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MULTI-CITY TV MARKET
..... Whatever your business language.~,

WGAL-TV translates it into sales
Channel 8 speaks the language of the people
in its widespread multi-city market. VieW~rS!
listen, understand, and respond. To prov~1:1
it, Channel 8 telecasts sales messages;
for practically any product you can name,

Representative: The MEEKERCom¡la.ny,Inc.
New York I Chicago I Lo.sAngeles I san Fran.ci$~'



l~rAlltl:castiet;S;~ftl!n. ~.a~rsio.If' d.m~;,(!ltt :£ta:y~.
;)f~trthapp;e:at .At :S:ta:iei
·~iít:o.J,cfi~tt~t:t;ti;l;'9'.¡lr; fl!W..•~l& ~íil'-~1"'~---='~ ..\'~ '.,"~""'"·' -~~y;~ ~n' ~'f.~¡

p:ot't~ mJ' IJ~ ••sar~~ :~r~ .~.i 'Qy·
stlúie: eN;iim::ts .to :tl~E:t. a, :tempflt;a:r,y
reii~'tilii•" •t,¡¡s fa"'"'"~·. TIF·..,,,,. '!\'l·t1~fü:t.,,:ffo:~-----)~J"" _ -~ '"'''"!;~"'¥:!·51,.~f =··'· --~-~~ ,J!?A· -··" -"---'-./

fS:'UJQiil"'~l!5l'í'tg fe''"l(;!jf;~.
~'¡~-,- '_\._•'---~!:~-~:,__, ¡~~ :·.. -..~~~t'\--"..:l

,C1WMb(J. ll!ll!H!!I ·· ,~~Q. ·..,·t;,v,,;,, fFcant :1Jpet11ing'
u.-.fL •i!lilli't · ii' ·ili.fÍ'ft••' t1.'.&·nd'g""' ~-· """'1:,"' lill{Qll)·•;,.;,.; l!l1i1>'NiA;I'·
~as'tli·w~~-,it,t'':$·~~~··ª fill~ii
S'to:e.e ienata •C1!>:nmreree Ot1m.
aim:d tifa: !C~ro~~~t1~tts:~uhmmmit..·
t.••••"'1'Nw; h<>Ytt ~& •t''k.d''Íi¥ •¡· ·~··1:t..··,~'¡ii•~,,
..•••.••~\'!J~ ""'"~""'"'·"~·'!ii .J'll!i!~.~:"'~!:~. ,!'!¥ ; ·.J?c~>.:!J"'

pi;;ID'.lla~ o1i netw;i:rr:k;att,(l ~~ i:t#-'
b:wl:: ftj¡}:(;f-4··ma:_, £®' ~ :a::c'ffon:

~,,'.::rmií:'f.! ;,,,., á'~ecl: ··· · :~ :~{:,~, ....:t~ ,~. ,. !lil1L !:,
.pacr' f1';~. :r !l!~'rt,..,itf~,~&:ti~~~i:Q~:~
ié• J;o~k into: 'tV netw:eirk, :ne¡~l'a,;

Iii~~,.,"X'l1\t~~U11ª.11ii~ltt,.tir~m.v~·~N~,-·
~~t~ ~t11&~,.,~lt!\fq~ '~ª~~~~~lltl~
~;ra~p~d. lilJll \ioi:th l:eJi>rl;li 1mn; :tt'(tw;f,lr1lkl
~tªl)j, pjt4'1~1£i¡rJ~m~ci:E,
Ash'b.L"'""'~ Brv-'l:im:t~ ' ti!;'r, , : ·w.~1. ,, '.-'~ii ,-.,,:' 'F,>~~ ,, . . s-

itine ~in~. ~tw:oA:lk'~~Ia:ti:nti:'~¡JPC:!
~tel s:ei:ll 'Ufi~r :~:cr&i:d.era'tl~a:r h~ Ci')'.tn·

~ont í'li\ ~
m'!;tf~e;:tmntdn:g;, :g;ntf
m~~,:~~~f1;p~~ti!:s,lét~t'· ~:s .~nm~
mitt~~ rm n~e~cl~~· i:Y,J.!t.d:~ ~$' l\ff !{l;ijl~.it!<
of' fhe ñitm ul

;t~~~~~'1:i!::t~:t~~~;:~~~~in s..eM'en ·t~{l\)-,~~tia·nmi1~,~íl f~r~7t'5:
m.m~t:s.1~wJU simm, Uk'el o;kt fiom,e'

tlri'> FCC; f'\~...,)b:>~~""'"'<?Jii,l,. R.'i."''.'.·...:"'.~'-,,

~~f1!~S :~p~tb~rtttiJ;~iiitiii~fi,~·:~;t'.~~:~~rJ¡.-,~~l.,~;~ ªttfj'lf~fln~~f~e
.•·i:~~1~. !¥11-d w~kew.n-g: ~.(il:m])l~O.¥e

o.,tADC,

wa~h1.it~t:t;lirr--;~i~\r~:~iii, ~h~ .~l;§',zi;~~tt~
~lllrom.erd:al. l?Ídur.a: ID1n~ag;rín',,l\lt~$
J~~O,t J,~'J:l,o:,s:11lll• hª'ª . s:i~~s~~p~dthe
srn:~Jd;n¡g;a:n:d Jn~a'l:tl~fSSltte;; · ·

lñ 'fa<st.·w~~&;·~m~:sag:e nn h:~alt'l\,.·aB
i.n rl:re.. 'ei'irllJ~r~e~:sc~g~~;(.(~g!))Ysll~~i;
inte:.res.ts, füJ?: ..J>resii:de•nt m·acl:e rro ref·~r
ti!Hé.etrli' Il1'1'W~~ r.e>;;rr: ,(§;: :s: ~m . Av··..·,·•.11¥ ... R ... , "~~ .• ,,~ iWM,,'ga'.J'ls.i,
h~al;th'.:rhe I!Iessage 'tleferl?o,rt~y·iley ,g:~!
'~rial··~.G!·Q'~n't~;est('}·f ,~néer ¡ao:;<d'heatrt
di!S'eas-e;~.u:trd~,\i',g>tti!(lf•~n~e,,~:flí, :t;t~Ws)¡\:e"''
·~i'.iid ·~:ommis· · ·

lllBLT10N G~ETiSW.AYr;•
PB· -e rcff·..1·p•y· .."'' ·u1 l.!' t.!'·L·l"!tT.1~'.:'_,.-~::R- •· -; .. '. )•: n~~;~;'.!-~~w:
Jq:ew Yu.tk7Jl ap~~r~1h~t.:~~q~~~"·

:h~·Ja:.a.d, b.eA1i repo.ilfe.d rl'1s~nt!e.d
'(:,Bl~·9Velf ;llú'í>· ~~~:'.$4~t..~J}i;d~~t·
:ta .1e:a+ve: ·n:e:t.w0>t'k,, hQ~ wan. his.

p.Q;'fui wli~w~~,~l'5xa~s,.h, ~n:n'll>J)(tt~:~:
r:n:e.nt ílitt W!_ee~&:,eud ;ft'am. C:B:1 :~t:es
tba:t~~~lt:ó:lt'shwt' :s.m~s;will .e.~¥dt;t~
tt~ ~ti~m'tl.ei:~;~·.;N~l'¥~g~

.; ~.hu~.1mif sctaTt.Si thttcl. se-asan
ªJ);'~~~t ~,;9 ~~ $~~~º'

lite:iB;ke:r1101nh~'.líl!Im M~at· iín
.. :1·.... ,i~ .•• .,,,, , Á ""'~" 1·,;¡¡. b.. ·''"" ·il"Dlb•~~·~¥tS'~~.u.iil.ltl'SJ.. .m;s, ..••.tA ~J.Q!J,, ·~@·"'"'
~l!Imesp:ri~Q?l\Sl are. t~~J?'e'at~!ft:''Q;Í;l'~~»

A-c;f:fan; p:u:t ·~;f:i'1'Q'. .,,;m,r~sf'llcll
~'tí\t:o;r'F£a f~m :(i¡·m!iíf;h:i!J ii>d'l
W'a;sl'J'ít1g;filtr~~;p~~7r:~~,1':iplf::9<J, '\t~ti?;
rJ.1:11itl~ffi.','ll,'(fif!.~(!JJP,'if¡'t;'Jl f;llJ!/!, 'i.ttiJ 1/ii!i!f .~

1f¡;fflJJ;
'fffJJ:e71t.:f!GIJ.ifs; «1·ws¡ .7t.e.e.n~ PfJ£;ff/!º1!e.tA, !!f!:.S,¡;;

:tf!~,~~~:~~~:~f?:!~~:~~~:
tlfik~;~/!'C,BWr»Wli/J · l!!iR<~JlirJ.S!iffilf-if' 'i/aiiJfi
,}Jiií"{l'!j! ~ :iffe/P,;ef_:j~
·11hi's £l:1Jll11.lk.1 wiflíi Y/fa .l11D!ei•8itt ~~ .Jlf'Z
~'!fé.'t.rt·f'ir'fñ.~·if g!tf:¥...i:!Sra ;~'fill.~'5, ;r;Jlil;Í.CQ.tlfll!i..

~::.~~~~e:
~ªm~ U't
m.rm1st~~
l:.~J~~lis'ªt 'tb:~•en:.cl: rtif,; fa18.t. year.

~ .~~.,~~M'~ª:Sht~gfy¡i~éi~lW4.~ll.;~i~~~o:
1~tl~ mll be ;p:a1'd ,~lar: 6 t~. 'S'~~~"'
~~¡4~~1$,~:fit~&xr'4V~, ~ 1,.



STAFF

President and Publisher
NORMAN R. GLENN

Executive Vice Presidsnt
BERNARD PLATT

EDITORIAL

Editor
SAM ELBER

Managing Editor
H. WILLIAM FALK

Special Proiects Editor
CHARLES SINCLAIR

Associate Editors
JACQUELINE EAGLE
AUDREY HEANEY
BARBARA LOVE
JANE POLLAK

Art Editor
JOHN BRAND

Assistant Art Editor
NIKKI DI SERIOL
Contributint; Editor
DR. JOHN R. THAYER

Washinuton News Bureau
MILDRED HALL

Field Editors
ALEX ORR (East)
DON HED.MAN (Midwest)

Regional Correspondents
JAMES A. \VERER (Chicago)
SHEILA HARRIS (San Francisco)
FRANK P. l\lODEL (Boston)
LOU DOUTHAT (Cincinnati)
!\tARGARET COWAN (London)

SAlfS-
New York
BERNARD PLATT
CONNIE NORTHRIDGE

Chicago
JACK SMITH

Cleveland
ARNOLD SUHART

Los Angeles
BOYD GARRIGAN

Production
PATRICIA HALLIWELL

ADMINISTRATION

Editorial Director
BEN MARSH

Production Director
HARRY RA~tALEY

Circulation Director
JOE WOLKING

Data Processing Mana¡:ttr
JOHN KESSLER

Advertising Promotion
DWAYNE R. WOERPEL

Circulation Promotion
GERHARD SCHMIDT

6

21

24

26

30

35

38

42

48

50

SPONSOR FE.BRUAJ:T~'l~? 1964.
Vol ..18.. No. t

19
GENERAL

All industry talks cure. for cl1,ttter
Association of National Advertisers hMts 4A's, NAB
Code Board and others .in.talk sessions to discot)et
common ground on which to tackle clutter p·roblem
ADVERTISERS

Why Rambler like.s NBC's "Monitor'
American Motors rides with NBC's '"Monitor'and
radio network news throughout the shakeup
decade of automobile compact-car production
Idea planning needed
Planned innovating is not.just possible; it's
necessary if companies are to survive, says
Roman Advertising's George Land
AGENCIES

For McCann Tillers: Seed-sowing time
Top-rung creative staffers of McCann-Erickson
gather in New York from across country to
see commercials, stimulate creatioe juices
at 3!2-dayseminar for 50 creative agencymen
TIME/BUYING & SELLING

TIMEBUYERS: What they were & will b.e
In part seven of a series of articles by agency
media execs, Gardner's Rudy Maffei peers into
the past and future of the agency media man
TV MEDIA

Tape speeds golf series
Producers of CBS tourney find way to sace time.
by recording play on video tape with live cam
eras; golfers applaud move as accelerating game
Avis hit-run ad hints TV interest
Is the country's second-largest auto renting firm
planning a plunge into TV? Could be; ad says so
RADIO MEDIA

No radio jingle is universal
Phil Davis decries practice of selecting music
theme as if all U.S. were tuned to same
wavelength; urges admen to vary beat for taste
SYNDICATION & SERVICES

Business is thriving for major film firms
Sampling of latest reports in fields of syndication
and production show that industry leaders maintain
strong positions despite intense general competitil)n
SPONSOR SPECIAL

SPONSOR's annual index of important feature ·~rti~J,.l~C
All of 1963's geared-to-buuing stories are handily
indexed by topic area, story subject, issue date, page nuttribet
DEPARTMENTS

Friday at Five
Publisher's Report
555 Fifth
Calendar

3
8

12.
13.

Sponsor-Scope
Commercial Critique
vVeek fo vVasll.ittgfon
Natión.alFífo
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Part 1 54 exciting UNIVERSALmotion pictures •..
including "Bend of the River," "Up Front." ''Mi's·srssippiü'ámble,r,''
"Bengal Brigade," "Yankee Pasha," "The Redball fap11ress1' •••

andthe high-spirited Abbott andCostello feature series.

tu.n:turtts
Júhe ~!lams
Sát.Mmeo

Part 2 54 top UNlVERS.Alfeature films, such as ''IheSh.ri.ke,''
"Winchester 73," ''Ihe Spoilers." "The All American." "Never Say
Goodbye'' ... and the exuberant "Ma & Pa Kettle'' feature series,

Volume 9-Parts l, 2, 3 amt 4-.. from the UNIVERSAL-SEVEN ARTS ffbraryof "Films ·of the 5.0•s··~ití¢/Uc!~t.Dd~'$::
st~ussuc.h as... Ro.ckHudson Anthony Quinn Tony Curti.s Abbott & Costello Kirk Douglas Jeff Cha'.n.tUer .J·am~~Ste:w
Shelley Winters Gregory Peck Loretta Young: Jane V'{yman Alan Ladd Arthur Kennedy l.e.e l\tlSJr:.~lnVi~t:Jr .5\af"''
Jane Ross'eJI Ronald Reagan S:al Míneo Robert Preston Vincent Price· .Janet Leigh Tyroo~ Pc~wíifr Wrliíii:m: P«il_,
Audie Murp.l:ly Piper Laurie Gle.nnFord June AHiS'onTom Ewell J.oS'epllCotten Je.anite C'raib D~n:Qailt:Jf Chüi~·Q:ln:ri.I
Erne.st Borgnine Anne Bal1t•rQft E:dElegl·ey Dana Andrews Walter Brennan Jimmy l)urant~·ltilie fidams: 'R;ort e,atho<
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Today's lead story is on the eontro
versial elutter problem. As a broad
cast-advertising industry issue it has
been increasing in mass. It's been
like watching a blob of matter in
vading us from some other world
eontinuing to grow and grow
throughout a seienee fietion pro
gram. Destroying it beeomes pos
síble only after the nature of its
ehemistry is understood. Then sud
denly the seientifie team begins to
eommunieate within itself and,
poof, the evil is gone.

Industry leaders who are grap
pling with the problem have inher
ited a new optimism generated by
the gradual but steady sueeesses
being aehieved over other highly
controversial broadeast advertising
problems.

The monumental task of resolv
ing the multiple factional attitudes
faeing establishment of operative
eommereinl codes for broadcast
media, unlikely as it at first seemed,
escaped from Paniesville.

The mountain of impossibilities
whieh surrounded the hearings on
the methodology, aecuraey, and use
of ratings in broadcasting during
the Erst session of the eighty-eighth
eongress, was scaled by a leader
ship willing-at its own expcnse
to talk until an area of eommuniea
tion was established and the ad
hoe group eould be replaced by the
Ratings Couneil, lne.

Like the FBl's Top 10, broadeast
advertising's leaders have been
knocking problems one at a time off
the top, and just as certainly an
other slides in at the bottom.

Clutter is at the top now. ANA
(sec page 19) has made the latest
move in the all industry effort at
self eomrnunieation. And Jane Pol
lack's historical summary is worth
filing.

I

. I¡I
'I
I

12

555 FIFTH

TAB will BAT for SPONSOR
A number of our people have seen
your story in the January 27 issue
about TAB and have been very
complimentary. I just wanted to let
you know how much we appreci
ated the fine work you did on this
and assure you that we stand ready
to assist you in any way we can in
future stories. . . . I will try to
alert you whenever anything is on
the horizon that I fell will be of
special interest to you and your
publication.

William Pruett
Manager

The Coca-Gola Company
New York, N.Y.

Media mixer

Your article "Radio Link Strong for
Discount Chain" as reported in the
January 27th issue of Sponsor was
excellent, and clearly reiterates Cal
dor's position of heavy radio cover
age as an important supplement to
newspaper advertising.

Fred Teitel
executive vice president

Caldor, Inc.
Stamford, Conn.

10 Search for Pl Stations
Could you tell me, please, if some
radio stations sponsor products on a
percentage basis. What I mean is
that I sometimes hear radio an
nouncements that request that the
money be sent direct to the station
for a particular item which is being
sold on the air. Do these stations
do this on a percentage basis with
the manufacturer?

If so, is there any list or directory
of radio stations which operate in
this manner?

Luther Kohr
Luther Kohr Enterprises

P.O. Box 111
Clearwater, Fla.

En. NoTE: stations interested may
contact the writer at the address
shown.
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'Ill.marki
'Useful journalism' 1m.
I suppose the highest form ~f I Sch
flattery for a writer ís not .ímitatio1i lec1e1
but when one writer readsanot~~ ª1~~
and says, "1wish I had written thatl, annua
-It's what I'ce always wa.nted uonal
say!" Hole!,

I'm saying that now about t~ I Intl
• • · . •. Joun<

sPON"SOI\piece m the January ~ wnlel
issue by Pete Peterson. His com~1 lll.
mercíal cost breák~down .articlé w~~ ~lu
a nip. It was clear, concise (at:ougi; work1
fe te ·for such a complicated.. su~... I~ F
ject) and complete ... A~ a studi~ ann;;
head, I h~ve often pondered doi~~ :r~kJ
such a piece myself-bu.t as y:ot'l::1 Olli

know, there's not muchtitne left b:t: mrd
a day to collect thoughts and O'OJ Hotel:
it. \Vell, Pete has saved us all a lot As~~
of time and trouble. If he doesn~t; presea
send it out as a.reprint, he's missffl;g; ,oium
a go:od bet. · \fo

Tl k f . .. tl . . 171harnnyou orp· nntmg· . :rep.··.1ece,.. .· . .. .· · . .. ·· imner
I have instructed out pe.ople here 1fackl
at The Fílm-Makee, to: have it:,
handy when they ge:t in those. teswi
price-and-cost: discussions wtth cfi~JI
ents. This, to me; is the kínd ofuse"·
ful journalism that: the trade presS!
could well do more o.f. Congnftulá.r''
tions.
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Lincoln Scheurj]~tJI Assn..
The Fih11.Ma.kets, :t~~tij'H[f

Chmago, lll,,¥ , Rrl
Brazil needs help

Can you help us locate the ma11
we need to head up a .special pro1-
ect of ours to impr.ov ·ethe qualit~
of TV programs in Brazil? l,t Js nát
a job for an ad1,ninlsttator <lr &orne~
one who would like to teli.tc to il!í
obscure foreign country, but: for '~
dynamic, creative man wlm lives.
and breathes programs. He \vi1I héii
when he feels read.y tespoüsil'.>le ;f!;)'J'
all local and nt!tioüal telev.isío~l pro~
grams. for Stnntlarcl Pr:opagand:a
S.A., B.razil's oldest: and largest .a¿{

ence1

agency.
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Crc¡¡,tlve Dírect0:11
Standárd Propaganda S.J\,

A v. Freside~te Varg,a.s:
Rio de Janeiro, Bra:al
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Insfitut:e ~f :Bre1:adt>asting Fin:.mm:rl
u, ij:t(!:etin;g"tT,~~·dli7.mm1t~

µ, ><··~·· _.

l.•,

rat_
ffai~

:annn~f conr~.r~n'Ce.s11onso:ted hy .Nca-
I;i!il' al · :f Bféa€l.échl 'r • Sh'nr 'ham.•..Jl . ~ • :. ·.: s•.e .S, .,•... ~ ....

rtr;gto:n :f2:C:J-l1).
•:rd~v·lsifJP

F:~µ.nJ1atiorf~fi·l(~~t'.;!fnnt,1;::Jl t:tille;g~Jni
c.~fl:lr.e:n~e·,.!I:ete:IRom;e:velt1 N.Y.:

f.,

Intemaifünal :Bro.adeasting Aw.ai::ds~
.~re;$~fttttti©bdh'to~r¡.:fí\i'ilyw.~~d.p.aJla,.

at Q:kb(h~.iba U. in Norman, wW1
FéC's. Cox~ NAB''~Anello, RAlts
lJav:kl {~·.SJ..

E.l:erfi;Qjtie lnilus.tif.J!s Assn., national
electi:nntcs:markefin-g s:ymposi,um~ Stat
I'erHil't.on Ho:~.el,\~ásb'íngt©n, n.c. (9).
S;¡n:in:gc:on:f.ere.noe~(9-IJ). ·
Wijfe~ Cuild of AmetitR, West,

,16fh mtn'Q~I ·d'Jtmet. combl•ning
.b:oncu:s for TV-.radi·o :an.cl s:creen.• )3ev
exly HfüoJJ lfl').t.~J•.ífoiíywoad (9}.

Variety M:ertharrdise Fg:fr, New
Y.Qrk:Trade Show Building, rs.:12).
Am-erita.1• :.;\ssn., ()~ Ad:v,ertis:ing

Agencies~. Sou.lhea:st :Ccmncíl, annJJal
1~~etitr~., ;RJv·~ria,MA:teJ,..Atlanta (11-
12).
Natfünal Editorial Ass11~,g'Qvérn

ment r,eJa:tlonsi w.orksbop, Wi11árd Ho
tel,. Wa-shing,ton,IlC, (J2:-l4).
· .Brnadéª5t~i!S' l>'ro,m Qt i~Ú1 Ass.n .,

deadline. for "Thir.d Annual On-The
Ait Awa1~ds"' éritiies (J 5), e~tended
from Feh. 15.

Arss.n, .of N'~ei,on~l~.dvelrt.l~¢FS,third
an..n..P.•.. ª.1.·s.·•e.tni·tl··ª.rº".·•.•...·.b.· u.s.ine.ss·····P'ªBer ·a'dv¢rtisin~, PJ.:Aza H.otel, N.Y. (19).

Intercollegiate .JJroadil~sting :s:yst~rn
a11n.i:ia:1:i:iaJioDal c;cmv~mion, C.olumbía
Ubivetslly~ N.Y., hosted by WKCR
FM C2lJ

$.o.Qthwestern Assn ...of Adv•e:ft'.i<;•ing
.~gen:cie~~.c;.onvenHon,Sheraton-Dallas
ElQJé.l,, ,(,22-24), '

APR:l.L

N'atitmal Federation of ..Advertising
~genci~., ..:ann.ua:l.·convention1 ,outrig
ger LQ:h~St, Petersburg., Fla. (2-6).

