 1~}JSU 1 6~~ m ~u
OTHER . ••••••••••••••••••• 91 7,_ e6 48 I 3,4 l 43 129 5,3

•• STENE O AFTERNOON• I I
TOTAL.................... 419 33.2 I 394 soe¡36.4 I 4..s.e I es2 3..4.s
HOME •• •• •• •••• •• •• •• •• ••• 240 19.0 I 226 429 Jo.1 386 61.2 2s.o
•uro..................... 199 1s.1 1e1 12e I 9.2 ¡ 116 303 12.4
OTHER.................... 4S 3.6 J 4J 41 I 2.9 I 36 79 3.2

LISTENED EVENING• I I
TOTAL.................... 420 33.2 394 312····¡22.3· i 2e1 I 67S 27.. 6
HOME •• •• •• •• •• •• •• •• •• •• • 240 19.0 I 226 270 19-3 243 4.69 19. 2 .....
•uro .. .. .. .. .. .. .. .. .. ... 134 lo.6 126 79 I s.6 ¡ 10 196 e.o ¡ '.'.
OTHER •• • •• •• •• •• •• •• •• •• • 76 6.0 I 71 24. 1.7 ' 21 92 3.e X'

Sindlinger & Co. today re
leased findings on the first of
its 67 market-by-market re
ports, this one taking in 22 in
dividual Detroit radio sta
tions, including eight Im only,
having one or more listeners
in tho sample period. The
questioning was <lone over a
f o u r-rn o n t lr period, Xl a y
through August, on weekday
radio activity and includes de
mographis audience charac
teristics for all .2,66.3 individu-

als sampled in the three
counties of Oakland, Macomb,
and \Vayne.

Sindlinger said its further
market-by-market reports will
he published when each mar
ket share of the total 48 states
reaches a sample size of .2,000
completed interviews. Arnong
data gathered are sports, con
sumer attitudes and opinions
on economic measurements,
auto inventory, plus 13 demo
graphic chnrncteristics.

I I

t#AY THíeOU&H AUGUST 1963
.. .-..~ Yt'l.\l.t.

lftfTERVIEWING PERlOO " ', ~<1

E. OCCUPATION
OF RESPONOENT 959 9·59

PROF• f TECH.• &.
KI NOAEOo •o•••••••• o. 132 ••MPO••••••• •• ••••• ••• 107 14
CLEA I CAL. t.. SALE So••• I>• ••
TOU·L WHl T.E COllARo • ,.. !SB

CR.AFTSMEN. FOREMfH
Ii::INDAEOo•o•., o.• .o. 226 .

OPERATIVEoo•••••• ••• 124 2•
DOMESTIC £ SERVICE •• •• )7
lABOREASo • •• •• • ;;. • •, •FAR"ERS/rrlOT OWNERo•• •
TOTAL BLUE CO\.LARo•• •Ol 66

UHf"4P\,.OYEOo, o• o•• o•• 2• 31

STUOE"rs •••••••••••• •• 01
HOUSEllilVES• o••••.••, 583
RETlREO ••• •••••• •• o. 7S .2
AAMIO FORCES/
OFF BASE.•••••••••• •NOT OETERMl!iilED•••••• 10 I l2

TOTAL OTMER'S•••••••• 1'9 •n

Half-million for WEW
Over $500,000 is the sale price on

\\'E\\', St. Louis. Aftvr a short ten
me 1111dl'rthe ownership of Frank
lin Broadcasting Co., tlu- station
has Ix-en hrought hy u group of
St. Lonisans lu-uch-d hy vice presi
dent and ge11l'r;1) mauage-r of t ht>
vtntiuu. Chnrlcs J>. Stanley.

t. I

111~I l I rr"" ~t

100.0 ' I 100.0 ' [ 100.0 '

rr, a ' s.1 ' I 9•• 'n,2 I 1.-~ ' •• 4 '
u.3 ' 9.J ' 12.9 '

4lo 2 I u.s ' 29•1 _,

23. 6 ' .. ' 12.2 '
12.9 ' 2. s ' I l;._I I
J.-e ' '· 9 '

h-1 .,... • ...
ó' ' ,¡ • •4 '

,'1.8 ' •• 9 ' 21í-.7 '

2. s ' ).9 ' ),.2 _,

~.o ' •• 4 ' s.1 '• 60·-ª ,- 29. '1 '
1.8 ' 4 •• ' •• 1 '

... • " .1~o ' lo) I
lol ---

14-oS I 12.·e ' ''·o ,,

ton had bought. the statioü
St. Louis University '\\'hi.ch :fütr.Ird'
it in April J.921.

Present .good
he continued.

More hotel room ra1dlli'Qi

Urged by the. NVSB,A.
New York State Broadcasters
is putting a special push };)~hi
the wider distríhutíün of tad:í;q~
hotel and motel rooms thro:n¡~}:i:ci
the state.

The project is being tagged t:<ili~l
New York \Vorld's Fuir an.d ·~
public service benefits thtr~
which hotel operators would ;~
their patrons.

.A second campaign for 1964 '\\'!':
approved by the bonrd of fü.reer!!lJSWd
lt is ;1 proposed mobile registf~í:~
plan which the Association :fa~¡
to get under way next fall in ¡,u¡~¡
to increase voter registratio:n ;~d~11
to the '64 election. The sped~1f;~J:1,
jects committee, chairm~n~d t'
Steve Lubaurrski, general 1n~t};t1'
of \VMC.A, New York, is stuc.l~·t:r
a similar program conducted a!
Nassau County with the ass:ist~lt1i
of local election officials.

Local stations 'Yill be ¡1s~e~J
assist ín u11denníti11g the ..ct'1$'.t tG1· ··'11

the sourrd profect and puhlíc,i~n "1

t.he service in t.bos.e areas whi•r:e ff ~P
plan will he undertaken. "v

·\

NEWS NOTES

~-

\VJR seeks ulttfl JWWcn. \Y]I~~:IJ~
troit, <me of :2..51'<?ttl<tiüin~ 730;(9(,l
wort, cle.<1r-clrn1jü('lstnti1JTls in tl11f.'11
U. S., hos joit1N:l thrc.'~' ct:Hrfr:ea'®Si'ÍI'
tc:•qu~'stin:g.tl1t·.,F~C.inurt·~1~~po~i~ ·~!1

on an cxpc1unent.d h.1sts. !lJ,.
etlrers, \\'CN, Chieng.e>,\VL\Y; ~it
ciI~nntí, nud KSL., Si1lt Like '~!~
a.sKt"'dthat the trhl h1.•NHidtr.ct~'eJ..,i'.m;i- - -- ~"-"" , C.., ,,. , ,_·, - · ú·o, • '--.-·-_,.-¡ l.-.__.._., ·-v• o, ·_-.·. _-_-,__-_.,__._,•<--·· . _ _.'--~C.'

7.50,f}{JQ \V~)tJ¡j.(SPQNSOI\, 11 NH'X.l®!J'

héi', pp¡. 53), \\'jl~ HP,l?lit'~l ttI:t
ht><>st fo 500,000 \\~atts.

Ncw OAB lcYacl;crs·:Hohc'rt
ping lJf KAST, AsJnJJÍH. \Vi]i
lhe Orcgpn Assn. of ·1~witd9ia~J~'ts1ii
J.)H'sidciit <.híríng HJB4.. útl:r~·~ 1~l
fiet'fs an:' Bob ·LaH.tnl.te, J\\:l)¡',l~i~
l~ugcnP, ."·for•presidc'nt. ixl't~l,,In.I'
Kozak KHO\\~ D·<tllfüi,$091.'~~lf~ I\
trvns user.

Others associated with Stanley
an ..-: [auies A. Butler, jr., 7\lrs. l\lnr
tin O'Hc•illy Browne, Richard G.
Derringer, Edgnr v\'. Fehrmann,
Bym1 A. Foster, John H. Gries\.'
clicck, \\'illirnn I l. Griesedic•ck, <111d
Peter J. Nikolnisen.

\YE\\.' was purchased hy Frank
lin Broad.casting from Brnee Bur
rington in J;ü111ary of 1861. l.~ol'ri1.1g-



,Jí'J, últ MHS: \l11t11.1l b.1o; acq11iri·d
'~·Ín'ii\'1'rights In l1ro;1dc.1i.t till'

¡1fi1mal FoolhaII I .1 ·.1!;!'lit' Pl.1) 1111
lV\d C.nm· 011 :"i J.11ll1.1ry WHL
uni ,\[olor ami ,\11t11lík di,·i,im1'
HJ sponsor tl1t' Iirst hall of the
j;~ll<'. J. \ \' ..dtt•r Tho111p,011 ¡, 1lu
~f,•m·v. Tlw M't'111ul h.df of till'
unt• is .n·ail.1lih· to m-Iwor], alfili
:~1sfor lrn.·•tl s.d1'.

ni;ri~\'.l'rs:iry 11ü1rk1..•tl: 15 :'\on·mlwr
·lf:lffkc•d tho :17th <11111iH•rs.1ry of tlu
~l ~BC lbdio ru-twor], progr:un.
fat.• i11;111{!;1.m1l bro<idl';1-;t i11 Hl:!f>
h;t,i11.1tl'd at 1\'c\\ York's u lei \\al
',¡¡<f:-.'\stori.1I lote l. .nul \\ .1s earri1·d
·1,:-t a m-twork of ~) st.uúrus ~I
J;Krkr nu-ntlx-rs .nul four added
rpt'ti.tll~· for t lit• oct·;p, ion.

