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Rating Requirements: NAB's nowly incor-
porated Broadeast Rating Counecil, Ine. will
unvetl some sUfl requirements for rating serv-
ices when it meets for the first time 8 Jannary
in New York to adopt its by-laws and elect a
board of directars. Board members will be
chosen from NAR, Television Burean of Ad-
vertising, American Association of Advertising
Agencies, Station Representatives Association,
FM Broadeasters Assoctation, and three net-
works. The 4 A’s decision to participate in
Counctl affairs as a member did not affect
Assoctation of National Advertizers which will
keep its liaison status. Proposed criteria for
subseribing and audited services have heen sent
out to all rating services by Douald 11. Me-
Gannon. chairman of the NAB Rating Council
and research committee. There will be 14 ethi.
cal and operational standards, foensed on
control of hias, “rigid control of samples.” a
quality hike in all survey operations—some
of the factors most heavily scored hy Congres-
sional rating probers last spring.

Open To Audit: Field work standards will
inclnde: keeping operation open to audit:
twelve months retention of records on all who
fail on diary and record keeping: verifving
field work by spot checks of respondents. plus
additional certifying interviews: reporting of
any data extremes such as 24-hour tune-in of
tv—another sore spot with Hill probers. Dis.
closure would require: exact description of
methodology. with defined samples: techni-
(ques. arcas surveyed. known-shorteomings and
weighting factors. and dates survey was made.
Also on public record: total number of at-
tempted and usable interviews: explanations
of how sample error is used: geographical
areas defined: weighting and adjusting pro-
cedures with reasons for the weighting. Service
would have to publish minimum number of
sample returns required for valid report. and
normal sample veturns for cach survey-—also
when report sample is below normal, but not
below minimumn. Broadcasters would have to
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~submir natarized statements abont any extra
prometion put on during a known curvey
period. Rating serviees would have to publi<h
the broadeasters™ statement plns any other
“distorting factors™ present during the ~arvey.

Management changes: A major management
realignment at C. J. LaRoche & Co. takes effect
| Jannary. Chester J. LaRoche. board chair-
man, becomes chairman of the ageney’s exeen-
tive committee; James J. McCaffrey. presi-
dent, assumes duties of hoard chairman and
chiefl executive officer, and David B. MeCall,
vice chairman. becomes president.

Dow buys into NBC: Dow Chemical Co. has
bonght sponsorship in 11 NBC.TV nighttime
programs. They are: Espionage, The Eleventh
Hour, Monday Night at the Movies, Mr. No-
vak, International Shovtime, The Liewtenant,
The Joey Bishop Show, Saturday Night at the
Movies, Temple Ilouston, Sing Along with
Mitch and The Bill Dana Show, via Mac-
Manus. John & Adams.

WSVA geéneral manager: Warren L. Braun
has heen named general manager of Shenan-
doah Valley Broadcasting. operators of WSVA
radio and tv. Harrisonburg. Virginia. Hamil-
ton Shea, president and chief executive officer.
relinquishes the general manager post. Braun
lias been assistant general manager and will be
suceeeded in that position by Robert Lee. pro-
gram and nper;flinn::- manager,

NL&B promotes: Edmond C. Dollard has heen
elected a senior vice president at Needham,
Louis and Brorhy. lle is a member of the
hoard of dircctors and a ~enior account direc-
tor. He jotned the agency in 1919,

PGW in Wichita Falls: Peters, Griflin, Wood-
warld has been appointed exclusive national
representative for KFDX-TV Wichita Falls,
Tex.. effective 1 January,
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Adds affiliate; NBC Radio will add KFDI,
Wichita, Kan., as an affiliate, beginning 1 Jan-
uary. The station is owned by Mrs. Bernice
Lynch and is licensed to Wichita Great Empire
Broadcast Co. KFDI operates on 1,070 ke with
10 kw days; 1 kw nights.

IBA’s eastern branch: Phil Davis, president
of Phil Davis Musical Enterprises, has been
appointed chairman and coordinator of the
eastern judging committee of the International
Broadcasting Awards. This is the first year for
IBA’s Eastern Professional Screening Commit-
tee, which will select the ten best radio com-
mercials. Judges on the eastern committee are
Thomas H. Calhoun, of N. W. Ayer; Roy
Eaton, Benton & Bowles; A. Carl Rigrod,
Donahue & Coe: Rollo W. Hunter, Erwin
Wasey, Ruthrauff & Ryan; S. J. Frolick,
Fletcher Richards, Calkins & Holden; Ed-
ward H. Mahoney, Fuller & Smith & Ross;
Manning Rubin, Grey; and Edward F. Flynn,
Lennen & Newell. IBA is sponsored by the
Hollywood Ad Club.

New ownership: Gilmore Broadcasting Corp.
has purchased three outlets in New Mexico,
subject to FCC approval. The properties,
KGGM-AM-TV  Albuquerque, and KVSF
Sante Fe, are now owned by a corporation
headed by A. R. Hebenstreit. U. S. Sen. Clin-
ton P. Anderson is a major stockholder in the
selling firm. Also sold to the James S. Gilmore,
Jr. group was a ep for a channel 2 tv station in
Santa Fe.

Infoplan names Dann: Alvin A. Dann has
been appointed account director m publicity
for McCann-Erickson, Ine. Dann has heen di-
rector of news services for the Association of
National Advertisers. Before joining ANA in
1958. he was publicity director for Collier’s,
and has also been associated with Spoxsor and
Fairchild Publications in editorial capacities.
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Professor raps FCC: Boston U. asst. professor
Edward C. Obrist charged FCC with “industry
harassment” and called for “long-overdue
analysis and re-evaluation of FCC and FCA”
in a letter to Sen. Leverett Saltonstall (Mass.).
Obrist points to “broadcaster baiting, irres-
ponsible decisions and rules and regulations
that remain on the books but are disregarded
by broadcasters and commissions.” He parti-
cularly cited FCC’s decision to regulate pro-
graming of three Omaha tv stations and FCC’s
reply to a query by U.P.I. Broadcasters Assn.
of New Hampshire for procedural guidelines
in broadcasting of lottery information. Obrist
called for the establishment of a separate com-
mission to handle radio and tv hroadcasting
with two or three senior broadcasters repre-
senting a strong minority within its memher.
ship. He urged removal of commissioners’ of-
fices from the “political plum” arena and
favored election over appointment. “The eco-
nomic hardship issue should be reopened and
a look taken at the advisability of putting yet
another radio and tv station in a community
whether it can afford it or not.” He urged a
“clear definition of public interest” and la-
beled as a “soft spot” absence of “punitive
measures for station members of NAB who
don’t comply with organization rules.” The
30-year broadcast veteran also slammed fm

broadcasters allowed to duplicate am pro-

graming.

Another MJ&A ‘conflict’ loss: Kal Kan has
moved its 8500,000 pet foods account to the
Anderson-McConnell agency of Tos Angeles
from MacManns. John & Adams . . . the sec-
ond MJ&A account loss in a week due to prod-
uct conflict as another of its clients prepares
to enter the pet food field. The other loss was
American Concertone. which recently took its
billings of over $100.000 to Grant’s L.A.
ofhce.

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

Federal tax cuts may boom '64 advertising output
Survey sees broadeasting receiving 22% of the over-all inedia hudget
in new yvear, avith total for radio-tv approximately 83 billion
ADVERTISERS

Del Monte lifts sales with aid of television and radio
Ciant Colpak Corporation cleaves to video as spur to its marketin
of 147 items. Fourth of advertising budget is put on the air

Nets kayo boxing telecasts as Gillette ‘‘counts 10"

Razor firm and ABC TV finally agree to drop the shows. Former
had been satisfied with fight ratings; the web was displeased

AGENCIES

Cincinnati agenty has new plan for counting of nose
Advertising-promotion firm streamlines the method of determining
broadcast audience. Says it works—and can prove it

TV MEDIA

Tape puts showmanship into agency’s presentation
MeCann-Marschalk uses miniaturized equipment in the creation gf
vear-end review for CI21. Portable unit inflnences tv planning

Six CBS series in top 10 on homes reached, says AR

New National TV Report has the web in No. 1 spot among networks
NBC TV is the runner-up, with four programs in the group

RADIO MEDIA

Free Cuba Radip—a powerful voice in Latin-Americ
Spumish-speaking organization. purchasing time on five stations
mostly an, gets wide coverage for anti-Communist programing

SYNDICATION

Audience promotion kits found valuable to advertisers
Users of spot television via syndicated programs are  assisted
with additional viewers, reps with sales and shaw hints

STATION REPRESENTATIVES

Trend to ‘self-representation’ expected to continu
But vear-end survey reveals a few leaders planning to hold presen
affiiations. Gronp-owned divisions seen hypoing roster quest
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WE'VE GOT
A WAY
WITH
WOMEN

. ..uas ire're been
telling you all year

This affair between WJIBK-TV
and the big spending Detroit area
gals 1s no off-again, on-again
romance !Summer, winter, spring
and fall, they love Channel 2's
stimulating entertainment, like
our full hour of dinnerime news
our great syndicated shows and
top-flight movies and the best
of CBS. They watch, then they
BUY . .. and how! Moral: Your
best buy in the booming Sth
Market 1s the station that really
reaches women viewers, Call
your STS man for avails.

WIBK-TV

DETROIT
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We have seasons, but they are relatively business, recreation, education, and indus-
mild, without the harsh extremes that often try. Few stations, we are told, dominate
disrupt business elsewhere. This means year- their markets as do we in WCTV-land, but
round high-level spending, with a diversi- you probably have your own figures fo
fied economy, as a center for government, prave this!

8 SPONSOR/30 pEcEmper 19



One man's view of
significant bappenings i
broadcast advertising

PUBLISHER’S
REPORT

Come back often, Carl

U\'I'Il. this week Carl Haverlin wits the only paid president that
Broadesst Musie Ine. ever had, On T Jimcry Judge Robert Jayv Bvton,
the man who Carl had hoped and planned would be elected to sneeeed
im on retirement. tihes avers

Flms vnds an era.

An era marked by tntense struggle against a pawerful, implacable

ampetitor: of growth 1o important statns despite these odds: nf sub-
tantial efforts to mprove mosie standards and serve o~ a progrannng
Jearing house for the industey @ of good will and cooperation sparked
W it pnan whose genius in e area of industry pelations s fnlly recog-
zed.
§ Carl ~stass on as a consaltant o his imprint will not be fost. But
for the most part liee will bee busving himself in snnny California with
Biinmerons projects, For example, he is an expert of renown on the Civil
Var antd o Abraham Lincoln. On one ocrasion. when a velative of
wine thonght thar hie had unevvered i obscure and rare booklet on
sincoln. T brought it to his attention. Without a moment’s hesitation he
old me how many copies were extant amd what they were warth,

| suspeet that Carlt will he very much present, despite his retirement.
it certain indusiry affairs, Te won't be missing the annual BN Dinner
or piast and present directors of the NAB, the social highlight of every
INAB Comvention. If the industry should do semething in the realm of
mportant musiec or progrim developmeny T think you') find him on

" —C"

and.

Many of my mest enjovable recollections are linked to BMI and ta
Larl. For several vears | was a member of the BMI traveling program
Hlinies (we sometimes referred to ourselves as the “traveling circus™)
Bl fancied myself a public speaker. This idea exchange fulfilled an
Bssential function, permitted the “troupe™ to talk to hundreds of hroad-

asters, and when it was discontinued beeause of the pressures and
xpense of the ASCAP suit left a void that has not vet been filled.

“arl was generally present at the sesstons and always steod up (~ome-

imes against nmrch opposition) for the importanee of ineluding “good
b nusic” periods whenever feasible in the broadeast dav.

I always think of Carl as the true “gentleman.” Erudite, thoughtful,
nthusiastie, a devotee of the arts, his thousands of friends alzo know

im a~ extraordimrily courteous and friendly. No matter how busy,
1¢ never brushed vou oflf. And he treated evervone with respect.
| Judge Burton, his executive v.p.. has worked closely with him for
ears. Under lis succession BMI is in gond hands. But ['m sure he
' otns me in siving. “Come hack often. Carl.”

7/,
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RCA amnounces three ()

High-performance quadruplex equipments .

Compact Recorder

A complete fully transistorized, budget-priced quadruplex equipment that's compatible
with all standard quadruplex recorders. Uses standard modutes (like those used in RCA's
tle luxe TR-22 Recorder). Has space for color modules. Complete in 33”7 x 227 x 66" unit.

|mp0|"tant These new machines provide the same kind of tapes (quadruptex) and the same proven superior
quality recordings as RCA's de fuxe TR-22 Recorder. They use many of the same modules and
components, There is no compromise on either quality or compatibility.

RCA Broadcastand Television Equipment, Building 15-5, Camden, N_|,




rnd-new TV tape recorders!

Impact, fully transistorized, standard modules

Playback Special Mobile Recorder

nple Tow-cost high-quality quadruplex machine for Transistorized high-tjuality quadruples recorder

ack of all standard tapes. ldeal for on-air plavback, for with limited playback feature for checking purposes.
g. for checking tapes for client-agency previews, ete. small size 287 x 227 x 327 with easters . Can be
s present recorders to be used full time for recording. transported in a station wagou. Makez tapes in the
* for color anodules. All in one 227 x 22° x 66° unit. ficld that you can play back on your standard re-
corders. Records color and black and white,

%‘ The Most Trusted Name in Television
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INTEREST IN DRAMATIC RADIO

This is to exprcss my interest in
and appreciation for your excellent
article on the return of dramatic
programing to radio, even though
our call letters, which are \WORL,
were  incorrectly  printed  \WRL
twice.

WORL presently presents more
programs of this type than any sta-
tion in the United States and was
the pioneer station of this form of
entertabniment. You may be inter-
ested to know that since we
launched this dramatic concept on
1 June our listener response has
been fantastic. These presentations
demand that listeners pay careful
attention. Listeners attentive to
programing are listeners attentive
to interjccted commercial mes-
sages. The many commercial offer-
ings presented on this station,
which call for a listener’s response
directly to the station, arc produc-
ing results far in excess of thosc
previously produced by this sta-
tion in its recent historv. And I
believe that this is entirely due to
the type format which we now
follow. During the period from 29
October  throughi 15 November,
slightly over two wecks, this sta-
tion received 9,000 letters and
cards in response to its programing.

I believe that the public’s inter-
cst in dramatic radio is strong to-
day as it was during the so-called
“great vears of radio” when CBS
soap-operas dominated the ratings
scene in most markets throughout
the country and that they were dis-
continuedd  because  the networks
and a great many of the station
operators de-emphasized radio in
an cffort to give added strength to
the laumching of their television
properties.

We Delieve that this form of
racio entertainment is again com-
ing into its own and we are firmly
committedt to this concept.

Charles G, Pye, Jr.
vice president and
general manager
WORL Radio, Boston

THE “GRASS ROOTS GAP”

I enjoyed your Publisher’s Re-
port of 9 December—"The Broader
View,” espccially like your questior
to Harriet Van Horne: “I wonder
how often she gets out of New
York?”

Unfair as the blanket indictment
implied in the question, may be
onc could direct such a questior
to virtually all radio-tv critics, tc
many legislators in Washington, tc
purvevors of Potomac Bureau Ex-
pertise, etc.

In this era of mass communica:
tions, the thought leaders and ever
many personally involved in mas:
communications, find little time fo
regular subjective contact with the
masses. \We all find this challeng
ing, frenzied. affluent life over
whelming at times.

I don't know how the averag
New Yorker fcels, nor can the
know how we fcel about the prob
lems of the day in “Mule Shoe.”

It scems a paradox that moden
1mass  communications have no
reallv  closed the gap Dbetweer
Washington or New York and the
grass roots. This fact never scemec
more apparent than the verba
comment that followed the assassi
nation of J.F.K., although almnos
everyone I talked to considered the
assassination vile, senseless act,

Perbaps what I am saying is tha
modern communications is  going
to have to find a way to tap the
genuine feelings, opinions, reflec
tions. aspirations, etc. of NMr. am
Mrs. Average America. Of coursc
[ presiime this was an fnsurmount
able gap in “rural America”™ of 4
vears ago, or more, and perhap
we are now closing the gap wit
some fallible conclusions.

I do not pretend to know th
answer — if there is onc — but
would certainly scem to he an are
for study that would have res
meaning for the hroadcasting bus
ness. It mght answer some of ou
all-too-prevalent critics.

Name Withhel
(group vice presiden
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Why it pays

to adyvertise your station

in a broadcast book

BECAUSE THE TIMEBUYER IS KING

T here™s nobody better quali-
fied to advise you how and
where to invest yvour mational
advertising dollars than your
own national representative.
He'll tell yoy that the time-
buying system really  works.
Which means that at any of the
top 50 (or top 100) advertising
agencies placing national spot
business the recognized time-
buyer, backed up by his super-
visors, decides which stations ger
the nod. Sure, there are excep-
tions to the rule. Of course there
are some account executives and
ad managers that exert a heavy
nifluence. But, by and large, the

tmebuyer is king.

Reaching the umebuyer, and
the other men and women who
strongly influence a spot buy,
is a job for a specialist. That’s
why the several thousand vme-
buyers (by job utle and job
function) who buy national spot
read the broadcast books. More-
over, they rely on them. They
rely on one or two favorites al-
most to the exclusion of all
others.

Buy broadcast books to give
vour national campaign impact
where it will do the most good

.« at least cost.

a service of

SPONSOR
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Who (I))o We Please
§
Whom Do We Please?

Grammatically speaking, we all know that “Whoni do we please?” is correet (don’t we?). But if you're in th
communications business, what amd how you sayv it is important in selecting the type of audience you wan

Three vears ago, KABC RADIO decided that their audience should be adult, abave-average in intellect an
vducation, income in the upper-half of the elass, more two-ear families and mavhe it extra bathroom in th
house. We call them the “Whom” gronp. And to eneonrage this “bigger-huying” segment of Los Angeles |
dial KABC RADIO 79, we inaugurated in 1960 a fresh and stimulating eoneept of an all-conversation forma
We selected a gifted group of conversationalists (from the “Whomcategory) who neither talk up nor dow
to our audience — but straight at them. It was and is & highly suecessful innovation ... because we no
deliver to onr advertisers just aliout the most important group of listener-enstomers in Los Angeles.

KABC

RADIO 79

The Concersation Station

of Los Angeles
REPRESENTED NATIONALLY BY THE KAT2 AGENCY AN ABC OWNED RADIO STATION

14

Who do we please? “WHOM™ (and advertisers). . . that's who.
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and markeling news of the week
30 DECEMBER 1063

With mid-season approaching, there's a lot of soul-searching being done in Hollywood.
Just before Cheistmas, Warner Bros, fived Juek Webh as head of that najor studio’™s
tv prodoction operations. Webb, who had a threesyear contraet, was mnderstandably
annoyed. However, WB failed rather obvieusly to cone up with strong shows this
season, with the studio represented on the networks by only two shows —a renewal
for 77 Sunset Strip and Webh's revival of an old WB pilot idea, Temple Howston. |
Likely to wmove back into Warner Bros. TV production jobs are <everal pro-
ducers, direetors and others who were fired when Webh woved in, and who have
since called themselves “The-Government-In-Extle.”
Also out of a top Hollywood poest is Williim Dozier, senior production v.p. at
Columbia Pictures-owned Sereen Gems. There's heen a 257 drop in the number of ‘
SG-produced shows on networks currently as compared with last <ea-on, and none
of the current erop is a strong Nielsen entry.

The appeal of action-adventure tv shows to kids is worldwide, says a top distributer.
From Lone Ranger to Lassie, the overseas market for juvenile appeal <hows 15 “ex-
panding rapidly.” says Telesynd president Hardie Fricherg.

Explains the veteran syndieator: “Ameriean toy compaunics, which have heen
markedly suceessful in their use of kiddie shows on v, ave spreading their markets
overseas by using the smwe kid shows as in the United States. Thi< is a language the
whaole warld understands. There are no innuendos. None of the churacters i~ in need
of psychoanalysis or neurosurgery. All problems ave solved by physical means.
Incidentally, this is a factor which nakes the kid shows easier to dub.”

Battle to distribute trading stamps in Kansas is still echoing in radio and tv.
American Savings Stamp Co. of Chicago hegan distribution of its stamps in the mid-
western state on 9 December . . . and touched off a real flurry.

Although American Savings Stamp Co. bonght a conziderable amount of broad-
cast and print advertising to push its ecause. a number of Kansas retailers (including
Montgomery Ward and J. C. Penney) fought the stanp invasion hitterly,

The anti-stamp faction has opposed giveaway stamps on the grounds that they
will hoost retail prices. Not o, replied Sherman D. Rubenstem, president of Ameri-
can Savings Stamp Co. late this month. “In fact.” he snapped. ““in cities where trad-
ing stamps are used. prices are a bhit lower.”

American Savings Stamp Co."s hig gimmick: the stamps are redeemed in L. 5,
savings bonds which “are not under any normal definition either goods. wares or
merchandise, or cash™ in the apinion of the Kausas Attorney General, Kanwas law
prohibits other redemptions.

Trend among agencies toward commissions-plus-fees should help direct-mail advertising.
That’s the contention of the Direct Mail Advertising Assn.s chairmun, Angelo R.
R. Venezian of VMeGraw-11ill.

In a vear-end statement. Venezian said:

“Direet mail, just as print advertising. we. radio and other advertising media.
must account to management for a proper return on s investment. In this area. the
direct mail industry needs more proof of results.”

15
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NBC TV is taking a leaf from ABC TV's promotion book in selling a “young viewers” audienc
Target for this sales campaign are agencies handling products sold mainly vi
network participation shows. Program vehicle involved is Saturdey Night at U
Mouvies, which does not land in the top brackets in over-all ratings but which is i
seventh spot among viewers in the 18-35-years category.

Some of the figures being stressed by NBC, based on Niclsen dala, are: a 48%
audience advantage of SNATM in reaching young adults, as against the averag
evening program, and a 30% advantage in reaching younger women.

A major radio/tv focus is being placed on President Johnson's Texas ranch.
No stranger to broadcasting, the President has indicated to the heads of the thre
tv networks that he intends to work as close to the broadcast media as did his pr
decessor, the late President Kennedy.

With an election year starting this week, broadcasters are already planning o
“summer White House” coverage of LBJ activities. Southwestern Bell has installe
more than four dozen new phone lines for radio and other communications at t
President’s Gillespie County rarich, plus an extensive new microwave system linki
the ranch to network pickup points.

One of RCA's biggest competitors, Zenith, virtually matches RCA with a big color line.
There are no less than 23 color receivers in the 1964 Zenith line, covering a spre
from table model “black box’’ models with a “suggested” price of $449.95 10 “ho
theatre’” models tagged up to $1,775.

There are also a dozen b&w models, ranging upward in size from lead-off 1
inch models to console combinations. With its heavy investment in color, Zenith
now a color tv advertiser, largely on a spot basis.

Rurex and J. Walter Thompson have planned a new tv splash for an old product: Brillo.
Purchased recently by Purex, Brillo is due for a January-to-June ride on four CBS
TV daytime shows, three NBC TV daytimers plus the evening Hollywood and the
Stars, and Lisa Howard’s woman’s-angle daytime newscasts on ABC TV.

In some cases, Brillo will share commercials with other Purex products (Liquid
Trend, Sweetheart Soap, etc.) on the CBS and ABC shows. JWT was appointed
agency for Brillo in a field in which much of the play has been laken away by
S.0.S. and the chlorinated cleansers.

Network fade-out on tv boxing matches (see story, p. 32) may aid some syndicators.
Unless Gillette follows the example of Texaco with its operacasts and builds its
awn tv network to carry Friday-night fights, there won’t be any national-level tv
hoxing shows for sports-minded viewers by mid-1964. Gillette, by all indications:
isi’t likely to tackle all the problems of network lineups.

The dearth of boxing events may well leave an opportunity for national spot.
tegional and local advertisers in the syndication area. There are a few syndicaled
hoxing shows available, notably Bill Cayton's Greatest Fights of the Century dis
tributed through Radio & Tv Packagers Inc.

The serics was, at one time, sponsored widely by Chesebrough-Pond’s.

Key problem for advertisers who like boxing events: the size of the audience fot
tv boxing is relativcly the same, although the tv audience keeps growing.
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CHICAGO
Chicago's O'Hare International Airport serves 84,000
passengers every day—the world’s busiest air terminal
Chicago’s WGN Radio serves 910,000 homes every day—
reaching the largest audience of any broadcast property

west of the Hudson.”
Chicago’s O'Hare and WGN are both dedicated to Service.

o
CHICAGO

the most respected call letters in hroadcasting
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...One is the March of Dimes

The inimitable . . . ineffable. , . irresistible ., . Jack said,

“I ell-1-L-1

when 56 stars got into the act!