Finan.da.I Pu.bOc RelatJons' Assn•.~
Mil'.ldle Atl~nticregi;élnal me.e.t.\gg,Jélhn
M.a~sball .Hotel, Ricb11mnd, Va. (3).

N;'lt.io1:1alAssn, .of Brnad~:J.St~rs., an
nu~l correentlon, .Conrad Hilton Hotel,
Chi¢ago ($-SJ,

Tdevisi9n Fil~ Exhibit (TFE '64).,
PicR~C.ongre.ss Hotel, Chicagp (5-8).

WHAT1S IN THE MJDDl.E
MAKEtJHE B:IG D1FFERENC£

l:>on't .~li.p\Jf! Qn one o:Ethe most
im¡po.rt.¿¡,ntm~•rkets •..,. l;>e1;msylvania's
:rn.illión 1d0Ua't•''ra lcldle'·'.ntarket.
W~i\;~-.TV:~ t;}u~one. s:tatio;n that
giyes ~ou tli.ís l;>cig generous cushiQ'n

al V:i'ew.ers.''i'he. most profit~ble
rii~~et ion whtch :yo:i.ive evet landed !

Artt:erlca 's 21th. largest 'TV rna:il~et.

13
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Sorne women can't livewithout it.
Indeed, our daytime line-up is such

a vital part of their lives that
the 9 most popular progran1s are

all ours. Of our16 daytime programs,
12 are in the Top15.The ladies
have taken us to their hearts.
CBSTelevision Network®

Basedon NielsenTelevision Indexestimatessubject tom.1aiificationswhJch
the CBSTelevision Network will supply on request. (l\ITLAverageAudlence,
regular programs,7am·6í>m,Monday-Friday,October 1963-JanuaryI, 1964)
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Ford deal to alr
5 NFL. g.atnes on ABC
may hit. sked snag

Canadian gridcasts
offered sponsors
for U.S. coverage

Sears buys 52 wks.
of IQ a.m.-4 p.m. sked
on Chicago UHFer

Colgate-Pa Imo Iive,
Standard Brands
raise radio hopes

16

Ford Mofar Co. and ABC may have a¡gr.eec;lon. deal fo:r fel~éll:stíng five Nafie.nal
Football League games on Ftíday nights the cmning se·ason,but 1eiag.ue offi<!e s·a~s
"there ccrulrlvery well he probletn'' shlae sch~dJile iS;n"t ev~O .ue,at !Jein..gdl'áWID:up1
Also, no NFL games were played Friday nights last season, :ami only £our tlil:o~

place 011Saturday· nights. Ford says it has tea.¢'hed ~onlfo'g~nt fitl~n·eia] ag~ee•ment
withindividual clubs, andplans spons:odn.g:telecastoJ games on .successive Friday
nights f,;0rr1 Sept 2S,.:0Pt 23. HoxYeve.r?an JNF.L.~poke.sro~n.oolés·that until se:hed•
ule is worked out, wh1eh won~t;he for ranother rnónfh to six weeks, evien :&is own
office doesn't have ~myid.ea whieh ·dúbs=-ff ·á.D.y--....wUJ.get t:&.eFddáy night slots1

Meantime, pact between Ford, via J. '\VaLturThompson, and AliC for ::Friday
night NFL MVera.ge has been soundly r:a,1Jped by nut#b:et of e.olle:ge:o.fficiillsas
threatening amateur sports and invitin1goveresposnre of :football on the alr, Bnt
ABC, noting .arrangenient iS 'completely legal a.Iteld{;)est:úviolate. s:PiJ;ttof federal
law goverrríng scheduling of vmfess.ional spocts, says experieaoe has slrown fha'.t
"the more exposure Iooíball receives on TV, the greater is pubH:c interest ln the
spurt. Also, the telecasts should further accelerate interest in all spurts,"
Situation developed after OB.S and NFL negqtiatéd contract £mt 9.3 0f the 98

games to be scheduled, and network turned down hkf to .j?fok llJ? other five:because
it "didn't want to disrupt" its Friday night lfüéup .• CAHO sa::ysit will l)l!éempt its
scheduled programing for the NFÍ, games, and feels it' will enhance draw of
overall Friday night lineup; even when games aren't teletast.) This·was followed
by Ford's pick-up of the five games and reserving time on ABC for their eovera1e.
Ford, along with Philip Morris for Madboto dg;atettes~ álS.o has fi.l'stcraek :at

national sponsorship of NFL. coverage on CBS-TV-both advertísers playe.d .that
role in past seasón-. and .a.tweek~send a.deal was'tep,Q;fteddos.e to com~leti<J.nlpr
both of them to exercise theír option. Len Bum.et.tCn. is· agency for Marlboro:.

r
I
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11

L;-

Another brand of professfonál football being ml'l'.de.aviailable to TV advei.'fiS,~ts1
-this time from Canada and schedi..1ledfor ~.¡xturday.aftemDoJ)S.Deal just: xwrked.
out is for Fóurth Network, Ine., to beam to U.S. at I.east JS i.'é;g:ularS.e.as<:>ngattlt~s.a£
Canadlarr FóDtb<tl}League, Sefling wiH he fo groups lJr :individual statí:mrs, ~vlth
advertisers "being offered commereíaf partidpa.tfon en, regi0:nal .or naU.onal basis.
Web had 120 stations for live telecast óÍ Palm Springs 1Gt:llfClassíc~

..~~
1111n.~r
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Nó problems, either legal or governmental, fmes.et1by Tclevisfon Btu:e:au..0;£
Advertising in purchase of 36 .hour.sa week for $2 we~ks bsy ene advertiser on one
TV station in Cbicagó. However, TvB. notes f.he buy fs first :of its kind :in ·th:~
industry~ so "no.one ~an tell what wíll }n1ppen.i•·Oontrao~, whicih went· into :e.ffec.t.
last week, was placed. through Cnurfain Loeff & Adler for focalS.ea1•s: Ro.ebtiek;~·
Co. oil \VCIU, UFJ:Fstatiul.1which ,véfrt on aJt irr Chicta:gol::Lsty1?ar,Jnva}ved ís
entire 10 a.rn.-4,p.rn. slot, Monday through Saturday1 and station says1Y:átfou~fie\V
progtamiilg techüiques wil] he psed thto.gh:.outthe, sahedule.!

&Lois.

DE:\i¡
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II \lillr

1
Wa1~t
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"cWd-

Ratlío .inquiries by leading. prospects could mean rnajoa: bré'a.J¥t1lYID~gbsO'II

l 964 b(>oks.Colg~th~-Pi1ln'.V>liv~,shopping thro;1,.1ghall Us \lge11¢i~s.,ma.y mevs Irr
month. H so, it would break dog that has kept 'big soaps el.utof iadfo five:.·re·lP.'5!·
C<>lgnte'sradio hnclget (see ftkh\Y M Five) coi1kl. he 1npltipJie~lman1f times ..
Standard Bramfa, through Ted Bates, is:shmving.sig11sti£ ne'\VÍ:fitere:stíot~r~li0,h:to.,
Busihe$;S imli<.:atnrseom« at tin.te·when Ra.dib Advettisin~ E'u.re;ani.slJreparin;giSet
figures tlwt •showmore: than 20 millio.n ne.w r<.llt~fio.s~t>ld.Je.r f<!t!1th ye:a.t1in tr;JW..,

iWar
~tr
\~anu1.
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,g:E\A An~S!
~N'li'iftBrtJ
.tt~r:~tl,i!~t(i~/;,¡,g,~~,

~as Jh the F,a,¢és ol tfae youj;tg\u;is.,
M<'€i' we·~ Mr A ·n ·· T;!r· © ·er·: J.: :e I:;, t . . ..;gtLCY ,,1. •O ll·C"
1\;[.'.9:l)ui~n.g~R\lhJ,l) :¡\ l}ll ~1,~.k~:y
S:eh:wqi:tzJ2i:·oihrnt.io:n!l. C0\Lld b~ b,y

,,"(_,.'~ 'l . ff th:now uJl's :tine ..e.ornrn~rma. 15 o · ·e....•· ··Áa· • £ t'· · 't!:t!rh ·· ·ag. J:tn.·1~ncil! ..a i;gp:ie.. v~· o.: :call.
t.'EtaUy: m-mas,u:te it?
n.~ '$p~·~~~~Jµ: ~bu'¥~ pee.u

gullrty··o.fsGrne ra'fher jrnpndernt ·ad-·
verJ:Ís:mg~!but be rn1valentine! That
·~as. s.:uch .a tWly hit of: s:elli'ng-the.·
r '" ' •., a.·r ..' " . t lk'!·. ' t . 4rnos.een : Ollr>nneer .a ...m.g, · o .t..e,

·~
B!E'4 JUl\'4M~, ltrínt:Jil ·Q~t<liíet 'li~

ts» ;Q¡p. 1'9'.~!
·fill. me'tri!P'Pl (mi1 ""t:ef!;.t'fve'.

ti!µt"er:ior tllrnr '$,'i::rtf!il·:ttS TV
t:ref:i·C.'iu.«. flrl'i:wt-oí,

lady··· :it:i - s.illlnHette. No n.e.etl for
phony :teácti'<l.n sJiots. to d1~ snoop
who., in ¡¡¡q¡ne¢0,mm~tci'alsl could
rnéJl'tiop,, invades kitchen, laundry
fOQll), boudoir,, wherever, ánd ex
pects hrS: adv:anceS: to be acknawl
edg~d..Ynu \vern shown off to gr.eat
advantage, Sptíngm.aid, ín the put
ting'-on dem,<:l,nstrationaml tlrn two
designs. Evern a local ~~where to
btiy" tag. Must ladylike ..Most con
vincing. A lovely lacey heart to áll
r.es..ponsible,

DEaR CHEVY TRUCK: I'm .not a
prospJ~ct but, dear Chery, could I
have ynu for a Valentine? I like the
brawn of yo.u, and the brain of
Cárnp.beU-Ew~ld Company's writer
GleiJIJ \Vílso.11 who thought of that
fol'cef\11 ~annon ball dermms..traticu::L,
A v~1.l~ntine,,too, ta agency producer
Jim Mordsorn arnd to VPI Pr.oducc
tfons,. Inc. N·~Y.And m.y kü1gdmn
for mote ·dem.(lnsf.r.atí:t:>nsas straight~

as thi's. one.-'···· ~ ..,,..," - - -· ----.·· ··-•-> '

D.E:AR Tto WL.\C~:Will you b~ my
'Vialentin.er O~y }i;i tand day out;

:after week,1you say the same
crl:dwords :about Gedtol. And. ·show-
,••...·.--/ ;/J __-,_.._,_ '·_,,. - ··- -... . -.,_

roan that you ar,e,you sat tho.se
:same old words. with such s.inoetity
that they cnnfümé to havem:eaníJJ:g.
E:veJ;J that twíe~-as-"much-iron-as-in
~\lkWhfile~pournd-of~~alf:s.:liverdo:esn't
.Q~tusea qui.ver. Ana you, you Geti
tpl Folks..,.my biooo does1ú seem to
he one blt we.áty.Si>it is with gusto
that l s.áy-be my valeP.ürret To
:havé the good sense to pla:y the
.sflmé hme .o:v!;lr and over is quite a
trí:ek irr these res:tless aays. It shows.
faith, back.hone~ and a shrewd
avv:arnnes;s,of how to get the .m~o-s-t.
for yonr ro-o-o-e-y. P.erhap.s yot1
S:hóuld eOJJfot 1~fth President LBJ
Q.nthat popular subject,, .Ecorromy.

Hapmr Valenth:m1s Day~. eve.ry
body. Aud happy bO:thday, .Mr.
Liireoli'.f·, Mr. '\í\lashingtpn, M:r.
~!J.~.ntlelssohn,Mr..Chopin, 1fr. Edí
SQn, .M.r. Longfellow, Ruffalo Bill,
Galileo and ;a1l you .ótber Feb.nu1ty
boys W:lYQ·Wére st:í~hheauttfo1l:y ob
v1óu:s ÍJ.(\'}i~versi't¡ the lively art of
d~;ne:ttstratíon. •



A
...
..'
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You can! ... if you're willing to settle for the tip of his flipper. Like ranking TV markets, You
can take. a small part of the market by using the metro approach ... but.if you wmtf.bfL\&hole
walrus, you've got to rank by total market! Point! More than 80% of the Charlotte WB'fV
Market is located outside the metro area, and the Charlotte TV Market contains 550,000 TV
homes ... ranking 22nd in the nation ... 1st in the Southeast!" Come on in ... the water's. fine.
You'll flip over our walrus-size coverage area!

JEFFERSON STANOARO BROAD.CASTING COMPANY
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~éisdrd~t. Le;Kc:f .;O~thin~,...'~~ lfJ:::st
··~~ h;n~frtll.rl[ 'b~NAJI m D~Cllm"ffi])~l'.';,
th~~B lit ~ 'alirél: ;~h:eit11'l'~:will
'~ {ñ~:J~OC\\'ttlt1l~ •tfül
·~~hiX~i

'\~re. suihmm~tit~<d:·~
~A J?it~~lfdmI:t;.:f~,t~ Allp:Qm). ~1J.
·~~k~l~'< t:ete :i:liit :Bro:ad:Nas.t Ob:m:
,ooj¡ff~~~rn&:'.B4~1t~~ ··~1D~e.:e:tnes,,t10l
:~.t;:t'9~1~,.~'t~\~J;i,,,N;{4r·hlilé:!íltu~l¡j;~¡-i
:tt'óil:l. b~t:t• ~Q~~~~i;il~f~£tb:e: '1'1.F'l.l'l"F•'P

th.~"~J?:e:~~ pr~:i;io~:~m1:r·~'$1a~:a¡J>.t
~1tlm tl~:b.ólle1.€t1vi ~ea:rabta j~;S,tah~
:lt~h..¡~¡t in wl!tI:c,l~,·the 'broail
prQ.ml:~~,'~*;,\al~.'ll~··~ítlildk~it

Ti1¡e; plan pJ;?al)'.!!tS'~j ~,~<21.üce:~~~··~;~~
~i;J1¢1;1~t,~ti~1!'1br~..a~;tftfIEsi/11"Ín a pna~~
~~il ~Jj~~h·w~J:ilel.¡~ tb~::ii~~
,fl\(if::flWl:i!r ñf ·teJl~~í.'!l~m::a~ :a:n ¡¡a;d;ver'"'
11~~1~~;:fil!:ed!um.:~

lRe'.t:tLl'm

total actrutl entertainment time at
pr.esent at low :as, :to'23 mhrutes
Íó .fa:~lf-bm,ut'pl'.o!§r:ams1 a:n:d .f8 to 49
w~uut'J}S: :in one-llotri pt~~tams~

r.ta;.lmn~íJ;t tim~&,-'befüg de-
,.·:ne..d ·as, h~:.a"'ets. 'l'l'nd of t.fo~

.,.~ '·' ..,,,_ ,,, , - .• ;,..,, C-,, ..,,~ ,,, .; . -"" .,.

cu:r.rentwe~k\~·.e.prsoae ptn$ soerres~
ftom next week'·s straw.),

'r.fae; nhjeotf'tr'e: ·qoultl ·> h~ ªgoom
pllshed,, 's:á.i'.d ANA, if a1:lvertl'W<!!rs,,.
;rteJwoiks.» s:tatlom atnd produeer·s:
W'P~J:tld éo.elp.e:t:tté: fa all o.£ fonl' spe-·

l Lí:rtc.~t.o'fJmineraiial. 'IJJ.llb'fl'llt'ds t·o
1:P'.'$s ~t'ie' at aveñint:ts
·tJf,fn~·i.11!~,<:~f hx1ii¥1$«
.(J:IJ; nmnrJ. ·61$ thP!3'.lJ: U;;tl¡aaerit :rtarrrrr:re'f'
li:ml ~ilt'/9J@fil'1!ds·:rf'm .at ibot'h e~ df
~(J.!ttf.;éSfl:filéWS, •.}

;2, ,~t~tívn br~fl!k
:£1-c:Jm 4~· $fl' $eli:{)1J~ 'i.'t W,.a.s
~r.Ín'17tn 'Y~1)~

'.B litlZ¥!J,ffi<trds, tittl:ih.g arcd all
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~gt~.}fa t~taJ of J 5 &<?e.
ends· í'n· ane:.J1uur .~h:Q.l;fj.$·a'A.44JJ ~er;.,,

7ialt-ii@rHr s'lu;i:ws,, v,xell in
'l:lti.iiJti i'el{u.?,°temrents. (C:m:-

:as 2' mífii:tiit~~~
sJlvJvs.j
4 iimtt· dlewoted ·f:a·«p.r~:-

8.f:'ílctws..¡tu.füia serv
íc? em·n~ttl'l.i':.'fft.tke1r1lfs, fJ,etw(Jrk JfYs.~
·~•urn;p::ers:,, '(!,. $1, $..e'é._
an<i'B· ·%f''l! 1i@ur·sft;()VIJs ,ft.rid.

1i.idfh:@fJ::r! 'S.lmtus; fln: ~n~ 1}'&at"
~'fit:ff IJtttJ.M a·~p'@r'tedlTJ &ar-
rired. Q'I,~\ :rtéitt?'drh

,iJt.s sho.ws· flrrd esJtrr~.at~dtlitJt
'ftffj]flfl;;Uff'S'. 'fjjf.s,~tl 1Wtw:p·ik-ptrt-
r:l~t!Hd~.S:f;ltlfr: neii1!tmr:lipra~
~if.fl,;'Y:l!'S,,) '

' 1J:fu:;g:f.m xall-rr:J;tn;itd:~mt¡~t=l;J;:·~'t'it'l!l
fu :the ·~tite·pe.~taf'
lrw~:f.irl~i:ls.tm:du'ÍlJ[ and, tln~ }.;;l~!l

o.£ tbe mc<liun1, the AN~ pnfi;rft:d
'Q<Uf that sponsoT atlv~.rus.111gtimt~
~salready idfoctive1ly limitetlhy the
TV :Cade of the NAB and, further,
that the génctal pm~lk.e has hcC'ln
to us:<'!less; Ut:aH.. tbe a:ll~nvahle lirnit.

A:t week'J> ~ntl ·~tUcmdees wc.rn
still reh1ctant ta comment nn Iha
ptoposáls, s~ayfag that this had been
ANA~ssihow aH<l that the plan was
pre'S.ent~d onl}' for discussion. Their
hes,ítancy was ha:se'tl on a:n aware~
ness that its history .over the past
half decade has beerr potentially

i
'ii

.:.very ttf3Pd in the el)onónilcs of
televisfon for several year$ seems
tci have, conspired to complicate the
problem :élf olutter~such aggr:avat
fu'g develópments as máturing o1
the muÜ:.iple;-sponsotship pattem in
TV buyirrg, c,orpora:te and pmd:uct
diversificati'@n,, antl extension of ~ta
tion-break time.
The problem affects and irritate~

~veryol)e1 alfüo:ugh in differet1t de
greeJ>.Broadc~asters objeet to piggy
backs; mtlverfü~+s .a11d agen¢:ie5' lo
pr£>mos, billboards~ cr.edit:s, ¿¡pd,
triple-spo.ttí'rrg. Broadcasters call it
1ª1} !'non-ptdgra:m malerfalt adve-r
tis.e:i::~ call it ·~eiutte:r~·~Bt.ciadcaste1:s
efe.el that. ;,J:dveti.i,wr:s; ,get direct ben-

I
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I
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pfü from many elements to which
they object: an audio or video im
pression of the advertiser's product
is usually coupled with the teaser,
bumper, show title, promo, ID, and
naturally, the billboard. By what
ever name, it's a headache which
has been haunting the industry with
increasing intensity. Said Harry
Schroeter when he retired as ANA
chairman: advertisers rnust be "mil
itant" in their efforts to reduce the
clutter in TV.

ANA took up the problem in
1962, monitored network programs,
and found that promotional and
other announcements took up more
time than the commercials. Be
tween the end of one show and the
start of the next there could be 11
minutes of clutter. ANA termed the
situation "absolutely shocking" and
"detrimental not only to the adver
tiser hut the whole industry."

But the complexities of the prob
lem has, in the past, made any
solution elusive.

Screen credits, as indicated in
ANA's current proposal, are ex
tremely complicated. Craft unions
insist on varying degrees of credit
for their members. AFTRA con
tracts specif y a credit for each actor
speaking more than five lines; SAG
and vVGA have similar require
ments. In addition, there are FCC
rules covering credits for prize and
trade-out arrangements. The mini
mum needs don't begin to cover
what most programmers think
should he credited. Production
groups and sub-groups feel they
are legitimately entitled to screen
credit and, in fact, a lot of produc
tion service is bartered for on the
promise of mention. Eliminating
those credits could, therefore, di
rectly raise production costs in some
cases, programmers say.

The networks claim it's a major
research project to prove or dis
prove the need for, or the effective
ness of, promos for upcoming shows
and question whether advertisers
would be willing to risk a possible
loss of audience if these were dis
continued. Participation buying
based on average viewing levels
(now the norm in nighttime net
work), coupled with the fact that
the U.S. audience has ceased to
grow at any geometric rate
( heightening the competition), have
forced the networks to promote
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their shows more vigorously. Re
sult: proliferation of program pro
mos adding even further to the
clutter.

Some also point fingers at the net
works for increasing the length of
station break time from 32 to 42
seconds as a political ploy to pla
cate the affiliates. Fearful that it
would encourage triple-spotting,
advertisers and agencies were up
in arms. Y&R waged a vigorous
campaign to block the move, and,
having failed, to police the com
mercail practices of stations. But
arm-waving aside, by the start of
the 1961-62 season, 10 more seconds
of non-program time had been
adopted. NAB's TV Code Board
did some rule tightening which
helped a little. Included was the
reduction of permissible time for
commercials on participation shows

Organizations represented at the
session included, through NAB
Triangle Broadcasting; Taft Broad·
casting; Group W; ABC; CBS; NBC;
WTRF-TV Wheeling, W. Va.; and
WBRZ-TVBaton Rouge;through 4A's
-Young & Rubicam; Kenyon & Eck·
hardt; Mccann-Erickson; Ted Bates
& Co.; and Compton Advertising;
through ANA-Brown & Williamson
Tobacco; General Foods; Eastman
Kodak; Procter & Gamble; Alberto
Culver; and National Biscuit Co.

from 6 to 4 minutes per half hour,
including sponsor billboards, public
service announccrncnts and promos,
and reduction of between-program
commercials from three to two.

An enormous increase in the
num her of TV sales messages -
BAR says there were over 18 mil
lion in 1963-has many causes and
is commonly called "ovcr-commer
cializa tíon."