;:,¡,r¡llnnlc>logy·committ t'l': A tr-u
l"".lnlwr •...ti-t•rinl.! coru111ittt't' ha:
''1i''1J;1p¡10i11kd to studv radio uud i
tt'l' 11wthoclol111;ty-a joint :'\.\ B
.1!"\B project. The fin• from H.\ B
't't Hulu-rt I Iurh-iuh, .\IBS pu-si
U·k \\'illiam D. Shaw. KSFO.
m Fram·iscu, , . p.: Lou is Hl'ad,
;.}js¡p, :\1.•w Orlcuus. t'\t•eutin'
'¡:>.; \lilt•s D.1,·itl. H.\B administra
;·t:~v. p.; Alfrt·d :\. \\'atso11, R:\B
b\·;nicecl rosr-.m-h dfret'tor. Frum
';~;llme· !kn Strouse. \V\\'DC,
:'.tJ'lihiill!t1111, D. C.. president; Ben
. :Smtc.lt•rs, KICD, S¡wm·t•r. Iowa,
rt~~id1.:11t; l111gh \l. Ht,,·ille, jr.,
BC , .. p.; Vinccut T. \\'asil1•wski.
AH t'\t•cutiw v. p .. \ll'h-in Golcl
rrct. '.\1.-\B v. p. [or rl'scareh. Tlu-
c.c·ring eonuuittcc will sc>l1.·ct it-;
t';;fir111an from outside the t!;roup.

1tt&\7 ABC :1ffil.: \\'FBL. Syrucuse,
,,;.ill~ :\BC Had in un I January.
1:11ndin.g011t tlu- network'« central
,~'\\' 1"mk cnn·t•tl.!t'. \\'ithin the
.~1>.t l6 months. .-\.BC H.1dio has
Ult~d \\TL\\I. lloclu-stcr. \\'SYL,
1ft(\ql1i. uuel \\'Hl'X. Ptica. \\'FBL,
'.l~ich1.1perat1.•swith 5 kw on 1300
"";,is ffwiH•d hy First Broackasting
Ur¡;¡., .t1f which I lorrry T. \ \"ilcux is
J.'Jg prt-sidcnt and ll;l'1h'ral 111a11-
.il:'r;

~flJ group 1ta111c..•snew slate:
tn'lt'l' Hoss. KOY .. will holm the
i~·:tr~11,lllih111Phn(':Jli\ Broadl'<IStl'rS
11 Í:f)()-t ..Yiee pte.sicleot will hy John
'1.tttUtc-ld of Kl F:'\:' .uul secret.uy
i:''á~urt'ris I layt-s Stewart. KT.\H.
UJl3 i1; 1uacfo up uf the local r.ulio
t~l.tv stations in tlw ,·allc~·.

Now hear th is, you little monsters. You already ha ve one of the big'):!'est Christ
mas presents the FCC' ever created. A new leader in Eastern North Carolina
television. Name of WIT~-T\' with NRC. You don't have to be lieve old Santa.
Uncle ARB says so. Uncle ARR allows how 215,000 of your homes can now
receive the new WITN-T\' and only 199,000 can pick up Station Z. Net weekly
circulation is up 41.3"( in two years. Net daily circulation is up 38.l"~. WITN
T\' isn't made out o( spitballs, after nil. It took big', fat things like a new 1523-
foot tower, new transmitter, enlarged studio and office buildinc, $100,000
Telemohile and new tape facilities to make WIT:\'-T\' the new lender. Now g'o
back and tell that to all your time-buying- parents or I won't open up this box
and g-h·e you your ponies of g-in.

ARB Coverage Study Feb,, March 1963

Commercial interviewed

Th:inksi::hini,: D;1~ H••kllt'r<. In \\':nit• \dH·rti1.ini::\ "Huvinev-, )),,," pro·
i,:nun on \\'BH\I, C:hil.'ai::n. will hl' ahlt• to lu-ar :1 eommcrci.rl "tome to
life." when Hichard lh·oh (I), promiucut \H'•I 1.'0a"Ihn,im•"1111mami the
vrricc oí ''S¡it'l'<h· .\lka-St·l11t•r," h. interv it•\\ ed h~ hml J:d Coo¡wr r l,
Jninini,: tlrem will he h writer John Alrlcn (::!nd from 11 nnel h ¡1rntl11tcr
Lou Perkin- •. both of \\ ndc, ai:t·m·' for \lile' l'rmlmt\ \ll..,1-!°'>C"li1t·r
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THE"MAVE
MARK

Sunny ties up what the
"Sunshine State's" business
magazine, Florida Trend,
cites as "FLORIDA'S MAV
ERICK MARKET."

WSUN's home county has
the nation's highest incidence
of auto and stock ownership;
brain power industries; high
discretionary income . . .
Florida's 2nd market should be
lst on your list.

WHAT A MARKET,
AND SUNNY SELLS IT!

WSUN
TELEVISION - RADIO

TAMPA-ST.PETERSBURG
Natl RPp: VENARD. TORl\ET & McCONNELL

S E R••p JAMES S AYERS

~lo.re fo.r 'Bte~1l<fast':A n.e"-x'three
mon th billf{1g rc>C'Dtd has been
estahlislied by ABC Radio's Break- ,
fast Club. Fourth-qrrarter billings
are now 20% ahead of the show's
previous best three-month period,
the> quarter just ended. Almost
sold out for the fourth quarter, with
two selling months remaining, the
show has registered a 61% hil lings
increase over the similar 1962 quar
ter.

N EWSMA.KERS

EnxEST H. Snoxro to Radio ~Ltq
of the Year by the Ameríean Col
lege of Radio Arts, Crafts and Sci
enees. lfr is vice president and gen- 1

eral manager of \VBBM, Chicago.
GAR .MEADOWCRAFT to account

executive' for \VXYZ, Detroit, He
was with \VHFI-F.M, Birminghnrn.

Wn.i.r ü1 B. Coox to sales man
ager for KTRC, Honolulu.

HoBERT J. HonEN to radio account
executive with Croslev Broadcast
ing's Chicago office. .

füCIIARD '.\IEEDER to station man
ager at \VAVY, Norfolk.

EDl\lOND H. JonN"SON, Jn. to radio
account executive at \VTAH, Nor
folk. He was a sales representative
for Atlantic Paper Co.

D1CK H..\DATZ. to sports director
1 of \;YCOP-AM-FM; Boston.
· THol\rAS KEY CLARK to the' ad-
vertising staff of \VDBJ, Hoarroke,

JoE GR.\DY to operations director
of \\'PEN, Philadelphia.

DoxALD A. TlrTTLE, director of
farm broadeastíng fot \YGY and
\YRGB, Scheneotarly, received the ,
New York Farm Bureau Distin- I
gttíshed Service Award.

C11msT1XE FAill':Y to director of
station relations for thé K.(')'stone
Broadc<lsting Svslc•rn. ShC'was with

e •

vnrions Chkitgo advertising agrn-
cíes.

'.\IEHLE J. LE\'Ix to directot· of
mihlidty ~rnd pu hlic rehl lions For
KY\\', Cle~•l·h11HL\lost t('c>ently he
\\:as suk-s maoügc•r l>f \YCUY-F.\I.
Clcvx-lnncl !frights.

Do~ALn H. C.\nm·:u, to neeouut
l'\l't'riti,·<· at \\'LS. Chkngo. J Ic w:1s
a11 account l'xenithT for t.h<' central
division of the ABC radio notwurk.

.JA :'\lES Ross to pn•sid<'nt o.f the
\fctropcilitan Phoeni» Bro1t<kastPríi.
llc is station 1narn1geí' of KOY.

Fl.AST EVER'Y ·o~)I
·an .(.l. 11:.e1•.e1' Ei '1\'l:i: ~....• , "
• Excitfl"l;g Lo.car Prograrnroin~

News., rri~sic, d-OGÜmértfaríe.s.th:at
actu:auy out-rats n.e.twor!<.shows... ·

·•·G.réat I\l Per~onarrnes
Hard·selli.ngWSYR~TVper.sonalities,
"Ceritral New Yor!<'sgre<iJest 'Sii!tes'
men,"· at work trom before sun-up
to signo.ff.

•Best Tenhnica! Faoilities
Firsti11 Centra I New 'Yorkwíth color,
videot•ape,completE!IY.equipped 'fV
Genter, anti the on19 ch¡inne-Jwi,t!i
ma¡cimum.poweratrnaxímum height•

• ~~pe/ienc.e anC!. 11l<n.ow·Hovi1
A. veteran sst<ltf .direct.ltd bY .e~~~
ctutives avernging more than. 2Slr' years.

" '• Overwhelm íng ~(JpetforJty
*WSYR'TV delivers·
nemes than the·
No. 2 statíen,

JACKSON, MIS.SISilPPJ

(illJJ D lJW 11'
~~o. ·~~'.~

OVER PA
BILLION
DOLLA:R

CO.NSUMlR
INCOMl

OVER
3.5U,OOU

TV HOMES

JACKSON, MJss:1ssrPPJ



~TIMEBUYER'S
CORNER

• Daly joins Smith, IIcndcrson & Berey: James
H. DaÍy, Jr., has joined SllB (Xew York) as di
n-ctur of media and research. He was media
research and pl.uuiinj; associate with Lambert
& Fcaslcy, ami before that media manager at
Donahue & Coe. lle replaces Eric Ainsworth,
who has moved to D.1ytona Beach, Florida. (No,
Eric is not retiring, just decided to move to a
sunnier cllmc.)