TELEVISION

“ONE FOR THE MONEY" — a half-hour
spectacular — 16mm, black and white. Em-
ceed by Dick Van Dyke and starring {al-
phabetically) Gene Barry, Jack Benny,
Gary Crosby, Jimmy Durante, Lorne
Greene, Joe and Eddie, Bob Hope, Red
Nichols, The Sportsmen, Jerry Van Dyke,
Mancy Wilson, Jane Wyatt and Don Wil-
son, Announcer

“AT THE EDGE" - 15 min. — 16mm, black
and white — Documentary — narrated by
Henry Fonda.

FILM SPOTS — 1 min., 30 sec., 20 sec. and
10 sec - 16mm, black and white — Featur-
ing March of Dimes supported birth de-
fects and arthritis special treatment cen-
ters and patients. Also live copy and
March of Dimes buttons with individual
station channe! numbers

RADIO TRANSCRIPTIONS

FIVE MINUTE MUSICAL PROGRAMS
recorded by Andy Williams, Ella Fitzger-
ald and The Clancy Brothers and Tommy
Makem.

CELEBRITY SPOTS — 1 min., 30 sec. and
15 sec. announcements by Shirley Booth;
Richard Chamberlain, Van Cliburn, Paul
Ford, Lorne Greene, Dina Merrill, Anna
Moffo, Barbara Stanwyck and Jane Wyatt.

'ON THE RECORD" — Ten 30 sec. re-
cordings for deejay use including Tony
Bennett, Anita Bryant, Dion Di Muci, Ella
Fitzgerald, Skitch Henderson, Brenda Lee,
Chad Mitchell, Johnny Tillotson, Leslie
Uggams and Bobby Vinton.

THE SPANISH TRANSCRIPTION pre-
sents 5 minute musical programs by Tito
Puente, Tito Rodriguez and Joe Valle. 15

sec., 30 sec. and 1 minute Spanish lan-
guage announcements by Buck Canel.

COUNTRY AND WESTERN TRANSCRIP-
TION — Five minute musical programs and
:30 spot announcements by Sonny James
and Faron Young. A 1:30 “March of Dimes
Prayer” in C & W style by Leonard Loyd.

SPECIAL FM TRANSCRIPTIONS

“GALA PERFORMANCE" — 15 minute
program narrated by Milton Cross with
performances by Franco Corelli, Byron
Janis and Leontyne Price and messages
by Rose Bampton, Rosa Ponselle, and
Giovanni Martinelli. The flip side contains
a 5 min. musical program by duo-pianists
Ferrante and Teicher and spots of 1 min,,
30 sec. and 15 sec. by Van Cliburn and
Anna Moffo.

NOTE TO BROADCASTERS: WE'VE SENT YOU THESE MATERIALS FOR USE DURING JANUARY. MANY, MANY THANKS!

The National Foundation-March of Dimes

SEORGE P, VOSS, Vice President for Public Relations e
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ALENDAR

ANUARY

sational Retail Merchants Assn.,
53rd annual convention on “The
Challenge of National Growth,”
Statler Hilton 1otel, N. Y. (6-9)

nternatienal Radio and Television
Society, first newsmaker of the
vear {8); first of a secries of seven
production workshops, Waldorf-
Astoria, New York (9)

Jorida Assn. of Broadeasters, mid-
winter conference and directors’
meeting. Cuest speakers are NAR
viee president for government al-
fairs Paul Comstock, and diree-
tor-chiairman of the Florida De-
velopment Commission Wendell
Jarrard, also Raymond E. Carow,
president of the Georgia Assn, of
Broadcasters, Panama City, Flor-

ida (10-11)

wational Academy of Television
Arts and Scicnces, dinner and
show for the New York chapter,
Americana [Jotel, New York (17)

ilwaukee Advertising and Graphic
- Arts Groups, Ben Franklin Ban-
quet (16); 6th annual graphic arts
workshop (18); Special workshop
sponsored by the Sales Promo-
tion Executives Assn. (4 Febru-
ary); Exhibit and Awards Night
(15); Silver Award Banquet spon-
. sored by the Milwaukee Advertis-

ing Club and the Advertising
. Worinen of Milwaukee (27), Coach
' House Motor Inn, Milwaukee

seorgia Assn. of Broadcasters, 19th
. annual Georgia Radio-TV Insti-
' tute “day-long debate” with FCC,
University of Georgia (21-22)

sational Religious Broadcasters,
= convention, Mayflower Hotel,
Washington, D. C. (21-23)

udvertising Assit. of the West, mid-

winter convention, Bakersficld,
- Cal. (24.26)

american \Women in Radio and
Television, board ineeting, 11il-
ton Hotel, New York (24-96)

outh Carolina Broadcasters Assn.,
" 17th annual conveation, Jack Tar

*ONSOR/30 prcrainer 1063

Tho when and where
of coming eventy
10 Decewmber 1063

Poinsett iotel, Greenvillo, S, C.
(31-1 Feb.)

FEBRUARY

Electronic Sales-Marketing Assn.,
2nd annual electronic marketing
conference, Barbizoa Plaza [otel,
New York (3-5)

Advertising Federation of America,
mid-winter conference, Statler-
Hilton Hotel, Washington, D. C.
(4-3)

International Radio and Television
Society, newsmaker luncheon
with NAB president LeRoy Col-
fins, Waldorl Astoria, New York
(3)

Michigadni Assn, of Broadcasters, an-
nual legislative dinner and mid-
winter convention, Jack Tar
Ilotel, Lansing, Michigan (5-6)

Minnecsota Associated Press Broad-
casters Assn., meeting, Minne-
apolis (6)

Mutual Advertising Ageney Netb-
work, annual meeting, Royal
Palins Inn, Phocnix (20-22

Direciors Guild of America, annual
awards dinner, Beverly Hilton
[lote]l, Hollywood; Waldorf As-
toria Ilotel, New York (22

International Broadcasting Awards
for 1963, Dangnet presentation
for best commercials on radio
and television, I{ollywood Pal.
ladium, Hollywood (25)

Soutliwest Council of the American
Assn. of Advertising Agencies,
annual mecting, Menger Hotel,
San Antonio (27-28)

.

MARCH

1964 Variety Merchandise Fair, at
the New York Trade Show Build-
ing. New York (8-12)

Electronic Industries Assn., thirce-
day Spring conference, Statler
Hilton Ilotcl, \Vashington, D. C.
(9-11)
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COMMERCIAL
CRITIQUE

Search for true yardstick

JOSEPH LORIN,
vice president at Grey Advertising

c_\.\' vou TELL in advance the sell-
ing effectivencss of your cominer-
cial?

The persistance of the demand
for measuring the sales effective-
ness of advertising is understand-
able. And some day we may even
achieve it. But a realistic view of
the problcin reveals that hefore we
can discover an exact way of meas-
uring accurately the advertising-to-
salcs cost ratio of an individual ad-
vertisement, we shall have to find
true yardsticks for all the other ele-
ments of marketing awhich influ-
ence sales.

Then perhaps we shall be able to
isolate thc specific contributions of
all the marketing elements, includ-
ing advertising, and set up the ex-
act ratio of cost-to-sales for each.

The Association of National Ad-
vertisers put its finger on the prob-
lem when it said in its well known
report: “Sales are not exclusively
advertising goals. They arc total
marketing goals.” And marketing
includes such other influencing fac-
tors as prodluct, price, package, pro-
motion, personal selling, distribu-
tion.

Sales are also influcnced by fac-
tors over which the marketer has
no control: The action of competi-
tion, economic conditions, social
changes, even the weather.

Realistically then, we must recog-
nize that in this marketing melange
our advertising should be aimed at
a clearly defined target. After set-
ting up this target, we should then
establish critical criteria for meas-
uring the effectivencess of an adver-
tisement in reaching its goal.

What kind of criteria? We shall
try to answer this general question
by focusing on a specific form of
advertising: the v commercial.

20

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

GCenerally, both management and
researchers have been reasonably
satisfied with measuring the view-
er’s ability to recall a commercial
as a valid index of its effectiveness.

Nevertheless, the feeling has per-
sisted in many advertising circles
that deeper penetration into viewer
reactions to commercials is needed.
In some quarters this restlessness
was translated into further study
and research.

As we studied the problem it be-
came more and more evident that
the ability to recall a commercial
does not necessarily indicate a
favorable shift in attitude towards
the product and certainly does not
show a predisposition to buy, The
aim of an advertisement is to per-
suade the consumer to like a brand
or product better after exposure to
an advertisement than before.

Let us, therefore, take a close-up

of the television commercial against

this background. Like all advertis-
ing, a tv commercial is a communi-
cation. \When we communicate, we

Vice president Joseph Lorin has
been with Grey Advertising a long
time. He joined the agency 35 years
ago in 1929, and is editor of the
agency's house organ, Grey Matter,
where this article first appeared.

aim for a reaction.
This reaction is achieved in five§
basic steps which we call “The

b

Staircase of Influence.” Ll
To get to the top of the staircase §
the commercial must climb thesc¥,,
steps: TJI
Step 1—it should be seen anc m.l.
heard: ATTENTION k.
Step 2—it should hold the view: 511
ers: INTEREST !
Step 3—it should transmit a clea; _:;
selling message: COMPREHEN ‘&"_
SION. ;
Step 4—its nressage must maki b
an impression: INMPACT :‘ﬂ
Step 5—it should make the pros ;

pect like the product more: We cal
thisr “ATTITUDE SHIFT.”

All these steps have meaning anc
all can be measured, but we hok
that the most meaningful is “atti
tude shift” because:

1. “Attitude shift” is the measur
of the goal of the commercial.

2. “Attitude shift” is related t
sales.

Let's take the first point. “Att
tade shift” is the ultimate aim of
commercial because if we are t
persuade the prospect to action w
must first change his attitude tc
wards the brand. If the attitude :
negative, we aspire to make it po
itive. If it’s neutral, we must aim t
move the prospect across the boi
der line to the positive side. If it
already positive, we must aim t
strengthen the positive attitude.

And this leads us to the secon
reason why we call “attitude shift
the most meaningful step on th
“Staircase of Influence.” “Attitud
shift” is a measure of potential se
ing power, For there is definite ey
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denee that a favorable change i
attitude towards o brand is a sigui-
ficint step towards making a sale,
for liking the product is a stepping
stone o buying it.

The qguestion then arises: Can
“attitude shift,” as the resolt of ex-
posure (o commercial or o series
of commercials, be measared?

Our answer is “Definitely, yes!”
We have developed what we con-
sider a mniquely effective method,

. Hefore we pre-test a connner-
cial we do a preliminary stady to
find out the features and benelits
promised by the prodiet which the
constiners convider important i
evaliatinge it

2. This data, obtained by ining
an attitnde sealine device called an
“opinion-rater,” are  snbjected  to
analysis on an eleetronic computer.

3. From this analysis we get the
critical factors and their velative
importimee. From these we con-
strict onr “attitnde scate.”

4. With this "attitude seale”™ we
pre-test the commercial, using two
groups of people, each represen-
tative of the narket target at whiclr
we are aiming. One is a test group.
The other is a control group

5. The control group'’s evaluation
of the product is measured by
means of our “attitude scale.” Since
this is o group of representative
prospeetive huyers, it is a fair as-
sumption that any other group so
constituted would have the same

altitnde score.

6. Using a rear view projector,
we expose the commercial to the

test group in their homes as part

of a show. They believe that the
show is heing tested, not the com-
mercial. By unsing our “attitude
scale,” we then get this gronp’s
evaluation of the product.

7. The difference in score he-
tween the group which has seen the
comnercial and the group which
has not seen it, is the "attitude
shift” score of the commercial; that
is, the selling potentiol built injo
it.

In this simplificd description of
the method we use to measure the
eritical factor of “attitude shift”™ we
have omitted a lengthy disenssion
of the scientifie reasons why we
consider this approach more mmean-
mgful than standard  pre - testing
techniques.

Here they are in capsule:

SPONSOR/30 prcresinrr 1963

b 1eoas both o apecanmziul and
complete measure i that at covers
the entire “Staircase of Influence.”

2.1t permits maximune realismn

mdistorted by the elfect of the
medimn itsell. In this case tele
A Lsion.

3. It nnuthes use of the niost ad
vaneed tools of measurement from
rating scales to ¢leetronie comput-
IS,

4. It climinates the experimental
hias so aoften found in the usnal he-
forc-and-alter methods.

Sivce we have ised this Grey pre-

of Al L TR

1
1SS WY

Iatee nples of s re ]
iy ke eflee args conl
dent that in ;o methed of 1ncasn
me Catlitode i

veluped o wav of pretesting com
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meretads which Loy many advan
tages  over  previons Jeeeple
techmigpues

We began this piece by asking
“Can von el in advanee the selline

effectiveness of e il
Onr auswer is, “Nlore osedy than
over hefore) [

NOW 46fh_T.THE GREENVILLE —

SPARTANBURG — ASHEVILLE MARKET..
AND ITS DOMINANT STATION 15
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‘The Giant of

Southern Skies

WFBC
TV

WEFBC.-TV's 61-Counfy
Grode A ond B Con-
tours Include The Rich
Industrial Western
Corolinos, plus coun-
ties in Georgio aond
Tennessee, with .

RANKED 46th by saucs
MANAGEMENT Mogozine, the
WFBC:TV market is ocheod of Jack-
sonville, Richmond-Petersburg, Dur-
hom.Raleigh, ond other fine South.

ern Morkets. Within ity coverage

2.157,900 PEOPLE
389,300 HOMIES
$3,105,817,000 INCOMES
$1,974,010.000 RETAIL SALES

According to

SALES MANAGEMENT S SURVEY Of
BUYING POWER, JUNE 10, 196]

orea, WFBC.TV is the DOMINANT
stotion, according to oll the latesr
independent surveys. For more in-
contact the Stotion o
Avery-Knodel.

“Feb. 1, 1963 SM Survey of Tele-
visian Markels Average Nightlime
{Daily) Circulatian

formotion,

AFFILIATED WITH

SOUTHEASTERN WB|R-TV
BROADCASTING KNOXVILLE, TENN
CORPORATION

WMAZ-TV

MACON, GA

Represenied by Avery-Knodel, inc.

(<=
WEBC-TV

GREENVILLE, $.C.
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how do you fit an elephant into an ejevator?

You can! ., . if you'll settle for the hindquarter. It’s like ranking TV markets. You can take a '
portion of the market by using the metro approach . . . but if you want the whole elephant,
you've got to rank by total market! Consider. More than 90% of the Charlotte Market 18
located outside the metro area, and the total Charlotte TV Market contains 574,800 TV homes

.. ranking 20th in the nation . . . first in the Southeast!* All the pachyderms are trumpeting §
about WBTV’s 87% lead over the market’s second station.*

LY r\Y/

CHARL®TTE

JEFFERSON STANOARD BROAOCASTING COMPANY

flepresentied Nallonally by Teleyltion Advertising Representilives, lnc

*ARB TV Market Digest
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Tax cuts may

boom ‘64 outlay

Noted consultant sees broadcasting receiving 22%

of over-all media advertising during 1964, or total

for radio and tv of about $3 billlon in ad dollars

'I'iu: My N AMIc ForeEs whicll govern
and affect our business economy
don’t operate an a 12amonth calen-
thir year. While businessmen bal-
mee accounts and  compare vear
end resnlts every 12 months, thy
ebb and flow of business and eco-
nomic activity is a continnens flow
Process.,

As we enter caech new calendar
vear, we inherit all the prevailing
forces and trends and the levels of
activity which exist at the close of
the vear just ended.

Sinee the mild recession. which
petered out in the early spring of
1961. the American cconvmy gener-
ally has experienced a cummlative
period of business evele expansion
—and we ended 1963 with these cx-
pansion processes still in foree,

There is little doubt that the wp-
ward momentum of general busi-
ness will carny forward into 1964
The only uestion is whether this
eapansion will be sustained thronghe.
ont the full vear or will the ensning
12 months witness the development
of internal or international events
{or trends) whicl will generate o
serics of ceonomice stresses later in
the vear.

During 14963, « rise of 3.2% in
Cross National Product was broadly
reflected throughout the Americin
ceonomy. Most sectors of industry
andd buosiness advaneed  within o
4% to 6% range.

Total advertising rose by approxi-
mately 3% (probably  45%  with
TV expanding with greater vigor
than cither general business or total

+52%

eseccssrsssInsaENsE SR RS sd e N essnde

1963 Actual

GROSS NATIONAL PRODUCT

-3.8%
rithout
tnx reduction

-55%
with

tix reduction

1964 Forecast




TOTAL ADVERTISING

v
+10%

1963 Actual

tax reduction

i
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+5.2%
with
lax reduction Radlo
+35% =5
without

1964 Forecast

v
+9.5%

all mmedia advertising or any other
advertising medium. Radio adver-
tising about kept pace with the rise
in GNP and tetal advertising cx-
penditures.

We are convipeed that the Anier-
icun economy will he quite pros-
perous in 1964, Consumecrs will have
more spendable income and will
buy a greater quantity of goods and
services. More goods will be pro-
duced. Producers and dealers will
spend about $700 millior more dol-
lars to advertise their goods and
serviees. 1964 should be a good
vear for all advertising media, both
at mational and local levels.

In order that we may  better
evaluate 1964 trends, we might ex-
amine where we now are in terms
of 1963 developments.

1963 Year in Review:

At the beginning of 1963, we pre-
dicted o broad cconomic expansion
mirrored by a 3¢ expansion in GNP
and general bnsiness. This antici-
patled pattern has prevailed,
thronghout the vear, iuelnding thre
eapected gain in upward momen-
tun during the fowrth quarter after
+ moderate rate of elunee during
the simumer period,

Ycamst the background of GNP
rsing by 5.2« trom $535 billion
1962 1 10 $381 hillion (1983), total
all media advertising rase from $12.-

ﬂ.l

=

380,000,000 (1962) to approximate-
ly $12,940,000,000 in 1963. Our orig-
inal cxpectation of at least $12,900,-
000,000 for 1963 total advertising
was within three tenths of 1% of
uetual achievement; final 1963 re-
stlts may prove that total advertis-
ing aggregated $12,925,000,000.

Within the structure of American
advertising, we predicted that the
greatest percentage gain would be
in tv and that total 1963 tv ad-
vertising would, for the first time.
rcach the 82 billion mark. One vear
ago, it appearcd certain to us that
1963 tv advertising “should rise by
a higher rate than other advertising
medium and the economy as a
whole.” In actuality, duc to sub-
stantial gains in national spot busi-
ness, tv advertismg rose by ap-
proximately 10% on the basis of a
11% increase in network and na-
tional spot and a gain of about 7%
in local v advertising. We now
estimate that total tv advertising
approximated  $2,100,000,000, dur-
ing 1963, or about 16.2% of the na-
tion’s total advertising pie.

Radio also moved alicad but with
less spectacular gains than prevailed
in tv. Radio network and uational
spot advanced by approximately 4%
wlhile total loeal radio rose a shade
above 5%, This 1963 radio pattern

was essentially the sitnation which

we anticipated in onr forecast, made

vne vear ago.

Total broadcast advertising (tv
and radio combined) undoubtedly
reached a volume of $2,800,000,000
in 1963, or slightly above 21% of
the nation’s all media advertising
dollars. We anticipated a minimum
20.6% ratio and, thercby, assumed
that broadcasting would, for the
first time in history, attract at least
one-fifth of the nation’s total adver-
tising expenditurc.

Other sectors of the nitional
cconomy generally responded ac-
cording to prediction and cstimates.
Personal income was expected to
rise by nearly 5%; it rose 1.8%.

A rise of betwecn 4% and 5% was
assumed for Retail Sales. Tt is now
estimated that Retail Sales ad-
vanced by 4.8%. We projected a
eain of 10% in Corporate Profits
(before taxes). Preliminary vear
end data indicate that the actual
Corporate Profits level rose 10%.

One arca of econvmic strength,
bevond that which had heen ex-
pected, was the construction indus-
try. A slight slowdown in residential
and commercial building appeared
logical, one vear ago, with the total
vear's result being only fractionally
above the 1962 level. However, dur-
ing the ensuing mounths of 1963,
residential, industrial and commer-
cial building held firm and even ad-
vanced moderately over the 1962
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level.

Ewmployment rose hy 2.7% even
though unemployment remained in
excess of 3% of the total work foree,
as predicted. Cost of Living rose In
1.5%, as expected, by December.

The 1963 Business and Broadeast
Qutlook, as we preseated it in the
Jannary 7, 1963 issue of srosson,
proved to be workably aceurate
guide for most cconmuie dicators
during the full 12 months of the
year. Few, it any, scetars of the
ceonomy failed to meet our predice-
tions cither with regard to indicated
trend directions or anticipated per-
centade gains.,

For the full year, radio and tv
moved upward according to our
expectations, On the basis of per-
centage performance, national (net-
work al spot) tv was the strong-
est clement within the overall ad-
vertising industry, At the beginning
of 1963, we predicted sufficient
strength in national tv advertising
to hoost this broatcast sector by at
least 8% (the largest percentage in-
crease of any single medium). Even
this opinion proved to be a conser-
vative judgement because national
tv advertising apparently rose by
nearly 11%,

For 1963, total broadcast {radio
d W) advertising  aggregated
bout $2,820.000.000 which was
21.8%¢ of total all inedia advertising.
Broken down, within the broadcast
industry, tv accounted for 16.2%
nd raclio for 5.6% of the nation's
advertising doltar.

In retrospect, 1963 was a good
ear for the advertising indnstry
and for the radio-tv industry. Both
total advertising and broadcasting
eached new historical high levels.

The important current question
s: "Will the advertising and broud-
st industry move on, in 1964, to
wen greater levels of activity?”

Jutiook for 1964:

We predict for 1961 a total adver-
ising expenditure of approximately
113,600,000.,000 but, at the same
ine. we advance the opinion that
otal advertising could fall within
he range of $13,400,000,000 to $13,-
00,000,000,

. In establishing a probable range
if 8300 million between $13.400.-
100,000 and $13,700,000,000, within
vhich 1964 total advertising will
ikely fall, we are not trving to
iedge but rather we are attempting
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to recognize the varyme eflects
which the Federal Fas Reduction
conld lave on the national econowy
and, henee, npon advertising,.

Without the tax reduction, 19613
GNP will not rise beyond $601 to
S6OG bhillion, a 3.87 nercase over
1963, With this level of eeneral
business expansion, we swonld uot
expect total advertising to exeeed
SIS 400,000,000, & 3.5% inerease
over 1963,

Fowesver, tlie coucensns of -
formed Washington souree is that
Congress will enact the redaction
bill by March 19614 Despite the re-
troactive nature of the proposed tay
reduetion, the impact on the ccon-
omy will be felt when tax reductions
actually show up in pay checks (af-
ter lower withholding deductions),

The earlier Congress enacts the
Tax Reduction Bitl, the sooner will
the effect be felt on the cconomy—
and the greater will be its effect
over the full 1964 year.

Accompanying the effective -
pact of tax reductions, by ecarly
spring, we cm conecive of GNP
rising to an annnal average level of
$6186 hitlion for 1964, an increase of
5.5% above the 1963 level of $381
hillion. Within this cconamic frame-
work, we swould anticipats o total
advertising outlay of about $13.600.-
000,000. If achieved, this fignre will
represent a 5.2% advance over 1963
oll media advertising.

There is the ontside possibility
that the full effect of an early tax
reduction plus higher deficit spend-
ing could lift GNP to $619 hillion.
Any such 6% rise in the general
cconony would have the capacity
to produce nearly $13.700,000,000 in
total advertising. At this calendlar
point. we doubt any such achieve-
ment bat hesitate to discard it as an
outside possibility .

In our cffort to assess realisticatly
the prevailing economic treads, pro-
truding into 1964, as they are likely
to be sustained and affected by tan
reductions, we feel reasonably safe
in predicting a 1961 GNP at the ap-
proximate annual level of 8616 hit-
lion and total advertising outlavs
within one-liall of one percent
(cither way) of $13.600,000,000.

This is our basic forecast.

Broadcast Qutiook:

Broadcasting, tv and radio com-
hined, should account for about $3
billion in advertising outlavs, or

shiehthy better than 229 of the na
tion’s total wil media advertiang H
this goual 1s achieved, overall hroad-
cost advertisiug waill nsee Ty 7O
over 163 The ovdent of the m
cresse will depend on the rise
total ads ertising as related 1o a GNP
of $616 bhilhon versns o loswer lovel
of $60+-8606 hilhon or . Ingher
lev el of abont $619 ballion, We are
cons ineed that the full 1961 resnlts
awill hring o rise i radio and v ad
vertising but we vmst put thas w-
crease witlhwe the frame of GNP
reference  disenssed carjer o thas
report.

