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Whatever your business language,
WGAL·TV translates it into sales
Channel 8 speaks the language .ofthe. people
in its widespread multi-city market. Viewers
listen, understand, and respond. To prove
it, Channel 8 telecasts sales messages
for practically any product you can name.
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Channel B·
Lancaster, Pa.
STEINMAN STATION • Clair McCollough~Pres,

Representative: The MEEKER Company, Inc,
New York / Chicago / Los Angeles [ Sar:l rráncis.co
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oFI which to bas.e realistic standards.
There seemed to be no takers cm this,

Any accusations of hucksterísm of
broadcasters-and there were OFllYa
relatively small nucleus who brought
them-raised the familiar retort: the
customer can always turn bis dial.
"The American viewer or listener
doesn't need big brother lookíng over
his shoulder to ten him when he's
getting the proper ametrnt of cornmer
eials, or the right kind ()f program-
ming," ·

Moss tried arguments about the
Columbia U. report by Dr'. Steiner
that the American public: found in
commercials their "ffrst real dissatis
faction with televíslon," He reminded
congressmen of the phenomenal prices
broadcast. properties were brínging-s
from $4 ro $12 million for a single
station, based not on its half-million
dollars in equipment but on the pub
Iícly-owned, ·commission-granted free
license. (The "free" may have, to be
qualifiied if FCC gets its way on li
cense fees-another subject vhe House
Commerce Committee is Wading into,
this very week.)

Moss, Wh!?>is a highly effective and
eloquent pleader on a par With the
best of them, pulled out all stops urg
ing his fellows to remember the publfo,
not just legislate for the broadcasters.
Moss said he himself did not want to
tell bis censtituents that he'd voted for
a bill that would "remove all restraint
from broadcast commercialism." .

Apparently, the fellow congressmen
did not share his fear. And ·perhaps
their minds were roaming ahead a
little, to November, when for each of
43.S candidates for congress, a friendly
broadcaster is a nice thing to have.

Roeky Roa.:doY·e.r Schlitz B:id
Washington - Justice Dept. Wants
courts to say "No" to Schlitz Brewing
Co.'s proposed acquisition of control
of General Brewing·Co.'s Lucky Lager
beer. Justice also wants divestiture of
Burgerrneister Brewing, which .Sohlitz
acquired in 1961. Civil suit fi1Iedby
Justice· in San Francisco said Scbilitz'
national sales fo '162 totaled over $184
million, and Geaera! Brewing's were
over $·85 million. Takeover O'f Canadi
an firm would make Schlitz largest
American beer producer. Currently in
top spot is Anheuser B'usch.

Justice claims earlier acquisition of
Burgerrneister by Sc'hliiz has a~ready
resulted in diminished competition in
sale of beer, parrieuiarly in California.
Also, adding control of General Brew«
ing wouJq give Sctnitz more than 3.0%
of this market, and threaten C·ómpeti~
tive balance industry-wide.

RATIN.G CDU'N.CIL"J'PltaG~REiS IS. 51ATl'SfAttn1t
S.AYS ·Mt·GANNDN IN .AN.5W'EI lQ, A.NXJ'D~llS :S¡DlGRJ
New York-.·.·Broadcast 'Rati:ng.Cou.nc"ilchaittn'íl'RDt>rt:aJt;I,11\. M;\i'!~3il~J:l;~Ji.,
also. is president of Group W,. ha.s is!med ..a' swift :rej·ptn,derto t.wCl! eti>:trgres8l
threatening "legislation" unk$~ soml!lt.ni1;1:gTsd9J1e.:"¡?:r~tt)!li\l'i~i<t'ta revi~~t~
procedures. The two. co~g1essmen,__H'ep,.Fa.u!.RoFs ..~Q.,..l!:1:9.an.~.:&~
Arthur Yoqoger (R., Cal1f.,__,ªre member$ <;lf .Rep..·oren ll<'l..rm' O>·t~.k:..~:~
committee which launched pmhe of ra'tiI:Igsystems las:t y~~t,
Harris hasn't announC-edihfs v:iews ..

on situation, but Youn~r S•a)í:S be an(;f
Harris. are. in agreement abouit rreed fór
report soon from Natic>.nalAsst'l... ctf
Broadcasters, which w1as·asked.by sliib
cGímrtlíJteefo devise ;sy$Jel'nfor poli~:án.g
rating systems,. and has sine~ jo:rn.ed
witbi ether members of TV imh:istry'to
form the Broadcast Ra.tiñg Coµnt:il.
(See.story page 19.)

Rogers sa;id, "I think the TV Jndu,S"
try is concerned about .the.ratings more
'than ever before," and claimed: ''The.re
still has been no adequate r~visi.Qnor
change in th~ reliance: .. in the11,1.•i '63 R'C::A'S BEST' YE:AI
Threatened Younger: "Unles.S' tbeY ···
come up with something ,pretty quid~~ New
we are going to have to write some
legislatioa on thi-$'. ''

McGannon pointed out to the two;
selons that a ·plan was. ~res.ented. tQ
thei:r subcommittee last May concero;
ing the establishment o.f s:ta:ndardsand
the auditín.g of rá,titig setví,¢e.s,.~swell
as a long-range mefüodt>lo:gyreseareh
effort, . "All elements o.f .·thiSi.plan,"
he said, "have prog.resse(;l a~'Q'QrtJtQ;g'
to some ambitious but :self~imposed
target dates."

''While all members of the BrD'ad
cast . Rating Council seek the .most
rapid accomplishment of our oijjec,.
tivss, we con~:iderthe progress. achieved
as being satisfac.~ory,"said MeGannQ.n.

In fact, be ñotéd tb.ait •·our Haison
with the chairman, .membership and
s.taff of the stibeomn:üttee has bee.n.
regalar, frequent, and extensive, The

BIU.ZZIL JN llUAL il.C>LE
Miami - BJll Brazzil, last week
named. general m;ana&ero! Womqt
co's WTPJ here, holds -a d11al.posi
tion unique in broadcast ranks. Efe·
also comín.ru:s as vice president in
charge £>/ sales tot entire broadcasl
division pf Wometco Eaterprises
(WLOS and WLQ$LT'J! As~1eville,
WFGA-TV .Jacksouvilde,.KVO:S-TV
Betlin.gham, pl11s 'wí'VJh Bra:¡:zfl
joined WTVJ if¡, ''.56 as rttifiona1
sale.s nwnr.rger,, was elected· v:foe
priFsident in charge of W1'Vi safos
in '59, .a1.1d lmcame. Warnei:cds
b.roadcqsJ sales <;hiel in ·~2.

written 1;mmrne.n.d:aÜon.Mm the;e:n~
a~ernent: :r.~c:e'L"~t\t,rt~~;m~ni'
.individuals have; b:een most b
and, á}?Jlf§~i·i.\J.§d,!iw· the ~º~~~~JI
ing ConneiL1'
Thl~. rs¡,wstie ..~o.t .·~Y su~mmír

:me.m;íber..J~bfl;Mt)~~JI)·u., Qll.tf~.J,
point.ed :out th.a.t'.whil
ust; of r.a;ri:ng~~1tb.~ l:V ri11~JJ~t~'t:
year I ~an see na í~~a\f.e"Inent •.. ·
.te~Qg,a:iczethítt tlte· ..N.All :is
ahea.d.''·
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19 As Congress watches, an in.dustr:y :a·c,ts
An all-industnj council plus five keading
rating services chart the route
to ciciiized program ratings
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Britannica waives the rules
Low-pressure commercials by. Mf:Ca1ui.-E'r.itkso11 jot táiJ''
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1,000,000
SPANISH SPEAKING
PEOPLE SLIP THROUGH
YOUR FINGERS WITHOUT
THE HELP OF SPANISH
LANGUAGE RADIO KWKW
THIS CAPTIVE AUDIENCE
CAN BE YOURS!

§KWKW has 20 years ~
~experience in serving !lJ
l) this market! r)
• Average yearly income

-over $800,000,000
• Automotive products

-$72,540,000 annually
• Food products

-$434,700,000 annually
• 47.5 own their own homes

IN 1963 OVER100 NATIONAL AND
REGIONAL ADVERTISERS HAVE
NOT LET THIS MARKET SLIP
THROUGH THEIR FINGERS.

KWKW
soooWATTS

Representatives: N.Y.-National Time Sales
CHICAGO-National Time Sales

LOS ANGELES-HO 5-6171
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1

conclusions:
l. A serious problem existed. Whether it could ever be successfully

resolved within the confines of self-regulation seemed highly dubious.
2. In a show of rare leadership, wisdom, and courage Governor Coflíns

pledged the industry before the Harris Committee to establish mini
mum standards in the field of broadcast audience measurement, to
organize and oversee a rating audit service, and to embark on u 11

long-range program of rating methodologies.
3. The NAB Board chose an amazingly effective man to head the

project - Don .McGannon. He, in turn, built a team of dedicated
industry workers who gave unstintingly to the project.

4. A major miracle was performed when all clements of the industry
agreed to participate, all actively with only the ANA in the rnle
of observer.

So important is the Broadcast Hating Council that sroxson has looked
deeply into its formation, objectives, organization, and implementat'ion,
Its three part story starts on page 19 of this issue.

BRC - MIRACLE IN SELF-REGULATION ir

íl
1963 will probably go down in history as the year when W'ashhtgto.n

went all out in its. incursions into the affairs of Madison Avenue.
This explains, too, why SPONSOR'scontacts with the FCC, the FTC, the 'I S1

NAB, and assorted Congressmen reached a crescendo previously foreíg1J
to our advertising oriented publication.

It also explains why we strengthened our Washington Bureau, put Olli"
basic Washington reports on yellow stock for higher readership, and
doubled our editorial coverage of the Washington scene.

When the NAB issues its report at the April NAB Convention of proj~
ects and accomplishments for the year past (we'll cover this. fully) you]}
note that high on its priorities are the Commercials battle, TV Code and
Radio Code activity, joint meetings with the ANA and 4A to lick clutter
and other problems, and (oh, yes) the shepherding of the Broadcast Rating
Council from a gleam in Governor Collins' eye to full-fledged fruition,

It's the Broadcast Rating Council that I want to comment on In this
column.