• Podhorzcr and Haines join Gardner (St.
Louis): Alex Podhorzcr, formerly with Young &
Huhicam in New York ami more recently Chi
cago, has joined Gardner's St. Louis office as
media buyer. He is principally responsible for
broadcast buying on the Halston Purina account.
A graduate of the University of Miami, where
he majored in business administration, he
earned his master's degree in marketing at City
College of New York.
O Charles \V. Haines, Jr. first joined Gardner
in 1958, left a year later to become media direc
tor at Krupnick & Associates, also St Louis, has
now returned to Gardner as a media planner.
Among his account assignments arc Grove Lab
oratories, Pct Milk, Monsanto Chemical, and
Cessna Aircraft.

G.EO,RGE COLEMAN:
pulling people parallel

~fedfapeople, what they
are dolng, buying and saying
23 November 1003

• Changes at Meldrum and Fcwvmith: C.
Bruce 11 Iardy has been uppocl to media director
at the Clcveland-hascd ac;C'ncy, from his former
position as mcdi.i manager. 111 hi' m-w c.ip.icity,
he'll supervise the inclustrí.il ami eouvumcr prod
ucts media grot1ps within the agency's market
ing services department. I le joined ~l&F in
January 1960 with 16 years of inedia huyins;
experience gained at several J.uc;c ad ac;cncics.
O James A. Ziegler, formerly associate media
director, consumer products, succeeds I lardy as
media manager, consumer products. I le first
joined \if&F in 1956. kft in 1939 to become
media manager of a Pittshuruh agency, re
turned to the Cleveland ag('nC\" in 196:2.
O Ccorgc Vanderbilt, in rnarkct inj; and field
service since joining XI&F in 196:2, elevated to
media buyer, consumer products.
O Alan St. George promoted to field service rep
resentative from media research analyst.

• Transferred by J\YT: Ed Lockwood, with J,
Walter Thompson's New York office for the past
three-and-a-half years, and before that with
Lcnnen & ~ewell, has been appointed media
director of the J\\T San Francisco office. lle
succeeds Coleen Mattice, who is moving to Los
Angeles.

Speaking of what enables a media buyer to operate at peak
efficiency, Norman, Craig & Kumrnel (New York) assistant
v.p, and associate media director George Coleman says a
buyer must be kept well informed about a. product's over
all marketing and media strategy. "Thus .•" says Ccorgc, "the
buyer is able to perform more cfTcctivcl'y and intelligently.
Uc is not only trained to purchase media at optimum
efficiency, but also is well equipped to align media selection
in a manner that places greatest emphasis on those people
who more nearly parallel the product profile. It is this sort
of melding of media and marketiug knowledge that pro
duces the best media buyers." A 20-ycar man at :\CK.
George's first chore at the agency was cheeking newspaper
terrr sheets momings, and helping out in the research depart-
ment afternoons. A native Xcw Yorker. he's a qradu~ítc of
~ew York University, where he majored in advertising and
markeríug. Uc and his wife Selma and their two daughters
make their home in Forest Hills.

·;e:¡.
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CORNER I
• Fann directors to sow·their story: Next Mon
day (2 December), the day after the conclusion
of the annual National Assoclation of Televi
sion and Radio Farm Directors' convention in
Chicago, a number of teams of radio and tv
farm directors will simultaneously visit 50 ad
agency 'Officesin the Windy City, by invitation.
Object of this mass 10 A.~l visitation to agency
people on the medía, account, and creative
levels, is not a specíflc sales endeavor, but ín
stead a move to acquaint agency people with
what a radio and tv farm director does; and
who he is. All teams will deliver the same pre
sentatíon, and in no instance will the indívdual
farm directer discuss his own programing or
market. .

• Autry llotels to triple ad budget: The Gene
Autry Hotel Co. (Hollywood) expects. to triple
its expenditures within the coming year in a
multi-medía ad drive. The company recently
acquired the Mark Hopkins Hotel (San Fran
cisco); also owns the Sahara Inn (O'Hare Inter
national Airport, Chicago), Ocotíllo Lodge
(Palm Springs), and the ne\,,, Continental (Los
Amgeles). Autry is also a prominent western
broadcaster, with an interest in Golden West
Broadcasters (KMPC, Los Angeles; KSFO, San
francisco; KEX, Portland, KVI, Seattle) plus
KOOL-AM-FM, Phoenix; and KOLD-AM-TV,

A 'PITCH IS A PITCH IS A PITCH

IT AlN'T llA\': Ta/hing over the swi/t. rise in attenil·
<mee fl! Green zHountt1i.n Park Race Track (l)ot~·naÍ, Vt.)
since their steite]¡ to radio ud·i:ertj:.~i:ngare U·r) VhrcelJt
Hart into, truok'« gen. m,gr.; :Hast.er Caravan, Ct1~h Stab
lPJ;. and Vi·c l'ím10,.p.re$idPnt Vic Piano rep». Neigh-b.ór
nt far riglu Í's unidentified. Track will rely on radie again
to promote next year's meet; which begins in lfflrc/J

58

Tucson. Account is handled by Bt!tnghªrn/
Brewer/Holzer (Los Angeles).. Lou .Hoher1
agency Y-P» will head up the mrtionwide ad
campaign.

• L. A. Pontiac Dealers using radío, Los:An
geles Pontiac Deálets.Association is supplem.ent
ing the nf!'tional new car ad drive with .a:rtmé
week radio sked of its own, on 13 st~ti<lnsi .A
total of 45oo spots will he broadcast cm &MFG.,
KN.X, KFI, KABC, KLAC, Kl?O.L, XTMf
KHKD, and KF\VB. of Los Angeles.; ~EZY'.,kl
aheim; KGIL, San Femando, KFOX, Long
Beach; and K\VIZ, Santa Ana.

• Stone appointed' v.p, at ~taxon: :Ray :St~11e,
media dírector at Maxon; has been made vice·
president in cl1a~ge of mediá at t.be a,gencyis
New York office. \Vjth Maxon ten years, he:'W:a$
with Weed TV and CBS prior to that.

TV BUYIN'G ACTIVITY- - ' .. ~. . . ~, "

~· American Home Products campaign ef day'
time and frin.ge minutes for Beet will .start ~s
soon as possible .m selected ma-rkets, aad \¥l1Í
run until the end of the year, Bµyer .is Bill !levy
at Ted Bates {New York).

~ Canada Dry buying prime chain breaks for
three-week flights to start on various dates m
December in selected markets. 'Buyer at J. M.
Mathes (New Yótk) is Edna Cathcart.

~ Consolidated Cigars buyin;g fringe mfo.utes
and prime chaíabreaks for a three-week 1drive
to start the beginning of December. Campaign,
a push for El Produ'€fo cigars, befog hanclléd.'by
buyers Al Vorhees and Frank Brárm at Compton
(New York).

~ Menly & James 12-,veek ¢ampai.gn for Con
tac will begin the end o.£December utiU7tiqg
prime and fringe minutes, chafubi::eaks1and lOs.
Bob Brown is.the buyer at Foore, Conei,&Beld
ing (New York).

~ Bell .& Howell buying for a two-week Christ
mas campaign of prime 20s in seleeted m:;trkets,
Buyer is SuElen Thomas at 1vfcCann-Elickso.n
(Chieago ).

~ Helene Curtis buying carnpl:l:ign of early
and kite fringe minutes foJ; Bright Idea, Ildve
will run two weeks in DeG"emb~r, Buye.r is.
~farty '\Volf at Edward H. \Veiss tChi.~gl:l).
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American Oil expects more mileage and gets it from WSB's domination (35.3% tune-in
of Metro Atlanta, where $115,879,000** is spent at service stations.

And American Oil gets additional mileage in the 132 counties" WSB reaches, where
ts pump $620,480,000** into service station tills.

Buy the one that gives you two ...

WSB RADIO
Georgia's 50,000 watt clear channel station

NBC afiilia~e. ~socia!ed with WSOC A'.I FM TV. Charlotte. WHIO A';' F'.I TV, Dayton. i'1IOD M~ F'1' 1.1a'Tl·
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"Journey to the Beginning of Time" tells story of four boys who, while rowing in Central Park, find t~emselv;es: tran~SP'!lrted'.b:IJ

SYNDICATION

Sponsors sign loyalty
Combining enlightenment with entertainment,

Cayton's 'Cartoon Classics' drawing raves

Kl-:l-:PIXG a sponsor happy is not an
easy task, hut one syndicator

has Found a way to do this-and
inspire intense loyalty for his pro
gram wares at the same time. wn.
liam D. Cayton, president of Harlin
and Television Packagers, Inc., has
a simple, yd complicated answer to
the prnhlc-m-e-"] ust make sure the
program product scores big ratings
and has wide viewer acceptance."

l le said a munher of advertisers
in his Cartoon Classics programs,
vvhen shifting to a new market,
han· made sure of the availability
of the packages for their commer
cials as soon as they were ready to
movc-, Cayton added that sponsors
are mostly food m.mufucturcrs,
dairy products, and specialty food
COI u-en LS.