Wliites er pattenuis generated by
general business, we expect 1961
Radio advertising to tag along with
approsinately the same percentag
gain scored by tatal all meducadver
tsing. However, tv o will, we are
convineed, derive the Lirgest per-
centage expansion of all the media

It shioild be uoted that, throngh-
ont this report, we refer to the vel-
ume of advertising expenditures, to
dollar figures of tv and radio ad-
vertising. 1o the case of broadeast-
ing, actual advertising expenditures
are considerably greater thum sta-
tion aud network revenue. Advertis-
ing cxpenditures  include  money
spent for time, talent, progriun and
film costs, production and related
charges. Thus the income of the
bropdeasting  industry, ralio and
tv, is only one of the composite
clements comprising advertising ex-
penditures flowing into the industry

If we peg $61 1-8616 hillion as the
expected annual level for 1964 GNP
and the derivied all media advertis-
ing volume of S13.600.000.000, we
believe that the follos ing radio ane
tv results will be achigeved.

Radio:

Combined  local and  national
radio advertising should rise by 5%
with this figure broadly apphing to
both national and local radio ad
vertising.

Onr own surves of natwnal radio
Isiness, plus other reported sur-
vevs, indicate an overall 10 e
during 1963 in national radw adver-
tising dollars.

The wide majorits  of radio sta-
tions, normally chaible for aud ty pi-
ally recening at least ST per
vear in national radie spot, wrote
more natumal ads erticing in 1963
than it 1962, These same stations
should experience s further rise in

-
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1964 Forecast

1984 national advertising.

For the radio industry, as a whole,
national spot advertising is expect-
ed to rise by about 4% during 1964.

Likewise, network radio afliliates
should anticipate a modest expan-
sion in “network income.”

Loecal radio, as a whole and by
arcas and eitics, will unquestion-
ably reflect the percentage 1964
gains in retail sales for the nation
and for the respective areas and
cities. A 3% to 3.5% anticipated
growth in 1964 retail sales should
set the radio industry’s overall loeal
advertising pace.

Television:

Combined local and national
(network and spot) tv advertising
should advanee by about 9.5% dur-
ing 1961 if GNP rises to $614 billion,
to $616 hillion,

Within this overall pattern, na-
tional tv is expected to expand by
about 9% while loeal tv advertis-
ing goes up hy 10% to 11%.

These changes can be expected
to raisc tv's 1964 advertising vol-
ume to approximately $2,300,000,-
000 and this figure should be 17.0%
of the nation’s all media advertising
pie of $13,600,000,000.

During 1963, tv network ind na-
tional spot developed eonsiderahly
more vigor than we, or most per-
sons, had anticipated at the start of
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the year. National tv spot was es-
pecially strong in 1963. However,

‘we shall operate from a higher

mathematical dollar base, during
1964, and it doesn’t appear likely
that tv network and national spot
will again rise by nearly the 11%
which prevailed during 1963. The
predicted 9% gain in national spot
and network will undoubtedly out-
strip advances made by any other
segment of the nation’s advertising
industry.

Percentage-wise, we shall not be
surprised if loeal tv advertising
rises by about 10%-11%. To achieve
this 10%-11% increase, local tv ad-
vertising expenditures nced to ex-
pand by only about $40 million—
naturally, we refer to sponsors out-
lays for time, talent, film, etc. not
to local tv station revenue. We be-
lieve that this growth in local tv
advertising is fully due and will
eventuate during the next 12
months.

The imponderable and wipredie-
able factor in the 1964 growth of
bath radio and tv advertising is
govermmental regulation.

During 1963, broadeasting gener-
ally operated under a more favor-
able IFCC dlimate than in 1961 and
1962, We believe that this situation
was partially responsible for the
extra strength in tv network and
national spot advertising. The adop-

tion of preseribed FCC commerci
rules or the (unlikely) regulation ¢
program standards would undoub
ly raise questions among nation;
advertisers and, thereby, slow dow
the 1964 rate of expansion in rad
and tv advertising. Sponsor coi
fusion over exact FCC commerci:
regulations covering FCC conune
eial regulations which, by their n.
ture, resulted in a reduction of ;
much as 10% in the number ¢
commercials, during prime ar
Class B time, would undoubtec
cause a first year decline of as mu
as $250 million in broadcast ady
tising.

Our personal opinion is that tl
FCC Commissioners, with one
two possible exceptions, are ful
aware of their responsibility and o
ligation te preserve profitab
broadeasting as the necessary, ¢
sential basis for effective radio a
tv stations and network.

General Business Outlook

LEconomie eveles breed and g
erote cumulative expansions a
contractions within the prevaili
compuosite business strueture. S
dom, if ever, do we find all e
nomie indicators moving in
same direction at the same time.

As we emerge into 1964, there ¢
substantially more uptrend ind
tors than adverse trend indicatc
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Wanvme the ayecthion of suc senn
wns intenationad ey, the overall
dhniestic coomome pictnee shoukd
le: onee of hasie expansion in pro-
diction, cmploviment, retail sales,
comsiner  spencdable income

GXY.
Highlights of economy

Howeser, in possing, it shonld be
meted that cach vear seems to wit.
e some new cold or hot war crisis
wnd 1961 i not hikely to be an es-
ception. Fhe ouly guestion is
whether any sucl 1964 erisis will be
af a4 nature and magnitade safficient
o shift the ceonony into reverse
gear, The cconmnie analyst aud
forvenster possesses no competency
with regard to the emergence of
these disruptive political events.

Left to its own diverse trends, the
highlights of the 1961 American
gevniomic scene should be as fol-
lows:

1. Personal income shonld rise to
a4t high annual level with an in-
ervise of 5%-0%.

2. Retail sales should expand In
alightly better than 5%,

3, Consnmer purchases of dur-
ke goods should inerease by near-
v 7% to §7%. Non-durable consumer
mirchases will expond by in overall
average of 47 to 5%,

4. Xew automobile sales and ont.
it will probably he at abont the
sime volume as in 1963

3. Capital outlays and  invest-
ents for plant and eqnipment, ac-
arding to the Commerce Depurt-
nent, will show more strength than
hatl been anticipated and rise hy
Uwrnt 6%,

fi. Tatal employment will expand
wen though total unemployment
!r'.'iII average slightly above a 5%
ativ to the nation’s work foree,

i- Extended consumer credit will

wbvance to a new high level and, by
bie voar's end, constitute a relative-
' serions cconomice factor,
. & Unions will foree negotiation
{7 to 8% increase in honrly wage
“wales hecanse prime collective har-
Haining  emphasis will be upon
imaney” wage raises rather than
1pen fringe benefits.

8. Industrial strife will increase
hromghiout the vear and man days
st i strikes will reach the highest
wvel of the 1960's. A pace setter, in
wage increases, will be the sizeable
e hike achieved by the aute-
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wobile workers donae then 194603
contiact nedotnitron

10, Despates Digher Labor - costs
andd a continned proht seprecse, cor
porate prohts (belore tves ) shionld
rise by another 107 over the 1963
les els

11, Cont of hvme sl rise by o
soall i, less tay 2

12 Indosteiad prodnetion i ex
pected to advance T approxnnatels
e

13, Canuter to the 1963 improve-
went in generat bisiness and e
growth in hisiness profits, laniness
failures moved npward. Undonld.
edly, F96E will also witness o Tnrther
rise in husiness laitures,

L Farm cash receipts in 1961
will be abont the same as in 1963,
possibly np o Traction. Bot, with
higher produnction costs, net farm
incame should be off by 1% or 2%,
Nevertheless, rural retail trade and
farm equipnent-supply sales shonld
rise by about 3%,

15, The cross sectiom of 1961 year
cnd economie trends will not likely
be so strong as prevailed during the
close of 1963, We suspect that the
late weeks of 1961 will witness the
cmergence of a definite note of
cantion concerning the ability of the
ceonomic svatem to sostain the for-

ward s amant which will peorsast
dharnoe most of the 1901 vears

In Conclusion:

It now ppears epate certatn that
the Ladck@onned and general tome of
hosngess and  hroadeasting will e
gou] thronghont the et 1.2 months,
Howeser, as alwans, there wall be
variety ol adverse troads and all
hosiness omits will ot prospen
Neither wall the expasion i aval-
able adyertiving dollers How
formds to all rado and ty stations.,

Markets and aonaeement differ
within the overall radia and tv in-
chistry. Despite the gencral prose
perity of the advertisiog indostry,
somie 353 to 107 of the radio sta-
tions will contiune to be marginal
aperations, On thie other hand, we
espeet that fully 90 1o 95% of the
tv stations will experience a rise i
revetines and an improvement in net
aperating tncome  despite the in-
tease intra-industry (narkets aud
stations ) competition. Effective sta-
tion promotion, effective and erea-
tive station sales plos effective in-
ternal management will be the tools
by which individual stations may
acquire their share, or more than
their share, of the enlarged volume
af available advertising dollars. ®
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ADVERTISERS

Del NMont

Giant Calpak likes daytime
tv as marketing aid

for huge (147 itemis) line

of foodstuffs, puts a
fourth of budget on the air

~ THE April 17, 1917 issue of the

Saturday Evening Post, California
Packing Corporation, through Me-
Cann-Erickson, scheduled a full-
page, two-color ad. Its message was
short, to the point, and—if not ex-
actly reticent in tone—refreshingly
frank: “California’s finest canned
fruits and vegetables are packed
under the Del Monte brand.” Cal-
pak, formed just six months earlier
by the merger of four pioneer West
Coast fruit and vegetable process-
ors, thus launched the first promo- |
tional campaign of national scope
ever to be run on any canncd food
brand in the United States and set
its marketing course. The year and
the ad also mark the beginning of
one of the longest and most fruitful
(pun intended) advertiser-agency
relationships in existence.

California Packing Corporation
of San Francisco, is the world’s larg-
est packer and distributor of canned |
fruits and vegetables. It produces
and sells 147 different items —
canncd fruits, vegetables, juices and
juice drinks, dried fruits, canned
fish and a linc of food specialties—
as well as catsup, coffce, pickle
products, chili saucc and tomato
products.

During 46 years of continuous ad-!
vertising Calpak has used gencral
magazines, newspapers, radio, tele-
vision, billboards, business and farm
publications, direct mail, point-of-|
salc and merchandising displays te
promote Dcl Monte. Of an ad ex-
penditure that now exceeds $7 mil-
lion annually, Calpak puts 1 out ol
cvery 4 dollars into radio and tele-
vision. Calpak admen are particu:
larly fond of the latter medium.

“Nothing matches tv for identi-
fication and demonstration power,’




ifts sales with tv/radio

says  James W Roddv, MeCann
Erickson vp and Calpak account
supervisor in San Francisco,

Perbaps  the most  ontstanding
Calpak tv success story involves the
mtrodnetion of Del Monte cnmed
mechini,

Most peoaple had never heard the
word, let alone used the product.

 Calpak was faced with the chal-

lenge of cultivating a national mar-
ket for a food previonsly familiar
ouly in the West.

In 1961, Calpak introdnced canned
zucchini on the Pacific Coast and
in the Northeasten states, with full
page color ads in the regional edi-
tions of a major national magazine,
With distributiom in grocery stores
nationwide by the Fall of 1962, Cal-
pak scheduled Del Monte zucchini
commercials on its fonr CBS TV
network shows,

“This was a natural for tv,” M-E's
Roddy points out. “We conld show
consumers what the new product
looks like and what to do with it.
With three months of tv promotion
average weekly sales increased tre-
mendonsly,

Along with testing new products
and new advertising techniques in
varions markets, Calpak has several
seasohal campaigns cach year. In
addition, advertising and marketing
plans are continnously analyzed and
revised. To move specific Del Monte
products Calpak wses radio and
other selected media to fit the prob-
e where and when local market
potentials warrant promotion.

When Calpak  salesmen  intro-
dneed Del Monte Pincapple-Grape-
fruit Drink for the first time na-
tionally, they had two things going
for them: knowledee that the prod-
uct had been test-marketed for two
vears and was a big seller in areas
where it was established.

And, they knew it had backing
by a triple-pronged ad campaign
involving radio, newspapers and
hillhoards. Advertising was tailored
to individual territories and gauged
to make the most of cach market's
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sales potential, Raelio spots Leatured
Calipso singers and o sprichtly
tingle,

Calpak officially veportst “Since
its introduction in 1957 Del Montee
Pincapple-Grapefrit - Drink con
timues to maintain a namber o
share of ngarhet among ity cotpe-
tition.”

Sinee Mareh, 1962 Calpak las
heen a participating sponsor on four
CBS TV network shows, Pete antd
Cladys, Love of Life, Password and
Art Lionkletter's Houseparty.

“These particular shows were se-
lected by Calpak,” reveals M-E
Media Director Frank Regalado,
“becanse they are compatible with
Del Monte produets and hecanse of
the large davtime :udiences they
deliver.”

"Calpak is mterested i reacdung
Al tvpes of faaibes, Welve found
that Pete and Cladys Lias a hig view-
ing andicnee of five and over inem
ber funilies, wlile Howse party does
well with ones aud two wember
hemseholds. The four slions also
give us 0 good varety w progsan
content

Calpak’s previous network tv ex-
posures include participating spon-
sorship of the popular CBS Garry
Moore davtime shiow, NBC's Today
with Dave Garrowav, [Home with
Arlene Francis, Tonicht with Steve
Allen on NBC, Laramic and River-
hoat.

Calpak attributes the strong po-
sition that 1Jel Monte products oc
enpy with the consuming public to

An integral part of Calpak success is long-range research and testing by top executives




James W. Roddy. MeCann-Erickson v.p.
is convinced of value of broadenst media
for Calpuk. says “nothing beuts tv for
identification, and deiponstration,”

46 years of continuous advertising,
strongly supported by cffective mer-
chandising programs, and a strict
adherence to high quality stand-
ards in products and promotion.

Haowe “Del Munte’ name wwvas born

These standards go back to 1891
when the Dakland Preserving Com-
pany, a fruit and vegctable cannery
in Oakland, California, and one of
the four predeccssors of the Cail-
fornia Packing Corporation, sup-
plied its premium quality products
to the elegant Hotel Del Monte at
Monterey, California.

Likened to Newport, Bar Harbor,
Cannes and Biarritz, the llotel Del
Monte cuisine became justifiably
famous. Labels printed “Del Monte
Extras™ with o picture of the Hotel
and Monterey Bay identified the
canuery’s  premium  quality  fruits
and vegctables,

In 1936 Calpak introduced de-
seriptive labeling on Del Monte
canned Toeds. Far more than just
a labeling inmovation, this was a
wholly new concept stating for the
first time on the label information
ahout size, style of pack, and mun-
ber of servings in the can. The nesy
labels also {eatured  direct color
photouraphs of Del Monte prod-
ucts, thus assuring a true and ac-
curale representation of what each
can contained,

The Calpak promotion cslendex

lists three annual major  in-stofe
merchandising cvents. i

The Del Monte Round-Up, grand-
daddy of the vearly promotion, first
made an appearance in grocery
stores in 1939, An October-Novem-
ber event, it features the Full line of
Del Moute products with “Wild
West” point-of-sale displays and
banners decorating the entire store.
Supermarket managers often tie-in
their own creative icleas, dressing
salespeople in western outfits, bring-
ing bales of hay and chuck wagons
into the stores —and even having
horscs and buckboards in the park-
ing lots.

Pleascd with the obvious sales
impact of the Round-Up, Calpak
developed the Del Monte Spring
Garden Show in 1951—also featur-
ing its full line of products and sup-
plying point-of-sale and other dec-
orative material to create a garden
atmosphere throughout the store,
an innovation which has proven
highly bencficial to store sales in
all categorics.

For a decade, thc Del Monte
“Pincapple Sunshine Cruise,” later
re-named the Del Montc “Pineapple
Sun Fest,” has brought some sun-
shine (and increased sales) into
supermarkcts in the middle of Win-
ter. In Jonuary, 1964 Calpak will
debut a new, visually exciting mer-
chandising cvent—the “Fiesta Del
Monte.” Calpak will use a Latin
American motif to promote the full
line of Del Monte products, and as
is their usual policy, will supply dis-
tributors with merchandising mate-
rials that will create a gay, colorful,
festive atmospherc for the entire
storc. Each major in-store promo-
tion is promotcd well in advance
and during the sales cvent via radio,
television and other media.

Backsropping loeal retailers

In addition to these main promo-
tion events, Calpak supplics point-
of-sale display material to super-
markets for individual Del Monte
praducts, for new storc opcnings,
and for a varicty of secondary pro-
motions based on individual market
potentials,

Last year Calpak developed a
itew approach in its trade advertis-
g, to further stimulate greater
dealer interest in Del Monte prod-
ucts: “From Del Monte, 1dea$ That
Mean Business.”™

et e

LIGHT-TOUCH TV sPof
CREATED NEW MARKET/] »

Shown starting at right is storyboard

by McCann-Erickson Jor Del Monte
Zucehini. a.highly snecessiul product
lavinehed primarily with neticork v,
Storyline: a switeli on “Goldilocks™ i
which traditional Three Bears are fe
with rontine vegetables. During their
absence from woodland cortage, (%]
Goldilocks drops in, and saves the o
with el Vonte.

SPONSDR/30 peEcenmBer 1963



ZUCCHINI

(200-KEY-NEE)
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The promotion atthzes contim-
ons schednles af black od white
andl color pages ma selected Jist of
grocery trade papeas Del Nonte
prowdncts are sedd nn stores that reg-
ister imove than 9 ¢ of the conn
trv's caomnrd fod sales,

I the intemational market, Me
Ciunn - Ericksan oo« ordinates and
sppervises Del NMonte advertising
operations in 23 foreign conpntries
Development of woarketmg plans
and creation of advertising is done
inelividnaliv by o MeCann affice or
afliliated acency in caclt individnal
cornrtry.

The Califurnia Packing Corpora-
tion markets its products in S for-
cign eomtries and has canning nnd
pracessing plants in the Philippines,
United Kingdon, Ttalv, Veneznela,
Union of Santh Africn, Pucerto Rico,
Mexico and Canada. It operates
canneries in B ostates . mclnding
Howaii and Alaska and imunufae-
thires its own containers and labels,

Research aids new produets

A progressive organization in all
areas of its operations, Calpak has
a Seientific Rescarch Departiment
working in the broad field of fond
chemistry and an Agricultural Re-
search Division, Research and ex-
perimentation to improve on evxist-
ing methods reach from inarketing
and management o a regnlar pro-
gram of “crash-testing” new ship-
ping containers in railroad freight
cars to find better packaging and
shipping techniques.

“Researching, testing and analvz-
ineg more effective advertising for
Del Mente products is a major op-
eration at McCann-Erickson’s San
Francisco office.” Mr. Roddy savs.

MeCann uses the usnal competi-
tive bidding svstem in the produe-
tion of Del Monte tv coninercials
filed at varions West Coast studios.

Color commercials for Del Monte
tomate sance have been nmning
for over a vear in New York, and
colar commercials for Del Monte
fruit cocktail and eling peaches
have been produced and will he
schednled on network shows and m
local markets,

“What we  are most  eacited
about,” savs Calpak admen  Jim
Rixldy, “is the spectacular effect of
the important tv dimension of eolor,
for appctite appeal, in the pew
Del Monte commercials. u
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With end of boxing on tv, viewers will have to 7resott o memory to recall such hrills

Networks kayo boxing felecasts

as Gillefte ‘counts fo ten’

oxixg,. once one of television's

hest-watched network  attrac-
tions (at one time it was o two
networks in different weekly shows)
appears headed back where it came
from—the small arenas and local tv
—unless the Gillette Safety Razor
Co. decides to fonn its own network
of tv stations to air the bouts.

Gillette and ABC TV have mutu-
ally agreed to drop the fights, but
it's understood that the network
wanted to how out for some time
and continued its coverage only at
the hehest of the sponsor.

Gillette has owned tv rights for
a number of years, sponsoring the
fights since the late 1940s. Its con-
tracts with Madison Square Garden
Corp. and ABC each expire in Sep-
tember.

Co-sponsor Ts General Cigar, via
Young & Rubicam, to whom Gillette
sokl off half the package. Neither
General Cigar nor its ageney had
any comment on Gitlette's inove.

Cillette  advertising v.p.  Craig
Smith said his company “regretted
wholehearted ™ ABC's plan to drop
the light telecasts, pointing out Gil-
fette hus been “so well satisfied with
televised bosing as an advertising,
niclionm that we wish we could
form vur own network of stations
to continue it but 1 gness that
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would be impossible.”

That probably would have been
the only out for the company, as
neither CBS nor NBC apparently
want the fights on their airwaves.
Gillette hasn’t formally approached
either network about picking the
bouts up, but past experience indi-
cates neither would consider it
(NBC and CBS each gave up fight-
casts somc three years ago).

ABC’s “lack of intcrest” in tele-
vising fights is undoubtedly bascd
on low ratings, which show that
oily some 11.2% of tv homes now
pick up the network coverage.
However, Smith stressed that Gil-
lette wasn't dissatisfied with the
ratings, and added: “In our opinion
the audicnees have been very loyal
to us and to boxing, and we don’t
like to deprive them of fights in the
future.”

One factor believed to have help-
ed sour ABC on network fighteasts
is that o number of its important
affiliates have dropped boxing pick-
nps, and others have indicated they
plan to follow suit. Sample: the re-
fusal by Triangle Publications’ tv
stations (WFEFIL Philadelphia;
WNBF Binghamton; WEFBG Altoo-
v, WNHC New iaven; KFRE
Fresno; and WLYTI Lancaster-Leb-
anon, the Latter nhf), all ARC affili-

afes, fo continue airing the fight:

Gillette and General Cigar, whic
divide the costs of sponsoring th
weekly fights, each set aside som
$30,000 to -air the average bou
apart from the cost of air time. C
this, Madison Square Garden gel
between $13,000-820,000, with th
rcmnainder  going for productio
costs, including leasing of lines t
carry the tv pick-ups, Executives ¢
ABC probably feel the whole pic
ture isn't avorth what’s bein
spent. I

ErR=ry

Overseas competition
shaves U. S. set sales

Electronies Manufacturers in th
United States continued to keep u
high production levels and distribt
tor sales on tv and radio recciver
and tv picture tubes during Octobe
compared with the same month Jas
year.

But hearty competition fror
abroad took its toll, as seen in ten
month figures compiled by the EIA
Radio distributor sales and factor
production lagged and factory sale
of picture tubes arc down from th
1962 January-October level.

Here is the hreakdown:

Tc sets: Distributor sales in Oc
tober were 669,840 units, making
total of 5,428,031 for the first te
months of the ycar, compared t
611,763 units for October 1962 an:
5,034,880 for the ten-mmonth 196
period. October fuctory preductio
reached 630,091 bringing total prc
duction to 5.818,906 for the first te
months; the October 1962 produ
tion figure was 569,966 and the ter
month total was 5434,082. Al
channel tv set production was u
too, totaling 100,987 units in Octc
ber and 833,637 for the Januan
October period, compared to 66.03
and 485,025 last ycar.

Radio sets: Distributor sales fc
October, excluding auto radio
were 1,081,663, sales for the fir
ten months of 1963 were 7,698,11
compared to 1,063,014 in October
vear ago and 8,855,904 for the 196
ten months. Total radio productio
in Qctober reached 1,962,124 an
Jannary - October productio
reached 14,894,292, compared t
1.835.914 for October 1962 and 15
651.733 for the longer period. Pre
duction of auto radios was up
894.604 for the month and 6,420,50
for the ten months, compared t
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675,650 and 566595 last vear,
Production of fin sets was also up,
to 163,188 in October and 1,223,143
for the tenr months, eompared o
L9351 and Y4114 last vear.
Picture tubes: Factory sales to-
taled 888,504 nnits valied at $16
883, 383 for Octoher, compared to
879588 units valied at $16.678.009
for the same month in 1962, Janu-
any-October 1963 pictire tihe nnit
sales totaled 7.575,998 worth S1141,
614,095, compared o 7662356
nuits worth $146,618,397 for the
corresponding 1962 period.
Receiving tubes: Factory sales in
October totaled 32,063,000 nnits
worth  $23.251,0(K),  compaied to
October 1962 totals of 32.237.000
wortlr 826.-110.000. For the first ten
months of 1963, receiving tube
sales were 284,287,000 units worth
$231.4586.000, compured to 306,
I65.000 1mits worth $231,941.000
during the 1962 ten-nronth period.
Phonographs:  Both  distributor
sales and faetory sales were down
slightly for Oectober but aliead for
the ten months, Distributor sales of
portable/table models for October
reached 412,174 units and the 1963
January-October it total  was
242,608, compared to 432,776 for
October 1962 and 2,230,650 for the
first ten months of last year. Dis-
tributor sales of consoles for Octo-
ber totuled 153,136 and ten-month
distributor sales 1.150,195 com-
pared to 176,439 for October 1962
and 1113323 for the first ten
months of 1962. Factorv sales of
portable table models for October
totaled 493.317 and the ten-month
1963 total was 2,706,135, compared
to 505.130 for October 1962 and
2443477 for the Jannary-October
1962 period. Factory sales of con-
soles for October reached 173,418
and Jannary-October Factory sales

totaledd  1.321307, compared to
180,951 for Oetober 1962 and LE
230K units for the first ten

months of last vear. u

Humor no sale-maker

Humor ean be an effeetive means
of attracting the public's attention.
but it ean't be connted on to clinch
Ih‘(- sale, savs the Jomuary issue of
ljlppincott & Margulies house pub-
!I(‘.I(i()n. The international market-
mg consultant and industrial de-
Sign firm conducted a studv of
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Durkee's takes to water

DURKEE'S

Durkee'’s has begun introduction of ity new sance aud gravy mives with
50-sccond tv spats featuring a wistfal water drop character who “one
day meets Purkee’s Sauce and Gray Mives . and wow.” All Durkee’s
Mives weed o . . iv me)” Prodneed by Keity & Hemdon, Dallas, the spots
are being aired in major midy cst markety, with {nture cxpansion planned

Award for "Early Bird' advertiser

WSJS (Winstou-Salem) wurprises Norman Stockton (center), president of
Norman Stovhton, Ine., 13-vear advertiser oan the radio station, with its
dails Early Bird Avard, Dong Kimel, of his sales stafl, nominated Stack
tan as “one who is bright-cved and chipper, with real gel up and go
o go.” Sume of his fricnds were present for the occasion, along with
station evees. Ler are Zeb Barnhardl; Clifton Pleasants; I'mest Yare
brongh: MWSJS president-general manager Harold asex; assistant gen-
cral mapacer Dick Barron wia is presenting award, and oy Branlon




ALYV LTV 1§ ad b T S

current us«.-s of humor in product
elling y develop some helpful
gl.ulvluw« fnr diverse uses of hu-
mor in vacious areas of marketing.”