TV entered the '60's so expensive
a medium that only a select hand
ful of sponsors have continued to
afford the luxury of single sponsor
ship. Nielsen notes that in 1963
almost two-thirds of all prime net
work TV was sold on a participat
ing basis; only 13% to single spon
sors. The reverse was true in 1959

when, out of 63 weekly prjrne time1 •1AD~
hours, 11% were participating, 211k
were sponsored by ,a single advet-
tíser, .and 24 were a:l.terfiale s.pon.. 111~
sorshíps,
One su.bse.q.ue..nt and co.ntr·.o.versial ,11•1

response has been the "piggyback,;' I
d • ' . . t·· . Imany an a Vert.Iser s answer o pro-

duct proliferation. and dsmg ¢Osts
of TV time, While sG>tnesponsors l,Aro~
feel the practice dissipates the pro,
duct message, it has been growing,
Broadcasters, particularly in top
markets, balk because it leaves them
open to charges of triple spott.1.·ng·····1 ¡Ism
They finally put on enoug~ ?ressure

1~
~

to prompt NAB Code revisaon, The The
proposal, as made at last month~s ,rtep,si
meeting in Florida: in an accept- ,outoo1
able piggyback,. products or ser» !roach.
vices must be related in charactet~ 1,[as be
purpose, or use and appear as a -:Moton
single announcement. It also tight· : Ate
ens time limits to three announce· ,¡~ndne
ments in prime time, ruling ouf oontim
adjacent piggybacks. ~inits

Several self-styled attacks on the 11ninili 1·
clutter problern have been made '1 The.I
from time to time, with little praó- látive e
tical result, Arnong the more ag.. 1hllling.

gressive was Brown & \Villíarnson oWtv0b
which, early last year, informed ¡ [,Qp;ori
the networks that it would use its , ]l'r! saJ¡
$18 million TV budget as a club ter 111dein
clear the airwaves of clutter -,Mod- ;\~eme
eled after the ANA's recomtnerrda-. ~OOQ
tions, B&\V sought "minimum. el}~ i!or L
tertainment time clauses" (29:30 :lo!al It

minutes. with.in ea. ch...ha.l.J-.hou····r,····5·1.·... ¡'I

1.•.

Tr~c·:.
minutes in any prime-time hour).

1 1'Marteé
In October, Kenyon & Eckhardt an
nounced it would confine its spot
TV buying to stations adhering to: 'radio,,,
the NAB Code .. or its equivale.nt ,,mgro:
Both moves created temporary st)rs1I ~pact
but neither B&vV or K&E was able j iarel't
to rally confrercs to action. . . Fred

But far and away the biggest ¡ im.arketr
commotion on at. least one aspect ffiro cr].

of clutter came, in 1963, from .the línu~
Capitol. The FCC fought tirelessly ~o e, ak;

. . . th . t .. .pieto assert its statutory aut, onty. o $ .
r~gulate radio _and TV c~m~er.cial [

01:~.

time by adopting NAB hmrtatrons I I'
·· · l B 1 cl f ·ti ,mesk,mto its ru es. y t le en o . le year, 1..1Jtt-0wr
it was clear . those hopes were 11,~ ll
dashed. The questions of ove1:-cotn- ' u e'
mercíaltzatíon, credits and the other
conditions of clutter remain to be [11 .R'''
answcre. d. Perhaps ANA's... c.u.rre..n.t .¡51~'

. . . • }11llu·
proposal is the first step .toward , it~,
success without the feared incur- '¡Ram. ¡¡,
síons into the economic structure le¡J¡, 11

11 'of the broadcast industry. • 'am,"

:sod 1

,~Pd
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ADVERTISERS

Riding with radio news, Adams considers Monitor
"an excellent showcase for our commercials" (some 20
per weekend, 52 weeks a year). He cites "a huge audi
ence of car and home radio listeners at a small cost
per thousand" and ability to stir up traffic in show
rooms. Dealers get good Monday playback by listener
shoppers. Commercial pulling power is documented by
the sponsor, and demand for an item like the Mile-A
Dial, gas mileage guide (see page 21) offered on radio,
is only one way American knows the national driving
market is tuned in.
"We feel," Adams says, "that radio news programs

help give our advertising messages timeliness and
Hexibilitv ... reach millions when the news is still
fresh. N.etwork radio news gives us a good platform
for presenting our own news, via commercials."
Radio news has provided American Motors with

some high moments of excitement through the years.
One example is the series of space shoots by John
Glenn and Scott Carpenter, sponsored by American on
three radio networks in 1962. Of this special effort,
Adams says, "We feel that by this sponsorship we help
ed make available to the country the minute-by-minute
accounts of these historic events and, thereby, per
formed a valuable public service."
In weekend radio news, last year American had a

10-month run on ABC, added to the regular Monitor
schedule on NBC. The manufacturer is a spot radio
customer, too-currently at saturation strength in 50
markets at prime drive times.
Commercials through the years have varied from

straight information to jingles to good-natured, humor
ous pitches.
Humor is a characteristic Rambler approach, as typi

fied by "Elmer Blurt, world's lowest pressure salesman,"
portrayed by the late Al Pearce. His Rambler opening,
"Nobody home, I hope, I hope, I hope," followed by a
customer-generated sale, ranks among the lastingly
memorable lines of radio advertising.

Switching to a "world's greatest" theme this season
has been comedienne Phyllis Diller, who comes on like
this in the GMB copy:

"Hi . . this is Phyllis Diller, the world's greatest
Hamblcr salesman. Hahaha . . well, why not?
Rambler has great features. For instance ... I
went to ceramics class for months. Made one -
teensy ashtray. Along comes Hambler with a
ceramic-coated exhaust system! It'll probably out
last my ashtray. And my ashtray's been around for
a coupla years! Then there's Hambler's easy driv
ing. IIandies better' ns my slwppiug cart. Inside
the supermarket. Halm ... you oughta see me
take the curve between Vegetables and Dry cer
eals. And parking! That car fillsmore small spaces
than my dentist. Haba ... and faster. You get
great gas mileage. On all three new kinds of '64
Ramblers ... Americans, Classics, and Ambassa
dor V-Eights. I'm the only thing that goes further
on a gallon. Haha ... of perfume, silly!"

Hamlrler's stable of comic talent through the years
has included Arnold Stang, Jack Pearl ( Baron Munch-

ausen), and others from the top. of the banªna
And on television thís season, R.1.ünhler1.s :p·res<?:ntb1g;
a star comedian, Dnn11y Kaye (\V'ednesd~i.y,lf;J,.,n p~m.~
In the all-media spect.tun1í t<i~íQcopy 1.11· o<:>ordfn~r~~d

to complement and extend the advertising story A.med~
can Motors is telling at ahy given time. Ama:ng tlre
other media, American runs up gross billin~ inta the
millions each year in spot TV, and fil printI the Ram
bler maker ranks in the country's top half-dozen .news
paper customers, scheduling thousands of papers; per
run, is a substantial magazine accnunt, as w,e'H.
Radio apparently commands a secure place in. the

big media design, and NBC Radio recíproca.tes th~
feeliug, As Rambler rolled into its ninth y.eat ().nMani'
tor last month, William K. McDanfel, ex.:e.cutiveyfce
president, testified, "Since 1956, w:e are told7 NBC
Radio has played an important role hi Rarnhlets :Sue"
cessful growth .... We are im:leed ptoüd to state that:
Rambler on NBC Radio is one the most c0H<¡i~te)1t
week-in week-out sponsors in contemvoraty t<Idío,"
Like Rambler, M.onitor also pioneered íts o~n gen

eric style of weekend radio programing. Ad<\1hs,.a.rnarr
in the center of both car and communieattons evolu
tion, says of Monitor, "We feel a part of it.'" •

¡~.\Jonil•
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4liietroau .Mo.tors' .dlr:eclnr of ªutomo,tfoe
maF:keting 1üi1tglrt 'Monitor .News~ yeár
alter he joii1eiJ,Dl:tr¥Jil fi.rm. fü. car business
·!fince1941~he likes radio to g£t:e fas~.
c.ir;culatirmt!J urli'SY copy .points, e.g., sti.les
achievements, mil~age records., ~Mm1itoi'
;eommerti(lls vary from straight. infoimatio.n
fo g.oo<J,1rqJured,h.1.Inwnms styles han.dled
.by ro.stet of Rambl.er comic taleut.
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Roman Advertising v.p.·creative dir. George Land explains "planned innovating" concept

Need idea planning
PLANNED IN.l\O\'ATING is not just

possible ... it's necessary if
companies are to survive and main
tain a profitable position," says
George T. Land, vice president and
creative director of the Roman Ad
vertising Co. Speaking on "Planned
Creativity and Innovation" at a
meeting of the Ameriean Marketing
Assn. of St. Louis, he stressed that
because of competition, "all of us
are under the gun to produce better
solutions to our problems, whether
it be in products or serviees or in
the facilities to supply them."
Pointing to the number of new

products which have been intro
duced within the past few years,
Land said: "\Ve can look around us
and sec a lot of people who are
going to be out of business in the
next ten or 20 years. A few of them,
for example, arc companies which
produce metal pipe, woven textiles,
laundry starch, refrigerators, and
lawn mowers ... As a matter of
fact, a national marketing magazine
has predicted that any c:ompany
which docs not come out with a
new product will he out of business
by 1970.."
This means, said Land, that "we

arc going to have to use our human
resources for innovation much bet
ter than we have in the past. Hut in
novation, just for the sake of in
novation, is no answer . . . It is a
means to an encl. No business

2·1

should be interested in ideas for
the sake of having ideas . . . not
when you're trying to show a profit.
Profit is the reason we're in busi
ness, and we make the profit by
better satisfying human needs."

He stated that through research
and practice at Homan Advertising,
it was possible to do "three things
which heretofore were considered
impossible; first, select the most
creative people; second, train peo
ple in creative techniques and in
crease their idea production sig
nificantly; and third, produce and
maintain an optimum environment
for the practiee of professional
creativity."
"More significantly," he added,

"we found that creative behavior
was not necessarily limited to the
'talented few,' hut with propel'
training, anyone could double his
creative output. As a matter of fact,
we have discovered that we ean
increase idea production with the
individual as much as 900%."
Land stated that this has been

proven at other companies which
have trained their personnel in
creative problem solving and plan
ned creativity. As an example, he
noted that General Electric Co. dis
covered that engineers 'who had
been through the creative courses
were consistently producing 300%
more pstent disclosures than engin
eers without that training. •

Air medla heaYY' for Er
Bank of ca.Ufornia to
Television, radio, ne\vspapers, .qut~. J
door bulletins, and trade magaeínes sal1
are being used simultaneously in a lleli
new high-powered campaign pre- Sto
senting the 100-year'-Old Bank o£ An
California as "the bank on the: bet
move." This advertising, prepare¡;),' ed
and placed by Honig-Cooper & Har- and
rington of San Francisco, emplra- I mol
sizes the bank's recent seríes of tor
major moves: the opening of a ma.-i ln1
jor office in Los Angeles, roundin,g; mt
out its unique coastwíde system; th~: 1 clec
announced plans to build a new uam

l
20-story head office In San Fran- cal
cisco; the acquisition of an entfre . equi
block in downtown Portland for ª' cu.1,

new building; the continuing brancb. · the
expansion program.

1
wou

A heavy spot TV schedule iñ . plan:
Northern California, Oregon, and ~Jn
Washington uses fast-paced 60 and TVs
20-second commercials to deliver

1¡
Chrú

the message, "AU up and down the , ¡easo
coast, there's talk about the bank com~
for action." The same theme is car .•
ried in general newspapers thtoQgh .• 11 Sire
out the Coast, and more heavily in .·
the \Vestern and National editions¡

1
¡,.sea

of the Wall Street Journal, where I Gene1
five 800-line ads ran on consecutive: nowt
days to give the campltig;n a. re- 1 line
sounding start, ilie e

Follow-up newspaper ads list spe-1 , Xew
cific segments of the market, both. I tehr
business and consumer. SelectiV@' '' ning
headlines - "There's talk among ilie~e
stockbrokers ... doctors .... ranch- statio
ers ... suburbanites" ... etc.-touch · lecter
on specific services but Mt hard º~,¡ r used.
the overall theme that The Sank ~f j , Nt
California is the bank that get$:· iauet
things done. plast1
The story is also being told on t.hf;> I Inge

bank's radio program, The Lon S·~1rt"'1 \wo,
mons Sports Round-Up, an .acrosSs· [ Ag
the-board KSFO show at 5:45 p.m, r

in San Francisco. To
Headlines tailored .to the audí .•, Clffl,

ences of trade magazines carry the::, man,
actidn. theme into this •iJ1eclíum~1 I M~1

"The.re's talk among hankers . . ' • ap ,
credíf managers .•. auto dealers . ,, • I :
•.· '' ' ' ,_. ' ' ' ---.- " -- --.- ', '' (
msurance agents .•.. ~te. . .. ~

1
11illl

In the Southern Califotma mar- ~etir
ket, the "bank for action" theme Is Veii
carried on painted bulletins. cover-¡ \\'
íng major .arteri.1Js in and out 0.£11 • BBD
downtown Los Angeles, where th~; ¡95~
bank's Southern Califomia hsad- ilie,
quarters is located. l , Tnv
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FOR McCANN TILLERS:
SEED-SOWING TIME
Top-rung creative staffers of McCann-Erickson
gather in New York from across country
to see commercials, stimulate creative juices
at 31/2-day seminar for 50 creative men

Georg Olden (l), t•ice president and senior art- director, takes notes at McCann·Erlekso11
creatire sem inar bosido Cliester Posey, senior ríce president and creat ..or director

26

''T· HE challeng.e p.•....rí~1c·i·p···le .1.·s··.·.··~.u.l'.•only defense agamst crcep1I1g
medíoerity." Thus, with a chállenge
to challenge, Paul Foley, vice cha.ir-
111anof ~lcCann-Eríekson (photo,
left of center at bottom), ke}'llOted
a ritual work session for M.cCa.1111
crea tors wee]; before last

Fifty of the agency's top creative
people gathered in New York from
near and far parts of the country
for three and a half days in a type
of conference tradítion<tl with ~fo
Cann-Erickson, the creative se111-
íuar, This kind of idea-fest is a pop
ular method of ad propag<ttioJJ
(ssoxsca; Feb. 10) hut feyvagencies

l
t-aD do
ilie~e11
in ilie
1bops.

I ~!cCa
held pe1
frrti!iza·
tills Oíll

'ttom Cl
Angeles

'•\e;1, Ye
Reels

! 1xperim
~titors
icreene1
tive he
pre1ent1

~ ... • .. ....• . <. ···1·~~~Pcml F<>ley. vice chairmim. anil s·efJÍbr k~J.1/ftold C
scribblé« as Jerr): 'S11·(J<J.Y•• <lrl. <lir(Jqar; 11!~. ·~ítio

I

SP.<J'NSOR. :¡l.[1~rua1

111



r:ran id~a :lt '~ '.a(~ 'il''.am• r~l'[tit~J~.ª~~~:wii:=;:tr::·~:!:~~;·~~;:rx±~
work ati~d g&\f,'eQ.v~liiati:f'los af them
.,,,ee.r-we•• ,.. 'i.Q tilll~!l<Jjn ~b<'lif ·tmmnpff_
t;(;l):ts.,.

T:he· CJ~s af this cx¡rc.d at1illtmce.
Wl"t.e Of)el'.l~.taó1 ta l'leW imp·res'E>•ions.
On·• t''hc•· w.r·""s.f"r<> ""'·i ''"c~te·.......~. ·m·.· "'VÍcs«,,,_., .• ~~------ J;:¡'t> ~'lt:j~-~r;:,_,_"A~t·.J,'(¡ __ "·' -Si~,J,,\,_, :--~-- ,., ,,

·c·•t:rrrm'.!>ffc:1"rrf, ·r...nY•1'.:ca:t:t~·. '!" b· · .· ··'l·ofÉ)s·:··..! ., .:~~,. ,, ~·,,, ,\>.,.• d.:JJl.a .)' !'..,,.'i'.
stonal ns w:<tll ~v~·w:niksl:ttiip,$
on sp:ecJRcad:v~d'i•sbJg 2i:rtd 'Commu,,
n i:tatfo:n. prJ:l blént<.;. ·

O¡¡HC:•nirrg, b.llé x::te,aH~e !Seminar,,
:FQ'í~y S,ªiJ.h

·•tT:he.:re i~ a: :myth in t.O:is b:us:in:c:~s
that all mir troubles ar~ ·caused. by
a vecy s:m:alJamount of bad advcr·
tís·iug,

é!'TMs ts: ~· tomfütti.og thought~

for it K<J<El'l:r.lstn afasdl¥e mo~t ttd
Viertrisciu~ a:u.d mCJ.St.adv:ertis1 rug 17r.o
fi;;:ss~:tio111.ls£n1m se.ri©11s b.lame. but
il i's1 díead ~totl.g, ThG l)tól2lct.ms,of
tbtscbusit1ess ~i:;r.c:c·anS'ed by· ·fl.)<JhJgh
íl prJ.rnt<li1tag.eof medincre advcrtiif
.ing ·-· masr11Jera:dín~ nniler such
nam€~ as ''~D'u·.o~l?,pt()fe£síanali long·
:rarr,gc, .....~~.uf ·i;t is ]j1edio¢rn-. nod
.zi.s. ;¡¡.min, i~.o:f'te11 ha,..,. prnt,ct;Jivc cqJor ·
atío:n·i for the ;m¡;x<lio:crn, Hka middle
age, rs11"l:eaks,upcm us un.aware .....
'f'Thé íoó1 .of advc·ttls·íng profes·

síiott:als-""itt,.a:n pha~eslof otit lwst"
ne~s'--"i~·tP c:ha1Jq;1;1ge this mc('lioc
,rl.t~? eYe~ da~,, qll ·day. This fr~.
.quently means .Challenging the ..um-

!:1:anu'i er.o'tttd.~ .semi:bats¡ ate
1fu¡g¡ld:p;éi::iad:ir@illy to &f:i:mrtl~:~©«rtl;ss·
&xtí.fi'~al'.imn: t!lf' or~:afiv~ a·xru
:f1kj¡j' o~~.. ·i::~ttk):tl:}}:?elewrtcs
~ta~ dht!J'fKg[;~:?>San Jfrane1;scc:>;,Las

:~:s,.~O:rJland,.,,a:c~;of cDíiíS~,
Yar.:k.

n:. ...·]" , .. ...-..~ .... ··"""}· ;o]'"' ti .V':li:~e.·K co.mm~t~ta. s.~ ~¡u,.•e" ·•.=='.~:=!·-=Jl~·~.~edfor lfift ~aritkal eye•s.'Croa-·
'ÉÍ~:e h.e'~rils ·b.E :th.e; Vattous :offht:.e'S:
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challengeable, the safe, the secure,
the highly prized, the traditional.
But the challenge principle is our
only defense against creeping medi
ocrity."

Later, in a switch from critique
to creation, the seminar called in
members of the "Second City" re
vue (photo page 27) from the New
York stage where they are appear
ing. The troupe gave an illustra
tion of dramatic art that parallels
the popular business brainstorm.

Players took admen backstage
to show how they build a skit,
setting up a problem then going on
to solve it. They stressed that one
performer never negates the other,
that a negative gag or comment
tends to kill the action, in effect
ringing down the curtain before
the story is over.

The agency people appraised
creativity in entertainment of this
type and compared it with the crea
itvity required for a persuasion ob
jective.

Applying the lesson, Don Shore,
vice president and executive art di
rector (not pictured) of the agency,
summarized:

"This is a constructive philoso
phy that grows out of the exchange
of spontaneous ideas." Any time
creative people exchange material,
it is easy to say that "an idea stinks,"
but this always has the effect of
stifling discussion, Shore said.

At the end of their days of ex
change, ~kCann-Erickson semin
arians has packed up notes, story
boards, layouts, tapes, and reels.
Now that they're hack at desks and
drawing boards, some of the seeds
sown at the creative seminar in
New York already arc taking root
and will show up eventually on
screens of the nation, in the Ian
gnage, and the culturr-, •

SSCB marketer to v. p.
Hobert Kahl, marketing group
supervisor of Sullivan, Stauffer, Col
well & Bayles, New York, has been
elected vice president, it was an
nonnccd last week by Alfred J. Sea
man, president of the agency. \Vith
SSC B two years, Kahl was in a suc
cession of marketing posts at Bor
den, New York, from HJ.52-GI, ser
ving the Borden Foods Co. Di
vision as executive vice president,
corporate director of marketing ser-

28

Non-scheduled event at Olyrripic Gcimes

·······~· •••·••••·•·.t: I ! ~"""""""""""" ••• .._'""'!il"'l""""':'\lccting at Innsbruck, Austria, dnrrng tcccnt 1964.Wü1for UlyID\Yic-Camcs
were Kenyon & Eckhardt president D;ivid C. Stew:tr~ (r); Gi:tnc:trlo Jl0s
sini (I), agency's inti. v.p..; and Prof Friedl Wolfgang, general secretary of
the Austrian Olympic Committee. l(&E representetl Ol;ympic Committee
in the sale to ABC of exclusive television rights for Games coverage

Kahl

vices, marketing vice president, and
corporate marketing coordinator.
Kahl also has been research ac
count supervisor of Young & Rubi
cam and has held offices in the
American Marketing Assn., Adver
tising Research Foundation, Assn.
of National Advertisers, Grocery
Manufacturers Assn., and Sales Ex
ecutives Club of New York.

KMG billings rock.et
up 22°/o to 45 million
Ketchum, Macl.eod & Grove, Pitts
burgh, an agency SPONSOR estimates
is pending a third of its clients'
money in broadcast media, billed
$45.2 million in 1963. The gain was
22% over 1962 for the largest an
nual increase in 40 years KMG has
been in business.

Ed ward T. Parrack, president,
said the gains grew mainly out of
increased activity for e.xisting cli
ents, now numbering 7.t;h CurreJ'lt
budgets point to further in.creas.es
and to a general eecnornie rise.

KMG employs 317people ín Pitts.
burgh and 116 in branches located
in New York, Washington, and
Houston.

Cigars .and cake mix:
fashion as sales. force
Computers, test tu bes, and con
sumer surveys are all fine for mar
keters, but women's Intuition works
in the marketplace, too.

In a report to marketing men's
wives, Julia Morse, vice president
and account supervisor had plenty
of coaching for those likely now
to be the subjects of curbstone con
sumer research. In a presentation
last week to the Cincinnati chapter
of the American Marketing Assn.
were facts líke}y to send some of
the broadcast business' clients to
consult their own authorities,
whether automatíon or intuition.
Items:

A Chirurg & Cairns account,
Waitt & Bond is getting ready to
sell a new small cigar to women.
When the client consulted a.gency
experts on color and fashion;' the
suggestion was "His and .Hers"
colors for the tip.