One sponsor, Furmc-rs' Coop<'ra
tive Dairy, lIazleton. 11.t., told
"'.NEP-TV (Scranton) that its cam
paign in the sc-ric-s"was one of the
most nttcntinu-gctt im; promotions"
in which it "Iras <'\'f'r had the pleus
un· to participnte." The d;iiry point
ed 011! that adults as well as chil
dren were- still uskiru; ahnut a pro
motional oiler '\p,1•ral months uftr-r

GO

the program had been completed,"
Another advertiser, Capitol Sav

ings & Loan Assn., of Lansing,
Mich., in reucwing for a second
year on \VOOD-TV, Grand Rapids,
pointed out that its huy into
Cayton's programing was its first.. .. ~ , .. b

venture into tv, never haying had
"so much as a spot" in the rncdium
hcforc, The bank said that when
buying the campaign its savings
were high, so they geared it "to
push loans." Dtrring the year's drive,
loan business increased some $10
million, <ff $4 million ewer the pre
vious year's hike. In addition, the
hank pointed out, other lnrsiness
grew-with savings up $6 million
as slightlv more than I,000 new ar-, .
counts were added.

Cayton originally got into tv with
Creates! Fi.ghts Df tfw Centun] -
which lu- started compiling hurg be
fore \'ideo was well-known lw tho
puhlic-lmt shiftccl from fisticuffs
to Iuntusv i11rn.ss when he Inouuht

' L

out the first ¡x1ckagf' of Certoo»
Classics. a fnlly anímated series of
lO! sc•gnwnts for youngstets, com
liiuinu enlielucnmcnt with enter-~~ .'"".'I

tuinrncnt. IIr has since lrreuglit out

Gt011J) JI. \vhicJ1 went on the ailt
1960, nitd Grot11J tll, whiclt ho\~':(.
last yé<W-3:20 épisodt'!i iI1 all,

Cayton also has the J¡.1n~l~'serf:@.
5:2 q üarter-hour, live-actfnn ·pir
grams featuring ~·,,·ildbeasts h1tlli~
natural halritnts"; just came out \~tl~
u :20-epismle series, Afr. E. f tfJtl'L Ti~
Ceti: and~to keep his fü1ger h'l t1
hosing pie-prmluced (h(• te.e01tl;"f1
specia l. The P'l9yd: 'Pt~ltc1·sc111'$1ie!fi

n'ith Hadio and Televiston l?a;~J
agers scn·ing as distributor as \\t~
as producer. the entire Carltxifh
classics groupin ~ has now h<'ett ~~.
in m ·er 100 \\.·orld-,vidc 111aikét~;;,!t1
eluding son1c 75 ií1 the tr ..S.~xéfa~.
:l nurnber of S!;:ÜÍOtlS keep l"('IT@'¥•

ing their first group clue ta viíl1iMJ•
demand-e-plus Eneland's BBC; Jll'

··- - . ·- ·. ' - --~--- '- . .• t.;¡'

CBC French and Engli~hnct~N"·©:~k
most Spnth American rnal'kct$; ~1f~f'
ié:o; Puerto B.ico: Ansh'<tli•~l ;u
Japm1. It has IW<'ll dnlshcd into:h:crl'
Spanish and French,

Crouj» I of Cartoon Classu» '~J
sists of 16 st>~mcnts of Tbr S'¡mrt
Explorers pins íS episodes c<)~·.t;~'lfii'.n
si'-4f~1ii)tales.: Group I l h;~s 3-t ~It'~
111ents of .Yett' Ac[vczttí:ttc..~ o~ :f~
Spact• E:tp/m·rrs pins 3:4 ('f1i!io:d:li~
em•cring s1·ve11 fairy talcs; ,~J!:I
Croup IH has 28 SJ?g11ien.t.soJLfQif;f,
11ry to th(' 1Jr>gl:í1:r1itr§! of TÍ.:/í•t{;t,, '~
on The r rt)(/('i'SC.tl;'Y l~,w11.nrrl'1S,{itnd~.
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,plsJ S:íf!Jll? lrorn "Space E~plorers" spisode. Center and right are frorn fairy tales, "The Woodcutter's Wish" and ''The Valiant Knight''

C'n!t'rt.1i111111·1it .mcl e11tl11P.i.1-.!1c.11ly
find: to tlu- stori1 .., of I l.111' Chr ix
t i.m vndcrvc-n, Brntlat'J"\ Cr num,
Pcrr.mlt. and Kipliuu, \\ lw11t·\ er
l.!i\·1·11t lu- 0¡1port1111ity.''

I le s.iid th.it 110111•of 1111· \ 11m11!
stcr-; v ir-« int! his ,,-ri1·-. "arr- ,1\\ .m
th.1t in thc"· d.issic t.111·, tb1•\ 're !w
in l.! off en ·d-.ilrnu..:: with 1·11n-rt.iin
nu-n t - 1·1l11c:.1tin11.tl \,d1w .... l1id1
ctltic;1) com·1•ph. ch.rr.u t--r-Iunldim;
morulitv Thi•\ d1111't know or t.m·. .
tli.11 our Iilm-, .in: l'."· gm1·rnm1·11t-
.ipproved, nurvcum-appn» 1·d. 1·dn
c.1tor-.1ppron·d. Th1•\ ju ...t invt ine
ti\ 1·1~· adopt the -;toric .... 1-. th1·ir f.1, -
oritvx. a-, han· 1!t'1lt'r.1!in11' of e hil
clrr-u lu-Iorc tlwm.··

"Vl.uiv of 11\ \\),o -.hn11ld know
lx-t t«r." ,,1id C.a\ Ion... It.I\•' lw1·11
uurlcrrut iui; our childn-n II\ ,i-;,11m

iru; t lu-x «.muot Ix- w1·.1111·d ·'" ,1~·

fro111 inÍtTÍor prot!,r.1111i11!.!.1111·~e .i».
.111d \\ill-In their «I\\ 11 !.!ood in
-.tim·h-if '.!i\ t'll h.ilf ,I t h.mci-."
Stn•v-.illl! th.it ..the -.el1°<.t ion of en

ter t.uuuu-ut witl1 u1ltnr.il-eduC'.1-
t iuu.rl v.rlm« 'hon Id he .u t iv l'h en
cn11r.1t!1•cL" e.I\ ton pnintt-d 011t th.it
.. tin, <«111 lw dnw· \ 1•n 1 ffn Ii\ 1·h
In 'i111ph 11i,1J...m•.! '1111· tlu- !...id, .m
.ivv .1r1· th.it l\ do, .... 11ffrr -uch Lm .
J11'>! Id tlw l...icJ, J...111"' it'- .. .rv.ul.ihle.
.u»l tlw\ ºJI llnt l, to ii in Prt f1 r cnr t'

to), ..,, d1·-.ir,1lile m.rtr-rr.rl " ~

l'J'\\"r'rÍl1!! fn11r fairy t.iles.
.: Tlí« m111s11;1I point of all three
~md~;a.!!,t•sis th;it p;1d1 st').!HH'1H .mrl
;¡j,rv la lr- com hines "t!l'll 11ino e11-

~'l!hl1''n1m~uCwith c·nle;·t;linment. is
dw¡11ted hr ii top writer in this
'011ntry. and unim.ue-el hy nrrists
·~·1~111al] over the world. 01w rpi
'(rrde, fnr i11'it;111Cl', 111it!11t h.ive uni
h,11)1111 i11 it from seven different
~.nmtries.
1 Ca\lnn said all sd1•11tific d.rtn in
iJi(~ p;wbg.t'S arc uuthcnticatcd h~·
~.;•1dh1!!antlmritit•s t hrouuhout the
~.)tfon. ind11d i11g Dr. Franklyn \l.
lt;-í'llley. associ.1tt• .istrononu-r at the
'mFrie;tn \l11w11m-I Iuvd.-n Pl.me
~1du1.11,who s1qwn·iscd tlu- Spacr
::-cplorcrs st·~nwnts in Groups I and
U.•nul Dr. Edwin 11. Colbert. cha ir

k1.n nf the Pulcontoloav dep.rrt
~11·Jl:t at the American \l11sc11m of
~"rh1r.al 1Iistorv, who reviewed
lorterney to tlu: lk!!i1111i11!.! of Timr,
111.is adhcrcncr- to Iuct has made

•'m:tmnt Classie» a nat ma I for
dtl•t'OI tic-ins, Ca~ t1)11 nolcd, point-
11,:t, tlnJ that st.rt ions rnrrvins; Ihem

- .\.i\Cc' )Hit ln!!dhcr !t'adwrs' !!llides
iht.•11srd in conjunct inn with dt•\\'-

1~!,,Onr\ V\'OH-T\' ( ~t'w York).
h1~thl! a g1iidl' comhininu [ourncu

1~l1clJ,·dmJin!! of Ti111l'. { 'ncfr;_
tm!Si 'K.xpforers. and S¡ince Extslor
r:,~:.t·ont;1ini11g; f.wt11.d descriptions

;111clele fin it ions of import.iut da t.i in
l'ach episode.

C.1yt on said t lu- p.icka !!<'S .m- solcl
¡nimarily to stations. in any portion
the station wants. :\ltliollgh usually
purchased in groups. some st.it ions
han· picked 11p as lt•w as they feel
they need to get t!OÍH!!. he adcl1·d.
Sold 011 a thrce-vcar unlimited n111

basis. incluclinu the print, the pric1•
!»t't is IO'( of thl' st;1tio11's l1iglu·,t
hmrr ly rate. Cayton said his com-
11a11y tries to work with the stut iou
on promotion. providinu un-nir
trailers and l'Hs11rinl! ¡uo¡wr vhow
cnsinu of the prour.uns.