It concluded that while humor
can “stimulate awareness and ree-
ognition,” it does not necessarily

arry either conviction or persua-
sion. In brief, it ean attract atten-
ion. but it can't sell.”

It cited one company’s use of
cartoon characters on tv as an ex-
ample of the use of humor to attraet
atteution. It pointed out that after
the charaeters have won the view-
ers  interest, live-action cut-ins of
the real product are used in an cf-
fort to wrap up the “sale.”

The article also referred to a tv
campaign put on by a bread com-
pany, using the humorous line that
the product was “baked to musie.”
Rescarch showed that the publie
awarencess of the brand skyrocketed
but the publie’s buying attitude to-
ward the produet had not ehanged
appreciably.

“It was only at this point, when
the firm followed vp with a hard-
sell eampaign, that the attention-
getting humor began to pay off,

the article said.

Since humor is regarded as -a
“forin of aggression,” with someone
usually the butt of the joke, humor-
ous references in advertising should
be sereencd carefully to be sure
the consumet can’t construe it as a
jiibe at him, tne article said,

“It’s fairly safc for the manufae-
turer to poke fun at certain accept-
od stercotypes such as the nother-
in-law, the eceentric uncle, or other
stock figures,” the article said. “If
hie draws the humor upon himself
and his product, he may run the
risk of undermining the believabil-
ity of his sales story.”

NEWS NOTES

Intl. ad reférence: A reference book
on international advertising organi-
zation and proeedures has been
compiled by 64 expert admen and
published by MecGraw-Hill Book
Co. Edited by S. Watson Dunn,
professor of !ournallsm and market-
ing at Wisconsin U., the Interna-
tional Handbook of Aduvertising

includes information on the prinei- §
ples and procedures of marketing
common to all areas of the world; §u
selling, hudgeting, and packaging §
overseas, governmcent restrictions,
inarket data, eopy and layout ap-
proach, advertiser and agency re-
lationships, markets of little known
expenditures by media for every
major world market, audience g
measurement services available, § |
agency addresses, ete. ‘ |

Howard Johnson on road: The §
Howard Johnson Co, and N. W, §
Ayer have agreed to terminate their

relationship, effective next March, B«
due to product conflicts. Howard §4
Johnson, an Ayer client since 1930, 4
has not yct selected a new agency. §

Collins ‘income up: A semi-annual
cash dividend of 20 cents will be
paid on 2 January to Collins Radio
stockholders of record as of 23 De- B+
ecember. In addition, earnings of 40
cents per share were reported for
the three-month period ended 1
November. This was based on net
income of $888,000 on sales of $66,-
356,000. Results for the correspond-

L el h
. § K ' .;.-.,!
h : 4 - . g $ P
\ 22 "L"'ﬁd't'4

SPONSOR/30 pECEMBER 1963



ing (unter ended 30 October were
carnings of 883,000 or 40 ¢cents per
share on sates ol 550,628 000, Tl
backlog of nndebivered orders on 1
November 1963 was $220 wullion
compargdd o $243 andllion at 31
October 1962, and $241 nillicsr ot
the hewmnming ol this fseal vear.

Allied sales carnings off: AMlicd Ra-
dio Corp. reported set sales in the
first fiscal quarter ended 31 Octn-
her 1963 were SEL V3000 con-
pared witls $13,686,000 in the cor-
responding period  last year. Net
carnings totaled $34.,000 egnal to
three cents per share, compared
with $122,000 or 11 cents per share,
in the previous year. “Sales reflect-
ed some softness in demand and a
more selective eredit approval pol-
icv,” president A, D, Davis stated
in a letter to sharchoklers.

Forshaw names ageney: Stenunler,
Bartram, Tsakis & Pavne has been
appointed the advertising agency
for Forshaw of St. Louis, lne. For-
shaw is a distrilaitor and retaiter of
fireplaces, barbecue nnits, aud re-
lated home and lawn furnishings,

New member of family

Joining Colgate-Lalmolive’s “famils™ of
hears-diey  leaning  produces 1 iy
Launedry Detergent, which becontes avail.
awhle throughont the 1. S, next month and
is promoted throngh 1o and other medin

i

NEWSMAKERS

Crnann Avexasoenr to direetor of
corporate market planning for B. I.
Goodrich, sneeceding WinLauwn C,
Curuick who will vetire 1 May,

WiLLraag M. Lanyox to sales and

creative directon of Rrontzen Gold,
I New York plictogaplue st
chios The seas formerh exveantive e
nor ol The N rican e
Choveaaes L
disi anager and Cuaa |

Vimn to aereluo
LY

3 i. N i . e
T advertsingd puihater of

T AL
the I\ Companiy s piagoe e proxd
ety divisieon Craary B Konronn

to product soles manager los m
stromgentation tapes an thie Westorn
Bewiom and Jons W, Savixa to
product sales tanager in the Lasy
ern Hegion

Costsiasmae Bowasan Wiy
moan, ). 1B to o wmember of the
bhoard of directars ol Schweppes
Limited. Ll is o meher of the
board of Schweppes (Overseas)
Limited, president of  Setiveppes
(U.S.A) Linited and chairon of
Schweppes (Canada) Limited

Rownr Roakns to assistant ta the
president of the Bovie-Midway di-
vision of American Home Products
Corp. 1le was director of marketing
of the Cracher Juck Co.

F. Q. Doos and Ry Loswo to
product gronp managers in the
v, L Staley Mannfacturing Co.'s
grovery products division.

Announcement Rale

Dallas-Fort Worth

Card

s

@

///dé%/taucﬂ

L you £2ad Liaze

Y

You'd be a connoisseur of fine beef...and a good
judge of TV time. Both have much in common. You'd

\

1/WK  3/WK S/WK 10/WK !
zlz Slggg 89;8 $864 816 know when ground round was masquerading as filet
73 692 648 b . . -
P3 640 538 524 518 ... 0r marginal spots g’etllng prime prices. You. want
P4 512 470 442 16 what you pay for. That's why we developed a simple,
ig ;gg 3(7)(4) ggg ggg 2 equitable and highly versatile rate card that's easy i!
P7 0 238 224 212 l, lo follow as a menu. We didn't exactly think of it, but
:93 fgg :gg 180 168 we're willing 1o accept the honors. We like to brag it's |
144 13 : : : _
P10 134 122 116 108 the lhmd of rate. card 3hat gives you a feeling of |
P11 108 100 94 86 quality because it's ‘custom-cured” to fit your par- }
gi; 22 ;g _Z,; ;g ticular requirements . .. providing choice time pur- ,
P14 52 48 46 44 : chases on the basis of their individual values. Simple
:ig gg gg ;g g; ,.,,_»_,.:'_{g;_ .. purposelul . . . analyzed buying power. Want quality
P17 28 % 2 24 *,“ spots? Call Petry.
22 - Pl ]
WFAA-TV |
The Quality Station ‘serving the Dafllas Forl Worth Fiarse!
ABC. Channel! 8. Communications Center /
, Broadcast Services of The Dallas Morning
1 f News/Represented by Edward Petry & Co . Inc o,
VRS 7~
N1E J
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RAB-agency meeting: (I. to r) RAB's Rebert Alter, consultant A. Watsen, pres. Ed Bunker, FH&N's Bernie Péwlus. RAB v.p. Miles David

AGENCIES

Ohio agency’'s new nose-cour

Streamlined method of determining broadcast audience
size is brainchild of midwestern agency. It works!

MAmso.\' AVENUE may have cause
to look to its broadeast re-
scarch laurels during 1964. Reason:
what is claimed to be a “more ac-
curate” mcthod of cvaluating radio
and tv audiences has been develop-
ed by a Cincinnati advertising-pro-
motion finn.

The new systemn is called BASE
( Broadecast Audicnec Statistical
Evaluation). Its ereators say it:

« Snbstitutcs people for stalistics,

o Utilizes a housc-to-house and
mail questionnaire check,

o Procides an accurale survey of
car radio histeners

o Secks an impartial assist from
ollege and wnicersily teachers and
students in compiling and evalu-
ating listener data.

Is it another mish-mash of ideas
ripened over cocktails? Is BASE a
pretty: hubble of a theory that will
burst at the first test? Iy it, in fact
of[-BASLE?

Bernard K. Pawlus, director of
broadeast media for Farson, Huff

Northlich, Ine., created BASE,
savs it works—and can prove it.

He hegan developing the new
vstem many menmths ago prior to

Congressional investigation of rat-
ing systems. The hearings only em-
phasized disturbing differences be-
tween radio and tv ratings reported
Dby major survey services.

Pawlus belicves he has found
the answer in radio surveys, and the
system will work equally well in
tv.

Hc had these specific objectives
in mind:

o To categorize listeners so they
are scen as people and not jus!
numthers.

o To numerically estimate lis-
tener preference for different radio
stations at various times of the day,

» To cstimate station prefercnce
by car radio listeners,

e Totranslate thesc statistics into
couclusions to dircetly henefit the
advertiser so that he could see not
only what Iis mouey was buying
hut what it was doing for him.

With the theory completed, the
Cincinnati ageney sct about to
prove it would not only work better
than present surveys but would give
the advertiser a dollar and cents
evaluation both aceurate and ecom-
prehensive,

Pawlus tuined to education and
tapped the almost-virgin field of in-
vestigative talent, neither partial to
Brand Y nor Brand X, capable of
conducting a survey in all markets.

Working with Pawlus were Dr.
Robert H. Myers, chairman of the
marketing department, Miami Uni-
versity, Oxford, O. and Dr. Gerald § '
L. Quatman of the Xavier Univer-
sity psychology department, Cinein-
nati. ]

Three separate studies were be-
gun: (1) A housc-to-house personal
interview project was conducted by
Xavier's Psychology Department,
(2) A mail questionnaire to an es- #°
tablished consumer panel was con-
dueted by Miami University Mar- 8-
keting Department, and {3) A car
radio listencrship test was launched §
by the researeh department of Far-
son, Huff & Northlieh.

The 1961 eensus was used to de-
terminc  pereentage of dwelling
units in the Cincinnati eensus tracts.
the Ilamilton County census tracts
of the area surrounding the city
(some extreme scetions were €X-
cluded) and in Northern Kentucky
citics across the Ohio River from
Cincinnati  (Covington and New-
port) and a 10% sampling in Ken-
ton and Camphedll county, Ky. areas
outside these two main eitics.

o £ i, o=

\-:l
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Random samples were deawn so
lie percentage of dwelling nmts in
ach consus tract or area visited
vy the same as percentage of
lwelling untits i the censis ract
cllected wn the 1980 consus.

Interviewers were seleeted amony
sraduate, junior sl senior students
t Nonvier University, They weeeived
nstructions to sk the name ol the
wrson they interviewed, the nane
vas later used to eross-cheek
whether the interviewer had acto-
iy visited the dwellindg nnit
vlected.

i the first mature person con-
ronted at a specifie address refised
to grint i interview, the intervies -
s were told to vigit the nearest
djacent address, seehing an answer
to this poser:

What was the occupant's radio
station  listewing  preference and
cadio progran prefereace® (Radio
listening preferences of other men-
bers of the hpuschald were alse
checked,)

The well-organized Mioni Uni-
versity  eansumer  panel  of 311
honscholds was used in the mail
questiomnaire  segment.  Response
totaled 109 returns, or 5003 per
cent.

This siimple was drawn with tre
requirement that the houschold in
Oxford, O. be proportionately rep-
resentative to those dwelling units
in the Greater Cineinnati area as to
I, race, education, uocupntion. lo-
cation and income. (Oxford, Q. is
some 353 intles north of Cineinnati.)
The ingenious car check was de-
vised and executed hy the ageney's
rescareh stafl. Researchers halted na
cars, (uestioned no inotorists hut
still came up with an acenrte sur-
vey of listening hy the go-to-work
rush hour erowd.

Carage and parking lat attend-
ants were calisted. As the attendant
parked the ear he noted the station
to which the radio wus tuned, and
whether the radio was on or off.
' The attendants also checked ears
parked by their owners, noted the
data needed. In no ecase did thev
touch the radio.

Interviews, questionnaires anl
reports from car lots poured in and
the results revealed these surprising
“conclusions:

o The number of listeners to
radio obriously varies considerably
during the day, yet for two time
periods studied, adrertisers were

'SPONSOR/30 pecEMBER 1963

paying tine susne rate nhen the fls.
teaer ratio of one p('riml was doubl
that of the other

e Liztencrs nere found to he dis
interested in current cducational
programing and want no ancrease
.

e Many post-teca hvtonors, some
warrried and beticcen the aues of 21
and 35, stdl favor rock-aad-roll
mvic that comprised the musical
dict of their youth,

e Holding ot for  thowghtful
commentary and less frantic music
is an cqually deteramined group of
listeaees between 35 and 60 years
of age.

« Ncws emnprised the favorite
program  category  for alinost
WY ICoCE Ys wen.

o The bedroom ix the facorite
location for « radio.

Dr. Myers commented that: “Tlis
survey contains an abundance of
information useful in hringing radio
progriuning in the Cincinnati area
more in line with what listeners
want, and lerein, of course, lies the
seeret to broadeasting suecess. Sta-
tions that tailor their affering to
what the listeners want are going
to have a much wider :urdienge
than those that do not.”

lHe then offered these five sug-
gestions:

(1) Dise jockeys should displas
cood edueation and breeding.

(2) Provraming dircected at
daughters of families should feature
gaod musie.

(3) Afternoon roek-and-roll
shaws are a gooad time to adverlise
aunto aecessories and related prod-
nets beecause of the male teen-age
listening audienee,

tducatars wided new research propet. Above, (1l to r.

(h Sophisteated progrimimg (o
\llll)('.ll to vounge adinlts shondd e
msedd cov supplaments to anord eon
progranmy dirccted  at
prospectine higane aned  farmshines
porchusers

(3t Cenerally, muae shomded be
wleeted to appeal o listeners
Lackgronnd nuesac wlale they carry
o athier activaties,

The survevansdepth uncovered
mvadaable data on msical prefer
ence in types ol niasie, classieal or
jazz, anel, in the progranang of
msie, news, edl-ing quizzes and
other tvpe shows, e, sex, niarital
statos,  incone, home n\\-m-rslnp,
tine of listening were all compiled
to achicve the nes picture of the
radio andience. They were also
nreced to make comments. The nmost
drastic wanted onge radio station put
off the air.

The new  sarvey method  has
proved so effective the Cineinnati
ageney has adopted it in making
valid bhroadeast recommendations ta
clicnts.

Methods emploved in BASE are
up for grabs, so to speak. Farson,
Huoffl and Northlich will share its
methods with the broadcast and
advertising industries.

The originators would like ta see
the system carefully orcanized and
administered hy o trade organiza-
tiom and gathering and compiling
of rudio and tv listener data placed
in the hands of bapartial investiga-
tors in scleeted colleges and uni-
versitics,  Pawlus believes the re-
seareh can he a valuable part of the
educational  process and  provide
legitimate  cconomic  support for
academic activities. a

ve nbonal

Dr. Gerald Quatman, professor
of psychology, Natier U.; Dr. Robert N. VMyers, dir. business research, Vhami L.
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AGENCIES

Billings at $18 mil.
for SGumbinner=-North

viEsr 1N e _eCENT parade of
I- ageuey mergers is the consolida-
ion of Lawrence €. Gumbinner
A\ ertising and the New York di-
vision of North Advertising of Chi-
Cagro.

The resulting Gumbinner-North
Co. hills aroimd $17-18 million.

Whercas  Gumbinner  is  the
“heavy” in this instance, contribu-
ting about $12 millia in billings
to the¢ merged operation, it suf-
fered a severe setback in August
when American Tobacco pulled the
$10 million Tareyton account from
undcer its wing. This crippling slice
into the agency’s annual billings of
some $23.5 million is gencrally con-
sidered the major factor behind. the
merger.

An intercsting affcct of the merg-
er scems to he a subtle change in
the relationship hetwcen North of

New York and the main North
hradquarters in Chicugo. Whereas
the New York office had previously
functioned as any branch office
would, ‘it has now outgrown its
“division” status. It will opecrate in
a totally antonamous manner, main-
taining  “close working arrange-
ments” with North, Chicago, which
it now out-hills by about $2 mil-
lion and which is not affected by
the merger. Don P, Nathanson,
president of North, Chicago, and
Haroldd Rosensweig, treasurer, will
serve on the board of directors of
Gumbinner-North.

Big Tbroadcast clients being
brought jnto the merged agency
by Gumbinner include Block Drug
(Ream, Omega Qil, and Minipoo)
andd  American Home Products
(Whitehall division, Dristan Medi-
cated Aerosol Vaporizer, Neet,

Wind up agency exec and he turns outa doll

BT o

Norman, Craig & Kummel acet. exec Steve Simon [eenter) holds Mis
“Turandot,” which won first prize in NC&K's seventh annual dotf
dressing contest, as sr. v.p. Waller Tibbals holds prize check. Judges
were (I-r) China Maehado, fashion editor of “Harper’s Bazaar;” fashion
model Jan Rynlander; and Cody Award-winning designer Donald Brooks.
Third prize alvo went to a male, v.p.-account supervisor Ronald Mullins,
while last year's top winuer, aceounting elerk Lana Tonkossckur, eame
in sccond. The entries which numbered soine 400, were given nway at
children’s Christinas party at the Hospital for Speeial surgery in N. Y.

Sudden Beauty, etc). Browne-Vint-
ners is also one of its biggest re-
maining clients,

North of New York also has
American Home Products (Boyle-
Midway  division and  others),
Chcemway Corp,, and Remmco In-
dustries. The last, a $2 million ac-
count, was picked up only a few
weeks ago.

Officers of Gumbinner-North are:
Lawrcnce C. Gumbinner, chairman
of the board; Milton Goodman,
president and creative director;
Bruce Dodge, executive vice presi-
dent;: Bert Goldsmith, vice presi-
dent and chairman textile division:
Sumner Wyman and Lester A.
Delano, senior vice presidents. All
other officers of both agencies will
retain their assignments and re-
sponsibilities in G-N. .

Gerhold to6 research dir.

at J. Walter Thompson

J. Walter Thompson has announced
the appointment of Paul E. J. Ger-
hold to dircctor of research. Ger-
hold comnes to
Thompson
from Foote,
Cone & Beld-
ing where he
has been direc-
tor of market-
ing services
and vice chair-
man of the
plans board.
Presently he is Gerhold

a member of the technical and the
planning committces of the Adver-
tising Reseawch Foundation, and
chairman of the newly organized
Committee on Improving the Meas-
urement of Advertising Media. He
has been chairman of the ARF's
Technical Committce and chairman
of the 4A’s Standing Committee on
Rescarch. Fe has also served as
president of the Copy Research
Council and of the Market Research
Council.

Agency lenses specials

New ageney activity in program
development and ownership is
afoot, and a child is getting credit
as the inspiration.

Helitzer, Waring & Wayne,
pleased with its pre-Christmas spe-
cial The Cowboy and the Tiger.
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this Lall on ABC TV, now is looking
for mwore childien’s  properties 1o
conrmission.

Elewhere progrin development
by agencies las beew at o mininnnn
since governmment fears of networks
losing control put a daimper on out-
sidde initiative some yvears ago, Ben-
ton & Bowles has cantimed to work
with producers on pilots, notably
o belall of General Foods, bt
ontright show  ownership by an
aveney is virtually unknown at this
time.

The hour-losig Coteboy and the
Tiger was sponsored on Thanks-
giving Day and repeated § Decem-
her by HIWW clients Transogram
and American Doll & Toy, with
Nestle and Miles Labs co-sponsor-
ing  (through MeceCann - Erickson
amd Wade, respectively). A still-
voung New York shap specializing
in children’s accounts, TIAVW com-
missioned Sonny Fox  Productions
to tape the show for the two toy
companics and expeets it to be
picked up in seasons to come for
anmmal re-runs. Commenting on the
show’s sclection for entry in the
Fourth Amual International Tv
Festival this spring at Monaco, Mel
Helitzer, president of the agency,
saicd, “We feel like a hallplayer who
hits a home run the first time at
hat.”

Now his organization is looking
for two or three other children'’s
propertics to adapt similarly to tv.
Specifications are for seripts that
combine music and comedy with a
believable storyvline and can be
tricd ont live before children off-
Broadway or out-of-town,

tHelitzer's 10-ycar-ok]l danghter
is credited with inspiring tv produc-
tion of The Cowboy and the Tiger.
The child scouted the proprety
when it was an oft-Broadway show
starring Sounv Fox (children’s m.c.
on \WNEW.TV, New York) and
begaed her daddy to talk to the
star.

Papa agreed, and the result was
the tv hour produced by Fox and
starring Broadway actors  David
Wavne, Paul O'Keefe, Jack Gitford,
Nathaniel Frev, and Sue Lawless.

" Andre Baruch, vice president and

radio-tv director of T, was ac-
tive in staging the show, which
was taped at studios of Videotape
Praductions of New York. =
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K&E in New England move

Cougratnlaiiug each other after finalizing agreement for fosion of ser-
vices of Noyes & Co., Providence, with Kemvon & Eckhardt in the New
England area ar¢ K&E president David C. Stewart {r) and Noyves presi-
dent Frederick €0 Noves, K& E billings top any ageney in Northeast

Cole & Weber solves.
‘client conflict’ task

So what's so difhicult about an
advertising agency handling com-
petitive acconnts?

At a recent meeting of the Ore-
gon Advertising Chib, it fell npon
Cole & Weber to fumish door priz-
cs. Each advertising ageney which
had had this responsibility at pre-
vious mectings had ended up by
giving awuy its clicuts” products—
but nothing really from the ageney
itself.

The only thing an ageney can
really call its own, according tn
Cole & Weber, is advertising—so
that's what it ¢ave away. The main
door prize, therefore, was a full
pace ad in Ad-Vanee, the official
publication of the ad el The ad
had to advertise a legitimate prod-
uct or service, Cole & Weber had
to he allowed to create the ad, and
inclunde a small eredit line to that
effeet. (Yon can be assured that
C&W also collected the $5.25 com
mission!)

The door prize was won by John
Hansen. manager of Partland’s ABC
Affiliate, KPTV.

Partland has four commercial t
stations, so, in order to make na

cncmices, the ads headline read
"KPTV—0One of Portland’'s Two
Creat TV Stations.” In this wav
Cole & Weber fgured, the other
three stations conld each interpret
the ad the wav they saw fit.

So how did Cole & \Weher inter-
pret it? Thevre not saving, A small
postscript might furmish a clue,
lhowever. Portland’'s CBS affiliate,
KOIN-TV, has been a loval Cole &
Weber client since 1957

It still is

Mogul chairs MW&S,
as Weiss named pres.

A re-alignment of top management
at Mowul, Williams & Saylor has
resulted in election of new officers
to the ageney's three highest posts.
Emil Mogul has moved vp from
president to chairman of the board
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Ql What broadcast trade
publication led its field in
all large-scale surveys

of agency and advertiser

readership during 19637

]
i
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* We'd love to give you
full details. When?
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AGENCIES

and will continue as chief executive
officer of the company. Sidney Mat-
thew Weiss, who served as execu-
tive vice president since 1959, is the
new president of MV&ES. \Wray D.
Kennedy, who was elected a senior
vice president and a director last
January, succeeds Weiss as execu-
tive vice president. The manage-
ment shifts were announced last
week at the agency’s annual year-
end staff conference held in New
York City.

Baier to head BBDO's
cammercial film dept.