This may well turn out to be Exhibit A in the broadcast industry's Ir
claim to maximum self-regulation. I ~

In the words of a hard-boiled industry member of the 15-¡na.n BRC
Board "This is the most exciting and important industry accomplishment Ir
of the past ten years."

Even allowing for some excessive first-blush enthusiasms, anyone study
ing the rating problem in breadth and depth must come to these positive

11'. ¡
l
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·~·Jon.g·w~yt~ward making.~o.urfortune.
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CALENDAR

MARCH

HoUywood Ad Club, luncheon meet
ing, Radio Advertising Bureau pres.
Edmund Bunker speaking, Hollywood
Roosevelt (2).

International Radio & Television So
ciety, 24th anniversary dinner, presen
tation of Gold Medal Award for 1964
to American Broadcasting-Paramount
Theatres pres. Leonard H. Goldenson,
Waldorf-Astoria, N.Y. (4).

National Academy of Recording
Arts and Sciences, third annual sym
posium in association with Bureau of
Conferences and Institutes of N.Y.
University's Division of General Edu
cation, titled "Recording and Music:
Culture, Commerce, and Technology,"
at Hotel Lancaster, N.Y. (4-Apr. 22).

Dallas-Ft. Worth Art Directors Club,
judging begins in seventh annual Exhi
bition of Southwestern Advertising Art,
in Dallas (5).

Oklahoma Broadcasters Assn., sec
ond annual Radio Operations Seminar,
at Oklahoma U. in Norman, with
FCC's Cox, NAB's Anello, RAB's
David (7-8).

Variety Merchandise Fair, New
York Trade Show Building, (8-12).

Electronic Industries Assn., national
electronics marketing symposium, Stat
ler Hilton Hotel, Washington, D.C. (9).
Spring conference (9-11).

Writers Guild of America, West,
16th annual awards dinner, combining
honors for TV-radio and screen, Bev
erly Hilton Hotel, Hollywood (9).

American Toy Fair, at American
Toy Exhibit, N. Y. (9-14).

American Assn. of Advertising
Agencies, Southeast Council, annual
meeting, Riviera Motel, Atlanta (11-
12).

National Editorial Assn., govern
ment relations workshop, Willard Ho
tel, Washington, D.C. (12-14).

Broadcasters' Pr om o ti on Assn.,
deadline for "Third Annual On-The
Air Awards" entries (15), extended
from Feb. 15.

Assn. of National Advertisers, third
annual seminar on business paper ad
vertising, Plaza Hotel, N.Y. (19).

Intercollegiate Broadcasting System,
annual national convention, Columbia
University, N.Y., hosted by WKCR
FM (21).

Southwestern Assn. of Advertising
Agencies, convention, Sheraton-Dallas
Hotel, (22-24).

Institute of Electrical & Electronics
Engineers, international convention.
New York Hilton Hotel and New
York Coliseum (23-26).

National Sales Promotion & Market
ing Exposition, 18th annual, Hotel
Biltmore, N. Y. (24-26).
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APRIL

National Federation of Advertising
Agencies, annual convention, Outrig
ger Inn, St. Petersburg, Fla. (2-6).

Financial Public Relations Assn.,
Middle Atlantic regional meeting, John
Marshall Hotel, Richmond, Va. (3).

National Assn. of Broadcasters, an
nual convention, Conrad Hilton Hotel,
Chicago (5-8).

Television Film Exhibit (TFE '64),
Pick-Congress Hotel, Chicago (5-8).

Assn. of National Advertisers, west
coast meeting, Del Monte Lodge, Peb
ble Beach, Calif. (5-8).

National Assn. of Tobacco Distrib
utors, 32nd annual convention, Hotel
Fontainebleau, Miami Beach (5-9).

Financial Public Relations Assn.,
North Atlantic regional meeting,
Schine-Ten Eyck Hotel, Albany, N.Y.
(6).

National Premium Buyers Exposi
tion, 31st annual display, sponsored by
Premium Advertising Assn. of Amer
ica, National Premium Sales Execu
tives, and Trading Stamp Institute of
America. at McCormick Place, Chi
cago (6-9).

Transit-Advertising Assn., annual
meeting, Casa Blanca Inn, Scottsdale,
Ariz. (6-9.).

Society of Motion Picture & Tele
vision Engineers, 95th technical con
ference, Ambassador Hotel, Los Ange
les (12-17).

Chesapeake AP Broadcasters Assn.,
annual meeting, Sheraton Belvedere
Hotel, Baltimore (16-17).

Radio-TV Guild of San Francisco
State College, 14th annual radio-TV
conference and dinner, on campus,
S.F.(17-18).

Financial Public Relations Assn.,
South Central regional meeting, Brown
Palace Hotel, Denver (20).

Associated Press, annual meeting,
President Johnson to speak, Waldorf
Astoria, N. Y. (20).

American Assn. of Advertising
Agencies, annual national meeting,
The Greenbrier, White Sulphur
Springs, W. Va. (23-25).

Advertising Federation of America,
fourth district convention, Tampa, FI::1.
(23-26).

Pennsylvania AP Broadcasters Assn.,
annual meeting, Boiling Springs (24).

Affiliated Advertising Agencies Net
work, annual meeting, Andrew John
son Hotel, Knoxville, Tenn. (26-May
2).

Assn. of Canadian Advertisers, an
nual conference, Royal York Hotel,
Toronto (27·29).

Society of Photegraphic Scientists
& Engineers, 1964 international con
ference, Hotel Americana, N.Y. (27-
May I).

Station. Re.pres¢ntativ.es Ass11., 1964
Silver Nail-Gold K~y Awards, Wah
dorf-Astoria, N. Y .. (28~.

American Film F'¢Sth·al~ ~iXth an»
nual by . Educational Film. Lihrary
Assn., 16.mm competition, Hotel Bilt•
more, N. Y. (20-May .2). ·

American Women in .Radio & Te'l.e.•.
vision, 13th annual convenflom Mayo
Hotel, Tulsa {30-May 3)..

American Marketing Assn ..s . New
York Chapter's sec.and .anm.íal new·
products conference, Hotel Delmofl.)co,
N.Y. (30).

I

MAY I
11'1

Kentucky Broadcasters Assn.,, sprín~· '
convention, Louisville Sheraton Hold
(4-6),

Electronic Industries As.so·.' wo~k" ,,•.
shop on maintainability of eJectronic
equipment, Sheraton-Jefferson Hotel, 11

St. Louis (5.:7).
California AP Radi.o-TV Assn., an

nual convention, San Jose (8·1 O).
National Retail l\1¢reha1)ts Assn.,

sales promotion division. 1conventfon,
Hotel Americana, N. Y. 00.·13),

Assn. of Natiomd A:dve.rtrsers,. s..es
sion at Waldorf•Astoria, N. Y. (l l.-12).

Sales PromQt.ion ExeeQUves Assn.,
seventh annual conference, Astor
Hotel, N.Y. (11-13). ·

Direct Mail Advedl<ilng A~n ..• di
rect mail institute, University of Con ..
rrecticut. Storrs, Conn • .(lO·lSl Ma.ii
order seminar, Statler Ho(el,. 'Boston
(12).

American TV Comn1.ercfals Fes.ti'val,
Waldorf-Astoria, N, Y. U.51

Sales and Marketing Ex:ec.u.tiveS•
International, annual convention, Palm- i!

er House, Chicago {17~20).
Art Directors Club of N. ¥,, Vl&\Jfl:I

conrmunicatlons cónf¢ren.ce, N.ew
York Hilton (27-28).

Louisiana-Mississippi Al' .B.roiulcªst-
ers Assn., annual convention, Jaekserr, 'á!
Miss. (22-24). ·.·.

JUNE
iH

In.tern.ª..t. ion.•.ª•.I A··.·.d.v.ert•..···.is.·i•····..g..·.A··.....•··s.··s...·.n...•.,·.···.l··.•··.6..·t·..·.h, ;.l;i.%annual world congress, Waldorf~Astor., · ·
ia, N.Y. (7-10). .·~

Anrerican A~aden1y of .Advertising,. :~~ij
annual convent1on, Chase-Park Hotel,.
St. Louis (7-10). ·

Special Libraries Assn., 55fü con._
verrtion of acivertising an.cl.pub].ishin.g
divi~.io·n.s,S.heraton-J efferson Hotel, Sf.. ,.f>
LOUIS (7-11). 'llílJ

Georgla A~n ..o( llro.adeasters, 29th
annual summer convention, üallaway
Gardens, Ga .. (13-lGJ.

AUterican. Marketingi AssJ1~;17th na"'
tional ponference, Sheraton H.ote),,Dal
las (15-lQ).



' ·1·111:Jz 1:.Í·~nttai·~<}o rim.re h:otr:ies tnab
s c'.OmJ1efüI°©:u·-- w:rfü

··1~~ur,~~!
II
·1ta:Fru:Jay,, t5 t"O pm, sn

· ili'nm.¡\t lA\WM·A1~ alS'.crat~r:~e:ts..
mi¥ñ, m1'rés W<Jrtié'Jt1 mote.