I11 just .ihnut c\·ery m.irkr-t the
st·ril's have het'll shcm n. '<lid Ca~"
ton. t ln-v han· risen to tilt' '=o. l
spot in their time slots. I le cin•\ full
credit for this tn the chih lre-n. point
in!.!, out tht'\ han· "lx-ttor t.1-.11• than
wr: gi,·c t lu-m credit for. In tlw
gn•;1! dr-hnn- ovvr d1ilclrl'11\ pro
!.!.ranii11c;. it s1•e111s to 1111•that 110-
hnd~ b emph;1si1in!! tilt' 1nost iru
portant fact nf all-tliat the oluldrr-n
prefer the hctter t~ p1• of -;how .• ind
will sr lcct it O\ er sl.rpvt ick. ,·io
h-nce. .md j1111l.. ..•

"In my is yt'ars of producinu tv
scrit'' for chilclrr-u." C.i~ Inn notes.
"evcrv .iud i1•11cc rat in.u. cvcrv ....11r
,·ey, h,)<; shown th.it tlll' kid" almovt
inv.rri.iblv nb.mclon It''' d1·,ir.1hle

hi
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SYNDICATION

ITC's $50-mil. plan
for first-run f.are
"Oíl-network re-runs are not get
ting the ratings buyers had hoped
for," says Independent Television
Corp. president Michael Nidorf, in
explaining last week why his com
pany is allocutíng S.50 million in
the next fin' years for JH.'''' first-run
tv fare.

..\\'ith the express purpose of be
coming the major U.S. distributor
of television programing," the Brit
ish-owned syndication firm is seek
ing co-producers among the net
works. independent production out
fits. talent agencies, and station
groups.

.:'\idorf predicted that "regional
markets will open up in a year or
so," and cited the success of ITC's
first-run Jo Stafford Specials with
regional advertiser Fels & Co.,
which bought the eight programs
in 24 markets.

ITC is not interested in produc-

i11g pilots, fü:cotdíng to N'idorf.
"only in completed series and
groups of specials ... Our object
is to make co-production so crea
tivel)' rewarding and financially :<H
tractive that the finest producers
. . . . wrl] want to work with us
and reap the benefits of nur re
sources and distribution set-up,
both domestic and international,"
ITC is guaranteeing up to two
thirds of production costs on each
series from sales outside the tT.S.

N'idorf snid the firm hopes to do
most of the production in England,
where I'I'C's parent, Associated TV,
maintains studio facilities .

ITC would like to spend its $.50
million on serres consisting of 26
one-hour shows, and musical spe
group. Nidorf said ITC is prepared
to begin negotiations and go into
production immediately with co
producers.

TV Summer Audience Up
Prime evening tv audience figures for last summer show in
creases in all time periods, except from 10 to 11 p.m, Analysis
of Nielsen Television Index information, total U.S. television
homes using tv, average audience per minute during evening
hours, shows the biggest increase in the summer quarter be
tween 8~:30and 9 p.m, There the average was up from 45.6 a
year ago to 47.8 this past summer.

MONDAY-SUNDAY 1962-63
P.M. July-Sept. Oct-Dec. Jan.-Mar. Apr.-June July-Sept.

6:00 26.4 40.0 43.7 29.9 27.6
-- - -- -- -·-·---· -

6:30 29.3 46.3 49.9 34.3 30.l
-- -

7.00 32.5 51.4 55.4 38.9 33.5
- .

7:30 37.2 56.5 60.9 44.2 38.0
- --- - -

8:00 42.1 60.0 64.8 49.8 43.3
- -------- - -

8:30 45.6 62.3 67.l 55.0 47.8-- - - - --
9:00 49.6 63.2 67.8 58.5 51.2
9:30 50.6 60.5 64.4 57.4 50.9
- - ·-

10:00 47.l 53.6 57.l 51.8 46.5
10:30 43.7 47.5 50.9 46.2 42.2

M.;a f$.1ha U' Stan~ t~ MP
as, pt«::>:ejut:'et·-.~iret:'lor
A'8'ard ,vil)¡úing .film clir.cctcn
shall Stone Tn1i;. retJ.Jrncd to ,~,lr
\' i d e o .•
t rnn.i'c's .r s an
e:xccuth'.e pro·
ducer - direc
tor. St<nJ.e bud
b een with
~1PO until "
1961 when lm
went .far Filrttcx
as exeeur ívo •
vie.e prcsicknt
a11d producet- S.tlm.re
director; He h¡Jsreceived tm>Jr.e:tlt
a clozeii invards from the 1. :11

Cornrnereials Festival and from t
N. Y. Art Directors Club, and ~'1
the recipient of the Hobert. A. S:loc~
wood Award for pt!hlic affa;i:ts 1~~
grams in. 1960. One o.f his 1~
known cornmercinls is the --~~t
Parker Out West" spot he pntdt11'.''
for Hertz Rent-a-Car.

'Battle Line' spreads
Official Films' Baul.e Litre s".éli:'
racked up nrrorher nmlti-rnttt'k
sale last week. Jc:Jrl Bt>er, di$ltt~
uted in the south and sonfhx'.\~~.
bought onc-mirrute spots in t
first-run shC.J\\' for 5:1 \\'et•k;S. r
sale is cnnthTgc'nt upon Oltié~~~
clearance of :28 stations Ft>J't
series. Champlin OiJ si~ne:•dto ~~,,~
ticipatc .in Sponsotship of .T3itt?
Line two wec•b ag.(), Its agr.t•tn1ii~- """
culled for partieipation« fo~r
weeks in 15 u1ark<,~ts.Hoth l''~~
Beer and Champlin Oil ¡:>hlJ•c.'dfJ¡¡¡1
orders through Truov-Lockc .~:a
Dallas. Enrli~r, the Jiacific G:u~
Electric sig11rd to sponsur the s;~r1
on seven California stations.

MCA takes ·c..()yntry'
U'frlr CcHl'lllf!J. ~1ont•-hm1r sttd(llr."i
XHC T\·' htst sc•ason l~wslnn:n'1· 1i
lt"ascd fo!" sy·ndioati.on hr :\!G~\.'':[
Twonty-eigllt lrour :episrnle•s fttiU~
a eha1npiun n>d<·n ,n)w'boy •ii1'd I
brother irt theif' c·í·oss~Cl>ltlltITtíX
of tlre tndt·'<í c;•ü·txuit. Pn•-'rrlr~1
sul<•s have he.t'tl 1rnnle to \\.'~.:l~'
TV. ~ew ¥nrk: KTT\'. L11s .i\11~1L·~·1
\YTTG. \\'at>hi1\~to1t, lJ. C., 1a11
~G;\iC-T\',Amarilln,
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•0fr.J'•~i,,,~J,tJ., :m: l'11itt·d .\rti ...i.. ·1\ \,
-· dr'ti:t.'t• fü:tiu11-l111rr11r l1·.1t11u· fi1111-.

,¡:;;::t• b1•t•11 .;,nld in JO .iddit inu.rl
1.;t!f:.kt•t..,\. l11d11dl'd i11 t lu- 11t'\\ v, tit·'
rt~ \\"SJ\' -T V, E 11-Ii .i r t. 111.l ..
,,·o~.LFlY. vlol iue. ru., ~<;e>-T\'..,.... "'·"- .

Fr.ml'i'-t·o, \\ BHZ-T\' .111d
>t'FU~T\', li11tlt B.1tn11 Ho11!,!1"

, l~¡g,X-T\',Hot'Uord. 111.;\\\'EC-
V.. \nrfnlk K\'K\l-T\", \11111.1-
J~\11'\i. Tt•\.; \\'FL\-T\', T.1111p.1.
:f:}~\Y-T\", < :rt'1'.11 B.1~ ;. ~~ >.\T-T.\',
dfa,u:quenpu·. \\ \IBD·I\. Pt·nn.i.
~,-·¡:i:\t'-T\'.E.111 Cl.iin-. !\:CBo.rv,
uhilnw". 1(0( :O-T\ '. S.111 Dit·!,!n:
~nHK-T\'.L.1s \'t't!,I'-; \\"I LK-1'\'.
1~1~·k"'nn.\lid1.; \\"CL\-T\", Clia111-
.•1í¡zn. HI.. KED.\-T\', Aur.rrillo:
~AllD-T\'. \\"id1it.1; \\'HC:\'-T\',
,rc·~l.1u1. Te\,; \\'SOC-T\'. Ch.rr
(1t:~;1•; KBOD-T\:. 1;1 P~1s~1.\\ LB\\'-
v. \lia1111. \\SI .\-1 v. Sp.irt.m-
1ir.g. S. C.: WO\\"L-1"\', Florr-m-e,
l.1.. K.\T\'. Portl.11HI, On-.: \\'OH
\'. \t·" York: KI E\1-T\'. Eun·ka .
.1hL. i..:1n:s-l'\'. \ll't!fnnl. Ort"

lrrl11t,1.flas. -pecial in ..•yudicatíou:
fo¡}iulfo j(lckso11 Sing., Tiu· Story of
.llrh~tum,%, .1 half-hour tv spvoi.rl.
~ts lRWJl put into syudic.n ion h~
t'f~n Arts Assoc.

tl't~C'dArti'<t.s adds ¡1ackn~e: l·.\
fV hns released for s~ ndu-ation
hth.1.::n1.sc 2.. 1 11t·\\· .group of -Hl Ít«1-
.1n· filn1s consisting main!~ of 11º"'·..~..
I

'hr1ttrhiU rolls on: Sevcu .\rts
i~·i?<ll<.'. h.1~ rel.!i.slercd St'\"t'll addi-
1·1tJ,1J .¡,tlt•s for it.,; lit'\\ h.ilf-hour t v
h,1u1nc•nt.ir~. C/turdti// tlw .\/<111.
TÍlt.\.!'i111;:! illí total m.irkcts to ·lÜ. The
~''\ ~..·th·., wcrv 111.1de to KHOX-T\".
in T?r.u1d.,;co; \\.\\'L-T\'. Xt•wOr
.:1u,11. \\TE\'. :'\t•W Bedford. vluxv :
l~HO-T\',B.tkl'r:-ofil'l(L KLFY-lY.
.1f.}\eHr. L.1.; KOLO-T\". Henn;
O (T-TY, Albuquerque.