The 18~35age group of women
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,:rod p11fflngat QaPdles on caJ.e.marking tenth anniversary of Chi
ca:g:c>'sClfotb.n E:. Fl'a'nk, foe.,. áre ,agency president Frank (bcnv'tie) and
12. of the home: office staff with. it since its foundin,g: (Í-'r, front) John F.
$i€ks~Philip ~. Bash~ ifary '.Lou Pe;te.rsen, Loµis E. Schqeler; (back ro\\\)
Ricfü<1r.dTanner, Rue l\foClain Dofo:n1.Kenneth B.. Karcher, (hidden) l\1ar

óHpgµe, Opns, .M:oI1hettefohJJson, Jay l\l, Lill, and Hm Blacketti
Jr. .A'llF:timk J,létso11nelin, Ji.Jhicll~o,Richmond, and Los Angé'les. offices
were g~'fe)l'.fetiths éf chilmpagJJe;and ten"(ranc potes

1

I ..,.. - - __: .. ·,.·-"'~ .• - tv., ~,r;.~····· ."~e: ,,,.~,-;,~,~:,:~-! ·• .~.~~: :-.•,i' :,,

)"'~'filt~r'J;')lQTI:'!¡Pson;p•re.sli.dent~o:rlJl!lP Ji, Sti1~4s.e: {Jg tllÍild:$J~~'C'r1Aubrey,,
[W·~ sré'Diu:F 'I''.~·lllJ?'d lfi'ltñ!á•g~meítt :su.p.er~ís<o't'.of '.tb'éJ{crdak atttl')J:Jnt,.lc:mk

~f ue:w .Q~il1ak·e~h.lbi\1:~ri; ~P,ll:r"'c.ºlºr üe~~;ductióiJ~bi~!\ 1rs, to.
.itt 10'.th'e;r,•~1r~r:..1a:rgecnt~o~t~es:.~£te1l,:t~u ~·~~ks,.'3:t]~VT'.Ueta:il~·
m;)g\l';04rm;~~~ !ll:~J.ii.i.ªlt'I<(l:!;te;.ri'f!:t~•.1íf}s:..ge!)ig~~~lt•!'c! ;g~x~·a;g~n<iY'
!ai:e't;ullcfurS'.í<an·di~cg:o:£' all ~~~;httie:a'l:steQ'.Sl Etum ttl'~gl'nal~o.lot
~~~.l!lfoJr~~rg~qfot'Íºn £>:o·;gtj;l;ftl:fa :i>:~.ge



TIM E / buying & selling

print buyers, and broadcast depart
ments staffed with time buyers. And,
it seemed, in those days, that there
was a continual struggle between
the two for control of the media
budget, with the decision being in
fluenced more by intestinal forti
tude than by sound media precepts ..
\Vith separated print and broadcast
departments, the responsibility for
media planning decisions was fre
quently abandoned to the account
man.

In short, the agency media func
tion was one of the last important
agency services to reach full matur
ity. And, this did not begin to occur
until the emergence of a cadre of
media men skilled enough to think
in terms of all possible medía solu
tions to the marketing and creative
problem.

This maturation was, of course,
given impetus by the advent of tele
vision as an advertising medium.

The new generation of inedia
people was bright, aggressive,
young, and cnllege-tcaíncd-c-many
of whom were, in addition, pro
ducts of our fine graduate business
schools. It may surprise some of
today's tímebuyers to hear .thtt.t 15
years ago a media director could
say to a buyer, " ... yon wíse-aleok
college kids think you know all the
answers," as 011edid to me,

In 195.3, the earliest 'proponents
of the all-media buying advanced
this concept as the way to broaden
the media department's contribu
tion to the total marketing effort.
This timing was perfect for it co
incided with (and, ÜJ fact, stimu
lated) the spectacular growth .of
media research which, in tum,
cunsed medla plannír1g mid buying
to metamorplrize front a seat~of-the~
pants business to ahighly s'>phisti
cated profession. This new profes~
sionalism g~t\'e rise to even greater
demands on medía researclt, enabl
ing the development of ''new, Í!Jl
proved" media usage patterns,

Timebuyers: what they
RUDY l\IAFFEl
.\ledia Director
Gardner Adeertising Company, New York

W HERE DOES today's timebuyer go
from here?

Before tackling that question, it
would he useful to take a retro
spective look at the '50s and '60s
to trace the evolution of the agency
media business as a springboard to
the '70s.

Not too long ago-in the early
'50s-agency media people (titne
huyers, included) were not always
welcome at the front door. They
were often regarded by agency and
client brass as "those numbers guys"
of little imagination or professional
ism, whose value lay principally
in being good horse-traders. Many
agencies had "media" departments
incongruously staffed only with

RUDOLPH P. MAFFEI

Recently named media director of
Gardner Adrertising's Neu· York office,
lie was rice president mu/ associate media
director at Benton & Boictes,
before tlutt u·as a media buyer at Maxon
and at Fuller & Smith & Ross.
lle studied at Cornell Uniuersity,
the College of the City of New York,
and at New York L'nirersity

(L·rJ Media buyer Rose-Marie Vitanza, media supv. Kelly O'Neill, and Mattei at Gardner

Grad
man
lgíl~

curre
aeem
not o
.h

¡fit!
Th

proac
take<

': nnd: I
lrrqui
ing.t
ph~ti1

Ii DIOfhl

that
r~ach1
111 the

~IiiI hin
I ~unim
I patten
cornpe
physie
have!
mlt. h
l1Jnfit'.

. a1
1pite
ment
,)\\T¡

oroa¿
For

there
who J,

I cast w
huyer

ii ed, ii
· funct
eiilier
be Jo,,,

direct
-an¡'¡

1¡ SUCCí;·

•• 1 nessc'
I Sue
tends

1,.
tng s
dooll'IJ

, Sjlecj,¡

I in~.s
I ~· w.

' sport
lj he~,
I

Fehru~



C~~t;l~1~1lpr;a;~ 'tl-re·~alcreccrEthe0me.día
m:m.Y:·s~outx!fbutf©cn 1~~e fo l'ifi reo'"
~pi~el~hi8l ~t.~t~ts~~u.dedto l1:ís
Of~t:t~l1t p~~itl·~n f:hg
''ot'fiifn>'t 'lñJl':U'~fm'tue:nt he i;s¡a;tl'~'""''"'• J. . ,£ ~~ : !., !.l. ... . .• . • • .. . . . ..•.•• ! •

1{!1Jill:Y \~r~tl~~ a:f .the. Era.uf doJJt
..'". h~;~tLe:l,lJ:lBXJ.fl~O\\'l\'tS! .!<l Dtíl¡e)l:u.O~

it!: .
"I'h:11~..··~~ rl:i:e m1d~ke1 ~ta©:~~P"

~r~~~lW~;,,'lf t;~~t;f~~bJstF~t\*~~t;r~<~n
t~k~r;¡r .~:rs~ttJ~l1 ·t~Y~'t<¡>r~11~\~©ulrl..
lfod1~ :&e;i'rs: ~ '}ffltl:tíl~.rG11ill~:ge0~ra:du2fte,
bél11\te:u:flt'\X:il1tn·:p£¡st ;gridtta:t:e trnflñ·-

l:J:g ]Í$¡ :S:i'trl'O\Í!ude:C:l~Y:·m©ta s10;~
tl~i~t1:~~t~~... ··. tb~i~ bfü~ ?lde,;
~#~1th~lihªil ~te~xv·~~rs'.ª~'º·.H~1lt~ds
th~t th.e fe:le·Nli~ftJ:.n.:faadustr.}f li:a:s
ma'.o:h~.tO!:m~'furl!.~,, a:.tl;ea:'St;,1 1'n·.temls
~ '111.:e:: &1:~~111 ~í;e;;a;te:111ttm11~!rta.J~e
·~~· '.hlil;b'i) té:J~vi~í~n';$',e\t :a~~:ei'is:li~pts
~~t~:~tr~~s ,~:,~;:~1 ~I~~~;:~~~

:s~it1;ta1·:~busiítt te:rms ,of
;~Jil'\l':e:il'i.l~e:a11:el ~'er!formatJe:e:

:~~~:~=~~~~!\'l~~~ñtlíl~~~h'·~r.e~
rzto'.dt~noy¡¡1 ':OC,fi,ti ~Ql~~·Y'ñ1~~br ,~lkill
. ,.•.• wr:nil w:lt'.h hi'8: leiFf 'h~t;l, 'J;·~t,;~tt
~1'5.t.t'J~ºr itht'Sl~hí~1pa,tJ;i; t·o :arclM,aT;fne:~·
.m,~'nt £~~.i'f..u'""'"""1w.'.··b'"*"'1·"~d.i.'..:•r··: hís·.·~~!u~-1.·.,·L.~J,. .~('l!~:Jl.i,;:SJ;!;o!lJ,.~, · ,J,~~~:J\"2i2.~§ I

,~1~ :$'l~;~~~l~~tt~,ti: 1~lil:í'íít~tltu
JJro1~1~i~:f:w~1~';í~,

'Mbr11 itat8l !the:~~W0.11id$1 ~~!~~'llU'!ff,t~i1,,
1~1\et:ea'.r~

.,.~ ..,, ·'1.,',rl.fc<>7rif1";._,.,,,.,,,l·.,1~""\rr·•.,,..,1-
tt.v""· '...M,tt~kt5:"./C1L!;..v ~ ' •.l:tl.'"" ,EJ. ,,J..)!;,e;,1;{.l

'.G'~l''B'f.ai:t'«l D'r'fn1t·m~"1Í~ '¥•'"'ír.PM4n,b'" tl:te'', '_.• · :.J...: .-i :Jf<· . ..., '· •.. J:.>'<'t!.•.•..:. ,µ..,.<!Y·,.Mi<" . ,>, ... ·. :

lD:rlé}''e.cr l'e~~L''.;fh~~'h,;~~:(l:lfj'>,JQ'~é··l1.f:l''~;~¡~:
~d,...:t~~te~il;t:~~:··~~t~~r¡t¡~íµ¡g. tb~~~'.
fo1o:~~f~$l .tne 11:u;pfl:~~±s,cr~~Je,v,el
~th~i: oo;e~lm.~tl~l':e:~to~m
h:&il©~fil' 11\r:Q! tbe tn:edi'ª
d:bié.tl:~i: ·!llir'rJJnp m~t(\lif'ª,:s¡;i;~r~i~O:i'
---~t'líll~~~~,,~00~SQ; !\~fth·~P~a'.l'~~~:
~:t~l;l'~~;~s~al:d:tll~~:t1:riit•aJ*~a:~s:l:ta:pp:i,,
iti~~~.~t;('tlm tíTI:J;~:Í.ü,~~¡·~1s·'ptirt,:. ·· ··
i.\;J~h··l;l\J.l 111,x;;¡~tii~afi~~~l:sÍn:u:i::mr.e

:fends ·tQi~hwt-~£,:,~t;r~g~.tl'oo 'fl'.tilh~hui:1;.
'Si@,¡~é:ia] f.g;:t; ·- '\'~ 'f¡¡;Q s

d.<!1'~1mfi\d tl'í'e p~d~ían.~f ht~~~

~~~!:~,~~~;:~~~~~~~:k~:
~;ió.tit's1·.p.10o¡~:raml;ixr'1:b::i1~$I;J.!til,. ~iiJe.S:~
·~~ ~;an:'hfi~:iili,0tJ: 'the; ··~~~,J?~··1;>:] :l:úl~

,ilr0:~hi.eto:r ,§&f(1UJ2 <>f p.rr>dJtcts,
L~tt to hi$ 'º"v.n9hoi~o, ,tl:re time~

bt·t}'eI' shonkl attempt tu h:roaden
bi's:rep:etoim te> inolude print huying
aln:úg ·with all n:ther medfá as hls
~t~reuJJ&·to futt~re.gr.0,y:fh and d.evel~
•f}pmenf', In this '"'ª~;h1:: c:an prepare
h'frnseH rrcleqoatély for lrís career in
media management. As ;a. good al
ternative~ he might em1sider bring-,
h'lg his tímelmyitig sldlls .into the
programü:i.g areª -.. · \Yhere; success
1no:te and more" .c;lepgnds on a corn
ple.te tmde:rstancling of the npera
tiv:e media inRuen.cés: time period"
~iudieíi:C.e ebmpoS!iti:on, demogra;ph:ic
~b.arac:terfsti!:!s,. (tolTipetfüoú, le~td'-'in,
which h.!'l~!e ta be 90IJsid1::red in
addtfio.m..to: pragra;m quality;

So, ttmeb.c1yer11., dÜ:t{t· .)'ust stand
·1 .,.1 h'· •.It'lere .... od som.et ing.
:(Jued~n!$ does seEl.m clea:t a11cl,

th¡.tt is,, that agencies \Yith. medja
rlepartmen.ts no.w organfzed with
se]>,ai'·ate print and 'b:ro.adeast bn~dng
futJ.c:Ho.us 'f\i!oJJld be 'l.VeHadvised tu
~on;$ic:lgr.fhe mtegra:tioü ot these·
two 'rut11:!t:í:ons •. The logic Í.C>'r this is
:cnmpélling .eveatH \~rethink only in
tet:rtts; uf b.en.eRts, tu nur nlient-ad
~'ettiS:er~"Hm'\'eve:t, ·~v:hecn·w.ethibk
oí the· l1t.1,m·an. ·e'CJliafiun, .fJ.ie, logic iS>
in.escapable ..\':Ve will not be able to
c.ont:Xnue·att:r·a.crfog mir bright" ag
gx;es:siv~ ~O'J.;1ng; cQU.eg.e gtáduates
íf .all ~Y~ cilf·er fü.eín í'S ct. t1:ªrr0w
spe~igrl·tc~·whí.cih: qi:mikly le~l.ds to a
cul-.cle-sae., T:od.ry's yuung fíme.buy
er 1 ·with. ¡all his sop:his.ti'O'ate:(l tonls
<ab..d a ,mo.:te: S~QU.t1.dly developed
'brcia~Pas;'PnJ~ b:e.tit;ag<=\. 'ean $.oon.
:ma's±e·r h:.ís: trade .ttt1d ím.P:ªtieXitly
{t;>.cik~~.():\mp fnt l:Jro::;:nlex ªxe~s of
:re.s;porrsíbDity :ín the '70s.

Uml€.ss ""'t~can .assure '.b:i:m ·that
b1::oªi<ll.etar:e.~, ci.'llté'spoosfbUiity \\till
b'~l1'.ll$'fr ·\\:~;;¡¡:w~Ult~Yé' t~ s·filffl~~·or're~
(crnit.mg l~s.s tharr 0the. best ~o pµr
'.Fati.~s.·\11remu;st s:top 1020.ldng
rhtitru;}§h, the: l¥nón;g. end &1 t{l..e tele~
,5,~,!;tp·~.~Y.h:€tf:! N~\~d~frt:ie :o4l' .bJJ'~díi.g
£cm~tíQ'n.s1 a;u~.'bl';'CJa,<le;_nthe bt1yíµg
£'.nxtctlbxi to mrilmle !all .media... . •

ín. p:ciJrts~~~1naf' 'ª series Cilf' 1~rtie:JesIP·Y age:nc:y
r1tedi1a e;~·e~:Sí,.~and~t'"íe,r's Rudi§' fsthaff'e'i' fi'l:e·ers iriiQ
tt't;e1 :p·,;aJ~t,:J:!m.r:!f·~h.e f1,..1~1.,1r.eE>'t the; :aJJeJO·~Vme;dJa man

m.e.dia eo:Víro:ümc!It.,. hiS' hvl'ÍZ.Oü is.
limit€d tP p~twphínl s.¡;>ecialty.
P~.J"~11th~:ti:c:a;11ysthe 1>eparate

:timelm~ytng aml print lmylng. ar
.ganiZca'thb:nal strn:Ctur.e tends to
slmtt:Ch~uge t11e ágertc:y as it limit.s

:nu:mbet of pe,.op:te il has with
~rQaP enough experienee 1n enter
top meclfa management. Sueh an
ag~nc:y oEcas.fo.nal]y .is fol'c:ed tG go
be:yó~d its hallo\xrécl 'iYrtlls to reé.ruit
süp~tvfs.ocy pe~ple táfhet th~n
~'el~piµg, J?t.0111nfi11g fro:m.within.

";Vhat, the.n, can the '70s hold fo
stor.e fo:r him?'

For ó;Jie thmg, EDP (electroiüc
d~ta gr:o~.e:s$iJ:tg)\víl1 ·eJ'.ite,r the tím~~
fapy:er's lífe ta a: gl'eater :ex.tent Hrnn
ever before. Many of the m1.nlyses.,.
evaluaiio:us, d:ed11:í'lmswhí'.ch oeeu-
11ied héitrt!s~days, e:Ve.u ·tveek.s' uf hís

will he fl'.G:cfftnp;lished for him
itlsf.antaneously ~s the: Tt:la:chine;s'eat
in.to. :the mo.t1ntafos .o£ m('frket and.
medic:\ d:;,ta~.Buyfrtg. J)fi'ueí:ples wíil
J.5e«~v;irnemofr~fü;tm.áli~'ed <rsthElm,ar
G!hJ:ae;s cl.e:velc;m mrütip}g tegizessí~n
ql)~h'se'~'\vhíéh tell the ho~er w~th
·p:in-t3.t);ínt p:i:e:cfsí:on \.Vhe:r:efüe ad~
~re;r~Í'Sing;~ollars must he laid clown
.~ ._,. ·.~ .:;•:·.l·'· l1+b·· · ·a:V ·rtÍ!Sfü oh' -lro, a;c;.(i),Qrrtl3J!l:S:.l·. _e a·"· _e . ·... g, ... )€X;;

~let'füt JwiJ,ilahilítie·s 'vilí he
nipjtl.ly e:v.alr•P'te.d on th~ basis of
a::u£li~l1CB,Uemographfo,, antl. ·cm;sthy
:onr eléctmuíc rélathres .. I run :U.of
snggesting3 :for ª mfuiJte ...,, fü:o.i1gh,1

'~}1:fünebuyers ~t~ g.o.i:ng to be:
~¡e,¡Jl.ª~edhy the mecha.ni:caf roon
's.t.ér. But tlxe fare.t :that ltI)P -wfll.r.e
du:e.e. flte number a£ tim_e:b:uyers
needé:d. d~·th,e· S;<i:me· fob is ines
~ª.Fahla {Pr:of. 'Par:km$:on's dictum
nc;xt'X;\\i,tll~'.tanQtrr¡g~,,~tl.d t~ this~ file:-
1v:.elopme:11l'8l:in m:e:<lia.measurements:
.b.as..ed :an :pt.~.d.ui:c.t,PNfile .•v:hreh ·\~ill
pr0~i'.O:e :sor"~fa:o.tttdl"le&,S;timehu~fttu ..
·:·-· ;i_f·,_,_;'_ ·~'..ii:·,~···~~~>,...~.·~:;..:~::'.··.·~··.:::·.,~"'.~'.::.:~~'~·1;1:·-~rli ..·:··J ; x._".t'. :·,.~:"~:/
·f~'J;;l,.L\l~ ''*:n;~~tar:.s·WL, :11ílus tuere~

for,e::,t:faat tlie:h ti'mebuye.rs: 'wl[l he
ábl~ ñan~elle the t:i'iue:bl\tying; :as;-.
:s.J:gpm~nt m.~re1 tlt&dl't:e;ti's,h:i. ínme
rrrq'l;k~~ Q~ 'b!i!tJ:~r Spill, ·~~ífütb<:A ia?td
of Elll'1' tlmy ;ca;n eff.~ct:i:Y~ly~h;_ai¡nile
~h.é :total .tÍr&Clia aa~,l~nment for- :a



THE"MAVE
MARK

Sunny ties up what the
"Sunshine State's" business
magazine, Florida Trend,
cites as "FLORIDA'S MAV
ERICK MARKET."

WSUN's home county has
the nation's highest incidence
of auto and stock ownership;
brain power industries; high
discretionary income . . .
Florida's 2nd market should be
1st on your list.

!
WHAT A MARKET,

AND SUNNY SELLS IT!

WSUN
TELEVISION - RADIO

TAMPA-ST.PETERSBURG
Natl. R~p: VENARD, TORBET & McCONNELL

S. E. R~p: JAMES S. AYERS
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Johnson heads Metro
Radio Sales in L. A.
Bruce Johnson has been named
manager of Metro Radio Sales' Los
Angeles office. He joined the firm
after n e a r 1y
two years of as
sociation with
AM Radio
Sales in Los
Angeles, and
three years as
manager of
Peters, Griffin,
\Voodward Ra
dio, same city.
H i s b a e k- Johnson
ground since graduation from the
University of Southern California
School of Telecommunications also

' includes a tenure as radio-TV di
rector of Stamler, Johnson and
Trotta Advertising in Washington,
D. C. and some time as a member

! of the sales staff of KOOL-TV in
Phoenix. Johnson replaces Robert
Jones, who was promoaed to the
position of advertising director of
Ice Capades, Inc., a division of
Metromedia, Metro Radio Sales is
a service of Metropolitan Broad
casting H.adio, a division of Metro
media, Inc., and presently reper
sents \VNE\V, New York; KLAC,
Los Angeles; \VIP, Philadelphia;
\VHK, Cleveland; \VCBM, Balti
more; KMBC, Kansas City; and
\VDRC, Hartford.

IRTS adds marketing
session to TB&SS
The International Radio & Televi
sion Society's popular Time Buying
& Selling Seminar will be expanded
from an eight- to a nine-week sched
ule of instruction, according to Al
B. Petgen, chairman of the TB&SS
committee and director of client re
lations, American Research Bureau.

The nine-week format goes into
effect with the spring '64 Seminar
term, scheduled to begin Tuesday,
Mar. 10. As in the past, seminar
sessions will be held on Tuesday
evenings, from 5:30 p.m-? p.m., at
CBS Radio, 49 East .52nd St., New
York City.
The new session added to the cur

riculum, titled, The Advertiser's
Problem, is designed to add a mar
keting dimension to the seminar. In

discussing the session, chairman.
Pet gen told SPONSOR:

"It is specifically set up to ac
quaint seminar students with the
basic factors involved in the adver
tiser's marketing decisions ... the
elements that must be weighed and
evaluated at the advertiser 'and
agency account levels before intel
ligent media planning can he ini
tiated."

Another seminar session, The
Role and Functions of the Time
busje«, is being revised in approach,
content, and title. Retitled Profes
sionalims in Timeb1tying, the ses
sion will now delineate agency man
agement's viewpoints on what
makes a top-level timebuyer. View
points will he presented by a major
agency media director. This session
was formerly conducted as a time
buyer panel discussion.

In hoth instances of curriculum
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ALEX PODHORZE.R:
for fun, headaches
Don't try to cure Alex Podhon"'
time buying he.adaches-. they m,
the job fun! Alex, who rec~~I
joined Gardner's St ..Louis offic~
a media buyer, sees these time~I
ing headaches as an integral ·~
of media. "Buying is. the inteJ
tion of the faneiful J>ítch hapeS
strained through a some
jaundiced eye, and. hopefully
anced by common sense,"
Alex. "The essence of medfa buf
is in the decision, and the bul

l d . · .. ·f .. 111we are, t re more .•ecisme arm N1.. I
sured or headachy we hecOil 1

Cure the headaches? Never! T1 se of a
would only end the funV' ~ ' ll)ater1
formerly of Young & .:Reubica...: ; and p
New York and Chicago, buys 1 ·~elor,t
Purina Dog Chow, Purina l l'ersih"
Chow, Puppy Chows, and ~¥! 11of ~~1
man's Chocolates. He enjoys !nraster
"continual challel'Ige of del.et~. 1 forse
~ng,just. ;vho fh~ vaguenuntbQtS'JI I' era
m .mecha land actually reprns, }aningf1
and then buíldíng the precise nn¡ ;¡ppear;
program to reach those. unce
and shifting people," "But he
plores the la.ck of time, and
the only answer for that uni~
complaint in a "totally preplatt'1

SPONSOR:
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FtmGtion .of the ~tation .representa
tiv:e in tlre buying-selling relation
ship.. ürganfaat.lon of a typiéal rep
resentat1vefitm., . the ectnb"ihutfon
he can m:ake tow.arcl a better adver~
tis:ing camw;:i;.ign:.