•,.,,.., .¡r¡;¡,,..-. ·¡·4'· ·r.·;· ··b·~··•¿¡.d' sec •¡,¡;¡ ¡·tj'.<i;•_.i6i11'.S: 'UUi:d'.l cS: :Q;QJ"ll ·"1.!'ll>'. , .,e;QYi;1J'.lA·lJ~
..,.~t·.· j· --1o<- ti,.,. --·¡··11·. - 'WA·-.---h"'"f·~f:I,,;;t ~ fS:' ctlJtn 1¥U~SJ~,, ~$: I.V Ia.r.! '~
'"li't1tt~~¡'l;'fi~'*:S;~. 'l~d'i~.s:1fñ:fill -~-~•;·.·· '

...,, ··IY.,;: "--· -· • l' 'Aflfr/:Ai•KIÍiÍw:i:CíUJJ ,iii; ffi.'í:lll '.i ., :;;:@. ;Lt\!.'H,IYJ.t\'~'~s

,JH 5:t3a ;pm·,Mo:r:c(fay Unu foda~.
l~WMAM r'oft@s :ro:íme.h'.QITTé.s~
·fot ·~rvttaC-T\& f:bat:í ta,aJ néi
W<'frkl .rl:ew1s.:P:rcrgr.am on a c'.éltñpef.:
il:i-g ~tafütn. ~Ptügram1;s1~rlilwro·~.
·taoJ llp f'tum t"ti a:g.~ sh'áte:
in da:e ml'í:f:íftl.---;wJth: S01~ mtn~
.atlarns: fMJll Jíi:sf fatfrag¡ ... ·n·.~-"'"~·
Re:ter t!r:!'íw:n :a~ :füa ~RE~n·~l'i~
'e•1+hf"'I 'bt·· •.i,,·nr·1 c,fmut·J...Ll.J.U :O~•.JJ, ·i?1l:lL.ll•.. ~l\!l .• ~1,

arr WG:S't/rY~LAWM~N not óhÍf
l€fn~s r:-üt. l hi its 6 fo Bt3.0 pm
\stdp-in· r::aíio.g, ·shar:-e año bo.me.s
-hu·t tt rear:fües:ruor.e, h.omes 'fháo
füe. .carn~'Jtten competition from
f1~ws zan.:cl movle:s.. lt .a:is:o re.aah'.&s.
mare tt.f wb:ate:ve:r füe: :adv..erUs:e:r
11;~e.tJs_. :m~J~:;w0me.f11tee:üs;1 :ór
'~llílfüe:f:i, Pegg.ia :c;a:stlé
ias a frenfie:r uo:tel P.wrrer,

fu a füur-sfatio.n market; UWMAN
at J to ?;SO pm-Monday thfí1Fri•
day ort KPW-tanks first in rat"
jng af1d share. Th:augh a close
sec.end fo homes, it reaches 39%
more hames. füan pr.ogtams in tb:e
same t'iroe p:erfüd-same sfatiém
-in NoNiemtler 196.ll. for stripping
or QJ'.lc;;ea wee.k:.155 a.u:dfen.ce-wirt•
rüng h;alJbours of lAWMAN.
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If what is going on at the broad
cast-advertising-government family
table weren't so frustrating, it could
be funny.
It smacks of the domestic cliché

situation in which a wife communi
cates with her husband through
their son while all are at the same
table.
"Tell your father ... ", and papa 1

answers, "You tell your mother ... "
By and large that's about the way

that legislators and regulators have
been talking to the advertising fra
ternity. The broadcaster is talked
to directly. But the digs, jibes, im
plied threats, and other hair-gray
ing thrusts at agencies' and adver
tisers' work comes mostly through
the verbal Hailing at the broadcaster
while all the time it's largely in
tended for others. Part of it is cau
tion. Even the rule-makers know
that their power is able to inhibit
the "freedom" in enterprise. But
then, headline making is the com
mercial that pays oH on the home
front.
The House subcommittee already

charged and grappling with the
ratings question is seemingly aware
that the Rating Council has pro
gressed, and continues to progress,
toward an industry self-policing
goal that will be acceptable to
all quarters. But suddenly a happy
headline hunter, Rep Paul Rogers
(Dem. Fla.) is bypassing his own
committee to demand a report from
the NAB. I think he's sniffing ink.
SPONSOR, in this issue, begins a

major three-part series on the de
velopment of the work and progress
of the Broadcast Rating Council.
The article is the effort of senior
editor Bill Ruchti, and is a defini
tive look at the problem being
tackled by dedicated men in a dedi
cated group. It's the first time the
whole show has been put under
one tent.
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555 FIFTH

Sens.e of Y-..ma-E.1Centro
Taking you at your word that most
sponsors read your publication, I
wish to call your attention to a

, small item that does grave injustice
to KIVA. I refer to the item about
KBLU-TV on page 58 of the Febru
ary 17 issue of SPONSOR which con
cludes with: "The station is an af
filiate of CBS, serving the Yuma-El
Centro market."
The "Yuma-El Centro Market" is

the designation used by ARB to
delineate the coverage achieved by
KIVA, Channel 11, Yuma, Arizona
operating with maximum power
and, indeed, covering the El Cen
tro, Imperial County, California
market, as well as our home county
of Yuma in Arizona. Of the 28,500
TV homes credited to the combined
market, some 12,500 are in the
Yuma area.
KBLU-TV licensed for and oper

ating with only 1.97 K\V visual
power can realistically claim a. fair
exposure in something less than the
total 12,500 TV homes in Yuma
County, hut has absolutely no valid
claims to the El Centro segment of
the KIVA ARB designated Yuma
El Centro market.
Therefore, I hope that you will

see fit to correct the erroneous ím- ·
pressíon which may he gained by
sponsors and time buyers who may
not be fully cognizant of the true
dimensions of the Yuma-El Centro
market.

Leavenworth \Vheeler
General Jfanager

KlVA-T\', Yuma, A·rizona

All heart

Bea Adams: Thank you for your
Commercial Critique Valenti ne
note about our Jif Child Style. It
was worth every frame of it to.g<ü
good results.
I enjoyed your column and com

merits in general.
Manning Rubfo

v.p. & Director of Commercial Ptoduction
Ctey Advertising

()ff a.11..d. on. the od:d. l>aU
I read your artfole in .the•Fehru.ary
~1Q) issue of S.J:>()N:S<5~1''Honor The
Oddbªll" a.nd en.j.EJyedtt very m:O¢h.
Probably because I can .ídentify
myself with your subject! . .• . ·

1\far~ 1\fc.Co:ud:.And:erson
](OPE,, B.qt.t(!., J\1ontm1q

Your Commercial Critique page
ought it not .contain aidli'lg, inter~
esting; pertinent 0pinion 0:~1c.<>m
mercials?
The enclosed ~Honor The Odd

ball) is of no, Interest whatsoe".rer.
Harold R. Qih~d.cb

Radi'O-TV Pr(Jda·i;Pions
Oak Paik, Illfüois ¡

I was delighted to s.ee the story 0)1
how our tape was used for the
CBS golfseríes (s·B©NSDB, Feb. 17}.

Keuneth .F. 1Váte..rm.an·
8.M Q.ompqnrt

S·t. P'a1d, Minfl.

Any takers?

I've become a bit irritated.
Since April of 196:3.,. we have

been seeking in vain for a national
representative for our cu1xfihya.nd
western station ...Pueblo i$ a market
of 128,000 people with retail ..s~les
of $146,469,000 (Feb.. i, SHD8 )..
FCC figures for 1962 indicate
$114,313 in national sales, ªnd
$17,238 In network sales.
In five 1nonths KPUB moved.

from off the air to number two. in
this si'x station marke,t {S~ptemher
Pulse, 'Pueblo Metx;o.. ateit J. AH
tlris, and we can not IInd a national
representative who will do a. '}.oh "
for us.
The only reaSOl1\Ve e.ah find iS;

the big city boys: don't like !imt
little country statícrr in spit.e or art
ides Hke yours of I\lfay ~O, 19B3:.
\Ve a.re at ca loss: . , , \Vhal d<'Y

yoti suggest?
DornM w. Reynolds, Jr.

Pr.11S.ident;KPU'R
Puebl.o, Col.<l~
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\Vhile. the ranks .Q.f half\hoi,,ir TV prqcgr"'ll1s. ~w~U!iJ!l1h!¡g:7the s+~r~u¡gpsluQt on}~
survive but add ma.son fi;i.rit with .:dsíüg ¥te:wer :e:ctunt...The· tx·B:nd•.as 'ba.:sed:@l1 a
fhree~year cGmparisf)pby A. C. Nielse11·C:o..{£l.rst J~t1\llro::r·~TX't, tb~ n.t\ll'l;b~l'
o.l:11~tlf-h.OJ:1tprograms has decreased by rn01're than a t'ixírd,. )Yhfie the á.¥e't'~g'e
rating írrnhes up each. year. Average r;al:ing of htxtrr-pr.<:l,gvm:n~a}'S..<:l 1t1p.,1 bill;, the·
imp.roveJnent is not as striking. Big b0t:1st£~r 11a.lf,..ltoürs11:1 ~~m.":w~,JJ~ttn.erf:fÍlltn
situation comedies, paced by ''Beverly Hiflbillies·::•This 1&ranp:1 nf ~1 J:lrtQ;~r~1ms·
averaged a rating of 24.

Ranks of half•hour
shows thinning;
survivors stro.nger

Macabre comedy
may be new trend
in. web programing

Upper-class public
more cooperative
in viewing surveys

FCC to scrutinize
blackouts by NFL
of home-team TV
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NIELSON AVERA,GE AUDIJE'N(JE

1961-'62 1£)62}63

20.018.9 21.2

(number of prógra1ns~ (69) (63.)

Hour programs 17.2 1(.9

(number of programs) (52)(53.) (43)

Now that networks have gone through seasons of 'Veslel:ns.,1uyster.ieS.i:<lelwfives,
anthologies, and current situation comedíes, it seems hard to thirík of ano:thet'
area which may produce a profu.sion of ¡Jrog:ta1nrning.Eut two of the webs have'
apparently hit it together-macabre. comedy" Almost simultaneuns announcmtxents
have ABC~TV set to air "The Adda1ns Pamily" r\eXl seasm.1.,,based nn Charles
Addams' seven weird cartoon characters, and CBS~TV slatíng f'The ltfa.itlst<:Ws,"
based on famous movie monsters. Both ate half-lrours. '·.Nlin1sters,,;''due Thursday
nights, will star Fred Gwynne and Al Lewis (former.ly óf "Car 54,:'),phts (>.thers
yet to be cast as. members of a "normal" family whose physical characteristics
are reminiscent of such film scarers as Frankenstein's 1XlüJ1Ster,Dracula, and a
lady vampire. ABC's entry wíll draw cm all of Addams' material which :a;pp.e.ai:ed
in "The New Yorker," plus his books. No one hns been cast

The theory that higher-income, better-educated people are more likely to; refuse
to cooperate in TV surveys than the rest of the public. has been debünked by a
study reported on in the foll issue of :MIT's "Industrisrl Management Rexie)y,'1
Writing on "TV Ratings and Cultural Programs'¿ Petet O..Fox of the: Stanford
Research Institute says that, contrarily, the reverse of the theory is htt~h He
also notes that .if non-cooperation produces bias in rMings it is in tlle direction
of favoring cultural programs.