J\Cs~ t:ec'f1Hrt: \lC.\\ rnmolid.1tcd.
"111.utlifod íld t•.trninc;..; for tlu- 11i11t·
niHb pt•ri1)d t•11d1·d :Jo Scptl'ltlht•r
tl.l, .rn1111111!t•d to $9 ..').:3.).000, .111d
'ter prt'Íl'Hl'd di' idvnds, "nt•
¡thd to $U10 per ·'11.m' 1111 the -L-
1:1!;¡,.7"¡'() ':!h.lít'' of connunn n11t-
.1·1.1t:t;in.g.lu tlu- ..;i111il.1r "6::! 11i11c-
0'1:rH1 (lt•ri11d. cn11snlid.1ted. 1111-
1cbtt•d uet e.1rniu~.., Wt'rt' 8CJ.W7.-

'Zero One' off the ground

Look in~ over prumutiun materinl for Iirvt-run "mlil·att·d vcrie«, "Zt·ro
One,"" hid1 \IC.\1-T\' ha' ,lah'd for I Ja11unr~ ~larl, are (l-r l Hidrard \.
l larper, dirertur oí [eature !Ihm ami '\llllic11h·d \alt•'; Jolin B. Burm.
tv ,;i)n v.p.¡ ami Ill'" lidd 'ªIn vnperv ivor Knr] ,·011 ~t hulleru. '.°H'rÍC'\ w a-,
nnuomucd at thrcc-dav .\IG\1-T\ 'alt•, meet la'! \\t·t•k in .'\. \.

000 .nul .. titer ¡m•fcrn·d dividends .
were eq11.1 I tu 51.~ 7 per •.•h.m · of ·L
.) W,60:3 t·o11H111m shan·-. then 1111t

'!;111di11~. evcluxive- of ,, non-recur
ring item of ·16r pn share for th.it
peri: it I.
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J ..\CK FL \X to s.ilcs n·pn·-.cnt.1ti\ t'

for Trianule Prour.un Sales. 111• "<I"
l'\l'l'Htin· ,·ic:l' pn-sideut Ior the
Tc-lcdvn.unic- Corp.

PnTH Pomj u to S.1 rr.i as a pro
d 11d ion m.m.iucr.

Loi: \\.1u.o' to t•-.t.1hli..;li hi' own
inn-rn.uion.il tltl'.t!ric:.il pnxluet ion
enn-rprisc. l lt' ¡, .111 t'\t'c11ti' 1· w ith
Boh llunm-r .-h!'>Ol'.

[or Co' '\LLLY to 'in• prt"•idn1t
of \IC.\ and a ,.¡('t' pn-vulrut of
Ht•\ lit' Prnduction«.

H1n1vnn L. L'I..,\¡.;111 tn \ 1n· prn
idi-ut nf .\udits ~ Sun t'\ v. I k ".1-.
rt''it".1rc:h dirt•c:tnr of 111111! Food ...
l ndustru-s. Dr. Vlorr i-, J. Cnttlwli
tn 'ice prvsulcut .nu] din« tor nf tln
t't111,11mt·r ~11n t'\ di' iviou.

l l \Hn'\ H. F1 on\ ntiruu; .1•.. !.!t 11-
vr.rl m.muucr of conuuuuic.rtion-, f1 r
l·nitcd Pre'~ lntr-r n.i tion.il lle" ill
lw '-tt('('('t'dt'd bv H. T. E-..¡.;1".

tfat~~Súu
OF THIS RICH
AGRICULTURAL
AND INDUSTRIAL
MARKET~.•• , •...,..¡

FOR DO,MIPH,HT COVERAGE
or H~O'RTHUH 1trnl01s ud
SOUTl:!ER:l\4W'ISCllHSJH

11~ •••.•••1..oby

•flifi;i.
H·ll THfVISION, I"•·

- -

R..E:X:-T'V'
CHANNllllL13 ifiOCMPOIND

~ l"M~M~ Q
~ ~c;¡;i!IQ•&~n.,._,. v::;;;:¡
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STATION REPRESENTATIVES

Media people oH track
in not belling on music
Eastman tells ad group 'grand misconcepti.on'
is forgetting that teen-oriented radio sells

A , "I .nYEHTlSI:'\Gs grant rmseoncep-
tion" about radio concerns its

programing backbone - music -
says Hobert E. Eastman, president
of the station representative firm
hearing his name. Ile points out
that "whr-n media people complain
that radio is 'nothing hut music and
news' thev have hlithelv over-, . .
looked the fact that music is one of
the greatest human common de
nominators ... It sells!"
Addressing the Des Moines Ad

vertising Club last week, Eastman
defeml<·d the rock 'n' roll and top
40 format by stating that because
teenagers turn to such stations,

" I" "Jlparents are exposer , too. 'e-
member, the mothers and fathers
with the most teenage children -
who create the most popular pro-

Bassett gains another

~

graming exposure-also use up the
most automobiles, gasoline, tires,
food, clothing ... "
Ile said airlim•s, "after the top

wr~.. . . rnrely buy schedules on
popular stations ... The advertising
people at the airlines. and their ad
agencies do not yet understand that
to reach all of this top 6% via spot
radio, you must reach most of them
with popular programing set on the
dial by a teenage son or daughter."

"This in no way negates the value
and importance of conservative pro
graming, however," said Eastman.
"This has a \'Cry definite appeal for
those people, in the minority, who
tune selectivclv and have more in
dividualistic tastes."

Asserting that people do not lis
ten to radio, but "use" it, he said

\!rs. \ ladge \.h•gtrrgce l Iolcomb. gl·m·rnl IUIHl:Igt'r of WGB I (CBS Had.it>
for Scrantnn, \\'ilh·~·BmTt'), S'ign\ t·1111t1·a£·tdc,ig11;tti11!! \Jq.-t Ba~~('fl &
Co, a~ its exclusive nationul rt'l), al st•ssion with \\"GB I s()lt:s mu11ager
jnek Kline (I) ami \l.1irl Hassell, presicfo11t of the vtaí ion n~ptesl!-t1hílÍn' firm

G I

tadio tt.'s.e.archers ~'get the \\\'rt.11ct

answers" '''h<_jJt thev ask their áí'.t
sponden ts ..;,ahaut ;adio Irste¡~'~!ll..
"People \Vill. tel 1 ycm that H1tI~' a'.
not listen. to radio" and fo the· 11tl.~
breath about \\·hat they ·héáttf' ft:
the news or aho.ut the \Ve2\tJ~~·
'Listening' actually indiea;tes
much more P''<'rt .ati.d eons.cfoúS>"e'
fort than is involved h1r¡idib tíS;,'J.~f:'

But .E<tstrnan al~rn poit1ted '®~
that radio is '"ideally suited" to,~
sonalitíes identified 'lvíth adYer:b'Í.
ers, while this has 'become "ª..bl'il©.:
unaffordable" in tv, "Rµdib cíX:til ;~
this ecnrromicallv all year ara1::1Xld
he said, "by means of the matltt•
Hexibility built into spot radi(!): !á'tl;
by 111e;J11sof •s.alesph1ns tied in ~~Iiii
a strong selling' petsbnalily.
"There is na paper jungle in ~11;[~•1

radio ... It is easv to .bnv," he s.ii'1
"One piece of paper, a co~firm:áfrtil1
con tract, can Wr;íp up a cOrill~l~l.,•1

transaeticn." Eastman exptc~j~.r
amazement about «hcnv little
really known and understt;x(lK.• ,..
abm1t radio among adrertisets ~.O'
agencies.

He emphasized that rates are 1i1

complicated, hut said that nfE
buyer .... has. only been look'h1~ ~
television rates for the. imst t~1

years, radio rates will appear :nu
familiar ... And that which is dl:
ferent invariably sec1ns to be lt:i~~
prnblematienl," •

CMB:, H-R to get tap~
of Nielsen's NSI data
Ccntt~d ~Jedfa Burcnu nnd H:~
Hepresentatives are now able t@:'.U!f;

N'ielsen1s NSJ report data in fht'
eomputers, followh1µ; '1 pr<>t~1t"JQ'.
agreemrnt witl: the nrtíng fin}~'f
supply the t~ports in tape form :I[;
behalf of any mutual client...