: NETW.O:RK HASlCS

The bas,i:cs;of rre:twouk brm1deas.ting.
Eo.w the netwClrks op:eráte .....ho.,v
t11ey .are snld ... ltow bought ;and
]"O ' li:.w pr~grallrt~L;

'f:fe'S'.<;,i:<J;r¡,. ¡ F~GP$'~~- 'F.tfE irµ-.
TtJBE-'tln~' f~ture :o:£the adv:€rtising
hnsines'S • . . 1.ts tuendcs: .and cllr:ex:~
tions . . its; im:¡-rárlanees' tó tlte
n;atfotfs é'c.oúotn;y.

PetsO:Ds' int:el!.~§;t,eta in xeg'i:st€.ring
tbe ~eí,Jli'rí·;&r shG>:uh:l cctnt~.ct

Cl~n:de· ~al'.re~~·,e~e:~~tivBdít~Gtor,
IRT:B, Inc~.,444 M:a:disID;n .Ne~v
\':m:kCity 1~022,1PLa:za 8,-245'0.Reg
istra,tfl:in'f;ee,£or th.e $erolti:ar ís $15,
Chfffrm~n:P~tgen üYges áll Jnter

.tl:S:ted p.~rt:i:e:st:o tegi!S:tel,' att the ~adh
~st P..l?J?'ªfc1n;i.nity ;in~r~ a:rr.c~pl~
1a:nce'.Ás ii.Ithep,~'St,,seminar attend~
:anee Ís l'imited' to l(fü--- and IR TS
a:lrRa:d.y fi.a:s:s.©me.40'. s,p,dng stn dcents
iasJ 'ª rnsu1:t ó:I 4v:erflmv .registra:tion
fo~,ffae

In 1a:dd:itJ:on Petgen1 the TD&,SS
cn.JDJniu~.eindQ,des·! l{a:tQ..ld 'S, M~.•
d~n~.Fr$!,n~i:C:h'.M:.ede115 'Marty ~~m~,
dire:eto.r of res:e.'2rrcíha:~:dprnmotinn,
M.eekerti Rkhatd. PJ:ckeit~·med.fa. d:1..
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d~.0·~~o,t s~les:.

AIRLINE
MOGULS

húy WNBC~TV. Top name's ín the
flyin;g fiel·d know it's the most :effi
die'nf me~a:nso.f reachlng travel
prosp:e·casin New York. Among
the a~rona,u1:ic tyeoqns:

Americ:an
Delta

E¡1s:tem
N:atiQrJal,
N~rthe;as.t

TWA
Take a tip from .lhe .aírlif'les:what
ever t.he p.re.ductor s.eNice you
ba,ve to sel.I, try a. ffíg.ht on
WNBC-TV.

'W1NB,C•T;V·
"'··.•.. 't=· '""'·~ ~- ·o· .. ~ ·~.<I;,_., _,_C: ¥\V~ J" ,_.. ·, ~ ~
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TIM E/ buying & selling

Impact Media Sales, FM
rep, formed in Ohio
A new sales representative com
pany specializing in FM sales has
been formed by Thomas ~I. Fergu
son in Cleveland. According to
Ferguson, the fledgling corpora
tion's president, Impact Media
Sales will work with Fi\1 stations
from coast to coast as a local sales
and merchandising representative.

Ferguson is the former general
manager of \VCUY, Cleveland; has
also been associated with \VCLV,
same city; and \VEA \V, Chicago.
Lynn P. Ferguson has been named
vice president and art director of
the corporation, and Cleveland
attorney Lloyd J. Fingerhut, secre
tary.
Ferguson will function as treas

mer as well as president. The

hoard of directors of the firm in
clude Ferguson, Fingerhut, and
Howard C. Prange of Louisville,
Ky.

Underwood expands
broadcast advertising
The \Vm. Underwood Co., maker
of canned meat spreads, sardines,
and Hichardson & Robbins chicken
products, has greatly expanded its
radio schedules, is delving into TV
also, to push its canned deviled
ham. Both radio and TV spots use
humorous situations involving the
Red Devil.
Underwood's radio campaign of

minutes, :20s, and IDs, is now nm
ning on 104 radio stations in 4:2
prime markets across the country.
Drive will continue throughout
1964. Two years ago the firm ex-

Ii~,

West Coast buyer a winner!:
Timchuycr Jane Dahlgren of
Honig, Cooper & Harrington
is the happy winner of a con
test entered by more than a
thousand agency people and
advertisers in 18 cities across
the country. Jane is now en
joying the Grand Prize, a two
week $2,000 Caribbean cruise.
\VOWO Radio (Fort Wayne),

BUYER SETS SAIL

held market story presenta
tions in Muncie, Marion, In
dianapolis, Boston, New York,
Philadelphia, Chicago, Mil
waukee, Minneapolis, Detroit,
Toledo, Lima, St. Louis, Kan
sas City, South Bend, Los An
geles, San Francisco, and Fort
Wayne; asked all those attend
ing to enter their names in a
drawing for the Grand Prize.
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Com.muter-aimed pre>OlQ:
\X$tiJ1

SOün
e' .er' one will kmt\t1'., · ....•• · , .. •···· ''·'" ..;\~

RKO General Rroadcasling/ Nar i.mial Sale8
has purchasf'd ad space thro11gh Packnde
Ilispluys and has place this illuminated
color display in the icest arcade. of the
N.Y. Central Building between 46th and
45th Sts, on Park A l'e. to c11Jlattention
to its co-sponsorship of a radio methotlol
ogy study being contlucted durin g. the
months of [nnunry and Febr;uary in. lhe
Detroit area !I Prod
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TV I

perimenterl with radio, found sales
responded "extremely well." Tests
last year utilizing spots featuring
two celebrated deviled hams, Boh
and Ray, hiked sales so sharply that
the two radio personalities were
used for the current campaign,
As an extentíon nf their experi

mentation with broadcast media,
Underwood is now sponsoring na
tionally televised TV program reg
ionally, in all three \Vest Const
states. Campaign uses minute spots,
will run through the first quarter
of 1964 on both NBC and ABC.
According to Stephen A. Witham,
Underwood's director of marketing,
results from this first concerted use
of TV hy Underwood will Ire care
fully evaluated to establish future
policies on use of the medium by
the company.

Underwood's age11cy is Kenyon
& Eckhardt (Boston).

WFNF appoints Mid-Wes( Time
Sales: WFNF, Shenandoah, Iowa,
names Mid-West Time Sales regional
sales representative. The rep ñrm,
with offices in St. Louis and Kansas
City, will handle the station's sales in
St. Louis, Kansas City, Omaha, Mem
phis, and Des Moines.

S~ONSOR:
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1~nfS:em ~>11, tíiti1d t'ehtt~a

·~'t~U.l'Jl~~~~i~~1·~,~~l~t
B'~lt.u~ittil:'~l'f·qw;14 ti~
J~~ncl t'he:B:erle"S 11~¡¡¡:"8 ·~it:lm

wifl) :n~w :gQ·lfer:~ LA Quü;lttt
Conn:trv Chih m~ar Palm Desert,
Culif. '
This ;m:irks tb:e Brst ti:me: a golf

~nfn¡?lé~íty,wHb tlte
t'.éfJ;:lJ?;i:ngmret ~rr l&~bele ~ottr~e,

'has. .beel'il eDi\"et.:edwith a: úl'i:X7é'
n<nllel"i'l: te;cbnique. The s.eries was
tecólde:d. 0:1'l. Sc;,J;tclk brand vicien
tap.e¡) 1:'~G}.1..1fres~'no P.rocessíng
a:nd e~nbe pfayí:ld bad< 'i.p:titted.t~Jt.e·
ly »Vífh piotme .and snuud.
· ·Th.e: tapiu,g: i.yent :p:erfect~¥,", s.ays
prudwer IIai11 Curtís~~f CBS,
Yói;k,. ytrn. It 1111 Hk~ a
liv:~ pick1114r," Curfi"S notes.,
gdt n~1mera'S. all cw.er but you don't
hav:e' fü:e :e<lm:wlic:a:ted, setn p th:a~

:BlmP
A~ (}ij$ h1 1:foJ1Jí\~Ged, 0fflcfals

s~riu tlre ·go:1r~rs.:the11~'Selve5ta~ored
the· usei 6f ·~:kl'eo:1:.£tpe becrau.s
cnüld ~l:rty th.e .gaixi·efast.el'.

~~w~r:acs·~tlñ±ittA.ed t!:> t:éti.~t~L.
,,._,Lu;. bl·;;> qgr.:e.ecl't1m f~lJ~1rg fa::S,te1·
:th~n~ft wo.t:íld 'b:ia:~;e.,gpne \with the

film, And h~ .add:e.d, "''Tb;e.
~M~.!.l.,L;Y LS: It >i

Telitm:s' fm. tbe C}Ü:ifüJ·nitt p.eir:tion

of the sei':i:eslnt>k1.d,e1¥ 'Sªm. So:egi..d
i;111<Í TQny L:eruf{~Ge11~ Lítt1er ;:.tnd
~Cl ~\1.inimg.er;. Á'.tl ~·Valland l;ackie
B'Hrké;, Dow Ffo.sterwald .'iJotl Bob
C!lªlhy, .añ.d Julü1s Bo.ros g1:td
~e,<Jrg~l3ª~'.é'1'., AmQ,n~ th(I)·'team,s in
tlae N1J1 t~pe are: Jack Ninklaus nn.d
Ph:il( :Bo.dgei;s~ brothers Jay :~lnd
Lionel Heibert; Don Jan.u.ar)' ,~t'.X)d
P;}tul Ha.:tñ~~;.Mike Sou~hªk ;.rnd
U!J(l,g !'.or;d~~ln'<:l.Bq}Jby Nit!hofa; ;and
Js~~~·1Oll.J?ít. •

:pJí!IMlji ttru.:t'fi,.:ll.iJe; sé't:erul r:eldc:les 1J,:s:e1J.
~.:YC.6'$ tq..t,qjJe(orv:ney,rnrrféd equipment
·cmh p.t.oíd.de:d u pfotfótm for e.a1rt.etanta11
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TwP: 'things.

c1n~lt po.fnt:& º.ut how ~rUllt:rnt~ lob
:adve;df~t.rt~can rean~d.é>. TWó-·· . Tl provis that
th:~;;atf'\l':ertt~~rwho d~~~ il g~n~r:~Jly
winds up with the business,

The .m:ona·I is o:bvlcms.

Wh:i.ch :brings up two things more.

One-there :are some 7500men and women
involved in the purchase of national spot.
Of ·this r1umber~the tap 2000 control over
9fr% pf the total .business, We: c¡¡,¡IJthem
the ~'influenHal ~000".The most economical
VJ<qy, to pre,..sen this "Influential 2000" is
via a. schedul·e in SPONSOR because SPONSOR
h~:& ths greGite::stJJenetratton of influente
with this "lrrñuentlal 2000'; of any book
in th~·broadcast field.

Two-• give ¥Out ads a 1'patchi' of índivfduality.
~\tithr;i:Üt it~(:Me Pa.~e.yó w b.wy ls :empty.
With il-!~oucan spark a purchase, increase a
~ch:ad11l.i, tn;Qti·vat~ a new 'ªP]Dr•a.iaa.1,change
··~·.~w.~tn:~p'a:tte rn aJ1d bui Id y,aur static n's
''V.:n,(_u·•·.m···· e e·\iJ.l:?!íf\,f, w. ear... " . .. .. ·. . . ·' " , V·'\,/t;-1).7' ,y: . •.
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TV MEDIA

Avis can't afford
television commercials.

' ..... ·.·.·..·... •·f>·d·····?Arent you .g: a ..•·

Do JOU know '''hat it cost~stó
make a television commerciaR

About $15;,ooo.
',i Ofcoursc,that fodUt)es high,.
,,11 wa)~western sky"'car,pi;~tty girb
_,,,anda catchy jingle to dcfight the

he<\rts of music lóvcrs. And then
you st u f hav~ to p;,y {or puttingíl<Jrt the <tin

Avis hasn't got that ki'.nd qflPQncy.
'\Ve'.reonlyNo,2 in re.nta cars-
What "'e <lo have_is plenty ofdc¢ent c:ars Ukc liv~l>;

super-torque fotds. Plenty of counters wi~h·gids~binll
them whó d<>ri'tthink it'$ ci)rny to he polite.
\Vehave.evety:diing but television commereials,
But business is.getfü1g; ~ttcr.
Maybe soon, youwontt be ro lucky;

Avis hit-run ad
hints TV interest
Ad manager refers readers to bottom of newspaper copy

TELEVISION partisans were simulta
neously miffed and encouraged

last week by a print ad (above)
that
l) knocks TV, they feel, but
2) teases with an implication

that the advertiser might take to
the air when it's rich enough. (A
fair inference, the offending party
thinks.)
The advertiser is Avis Rcnt-A

Car System of Garden City, N.Y.
Newspaper pages and fractions
were used in major markets to an
nounce, "We can't afford to adver
tise on television. Aren't you glad?"
(See reproduction of ad.)
The Avis copy said the company

doesn't have $15,000 to spend for
a TV commercial hut hinted that
with business so good it might have
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the wherewithal "soon."
Leon Heller, advertising director

of Avis Rent-A-Car System, calls
national TV a "near future" possi
bility, and he directs questions to
the media buyer and account peo
ple at Avis' agency, Doyle Dane
Bernbach, New York.
Referring to "some of our friends

in the [TV] industry who're a little
sore at me," Heller thinks they
might profitably read the bottom
of the ad.
Reaction to the headline and tone

of the Avis linage was heated, and
upon reflection the advertiser thinks
now that it may have been "a little
too clever."
The agency view of Avis' ad: "I

don't think it was knocking" TV,
says Maxwell Dane, vice president

of Avis' agency. "Everybody can't
use TV most efficiently," Media
must be geared to each client's
needs, Dane explains, adding that
the shop he manages has perhaps
a third of its media billing in TV.
He estimates the proportion would
be closer to 40% if clients like dis
tillers, traditionally shut out of
broadcasting, were excluded from
the reckoning, SPONSOR estimated
total DDB billings in all media last
year at $74 million.
Outside of what TV media men

considered the derogatory tone of
Avis' ad, the figure $15,000 to pro
duce a commercial, was another
sore point with all who cried ouch
when it appeared last Monday
(Feb. 10.)
Implied in Avis' ad description

of its number-two place in the in
dustry is the assumption that it
costs the number-one auto renter,
Hertz, that much to turn out one
of its famous flying-man commer
cials (now he has a flying woman
along, too.).
"It's just a nice round sum," Dane

says. The implied advertiser (Hertz)
who foots the theoretical bill, and
its agency, Norman, Craig & Kum-

mel, have. no comm.en..t.F.. il.:m...•pe.ople•. , paµe.rthink this could be a realistic guess . please
at what Hertz pays. The argument, ad go·
of course, makes no pretense at , a one
cost-accounting such a bill. 1 toilet
A commercial could cost half that

sum, or half again as much to make,
one producer estimates, depending
on things like special effects and
opticals-"Hertz has a lot of op
ticals." An assay by Harold Klein
of Film Producers Assn.: "It's not
a crazy figure." Of course, he adds,
it depends on time, location work,
color or monochrome, and all the
other conditions. It could run lower
or higher, but $15,000 could be the
cost of a minute commercial, Klein 1

judges.
Commercials by the number-one

auto rental service can he seen on
two network shows, NBC-TV's
Jack Paar Show, and fJBS-TV's
Perry Mason, which Hertz.sp.onsors,
plus occasional special eveuts on [
the networks. Hertz also has cc
operative tic-ins with 16 airlines,
some of which involve commercial
ad plugs.
Hertz .T..V b.illin.g..rs··· ate ru·l)····n·in.g1· 1¡1 I crg1into the millions, split between net- on

work and spot, with the edge on
11
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Úh:eé.king,,d'e.tID'l!i'on l<realibtr w'ifh a: m.0bile unit of WITN-TV Wasbing
i()Q, N~e,"ar~ t.b.ree;n~M'lrelem.en vke ptesíde11ts o£ the sta:tfon (l"'i:): ops .
dir: Ha:l Wilson; ~a:Iés riigí:., l<fad Bróome ·an!I :chief eugr. l:Jar¥eY Mason

NSC s'taffs·. spe;cjaJ uni.t;
zputs Hl=:!,ndersot•.:at helm
Chades .A~Hend~r:son;; wifh NEG:
net\v.Ork i'n :a hust Qf .mtpaciti:(:!¡:füt

y~at.siis baGk at his o.lrl.h~ant
f.he· ñew , -

title o'fa'lirm;:iot '
'º'_-?::-•O< .·O,••<- M.•. -'-··::::.::'·''''' ;,'.,

O¡¿rporat~.Proj., 1

e.cl:s,
The Cmpo

r.ate 1?1i;e>jec:ts
íln.it W¡as: organ
:i.z;ed e:atl:Y las~

laP+ ..D
a,.:nzd !~ <V"A I~ 11'T"A

sp~c:.ialNBC in'." --- .. --
forma1;ie>npr0<]- Biendersan
gcttsiucf a corporate fiQ.ture.•
1,' i ..•~rHC . l~.$2 as· ·~:':ublicitn.omng.t~ .... lll .VJ.•... r ... J

· " '''ti'·f;¡'·v··.: r··o'··.r· v· '1""i"."'r·v a..t·. ;g'e·a.:represen.""'~. .e .. . ~!" J •. ,

Hena~rs.C5!:nw~si;n~medp.t:lb;Hcity di
::t'6~~tirof t'b~ NRCJ Film division a
year l~ter, ln 19ñ5 wllen NBC cr:e
atmi Í.t's<E~plnit<.a:tlnn OepartnJen!
wi.th Al 'H~famletasi diteetot, HeIJ.
.:i,. ·.. ·. \V ;·;. .¡· .. k ~ . .. íi1ál1 ··.g:er.Q.el's.on . a.s.se e.c;1;.e...as . . , 'ª .. ..
lti lfJ¡¡j h€J '~~~ ~ssig:r1ed th~

,N.B.Qll~dio:Pa't'tiní'p~t'ing Jl,r.ocgrarns
d.e;pattment as px.e8~:representative..
Heleft NBCfo 19,tf{l té>' he.com:e pet
. , · al 1 ·. ; 1''1'' r lat'cr s: :.·d:nsuU n :osan .. pU..Li!LlOJ .~L ..J: in ~L.. .. . .a .t' t

'J¥la.tthew Culligan, president and
ribairman e>;fC.ur.t-is Pu blíshmg. He
return:!! t'o :N:B,Cfrom that p.0st.

Repnxt.mg to Henderson in Cm
pcmUé Pro.jeotS' will be L.eonatd
T:ta,11be, ~bl;1 has beett Pa'med ad
mini~tra~.or.~and fL Peter Mareau~
special pr.esesrepre.sentatixm.
Traube has been director of in

fm-rn.at'Íoil' .s.ex:vic.esand advenismg
Io~~l\l''GR~-TYr·'"'i.ce.pte.si~:h~nl~f !h·e
,Rath:~:Fen.i~ Go,, and. editor o'f sev-.
:eral punlications. Moreau join:ed
'WB·~as a pag~~.~}.mrke~briefly .in
Bro:ad:ca:stOperalfüns and Ce>ntml,
a:l'iel ilsi May ..of l~st year hec.a.me. a.
sports '>~iter in: t'h~ promotion
dep.¡:¡,ren:ient ..
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jh:g bout With the; As~rr. 'Qf Motion:
l?íctme Producers ..and the AllíanGe
of T:elevisfon. 'Film Producen~

DCA cQntr,a:cts.\YJth both groups
:e~pir.e-~n A.i;;tH 3'0,



TV MEDIA

ABC's upbeat pubaffairs

IN the three-network race to im
prove general image through pres

tige public-affairs specials, ABC-TV
has, until recently, been working
at a disadvantage. Out-gunned by
the established documentary and
special projects divisions of CBS
and NBC, ABC often faced prob
lems of clearance, and even of pro
gram supply in the area of informa
tional specials.

The problem was solved, in part,
by drawing on the resources of pro
duction houses equipped to de
velop public-affairs shows, notably
Time, Inc. (NBC and CBS still do
not like the idea of accepting in
formational shows not produced in
the shop.) Partly, the problem was
met by beefing-up ABC's own staff

in this important program area.
This season, things have been dif

ferent, and advertisers such as Up
john seeking prestige vehicles have
reacted to the difference. Under the
guiding hands of Elmer Lower,
president of ABC News; Jesse
Zousmer, director of ABC-TV
News, and special projects division
director John Secondari, ABC-TV
has made some sizable strides this
season.

Here's how the Nielsen score
board measures ABC's gains:

Since September of last year,
ABC televised seven public-affairs
specials in various nationally rated
time periods, prior to the end of
the calendar year. In the same Sep
tember - December period, NBC

Tv-Q-Quiz
Quiz yourself on program appeal to viewers with
grade school educations and college educations.
Material for this quiz was provided by TvQ,
based on their research of program popularity.

(A) Here are five programs with about tire same appeal [or
adult viewers i11general. See ij you can rank them in order
o] their differing appeal to grade-school-educated adults,"

l. ABC NEWS REPORT
2. DICK POWELL SHOW
3. DICK VAN DYCK
4. HOOTENANNY
5. STONEY BURKE

(B) The next five programs, also similar in general adult
appeal, vary considerably in appeal to college-educated
adults.*

l. MEET TIIE PRESS
2. SAM BENEDICT
3. 77 SUNSET STRIP
4. TWILIGHT ZONE
5. WHAT'S MY LINE

*August TvQ Report

Answers Quiz A: Answers Quiz B:
6Z • • • · · • · · • · · • • · • • Á11uvua10011 ·s II • • • · · • · • · · • • · drns 1asuns u 's
Of: <JJ/ÁG UDA 3/iJ!U "t 91 ••••..•••..... P!p<>tl<Jfl tuDS "t
tf: 11aa10c1 3f.J!G "£ BI •............ ssa.id ª'11 1aa1v "£
6£ <JJf.JnH Áauo1s ·¡:; 61 •.••....•... aun ÁJIJ SJDt/£11 ·¡:;
f:t 1.JO</.Ju Sm<JAf JUV ·1 ¡:;¡:; ••••••••••••• auoz 11[íf!J!eti.L "[

- -- ;,. · ···..'..;; -:- ·- :.-:: ~ ::-::.; - '.:~:- .. ...- .· ::-.. :;;'.~. =· ,...:~.:, ..::..·,~:.:\,,,A,,_:)::-·;.-::~~..{:;:=:-:¡~:1t.==·2.:~:;-m:.~st1;:·:;¡»:~:·~~:"@;~~:~:=~:.::l}F~:;~,"~','-~Y~~
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aired 11 such shows and CBS had.
seven (the same as ABC~TV).