Look for FCC to take closer look at CBS-NFL policy of '~blacking out" National
Football League telecasts within 75-mile radius of cities where game is plª'yecl.
Policy has provoked many complaints from public, espedally when games are
sold out. Commission's future move is indicated in its answer to complttil;lt by
\VPSD-TV Paducah, Ky., wlríclr notes neither FCC nor Justice :Dept. can take
action "at this time," But FCC points out .ies ~~concerne(F'with questíans raised
by station's complaint, as "there is, we think,. an undoubted public iUte:rest in
insuring that the broadcast of sporting events $hOt1lQb.e .a;vaílable to those .lJ:t't~
sons desiring to view and hear them." FCC adds it ph.1nsfo eom.~11.t()n ut:h!s
public interest consideration" in connection with bill {H.•R. 73'S5) by R,~p;Fratik
A. Stubblefield (D., Ky.) to deal with that type of sltua.Uo11.\IV)?.SD-:r'Vw:as told
that reason Justice Dept was advised of the complaint ~Va's,.that; 1sIJ-b%t~n~~Qf it.
raised issues under antitrust la:ws; uiJckt Púb:HcLa~v 87-:3.3li 7:0 ~rat. ª'~:Yveíl
as under [uclgmenr o.f court ha U.S. vs. NFL1 ct ª1.é,)vh~eh ¢9\'.LStf·o.~·d:th~:statute.
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how do you fit a moose into a mail box?
You can! ... if you're willing to settle for the tip of the nose. Like ranking TV markets .... yon can
take a small section of the market by using the metro approach ... but if you want the whole moose;
you've got to rank by total market! Fact! More than 80% of the Charlotte WBTV Market is located
outside the metro arca. The Charlotte TV Market contains 550,000 TV homes ... ranks 22nd in tb~::
nation ... and 1st in the Southeast!" Sleet! Snow! Hail or rain! ... WBTV steadfastly delivers your
mating call to a vast coverage area that really counts!

Q!1!JCIDLJW
CHARL®TTE

* 1964 Saks Management Survey of Í elevision l\larkds1

JEFFERSON STANDARD BROADCASTING COMPANY
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SPONSOR presents

The first in a three-part series on the rating story:

AS CONGRESS WA.TC HE
''I SUGGEST that we put ratings in

the right posture, in the right
condition once and for all, and
learn to live with them in that con
text-knowing exactly what we
have, understanding how they're
being nm, and satisfying ourselves
that there are no serious departures
or problems involved."
Those are the words of Donald

H. McGannon of \Vestinghouse
Broadcasting Co. (Group \V) and
chairman of The Broadcast Rating
Council, the group that-on behalf
of the industry and as its name
implies-is auditing and accredit
ing rating services.
In an exclusive SPONSOR inter

view, Mr. McGannon summarized
and brought up to date the details
of the industry-sponsored effort.

Although many in the industry
kept close track of Rating Councíl
events as they occurred, Mr. Mc
Gannon was asked to start from
the beginning and to cite details
in the interest of compiling for
the first time in one place the
Council's total progress to date.
In brief, the overall project is to

evolve a double check on behalf
of the industry and the public that
both present and future ratings are,
indeed, what they claim to be.
And it's this concern for the future,
as well as for present practices,
that underscores the already-obvi
ous importance of such an effort.
In this three-part sedes, SPONSOR

will first look at the newly incor
porated Broadcast Rating ·council
and how it operates. The second

article will continue the pro.grescá;l:ili1
report and consider some of the· 1itu1

problems that had to he solved 1~0

before the Council could get undel! :11

wa:y. The third and final article ,[w

will explain financing of the work:
and project into the future some· ra

of the Council's probable impact ~
Citing the core of the mattet¡ ai

Mr. McGannon savs that "rating$, la
go to the very he~rt of radio ai'tcl 1·1

television as advertising media, [1
both locally and nationally," Im
Yet, even among statistical and. :1

research specialists, too few peo- ~·
ple have really known exactly how d
ratin.gs h.ave been. based, reported,

1

t1
and computed. At their best, rat
ings have provided objective írrdí- Io
cations and imposed some order
where much disorder prevailed,

THE BROADCAST RATING COUNCIL'S BOARD

The Rating Council started through a series
of informal talks, then bloomed into an "ad
hoc" committee that drew up operational
plans. Among them: To incorporate 10 key
industry groups, each with its own.delegation,
into The Broadcast Rating Council, Inc.?
which occurred Jan. 9 with these members.

NA/l's McG1mnon
Group W

20

ABC's Barnathan CBS's Ftsher

SPONSOR
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"One reason we're all in this

is to i 111pro ve,

not destroy, o hel njul tool"

cause for action - broadcasting's
traditional care for the public in
terest. Says Mr, .McGannon, "I
don't think broadcasters' concern
for the public is fully appreciated.
The Council clearly remembers
the Carl Sandburg line, "The

l ,,
peop e, yes . . .
Organized industry reaction

formed a pincers, designed to sur
round and pinch off offending
practices while, as in the pruning
of a tree, it also encourages the
growth and development of posi
tive performance.

THREE-PART PLAN

An informal ad hoc committee
of the three affected industries
gave the scissors a cutting edge via
a three-part plan, devised through
a series of early spring meetings
and presented to the Harris Com
mittee in May, 1963.
The three parts of this plan were

as follows:

1 That an organization be
formed and called The Hating
Council. This council, in turn,
would tackle the problems of put
ting together sorne standards and
criteria to apply to all rating
services. "These we're largely ethi
cal in nature," Mr. McGannon
points 011t, "and were intended to
eliminate the likelihood or even the
possibility of sorne of the rating
errors and shortcomings that the
hearings so boldly and so specific
ally established." These shortcom
ings pertained, not only to the exe
.cution of surveys, but also to their
collection and collation.

2 That individual rating serv
ices make voluntary disclosures of
their present procedures, includ
ing the operating methods of their
individual services-i.e., how they
app roach their particular surveys.
"When the disclosures are com
bined with the minimum criteria,"
Mr. McGannon reasons, "you have
the basis for an audit."

3 That an actual audit be con
ducted hy a national and impartial
CPA firm. This, to echo the words
of Congressman Hanis, could pro
vide the verification that the rating
services are in fact doing what
they say they are doing.

Obviously, the three-part plan
pertains to rating services as they
currently exist. It is a firm program
with fixed aims and, it is evident,
requires both immediate and con
tinuing effort.

RESEARCH COMMITTEE PLAN

Simultaneous with this develop
ment, however, a complementary
program was also being born as a
separate, yet not unrelated, effort.
This was to be the second blade
of the scissors.

It was the brain-child of the
NAB Hcsearch Committee (see
chart), a body that is also chaired
by 11r. McGannon. This Resenrch
Committee, eommon to both the
NAB and the Rating Council, is
the arca. in which the two parent
groups overlap and through which
they can coordinate their activities.
The Research Committee's signal

that it was looking into ratings in
earnest was an announcement that
it would undertake some "extensive
studies" in four broad areas: (1)
local radio; (2) network or national
radio (particulars of which will be
discussed in a subsequent article);
(3) local television, a project now
known as COLTAM or Committee
on Local Television, Audience
Measurement. In fact, at its recent
Sarasota meeting, the NAB board
underlined its intentions in black
ink by appropriating well over
$100,000 for t h e s e particular
studies.
The significance of the Research

Committee's program was that,
while the Rating Council's three
part plan pertains primarily to
present needs, this plan relates to
the future. It will provide not only

:¡¡
q

an improved way for completing
advance stages of current rating
programs, but will also spur th¢
evolution and improvement of
overall measurement means or-as
they've become knmvn-rnethodol- All n
ogíes.

Thus, the industry pincers 111oves
towards a firm solution: From one 11

quarter came a three-part prngrmn
designed for accurate verification
of ratings as they exist. From au-111
other quarter (but spurred by sim- ¡
ilar motives and tatgeted towq.r.cb
related. g?ª. ls) came. ~riother pro.••·11I 1

gram designed to contmue to cope 1
with the problem in the future. !

Both were submitted to the Harris
Committee about the same time.