James O. Baier has heen named
head of the commercial film depart-
ment in the Hollywood office of
Batten, Barton,
Durstine & Os-
born. He had
been the assist-
ant to the late
IMMarry Crey
who headed
the departinent
until his death
an 18 October.
Baier joined
BBDO in 1959
from llayden Productions where he
had been an associate producer. Be-
fore that, he headed the cditorial
department of Jack Chertok Pro-
ductions. Previously, he had worked
in the feature flm departments of
Regal Prodnctions and Benedict
Bogeaus Productions.

Baier

Three agencies form
combine on west coast

New agency in Southern California
is Anderson, Morgan, DeSantis &
Ball. It results from the consolida-
tion of Anderson, Arthur & Mor-
g of Hollywood: DeSantis Adver-
tising Agency of Glendale; and Ball
Advertising of Los Angeles and
Palm Springs.

Robert F. Anderson will head
the new ageney—Dhased in the Hol-
lywood First Federal huilding—as
president; Raymond R, Morgan, Jr,
ussumes the position of exeentive
vice president and marketing direc-
tor: V. James DeSantis will serve
as vice president and  production
head, while Everctt 1. Ball he-
cotes viee president and ereative
Ireciey

NEWS NQTES

Texaco names Kingston branch:
Lindo, Norman, Craig & Kommel,
Ltd., has been appointed advertis-
ing agency for Texaco—]amaica.
That office also handles such ac-
counts as Colgate-Palmolive, Ltd.,
Gillette, Goodyear {Export}) Co.,
Ilertz, Woohvorth. Other agency
appointments include \Westgate-
California Products to Geyer,
\Morey, Ballard for a group of new
products; Airkem to Smith/Green-
land for Airwick; Penfold Golf
Balls, Ltd., England, ta Firestone-
Rosen, Philadelphia, as i1s U.S.
agency. Penfold will use regional
and national media in 1964; Heu-
blein to Benton & Bowles for
Byrrh, a cocktail wine imported
from France, and Irish M\list, a
specialty after-dinner ligeur. B&B
handles six other assignments from
Heublein; Micrometrical division
of Bendix Corp. to MacManus, John
& Adams. Agency has ad the Ben-
dix account for many vears; Na-
tional Development Co., Dallas, to
Grant Advertising. Company is pri-
marily a developer of real estate
properties in various parts of the
country: Central Oldsmobile-Ram-
bler Co., Seattle, to Lennen & New-
ell; Procter & Gamble’s Oxydol to
Benton & Bowles, Ltd. for adver-
tising in Great Britain; Commerce
Drug Co., division of Maradel, to
Ted Gotthelf Associates for Ora-Jel;
Abbey Rents, Los Angeles-based
cquipment rental company to
Fuller & Smith & Ross, Los An-
geles; Parkland of Dallas, manu-
facturers of quality womens’ dress-
es to Grant Advertising; Chas.
Pfizer’s Leeming-Pacquin division
to Compton for eonsumer advertis-
ing for Desitin Products. Pfizer ac-
quired the Desitin Chemical Co. in
carly 1963.

Kameny expands: A new independ-
ently-operated agency known as
Mabuchi, Kameny & Smith has
bheen formed by Kameny Associ-
ates and Smith, Winter, Mabuchi.
Paul  Lippmon, formerly with
CGuild, Bascomi & Bonfigli, and
Ogilvy, Benson & Mather, has
joined the new agency as creative
directar. New agency is designed
ta blend industrial marketing tal-
ents aicl eonsamer marketing abil-

ity for broad agency service. It’s
located, with Kameny Associates.
at 305 East 45th Street, New York.
Distaffer retires: Jean \Wade Rind-
laub, a director of BBDO for ten
years and vice president for 20,
will end 33 years with the agency
on 31 December. She organized
and directed BBDO's Junior Coun-
cil and Homemakers’ Council and
has pioneered many techniques of
understanding women as customers
and people. Mrs. Rindlaub, AFA’s
Advertising Woman of the Year in
1951, worked on such accounts as
Community Silver, DuPont, United
Fruit, Bettv Crocker, and Camp-
bell’s Soup.

-

Rage to rent: Grey Matter predict
that by the end of the 20th Century
consumers will be more interested
in renting products than they wil
be in owning them. Ferdinand M.
Mauser, professor of marketing a
Wayne State University, says afflu-
ent citizens of tomorrow “will b
oriented to buyving leisure time
rather than products.” Though Grey,
Matter admits “the rental economy
may not come to full fruition as fas
as some seers predict . . . the trenc
is sure to make a deep impressior
on the marketing pattermn of mam
advertisers.”

New Bay City address: Richard T
Clarke is now located at 96 Jessie
Street, San Francisco 5. Phon
number is the same—YUkon 6-6178

“Danicl” of agencies: The follow
ing letter from James H. Lavenson
president of Lavenson Bureau o
Advertising, to all clients: “Pleast
pray for us. \We've decided to g
into the den and beard the lion
We've opened an office in Nev
York. After 34 years of snipping a
New York advertisers and carrying
juicy accounts back to Philadelphi:
(andd then looking innocent an
wide-eyed at the reverberation
among, New York agencies), we'w
decided to come out into the open.
Office is in 22 llouse, an apartmen
building next to the Plaza Hote
at 22 Central Park South. Anothe
new ageney in New York is Hand
man & Sklar, at 210 East 30U
Street. Phone number is HA 1-346(
Merger talks off: The Directors 0
Guild of America broke off negotia
tions with Screen Directors Inter
national Guild, that had been pro
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cecding over the past five wonths,
SDIC officials, whio are pushing
for the merger as “desitable and
necessary,” will report to the mem-
bership the merger terms proposed
by DCGA before the breakolf, “in
the belief that the membershnp's
opinon is what is regnired ander
these eiremuastanees.”

CGardner goes globul: Latest ageney
to forinalize its international activi-
ties is Gardoer Advertising, It set
up a new  international  division
calied ntergard which will operate
from the St. Louis offices under
anaging director Joln L Leach,
vice president, Hlis assistants il
be J. Bruce Swigert, US. interna-
ional manager, hieadquartered in
t. Louis aud respousible for Latin
America and the Far East, and
Derek Read, European internation-
al manager, based in London and
responsible for the Comnmon Mar-
et countries, Africa, and the Near
ast.

artc Blanche to McC-E: The credit
ard account, valued at $750,000 in
nnual billings, appointed McCann-
ricksou as its agency and will be
enved out of the Los Angeles office
vith Russ Jones as account director.
Fhe move to McCann anticipates
n cxpansion of scrvices offered by
Garte  Blanche throughout the
world. Other account switches in-
lude The Thomas Mall Merchants
ssn., wnade up of more than 40
itorcs and services in Phoenix’s new
I3 million shopping center, which
has appointed Ptak-Mucller & Asso-
iates: Smith Brothers, manufactur-
rs of cough drops for over a cen-
ury and originators of Smokers

rops, has engaged Beunett Asso-
lates, a division of Infoplan, as its
mblic relations counsel.

“ricket to Ted Bates: Rogers, lne.,
s assigned its  Cricket  Butane
dghter accomnt to Ted Bates &
0. Campaign will begin with
:cri(‘s of tv spots in Northeastern
est markets in the spring, the first
‘iddeo exposure for Cricket. Bates
dandles the account in Cermany
hrough its Frankfurt office.

M request: An episode from East
idde/West Side, wo CBS Reports
elecasts, and single programs from
he Roots of Freedom and Chroni
le scries have been licensed by
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New hair grooming aids on the market

CREME RINSE

L
&3

House of Style (Modan, Inc,), Miwncapolis, vin Boselt & Jacobs, las
mtroduced foar new products to be pramoted in an extensive carly-'6-4
ad campaign on tv, radio, and national consumer magazines ahming at
some 125 million exposures per month for the fiest half of nest year

CBS Films for distribution in the
non-theatrieal  18mm  market  of
schools, colleges, public libraries,
and clurches.

Culture abroad: ABC Fihns has an-
nounced the sale of 253 hours of
specials, public affairs, and enltural
programing to Australian Tele-
vision. In addtion, a Japanese sta-
tion bought a “minimnm of cight
honrs™ of the same type of pro-
graming. As a result of the inerea-
sing internmational sales of syndi-
cated film, ABC Films has expand-
ed its sales departments in Netv
York and abroad,

NEWSMAKERS

Jrek Avens and B, Svrssenick
to acconut executives with Papert,
Koemg, Lois. \vers was product
managcer for Planters Peannt Butter
at Standard Brakds and Suessbhrick
wWils  sentor  acconnt  escentive  at
Ted Bates.

Ressern. G Buows aned Wi
1. Coxsancinng to viee presidents
at MacNbtmns, Joln & Adans,

Micnari J.KvLLy to Batten, Bar-
ton, Durstine & Oshom in Chicago
as director of marketing sersiees.

He was in charge of grocery adver-
tising for This Week macvarzine.
Rassoar Dessein to director of
radio i telesision prodnction. He
was  formerly  with  Clinton F.
rank.

Jrax R Torzaes to art director
of Garduer Adsertising in St. Lanis,
Toov s jonssos to creative re-
sewtrch supervisor.

Tin K. Ssvymn to viee president
of Fuller & Smith & Ross in Ditts-
burgh.

Russerr Ho Assewn to accomnt
nuuager at Lippincott & Marculies
He was an acconnt sipervisor with
Fhichs and CGereist,

jons GO Manoen, enwn E.
Worr: and Fyster Yaokr to ac-
conml sypervisors at (Irv_\' Adver-
Lising.

Jren Senanans to viee president
at Foote, Cone nud Belding in Los
\neeles,

Syvivas ks to accomit eaecu-
tise e the publie relations depart
nent of the Lavenson Burean of
\dsertisime. e s former editor of
the Jowish Exponent

Romnr F. Ssmin to presicent
and director of Phillips-Ramsey in
Sar BDiego, Fornmerls, he was en-
centive nutager of the San Dicgo
Comvenfion and Tourist Burean

s
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Machtronics is shown by WIW-TV's Anderson [c) to (Lr) Uerey of CEl, Beatty and Butlear of McCano-Marschalk. Inset: Off-the-tube s

TV MEDIA

Tape puts showmanship in

McCann-Marschalk puts miniaturized equipment to work
in yearend review for CEIl, featuring big cast, scene
switches, Portable unit influences new ty plannring.

MAGINATION AXD costs are the
two hig factors that discipline
any creative production.

Of the former, no self-respecting
advertising agency will adinit te any
lack.

The discipline of ‘hudget, how-
ever, is a constant factor. Without
it, u commercial producer couyld
stage a 60-sccond Miracle of 34th
Street daily in Macy's own store. A
presentation producer could closed-
¢ircuit a national hook up for a
client or prospecet at the drop of
an invitation. Showinanly presenta-
tion is casy if oney is ne object.

Eleetronic advances have  wid-
ened ereative possibilities, but often
costs have heen prohibitive. With
the further step of miniaturization,
more of the possibilities can be
realized. Witness the uses of porta-

t ision and radio sets, audio
wders, and filhin projectors
for presenting and monitoring,

Still production ofterr has had to

stay indoors becanse it is just too
cxpensive to go outside.

Even more aggravated 1s the
problem of an agency’s own presen-
tations, an unbillable item that has
to fit easily into the overhead. For
that rcason, client presentations can
turn out to he static affairs, con-
fined to a board room with little
to look at but familiar faces, flip-
cards, charts, and perhaps slides
or film.

More than that in the way of
visual presentation has neant shoot-
ing and processing special film far
in advance, or perhaps moving the
meeting to a studio to run off o
television tape, or, where possible,
going ahead and budgeting for a
closed-cirenit show,

The alternatives for producing «
live-like business presentation are
increasing. thongh, and now minia-
turized equipment has opened a
new possibility,

In the Midwest an agency has

shown how to nse a new portabl
unit to tape a dramatic presents
tion for a client, taking him forwarg§
and back in time and space, intrc §
ducing a crowded cast of principal

and spearcarriers, and sampling te §

evision commercials as they are see
on the home receiver.

Such a presentation was used b
McCann-Marschalk’s Cleveland o
fice tliis fall to report to a big clies
on the vears activity and broae
new creative ideas for the comin
season. The key toal avas a portabl
tv tape recorder.

The portable recorder is bein
introdneed to the broadcast fiel
by Storer Programs under the Macl
tronies label, bearing the name ¢
the Palo Alto, Calif., company th:

manufactures it. Storer has hroac 8.

cast distribution rights.
McCann-Marschalk’s  pioneerin
use of the Machtronies unit for
vear-end client presentation gre
out of a conversation hetween sale
man Charles McFadden of WJW
TV, the Storer group’s Cleveln
station, and  two  agencymel
Charles Butler, vice president-a:
count supervisor, and Richard Bea
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tercials taped at Cleveland drive-in and travel agen

ty, accoumt executive. They were
brainstorming the problem of how
to present a dramatic review of
all 1963 advertising to 15 executives
of the Cleveland Electric tllumin-
ating Co.

What resulted wis a finished
presentation that took a half-hour’s
running time on a television sereen.

As the program opened, all of
MeCann-Marschalk's people on the
CEI accouint were introduced —
mailroom boy, billing eclerk, re-
search staff, brondcast producers.
and the rest. They were introduced
by sportseaster Bob Neal, who nar-
rated the presentation. Following
was a view of the entire 1963 cam-
paign, showing actual copy front
television commercials, radio sound-
tracks with eartoon illustration, out-
door posters, and other media, with
a telling sequel. The review wound
up with appliance dealer interviews
(CEl copy stresses use of work-
saving electrical appliances) about
the advertising from the dealer
viewpoint.

Watcehing the presentation in an
executive conference room, the CEl
group thought they were tuned to
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lient presentation

a elosed-cireuit origination until
lights-up at the end of the show.
At that time the Machtronies unit
cune ot from hehind the eurtain
where it had been concealed, pav-
ing the way for discussion of 1964
campaign technique. Deeision-mak-
crs in tlie group included Frank
Derry, advertising supervisor of
CEI; Carl Rudolph, marketing vice
president, and Will Clark, manager
of residential sales.

Taping awcay

As plans developed in the post-
presentation  session, Machtronics
will do broadeast serviee for CEI
next year as a mobile commercial
mit. Until now CEl commercials
had been studio-hound. Now the
agency will take to the field for
CEI to gain heightened realism for
selling electricity.

McCann - Marschalk's original
taped presentation to CEI  was
produced by a erew of two, Me-
Fadden and Milt Frankie, produc-
tion chief of WJW-TV. As demeon
strated in the conference room,
Maelitronics’ dimensions are such
that it can be operated single-han-

"Backslag" later, Butlear and Derry plan location tv for next year.

dedly and loaded ifito an automo-
bile.

In other commercial assignments,
the portable tape unit has gone to
a travel agency for on-the-spot
work there and to other seenic loca-
tions to sell the idea of travel. For
a drive-in restaurant, Ghoulardi,
WIW-TV's macabre personality,
did zany bits in the spousor’s kitch-
en, at indoor dining booths, and at
the drive-in lot, to the stated satis-
faction of spousor Bob Manners
and Mare Wyse Advertising,  his
ageney,

Agency naits are being installed
in other parts of the country for
similar use.

Besides ity advertising work, the
Muachtronies nnit is doing hean
programing duty i news. sports.
special events, and doannentaries
and an animation technigue has
Leen developed. Storer Programs
has sold the recorder to a nmaber
of stations and network elients

The mnit weishs 75 pounds and
mieasures two cnbic feet. It uses
standard tv tape, holding a half-
hour or programing on oue reel
ready for replay. =

)
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6 CB8S series in lop ten
on homes reached: ARB

HE NUMBER  ONE NETWONK

homes and presons reached by
its progranss is CBS TV, according
to American Rescarch Bureau's new
Tv Nationa! Report. The newlhy es-
tablished service, which offers dem-
vgraphie data on mein, women, teen-
agers, children, heads of households,
and housewives reached,  credits
CBS with six of the top ten shows
in the number of homes reached,
and with seven of the top ten in
number of persons reached.

The first report of the new ARB
service, released last week, surveys
the top 23 network television shows.
Some of its findings:

The top ten programs for the
week of 9-15 Oetober, in order,
were Becerly Hillbillies (CBS, 19.-
842 000); Bonanza (NBC, 18,569.-
000); Dick Van Dyke (CBS, 16.-
406,000); Candid Camera (CBS,
14.373,000); Andy Griffith (CBS,
14.136,000); Dr. Kildare (NBC, 13,-
939,000); Hazel (NBC, 13,188,000);
Red Skelton (CBS, 13.179,000);

Virginian { NBC, 12,767.000); and
The Lucey Show (CBS, 12,675,000).

Hillbillies was recorded in the
ARB survey as reaching the most
persams, 30,796,000, and Bonranza
was second, with 44,287,000 view-
ers. The rest of the top ten by view:-
ers, in order, were Dick Van Dyke,
Andy Griffith, Red Skelton, Disney's
Wonderful World of Color, Donna
Reed, Lassie, Jackie Gleason, and
Petticoat Junction,

The favorite shows among men
were Bonanza (13,830,000); Bev-
erly Hillbillies (13,090,000), and
Candid Camera (9,931,999). Hill-
billies was most popular with wom-
en, at 16,920,000. Bonanza (16,-
664,000) and Dick Van Dyke (13,-
899,000) followed.

Tecnagers also preferred Hillbil-
lies, with 6,416,000. Second and
third on their lists were Bonanza,
with 5,656,000 and Van Dyke, with
4,857.000. The children also favored
Hillbillies, with 14,370,000. Flint-
stones scored second, with 14,299,-

#

Sponsor finds a home with ‘Teddy’

Joining in conversation at luncheon and seceening of “Biography” seg-
ment on Theodore Rovsevelt, held at TRs birthplace in New York City
we tlor) Kermit Rooseselt, grandson of the late President: Mike Watlace,
host of the series syndieated by Official Films: and Earl C. Sandmeyer,
[ Chemical Bank New York Trist Company. sponsor on \\'.\'I!(‘,:T\'

-

000, und Lassie placed third, with §
13,280,000.

Heads of households preferred
Bonanza to Hillbillies, ranking them,
respectively, 12,646,000 and 11,954
000. Camera wvas in third place with
9.121,000. Housewives scored Hill-
billies in first place, with 15,044,000,
and Bonanza in second, with 14,-
837,000. Van Dyke follawed with
12,596,000, .

Bill Axtell named dir.,

WJBK-TV adv.-proma

J. W. “Bill” Axtell has been named
advertising and promotion director
for W]BK-TV, Detroit. Axtell moves
from KRLD-
TV - AM - FM,
Dallas, where
he had been
publieity - pro-
motion director
for the past
four vears. Pri-
or to joining
the Dallas sta-
tion, Axtell was
aetive in retail Axtell
advertising, where most recently he
avas advertising and publicity man-
ager for Montgomery Ward's Big
Town Store in Dallas. While there,
he was executive producer-writer
of a 40-minute tv show, top-rated
in its time segment.

NAB Code Authority
decries mediator roleg

NAB's Ty Code Authority is pro-
testing its role as interference-run-
ner and mediator between adver-
tisers warring over cach other’s
copy elaims. In the Code’s news-
Ictter, NAB staff members promise
to “continue to try to referce these
interneeine Tong wars as justly as
possible” but wonder “why these
carth-shaking dceisions aren't re-
ferred more often to the AAAA-
ANA copy interchange.”

The artiele points out that “legi-
timate comparisons” in tv commer- = ¢
cials “can be meaningful to the
binving public,” and Code Authority &°
interpretations say only that copy
"should contain no elaims dealing &
unfairly  with  competitors.” The &
avalanche of new produets intro-
duced on tv seems to have eaused
an inerease in “the tendency to ¥
denigrate . . . or depreeiate” com-

g_
|
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drues,

peting products espevialls among
cosieties, and  hoosehiold
products.”

“Advertisers and agencies,” the

articie continnes, have iumpvd m

vith hobamiled boats, and minor
milibles Inve wnshroomed  into
federal cases. Energies that might
have been chaimeled into fresh and
esourcefal new  advertising eam-
wigns have heen diverted into

knwd demands that the Code Au-

thority  do something ahont ‘the

uther guy'”

The Code Authaority surgests ad-
vertisers remember that"Sh, snide
clerences to the other fellow's in-

firmitics and the shoddiness of his

roduet have very little meiming to
he viewing publie,” and that “pnh-
ic svmpathy lies with the under-
lng."

rguments on forms
roadcasters readying

Broadeasters will go to the mat
igain, orally, with the FCC en
hane, E3 Fehruare, when the com-
mission holds hearings on its new
apanded “progrum serviee state-
nent” to be inclided in licensee
eports, The new form will set up
three reporting areas: what licensee

Jas done or intends doing to dis.
Lover and fulfll andience needs; o

thne breakdown oy programing in-
Auding amonnt and placement of
~ommercials; last. a station profile
m network  affilintion.  personnel,
policies, including station policy on
‘disenssion programs.”

In the program “Anahvsis™ sec-
ion, licensee must break down pro-
zrams by time and sonree; commer-
ials Dy time and distribution; num-
wr of intermiptions by length of
ogrims, The station profile sec-
ion abliquely covers adherence to
FCC's Fairness Doctrine by asking
or "Palicy  on Discussion  Pro-
rams.” Also reguired: o list of
regnlorly schedoled pragrams by
vpes:” special programs, and some-
hin;g called “Hexibility in program-
ne,

Tv licensce will be glum over re-
fuired narration on confabs with
s public, with officials, educators,
‘cligions and civie leaders. business,
abor, charituble organizations. en-
crtainment media (sorely not the
ocal movies?) ete. From the con-
abs must come u statement on
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Hands across the see

Visitor to NBC in New York where he inspected the uetwork’s color tv
facilities was Dr. Ingemar Lindblad (2nd from 1), secretary of the Swed-
Il gorvt's Broadeasting Committee. whao is joined nt lineheon {from 1)
NBC News evee vip. William MeAndrew; tv operntions-engineer v. p.
Williamy Trevarthen: NBC Intl, chaiman George A, Graham, Jr.; RCA
1utl. v.p.-managing dir. Charles Deany: NBC Intl, pres. Joseph Klein

“Evaluation of Programing Needs,”
aind finally, a "Program Prapasals”
list of regularly schediled pro-
graming for the coming vear.

Those wha want to come {o
Washington ta argne the matter be-
fore the FCC members will have ta
notify the commission secretary i
writing hefore 27 Jaonary, Thaose
who might not trust their voices
e submit written statement for
the record, by 13 February.

RCA has record year

Broadeasting, color tv sabes, and
electranic  data processing  were
singled ont by board chainnan Da-
vid Samaff as the three most profit.

able  RCA  wundertakines  durinye
E963, o record vear for sales and
profits.

In his vear-end statewment, Sar
nofl said profits from the sale of
color apparatne and services m-
creased TO% over 1962 and acconnt-
ed for a “major share of the record
caming from the sale of Wl RCA
consumer products.” 1le predicted
the 1964 industry output of color re-
ceivers will be between 1.2.and 15
wiltion.

“Substantiallv  greater profits
were camed by NBC than o its
previous reeord sear of G2, he
said.

ROCA gross ilicome was SETS bhil-

lion, vapared with $1.75 billion
Last vear, Net profits of $65 million
compare with $31.5 willion o year
ago. Eamings per share will rise
from $2.84 in 1962 to $3.35 or 3.60
this yveir, accarding to the report.

The final 1963 quarter will prove
to he “the single hest profit guarter
in the Hevear history of the come-
panv.” said Samoff, adding  that
RCA has experienced 11 consecu-
tive guarters of increase over the
correspanding gquarters of the pre
ViCHIS Vedr.

Spot tv in sharp dive

Local and national spot television
annonncements i major markets
took o sharp dive in November as a
result of the threc-and-a-half-das
perited swhen stations drapped com-
mercinl broadeasts  following  the
hKoamedy  assassination.  Broadeast
Adsertisers Reports, which moni.
tored 231 stations i 73 UL 8§ market
arcas  during the month for one
week cachl, showed 136315 an-
nouncements  in November, com-
pared with 165614 in Octoher.

in the November total of an-
nonneements, tap produet classifi-
whion using local and national spot
was tovs and games, wath 3047 of
the total. BAR notes that the per-
centae share iy more pertinent
than the total annowncenio nts sinee

47




SOFT
Drinks
Take
HARD
Sell

A. M. Biedenhorn, Jr., President of the Son
Antonio Coco-Colo Beoiling Compony, Inc.,.
wonts rodio odvertising with ronsumer pene-
trotion, morket impoct ond toveroge in
depth. 1t i1 lor thete reosons thot KONO
Rodio is first omong Son Antonio rodio sto-
hons corrying schedules for both Coto Colo
ond Sprite.

Move oheod of competition .
KONO Rodio

It KONO works for A. M. Biedenhorn, Jr. ...
KONO will work for you. Dont toke our
word for it, coll Mr. Biedenharn at CApilol
5 2601, Areo Code 512, COLLECT.