The separate agr.ecments, l!tt:lf'
exclusive with C~lH .aud H~I\,1 m.:
an e:x:tt>üsí(J])pf Nii~lse11'spotí~~fc1
supplying report dntn dirncd·~;tf
olients in anv form that mak~ f.J.
nraxinuun usdulnessí .said l}~N
Tray lor, fo eharg.c o;f NSI ü1~n4•..;@th;
applications foí· Ni('is?;'n,

Ue s~iid tlte Jl'l(l\'(j itllCY.1-\~S;
cl i~·nts W pfo.ts<_jandi enct"' rlata 11)!£
'tlwir .:nwdi a. planning, .scb:0duJ11'! )¡i!J~'
cessíu.g.. <md s.che•dulv ('Yi1lt!('fittll
systt'llls üt n shuplc ;,lnd (?;m·ul.©Jm
m;11111c·r. Foqr 1:2-Lnch .c.t:nnp.i1:t•
rN•ls can st11rt'1 the· d~1tt'lc¡;rn;f.i1i'ü~d,"
;\S l r.cport.s fnr .:1:20tY lüiirké'tí.~1.



.Drnair now handle.s all
Trt~ngle; am and tv
\'X ff\.G, \w\\ I l.nr-u. t lu- l.rst
ri;'i:.1ngl1'-0\\ ll!'d .1111 ,1.1ti111t !11 rt-
n1.Il11 rn1t-.id1• tln- IH.1ir lbdio rc·p
~11·W1h 11.1' t'Olllt' m r-r !11 join till'

11.th1·fs.
"f"ht· n·¡m·-.t·11t.1tio11 p.rt n-rn for

lln· 'I'ri,1111:dt• r.ulio-tv pro¡H'rlit'"
nn\\ sli.tpt'' 11p lil..1• t hiv: .\II xiv
lr•lt':\i,,.io11 st.1tio11s arc sold 11.1tio11-
';11J.\ hv Blair. and two \\'FBG-
'·- ~-- ". '7

H'..Altorn1.1, ami \\ LYI 1.-T\'. l.el»
J'f<ltn1. .in• sok l locall ~ Ii~· Pt•11u St ah'

1:Jlt>·p!'I;
all fh-1.· .1111 ,1.1tio11s arc i11

.tl1.ei~Bl.1ir ,1,1hh·: and all fi,·1· [m st•1-
:h1us .in· rcpn•st•ntt•d hy l lcrlx-rt
Ct1lsl..i11.
. WNI IC. w hich opt•rah•<; on a
1\.u·>n-dih•ctio11;1l :-igual, I l..w .rt 13-10 '
li.'.. had lit'.t'll n•presenlt'd n.rtioually
h"· ~.fort B.1.,,sd t ~ Co. It is a11 .\BC
~H-.nlhi.diili•1tt·.
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t.\;t\(l rn.Yi.si11g list: \lcCanen Cuikl
«l)r!' tire n-uson it n•sig11cd - hy
':iitH!hll COWH'llt - thrt't' of its radio
1;.1tiüns wns tu pan' the way for
.ht' J1nn1i1.n•11t at'q11i.sitio11 of some
,J,~''W properties. According to pres
Ütmt Dereu \kC •.1nt•11, firm likes
q, 1h.1Í11hii11 a limited station list.
~t•ttío11s rt•si!.un·d are Ktrl)L, Kan
•.llt Citv: \\'FPX. \liami. and

t \n,.K\\·:Providence. Holx-rt L. wu.
¡·,rrtrsbas heen na med the new n-p
e~f!.~.ntati\t' for the Providence sta
Ítíl). 'l:IH•n• was sorne indication
~11'1twci-], that \\'illiam-; müdit get
h~·other two ~kCan<·n G~1ihl~n.·
,.•íi;tfled st.ations hut this was nneon
inned.

- -

WoaFORD¡(RD aT.a.111"HION

H£Y, ÍILL..lé:
WHATS VP IN
UPPER M\C.\HG-AN?

WHY, rnrnf's
BEEN A Rf/\L
CRown~ OF
SEINICE Af
wwrv/WWVP-1"
THAí'S -
WHA"f'':) UP!

REAL GROWTH of SERVICE.!
Yrs, \\'\\T\'¡\\'\\'l'l'-T\º has had an
e11ormous audience-increase in the past
year now covers an .irva with -192,100
homes. This is more Tlº homes tltan marry
great cities can boast, \\'\\TP-T\", Sault
Ste. Marie, made most of the diffcrcnce '

Matter of fact, we believe Upstate
l\I ichigan is the ¡;re.Hes( "new oppor t uniry"

you (elcvisionadver u-crs can find in the
entire l1 S. ~t·arly a rnilhon l'EOl'l.L
Annu.il rvt.ul s.11«~. ne.rr ly a BILLIO:'\
dollars.
Consult your jobbers and distrrbutors in the
arc.i as to the in flurncc\\\\ T\' \\'\\T 1'-T\º
has in our 39 countres-e-or ask Avery
Knodel for a dct.nled market analysis.

rl'un11er t•tp:nHls list: E. S. Stunner
'.(1q1 .. h:1s iHlded two tv and two
,rdJn st.it ions. Tlu-y arc CKC\\'-TV
m.d r:ulio. ~l0i1Ctt>I\, Xcw Hruns,
'l:ºÍ:t"'.k.CJ\\'H-lY, li.rrr ic, Ont ..• nul
,;J'l).:1, Toronto. Hcpn-scnt.i t ive will
ef:I lhé'·.,¡l' st,1tio11s in tlu- United
,t,il'fvll..This now lirirn!s tlu- S111rn1t•r
:t;)f)'l. list to fin• tv um l two r.ulio
:JtOJ)tlrtn-s.

·t1te>:1~,~~U(;'ll!:. list~ \ \ º J\ ·i:x;, K111ivville.
~ YHtl\Ylwiu~ served by Stone Ht·p
!'1''!~.nt'.lth·r,.,Ine. Stut inn is º" ncd
i~· Dit'k lhtl;Hlc.istin!!.

I WWTV/WWl!P-TV

NEWSMAKERS

Fonnrs r lk vm to radio s.1lt-s
111.1n.1gt•r of tlu- Chic.1go offic1• of
Ed"' .ird Petr~ ~ Co., n-pl.u-iuu
\Y1L1.t:\'\I P11•111.11.who l1.1s n·...ic11t·tl.

.\111·' I ln ..n.F'a to Pdcrs. Crilf111
~ \\'oodw.ml i11 Dall.i«. I It' \\.I'

1n.lll.l\:!l'r ni S.l\ ,11li Cates tlu-n-. l ll'
¡, -.11cct·cdcd ll\ En Honm'' from
the D.1ll.1-; offic1• of the füillin<.! Co.

CADIUJ. C-lRAVERSE CITTI SAULT STE. MAR[[
(11A••ll t Ol&••U 1e

&"1llll•• iuo a & t ,..,,,. ••., "" & &:. r
U\ • U( CU • U(

T110\1 ,.., D. 11 ,1111r..11,, Jn. tn 11.i
t iun.rl ,l(Tlltlll! t'\t'l'llli\ 1• .rt Htl!:!t'r
( :011·111.111.11« \\,I\ prt•\ Ítlt1\h u.rtion-
.il ,,.¡,., 111.111.l!:!l'r [or tlu- Fr.mk lm

Bn >.1dc.1,tin!:! (:o. of 1'1 1111'>\ h .11111
Fn vv), D1Cn \( 1 In the \.e\\ ) or],

,,¡)('' -.t.dl of 11-H Tt•l1·\ 1-.1rn1. 111· \\ ,1.,

.m .ucount t'\l'l nt tv t' \\ rth \d till

Younu.
\.1 11 D111111H1.11 !<l .1u onnt • \t t

in Dr-trort offü 1· ut CB~ H.td1n \p
~.iJ,., 111· ".i-.. "1th I-.:<. B._,. ~- F.
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These stars have eontributed their talent to
make this public service material available:
15-minute transcribed programs sfarr.ing:
PAT BOONE, COUNT BASIE,
NAT "KING'' COLE, KINGSTON TEJO,
JULIE LONDON, LEST.ER LANIN,
FRANKIE LAINE; JOHNNY MATHIS,
PAUL ANKA, GLEN GRAY.
fi-minute transcribed programs sfa.rring:;
COUNT BASIE., KINGSTON TRIO,
PAUL ANKA, NAT "KING'' COLE.
Transcription of All Time Greatest Hits,
featuring outstanding artists
Transcription of 24 Celebrity Spot Ai,mom:rceanen~.
Transcription of 20Recording Artists'Anno:uncemecnt~j
for Disc Jockey Shows,

BURT LANCASTER,
COMMANDER SCOTT CARPENTER,
ANN LANDERS,
FRANK SINATRA (movie- trailer)
and a special documentary series é1min.-20 sec.)
8-seconcl TD
Plus SLIOE.S. TELOPS. FL_IP CABOS i!iid P.QSTERS.
GREYED AND ('OLOR,
Produced by
JOEL FIL.i\'IS, P.ARAMOUNT STUDfOS, flollywood;, QaJu.•
VJSJON ASSOCIATES, N. Y., SINATRA ENTERPRISE~¡¡

Fnr nctw.ork nse ; Cnntact lVIilton Roh.ertson, Director,
Ra~io-Fi11ns ...TeleYisioü. ·
N~1tionalTu'bcre\1Iosis Assoc.iaJlon
17!>0Br.oad."\'ay, New Yo:rk, N. Y.,.lOQ•l:S
Clrde 5-KOOO.