. ..,.
M. ,ffi. Gó~d~et~. Ii
Research D1recttli,._
& Asst., I't.ea$. i

Doug Anello
Le gal Couns el ,,
& As-st ..Secreta.F~

¡,

.C'rite.ria. • . ir~¡¡
Suqcom?l'l<t~:'..
. I •i2
Simon Gd~~ ., '1n
Chairmaa •'' ,;¡¡



Pú'tf.I N~:G ·t'f\IIE ~H~\\f
llJil THlE 'Rll~ Q

't1p .aü ád~;ttfoi~ttattve
:s:ti:u~t1.u. :~ ~~~ á'IJ ~.x.cell~~tb:~grn-
11\ltí:g,,. l~uttt l~~; ·c:ml~~ hegiliffipg.
'1'.;htlt ;fl~t?Xt ~el¡>; '\Vét;S: "t0; ·piill ·th'e
:0~~rall co:ncept.s fo;gether and. to
~emtt:such eu:erg:£esand füoh ideas,"
~1lr::1.~~hi:Ga:nneü..·:e~plafüs~",as;.could

~ ili

:Clfi~~rthe. m:ajorhutdl~s; in get~
ti1J,g tb~· oii tbe '.t,o~ü\Mª',¡¡; to
;a;~~i~ g~ttín¡g:bog~~~~dowi1 1n cir
·~i:rft'.Qn~pr~hl~ms. ··"'!t~·sgpt .to b:e
·~rre in mind," ;Mr;.. .Mr;Gannon

'"that ·toor·e. are ·a. l!}:t of
fon s here.

of )ft~bfoirt~ ~fa:a:t,,

t\tifhJ3.lí,'}l'j<J, ~
:m:~Sl.;r:c;\ gf: Q4~r:e'¢'t©ir·s;

if you try to. so.Ivethem hypotheti
cally or fo a. vacuum, lead ta your
not doin:g auythfo:g at all in the
;end. Or, if yCJu'v:e got many factors
th:át íürí :co11cnrreutly a.nd in paral
lel coiu·~~s and you tráck dO\vn
just or1e at .a time~ ít takes forever

.b···1 ·11 l · •.to rrn;gt rem a to a .co.neusmn,
"Therefore,.'' the Rating Council

b d·1 ··a "oar· e 1afrm'an continue. , ·we
uodertook a progression ctf these
rna:ttets Írj. siroultaíH~QUSCOliX'Sé:,
perh~ps rt10.fríeí1t~o·ilysetfh1g ~side
:sorne very pundemu.s prnblems be
'cause we believed it was the only
\WlY W'e :Could:make ,progr.ess:.And
' -l'·d ··1 e, 'k ., . '"blW:€ ~r nt t nn It even. p:oss1 e

to resolve all the:se qtfest:ions in
áU¥an~~,,Instead,. ~ve t<>

Dí:AB ;ij;es'e:a1rc:h. <::;;g;mmtl:.tle:e
W:'.itt'a'r<i ~'Ch'.t'¢l.~ae.r
'<;;l:l¡¡;:r1e s CrJ;it:chfjelil
Natita·n LO:rd
Ti:foma.s :Jttsh:e:r
¡,~, Oe?~<ty.)
:úávilí. t.. .Aci~m s... . .
Simon.~. Siege'.!.
RQJ;ie.nt, .•,,.,.,. •..••.,.5.•.•.
S!:l~on ~.oldm.an
11.ficthaYí:á'.Y·Wiatsi0n,
F,lt;~Q;Pia:1Ct"Pí;i
T? .•· ;a:,,~~tlgnrro~, <GIIai:r:íl:tí.At;i:
L:e''í~::oy:' ;t'tih:1irts',, N'.A.a
·v~ 'NAB

~fi'.es'miÍ.ñ&Jna.znr e.
,~t;te:~;i,J~;r~i;:
,.. _ .. ,.,

.M..al. J~;~'i'i!l1'~
C,h¡'ª'~·~má,n

:f.§l>m F!:·li.tte L'1'
tJh'.c:1;J~marr
~. 1'i:i~.·s.Itüit
Iklí\!J~y

a:ohieve go<'Jd deflnítion, ;good artío
:1.ilation :as; to what the prohlcm
would. be:~thus pro:viding a basis
for ultimate solution bttt léáving
sorne of the exact .áltswers for the
fut:ure.,.
Paradoxically, they. thus found

they could make the best progress
by· deferring sorne decísírms.. In
that sense,. .they were like framers
of a consti.tution-i.e., (.1tawing up
rules:by which to live i11the future,

P'RQGRESS REPONT

What, exactly, have they devised
afl'.dhow are these areas operating
to:da.y?

• Boaril of DZ.rectors:. \¥hen The
Br.oadcasting Rating dou11cíl, Inc.
was chartered .J:an. 9, as a Dela
'\Vate no.n-J:>l"ont organization, it
wa.s detenufüe.d that its. direetórs
wotild be representatives of key
~~;ganizafions .within the industi,y,
Naw, ·'all individual •delegates for
the initial board have been named
fseé ¡~hotos..}. ªºd fimmdal eorrtrí
l~utforis.have been received.. {Tbese
\\rill 'be :díscu~sed ib the third
article:.)'

Wetworks, in<:lndeclon the board
u:t;é ABC, GB~,Mutual, and NBC.
Trad.e :asso~ütfi{):t).sare the .Arner~

í~~an Ássodatfon ..of . Adv.erti'smg
AReHcl:es, }WAB, National Associ
atio:n of .FM Broadcástei:s., Radío
.Advertií>ing .Bm:eau., Station R.epre
·Se:Utativ,es' As·sOPi!l.tio'1., a.nd the
'teleXií$io)l ~urea11 qf Advertisibg ..

Win.bing fue partidpti.tfon and
sycmp;Uhyof a~eneies was ..·ª rna~
jQt vrc::tmy.fo.r The' Ratíng Oonncil.
Tue oaus,al qhaitr is almost s.elf
e*planatory:· "~Vhat .chanee do. ,)'Oll
h<t~,eff yon .cdrm~thav.e. the. rating
serv.ices behind. _you.'?i' Mx .. MeGan-

.. ;"'l·r. '!JA..,.-1 . • • 't > f th.nun. .a::~s.. ·.A.•>,u y.on e.an. ge.. , ··.e
ra.fi~g;. s:er'¥!Jqes t1tl:Iess; the ..:a:genqies.
atrd :a:;dvcer.tisers;are: also; with vou."
ln this dfa'lrt, thef emp:haticall y

at.e.
The ilil has 'taken a SP,t Qn

·t·h...,,,....,,_.'.º..··.ª..'. r.·:,1.·.'ª.·.s. ". •• ..·rn. 'u··.·.n··. ª.·.·.· ra.···.··.1·:·1··th~;.t\es.- -on...·..,...•••.... Lll •. · ;n, ··.•...."':'··········~ + "' ..... t

s.ihiHti:es;fhLal'th1ªt .¢ntaiJs.,
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"Poradoxicollv, we gained
the most ground
b)· deferring some steps"

The ANA, while not a formal
board member, is "fully in support"
of the Council's aims, President \V.
(Pete) Allport reports, and will
"stand ready . . . to assist in any
way feasible." The ANA, party to
ad hoc committee discussions, will
continue to show its interest by
sending observers and liaison rep
resentatives to Council sessions.

~fr. l\fcGannon says, "I have no
complaints about our agency
advertiser relationship at all."

• The Rating Services: Coopera
tion has also been won from five
rating services. They are, in alpha
betical order, AHB, Hooper, Niel
sen, Pulse, and Sindlinger. Mr.
McGannon says, "These are the
five services which, at the moment,
constitute the bulk-if not the en
tirety-of the regular nationally
syndicated radio and television
audience - measurement services,
and so this is our starting point."

• Executive Director, Secretary,
and Treasurer: Early in December,
this triple administrative post was
filled by the board's selection of
Dr. Kenneth Baker (Ph.D., Ohio
State), a '1üghly recommended
man" with more than 20 years' ex
perience in broadcasting research.
Formerly the NAB Director of Re
search, Dr. Baker has also served
as president of Standard Audit and
Measurcrnent Services, director of

research and area development for
CAL-ORE TV, Inc., and vice pres
ident of the Research Corp. of
America.

• Corollary Officials: To meet
the obvious need for permanent,
expert research and legal assist
anee, M. A. Goldberg was named
Research Director and Douglas
Anello, Legal Counsel and Assist
ant Secretary.

WORK AT HAND

\Vith the organizational chart
drawn and prominent men named
to each post, The Rating Council
tackled the work at hand, each sec
tion starting out simultaneously.

• i\li11imwn Criteria and Stand
ards: A subcommittee headed by
Simon Goldman, president of
\\'JTN Jamestown, N. Y., compiled
a list of minimum standards, sub
mitted them to the board for ap
proval, and distributed them to
nationally-syndicated rating serv
ices for their reaction and adop
tion. These standards will become
the basis for the audit service.

Members of the Criteria Subcom
mittee are, besides Mr. Goldman,
Robert Hurleigh, Mutual: Fred
Paxton, \VPSD-TV Paducah; Wíl
lard Schroeder, \VOOD Grand
Rapids; James Schulke, NAFMB;
and Simon Siegel, ABC. Messrs.

FIRST-YEAR TIMETABLE
ll arris subcommittee hearings , Mar. 1963
Informal ad hoc cotnmltree form eel.....•..................... Apr. 1963
Three-part plun submiued to the Harris subcommittee ..•...... May 1963
NAR research romminee'« methodology suulies [>fO¡>osed May 1963
Format of quest ionnulres beg1111. July 1963
Questionnaires sent to rating services ................•.•.....• Sept. 1963
The Broodcast R11ti11gCouncil, Inc •....•....................... Jan. 1964
W ini11111111criteria and stun durils su bmitt ed Jan. 1964
Jletlwdology suulies started ...............................•• Feb, 1964:
Disclosures received .........................•.............. Feb, 196·t
TargPt dut e for pilot ruulit . ......................•.........•. Mar. 1964

~;
.:..«'•
.:•..:.;'.. '

~feGannon and Goldberg also sat
in as ex officio members.
The criteria are divided into

two parts, each With about 14
elernents-"ethical and o¡:>eratíonal"
criteria and "disclosure" require
ments. Ethics require, among other
things, that rating services main
tain rigorous control of samples,
provide names of respondents (un
less they compose a permane11t
sample), maintain strict quality
control measures, verify Reid \York,
keep specified records for minimal
periods, and the like. Disclosure
standards require concise descrip
tion of such salient factors as sam
ple definitions, techniques used,
areas surveyed, obvious shortcom
ings, errors, or biases, and compar
able topics.

It took several weeks for the
subcommittee to devise initíal cri
teria, whieh were submitted to The
Hating Council on three different
occasions for additional cutting,
polishing, and revision. The. pot.en
tial criteria were submitted to thé
rating services only within the past
six weeks or so.

WHY DO IT THIS WAY?