Move to

For other deloils contfoci KATI Agéncy.

K|O/NO

840 KC 5000 WATTS
SAN ANTONIO

A warm relationship

Fleqnor Schanoe of WTAE, Piusburgh,
is marking her sixth consecutive year
sponsored by Bell Telephone Co. of
Peansylvania us tv station’s weather girl
each weekday evening. Miss Schano is
ulso star and author of syndicated tv
charm series, “Gateway to Glamour,” 390
five-minute segmeuts now in. 35 marts

each market is monitored for a
week, rather than the full month.
Toys and ganes share was up con-
siderably from October's 3.7%.
Otber top spot classifications in
November were:

Pain, cold and indigestion

remedies ............... 4.31%
Cereals ................ .. 40 %
Breadandrolls .~.......... 3.14%
Beerandale .............. 3.05%
SOt likiles). v emar g a w . 2.89%
Local auto dealers ......... 2.85%
Petroleum products,

batteries, ete. . ... ....... 271
Coffeeand tea ......... ... 256
Publications ....-=........ 2.46%

NAB fights FCC bn fees

The commission won't get away
without a fight on its proposal to
require payvment of fees for certain
broadeast licensing activities.

Chairmarr  Walter Rogers (D-
Tex)) of the House Communica-
tions Subeommittee strongly objects
to the fees and has introduced a
hill to prevent the FCC from fixing
and golleeting them.

Now NAB has advised the US.
Court of Appeals for the Seventh
Circuit that it intends to inter-
vene and make clear its conviction
that the commission first should get
anthority from Congress.

Let me tell you
about a terrific Time buy—
just 30c,

It was that recent issue of Time, !
which listed the network programs
capturing America’s largest audi-
ences, as indicated by Nielsen ratings.
The chart is a handy guide for the
time buyer who senses how the net-
work block-busters can build up a
huge audience for his own adjacent
sales message. KELO.-LAND TV is a
spectacular demonstration of such
network-powered station buy. KELO-
LAND TV plays 10 of the first 12
top-ranking network shows. Whal’s
more, KELO-LAND TV covers all 96
counties of the Sioux Falls market
area, as defired by ARB. It reaches
more tv homes in this major market
than do all other stations combined.

$1I0UX FALLS
96 COUNTY MARKET — INTACT!

& NORTH DAKOTA

Hebeitze Aberdeen

SQUTH
DAKOTA

+ Pierre . Watertown
Huton

Chambeslain o Milchell

f’tol.lﬂo

<88 = AN

KELO-tv - KOLO-tv - KPLO-ty

{interconnected)
JOE FLOYD. President
Evans Nord, Executive Yice- Pres. & Gen. MET.
Larvy Bentsaon, Vice-Pres.
Represented nationally by H.R
In Minneapolis by Wayne Evans

General Offices: Sioun Fatfs. 8. D.
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are- dogg, buying and saying

co R N E R 30 D ember 1963

® Happy New Yeur!: The ole Corner has sconted
aronud New York to find out what New Year's
resolutions various media folk are making as
1963 harrels toward the finish line. Ready or not,
liere they are:

0O Compton broiadeast media supervisor Gralam
FHay snys, “Be it resolved that in 1964 we will no
longer he known as “the ageney that cuncels
only on Friday afternoons’. Be it therefore re-
solved that to escape this past curse we shall
mitke onr spot schieduling plans so as to be able
when necessiry to cancel some spots every day.,
We feel eertain that salesmen will universally
cheer and acclaim this procedure, for they may
in 1964 take home the jovs of new, and in some
cases cancelled basiness, every night,”

2 A Cunningham & Walsh media buyer, a way
who steadfastly refused to reveal his identity,
promises that during the bright new year he'll
“investigate dash board statucttes as a new
mcdia concept’™.

G At Young & Rubiciun, senior media buyer
Bob Colgan wishes rep firms hosting Christmas

attendd the festinatios a grecting card witho two
Alka-Seltzers attached. Timed to arene the
morning after, of course™

Q At Dolerty, Clifford, Steers & Shenficld, b
ers Marty Danicls and Stu Eckert came up wath
£ passel of resolutions and hopes, including,
"We will pressure to get clicut approval sin
weeks and not siv days prior to the start of a
campaign,

We will finally mect the rep’s assistants. After
all, we do speak to these girls every funr out ol
five times we call.

We will persuade radio and tv stations to send
us paper shredders instead of paper weights,
We will refuse to place orders for a 26-weck
flight with a 22-week hiatus in the niddle.

On occasions specified by the huyers, Candid
Camcra will ilm the reps making a piteli to us.
We hope the air freight companies will realize
that a Chicago station address means Chieago,
not Scattle, thus relieving us of the eliche "Make
goad for pre-emption doe to Jate arrival of the

flm'.

partics wonld resolve to “send all buyers who We hope our elients will play golf with thei

- =

JOHN COLE: radio—a piquant future

“Radio—a very good medium for us—is coming to life in a
lot of exciting ways.” ecomments Needham, Louis & Brorby's
(Chicago) manager of hroadeast media, John Cole. He gocs
on, "I like to think there are new developments. espeeially
in programing, right around the cormer. I believe we'll be
seeing many innovations in patterns of purchasing radio,
which will differ radically from tv buying.” He points out
that unfortunately it will continue to be difficult to buy
radio time in small markets hecause buvers have to rely on
obsolete information when counsidering buys, don't usually
have the time to travel to markets helow the top 50 to evalu-
ate them first hand. With NLB six years, John handles net-
work buys primarily. supervises spot buying also. for the Gen-
eral Mills, Campbell, Ac'eent, Kraft, Humble Oil, Massey-
Ferguson, Morton Salt, and Mars accounts, He was formerly
chief timebuver at MeCann-Erickson, held the same post
at Campbell-Mithun (Mimneapolis) before that. Ile hegan
his earcer as radio-tv director at Erwin Wasey (Minneapolis) |
after stndying at the Univ. of Minn. and Demver Univ. John

reveals he plays at golf, works at home maintenance, dab-

bles in oil painting. has a penchant for night courses in un-

usual subjects. Ile and his wife Adele and their five ehildren

live in Park Forest, Il !
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competitors, thus relieving us of doing competi-
tive reports. :
We hope reps will expedite their paperwork so
that our estimators can stop repeating ‘no con-
firmation—no estimates’.

We hope the stations will not run our beer and
Fems commercials in the Mickey Mouse Club.
We hope the stations’ billers remember that 12
midnight is not 12 P.M.

We hope the hottest avails will rot always be
submitted to us on Friday at 5 P.M.

We hope that rep and station meetings with buy-
ers will be sweet, concise, to the point, with all
parties coming out smiling.”

0 Meanwhile, over at BBDO, media supervisor
Hope Martinez pondered the situation carefully,
finally decided, “I'm not making any resolutions,
because this way I won’t have to break any.”

B Regal Crown tries tv: Murray-Allen Imports,
which has been using radio to push its 10-cent
Regal Crown Sour Fruit Candy rolls, is turning
to television for the first time. The company
will start a “major telcvision campaign” the

GENERAL CIGAR—WERE SIGN

YEAR OF RADIO SMOKE SIGN ALS: George Reichart
(e}, vp. in charge of adveriising Jor General Cigar,
signs treaty in New York for 52accek schedute on WERE
{Cleveland). Fred ltoeben (1), Young & Rubican: sen-
ior biver, looks on approvingly. Acting for WERE, Gil
Hiller, we. H.R Reps. closes sale. Sports package buy,
which starts 1 January, is first continuing 52aceck radio
sked jor General Cigar, includes woekday  sportscast,
Cleveland Indians baseball gurnes and Browens football

50

third week in january, to run until the first of
May. Buying is completed on the drive, which
will use minutes and 20s in 10 major markets
across the country. More markets will be added
when the candies (imported from England) are
in greater supply. Product is distributed nation-
ally. Tv spots feature Sir Reginald Regal and his
adventures in attempting to bring Regal Crown
Sour Fruit Candy to America in ever increasing
quantities. According to Alan D. Caston, com-
pany’s merehandising v.p., the unique secret
formula of the candies has carried the product
with “great sales suecess.” At this time, no radio
is planned for 1964. Company spokesman would
not comment on switch in media. Agency is
Bauer-Tripp-Foley (Philadelphia).

B Cheese firm ups advertising 20%: N. Dorman
& Co. (New York), maker and importer of
cheese, has announced plans for a 20% increase
in advertising during 1964. The 70-year-old
company plans to extend its radio and tv spot
coverage, to start use of regional editions of na-
tional magazines, and to maintain New York
newspaper and bus ads. No details are yet avail-
able on the radio and tv campaigns, still in the
planning stage. Company distributes in the
Northeast and in \Wisconsin. Agency is Co-Or-
dinated Marketing (New York).

4

TV BUYING ACTIVITY

p General Mills \Vondra flour and Total cereal
10-week campaign of daytime prime and fringe
minutes aimed at women is being prepared for
an early January start. Bill Wittman at Dancer-
Fitzgerald-Sample (New York) is the buyer.

P Edward Dalton Co.’s Metrecal to be pushed
by a 12-week drive of daytime and fringe min-
utes starting the second week in January. Buyer
is Luey Kerwin at Kenyon & Eckhardt (New
York).

p National Airlines is utilizing minutes, chain-
breaks, and IDs in prime and fringe time in
their coming campaign. Buying has been com-
pleted for the drive starting 5 January in 10
markets (four week flights in Houston, Los An-
gcles, New Orleans, San Francisco; eight week
flights in Boston, New York, Norfolk, Palm
Beach, Philadelphia, Washington, D. C.) How-
ever, buving is still active for flights beginning
in February in jacksonville, Miami, Orlando,
and Tampa. Markets will be added in coming
months. Agency is Papert, Kocnig, Lois (New
York); buyers are Bob Johnson and Bob Previdi.

RADIO BUYING ACTIVITY

P National Dairy campaign of minutes to pro-
mote Scaltest milk products will get under way
carly in January, using flights of various lengths
over a 32-week period in markets east of the
Rockies where Scaltest products are distributed.
Buyer is Jim Egan, media supervisor George
McCoy, at N. W. Aver (Philadeiphia).




It the connnission shonld have
pecific authority  from  Conuress
fore establishing filing fees. Cen-
ral comnsel Douelas Al Anello said
n filing the notice that radio and
v stations would he "adversely
flected”™ by the reguirement that,
)eginning 1 January, applications,
wst of which are filed on o contin-
ing basis, mnst be accompanijed
w a fee.

Fees required for a newe station,
major change in an existing sta-
ion, assignment of a license, and
Por renewals at least every three
ears, would he $50 for radio sta-
ions and S$100 for tv stations. All
ither tyvpes of applications would
equire a $30 payvment,

NEWS NOTES

‘otal now F00: Abont 100 stations
round the country have  been
igned by Faurth Network, e,
i carry the live telecast of the
fth annnal Palm Springs Classic
olf tournament, 1-2 Febroary,

cew tawer: WIHAS-TV Louisville
lans to build a new tawer 939 ft.
bove ground level and 1.949 ft.
bove mean sea level, subject to
'CC approval. The new tower will
¢ half acain higher than the pres-
nt structure,

immy  telecast  aunounced:  The
6th annual Emmy Awards pres-
ntation of the National Academy
I Television Arts and  Sciences
ill be carried on NBC TV 25 My,

‘hf kick off; Chicaea’s first ohf
ration, WCIU, channel 96, goes
n the xir uext month with pro-
raming for “verv diversified and
equently specialized andiences.”
dcording to John Weigel, presi-
ent. lnitial plans include complete
'vo-hour telecasts of  Inllfiahts
fam  Mexica City. Movies  from
aternational film festivals. inelud-
1g foreign flms with their original
nnd tracks, are also planned.

ower of power: A new tower,
049 feet high, is sending WAVL-
V's signal to homes in Lonisiana
1l Mississippi. giving that station
1 increase of 30000 homes and
I mosl extensive coverage of any
1the New Orleans market. Though

'ONSOR 30 nt et vimer 140G3

Sunbeam shines on ‘Today’

L = -

Jack Lescoulic of NBC TV's “Today Show.” shows off three Sunbeam,
Corp. products adsertised on the daily marming program through the
manth gf Decembge: Ity toaster, percalatar, and cooker and deep fryer

the Mississippi River  Bridge s
smack in the way of WWL-TV's
relayv signal, station engineers have
solved the problem: they simply
aim the sigoal under the bridec,

Incomne increases: Gross income of
Desilu Productions for the first 26
weeks ended 26 October totaled
S11,1953,933, agaiust 89,059,236 for
the corresponding period of the
preceding year. Net income for the
period was $100,003 against $361.-
661 for the preceding  similar
periad. Earnings per share were
33¢ for the 1963 period, agaiust
3¢ the preceding year,

Broadeasters turn fund raisers: Rob-
ert 15, Fastman, chairman of the
Radio and Television Comniittee
of the 84 the auunual United lHos:
pital Fungd campaign in Manhattan
and the Bronx, ehose 12 broadeast-
ers to help raise the campaign goal
of $3 million. Committee inehudes;
James Conley, exee v.p., ABC TV
Spot Sales; Ralph Couner, asst.
uat’l sales mer. VMeGavren-Gnild;
Theodore Dounglas, Jr., sales vop.,
ABC Radio; Charles Godwin, sta-
tion relations vop.. Muotual Broad-
casting: John D. Kelly, sales mgr.,
Storer Television  Sales;  Marvin
Kempuer, v.p.. Mark Century:; Da-
vid Limdy. pres., Blair Television:

William B. MacRae, v.p, TvB
Robert Panley, pres., ABC Radio;
Joe Rose, Jr., comptroller, John
Blair; Jolhn B. Sias, v.p. and dir,,
Metro Television Sales, and Frank
Stisser, pres., C. K. Hooper. Money
raiscd in the campaign will be dis-
tributed among the Fuod's 79 mem-
ber volmutary hospitals,

NEWSMAKERS

A Thaowna, Coaenere will
rexian 1 Jannary as vice president
aid general manager of WNCT,
Creemville. N. C. Tlhe has recently
purchased WGTM, Wilson, subject
to FCC approval. Mamox 1 Tiwn-
LEY has been appointed acting gen-
cral manager of WNCT, and Jonx
C. Coank, Ju. to gencral sales man-
ager.

Maay V. Comes o the press
imformation departient of the CBS
Television Network, He was with
the New York Daily Mirror as as-
sociate editor of the Sunday Maz-
azine seclion.

Russina Srontnaa to director of
Hve programs for the CBS Televi-
sion network. He lhas been director
of procram development for NBC
Television, Hollvweod

=,
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Spanish radio—
powerful voice

Free Cuba Radio, buying time on five stations, mpstly
am, gets wide Latin coverage for anti-Communist pro-

graming. One station pulls mail from riineg countries.

SOUTIIERN RapIo is finding a vas
Latin American market it didn’
know it had. It is discovering, toc
that ideas are among the product
than can be sold on radio.

The Cuban Freedom Committe:
is demonstrating these new dimen
sions of commercial radio as it use
five radio stations for its intensiwv
anti-communist campaign. Appre
priately, the committec is followin:
the capitalist practice of buyin
broadcast time for its daily Fre
Cuba Radio programs in Spanish.

Starting broadcasts in 1961 wit
only 53 minutes daily, the commil
tee now programs 135 hours a day
The schedule is on three U. S. sts
tions with strong signals into Cub
and two Latin facilitics: WWIL
New Orleans; WGBS, Miami
WKWF, Key West: Radio Ainer
cas in the Caribbean, and Radi
Santo Domingo in the Doininica
Republic.

Broadcasting mostly on am fre
quencies, the coinmittee bheam
news, special prograns, and a week

|

.} - N
.\lu‘r'-n[u’ ,n'l'u-\'ul'r-.-.nmr.r-.’u,u ischirveted by /:, - C‘\"\ < & i

Mrs. Varinda Arensberg. execntive secre- - .
. . . ey

tary. uban Frevdom Commitiee, Flugs on

miaps Art warh Free Cuba Radie Caoserage i~ —



voanessage from an exiled Cubaon
ishop ta an estimated mplion radia
sets i Coba,

Messarables resnlts sire ¢caming in
urd mountinne alt the thae, The mail
annt v gratifving,  Ino addition,
iseners are forming action granps
La distribute propaganda material
wepared hy the Cuban Freedom
Canmittee. At last connt some 170
zroups had imdertahen to distribnte
nare than 300,000 picees.

The propaganda “warket” -
ends well bevand Caba, the target
e, Some of its dimensions can be
seen it A recent report by WWEL o
s New York representative, the
satz Ageney, which also reps
WGBS in the committee line-np.,

WAVL alone received 338 letters
' November from the UL S, Mei-
‘0, and Cola. During the year the
New Orleans faaility has heard from
total of nine foreign comntries,
dlus 38 states in this commtry and
merto Rico. The farcign list: Bo-
ivia, British Honduras, Canada, Co-
Sambia, Cobae Cuatenalo, Nexica

(G7 gronps and aadivadnals ave send-
me ont LOFL literatwe), Pananna
Sakvadar

The WAL sehedude will be e
panded by the committee 20 Jann-
ary taadd broadeasts allwight i
nizht to 5 aam., to the daily 9:30-
10:30 pame honr sehednled ap to
now.

Response from Caba arrises in
giamtity cvery day at the conmnt.
tee's Washington affices, despite the
fact that Cobans caneht Tlistewing
are snhject to prison.

Apparently the new listenership
has been therve all the time Tt ond
of reach beceause of the langnage
difterence.

Free Cnba Radio grew ont of ac-
tion taken in 1960 by American citi-
zens swho were alanned ahont Comn-

namist  ifluence then heceoming
apparent  m the government  of
Cuba.

Fonnders of the Cohan Freedom
Committee inclonde Samnel W,
Meck, director of J. Walter Thamp-
son, New Yark: Mrs, Oveta Culp

Habby, publishier and Drosdeaster
of Honstou, Fedward G Nhller o
mer assistant secretany of state for
Latin Ymencan Aflaars
Eressinen l)nn.lhl (. Broce {lh
pmbhcan of Indioa and Ronean €,
Pucinshr  (Democrat of - THmas
Senator Clabove Pell Domocrat
of Rhwde Ishndy, Joha B MeClat
cliy ., Ploladelplivg huasynessinan
Peter O Donnet)
mane, Serading Ronneddy, excontine
thrector of the Minencan lushitat
for Free Labor Deselopment, Har
old Rnssell, former national com
nninder of Aunvets, George S, 5S¢y
ler, associale editar of the s
burgh Courier, aod \Walter WL
liams, tormer undersecretany uf the
Conmngeree Department.

The program is adwistered In
Mrs, Marniada C Arenshery, former
social welfare orcanizer, who left
Caoba in 160 after 15 vears” resi-
dence. She knows the andicnes s
there by reports she gets abomt
hardships  that listeners nust en-
eltire in order to tine the Free Coba

(ion

12allas Taesmiess-

CANAL PONE

coummssiﬁr
THE CARIBBEA
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Radio signal. In the audience are
prisoners in Cuban jails who listen
on smuggled cquipment. Their
small trausistor rudios arc kept dis-
mantled in hiding places and re-
assembled at the time of eommittce
broadeasts.

Operating from committee head-
quarters in Washington, Mrs. Arens-
berg has a staff of 13 cmployces and
several free lance writers. Those
working with her on the programs
inclnde cxiled Cuban broadeasters,
tv, radio, and movic producers, ad-
vertising exceutives, and university
professors. Several exile groups in
Miami also work on radio program-
ing, coordinating with thc commit-
tee in Washington.

Mrs. Arcnsbherg credits a fund-
raising drive by thc Advertising
Canncil in 1961, using a national
sehednle of donated time on radio
and tv, with much of the financial
impetus for the vommittec effort.
Continuing support is received by
the Cuban Freedom Committce
from foundations and corporations,
private individuals, and general
publi¢ solieitation. Among the or-
ganizations that cooperate with the
committce arc the AFL-CI10O, Latin
American Information Comuinittce,

and Citizens Commitice for a Frec
Cuba.

Testifyving last fall before a House
Foreign Affairs Subcoinmittee, Nrs.
Arcnsberg defined as the Free Cuba
Radio’s primary objective to reach
the lower and middle classes with
these basic aims: “to combat Com-
munist propaganda, maintiin coms
munication with Cuba and the
Americas, to keep alive and vibrant
a spirit of resistance, and to cxpose
the deceit of the Communist philos-
ophy.”

Despite jamming, the programs
reach @ vast number of Cubawr
liomes pightly, slie said, and the au-
dience is multiplied by post-broad-
cast disenssions and word-of-mouth
cirenbation, “which is the conunon
method of dissemination in all eap-
tise connltries.”

Now the Cuban Freedom Con-
mittee is looking for new U. S
hroadeast outlets, Citing generons
support by WGBS, WWI, o and
WRWF, Alrs, Arensherg and  the
comniittee hope “that other power-
ful, clear-channel stations 1nay be
persiaded to carry some ol eur pro-

u

Neiman to be manager
of WQXR station ops

Effective 1 January, \Valter Nei-
man, formerly program director for
WQXR, New York will become
manager of sta-
tionoperations.
In this newly
creatéd post,
Neiman will
have supervis-
ory control of
programs and
all other staff
activities ex-
cept sales. Nei-
man joincd the
station as administration assistant
in 1933. His radio experience in-
cludes two years as program. di-
rector of WGSM, Huntington, L. I,
and as general manager of \WWDEM
and WLIV-FMI, Providence. Martin
Bookspan, the station’s director of
recorded music since 1936, will be-
comc nusic director.

Neiman

NEWS NOTES

‘Business Day’ shifts: Daily cvening
finuncial and business program
Business Day is moving to WMAQ,
Chicago from WBBM there, with-
out changing format. Sponsored by

Pittsburgh station goes to trades

To alert the Pittsburgh food trade to KDKA Radio's new “Sound One” gt

Wade Advertising, the show is
broadeast from the Hornblower &
Weeks board room and features
the chairman or president of a lead-
ing Mid-Ameriea corporation.
KUDL to WABC affiliate: KUDL,
Kansas City, Mo. will become an
affiliate of the ABC Radio Network
1 January. The network also an-
nounced affiliations of five other
previously independent stations:
WABI, Bangor; WAQGMI, Presque
Isle; WPOR, Portland; KGBC, Gal-
veston; and KTRM, Beaumont.

Starts steady stereo i South Bend:
WNDU will begin unduplicated
programing for its fin station with
the start of the new year, totaling
over 70 hours a week. Regular am
programing will £l the othes
broadcast hours of fm. Effective 1€
January, approximately four hours
per day of stereo broadeasting will
be included in that 70 hours—thus
making \WWNDU (FM) one of firsi
in South Bend market to progran
stereo on a regular basis.

Stations fock to NAB fold: The
am radio stations membership ol
the National Assn. of Broadeasters

now totals 2,005—ar all-time high®

for the vrganization and a 7.5% in-8 ,

crease during the past year.

Radio webs add affliates: KUDLY

Kansas City joins ABC Radio thel.
n:
0
$\

theme, displays have been constructed for showing at major local and [

national trade assotiation meetings. Learning about wew slogan from

sales development mgr. Tom O'Comner (2nd from r) are (I-r) Bill Greer.

of Breakfast Cheer Coffee Company: Dave Walls, of llekman Supreme

Bakers; and Johy bl Crytzer. of the Bachmpo Bakeries Company d
- |
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First 40 was a piece of cake

Blowing out camdles on cake commemnoerating 40th anniversary of WEBM
Chicngo is Frric 11 Shomo, CBS Radio v.p. and gen. mer. of the station,
who liazg been with WEBBM a good part of its life. Looking on are mem-
bérs of the Chicago TRBS Ruadia Spot Sales office, who presented cahe

rst of the year. That network also
ill add WABI Bangor, WAGM)
resqque Isie, Me., WI'OR Portland.
le.. KGBC Galveston, and KTRN]
seaunnont. Two Vermont stations,
VTWN St. Johnsbury, and WIKE
.ewport are now part of the CB3S

adio lincup, And three new sta-
ﬁmns become affitiates of the Mu-

1l Brmdmstinq Svstem on New

car’s Day. They are WQSR Syra-
Luse. KSGM Ste. Genevieve, Mo,
nd KWPC Museatine, la.

H"otton Bowl SBRO on CBS: CBS
Nadio Network Sales sold {uth spon-

||:)rship on the New Year's broad-
ast of the Dallas Cotton Bowt prid-
on classic between Texas and
aavy. Line-up includes: Texaco,
1ie Oldsmobile division of General
lotors, and the Columbia Record
lub via Beaton & Bowtles, D. P
cother aud Wunderman. Ricotta
¢ Kline respectively.

ennedy on-air material soughts
AR has agreed to a request by
Vhite Tlouse press secretary Pierre
alinger that it assemble any on-air
aterial by the tate President so

may becomme part of the perina-
ent record of the $6 million me-
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morial library to he crected in as-
sociation with Harvard. Specifically
reqpuested from  broadeasters  are
awldio tapes of Kennedy's voice,
botli before and after he beeame
President; video lapes and silent
and sound-on-lin appearances by
Kennedy on v both before and
after clection: seripts of speeches,
panel shows, mterviews, and other
radio aud tv programs involving the
tate President. NAB hopes to have
atl such material in hand by mid-
February and urges stations to co-
operate. Material submitted shoulkd
be clearly marked with the exact
contents and station call letters.