The average number of NTA
homes delivered by the ABC spe~
cials was 7,300,000 by Nielsen's
count. For CBS, the figure was
higher, but not by very much-7.,-
690,000. For NBC, the average
NTA home count was 7,220,000,
The figures put ABC, for the first
time, in the homes-reached brackets:
of CBS and NBC public-affairs,
shows. Furthermore, ABG~TV's
NT A Rating average was 80% high
er than its own average for süch in
formational shows during the 1962-
ro s~soQ •

Swisher gets stripes
Arden E. Swisher, general sales
manager of KMTV, has been elect
ed vice president in charge of sales
of the May Broadcasting Co. The
firm operates KMA 'in Shenadoah,
Ia., in addition to the Omaha TV
outlet, and is affiliates with KFAB
Omaha.

In charge of sales at KMTV since
March of 1953, Swisher began his
advertising and sales career with
the editorial and sales staffs of sev
eral rnidwestern newspapers. He
joined the Cowles Broadcasting Co,
in 1939, where he served in the ad
vertising and sales departments .. ln
1950, he was named sales manager
of KOIL Omaha and was servíng
as that station's general manager
when he joined the KMTV staff.

B.rownback In b'caet
\VESH-TV Daytona Beach-Orlando :i

named Kenneth H. Brown, Jr. pro~
motion and public relations man~
ager.

Although his
most recent ex
perience has
been outside
the industry,
Brown in the
past was man- 11

ager of two
Florida st a
t íons, vVGGG ,_ - . Iage¡
in Cainsville B.r.own ' llht

and \VHYS in Ocala. For the pust] PLr
two years he was promotion and Pe,1
public relations director of the Ca~I
nadían Professional .Fo.o.t.bal.J Lea.•.~1 tf(-al
gne. Prior to that, .he held the sainé ar1
post with the Montreal A:loüettes of
the Canadian Football League.

..... J
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Phil Davis, president of Phil Davis Musical Enterprises, rehearses aggregation prior to recording a fingle for airing by an advertiser

No radio iingle is universal
RADIO MEDIA

Phil Davis decries practice of selecting music theme
as if all U. S. were tuned to same wavelength;
urges advertisers to vary 'beat' for audience tastes

SOMEONE said there are no mira
cles in history, only the sudden

recognition by many men of what
up to then-has been unclear to
them. There are straws in the wind
which indicate that a little of this
sudden recognition may soon open
the eyes of advertisers to their
neglect of valuable objective data
in determining the musical tastes
of the listening audience.
In an interview with Phil Davis,

president of Phil Davis Musical En
terprises, SPONSOH was told that ad
vertisers-generally speaking-con
tinue to select musical advertising
as if all America were tuned to the
same wavelength. This approach,
said Davis, ignores the proliferation
of stations in a multiplicity of ton
gues-linguistically and musically
and also ignores the important fact
that these stations reflect the vast
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ethnic, social, economic, and cul
tural groupings that make up the
American buying public.
"Yet, year after year, advertisers

and their agencies continue to act
on the supposition that their choice
of a musical approach will appeal
to, and be acceptable to, all listen
ers," he asserted. "Their sole cri
teria of selection are, as often as not,
their own personal tastes. This leads
to a common malady: the band
wagon approach, imitation, me-too
thinking."
Davis noted that if a rousing

anvil-type chorus works for one ad
vertiser, a River Quai whistling
march, lush strings, or a child sing
ing for another, invariably you'll
hear other advertisers chime: "We
want something like so-and-so .is
using"-rcgardless of whether or
not it is appropriate for the particu-
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lar product they wish to promote.
Long overlooked by advertisers

is the need for flexible musical for
mats that reinforce their overall ad
vertising objectives in terms of their
markets and the expansion of those
markets, he notes. FlexíhiHty does
not mean settling on one musical
logo, establishing it, and then dress
ing it up in di:ffer~nt rhythms for
ind iser imin at e saturation cam
paigns; it means careful pre-plan
ning of a musical campaign th{Jt
consists of a balance of musical
styles with something to appeal to
all segments .of the advertiser's
market.
It should have one basic.musica]

theme or musical gimmick easily
recognized, and he protean in the
musical shapes it takes to impress
itself on the consumers the adver
tiser wants to reach. Politícíaus are
past masters in reshaping basic
themes in terms of geographic
groups in order to win their support.

vVftC advertíscts to apply poli~
ticians' strategy to broadcast media,
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ne:e:ds mm.:0. i.:elílie:m:ent" study~ and
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tlw nu·t.-I;Í:{{Ji~d y;:t:fm-9r.,fe:p'Sf:
'Cela premisEf t:h~t.a :s.ing'foditty a:nr
sba\ie all ·C)£ Amexfc:a ot hit T:lv.ety
b(:ldy?;S: S:pJít," This twrikfog has Httlé
[ª'tt9íl é~véi'.;Y'·~faylife·~ndevery

It'1:1elon tts the er: · .,f"' ·'··,Óc' .•... ,a D
ami forties; domit;rl{ted;

:and \th'e: s,camity of miw
_ uPts Yjing· Jor consumer dol-·
}?tS,

Tifh;é ('.Q J1tt!£ s:el't'!es

Tn adv:erthitlg, tlm t:ím:e 1s here:
-for ·s.p·9:Il'sors fr® Hlems.el¥es from
~nci~~t t~gi)lre·ª'fllve..rtisinghehávibr.
A trtte: ixnder~tan~liag of d1..~multi
,ple; .rol:emusic can play in :maG!bing
· 1le á.udi:enc:e& attuned tn

tm. and lyri.e:s·mast acuepf-
a ble a.t:td'appeRlin1g fh:erf:l;, Is long
:ovexdue, ·
Fbr what has .seemed ,a¡n 'ifi:f~rm'

iñ:::Ilile tiroe~pl'<:!fess:ibnals hav:e 'Stit.·
11ed tQ htéªk l{}os'é fr:om the strait~
jack:e..t for:n;ruia of Ci'.e~:fii:tgmusi:cal
cnmme.r:el'a:ls ~:eq¡red to: .Péts.onal
ta:st.es: of :adveidsers 'ªnd. \ag·en<des,
· · · .,Jt'·h· ·. ·f · "'I' ·a·£ ,.. ·a' "~ · .ain~ .: .eu:; .a.mJres an •nen s.. Jil'é""-

c<:mtJy, our firm hrok@ luose with the
s.uhmlssíon (')£ a balanced package
of mus;i:ca1s;tyl.cswlth .something to
:f!Pl?eallo reue.h scg:meut nf pOtcrntial
eousumcrs in .~mymarket." I low did
ft work? Reported Davis:

51J'bi6 Was Jl(Y ,0V,cfoight U,Cbievc
rn~mt,"]Je sajd ." Weeks ~I.lid.JTí(Jhths
went·into an atcluous sf:µ:dy arid an
:alysis' of fhe variations of Jnusical
a;pp.eal in different geographical
:areas,. ac.cQtdin.g, age, socit»
'e(lo:nomí.c, ethn:ical-ciiltl)ral f,actn:rs.."
Reseatch includ0d a 'Comparison
study of: best-selling tum\~S',:discs,
ábd ·albums on both í:rnti-Ona] and
:geogr;¡¡:phioªl levels,,

The s;;;¡..rn:e oQJ~p;tive eyes were
focused on box1-office pop:ufarity
polls and popular laoal, r@:gional,
all.~ nationál radia and television
P tü'.etr:ams D<1vis rt ··t.e·d' 'º'' >J.. """' ' Q '
For adv.ertiset.saírdag~flcies with

br:anch:es m affi1iat0s in differeot
geographical areas, this is a prize
sourc;e Jot •objective data, he said.
The:se ht:an~hesc:an contribute füst
.hand knowledge o'f what is popular
.áud appealing to th(! consumers in
their .áreas. They are famíli:ar with
the l?rngramíog of differe.nt stations,
'tl :grime clue to the type of audience
the :stations attract~
~~Then~.maybe. no mitades il} his

tory QI :advertising;" said Davis,
C<but l:e:ggnds exist to guíde· fh@:
uogn0S:cerrté, Aod in advettl'si:ng
these pnint tg a mote intelligent
ami objective. ns:e of ml)sí<: and
m.úskal strategy:" •
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RADIO MEDIA

Fred E. IVdiker (l), general manager of KDKA Radio,
Pittsburgh, receives Pioneers' Mike Award from
Broadcasters' Foundation president Clair McCollough at
annual dinner attended by more than 600 in New York

LBJ hails award to KDKA

P RESIDENT Lyndon B. Johnson has
saluted Westinghouse Broadcast

ing' s (Group \V) KDKA Pitts
burgh, citing the station as "among
the best-known of the pioneers in
the development of the great art
and industry" of broadcasting.
"Through the efforts of such pi
oneers," he said, "broadcastiing -
televsion as well as radio - has
emerged as a primary medium of
entertainment, education, and in
formation."

The President's remarks were
made in a telegram during the
Broadcast Pioneers' presentation of
its fourth annual Mike Award to
KDKA at a dinner last week in
New York. He added he was "de
lighted to congratulate Donald H.
McGannon, president of Westing
house Broadcasting Co., and all
those who have helped KDKA earn
this most respected award."

Praise was also tendered person
ally to KDKA by other government
leaders, including Pennsylvania
Gov. William B. Scranton; former
Gov. David Lawrence; Sen. Hugh
Scott (H., Pa.); Hep. Oren Harris
(D., Ark.); Sen. Warren G. Magnu
son (D., Wash.); chairman of the
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Senate Commerce Committee; and
Sen. John O. Pastore (D., R. I.),
chairman of the Senate Communi
cations Subcommittee.

The more than 600 attending
the event heard Lawrence recall
KDKA's "leadership through the
years." He said: "I think it is im
portant to emphasize that there has
always been an awareness at
KDKA of its special responsibility,
not simply as another radio station,
hut as a pioneer. That awareness
is based on pride, in part, and on
rcpect for those far-sighted men of
decades ago, who saw the value of
radio itself and understood the
wide range of services it could pro
vide."

"As one who has followed broad
casting in Pittsburgh from. its be
ginning,." La wren ce continued, "I
can testimy that KDKA has never
failed in its responsibility, and has
always kept faith with the vision of
its originators. Indeed, it has never
lost the spirit of originating, which
is one of the many reasons it so
richly deserves the honor you (the
Pioneers ) do it."
In presenting the award to the

station, Clair McCollough, presi-

dent of Broadcasters' Foundation,
cited its ''enlightened .management,
inventive, entertaining, and ínfor
mative programing, and responsí
ble, rigorous community involve ..
ment." The award was accepted by
KDKA general manag~r Fred E.
Walker. •
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RCA's new tape system
in use in Mihn.eap.olis
KSTP Minneapolis is using the first
two of the new RCA audio tape
system for recording, editing, and
re-recording,

A technical step forward, the sys
tem is capable of accepting pro
gram information from a. variety of
inputs, including network, live,
disc, or tape, and míxírrg jt into a
pre .. recorded, broadcast - ready
show, ranging from a brief spot
announcement to a complete show.

As an independent recording and
playback facility apart from the
studio control center, the system
permits station personnel to pre
pare or edit either reel oi cartridge
tapes without interfering With the
on-the-air pro graining. It can also
be used for the sequential record
ing of spot announcements on tape
for playback in radio automation
systems and auditioning of records
and tapes by non-technical person
nel. The system may also be used
as an originating point.
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Loughren LaGüardia

Sacramento sales shifts
Brian E. Loughran has been ap
pointed national sales manager for
KXOA, with responsihility for all
national sales and merchandising
activities coincidental with the sta
tion's national accounts. Loughran
joined the Sacramento station, a
Polaris entity, April 1of last year.
John E. LaGuardia, [r., who

joined the sales staff in ~1hW,wíl]
succeed Loughran as local sales
manager. He has an extensive sales
background, and was formerly wíth
KGtvlS, also Sacramento.
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Sitª\"'

WLIB at 'Oarr¡re;gie· Ha.U t'l'oA·o.rs f'lation'.s
lo·tQ;N~s:rotQerfor.mers ·withspe~JaI:awards
WLll1, 'New Yox:k Negro;..
orbmted statfon whi:ch W'ill
sa~nhóóst ils: po,ver tó 10.,-
000 b '· ,;¡k "t ''ifs• ·nt'"·.... . .:r:.oau~a.,. :.i. • e I.r.e
U tb' <!'.®uál '"F.e~ti~ml árrd
iSa'.lute: to N.~J~.i·qPerforming
·k ,.. ..1 ·1·r e. .nrbsts-· . ·ute ·ram .· artreg::re
Hall. Sta;ged .l?eb. 8. in con
imtcf::fütl with WLIJ3?s p.ártfoi

Ho· · in iua.u nal Ne o.Hi -pi;t, ..J:I ... "'~· JL .... , gr . ... .S
· x~·eek. the festitl:a1 was. ... ., .. . ' '· ' ' . '

red tQ: Mghlight the
mány •ére:ative 1aud · .énltural
~Q.n:.b.'ih;u·t:i.oo.s;N·e,g.ro n.tti.sts.. ··a· . '·h Aar·'f't"f:s ~.ii,: ñ 1n··t· a.·.··n:.e·r\~~~,·--~;_J'.ª.'--:<_,, ·;º-~~,..,So'" ·---''•,~--'.-.\£: --•'- ,_.l._;_,l.,!..-

i~~.t:t)Setitág~· ttªf~m, aud
f:eatnre:il ~futee.bo.ur.S• iqf
formanc:es h~·a number ot tne
du'tstandfug; Negro pe.t'l>'tlnali
li~~ £t:iiiw e;v~r:rfüdi!l :of musl""
~ale:11d~aJztir:.lll. ad.~lit~o~ the·

' d '''sit·at.::i:an:p:r>es~rrte . spe.cial
·d. r- ·h e· ...•.awar.· 5: rrom t e ,arnegie

Hall stag{e to outstanding
Negro.es· in the performfng
arts. No commercials were
;:ii.red Jo the }lrogram,

t\mon~g, :~hose recei.vi·ng
awa~ds at the festival weJ:.e
Duk:c Ellington '(top), whose
citation was presented by
.BClhert F. Wagner, mayol' oI
N ·y k"'' s·-1.~p · ·.. ew · or . :{;.1J:y; ·l()Iiey oJtier
(ªt .rlghl fo p.i~tu.re at leff),
hei'ng .congld'atulated by Ossie
1'a:vis{l) and ''WL1B gelli mgr.
Harry Novik). and, at right,
Mr"S:. Vera Mc~filfon {I) .and
;br, Myi:a; L .. S.tnith, a physi
dan, recehring special citation
from Newark, .N. J., .council
m:an.Michael A..Bontempó in
be1rnlf ~fAlpha Kappa Alpha
So:mri'.ty for aiding. 'VLIB's
•., ·x.r ·r· ·· · .,,..t;:!legro.es o. N;ew Jers,ey
broade.as.t series,•.
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WILCOX PUTS THEM ON ... to find out what's new with Madame Nhu
... whether Dick Gregory thinks he has a right to be uncivil ... why Justice
Douglas married his 23-ycar old secretary. In San Francisco, KCBS Radio
listeners quiz the men and women who make the headlines on KCBS News
Conference. Moderators Fred Wilcox, Fred Goerner, and their daily News
Coll/ eren ce celebrity field phoned questions with wit and dexterity. This
kind of two-way radio is aimed at adults, and it hits its mark by delivering
quality response to advertisers. For proof. see our survey in depth.

I I
I

I
I

GOERNER TAKES THEM OFF
... for an all-afternoon excursion into everything that's new, interesting and
significant. A man of boundless curiosity, Fred Goerner guides listeners
through new worlds. KCBS Spectrum 74 is one-stop listening for armchair
explorers. Goerner (with co-hosts Fred Wilcox, Helen Bentley) leads ex
peditions into the worlds of science, medicine, travel, history, fiction, fash
ion. These arc the listeners: the higher income, higher spending, higher
educated families in Northern California. Ask for details.

Foreground programming molds opinions, delivers adult response. In San
Francisco, the talk of the town is the buy of the town. KCBS RADIO

A CBS Owned station represented by CBS Radío Spot sales.
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Godfrey Show to push
new Armstrong wares
Armstrong Cork Co. has developed
an intensive network radio cam
paign in behalf of its first products
created especially for distribution
through hard ware-housewares
channels. The products-Open Sky
Window Cleaner and Palatial Floor
\Va,\'.-will be promoted on CBS
Radio's Arthur Godfrey Show from
Mar. 2 through May 29, with Cod
frey delivering the spots himself
four times a week. Armstrong said
it expects the commercials to reach
an average weekly audience of
some 3 million households.
Open Sky is sold .in tablet fortn,

along with a reusable plastic
squeeze bottle. The container and
three tablets sell for 59¢, while r.e
fill tablets are sold separately nt
three for 29¢. Palatial, a premium
grade polishing finish for resilient
floors, is retailed in a 2.6-oz.size for
$1.69 and a 46-oz. size for .$2.98.
Godfrey's commercials for Arm

strong will stress the fact the tw<>
products are available only through
hardware and housewares retailers;
as well as their convenience and
money-saving features. Tying,in
with Godfrey's on-air campaign Will
he point-of-sale material ready for
distribution about Mar. l. This in
cludes a special group of shelf talk
ers, display cards, and other God
frey merchandising aids.
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!he S
vital11th Budweise.r year

oh. Ivy college web
Budweiser Beer, via D'Arcy Adver
tising, St. Louis, bas renewed, its
contract with the Ivy NetWQtk of
college stations for t.he 11th cc.n1s<;
cutive year. The web is made up of

11

radio stations at Yale, Harvard,
Dartmouth, Columbia, Cornell,
Brown, and the University of Penn
sylvania.
The campaign calls for four one

minute spots each night, Monday
through Friday-much the same as
the play used by Budweiser since
it first bought time on the network.
The spots to be carried are those
recently created by D'Arcy and now
in national exposure.
The purchase, as all nutlónal ac

counts, was handled throt1gh the
Ivy Network's offices in New Ha- ,,
ven, Conn.
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SYNDICATION & SERVICES

Business is thriving
tor blue-chip film firms
Sampling of latest reports in fields of syndication
and production show that industry leaders maintain
strong positions despite strong general competition

T HE financial health of leading
firms in the production-distri

bution-service areas of broadcast
advertising is fairly sound, to judge
from latest figures circulated along
Madison Avenue. Highlights:

• Four Star Distribution, whose
fiscal-year sales last season topped

$5 million in off-rretwork rerun
syndication, has made some strong
sales gains. Since July 1, 1963, in
the first six months of the current
fiscal year, FSD sales have been
"21.4% ahead of last year's half
year mark," according to Len Fire
stone, FSD's v.p, and .general man-

Smoking guns for western syndie promo

To fire up audience promotion for local airings of syndicated "Lone
Ranger" series, Winston-Salem's \VSJS-TV let fly with homegrown double
barrelled gimmick. Using two hollow tubes leading to holes in the muzzles
of the Lone Hanger's xix-shooters, a station staflcr (who made no claims
to being the fastest draw in town) puffed local tobacco products to pro
duce "smoking guns" effect while 16mm camera ground away. Film was
used in \VSJS-TV on-air promos

48

ager. With an eye obviously fixed
on business ESD hopes to write at
the conc(I.rte.nt-with-NAB ''T.FE"
in Chicago, Firestone said: "\Ve are
now approaching the heavy selling
season. If our sales ration con
tinues, we shall exceed our last
year's fiscal total."

• Screen Gems, which Is branch
ing out as a supplier of custom
made cartoon shows for leading toy
companies while continuing as a
producer/distributor of network
and syndication film shows and fea
tures, reported net income before
taxes for the first half of fiscal 1964
of $3,475,000 as compared with
$3,263,000 for the like period of the
1963 fiscal year. Per-share earnings
were 69¢ as against 65¢. Executive
v.p. Jerome Hyams noted that SG
had "already sold three new half
hour weekly TV series for the corn
ing 1964-65 season."
• MPO Videotronics, commer

cial and audio-visual production
firm, racked up sales of $10,088,773
for fiscal 1963, up from some $8.2
million in the previous year ..Apart
from a slight setback In 1962,
MPO's growth has been steadily
upward from the 1957 level of $3A
million. Said president Judd Pol
lock: "The intensity of competition
in television commercial production
has not lessened," •
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New products star
Among firms which supply equip
ment and services to radio-TV,
these plans to demonstrate new
products made news last week:
Teehnímatíon, patented special

effects process using polarized
light to achieve illusion of move
ment, was due for a network show
case on the February 20 teleo..ast
of The Edie Adams Show. The de
vice will make the setting fat a
musical production number appear
to be in rhythmic motion when it
actually remains still.