"It was absolutely essential,"
board elrairman McGannon avers,
"that these standards be evolved,
not by the rating services them
selves, but by some one else.
Otherwise, however stdct they
were, I don't think thee would
have escaped general ;uspicion,
met government requirements, or
satisfied the public.
"Second, we tried to <l.nticipate

-and define=the overall operating
problems, not just those of a par~
ticular rating service. In slrort, we
wanted to cover gen.cric, not sp.e- 111

eífie, functions. Take the training I'

?f field personnel, ~or ~xample. The ii.
important factor is that they be 1

properly trained and know what
they're doing~i.e., that they have
prnper backgrounds, eorrect work-
ing equipment, arc thoroJ1.gl1ly
brief ed in procedure and the like.
Then it doesn't make any differ-

SPONSQ/l



·~~~,~~h~tb~rlll~Í~iljJ,1t~tví~~¥irtg·
:~~ili~~'~ :£~t1tilá~s1,fi:t' ?fe:~dí~~
~f!Jt{~~~l"th~'i(>la~i'tf~ ;~r ~hi~h
~i!fr ~~'t~ir~~~l:r~r'~·."~~rkin~1für~1

tl11e aE· the: £a,etoi~· tlx~1s.b~u1.~rat!
"fat :~~mm~n:i'S t~it hé

:t \Vias th~ arreá~ti-©Xi: e£ fh~
ita f11~ ~J,;,~~~~~.d

·~o~~ 11'.u~~~~~.~.·~~nr~~~~
~}~14~~Ji@'5\~,ítl£·~-num'.h~·n£

1~mti wt;shms· tl\i:.CJ~r:tl 1'.i:r to TuaeJt;"1

~t~....~r£t~@num'I m'l~l~d,~ is~íMn~:,
·~rl~éltllt~r had ¡g•~m:e::t:~Sr'
fl:~\lª!It'íl'J:S• });fi;~~~~{if}j'.,~11,d\\:Wcáirí·f,"¡•ifl

m¡;¡t1"~tl~...,,.m~líí'.'.f\:s. i'e.,'lll'~nstss. Af:' .-~~·~,:.;,,.PU).;,.,_.,'".-":,__:-:,~_, '" ' .. ~q¡D"'.,.:.-.;>_¥J':. .,-i ~,' _,

tlrix1'4 ~~i,fl~Q¡fth ~:~~ s:~•ttl ~um,,
m~1$' a:ttcil ~tj~~~cs; 'tn ·~$íCL€!1·,
lzlmt :fb:e:s'ehmv~ h&:en tiescil~ec["
'n!!l's tñ.~~w'ási'ft m~eklea:t:Y£f:lxm~- . '· ,._.; ---;,,;, . :.-·'- '· . ·---" - . "--'··.. -~ " ..-- ..• -- . '·"'' ,,.,- ._,,,l. ---~

:ii'J ~J1W:' lWA:li:.e:tfle,f,:~min~~ré.·"

~:P~1f~i~'Q~9:il1Jl~til~~n~'.,~~~~~~1!~~~~'~'¥·ta ,all__rmi~~...&eni'Ce~~ :ir1ie~
,$t;tee:~r~e'ti tl~~mc!xrti'<[rm. nrJ'n~liJ;');cl
·fim"r U;$.é\ I1n wtcjl'A ~ª 1¥ií~e""iB"eA.'
.,:; ,.,,-.~--...•,}'. .•.-...'>'X~-...-> •··•'· :"" ·.e '·' ~· -~- u·,...,;i .,,.t;i!-. -~-,, ....e-~

-tl. . ... .....···•... tlújr ~fil~$!~~~,í~~~,:~~tx1~
'he :rJoinoo[i{e;:i;,ª'!d; %t'.s ~P~~ ;fol!í' 1a;µ;¡f'
mmll.lil::t' :kmd m: :xe&e;amcih,what~~~

'.~'t.t ;tu]~j;e;~t:.
mú.!im'~· r$'táttd:-t:nfüs:

t. il:t°f~~.11.ns mar:1r: ..s_l,i•,·.;1;-,,.• !l'll!¡"· •.• .•.• ..H!'L .~µ!\'JiJ1;1,
]{~~ 'blo.~k$.~~,

"J3,.lftvn1€J.
, . ¡· ~~~i~ d,i:s~l~~p:íi~~. ~£
~h~.tr pr,e~eut S1y~di~~1s·tf~~· strtt~"'
1111r~s:...··Tixes;e .~m~i~h'.Ollltr.'lu:e;,s,

1w~re···~l~tj~t enfh:e~y'.th~ '~ark·•uf :M:al
ll~~itl~~.~B:G · 'Mi~c. ;~es±ien± íu
~h~~q~~~···.~~lai:no!m¡;~n~u.if~~tí~J~li.11
~nd Mt;'. ~£~'.Q~t;It\Mll'tl!.~re~criJ'>~~th:¢~
r~SíXJllis ¡:!{;'& w"m.01nunr;mt~lt'

m~¥il~~;ltot:Jk ();t} 'hi:s ta:sk ·ft:1:
Jtxl,1,· ~~~-. }~ ~h~~tlrQn;tt;a:lre:~Ynrke:d
~~tt..~h~u:í:~;é;pt~mb~.x·,anét í11 1theJ
h~ll:l;a:$! l}f .. ~;\;¡~
~1-rot:tIJ'·tlm:r~.~rf~~;r,
fat~V'eltCTJd .ll:L~fti>' ~~~~~11'.:t.iñ'Iií·~il\'.t~
~1d11fi.~j·~¡•:e~b:a1!ther llr~~~·~. :r,_1¡~~e~
b~j¡¡~~ s~~,ñ: ~h1d.l: :£:();mp:nehe:us1~ve:
qr¡'Q-~tJ~~~.,~f . !1!tll7vftR;nal ..:i;,;rtl'.nii
s;~:r~íif12'S\;wtt~J~wxu~:&l ~\tcih::itr~

}

J'. ,~ f ~'U:ggJ~~liW(?•.~l~t,.rlJ;ti,1~~~_í;,;t (~rt·tt'f}IJ~. (JXJ,sU1tte ..•• • • HtltÍtt,~s g;e1. lo' tlt~
••.l. Ji1er~·hrerJd qif :lff:li/i'Q. a.·u:<:A J1fJl'qvi:lli~f1. • , , N111.1.e:r1.t>lfg;/i~s·kt10.u•u aboul 11,li.at
't"!.!Jf.Í1i'lf.;e'lltl.·~'w..~m;¡; Lb:()'p;u.lt'lJ'll~~J)ifrt .••.• WH.en 't.Jíijj fl'irii'nl::os.ilr:C..<;; a.f:e (,Jnml1.{n~,J ~
t.t1Í!I~'tlíe atit1tlit'iUim. :i.'í!'itet'iiat ~dirt J1<1v:e.;t[b,e-fifü;i,~fo.f' <lei r~µlli.l. , . Tl!,"J,rP nre ·-::,,
a lat :fif r<51ft..iek:eti.,otr.•egg3 st.mii:itiliií..s 'li'f!re ,, , • I.Pe ii4.ri'.t. r.ifi.rik: !t· mtlil':e ~god.
..sezts:et.P.JtesQl:fíe' .aJ1l,.i.hrrs.e 'fJ.f!.."tjisf1iotts íJ.t 1(itltv.iini1e ..••.•.. W'hat d11uroe t1o ·yau
'll.'nif!JJ. '~l'i!j'f)'.'lit :J.Cfi·tJ;}r; 'li.títi'é' iltr:' rtítftíg' se·tff,ÍiJes· J;elitrt'f1 ¡y<>u?' , •• l huue TJ'l1' con1·
p1la1l:n7.s !liJ.1'0Jtt 1atf1'i:! ag'l!T:it!~.fiavett•tset.t.lfl~'(Í.p_ris1:iip at: (fzz. •• .. , .Cfel)r.ly,
s.'#ratfidti.1!".dS; t1.tu11. ~riit.etlf11! 7ftttr1-e n.at: lJ<mt1 a majar stu.mTil'ing b.Z.i.Jék·.... . ,
t ~rt11·Jt(),¿ ª"'rfi().r.ls ns' h:fii'rf,g_· ;rJ.~~'rJ.lkQtY.ttr. t-7ft:e1r att:Jit'ud.e •• •.• ' '
'F!'111~ first· ·~'TtiiiJ:g: ttv.~· ltitiJ.t1s:t,~r11lelks· i.s· tQ .&e !im1u:d5 ,;.,1: its, (J.ftf!rnm:.li ·I · '

p1ete iii their entirety/' Mr. Mc'"
Ga 1 •.·· ;· .·.:arts ~"·.·d s ·· e Me, u;u:m. rep .. . , an .. ..om. . .
farg~ly ~Qimpletc, $r>trte ctompa.nies
11,a:v~m?tde: :S'nst submissions ·and
haven't yet concluded them. !'o the
best of W¥ knowledge, however,
tl 1·1 l..!i '' 'h d ,,.1ey are: a wm,Ktng ar .