For local use: Conlael Your .Loé!ll Tul,i~reulosls Assodat.im1
in ronr own conrnrn1ríty.
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,_WASHINGTON WEEK
News from natíon's
cnpita'I of spoda:l
Interest to admen
2S Novcmbn IOG:J

** FCC's Little Eva of commercinls regulation perha.ps reached the ln:Jt
· available tee floe last wee_k.when tho House Subcommit teo on Communi
cations approved!.! bill to bar any move toward solid regulatory ground for
the benighted rulomaking.

Tho Rogers Subcommittee last week ignored FCCChaí r-manHanr-ys plea
during hearings to hold up on processing the legislation barring FCCcom
mercials rulemaking until ar t e.r the agency's 9 Dec. oral hearing. Whether
the mutter clears the full committee and reaches House vote in this dwind
ling session is a matter of conjecture.

There ar-e whispers that, Hill debate on a bill to prevent FCC from
li_miting tv commercials might prove embarrassing. Consumer-conscious
congressmen abound--and only a few have made constituents aware that FCC
limits on commer-cíaLs might reac.h into government program control.

Although NABhas come up with a collage or newspape r editorials
de.fending broadcaster freedom to advertise--the general press could make
a Romanholiday of tv commercials issue.

** FCC's Little Eva ru.lemaking ~ driven ~ further from shore· E.Y
cut-off from Senate :~id in two powerful .committees.
Co.mmunications Subcommittee chairman John O. Pastore' s invitation

to s.elf-regulatory r or-ees in NAB,NABCode Boar ds , and networks, to a cozy
chat on the matter, is no help to the FCCchairman's pet project.

Senate Appropriations Cammít t e.et s clip of FCC's money wings was
another se t.bac'k, While cutt.ing the FCCmoney $400,000 below the House
suggested $15.8 millio.o, the conaní.t t.ee-c-whí eh includes Commer-e.eCommittee
stalwarts Magnuson and Pastore--suggested more cooperation with broad
cast sel,f-regulntion, and fewer mandatory rulings, in fiscal 1964.

** rast.:ore's office meet on broadcast advertising, whi,ch ..!...§.tofollow
an NAB-advertiser con.clave in NewYork, may not be all peaches and

cream.
Sen. Pastore is a strong believer in self-regulation by broadcast

Lng , Like Rep. Harris, on the House side, he has a record of laisse::-faire
in br-oaccas t legislation. But he also has voters to account to, and he is
aware of "mounting c r-í.t í o í sm" of' commercials clutter. There could be some
dressing down, if he feels broadcasters are only g í ví.ng lip service, or if
he feels the issue could hurt him as an avowed protector of tho public.

In such case, a pr í.vat.e Pas t.or e tongue-lashing could become a public
one--but the provocation would have to be extreme.

** All that the FCCCpairmQ.nhas g.oing for him now is the doubtful value
of the g Dec. oral hearings on broadcast advertising.
In general, th.e agency's public reform style hearings have netted

little result, from the Hl60 D. C. programing forum to t.hoae at ChLeage
and Omaha.
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** Somefuture historian maymarvel that within™ week, an ~CCofficial
o' . -

recommended the NBC.•.RKOstation ,swap as GQmPetltiv~ly ·sound and in
the public interest--while .the same .FCCdecided addins §! third VHFoutlet
to Strengthen§! C<?mpetingn~tw:o_r.kW'é!S IJOt_!

Also, the agency's ch í ef hearing examí.nar recommended renewal f o.r
NBC"s Philadelphia ou_tlet in the teeth of vi_olent cppe.sí, ti on from its own
Broadcast Bureau, both opinions based on "publ í e interest.." Of the healthy
d.í.ver-genns., broadcasters say; "Vive la d.li..ffére.nceI"

** NBC's broadcast experience wono_utover all considerations of alleKed
pre-ssure tactics, anti-tru..st and quiz show sc~n:dals brought ~ chal

lenger· Phi_lco Broadcasting, also afte:r the WRCVPhiladelph_ia Ch. ~outlet.
FCCChief Hearing Examiner James. D. Cunningham said NBC's "runaway

superiority in broadcasting experience" made rejection of a bid by an auto
manur'actur-er , Philco's par-ent Ford. Co., inevitable. The. initial dec.ision
w~ll be effec-tive in 50 days, barring Philc.o appeal, or FCCr-evíew,

Cunningham admits that NBC's. cause did "suffer" from the net's clai.m
of having been "duped" by quiz program producers Barry and Enright. But ,
'basing his judgment on NBC's broadcast history, Cumningbambelieve-s the
ne,twork' s concerri in correcting the mess was and will continue· to be
"genuine."

About the famous NBC-Westinghouse swap, by which NBCaequ í r-ed the
Philadelphia outlet it nowwants to swap for RKO's Boston pr-oper-tías , the
FCC'examiner says Westinghouse clearly was "reluctant." But FCC confirmed
the 195-5swap, and even "ser í ous misconduct" in other bus.í.naas deals can be
outweighed by excellent overall performance in broadcasting by a Lí.censee ,

** Somemay_be shocked E.Y Gtlnni.ngham's outlook on Philco. accusations that
NBGu~ed pressure t.~ctics to bargain for an affiliate 's station.
Cunninghamgoes by the rules: and there is nothing in the rules ba:rring

a network from bargaining for ownership of an affiliate station. Nor is
there anything to protect. a network when a powerful affiliate can do the
dictating--as it can in a two•..station market.

** Aside from legal_ argument in the exam_iner' s 63-.pá·ge decision, the
heart of the matter lies in the profile of the NBCoperati9;n as network

prog·ram supplliErr and licensee.
Cunningham notes that. between 1961-2, NBCscheduled 5, OQQhours of

network programing, with 60 separ at e pr-ogr-amstotalling ~2 hours a week.
NBC''s $30 million a year news operation employs, o-ver 780 people in 75 courr
tries, and accounts. for nearly a fourth Q.f total NBCpr-ogr-amfng,

One sentence :w:ill give comfort to networks pattl.ing government moves
t~ weaken network strength and reach; "The network furnishes ••• pro
graming of a scope and ccst beyond the reasonable capac-.i.ties o-f'an indi
vidual station on any continuing basis.;"
No new thing--but it bears r-epeat tng ,

GB
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Friíday. November 22

~i~O p.m.

Kennedy As.sas.sination

i11 l>.ilb-.. Tl«: dt·atli of Jol111 F. K1·1111t·d~. tl11· \\01111di11;_!

of Cmt•n1or Jolin Co1111,dh of T1•\,1-.. 11•,1\1•.. .in i11d1·lilil1·

-.c\11" 011 tilt' lu-.nt uf th.- \\ linl1· ¡wopl1-.

\\ t'. in Daifa <. h,1\1' .1 -.pt•t·ial ;_!ri1·f th.u tlu- grim tr.1g1·d~

in a ;_!rt·at 11011-p.1rti-.,111 \H•ko1111· to t ln- h1·ad of our \,1ti1111.

l>,dl.1:-- ¡.. -.ltilt'k.t•d lw\ tllld .di t•\prt·-. ..ion th.it ,Ill~

pcnt•rlt'd 111i11d could w n-a], th i..de1·d nf c-v il.

Thi .. Ita .. liapp1·111·d. It nm-t turn all of u- at onn· to our

plain dut~. Thi· terrihl« .nt mu ..t Ill' aH'll;.!1·11. B11t

l1e~o111I that \\t' Lice tl11• llt'ct• ....it~ of lll•tki11g r1·pditinn

imp» .... ihle. Ca11 tlu- eo11..ci1·1w1· rt' ....t of tho ..t• \\ 110••1•

na1.cd a11i1110..Íl\ h,1 .. -.t1111111·d \u·~1k 111i11cf.. lo ..ud1 .11 ti•111

~1•• thi- ·~::311n·I~ 110 tru«. :-,1111·.\11wric.111. dilft.ri11;.! politi·

ralh w ith .111t•l1·ctt·d l1·,1dcr. lwlie\1• .. th.it tru« di·moi-r,1n. .

can Iii· -.1•n ed II\ Yi11l1·11t·1· and murd.-r.

To \fr <. l\:1·1111t•1h. l11 tlu- -t rivk.-u L1111il~. our ..~111p.1tl1\-

011r lu-nrt .. ;.!º 11111.Th« \ation ;_!ri1•\1•-. hut \\t' 111t1.•l

u- .ill L11·1· furn.ml i11 thi .. unitvd -pirit.

John Coyle. President

- KVIL. Dallas
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",''ELF J'ORTRAIT"
by ¡·/.YCE.YT
U.Y coctt

.·

'~·

J

Masterpiece - exceptional skill. far-reacbfog i•al1Jes. This is tlw qi1~lf~l'
of ''''VJ radio-television service=in entertainmeuí , news, sports, infomr~li~rn:ióii
and public affairs programming. The results are impressive=in mrdienee Jm·~J~·

. "":: -· ,_,,

a11cl community stature, and in
sales impact for the advertiser

on '""'1Radio and Television.

\'T V\T~Jand

Owned and Operated by The Detroit News • Affiíiated with NBC • National Representat.ives: Peters, Griffin,. Wood\\arc;l, ff'IG,

THE NEWS STATIONS