Minnesota Mining has a new
self-threading reel for audio tape
recording so easy to use that "blind
people have acclaimed it," accord
ing to 3.t-.1 officials. The reel, and
new tape products, will be show
cased at the Master Photo Dealers
and Finishers Assn...convention in
Chicago, March 1-5, and later at
NAB.
Toshiba, giant Japanese electron-

trati,
tion ,
.center
Ii"): apan
I
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SPONSOR annua

General
Broadcast media salute Golden State Jan. 7, P. 38
Close-up of Walter Schwimmer Jan. 7, P. 32
Sales are up in newspaper strike cities Jan. 7, P. 31
SPONSOR'sannual business forecast. Jan. 7, P. 25
100-market "live" hook-up for Crosby
tourney Jan. 14,P. 33

An automated station processes a spot. .. Jan. 21, P. 28
Broadcasts to originate at '64 fair Jan. 21, P. 33
SPONSOR'sIndex Jan. 21, P. 37
Admen move against clutter Feb. 4, P. 39
$1 million research budget keys metro-
media growth Feb. ll, P. 34

Denver: What's behind population and
financial explosion Feb. 18,P. 32

FCC may try to regulate amount of com-
mercial time , Feb. 25,P. 31

Broadcasting has major role in AFA'spla.ns
to correct ad image in Washington .... Mar. 4, P. 37

Programing station groups are new force. Mar. 11,P. 31
Profile of a daytime soap opera Mar. 18,P. 32
WBZ jingle changed Boston hot dog
consumption Mar. 18,P. 30

Networks find client interest in reality
programs lukewarm Mar. 25, P. 35

Program producers approve FCC inter-
vention Mar. 25,P. 41

NAB Convention April 1,P. 55
RCAdynagroove recording get syndi-
cated FM stereo sendoff April 1,P. 4.'3

TV syndicators aim newest drive at
agencymen April 8, P. 37

Advertisers linger on the air after news-
paper strikes April 15,P. 39

Fall Network schedules April 15,P. 32
IRTS seminars drawing industry youth. April 22, P. 36
New image for milk April 22, P. 38
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Back to school for Four Star's sales
force ApriL29,P•.58

New "group plan" advanced by NBC
Spot Sales Aptil 29,P. so

1962 spot spending hits $721.2million April 29,P. 38
Use creative drama to test kids April 29, P. 32
Carol Rosenzweig (industry wife)
satirizes age of timebuying by
machine Ma.y 6, P. 38

Savings & Loan groups "sell" money .
with TV and radio , May 13,P. 37

ABC gambles on science-fiction May 18,P. 29
CBS pulls new viewers-sidewalk
superintendents May 20, P. 34

Can commercial talent costs.go higher .. May 20,P. 36
Annual reports feature ad information .. May 27, P. 3.6
Audiences ready for controversy.
Producer Herbert Brodkin reports no
sponsor interference Ma.y '2.7,P..32

Merchandising helps build ratings Ma.y27, P. 25'
Westerns' format change June 3, P. 31
Pressure groups in Radio/TV June 10,P. 27
SPONSORsurveys tobacconists on cigarette
commercials , .. June 10,P. 34

AA's decade in all-night spot June 17,P. 32
Admen fear boycott & blacklist., June 17,P. 3\8!
Summer TV shows and sponsors June 17,P, 35:
A commercial that works-for $21 June 24,P. 33
Artistry pays off June24, P.38
Musical commercials sell: Davis June 24, P. 41
Research response to TV commercials.. June 24, P..30
Reps eye "Computerized' media buying.July I, P. 38.
Thayer sees new patterns in syndication.July 1, P.¡3.Q
Program-within-a-spot found popular JuJy 8, P. 34
Spanish language Radio/TV market July 8, P. 55
Network radio renaissance , .•........ July 15,P. 31
Reporting weekly "avails" July 15,P, 40
Stalin special pays off for advertisers July 15,P. 42
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General
Debates open on fixed lengths for
commercials Dec. 9, P. 41

National crisis cuts Yale-quarter radio,
tv spot billings Dec. 9, P. 21

TvAR survey points up individuality of
local market Dec. 9, P. 57

Radio and television receivers edge
higher in '63 Dec. 16, P. 27

Station groups growing as a tv/radio
production force Dec. 16, P. 53

\Vindy City adman revises opinion anent
television Dec. 16, P. 34

Admen lukewarm to plea for aid to
NAB's Code Dec. 23, P. 19

Comprennez-vous world of French-
Canadian video? Dec. 23, P. 32

"Legal violations" of broadcasting code
NAB problem Dec. 23, P. 23

Shorty features offered by Sands for local
sponsors Dec. 23, P. 52

Audience promotion kits found valuable to
advertisers Dec.30,P.56

Federal tax cuts may boom '64
advertising output Dec. 30, P. 23

Gillette razor firm and ABC TV finally
agrees to drop the shows Dec. 30, P. 32

Six CBS series in top 10 on homes reached,
says ARB Dec. 30, P. 46

Advertisers
Cyanamid steps into network TV Jan. 21, P. 30
Jersey Standard expands cultural series .. Feb. 4, P. 33
Mohawk: Low cost color specials Feb. 4, P. 38
Yellow Pages zoom with "Fingers" theme. Feb. 11,P. 28
Milwaukee's Boston Store finds radio a
creative, useful supplement. Feb. 18, P. 36

Scott cuts TV billings by up to 30% Feb. 18, P. 29

Hertz keeps head with TV Feb. 25, P, 33 ' Alcoa
Campbell's V-8 Juice goes 100%radio Mar. 4, P. 32 .Procti
Masonite growth relies heavily on TV Mar. 4, P. 40 C:1
Hudson gains regíonal strength through .. . . , . Cala;
TV ........................••..... M.ar.11, P,"37 ·'

Liberty Mutual uses sports show Mar.18, p..35 ; con
Federal controls prime topic at NAB ~e11••1

. A· ·1 8.. p· 49··. , Xatiomeet . . . . . . . . . . . . . . . . . . . . . . . . . . . . . pr1 ..'. . . .. I
New York market a laboratory for new sae
techniques by commercial banks ..... April 8, P, 41 Socon

Union Carbide's non-commercial cam- .. test
paign to push portables April 8, P. 47 Unde1

TV/Radio boom Coldren Grain to adv
t . id di ib tí A.· ··115• P ·3.Q· Rel'lona 1onw1 e . ístrí u 10n pn. ·, ... . ·.... 1

Hour-long news shows sought by . carr
d • A· · ·12'2•P ·3··3· Alooaa vertísers . . . . . . . . . . . . . . . . . . . . . . . .. pn ·' . .

Gold Seal Vineyards' market-by- .han
market plan May 6, P. 4I Clotht

Standard Oil finds sophisticated
international commercials sell Mf\Y (Jo. P. 31

Northeast flies high in TV sky May 13,P. 32
Anheuser-Busch "Pick-A-Paír" promotion
paying off May 20, P..29

Miller pitches young adults with jazz May 2.7,P, 29
Buick's TV golfing sweepstake June 3, P. 29
Goodyear "go, go" new commercial

h ·p4·0·· -c amp June 3, .. •-,·.• ..
Kimberly-Clark's Manners cited as R~lll,1l

"C · · l ·Cl · " J ··3··· P .•·3·51 CuJ1ommercia. ass1c une ·.., "· "' .
Why Kodak likes TV ..............••• June 3, P. ~~' ; Kooal¡
Lady Esther back on radio ..............• June 10, P. 30: ; . Chi
Radio brings travelers to Howard : Libet:i
Johnson's .june .24,P, 4·3, oorr

Shell films desert auto test Jun.e 24".P.3~; Pepsi·
Campion and Chrysler sponsor ~·500"via . .. .... i .ma;

h tw Jul l P 37, ' \lorlis or ave , . . . · y , . ·•·
Fels hosts. influentials to "Night at 1id,

R ,, ··1·· r.r. .· Del Iaces Ju y I, 3.4 ·
O t kl 1 · . · · t . . J .·•1·• l.P q.~' radzon ac •es mir-spray g1an s. . . . . . . . . . u y , .....Ai.J'
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M'a'~is.onJ~fvé:uu:.é ¥íé:ws· Holly\vood •......• Jnl¥ 23'1p;32
"J,~'.i'g.'~g:~µ:~íes.o~.11le·~tnfitoit:r smalé:t

iSllQ'pS. " , ' ....'} e •• , •• , . , •• ·; ••••••• ·~ '! • •••• • ,]ulf 2$, }?,. $p
Jl~F.~~~els ~e ~~~e. Reading ~orp ..... S.ept. 9,, P. 26
B'i!rlffi.:ng; ho.w :a.cl. :a~eneies,. prn.dneers.
~ie.w.i.t •.......... :.;.. , ....• , ••.•. , .. , .S.ep.t. 1.6,, P. 51

~ilHDgs. ;s.ur,g~ .af •lP1~e.rp:g,:l:Jli11:pt>:ses-
ptg~;le!l1S.' , •., .•., •.••....•..•..•, • , • , .... , •.. , .Rot. :r4,.P..39

KI~~E'l~aians:t<J· l:Jgycm:ft non~c¡;yde;stati11ns . Oct. 21, F. '.£7
.&&'S te&ts. ;ne.i¥method FoT study oFmass:

mé:d'i:á , , ••.•...•.. ~.•.••.•... .,, .•, • , ••........ ;.Got. 9.:S.,P. 33
~~~··'S iS!utver teffeots; wUlí:ugp.es.s :to·baok

~'·Ptl'.e~,. ! ii, .! i\ :~; .,, •. ~·: ~'·: ·:·' ~-' '!' >-e;: !! :.~~··~,::·..• !'; ~.• ': ¡;; , , i l.' :" ~:·:·:0·~1,:.~,8.,::F.". 40:
~. E~:cusi'51 on research at :New Yol"k
i::.on£,erent1e....................•....... ., No.v..ll.,1P ..21

'.l'o·p5Il ko;adcaS.t; a~~l'l:eiesFor ~:a;3...•.... , .Nov•.18, P. :38
~~~· ,g,Ird:S;.to::r baltl~ ag~:iust:0011.~ode.
tfm~~bu.¥s•., , • , , • , , ! , • • • • ••• , , , •MQ.v, 2$, .P, 40



How much staying power for radio
commercials Sept. 30, P ..52

Agency executives decry "bargain
basement" selling of radio Sept. 30, .P.55

"Soft, soft sell" ads pushed at RAB
meeting Oct. 7, P. 39

Spot radio (bilingual) sells gracious
living Oct. 7, P. 52

Stanton warns of "abuse, misuse" of
editorial Oct. 7, P. 54

25-year-old copy theme still selling
cookies Oct.14, P. 54

The radio audienee for good music Oct. 21, P. 41
Radio's renewed vigor no fluke, says
CBS Radio Oct. 28, P•.51

Totals for radio brand billings at make-
break point Nov. 4,P. 47

Growth of television proving "angel" to
spot radio Nov. Ll, P. 62

Spot radio filling valley in grocers' sales
curves Nov. ll"P. 52

Calls written copy mistake in approving
commercials Nov. 18, P. 56

Agency-backed institute studies FM
radio audience Noy, 25, P, 51

Local personal appearance pay off, says
Ted Steele Dec. 2, P. 58.

Interest in old radio drama rises .....•.. Dec. 9, P. 54
Radio-TV test for Mueller's Old-Fash-
ioned Egg Noodles Dec. 9, P. 36

Survey finds radio draws men in winter
and summer Dec. 9, P. 45

FM stronger as competitor to AM in
Ft. \Vorth Dec. 16, P. 46

New national sales organization formed
in Seattle Dec. 16, P. 47

Radio pays off for Kroger in Cleveland .. Dec. 23, P. 49
Free Cuba Hadío-powcrful in Latin-
America Dec. 30, P. 52

SPONSOR ANNUAL INDEX

Making better station presentations .... Nov. 25, P. 38
Media people urged to greater use of
music Nov. 25, P. 64

25%of ad fund for TV/Radio supple-
ments fashion magazine schedules .... Dec. 2, P. 44

Campbell-Ewald dark horse in TV-award
sweepstakes Dec. 9, P. 34

Advertisers look at agencies, disagree
on merits Dec. 16, P. 21

McCann-Erickson follows trail-blazing
clients into international markets ..... Dec. 23, P. 34

Cincinnati agency's new plan for count-
ing noses Dec. 30, P. 36

Tape puts showmanship into agency's
presentations Dec. 30, P. 44

Radio
How spot radio reaches working women .. Jan. 14, P. 41
Equitable returns to net radio Feb. 4, P. 41
New spot radio estimator published Feb. 11, P. 36
Radio group selling practices hit as
rate-cutting Feb. 18, P. 38

Blintze is captivating new connoisseurs
via radio Mar. 25, P. 42

Pictorial report on \VINS, New York April 15, P. 42
C&\V Sound captures U.S. heart and

purse May 20, P. 31
Regional radio sells for mídwest dairy May 27, P. 35
Englander goes radio July 23, P. 28
4A's booklet on radio research Aug.19, P. 33
Ball raps radio rate rise Sept. 2, P. 37
Warwick & Legler continues emphasis on
radio Sept. 9, P. 53

ARB, HKO General to study radio Sept. 23, P. 25
Improved research spur to ABC Radio
business Sept. 23, P. 60

New survey provides Negro market
dimensions Sept. 23, P. 63
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Qlosed-citewt hotel TV sy£tem makes
~ade ..., , .. ,. •··.:..':...•.... · ....••..•.... ,NIª>' IBO, P. 33

'IV :set m..aker{! cm fall video bandwagon .May 27, P . .SO
.AB.ll looks at lecal-Iíve :color •.• June HJ, P. 31
r&.oston 00.n.kshífts to la:te TV ne.ws. , .. June 101P,38
ButHers s.~onst'íi'eJ(;Js.edciicuít TV
~tb~~c~st •., ~,. . '...•....• ,.•. . .• , ... June 17~P'.. ti1

ETV goe.s: ~Pmm:e1,mial ••................•. June 17,P~29
TV ~prts'~ Magn.et For women July 81P. 29
··. ·t;.. •. ·• 1,. • .. < . .• ·. ,. ...•.··h· •.. . . ·i¡:l: ··.. ••.... .
~~110 p~ci\fs'to~ e~em~;~ s ows. . ..•...••.. July 15.' B.,~4
Mcr~~ ~~omo~ers need T'f ...••..•.• , ••• July $9, P..3~
C.an.dy;gramswee~t !ili'l .spot TV . . . .•..... Aug. 5~P..3B.
T~~h:ntiilo;g~p,tqdu.~es ofr1emagraphi01

·, ! ·.·.\1 ·. .it.. ··.'t~ .. . ,A• • ··•.· .5· ·p· I):mJ.l'¡;i:.c1es:rl'ot T v" ..•.•.... , .....•......... 11ugf .1. • .3•...
Darr~~ 'j"huuras1 starts, seventh se~son .... Aug. l2l '.P•34
·9.~~ha~~;ailers, score..i~ prftl)e ·.t~e ·...• ,~ug.26, P. ~3
·"p~f''.Wea~er~~Jnmentson future pf l'V .A1'1(g; 261 P...25
j"! ni,glrt ~iewiJrg.vaici~sregionall7' Aug. 26, .P..29
t'.1l~veland mercihants name new p,roilucts

:after zany·TV stat, Ghoulátdi .... , .. ..• s~ept. 2;,·p,H.!:f.
~Mé:a\(etprédí~ts nesw·w.ebs \¥ilh UHE

:gt.aw'th .. .,.• ,, ..:••, •• , , . . . , . ••• . . ..•.,.••.,,S;ep,t.. .2, P..$;1
:~·e~o m;odeJs:'be1n:g s~~ghtdor TV, , .. ,~epl. 9, P. 21
·!~ttei;~scb~u·gingin~ighttime reruns .. Sept.. ~•.P. 414
Se~tsen~ages ~ol'th for1spotTV test •... $.e;pt,. 9., :e..26
Pmul Gumbínner ve1foes .drt'íll op:info:n.s on ·

Pl\~Speqts for ·~ewTV seascn " Sept. tB,. '.P..s:B
~putTV s~i:lit.5to newhrglr .£or first half 1S>ept. 16,, .P..35
Wiai;dsl ··~matsetvkev make.siil ·ea.Sylo buy .

la'.C.al TV' , ... . ,;•.•" •.•.•., . , . • ..... • • ..•. • • .·se:pt.10,.P ..6.8
tJ:se:of news.LYaper"'ver;sus-tv·data
qnestfoned a, •• , ••• : •• , •• , ••••••••••• •; ••• !Sept. 23, P~51

TY :sp:onsu:ts frrsi!s:t:.our pmduct :is bettet ..Oct. ·z,p,.:29
'TV·~til~stQ~k:íng·bulge:s "vitl:x gift .dollars; ..Oct 14, .R •21
('Tr:ili1 fü=s·t·wítl't mo'míng n:ew-s, ·thauksi t.O·
TV ··spots .,.,.,., , ,,, . , , áct ..21,. :P"59

Bii<gh-r,ankm;~'sit.at.s'·s;p.arknew :era ~f
' ••. . . ··.'\J m~u .. .. .. . . . . . .,.,,..v: ·t· .. rro p· • . A í?.··rrn,pr.o·~~.n·"'·'\r • • • , , , • ..,.•••••. , ••••••.•. •• • .• • .• , 11JG. • ~£>., ·..•."""",.

't~'mu~~~ts .~a.-sl~r.~n~J~at;tJ~'rt);mer~rals..¡.an. ~·~· ~4
En~~J;f=~ar~~t'..s,1~:ttrpslwotm~~"' J.an· r,E.·~~
~tí im3't:1'~fll,i TV .~p©:thtt~s. ·~ , .. Jan:~li{~E~.~~

'.Pl~'.tQ:t:~111r~p;~rt~ñ ,~m}ll!m~.:lí. e.~mmer~l~l:v. . }' :•:.""",f •• , ' j e ¡ \' • ~!!. ,, • ,, ••,••.J~·Q.,;1, ~'.;~1!'.
·~' ~nil ~h~1~.9.g;J,tQr1l~~P~P<sl<ílrt". , , •..•..•.....~.Jan,.~~)F. :FXl.l.
T\f.¡¡:)';we,shud,,~~t Ea:s.bra:ns•a n~·w look }:an..I~, P. ,33.
T~le~it~'flilnt'ªJe: tña11en¡es Blm .. , ...•., ,,J.art. 2:~,;pi.:~,¡;;
Ut\lt:ell~~n~1'lsm~e·1~b:~¡\{j,.i·" •) •..••, • , • ,F.t:íb. .~, P~ :~'¥,t
tli~~m;~~l~ g:w~~~1X~tJalmó~d :~nil ·
:m~t1t11~ti!.>' eyo;m;m;~r~i~~1.,:f.,.~'.,,• , ,,.• , •..•• E~hr.ll, p·, ;:$.tJ

'.f;~gg:¡,fua:ckg~min¡;~~spite·n~pnsiti.oM..... F~b.l.~;P~J~¡g
E~stinan'li>I~1n±Gtn:6l'l K\fa:8t· "V~S:t~1a:na;~., .Feb;,.&~p;, i3·~

· w.:.' ','""'ii%· 1'.íl¡,·'uál•·I••·.·th'' ·'fu• !.!~~. ª·""·· y ....JU.l....
~f '.(;~Jr~~i$i~~;¡ ' • '6!.,; ~· 't:.••• ••: ,.. " •• ;' ••• ¡ •:lr:~fu.,..~ ~:..$~

s:F~:N:sr)R tsílr·i:v..~x}l' .(~'\if~fJl~.hro;k~i::sp~f~r
teli@¡w.rsl'l:l'n~r~s¡Ifinden:t~ ·w·antC.1mser
r:~lat!~tt'8:wffl'í ·a~~nei:©s!~...~..•.•........... , ,F~b. 25,P. :FJrt

~~\!iv·~~stbílí:tiJ;:s:t~r~1.a~fifü:t:~e·antnla"
t'"!c f'•r: · A ·••f' . .· ·i· .. ... .................. M< 4: F' '3'1&.tJ,GJU .f~.íllt...fil:.•~~~.? . t'i~•.• • , , , , ' •··,,¡. • .,. ~L ••. ia..f• ·. > . : ...e •.. : .•

· ~~ª''I;Jtrf~~:m~~r$r:~lj':lx.e;ª'\fµ,, ~11.
L !E:a~eoí )proh)~ms., : =>:·... ""...M;a:r.11, P., .!ií~.

M:~t~I:8:áHstill ~al'll:fo:r h~ITs.e:hóld.
~~mm;~Ji;".~falS'·••.••.·•,.,.••.•, , , , , , , , , , '.Mra:r, l~r·P\ r21~

:U:H:F~i .l.. :if'~.~t;lI:t,, , , , , , , , , , , .•; , .,.,M;;'.£J\ lS'; ;e, 2'S:
[~~t:i;tf~£'S;ln·ª't1.~¡~S'~fis·,$:tJe'll trh:llJ1,g~$ . •>.
TV ~'d~rti~.in:.~pro~r<itmin~. , : Mar. ~S•.P. ~$'

W' :fl.gtwe)rks st'[fti: in.·:>~::g;:..... ·.·• .. .. . . Miar..!12,.f, .44
~;~f~.!Jx~m'.a'll'·t~~i&..~p;®:i:t'I~ "b'rt~'?i,.,.,•·.A~t..tl~i,.p, 4~
W~'rV· .... . ~'l:lJ".e~í9itlé.~\Síp1remí~~'S'~'..•.Apr:ü 221,.:e:, ·"l3
'.t.'.r;l:d\é,p~~~tt:~;fV t~~~;Ct;cxP:$'tr~'\'\'',f~r~ñ:t.

k~~· marke<ts' ..., , , 1 • ~ •••••.••••.••.••.•••••.••••. ..A:p:ril~!'i.,,P ..~~
f!i:t.l(l;)n:Stirnd s,P:tírtiSi:';G'.~ant·TV .índ:usll'y .... Mat ~1•P ..31
'Tl' .m!!rt~·11~'ék:!rs~m.mllined "'rrro14

;~~rJSá:.©:,••.••.•.•.•• , .• , , , , , , , ••. , .•..•.•,.,,...•.•..•Mi.~~'~·,.::P,1 'S'fl
P:t:~,·~·~h~·~if~· ·"t!Id f~r ti •t·····
..:1~~~~~t~~~·~1..":··.·,.·'·:.'.:.:.\~~. . , M~~1~5lt~iJ··

I. ¡
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P&G maintains number one spot as webs'
TV customer Dec. 23.•P. 48

Trend to "self-representation" to
continue ..•.•................•...•. Dec£::m;~Jl,. S9
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York.

Speculation that "real country" video
entertainment could emerge Oct. 28, P. 25

"How the east was won-by KOLN-TV
and KGIN-TV Nov. 11, P. 36

Television bought to sell the big-city
office manager Nov. 11, P. 44

TvB about to unveil presentation, "Heart
Beat" ............................• Nov. 18, P. 46

"Are you still using . . ." TV theme for
new product Nov. 25, P. 29

TV battle looms for all-purpose
cleaner business Nov. 25, P. 23

TV rides boom in expanding Mexican
market Nov. 25, P. 44

British tightening reins on TV spots for
smokes Dec. 2, P. 50

\V. R. Duffy asks: "How does your
product look on TV?" Dec. 2, P. 26

Local fashion show via spot TV as
defense against synthetic fabric Dec. 9, P..26

Spot television gross for nine months of
'63 up 23.1% Dec. 16, P. 40

Daytona jewelers find gems-television
happy mixture Dec. 23, P. 40

Spot TV costs rose 2.5% in six months Dec. 23, P. 54

Reps
John Blair discusses computers, other
questions ...................•..... April 1, P. 40

Petry studies local color TV facilities ... July 8, P. 35
Eastman beats the drums for entire radio
medium Sept. 16, P. 74

Urges paying station rep by-passed in
direct buy Oct. 14, P. 59

Fort Wayne "junket"; a buyers' market
trip Nov. 4, P. 35

Blair competes with networks; pushes
local specials Dec. 16, P. 57

56

•••

Researc.h
CBS stud y measures media effectiveness. Jan. 2:8.•P. 29
Progress.and problems of media research ..Feb, 4,. P. 29
CBS study finds most like music, some
prefer "talk" Mar ..11, P. 34

"Top 100" concept yields to sophisticated
research ........•................. April l5, p,27

Advertisers fight ratings probe panít: ... April 22, P, 29
BAR robot monitors check 257 stations .june 3, P. <JS
Nielsen monograph series answers
critics , .. July 23, P..32

Differing ratings techniques , ••.•.Aµg. l21 :e,. 37
Advertisers sign for National TV log
service Aug. 19, P. 39

Dallas qualitative market facts stir N.Y.
admen Aug. 26, P. 28

New Rorabaugh service analyzes share-
of-market ......•.............. , .... Aug. 26, ,F,.35

An interesting peep into viewer diaries .. Oct 7,.P..43
ARF joins competition in methodological
studies Oct. 7, P. 25.