EN'tl,R~.~0.51'li'tlLUlVIE:

Andfüe v~lnm~ materf~l"~m~e
;") ''"'f· -T. 'b .tettime12t,, :ar e~C:M!ilf'SQür asm

t . ; ·••1 .e;11;pec ·atrons. , n some: msta:n.ces,
tlrn: page;-hy-pa~§e :answers amount
to prntfolios 6 ta 10: inéhes thíck.

btsclD:sure.s have he.en received
o· all 'fheí > !r<m If(\f,t'iler a.ndn .. .. l' .. CL. .... ·ºt<· .....
Puls:é!. Níelsen ·suhrnítted., _-..-.,•. .-··-·~-.• ·,,' ,V•..'"-./ .;e-·:.,. -;, ~·-, ~···.-;.... .-.,:·~ .••· ,,;_: -- _._."o''...C..-.- ;.... ,.,

f N"'T·r '11t.Tcr· "h ·"M··t .A.or .L~ . . li'¡.;>1 ' wit. ·_.,r ~J)-
cl:í~)l~ C'ompos-ltitm mad ~ew Ybrk
lnst•.a:n±atreottsyet to: ·com:e.. Sl.milar-
1,¥~ARB: has filed. dísdas.ure :of its
:Lo;ea:l t:atirtgs·, with its New YQrk
lusbií:nfia11e.tius ptomísed shortly.
The '$·füdlinger ~~plyis also expe:c::t-
ed !SQOrí;! . . .
,....'h ·1 "'~e¡;::~u:se t e rettrrn:s ~re .{(te,

M.:r. McOannan t;rontimte:s:, "we feel
our fi:rst deatllfoeJ-·a:hont De.e. 1-

. erh.a:ps to·o :amlzlífítms,. ex
tM the wO'tk volume

.a .d á'. '"nistrati· e lo d .th ·t · -·~'". n a. im ','t.. ... a... .a. pr .
viílíng .gns\v~r:s)l;is imp<J,seil µpart· · · 'r·· · ··n·· .;¡ ·£·nttwg, s-:e:r¥l<:;~s·.:.·m :nut s.atis ·~~,. o.
:co:urse; or cont~rrt ta let t1lis thro~x
aU :rmr :ritlrex pro~e:cb off sd1etlule.
Ye.t, I cannot fault anyho·dy as
Tueing diUt()ry fn th.eh: attitude in
thfa ~QDI'h\\QttQi):5n cSénS:e of the
WO:td."'
Th~ rrtrrrn;s tha:t lrave b~e11 filed

n'u.e:under stn:dr ·bf Dr, Bak~r a;r:id
i,fss:rs. G:a1dher;g .arrd B.ev1He in an
~ffett.tó def.el'mhte .,~hat ·standards

es~<'>~l~J'sl'ced'e;'. ·¡¡,h' s"t'·a•,.¡¡Jl....·.. '•.•Jl' J: : A·.ci '•i ·vlii!i. ' ..'•Ú,1,1,'.t-
l~ill b~ <í.P'tn~Jint:id ,1ith tTi.e

n:f;0r~netJ.tÍP"n~q. mí'nitnUii Stand-

at.ds. ánd ·c.riteda ;au..d,. tog.ether,
t.hey i\viU fotm a. oomposi.te ba'Sis
fot ··the raudít.

Ír\ . sh~rt, to get ...to the core of
The Rating Counuil'.s. recent prog
ress, you have ta rgo.right back to.
the s.uhfect .and start oí the Harris
committ.eé?cs investigatia1;x,-.;fhe rat
ittg services,. themselves,

':Vhalev¢r eriticfsms liaye been
leyie~ :agaíi1st ratings, they .have
always he-en fntend·ed not as judg
·ments fo: the.mselve.sh. but .as instru
ments to help others. make s.ounder
jt:id,gni,e:nt\S, on their ow~. ..... .. ...··
· ~,Fo.üso,i;,sin ·p:a.rtioular..a.re• \vell
asY:a:r~'of thi'S• H'a:i:ry F .. S.~hrpeter,
yipe ..p:resi:cl.ent i.n..oh~rge_ ·oí..c.om
'.tnuuircati.o.ns for the National Bis
curt Comp.my auel ;chairman oí the
ANA, _1:ras.-~.ut1: tl'tis_ \Vay:·~rtis
bhvi:oüs th:at adve.rtisers must hªve
.da.t~ 161f:1 the :S-ize, a:nd. oomposfüon
gf TV aµdliences ~ifthey ar.e to huy
fae:ilrti!es: and :programs wisely. For
thís :¡'lurpo.se, they have .fmmd that
mttioi~al ratings~ 'inrellig.ently inter
¡Dteted, rare. :a highly_useful to.ol that
is of gre.at assist.an<;e ín trt.aki:ng
i111t>o1·t!arrt busií1ess decisions,'~

:M:r~ Mc~anno.n agrees, addmg, .
"Y.Onkuow; we can't be crass 'a.bout
the position of the Tating servíccs,
This i.s snp;P.osed to he a. Ir.ee.~eüter
~r~se,s~ste'I))' 1'be gove~1~I))e1)~l!t.íll·
has,q"t pa:.ssed any. restri:qtive legi:¡
bi:tion ...Aml .one of the reasons w.e're
all tn fü.Js lSi t'o .Íln;}?TO\!e~ not éie~
str0¥i a helpful h,r:ctadam~tin"gtaoh
Th~rt:if.t'Jtle,, I thíñk the first .thing the
!i\1'.¿}'fl.stw;fnee,~s is to be sound in
Jts; a~~1roacih."th.e •second thi~g 'is
tn he:p:€,rsnra.s.ive,'but .always reás.ou
ahl 'i.•

¡,~.J~••
·~'rb.é• :~.¢JQ~tl.~part i:U thjs 'thrée

p:art sro::ie;s 8~:ill he fn ne:<t W6:!e]<''s
ls•sne') •
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ADVERTISERS

Britannica
waives the rules
Low-pressure commercials by McCann-Erickson for top
educational publisher use offbeat approach in campaign
designed to produce sales, aid diversification moves

W HEN Encyclopaedia Britannica
entered network TV as an ad

vertiser on NBC-TV's Exploring
last fall, not a few people wondered
where EB had been for so long
while TV was happening.
Like a number of major advertis

ers who are non-TV-users (notably
TV set manufacturers and the fash
ion field), EB had plenty of links
with the broadcast field before it
took the plunge:

• Executives of EB include Mau
rice Mitchell, president, who once
managed Washington's WTOP and
who later headed NAB'spioneering
Broadcast Adveritsing Bureau. One
time adman William Benton is EB's
chairman, and EB's executive v.p.
and chief legal counsel is none other
than Newton Minow, ex-FCC chief
who, in his Washington days,
was prone to provide barbecued
TV regularly as a New Frontier
delicacy.

• EB is a highly diversified edu
cational publisher, and one of its
activities is film production of edu
cational short subjects through En
cyclopaedia Britannica Films. Some
900 of these films have been in ac
tive TV syndication since 19.54,with
Trans-Lux acting as international
distributor since 1956. Perennially
popular with station programmers,
these filmshave reaped a harvest in
syndication for EB as steady as
AT&Tdividends. Hundreds of sets
of EB reference books have also
been given away on the air, over the
years, as prizes in quiz and game
shows.
What persuaded print-oriented

EB, which spent more than $1.5
million in magazines last year, to

26

switch a portion of its ad budget to
TV was partially EB's desire to "es
tablish a progressive corporate im
age for Britannica" as opposed to
the musty image the word "encylo
paedía" usually conjures. In com
bination with the bargain price
NBC-TV was asking for participa
tions in Exploring ($4,000per in a
colorized 60-minute show) it look
ed, to EB brass such as Mitchell,
Minow, public relations-advertising
v.p. John S. Rohling, ad manager
Gerard D. Curtin, and sales promo
tion manager Guy Marsh, like a
good deal.
To McCann-Erickson's Chicago

office,where Willard C. Avery, Jr.
is account supervisor on EB, it look
ed more like a first-class media
headache. Despite its familiarity
with TV, EB had no active advertis
ing background in the medium, and
an entire commercial concept would
have to be designed from scratch.
At this point, the Chicago Mc-E

office called in the equivalent of a
creative fire department-the agen
cy's Professional Advisory Council.
The PAC, headed by McCann

Erickson vice-chairman Paul Foley,
is a unique agency function. It func
tions as a sort of super-consultant to
McCann-Erickson branch offices
outside New York, and in Canada
and Europe as well. Represented on
it are many of the agency's top
creative brains, as well as experts
in marketing, client services,media,
and research. About two out of
three PACmembers are TV people,
and some 80%of its advisory work is
in the TV area.
Recalls Mc-E's Foley of the orig

inal problem:

+

Location-filming of Britannica commercial bro,11

"Encyclopaedia Britannica is in I u
the 'family betterment' area. You
don't sell encyclopaedias as if they
were boxes of detergent. It's the
kind of thing you have to decide to
buy in the first place, and the kind
of item which has to germinate as a
purchase.
"Furthermore, we had to match

the commercials to the mood of Ex
ploring, and to relate to it. Also, the
products themselves, which range
from the full encyclopaedia to the
Junior Britannica and the Living Li
brary series, are high-cost and non
demonstrable.
"We had to appeal to kids in the

five-to-eleven bracket. And, at the
same time, we had to talk to parents
over their shoulders. \Ve had to co
ordinate with En cycl opaed ia
Britannica's educational tie-ups, ánd
we had to provide the sales force
with somethírrg they felt was help-
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ititute a_nd in a 'iVoild where
ª11 the gx-own."ups ,see)n to hfl¥e all
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by EB to sales reps for follow-up.
No such coupon gimmick is possible
in TV, but salesmen handling EB
like the TV series anyway.

At a formal level, public relations
advertising v.p. Hobling of EB had
this to say:

"I think our TV campaign has
been successful in terms of educa
tional public relations, school ac
ceptance and support for our sales
organization. \Ve are very pleased
with results."

Said a source, unofficially, in the
Nevv York sales office of EB:

"The TV series is one of a number
of sales-building activities of Britan
nica. I have no complaints about it.
I'm quite sure it helps sell the prod
uct, and I definitely feel it's doing
something for us in the field. The

' .. ¡· ~
J ... ·.r.',,i..···..~.~. I

! \ •.' ...s:tt
I

)

biggest problem for us is that the
program is on the air on Saturday
afternoons. A lot of Britannica sales
men ate making household calls at
that time, since it's a good time to
catch kids and parents at home, and
we don't get to watch the show as
often as we should."