NEWSMAKERS

ArRTurr Kxorr te general sales
manager of KNOW Denver. Ie
was ceneral manacer of the adver-
tising division of the Container
Advertising Corp.

Frask Wann to assistant to the
president of the Sonderling Sta-
tions. lle was general manager of
WVON Chicago.

Marny Bookserax to music di-
rector of WQXR New York.

ATLANTA

To reach oll Canada tolk 1o your All-Con.
odo Rodio & Tolevision office in thete
elevan cilies:

NEW YORK—No. 518, 10 Rockefetier Plaza
DETROIT—Sheraton-Cadillac Hotel

CHICAGO—No. 1528, 333 North Michigan
Ave.

SAN FRARCISCO—S8 Sutter Street
HOLLYW0OD—B6331 Hollywood Blvd.
DALLAS—511 North Akard Bldg
ATLANTA—No. 442, 1371 Peachtree

Conodion branches in Montreol, Winnipeg,
Calgary, Voncouver or go direct 1o Heod
Office

All-Canada
Radio & Televizion

Limited

1000 Yonge St., Toronto S, CANADA

COMPARE THIS
THREE STATION
MARKET
SUMMARY
TOTAL COVERAGE AREA:
Station "7 Homes 407,300
Station "Y" Homes 416,400

P WFTV HOMES 423,300 <

TV PENETRATION:
Station “Z" Homes 347800
Station “Y"

P> wFTv HOMES 359 600<

AUDIENCE CIRCULATION.

Station “Z" )
Station “Y" Homes

>WFTV HOMES 235,006‘

{Quoted from Amencan Research

B 1 e

t onally B 1€

WF

ORLANDO, FLORIDA
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YNDICATION A pvertisers who use spat televif

sion via syndicated program:

are benefiting from a step-up irt

Au d i en ce promos audience promotion services from #
program distributors. A sPoxso¥

survey last week revealed that manyf,

wear ma ny hats syndicators now provide station cli d;

ents with promotion kits designec j;'

. . ) as loeal market audience-builders Tl"

Syndicators' audience promotion kits found to assist  gi.tions and reps underline the im

portance of this service and, in some

cases will even recommend thai
aids and filmed program recommendations for stations advertisers purchase certain syndi!

advertisers with additional viewers, reps with sales

. Y %

Station promotion executives consider pu 3%
licity stills among the most imporiant eler*
of the syndicator’s audience building mat #8°
Clockiwcise, drawen from prontetion Kits, hl




12etl sliows on the basis of the an-
ience promotion materials aaail-
ble.

A typical indience promwotion kit
mbiins newspaper ad mats, telops
nd  te-in anmouncements, epi-
we  svnopses,  trailers,  prognun
acheround information, and such
nblicity materials as press releases,
hotographs of the stars, featnre
orics, and hiographies.

The syndicators’ promotion hits
srve another purpose as well—they

4 L -y *
re scenes from VG4 TV™s “Bachelar
Father”: Dvesilu’s “Fractured Flickers™;
Seven Arts” “En France.” and Four
Star’s “Stagecoach West™ used for
local promotion
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often wind up on the deshs of
ngeney timeboavers, The distrabe
tor who provides promotional aids
in vetorn for signed contracts, ot the
samee time offers local ad notional
sales repy mmumition in the tune-
Imyver's offiee,

Beps agree that the syadicator’s
promotion extras help make sales,
and uwege cooperition from distrib-
utors not now participating. The
reps (questioned sayv the andience-
builders  are “extremely  helpful”
and they've noticed an inereasing
inclivation toward closer relations
between  svudicators  and  thpm-
selves,

Faluable aid—evoperotiow asked

A dissentind  voice awas heard
from only one major rep, who has
“vet to hear of one syindicator ask-
ing me for o list of o salesmen
and their addresses”™ Tor mailing
lists, "1t wauld be o big help il syn-
dicators would send our 93 people
it ten offices materials on their
shows to help us sell. M, us, and
when they do, it ayoulkd be very
helpful.”

The program director of a New
York tv station said that in a very
competitive market the svndicator’s
promotional aids mean “a ygreat
deal.” He added that “not too nuany
syndicators  realize  the  potential.
Thevire missing a hig boat.” It is,
he said, “to their own welfare” that
they follow through after a sale
with extra services. “Al things be-
ing equal™ as far as type of show
andd price, he would probably buy
the series with the inost proinotion-
al wids. The most important promo-
tiomal deviee for this station execu-
tive is “good hard-sell trailers.”
With the biographics and program
backgrounds the svadieator pro-
vides, the station’s promotion de-
partincut develops an advertising
and publicity campaign to keep the
show’s ratings high.

Another station program director
stmed it up: “The major distrib-
ntors cannot afford not to help us.”

The distributors most often singl-
od out by station people and reps
as heing most cooperative with af-
ter-sale service were MCA, Desilu,
Warner Bros., Four Star, Seven
Arts, and United Artists.

Tom Sechol, eastern sales iman-
ager of Desilu Sales, described his
firm's relationship with stations and

reps av gettig “doser ol the e
without beine mbrate ™ Flie ha
sont, he added, Cis gettme hetter all
the tine,

For its Untouchables rermus, 1e-
silu offers stations “genence” trailers
—nmde especially for the recpims In
stur Robert Stack. by addition, trail-
ers from the series” network rim ore
available. Desilivalso provides piess
proutotion kits to stations.

The NMOCA TV promaotion kit con-
sists of fonr sives of ad wats, pubh
city  materiols, omd on-air copy,
slides, telops, and ene shects. An
MO sonree said the firm's promeo.
tiomal oids give “weiglt” to ther
shows, MCA, like othier film svinds-
citors, provides reps with advanee
sales prontotion puiterials.

The advince material svndica-
tors send to reps is the sanwe as
that which distributors” saolesmen
bring to stations. Reps emphasize
the importance of having these ma-
tertals, becise their stations often
ish for programing recomnu nda-
tions. The reps, lamiliar with cer-
tain sy ndicated properties, may ad-
vise their clients to bhuy them.

Four Star  Distribution.  whieh
started i bosiness 13 months ago
with six off-network series, and sub-
seauuently added two more, nses
andience  promotion nmuterials  to
the hilt. Leo Gutman, vice presi.
dent for advertising who is respon-
sible for the “extra serviees,” said
that when his firm was organized,
there were many off -nctwork shows
coming on the market simnlt.ancous-
v, "We deeided to provide addition
services .. . to establish onr image
at the beginning.”

Selling patteras weh differeat

In w recent speech before the
Broadeasters  Promotion A, in
San Franeiseo, Gutnian pointed ont
that “stations are no longer selling
primarily to the local and regional
advertiser but primarile to time
buvers throngh . . . reps.” The im-
portant change, he said, is that "the
responsibility for merchuandising has
shifted from the syadicator to the
station by virtue of the fact that
with muliple advertisers, stations
now exercise complete cantrol of
the program.”

Sinee stations spend mere than
$100 million a year on syndicated
programing—their largest single ex-
penditure—the ssmdicators’ role in
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local programing is a major one.
sutnamn said, “We feel that syndi-
cators must accept and share in the
responsibility for the merchandis-
ing success of their produet on the
SLALIONS

Cutinan said that reps are be-
coming increasingly interested in
communication with film distribu-
tors. Recently, Four Star sent let-
ters to reps asking if they are plan-
ning special departments to advisc
stations on programing, and if so,
to submit the name of the depart-
ment head. According to Gutman,
about 90% responded with names.

One of Four Star’s extra services
was a series of trade magazine ad-
vertisements directed to timebuyers,
which feature a “sce-at-a-glance”
chart of availabilities of the firm’s
shows on differcnt stations.

When Four Star Distribution be-
gan operations, its staff compiled a
network rating history of cach show,
market - by -market. These rating
books were distributed to rep firms
for their files, and were made avail-
able, on request, to stations.

Key to syndication success—TIC

The rating history for each show
in cacl: market consists of vandom
rating-period score, listed with com-
petition and lead-in program and
rating. Two wecks ago, Four Star
distributed to their rep mailing list
rating information based on the
scries’ performances in local mar-
kets. The data compared the sta-
tions’ ratings with the Four Star
serics to the stations’ ratings last
vear at the same time, with another
show in the same time slot.

Gutman’s description of his firm'’s
extra service sums up the nature of
the increasing cooperation of syndi-
cators with reps, stations, and ad-
vertisers: e calls it “Tender Lov-
ing Care.”

NEWS NOTES

Sebring on Triimgle radio: 1Living
cenred tv rights to the 1964 sports.
ar race at Sebring, FIA, Triangle
has now  added  exelusive  radio
rights for the sportscar elassic. Pro-

uning will be carried by all Tri-
ngle  stations and  offered  for
ssidication as well. The gronp’s
mmitinent to the sportscar field

‘Shadow” cast across Bay Area

Not quite invisible, “The Shadow” joins Roger D. Jacoby {(center), presi-
dent of Golden West Savings & Loan Assn., Qakland, and Wallace X.
Aron, exec v.p. of Richard N. Meltzer Advertising, San Francisco, to
hear one of old “The Shadow™ mystery programs. Golden West Savings
has just begun 26-week sponsorship of the Charles Michelson-distributed
radio scries on KCBS (S. F.) Sundays. Meltzer is the hank’s ad agency

includes a package of annual events
called The Big Four, a tv special of
the Riverside Grand Prix, and the
weckly series Motor racing Review,
syndicated by Triangle Program
Sales.

Birthday present —renewals: De-
mand Radio, a 24-hour-a-day pro-
gram service from Mars Broadcast-
ing, has begun its third year of
operation with rencwals from
KTIIT Houston and WTOL To-
ledo. The service offers fully pro-
duced and individually market
tailored programing, and station
snbscribers need only add time,
temperature, and news.

To Canada: Seven Arts Assoc.’s Em-
meit Kelly Show has been sold to
CFCN-TV Calgary, Alta.,, and
CKCW-TV Moncton, N. B., both
Canmada. In Moncton, the 39 half-
hours are fully sponsored by a toy
manufacturer, Irwin Specialtics Co.

Fisherman to Liberty Mutual: Lib-
erty Mutual Insurance Co. has pur-
chased thie half-hour, first-run ser-
ics, Flying Fisherman, produced by
N. W. Russo. Initially, the series

will be sponsored by Liberty M
tual on WOR-TV New York, wil
other markets to be selected.

Racks up eight: In its first week ¢
w distribution, Seven Arts’ Vol. S«
Filins of the 50s has bheen sold *
cight markets. The purchasing st:
tions are KCTO, Denver; \WKZC(
TV, Kalamazoo; WEEK-TV, Peori.
KTAR-TV, Phoenix; WCSH-T
Portland, Ore.; WRGB, Schene
tady; WHEN-TV, Syracuse; an
WDAU-TYV, Scranton.

NEWSMAKERS

Thck Dunraxce Lo vice presides
and producer of Pelican Motic
Pictures. A former Olympice ski sta
he has been producing films sine
1938. |

Nat V.Doxarto to general mai
azer of United Artists Television i
Canada. He was with Screen Gen
of Canada, Limited.

Liwis M.Maney to viee pres
dent of McCann-Erickson and
member of the marketing plai
board there.

e —
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e s toward Sself-represent-
ation” is fikely to continne during
G among the major v station
oups—ocven though a few of the
wers will hold to treir present
1 affiliations.

That's the outlook vneovered i
srovsou checknp at vear’s end,
well as an indication that station
amps will he even more active in
g up stations outside their -
<liate vroup cirele for reppimg
wlions,

s things stand today, there are
ne 6 station rep orgmigzations
s the three spat sabes offshoots
the three tv networks—s el ave
wed ov contralled . by station
ntps, atd which have oflices o
e, o or nore cities,

The biggest 1963 splash in the
f-rep ficld was awudonbtedly the
ation of Metro Broadeast Sales,
shoot of Metronedia’s Metropol-
n Broadeasting Co, Metro Broad-
t Sales has offices in seven ol the
in's kev buving centers—fram
w York to San Franciseo, by way
Chicago and Detroit—and, sinee
d-1963, has bheen repping o half-
sen stations, inclnding WNEAW.
SONew York awd WTTCG, \Washe.
@€ oon.

Thtt Metro Broadeast Sales s
king Tor other non-competitive
stations to handle can he judyed
the fuct that the rep firm took on
riford’s \WDRC in 1963 as a
lio client. and i discnssing rep
Is with other radio v outlets
One of the brst mdications that
mp-omned or affiliated rep firms
e after more than just the spot
llars likely to come to graap-
ned stations was the acquisition
three nom-Group W stations In
AR, With WHTYV, Charlotte:
INT, Jucksonville; and WTOP.
C Wiaishington under the TvAR
of, the rep firm now has mare
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than 337% ol ity stations  onitside
Croup W, and Iy likely to iuerease
this fiviire,

Durine 1983, the nationa) sales
division of RKO Cencral—shoae
stations lud, prior to 1962, heen
repped by Tt B—miade considerable
strides  toward  establishing  the
wroup's sales identity aromnd  the
ageney  timebuver  eircuit.. RKO
General handles, tlivough o lalf-
dosen olfices, the tv spot sales of
five U, S, and ate Canadian station
(CKIAW-TV, Windsor). 1ty also
understond that RKO General muay
tahe on one or more nan-RKO sta-
tions—if the right deal comes along.

Mso making o strong push for
vreader group identity, in program-
e as well ay sales, are the stations
ol Tramgle Poblreatioms. There are

These station groups are

ABC, CBS, NBC o&o stations
Crosley Broadcasting Corp.
Metro Broadcast Sales

RKO General Inc.

elf-repping still trend

ut year-end survey finds a few leaders planning to hold present

p affiliatian; group-owned divisions seen hypoing roster quest

i‘ldl"l.llP_',ll' sales ()”lﬂ‘\ HOW e Nem
York, Baltitnore, Los Angeles and
Chicago, whiclt report to a director
o mational sales dey clopient, Ken
Stowman, m the firm's headeaart
ers office in Plnladelphia

The spot s tles subsidiaries of e
three networks are an established
force in the network fiedd. At one
time, their station lists extended well
hevond the network o&o’s Faen
with cuthacks to o&o v oatlets
they are still majors in spot hillings

What did ner happen doring
1L63 was a major cunge in the at-
titnele tow.ard \l‘“b-l'(‘l}l‘l'\I‘Ill‘lul)l] of
some of laree vronps, which fecl
they are serviced olficienthv by e
isting rep affiliations,

Corinthian is 1 good example ol
this hald-ont group. Farlier  this

ess¢ntially self-repped

Storer Broadcasting Co.

Triangle Pubfhications
Inc. (Radio & Tv Div)

Group W {via TvAR)

These station groups rely mostly on outside reps

Gene Autfry Stations
Capital Cities Bestg. Corp.
Central Btoadcasting Co.
Cowles Groups

Cox Group

John E. Fetzer Stations
Gannett Stations

Goodwill Stations

Hearst Corp. {Radic & Tv Dwv
Lee Radio (Forward Group)
Meredith Broadcasting Go
Rust Craft Broadcasting Co.
Steinman Stations
Transcontinent Tv Corp
Whitney Corninthian

Yometco Enterprises Inc




STATION REPRESENTATIVES

vou during an adeindustry conven-
tion, Corinthian president C. Wrede
Petersoes er told spoxsor that the
croup was Cperfectly happy” with
ity esisting rep setup (LI-R), and
lad “no intention of making the
Kind of investiment neeessury to du-
plicate Lacilities of our present reps.”

At the same time, Corinthian has
the same kind of program identity
that the Triungle stations have, and.
hecanse of the uniformity of the
CBS TV afliliation of its tv stations,
lius the kind of readyv-made sales
identity possible with the Crosley
“WLAW stations. Thus, it's hurd for
huvers to outguess the moves in the
self-repping field.

The interest of a large rep firm
toward o station group can he more
tlian the usual client-agent relation-
ship. One of the major stockholders
in Transcontinent Television Corp.
a station group whose tv outlets in-
clude WCR-TV. Buffalo; KF)NIB-
TV, Sun Diego; WDAF-TV, Kan-
sas - City; WNEP-TV,  Scranton-
Wilkes-Barre—is Edward Petry &
Co. There's little likelihood that the
valiable” Transcontinent spot bill-
ings will decamp from Petry there-
fore.

Other large statian groups likely
th stay with their present rep affili-
ations during 1964 in the tv field
inclnde the Gene Autry Stations,
Capital Cities Broudcasting Corp..
Cowles Groups. Hearst Corp., Me-
redith. Broadcasting Co., and Wo-
mneteo Enterprises, among others.

The network-owned rep subsidi-
arivs—forced by government pres-
sure to divest themselves of afBliate
representation—are likely to move
back into this field onh if \Wash-
ington  provides a green  Light.
Meanwlile. there's no limit on over-
seas deals, and the representation
deals and  minority-interest buvs
tin which ABC International has
been in the forelront) age almaost
eertian to continne,

Tronick rejoins Petry

Len Tronick, a by salesman with Ed-
ward Petry & Co. betwern Juie
1962 and October 1963, has ve-
omed the irmin N Y

[He dnitially ciame to Petry after
two vears as w osalesmian with Ve
fard, Rinton]l & MceConnell, and
Flore that was a timebuyer ayith
Donahine & Coce and Lennen &
Newell

(R4}

McGavren-Guild names
Glor sales research dir.
Llarvey Glor, sules ananager of the
McGavren-Guild Detroit office, is
being moved to McGavren's New
York office in
the capacity of
sules research
directar. After
working for
more than
three vears in
rescarch and
buving at Leo
Burnett, Glor
moved to a ra-
dio station in
Saginaw, Michigan, and became a
local sulesman., He later joined
Adam Young in sales research, and
after two vears moved to McGav-
ren-Guild as salesman in Chicago.
Lle was kater advanced to manager
of the Deztroit officc. His move to
New York is eftective 1 February.

Glor

NEWS NOTES

New owner: FCC has approved the
purchase of KVII-TV Amarillo, by
john Walton, Adam Young Co. has
Leen appointed representative of
the station, and Clyde Melville s
regional sales executive.

Will rep Twin Cities station: Mid-
West Time Sales has been appoint-
ed regional sales representative for
AWATEN Minneapolis-St. Paul. 1t will
sell the station in St. Louis, Kansas
Uity, Omaba, Memphis. and Des
Mnines.

ATS moves intx Raleigh: WKIX
Raleigh-Durham, will be sold by
Advertising Time Sales, effective
with the first of the year. Station is
10 kw, operating on 830 ke,

New rep assignment: KASE Austin
ls appointed Prestige Representa-
fionr Organization as its national
rep effective T Janoary, KASE's
former rep was Savailli Gates.

Switeh in Baltimore: WAYE Balti-
Sales an its national representative,
cffeetive 1 Limuvary,

CBC repped from Toronto: All of

the Canadian Broadeasting Corp.'s |

bu. iness hooked in the U.S. will be
handled glirectly thromgh the To-

ronto offices of the CBC, effectiv
1 January. Inquiries should be se
to CBC Radio Sales, 334 Jary
Street, Torento, Ontario.

13-wecek report: Columbia Picture
registercd an income after taxes ¢
§791,000 for the 13-wcek perio
ended 28 September, compared |
$377,000 for the comparable perio
in 1962. Earnings per share of con
mon stock for the 13 weeks we
e, compared to 32¢ last ve
Cohunbia’s board of directors d
clared the regular quarterly diy
dend of $1.06% per share on tl
$4.25 cumulative preferred stoc
payable 17 Fcbruary, to stoe
holders of record at the close

husiness 3 February,

NEWS NOTES

Tnoatas J. BrRows to sales exe
utive for National Time Sales. I
svas with Bolling and Avery-Kn}
del.

Georce, Santh and LEE Gaxae
to the sales staff of Roger O'Co
nor. Both were with Teleguide, tl
closed-circuit  television netwao
servicing Manhattan hotels,

Roserr E. SanTiz to the sa
staff of Vic Piano Assoc. e w
formerly with NBC Televisic
Sales.

Noraax BL PERREaULT, R,
assistant vice president and Easte
sales manager for Robert Rieh
Representatives. ke has Dbeen
marketing and sales manageme
consultant.

Anwrner ] DeCoster  to sal
manager of the Chicago office
ABC-TV Spot Sales.

Jonx C. Bunier to castern sal
nanager of Peters, Griffin, \Woo
ward in New York. Replacing i
as manager of PCGW in Dallus
ArLex Vax Llonx Hexprey, o
lev was manager of the Dallas ¢
fice of Jolm E. Pearson Co.

Rro TuoMrsox to vice preside
and general manager of AllL-C
ada Radio amd Television Limits
in Toronta, Emic \WiLLiams to v
president and  seeretary-treasur
Ross McCreatnt to vice preside
for television; Kex Baker to ¥
president for radio; Bos Taw
vice president for client serviees
charge of the organization’s sa
and marketing.
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WASHINGTON WEEK

I News from nation's

Y "Advertisers and producers make up a competent decisional body that
is presently blocked off from financial and creative competition in
tv programing for network prime time."

This is Ashbrook Bryant's thinking, expressed fairly recently to
Sponsor's Washington reporter, on one of the troubles with tv programing.

The head of the FCC's Network Study office is close as a clamas to vhat
goes on in the FCC discussions of his voluminous report, and vhat is or is
not being said about the touchy problem of curbing network program control,
and networks themselves.

But Bryant is free-speker in urging advertisers and independent pack-
agers to speak up for dccess to prime time. As he noted in his report, the
mere cancelling of network option time agreements is not enough to open this
Tield of ownership and first-run rights to full competition.

% % Although the study report would cut net-controlled programing to 507

of prime time, Bryant says his report would not "curb network produc-
tion of programing, or diminish their right to final say on what goes on the
network show."

Bryant does not look at the 50% maximum of programing under net owner-
ship as a 1imit, at all. He takes the view that this 50% is an opening to
competitive forces in programing. And when, he asks, was competition ever
bad for any U.S. indusStry.

If networks had te fill 50 percent of prime time from independent
sources, opening an hour ¢r an hour and a half to market competition, "you'd
have a whole lot more minds at work." Bryant feels there is a lot of adver-
tiser and producer ingenuity going to waste. Subcontracting that leaves
program and first-run license in network hands has put independent and
syndicated programing almost out of existence.

Y If networks’ right to first-run licensed shows is cut to half in prime
time, they will have to bargain--but they can still choose and, in
effect, police their network showings, Bryant holds.

A look at the Nielsen listings opening the winter Season strengthens
Bryant's conviction. Only a handful of shows make the mass-circulation
the advertiser bids for. The rest are below the line: a cost-lo5s to nets,
a disappointment to advertisers who bought with mass in mind.

Bryant feels that some of these half-hours could be made available
to an advertiser or producer, programed to hit a selected audience.

Yy If this angle comes up in FCC discussion of the report, Chairman Henry
would find it in line with his belief that there is & cryving need for

diversity and more entertainment programing above masSsS appeal.
Individual broadcaster will be, as usual, in the middle: with detailed

program reports at the front door, network program study at the back.
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Y% Those lengthy tv billboards advertisers object to may grow longer by
way of special announcements inviting reply to editorials.

The House Communications Subcommittee, in its recent and somewhat
uneasy letter to Commerce Committee Chairman Oren Harris on the group's
editorializing hearings, was definite on only two points:

A bill will very likely be put on the books next session reqguiring
that any licensee who editorializes pro or c¢on on candidates or issues
must at the same time tag on announcement that time is available for airing
opposing views.

Also, it goes without saying that the committee wants the FCC to hold
off on any further moves to "¢clarify" its Fairness Doctrine, until Congress
has had more time to look into the boundless complexities of this area of
broadcast responsibility.

Y% Ferhaps unnecessarily, the informal letter, Serving as a report, puts
FCC on notice not to penalize licensees on the basis of its July and
September pronouncements on broadcast obligations in controversy.

" FCC Cmmr. Frederick Ford recently assured breoadcasters they had no
worries on this score. No license has ever been threatened or licensee
penalized on the basis of his adherence to the requirements of the Fairness
Doctrine. In fact, said Ford, the FCC has only sent out helpful "advisory®
notices on this gquestion.

Y The House Commerce Subcommittee, like everyone else, is frankly

stymied by the complexity and the "conflicting views" on the whole
subject of editorializing.

In general, it says editorializing is a good thing. But a licensee
should not be penalized if he does not go in for it.

Two of the touchiest aspects are: what to do about demands for free
time to answer sponsored time in controversial broadcasts; and what "equal

time" rights should be givem political candidates who are the subject of
broadcast editorials.