TvB rebuts Starch analysis of newspaper
"pull" ...•...••........•.....•..... Oct, 14,.P. 41

NAB-created Rating Council set for early
1964 Oct. 21, P. 21

Gals high averages as baseball watchers .. Oct. 281 P. 63.
Raw ratings just one factor goveruing
time-buys Nov, 41p. 59

¡ARBcites the 20 "Best liked" television
commercials Nov. 11, P.M

Grocery Manufacturers seek budget for
full-scale study , Nov. XS, ¡:>,,. 31

Canada BB.Mto expand, use IBM, hike
total reports .Deo. 2.,P. 64

II
II



(l'r:oducls..d:i'vi~iQo.Ge;cu:geS~o;rd, as
:Sista:r:rt m.~,iíager ~f Le~e11,
na:med product marmge:! 1n fu?iusefrold
ti,tod ti(;;tsclJ~isi'.ó:tl<,

...~r:tisirrg,PltHa.d~l~hia,
anov,er Cmnrlng, Han-

.Pulse service offering¡ age and sex..
d.a:ta fot t;t9io a1:J{fien~~sin 100 1nat
ke'ts. Each market w'ill he cover~d
·ónc:e in a J 2-monlh petiod by th~
Pu.ls\!i•n,t~rvicwfe<,fünique.. 0th¢r mar
kets .are available upan order. The
new '4:1,1afitativéSJ:tvice ~x.p¡irtdsupo.Ii
the· syndicated <Jata be.gun last year
for in.o station subscrfüers.
New toy sh.op: Watldns Stratbmore
Corp ..; Racfoe, Wis., to Bruns Advt::jr
tising,;New York. Watkins. Strathmore,
subsid1ary of Western Publishing Corp.,
is pre¡Jatiag to move into mass pro
motfonaJ toy products. Test markets
are st)nedulep for th.is spting, and
national füstributfon and ·promotion
will follow.
Penivian activity: McCann-Etkkson
lnJernational's Lima1 Peto, office has
added three new acc.ounts:: Vencedor,
páint firm belonging to W.R. Orace
& Co.; Arco, S.A., local manufacturer
of An.ow shirts; and Monterrey de
partrrtent store éha:ip.
Add$ accóun(s: Gt1,1bb Advertising,
Champa:ign, 111., and Indianapolis, has
added two new clients, CápitoT Bank
of SprihgfJeld and Ce·ntra:lIUinois Pub
lic Service. Co.., Springfield.
JWT adds ace.aunt: General Brewing
Corp. ter J. Wall~t Tb.ompsnrt, S~ti
Franéisco, fQ.r new Labatt premium
beer to be introdúéed In west ..
PKL YOlunteers: Pa:irert, Koeni:g, Loís,
is·Advertising Có:un.cWsnew ¥:olunt.eer
a,gen:t>:yfor United Nations carrtpaign.
ltE. Spitz:er., PKL v.p .., is supervisor
on UN a:cc;ouQt. ·

JoJm T.. U~n·
.der:son, .Jr.~from
ereatiY¢:g,to.up di.•
n~étor, N, \V.
A y e.r,, to Lyon
Baker, ·NewY:Or)<,
innewpost of ex
ecJJÜveviée p.:tesi
dent J•to direct
m aj.or expansion
prégr':l'l:tn.'' H¢'rt-
d:ers.on,who ~t~rt- Hendei::s.on
ed In adv.ertls.mg. .
with Lynn Baker in 19S5, also will be
principal and director of ;agency. Earli
er he h~d b:een writer, director, and
p.rodu;c.erof broadcast shows.

Theodore V. lleumann., für:merly
With Ben ~S.a:ckhe:i.m,to BB.DO,. New
Yo,rk, as ·account :exec;uti:veon Du
Pon.t tilen's wea:.r.

Charles Rogtrs, man.ager ·ofaccount.
depªrnii~nJai Ql.nn:ingbam ~ Wa'lsh,
eled:ed assistant lr:ea:surer.

tneoJl;Qt;E! ,Rat!ish.,
Gene: .Ml!'Masle.rs. an.d Clífl'brd Sm'ith,
bíl0¥e b:éen 'h.<(meda,~~é'.oYutr,Si,t.pervisots
;pf, Youn:jg:& ~ub:i~cam. ,
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Thomas F. Vie
tor, Jr., associate
director of TV
production, Ted
Bates, New York,
elected vice presi
dent. RoHy Bes
ter, casting super
visor, to assistant
vice president.

Harry Merrick,
Sr., Kai, Ehrlich
& Merrick, Wash

ington, D.C., named "Ad Man of the
year" by Advertising Club of Metro
politan Washington.

Shifts at JWT: Three senior execu
tives of J. Walter Thompson have
retired, all directors and active in the
agency from 39 to 52 years. Longest
in tenure is James Webb Young, a
senior consultant who joined JWT as
a copywriter in 1912 at Cincinnati.
Next is Kenneth W. Hinks, manage
ment supervisor and member of the
executive committee, who came to
Thompson's Chicago office in 1921.
A 39-year veteran is Samuel W. Meek,
vice chairman and executive commit
tee member. Elected JWT directors
were Henry Schachte, executive
chairman of review boards, and Don
aldson B. Thorburn, senior vice presi
dent. In addition, two new members
were elected to JWT's Profit Sharing
Trust: William D. Laurie, Jr., execu
tive vice president, director, and man
ager of the Detroit office; and O'Neill
Ryan, vice president-director.

Victor

JACKSON, MISSISSIPPI

MJJJIJW l~[X]º~~

OVER 1%
BILLION
DOLLAR

CONSUMER
INCOME

OVER
350,000

TV HOMES

JACKSON, MISSISSIPPI

58

TIME/buying & selling

They played "Schedule" and won!: A
lively added attraction for those at
tending WWJ-TV's "The big 4 in
Detroit" presentations was a specially
devised bingo kind of game called
"Schedule." Winning players at the
evening session in New York were
Rick Sarlin, SSC&B (desk clock);
Bernie McCoy, Esty (tape recorder);
Dan Roth, Young & Rubicam
(binoculars); John Lowe, Grey (lug
gage); Al Schoaz, Benton & Bowles
(sun-desk lamp). For a look at the
luncheon session in New York, see
photo TIME/Buying & selling section.

KASI and KBIZ to Grant Webb &
Co.: KASI, Ames, Iowa, and KBIZ,
Ottumwa, Iowa, have appointed Grant
Webb & Co. as exclusive national
sales representatives effective March
Ist.

WOTT repped by Williams: WOTT,
Watertown, N.Y. has named the Rob
ert L. Williams Co. as national rep
resentative.

New BRAD officers: The Broadcast
Representatives Assn. of Dallas, has
elected Steve Beard, vice president of
Blair Television, as its president.
Other new officers include Tom
Murphy, ATS, vice president; Ed
Robbins, Savalli/Gates, secretary; and
Wallis Ivy, Avery-Knodel, treasurer.
Clyde Melville of the Clyde Melville
Co., past president, continues as a
Director. Also elected as directors
were K. Miller, of the Katz Agency,
for radio, Dave Milam, Edward Petry
Co., for TV.

WTAL names two reps: WfAL,
Tallahassee, Fla., to the Devney Or
ganization of New York as national
sales representative, and to the David
Carpenter Co. of Atlanta as south
eastern sales representative.

KBLU-TV to Weed: KBLU-TV,
channel 13 in Yuma, Arizona, ap
points Weed Television Corp. as ex
elusive national sales representative.
The station is an affiliate of CBS,
serving the. Yuma-El Centro market.

WBJA-TV to Vic Piano: WBJA-TV,
Binghamton, New York, has appointed
Vic Piano Associates, New York as
national sales representative. Station
is an ABC affiliate.

Five to Feltis/ Dove/ Cannon: The fol
lowing five stations have named Fel
tin/ Dove/ Cannon as their sales repre
sentative in Seattle and Portland:
KPUG, Bellingham; KSEM, Moses
Lake; KRSC, Othello; KENE, Top
penish; all in Washington, and KOHi,
St. Helena, Oregon. All five stations
will continue to utilize Savalli/ Gates
as their national representative, and
will all become members of Western
States Radio Empire. The four Wash-

ington stations were previousJY' repre
sentated in Seattle by Díi}l•W¢llington,
and in Portland by Jacobson and As
sociates. The Oregon stati~m. was
formerly represented regionally by
Art Moore and Associates.
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J.ohn J, Mor
phy, Jr. to New
York headquar
ters of Peters,
Griffin, Wood
ward as a televi
sion a e c o u n t
executive. Asso
ciated with the
National Broad
casting Co. for
the past ni ne Murphy
years, Murphy's
responsibilities there were . in both
network and spot sales.•.and he ..was
also sales manager of the. participat~
ing division, sales organizatioü for
''Today" and "Tonight". Earlier, he
was a timebuyer with Kudner, and
with Hilton & Riggio, and was ;:tlso
associated with Young & Rubicam as
a media estimator.

James D. Watterson to New York
television sales staff of Edward Petry &
Co. Prior to joining the rep firm be
was a timebuyer for various Warner
Lambert products at Lennen & Newell.
Watterson's background includes more
than 1O years in broadcast buying, sell
ing, and research. He joined Comp·
ton Advertising in 1952 as assistant
to the radio-tv research director. be
came a buyer for various P&G prod
ucts, and later moved to Lambert &
Peasley and then Dancer-Fitzgerald
Sample as a media buyer. Before his
stint with L&N, he was a TV salesman
for Burke-Stuart Co. in New York.

Dick M.cCauley to New York sales
staff of McGavren-Guild. He was
formerly an account executive with
WBZ Radio, Boston; had previously
for more than eight years in various.
posts including station manager. He
been with WHAL-AM-TV, Baltimore,
replaces Tom Hardy, who has left the
rep firm,

Durant 'q)ee" Heather to New York
television sales staff of Advertising
Time Sales. For the past four years,
Heather was a timebuyer at Lennen &
Newell, where he bought for sucñ
accounts as Best Foods, Arrnsrrtmg
Rubber, Iberia Airlines, Paramount
Pictures, Stokely Van Camp, and
Cities Service.
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TV MEDIA
NBC signs Kirsch, rash of other spon
sors: Entering daytime network TV for
the first time, The Kirsch Co. (Mc
Manus, John &Adams) bought "Lor
etta Young Theatre" and "Concentra
tion." Kirsch .manufactures . drapery
hardware, venetian and vertical blinds,
and refrigeration components. Other
end-of-January business written by the:
network included Corn Products
(Lennen & New¢11) and Kimbe~le:)!-

SPONSOR
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11:20 period and Sunday ...evening
8:35-9 p.m., starting Feb. 29. Both
segments include interviews with weU
known personalities in the sport and
some of the programs originate from
sites of the racing events.

Big step toward full-tlme stereo:
WRFM New York, which has been
broadcasting from 6 to 11 p.m. Mon
day-Friday and all weekend in stereo,
added two weekday programs to its
stereo schedule, They are "Mid-day
Musicale," from noon to 1 p.m. and
"Organ Moods," from 3:35 to 4 p.m.

Sardí's is scene of anniversary celebra
tion: WOR New York threw a lunch
eon for International Nickel Co. exe
cutives and staff and members of the
account crew at McCann-Marschalk.
Occasion was tenth anniversary of
International Nickel's sponsorship of
the 7 a.m. news with Harry Hennessy.

Spanish s tat io n sales soar: KALI
Los Angeles had a record year in 1963
and looks forward to even greater
things this year. Last November when
a rate increase went into effect, 1I4
accounts of 116 affected by the in
crease renewed and many added to
their schedules. January of 1964 saw
a business volume increase of 16%
over the previous January and 14 new
accounts were added to the roster.
These included Hamm's Beer, New
port Cigarettes, and Sloan's Liniment.

East coast statons sold: WFIG (AM
& FM) Sumter, S. C. and WSME,
Sanford, Me. both changed hands. in
deals brokered by Blackburn, The
former, which sold for $I 25,000, had
been owned by Fulton B. Creech,
Fulton B. Creech, Jr., John S. Creech,
and S. J. Brody. Buyer was Swan
nonoa Broadcasting Co., Harvey S.
Laughter and Thomas P. Tisdale III
the principals. WSME was bought for
$75,000 by William R. Sweeney, for
mer owner of WLAP, Lexinbton, Ky.
Seller is Melvin L. Stone who also has
interests in WGUY Bangor, WRUM
Rumford, WLOB Portland, and
WGHM Skowhegan.

BMI farm system: For the fourth con
secutive year, Broadcast Music Inc.
is supporting the Notre Dame Colle
giate Jazz Festival. Five scholarships
to the 1964 National State Band Camp
have been donated by BMI to support
the festival, which is set for April 17-
18. Awards are made on the basis of
a decision of a panel of judges.

Coming of age: Beginning Feb. 10, its
39th anniversary, WTIC Hartford ex
tends programing to 24 hour-a-day,
six-days-a-week. A growing demand
for early morning program service
prompted the move, said spokesman.
Art Johnson will host an all-night pro
gram (I 1:30 p.m. to 5:30 a.m.) of
music, news on the hour, highlights
on the half hour, and special features.

Elmo Ellis and Don Ellfo.t Heald,
stations managers of WSB radio and

I II ,
I

60

TV respectively, have been appointed
general manag¢rs ;of.th¢. two station.Ss1
with. expanded duties. Since la~t Sep
tember, Frank Gaitb.er has served as
general manager of both the Aüanta
stations, as well as s.upervising opera
tions of all Cox radio and TV stations
under J. Leonard Reins'ch, executive
director.

Merlin O. Sintundson to station
manager of WMIN Minneapolis-St.
Paul. He was general manager of
KLWW Cedar Rapids and WGGO
Salamanca, N. Y.

Lee Gorman to WTCX. St. Peters
burg in an executive sales .capacity.
He was formerly national sales direc
tor for WINS New York and vice
president and general manager of
WA.BI radio and TV Bangor.

Ernesto v. Portillo rejointd KEYT
Tucson as an account executivé, He
has been associated with KXEW, same
city, serving as assistant manager, sales
director, and acting manager of the
slat ion.

Michael R. Sígelman to promotion
and community relations director of
WDGY Minneapolis-St. Paul, from
Jaffe Naughton Rich Advertising.

Guy Corley named vice president
and general manager of the Founders
Corp., owner of WFBL Syracuse,
KORL Honolulu, and 50% owner of
WSMB New Orleans. Corley has
been vice president and general man
ager of KLFY-TV Lafayette.

SYNDICATION & SERVICES
Willhrm B. Al~

len has been ap
pointed manager
of engineering at
Ampex Corpora
tion's video and
instru me nt at ion
division in Red
wood City, Calif.
The appointment
was announced by
Robert J. Weis-

Allen nt;tn, general man-
ager of the division. Allen was for
merly manager, electronics laboratory,
ballistic missile division, Hughes Air
craft Co., at Los Angeles. He also
served as manager, product engineer
ing department, in the company's re
search and engineering division, In
his new post, Allen is responsible for
development of Ampex magnetic re
cording equipment for tf'leNis;nrtbroad
casting, space exploration, defense, in
dustry, and meurcure,

Robert R. Weston has been promot
ed to vice president and assistant to
Leonard Lighstone, executive vice
president of Embassy Pictures Corp ..
Weston previously served as vice pres
ident in charge of world advertisíng,
puhlicíty, and exploitation for the com
pany. He joined Embassy in Novc.mbct,
1960, as advertis.jng manager, :Subse
qucntly being promoted to director of

.aµvgrttsil;tg, He Wª1.s21ppol'nt.ed
pr.estd.elJ.t·1nch·arge of ,~<'Jtfd.a:d1
ib!~.·p.ublitcity~ñd.e~pl~i'ta't'ro:0io J~Ii
µary, H16l .• Befüre. J:o.i.~:rng:ij.mh:ass1,~
h~ .was assist~nt actvertis:ing,manag1ex
at linitS:d Att.isJs.. í

i

MQJ't()n .J. •. '"Wªgu~f'has pQt,cbased'
the Pete:r fra!l;k tlt;~Irtifí.z.~tiQ.tlcom
panies and divisions th~t create~.JltO.
duce for, and sell au'dlo .sen<lc.e$to
b.rnaGl.casters. The ¡mr~h.a$ed .:com
panies provide programing and. pro
du.ction services for all types .of radio
slations, including .••pr;otjuction aids,
station image identifícat'ion concepts'.
commercials, and dtam.atic and tªlk
features, A sepa.rafe d.ívisi0n cusfom
creates materials for other broadcast
purposes. ln negoti.a:tlonJpµr monihs,
the transaction involves o.ver $L5 mil
lion and affects more than 7.5 em·p.l(lY
ees in five offices. 'Wagn.etd~rtlH~ past
18 month!>execµtive ~ice president and
managing director oJ the or-gantz.ation,
is a Broadcast Pioneer wli.os.e.ba;o.k~
ground lncludes :Z:Z years in a~d tele
vision. The Wagner companies ate
Stars lnterüatioríal ProdQ'cets~ MQsi
Creations, Inc. (formetlY PFO..R.adio&
Television Productions, Inc,), Ilallas;
and Richard fl, lJllman :Assoftiªte.s,
Inc., the sales company, wh'ieh fields
a force of 15 men wh:oseli the ~rnd
ucts created and. PfQdµced bY pJ)ler
arms of the Wagnet companies. Inter
national headquarters is. loca.ted at
542Q. Melros.e Ave., HolJyw<>oo.

Erwh1H. Ezzes, :executive vice pres
ident of United .Artis.tsTelevision., 'a·n
nounees that "United .At.tistsSht'>wcas:¡;:
2,'' its newest feature packa~e in. dis
tribution, ..comprised of40. films .ª~d
released in late Nove.mber is 50%
ahead in sales over any feature pack
age previously sold byoUArTV. The.
total mªi'kels eqQal 37 With the add:i
tion of 17 new sales.•Ezzces.said.a grati
fying factor in the distúbuti.on of U.A's
large fea.tu.re film libr;:i.ry is the '.re.
ne\Ved interest and the rebuying ~fthe.
RKO and Wa.rner Brothers libtaries.
UA~Tv had enjQ'yed.gteater sales suc
cess for these two pre./48 feature pack~
ages in 1963 than. in ªrrY of. the· .Per
vious five years, This iti.cludesover $~
million .in contracts In Ne.w Y,ork an~
Chicago alone: ''II.A Showcase 2" is
lar~e.ly made. up pf post-'57 f'eteas:es:,
arrd includes such titles as~ ''The FugJ
rive Kind," "Happy ..Anniversar¥.'}
"The Bachelor :eax:ty.~' "The Hots.e
Sc>ldiers," "Inherit the Wind.}' '~M:oby
Díck;" and "Separate Tables." Blev1:fn
fea'tu.rcs 1ar:e ¡¡,vá.íla.ble .in .e.o.I.or:
"The Naked Maja," . 'íMi;gbty ;d,r
phens," .·"Tr a~eze," ''He i~fi. & Pet.e:i:"''
'The Unforgíve11t ."Mighty Ursas,"
Horse. Soldiers,'' "Turres o;f Glory .a"

"Minotaur:, Wi.ld .lle~~t pf Crei.e~"
"Vera Cruz," and "Sw:orclo.f the Con
queror ..n UA-TV ..has ...foun;d s:f;afiPtts
to have a gr.e•aterinterest ii) cplp.( pro
gr:arning, and demand for pro:g:rami'llg
feature films:.i£l color is e1xi,.e¢tedt'P hit
•a peak Jn 1964,
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E.1eétion
Year

NAB's' Plan
Industry's
Be.s.t B·e·t

C:ollins,
Bell,
saw Warnings

Hópéful aspe~t for· the bill.:
Open rule per¢iittlng amendmeats f;rom the fl.o¡;¡:r:~:ouJt:l·é?E'!-:
t r ícat e the E>Jll f1'om t;oo tough a staNce,; aIJ.i¡¡lm~ke ·:f;t
more palatable to t.ence--sitte:rs.
Al.so, :t.he .whole ll<»US·eis uf! f:OI'. reeler~ti:on .comta. No~mli>f?tr
and eve:ry<;me~e:eds his br~oadcaster. '.Bq~som~.w·i.J.1thl~.
twice before g<iv'ing an opp,onent a c·hal(l.C~'t;Q. Jtei.l.lVO'te·r~
that broadcasters w·~re.if·av:or·eo~t tne e.xpe.~:fH~.o..r t;he
publio .•

WP.at's ahead if' the l.'{ogers bill fo unclers .'b:adl.)!in t.he Ho~ú~i~
-or pass.es tJie House and die.s in ·the 5en~·:t.:ei?
Most b..elp.tul p0.ssihility ,. if not a comp.lete .anstw~;r, is the
NAB's $10Q, 000 promot_ion t.o mak~ the· oor:u¡t;vy co;nsc'i0'1U.:s:Qf
the C~de2 and of broadcaster effo.;rts to ·upbCTld:it. 1·~..tne
business of 'l"~a_cn..ingth:e public, the p·rQadcaster }?::ol:i:ls
all th.e aces. FCC Oh,·~irm.anHenry make''$ ··n.o·'l:>"one~~º'~Utt t:h.e
fact. that only a sma.l:l perq:ent of' .!nJe:ric.an$ ~OtW 'aJi?.ll~t: t.;tle
FCC o.r what i t.s j oib is •.
N'A,B's Code .Author.ity 1')lre:ctor HowaPQ.'Bell m&i:leít cle,;ar
that the pr-omot, ion. was aJm.e.dat a1:0re selt" •..I'e~'Q,la.t;l.:o.n\J''i'
industry. Me warned t;tle.t. t;;ti.e P,eat. woqld 1,>:e :Ol1· fO'l? tl;i;;o$:~
who do not get Gm tbe batidW'a!O·~·

It w·ould seem that NAJ:3's. Co.lJirls an,d Bell ..had :re,ad,. v.e·.r$r
care.fully, th.e Senáte warning $i.gµs;
That t,he .FCC must ,coqper:at.e<wit.h S;e.:1r-re:j5Jll.á,t.o.'.l'tmo:-v1r~U
and. tha:.t. industry mu.st máke..:t.hese moy.,eséleá.'.1'?1i7:' _ht ..dá.fi.•.•
cast commercüüism is tq e;e:t.:out, o.f. its é:ontr:é),var·sittl
spo.:t!.ligh:t.
Said Bell: '"If we tel,! this st.ory ef'fecti:vel.y" we;will
ma~e self-regulation evan more e·f'f·e:cti.V!e. • • •. I:f nte'm-·
ber-s of tbe public understand what the indu~try is d;<Q,Íng:
in self-r•egqlat Lon, th,ey w;Lll be le·~.s i.nc·lirmcl to: l:o4i5:kta
the F:CC ;f.or re.form.!! That last might have l""ea:d" t.hei
"informed" m·em'be:rsof the pu'b·li.c.
Br·oa.d.ca!;!ters., inQid!entally, wi~ll have to la·ok 'f'o:rwari:\, t~
increasifrn1y inforiued public. Broadcaster·~ ~nd: arlv·er!tíl~...,
er-s couLd sta:nd rem;in.de,r Ui:a:t colle.ge, en:r:o·1..Tm:enth~Uá'
b.roken r-ecerds for the 12:th co.n!H~t'¥uJ..:iye: y:eai:q over 4.•5
mill1on are now erxro.lled.
FCChas also said it w.o.uldbe on tl;le w.qitch: r·~orl:ndtiz
try a~tien.
The C'.omnüssion has never for a:. momtm:t.:lr,el.fp¡;¡i,¡i~h~·dit~
claim that it has th;e right, b't s:t.~'f..UtPl"J:a.u\li~t''í\y, t:a
deal with overcommerc·i~lizat ion. by ·"whaite·'{~r.:;t:·e~.Sé.-.H:a'.ol.e.
and_.ápprópriate m.e;ª.ns'' it tbii;tks. J:>·es·t.•
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