Yk At least the subcommittee will have concrete legislative proposals
on which to hang future argument at hearings.

The Moss (D., Cal.) bill would ensure right of persocnal answer by
the candidate subject to editorial comment. Broadcasters groaned at the
possible chain-reaction of equal-time demands this would open up. Rep.
Younger (R., Cal.) has introduced a bill saving licensee from having to
provide free time to answer sponsored program comment. This problem is
further complicated by Senate~side comment of John Pastore that time must
be made available for both sides, money or no money.

The FCC is tightroping down the middle on this one. Rep. Gubser (R.;
Cal.) has introduced a resolution calling for complete investigation of
the FCC's handling of controversy under its broad Fairness Doctrine.

Still to be faced: what to do about controversy on dramatic shows?




'Need a direct line to your audience?

The nearest thing to a direct line to your television audience is an ARB Overnight Suney . audi
ence estimates the very next day on any U. S. television market. This economical survey method gives
the quick and useful research information vou need on short notice — registering the effects of new
competitive programming. revealing differences after facility improvements and providing an up-t
the-minute sales and mmanagement aid for new shows.

If you can't afford delays and if vou can’t bypass sales oppor- AMERICAN
tunities, then you can afford ARB Overnight Surveys. When vou : RESEARCH
face a decision requiring immediate audience estimates, jom the ’
grewing number of other broadcasters, agencies and advertisers \ BUREAU

DIVISION OF E€-E- -8 INC

who regularly rely on the speed and reliability of ARB Overnight
Surveys.

or further information — Washinglon WE 5-2600 ¢ New Yora JU 6.7733 4 Ch cag 467.-2750 & Lo Atge'ss RA ) 8318
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BUDDY RUTLEDGE CLANCY LAKE RON CARNEY

Sports Director News Director “Happy Housewives Club”
“Sports Digest" 3:30-4:30-5:30 Complete Alabama News (9:00 am-noon)

“Sports Roundup” 6:15 pm (12:05 pm and 6 pm) “The Ran Carney Show”
Play-By-Play—Auburn Sports (3:00 pm-6:00 pm)

i
GEORGE SINGER BETTE LEE DAVE CAMPBELL
“The George Singer Show™ "“Bette Lee Reports™ “The People Speak™
(12:20-3:00 pm} (9:30 am & 10:30 am) (9 pm to midnight)

“Broagway After Dark"
(7:00-8:45 pm)

WAPI

POWERHOUSE PERSONALITIES

Seven powerhouse personalities that mean powerful
selling. Personalities that Alabama people know, like,
and believe. Personalities that represent WAPI's con-
s cept of total audience programming. From housewife
CHARLIE DAVIS to sports fan . . . from farmer to business executive
“The Early Riser's Club" WAP| is the station for entertainment and information,
(4:45 am to 9 am)

WAPI/ THE 50,000 WATT “VOICE OF ALABAMA”
BIRMINGHAM, ALABAMA
WAPI RADIO REPRESENTED BY HENRY I. CHRISTAL COMPANY, INC.
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1's distinguished journalists; local, live drama; specialized audience programs; documen- |
s on community problems. ..all are part of the Corinthian stations’ concept of respon-
lity to their communities . ..and strengthen the ties between community and sIatlon

KHOULTY KXTV
I @ Houston Sacaampnio
r ® KOoTV WANE-TY
Twga Fart Warng

------------
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‘The Light that Shines’

N SELLING IDEAS o coneepls o the nisses, simverss or Latlure ol terr hinges
on 1 phrase ar symbol, This fact is a< old as vivilization, The Grose aml
the Star of David are two early exanmples,

In recent years, The New Deal, The New Fromtier, the V™ for viclory
helped put across specifie concepts. While in sumes instanges the phirase or
symbal represents a positive idea. othets work negatively, Television has vea
sott lo be well aware of how eertain hey phrases can do great karm,

Five years avo this month Fortume magazine proclaimed tolevision a-
“The Light That Failed.™ Nearly three vears agu, the FCC o ehairman
Ineched The Vast Wasteland.” Tn each instanee. Jovadeasters were down-
oraded by a dramatic negative.

With such phrases and voecal mitoritics. it is all too casy 1 criticize an
industry so widely dispersed. so much m the puhlic eve and car. representing
so numy individuals and interests. Making a ease 1o the contrary 1= far iore
diffhieutt, Though the fine contributions of networks are <een nationafly. the
good work of local broatdcasters is generally seen only in their own eon-
moiities. Yol in city after city, the publie i~ being well-werved daily n
manifold ways throngh the mediwn of televicion, Exen o glimpse. o< in
this spoNso public affdirs survey of ~ome 1300 esamples Conly a fraction
of the tatal) . makes this apparent. To those who sech the truth. the record
is available.

Five Vears after the Fortunie article. it is plearer than ever that tele.

vision should be characterized a~ “The Light That Shine<,™ o




New study compared
fo iInteraction reveals
changeinprograming

Inerease in community affars. government and politics programing types reflects
changing issues confronting the world as television broadcasters use their cameras
to explore. clarify and expose these subjects for their communities, TIO head notes.

OT IN SOME YEARS has a report of locally produced public aflairs television
programing heen undertaken, pursued, and presented as comprehensively
as that which follows. /nteraction, its 1960 predecessor, was prepared by the
Television Information Office and reviewed the efforts of 264 individual stations
to meet the varied program nceds of their communities. Since that time, as the
number of operating commercial stations has grown by 11, the sheer volume
of public affairs programing has. of course, inereased. The current survey of
1541 programs is based on responses from 326 stations. It reflects not only the
increase in the number of stations, bt also the broadcasters’ changing views of
the needs of a changing society.
A cursory vomparison of /nteraction and the current study reveals some
shifting in emphasis from one subject category 10 another. For example, while
7 per cent of the programs deseribed m /nteraction could be characterized loosely

as “Community Affairs,” 22 per cent in the current survey fall uuder that head-
ing. "Government and Polities” has inereased sharply fromm 5 per cent to 16 per

cent. Conversely. “"Formal Education,” has fallen fronr 5 to less than 1 per cent,
perhaps reflecting the increasing serviee of educational lelevision stations.

It is in the analysis of content that we must search for some measure of the
significance of these figures. What have heen the events that have filled our
television news reports. and newspapers, and the other mass- and special-interest
magazines? First to eome to most minds are the civil riglils struggle. Ouyr con-
tinmmng problems with the communist world, the Eeumenieal Council, problems
of hausing and 1eaching schovl ehildren, whose numbers are double those of @
decade ago. When we tnrn 10 Lie gpestionmaires on whieh this survey was based,
we can see that throughont the country. lwoadcasters have used thetr cameras
to explore anel elarily and expose these subjects for their communities.

One can hivpothesize tleat the arcas of greatest concern lo the conmmunity
ilictate the priorities, We fud in the cufrent survey that three of the 15 program
categories  (Commmnity  Affairs, Government and Polities, Health and Soeial
Problems) accomnt for approximately half of all reported programs. In Intes-
action there was u velatively even distribntion of progrant subjeet matter.

Tn anindustry as survev-ridden as broadeasting. the response to the sroxsor

shindy siggests that broadeasters are loth praud of their publie affairs program-

ming and cager to inerease advertisers’ awareness of the existener of these pro-




In over 35 markets to date, Seven Arfs’ series of 13 one.
hour TV Concert Speciats featuring the Boston Symiphony
Orchestra has registered an impressive commercial suc
cess story for a vanety of sponsors

in 10 of these markets for example, the series 1s/was spon
sored by a local bank or savings and loan association as
follows.:

Bangor, Me. "WABI-TV) Merchants National Bank of Bangor
Columbia. S.C. (WIS-TV)  Home Federal Savings & Loan Association
Des Moines, Jowa (WHO-TV)  Vailey City National Bank

Fargo.N D (WDAY-TV) Gate City Savings & Loan Association
Fresno, Calif. (KMJ-TY)  Sequoia Savings & Loan Association
Lexington, Ky  (WKYT) Bank of Commerce

Louisville, Ky ~ (WAVE-TV) Citizens Fidelty Ban

New York, N.Y  (WNEW-1V) Manufacturers Hanover Trust Co

Omaha Neb WOW-TV)  Nebraska Savings & Loan Associaton

Wheeling. W Va (WTRF TV

In addition to banks and for savings and ican associations
other sponsors af the Boston Symphony Orchestra series
Include Scotf-Stewart Volkswagen n Erie, Pa , The Stewart
Ory Goods Co.. which 15 co-sponsoring the series with the
Citizens Fidelty Bank in Lowiswille, Ky Music Manor in

Secunty National Bann

interesting notes

Reno. Nev ; Miller Piano in Jacksonwille. Fla and the Manu

S 47 | SEVEN ARTS
47 H| ASSOCIATED
e CORP.
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grams. Heightened viewer imterest has resnlied in a growing acceptance of “real-
iy 7 programing among advertising agencies and sponsors. In the three years
since Imteraction appeared, the rale of sponsorship of local public affairs pro-
grams has increased from 10 to 27 per cent. The implications are clear. Hours
of programing which. in the past, offered no hope of recovery of costs are now
sateable itlems in the local television salesman’s portfolio.

Althongh there is more than a suspicion that sponsored public affairs pro-
grams arc considerably less profitable than {heir emertainment cownterparts,
hroadeasters have learned that by planning carefully and approaching their
prospects early, they caun Tuterest institutional and other advertisers, and ot all
publie affairs cosls need be writien off in red ink.

If the programs which we describe loosely as “public affairs”™ are of pring-
ary interest to those who are most concerned about their world and their com-
munity. aud 1if such eoncern is a by-product of education, then three or five
years lience we can hope to sce even greater altention given to reality in all ts
aspeets. Onr sclivols are now readving the audieuee whose educational level will
he the pre-condition {for keener awareness of, and attention 1o, non-entertainment
programs. And the broadcaster will extend further his fechnical and crealive
skill to engage the atiention of those, and hey are by far the greater mnnber
who have until now remained “nninterested.”

It cmerges clearly from the study that the size of a community does not
dictate the degree of attention which thie hroadeaster gives to public affairs pro-
grams. This is n oue sense. ot léast. nnexpected. since the dollars. energies. and
skills which any station can muster are nsually dictated by its income. anl income
is, by and large. a function of market size. Nonetheless. broadcasters w niedium-
sized and small conimunigies have nol stinted.

The comptlation that follows makes clear that mdixvidual broadcasters are,
m increasingly, investing their resourees to further broaden the scope of their
serviee in [he public interest. It shonld serve, too, as a ready reference for tele-
vision stafion publie affairs directors, who will find i it enconragement to widen
their own views of the achievable i reality programming.

WC canitot predict the content of publie aflairs programing
m the years ahead. For if we analyse the rurrent report and its predecessor, it
secms nite clear that the shifting public interest will comtinuve to determine haw
the broadeaster ean best move 10 meet his community’s needs.

How well prepared he is ta do this was dramatreally demonsirated i the
display of the entire indistry™s apalilities during the tragie days of Noveniher
22-25, 1963. Natiuma] attention was, of conrse, focused on the events. bt in the
diys that followed there were surprised ansertions from some that in the emergencey
“lelevision grew np.” This wisses the point.

Tehavision has been “growing up™ since the mid-"10%s, spovson. in s
sticdy, examines the day-to-day ¢forts which have prepared broadeasters to meet
the wnanticipated chaflenge of a national tragedy as well as the fess spectaenlar

btk ongoing dath needs of 32 million Ameriean favnilies,

Rov Dasisu, director. Television Information (ffice

i




Why shouldn't

a national advertiser

get the benefit of high-impact
local public affairs programming?

That's the question Blair ashed itself. And answered it n concer
by sctting up the Special Projects Group. tl v fully- W |
stafied department of its k in |

centrates on bringing progra

to the attention of national advertisers

Somce of these programs appeal to pe !

talk about their problems: T :

tation. Education th . O DS (

bring the community t | N DU rC ) can ao | J}

parade. in the tension of a vital election. Or in com-  with Blaw
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Public Service?

When a motion picture, usually thought of as “‘entertainment,” conveys an
idea, examines a problem, or lifts a heart—isn't that serving the public?

And how often have we found this to be true of a movement of music. a mo-
ment of drama, a minute of history? Isn’t it also true that the best TV docu-
mentaries are those that arouse the mind and appeal to the emotions?

The more programming we plan and do—public service or otherwise—the more
we realize that the familiar compartiments and categories can use some re-
appraising. The content is what counts. The form is secondary in 'mportance
and the old distinctions seem less valid.

When we plan what are traditionalty called “public service” programs we aim
to inform, to broaden understanding. and to stimulate thought. We choose a




subject and then we select the foratr. We have found that the special magic of

TV and radio. properly employed through sound broadcasting techmques
often lifts public 1€ 313 ned w

enables them to appeal to the broadest possible audience
Thus, without

will do most for-

W

RKO General Broadcasting
AM/FXL/TV LOS ANGFLES « WN\C AM TV AND WRKO FM
CKLW AM FAL TV O 1T -WINDSOR « KFRC AM
INGTON,D.C. « V"HBQ \\° TV MFMPHIS




Critics pick best in network

Coverage of Kennedy death and burial
an outstanding contribution by industry;
varied programing by networks chosen

N e mistTory of hroadeasting, 1963 will be re-
membered i large part for the monumental
coverage of Prestdent Kennedy’s assassination and
burial. Few other events in the past 43 years since
commerecial rudio began conld possibly ontrank it
in terms of selflessness and maximum contribution
to the nation.

While individual television statioms joined in this
greal effort, and deserve the highest praise for serv-
ice. the major hurden of coverage fell to the net-
worhs, This was nnderstandable since the event and
its related developments came from everywhere.
Ouly onter space was mnheard from.

When the sroxsor Publie Affairs issne was conr-
ceived. no one could have imagined that an evem
of such maguitude would take place near deadline.
\ poll of many of the nation’s leading newspaper
television erities b <seleet the best af network public

TV CRITICS SELECT
TOP NETWORK PROGRAMS
1962-63 SEASON

ABC—CBS—NBC
Death of President Kennedy
ABC TELEVISION

The Miner's Lament
A Vanishing Breed: Portrait of a Country Editor
The Vatican

CBS TELEVISION

Storm Over the Supreme Court
The Silent Spring of Rachel Carson
Town Meeting of the World

NBC TELEVISION

The Tunnel
Shakespeare: Soul of an Age
The Kremlin

alfairs programing, completed hefore thie dead|ive,
left this one out. But there are exceptions.

Without donlu, tle four November days ranks at
the top of the list of public affairs contributions
above and Leyond all others. To the list of the three
best public aflairs programs on eaclr of the tv net-
works, selected by the nation’s critics, the editors
of sPoNsOR have added this one more, knowing that
the decision would he concurred in by the panel.

Beginning with the new President of the United
States and ranging down to the ordinary man in the
street, the nation watched and listened in solemn
wonder. At the risk of heing trite. we say this was
broadeasting’s finest hour. This was the hest of the
networks. To the American Broadcasting Company,
the Columbia Broadcasting System, and the National
Broadcasting Company helongs the praise of all.

Though the events of November tend to over-
shadow other public affairs activity by the networks,
as they did with all other liuman activity, the week-
in and week-out contributions hy ABC, CBS, and
NBC are none the less significant. The variety of
subjects in the crities” selections are widespread and
give strong evidence to the outstanding effort exerted
by the networks in public affairs.

In its poll, sroxsor asked the erities to name the
three nost outstanding public affairs contributions
by each of the networks during the period starting
1 September 1962, and extending throngh 31 Aug.
ust 1963, or to put it another way, dnring the 1962-
63 seasan. The following were the programs most
often cited by the erities (for tabylation. see box):

ABC TELEVISION

o The Winers’ Lament: A study of the mining prol-
lems in the caal regions of eastern Kentucky. and
the new strife precipitated by the United Mine
Workers! decision to elose four to six union hos-
pitals in the area. The program was produced by
ABC News Speeial Projeets Division and sponsored
by Bell & Howell. The show was broadeast Tnesday.
9 April from 10:30 10 11 p.m., EST,

o The atican: Viewers saw places in Vatican City
never before ilmed. amd the detailed workings of
the oldest established institntion in the western
world weve exphained. Priest uml postnwi, choirboy

SPONSOR /v\ PUBLIC AFFAIRS




tpublic affairs

amd vardinal, fovmen. the Swiss Goard, the an
treasires, seciies from the Eenmenical Connett were
seen i o sty of the Vatican as a repository of
heauty. a scat of historv. and the center of religion
for 500 million people. Johun H. Secondari was
exeetive producer for the program sponsoced by
Bell & Howell, The Vatican was broadeast Faster
Sundav. Th April from 10:30 10 11 po. EST.

o A Vanishing Breed: Portrait of a Country Editor .
A partrait of Landon Wills, publisher of the Mel.ean
County News in Calboypn, Ky, and a sty of the
mpact of the wewspaper on the comnnmity. The
program underscored economic factors threatening
the existenece of thousands of small weeklies throngh-
ot the Unitedd States. Prahieed by ABC News Spe
ciek Projects Division, avith Jolin H, Secondari o
exceutive producer, A Famishing Breed was alwo
spotsored by Bell & Howell and breadeast Tuesday
23 April from 10:30 to 11 p.m.

CBS TELEVISION

The Silent Spring of Rachel Carsou: A report on
the controversy over the use of pesticides which
startgd  with the publication of Rachel Carson’s
hook. Questions examined were: Is man engineering
his own destenction by the widespread application
of chemieal pesticides? Arve pesticides affecting the
growth and reproduction of fish and wildlife? Are
pesticide restdues storedd in the human body affeet-
g man's health? Are present controls snfhicient to
tnsure safe usage of these chemicals? Exeentive
produncer was Fred W, Friendly and it was aired
Wednesday, 3 April from 7:30 to 8:30 p.m.. EST
s Starm Qver the Supreme Court: A three-part set-
ies on the nation’s highest court. First explored were
the conflicts and perils that the Court has faced and
survived throughont its history. inecluding carhy
states’ rights issues as well as Court power in reeent
cases. Part H ook up the schoal prayer case, ~how

ing chronologically how cases move from lower
courts 10 the Snpreme Court for final judictad dispe-

ABCTYV: The Miner's Lament focused on coal
miners of Eastern Kentueky amd their problems,
wehile another told about A Vanishing Breed:
Paortrait of a Country Edilor







CBSTY s Tona Mectiag of the W oorld wilized Telstar
1o bring together world fisnres (top left).

The Sitent Spring of Rachel Corson

exonined posticide controversy (top right ).

NBC TN phovees inelnded behind the secnes ool

al The Krewdin (loweer left). dlso Shakes peare:
Sonl of an Age, inelnding graveyard seeoes filmed

al Stratforid-on-Advon (loweer right),

sttion, 1%k 1 owas devoterd to Bible meading in the
preblie ~chools, Friendh wos also exeentine pro-
ducer of this program. The fiest part was aired on
20 Febrnary, the second 13 March, and the third
on 19 Juue, all from 7:30 10 8:30 pan,

o Toun Weeting of the World: With the advent ol
Telstar commumnications, televiston acguired o nes
depth in Juls. with the first nse of instantancons
switehing of tv transmission and reception facilities
hinking the United States and Envape. Former PPres-
tdent Dwight D. Eisenhower. former British PPrime
Minister Anthony Eden. Jean Mannet. “Tather of
the Eunropean Common Market. and Hetnrieh von
Bremtano, West German Bondestag leader, were
Linked in this new type of the “town meeting.”” The
broadeast.  produced by Friendly, ook place
Wednesdiey, 10 Inby from 12:15 panc e 1:20 pan..
and repeated the spme evening, 7:30 10 8:30 pan,

NBC TELEVISION

o Shakespeares Soul of an Age: Excerpls of Shake-
speare’s plav=. starring Sir Michael Redgrave, with
Siv Ralph Richardsan as gonest narrator, were pre-
sented inthis program. In addition, a veconstraetion
of Shakespeare’™s life. wuh v cameras exploring
existing  kmdmarks  in Stratford-sm-Avon. was
shown. Soliloguies and scenes were heard  trom
Richard the Second. Tears the Fourth, Henry the
Fifth: Jhchard the Third. King John, Tenrey the
Eiglnh, Macheth, Hambet. A« Youn Like L Twelit
Night. The Merry Wives of Windsor. and The
Tempest The program. an NBC News production.
was broadeast Friday. 30 November. 1962, from
7:30 to 8:30 o under the co-spon-orship of Lig.
gett & Mhver and the Bancolo-Merenes [hivision of
Ford Motors,

o The Tunnel: \ docnmentars. fitmed dnring the
event i=elf, teHing the <tory of the long. dithenlt.
and dangerous work that went into Imilding the
escape route for a gropp of East Berliners, The
tennel was begnn in the early summer of 1962 1
a group of West Berlin stdents. and esentnalls
ran some 130 feet beneath the Berbin Wall, Pigging
of the timnel was abont a month and 60 feet along

SPONSOR/Tv PUBIIC AFEAIRS

whent NBC News dearned of s evistan e and anele
anvangemerits  for blmomg, Stoer precathoacas
NesE=HIes Waere u'c|nlth toy pratedd the e
tnvolaal, The program was bofecast 1O Decrinhe
FOO2 trom amd was pioduced Iy NBC New

o The Arembur: A tecoreation ol the events takimg
place e the Keembin dormg e centnries, srom
cartly Moseow princes do L za Peter the taeet Lo
the Soviet cra. The Latter was thiestiated e sceqes
of Laons apartinent, the Palace of Congresse< the
ety hall ol the Supreme Soviet and te binoal
||].|m'~ vl Bolshevik beaders ont-rde I]u' Niewmhin
wall. Altogether. camera crews <pent <o two
maontles fihming the report i the Keembing The pro

gram was produced by George A, Vicas aned was
-lmtl-nr«'tl Il\ \'l'l'ﬂ\ (.nl‘lml'.llllill. || Wl ||In.|l|| Jst

Tuesdav, 21 Muy fron: 430 1o [0:30 pom. .

SYNDICATORS ACTIVE IN FIELD

Symlicators are also otz thisse work-
ing v Publiv Affairs Programing, There
are about T3 such progreams in domestirc
ssiddication, Both off-network and  fiest-
run =yndicainres are selling fise-minute,
lall-hour, i onehonr serig=. al=o ap
assortmiend of public wairs <pecialbs.

It the firslerun ratezory ace such
shows u= Seven Arets” Ln France (abom
T narket=) : United Artist= T Walper
specials (83) aml Lee Marvin Presenis:
Lonehreaker (130): Natioanl ‘Felefilm
\ssoels Open Epd (200): and Official’s
Iiozraphy (119) anud Bartle Line (01Y.

The off-network  vatezory  inelndes
snech titles as Expeilinon, lheh Road,
Yary Log. tir Power, You Are There.
amd Faectory At Sew. Nors Loz, which
eriginally ran on ABC TV is ssndicated
by CBS Filme li= 101 half-lrmonrs are now,
ruuninz on M siations.

NMBE Films<™ seneralde Fictory 41 Sea,
which has been in ssndication for ten
years, seenis lo have <aturated its mark et
—it'= not now being earricd onany 1=,
station. bt an NBOC <pokesnum esti.
mated it has played on “mo=1™ sinion-
tn the countey at vhe time or another,

ABEC Films® Expedition, which ran on
the network for two yeaps. s rurn-nll-\
rienning 17 episvdes in 29 marke-, Hich

Road’s 35 segmenls are now in L eilies,
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the more
important
judgment becomes
i {imebuying
decisions,
the more important
SPONSOR becomes. .,

“aays 0

...hecause SPONSOR provides
the hasis of good judgment ...
hecause SPONSOR is where the
buyers are in broadcast
advertising
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The reappraisal has been agortizitg. Formulas are thoroughly shaken. Buying is now seen as the complicaled
process it has always been. |f involves inlensive probing under, around,and beyond the numbers, for the dif-

ferences between stations—some subtle, some nof so subile. These are indeed days of judgment, for which the

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

means of prolection. Never has the trade press been more vilal to buyer or seller.

But which frade magazine! Today more than ever the answer is SPONSOR, because SPONSOR concenirates
on one mission alone: {6 feed buyers of broadcast advertising with information and illuminafion. SPONSOR
spotlights whal's being bought and what isn't . .. what's working and what isn't. SPONSOR points up changes,
frends, lechnigues,and direction. In the process, SPONSOR has become more vital than ever in buying decision.
Don't take our word for it. Ask fo hear the frank, unbiased tape recordings on trade paper values as given by
spokesmen from 20 key broadcast buying agencies. These are days of judgment in trade paper buying, loo.
The fimes call for probing behind the kinds and sizes of numerical claims, 1o determine how many are relevant
and how many are not, When you do, you'll find 1hat SPONSOR gives you the inside track on the judgments

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

SPONSOR 1y yU BIIC \E# AIRS



STATION PUBLIC AFFAIRS:

More
than 