EB is not the sole sponsor of Ex
ploring, although it is the program's
biggest customer. Hassenfeld Toy
Corp. bought a participation Hight
of six spots, of minute length, in the
program prior to Christmas. "'rig~
ley is a regular client, buying a
minute weekly. Upjohn Corp.
bought two weekly minutes for the
first 13 weeks, dropping to a single
participation thereafter. Encyclo
paedia Britannica started with three
weekly minutes as of the October 12

nei'
kickoff of the series, and will drop 11 ,,
to. two weekly mfoutes as Februttt)'

1

j11
22. P<1rticipations, 'as 1Jlerítloü~{\}
earlier, are $4.,000~ The E.B,NJ3.C
contract is for 27 5110\\%

Exploring is ,a prestige Yehfd~
for EB., the otlter spo11süts of th.e
show, and NBC. Its edp.oation~d vsl
ues are Irigh, clue In part to the ef
forts of its NBC producer, Graig;
Fisher (who has discussed iJroJects
for the show with people tatJ.gih:!l
from the U .S. Commissioner of Ed
ucation to five-year-old school chil
dren), and the program's host, Dr.
Albert It Bibbs. Seniot staff st'í.e.o~'
tíst at Caltech's Jet Ptopulsio11
Laboratory, Dr. Hibbs is chief o£
the Arms Control Study Cr.o.up, di
recting studies on problems of arms
control and d isarrnament in the

th
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Finnish team in show on the whe.e.I

of Education. Since 1960 he has
been a member of the Board of
Trustees of Pacific Oaks College
and Pre-Primary School.
Before Ribb' s became host of

Exploring, he completed a 39-week
television series, Science in the
News, in Los Angeles, and he has
appeared on other TV programs.
Born in Akron, Ohio, he was

reared in Cincinnati. He received
his bachelor of science degree in
physics at California Institute of

Technology in 1945, his master of
science degree in mathematics at
the University of Chicago in 1947,
and his doctor of philosophy degree
in physics at California Institute
of Technology in 1955.
How does EBman Mínow, foe of

"vast wasteland" programming, feel
about the EB TV campaign? Said
an EB spokesman, cautiously: "It's
consistent with his philosophy of
programming and commercials."
What' s more, it sells books. •

ARTIST: McCANN'S GEORG OLDEN

One of the few agency art directors equally at home in TV and
graphic arts media, McCartI1-Erickson v.p, Georg Olden, mem
ber of the agency's Professional Advisory Council, was spark
plug in the design and execution of Encyclopaedia Britannica's
unusual TV commercials. Here, he squints through the view
finder of a Ferro, Mohammed & Schwartz camera on locatíon
during shooting of EB commercial. Olden, at 24, was named
graphic arts director for CBS-TV, proceeded to win a large
batch of awards at CBS and later at BBDO (he has nine con
secutive annual Awards for Distinctive Merit from N. Y. Art
Directors Club) where he held post as senior art director.
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:.;<, Pet Milk divi.s,io/ns
boost. Dodge,1 S:a.h,ert k. J
Pet Milk Co. ha.s appoi~te.d Jam,~s 11¡~
A. Dodge president of its. Milk ·
Products Dívisíon, succeeding. Wil
liam N•.Harsha, [r., now president
of its Laura Scudder Dirlsioni and
at the $ame time elected E.oyd F,
Schenk, president of the Frozen
Foods Division, as a vice president
of the parent corporation. Dodge
formerly was Pet Milk's vice pres;:i-.
dent for marketing services, Bofh
he and Harsha, in addition to thefr
new division responsibilities, eon
tínue as Pet vice presidents.
Headquarters of Pet Milk a.rtd

its Milk Products Division are both
in St. Louis, and the Laura Scudder
Division is based at Anaheñn, Calif.
The Milk Products Division Is latg~
est of Pet's eight operating arms,
Dodge joined Pet Milk in l938'

and has served the company in a
variety of sales ..and marketing po~
sítions, being elected a více IJtesi~.
dent in 1960 and named marke:tiog,
services vice president ín 196;2.
Schenk joined Pet Milk in 1~41and.
served in plant managerial posltions
until 19.59when he Was narned .Pro..
duction manager of the F.ta7'.~l1
Foods division. He was appointed
the division's general manager lJil
1961, and president in 1963.

P&G's Joy to G~ey I
Procter & Gamble has shifted its,
Joy liquid detergent account from
Leo Burnett Co., Chicago, to Grey
Advertising, effective Juü.e l. Gre:y
currently handles a number of other
P&G brands.
A P&G spokesman noted !hat

Burnett will continue adverlisiog
for five of the company'~ Pth.e:.t
brands: Camay, Salvo, Lava, S.e~
cret, and Lilt

Titus Joins Tar <Satd
S. Champion Titus has. joined l'a:r
Gard Co., San Francisco, as market
íng director, "to administer art ex-.
panded introduction program~
which calls for pla<::irtgth~ prod~ct
in 30 mote cities in the next three·
months.
He comes from .Am11exCorp ..,

Redwood City, which he jeh1.ed :in.
1960 and fast Was adverti$iÍJg-'.sal(;}s
promotion :nHu1ag.er.
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"''lñ, rts '.Se.con<'.!~e:~i:s,e>npf syM;c:a.t:ed s.how
JrJ,g, 'Ute Pefe~tlve..s.' t:!:)l:if'inues to attract
en'füy~~stic at1dFefi{tJ~·son. mrc. h'.:. We rate
io~.~roduttT~r:t.qui:ltiti:esof s.w.fti€J:entstatur.e:
to :sGZhedtiJe ~the. ·during áii e\l.e·
ii,irrg1fil;ne;peri¡::,¢1:AÍ m:aíor vl.ew.irtg~tan.Hal.'~,......... ' .. ' ·•

''KRON.· TV has achieved an unusual identity
within its..e:orrH"f'lunityand the rl:'larketthrough
the t:ons.itienüous concern tor quality pro·
gtar1:1mlng .. I feel THE DETECTIVES has
helped ft)¡:¡intain th2lt ift)¿¡ge and 01.Jr adult
share. :ol the audience proves it with e'ítery
episoJ:te. ''

ROBERT H. GLASSBURN

LEON~~(), .J,, PATRJGE.LU
'Íl!'íi Pre.si.dentiicamfGerieraJJí!a.na,ger

"'ls; - k"<>!I! w~ ~••• immo a ""'Y gOtld
ret.14rr¡.on ou.r inv.esrrnent In the Oeteg.ffves•.
B~cai:'J.s,epf this· we h2Jve dec(ded to rer1ewfor :arrgtfrer Yea.r.

The ª"'"•:i•!io~•n>t """&a tb• Elti~ri1tru;bas
~ii.ten l!s fa t~e 'fYPe of RUYer we, are most
irrtereste§f in rea¢f:lin€ and wer:eq.!4)Jeamazed
él"t ffle1l'iJlfiog in A. '£{,B. ás it rated o.ut Progratn
altnas.~ as tnlJch .a1s the otfiJer .twb statibns1t9m@ihecf.

We at~ Sljre t'he betectl\,zes will do, as welf in
this óel<¡ 31)·""" 'Is it Irá¡¡.d9n• io flw ~•stfor Ms. ''

Boa SISTTtE
Generar Man~·ger·



HARTFORD, CONN./ TWO HALF HOUR DETECTIVES

BRIDGED INTO ONE HOUR FROM 1O TO 11 P.M.
IS NO. 1 PROGRAM IN ITS TIME PERIOD.

ITS RATING AND SHARE VIRTUALLY EQUAL
THE TOTAL OF ALL ITS COMPETITION.

NOV. 1963 ARB/MON. 10:00 P.M.

WTIC
WNHC
WHCT
WHNB

DETECTIVES
BREAKING POINT
SUBSCRIPTION TV
SING WITH MITCH

Rating

26.0
15.0
I.O
9.0

Share

48.0
28.0
2.0

17.0

AND LOOK! NO LOSSOF AUDIENCE WHEN BRIDGED

NOV. 1963 ARB/MON. 10:30 P.M.
WTIC DETECTIVES
WNHC BREAKING POINT
WHCT SUBSCRIPTION TV
WHNB SING WITH MITCH

24.0
15.0

48.0
30.0
2.0

18.0
I.O
9.0

BEATSTHESE NETWORKSHOWS ALL WEEK:
Bonanza, Patty Duke, Ben Casey, Sat. at Movies, Fugitive, Virginian, Suspense
Theatre, Mon. Nite Movie, Wagon Train, Combat, Mr. Novak, Red Skelton,
McHale's Navy, Greatest Show, Arrest and Trial, Eleventh Hour, Outer Limits,
Flintstones, Rawhide, Donna Reed, My 3 Sons, Dr. Kildare. Hazel, Bob Hope,
Twilight Zone, Lassie, Bill Dana, Disney's World, Grindl, plus many, many more.

SAN FRANCISCO /HALF HOUR DETECTIVES

A VIRTUAL TIE FOR FIRST PLACE AS IT INCREASES
HOMES, RATINGS AND SHARE OVER PREVIOUS
SHOW IN SAME TIME-SLOT ONE YEAR AGO.

THIS SEASON/NOV. 1963 ARB/THUR. 7:00 P.M.
Homes Rating Share lead In Rating Share
(00)

KRON DETECTIVES 1608 12.5 28.0 6:30 RPT. 10.5 24.5
KTVU YOU ASKED FOR IT 1388 ll.O 24.0 QUICK DRAW 8.5 20.0
KPIX RIFLEMAN 1710 13.0 29.0 CBS NEWS 16.0 37.5
KGO GRIMSBY/COCHRAN 481 4.5 10.0 BIG SHOW/SPTS 4.5 11.0

LAST SEASON/NOV. 1962 ARB.ITHUR. 7:00 P.M.

KRON CALIFORNIANS 1020 8.0 18.0 HENNESSEY 8.0 22.5
KTVU YOU ASKED FOR IT 1688 15.5 34.5 QUICK DRAW 9,0 25.5
KPIX ACROSS 7 SEAS 1278 ll.5 2§.5 CBS NEWS/NEWS 10.5 30.0
KGO NEWS 7/ABC NEWS 637 5.5 12.0 BIG SHOW 7.0 19.5

HOMES UP 57.6% • RATINGS UP 56.2 % •SHARE UP 55.5 %

CHARLESTON, S. C. I HALF HOUR DETECTIVES

BEATS ONE NETWORK SHOW IN DIRECT
COMPETITION ••• PRACTICALLY TIES FOR

1ST PLACE IN NUMBER OF HOMES REACHED
NOV. 1963 ARB/THURS. 7:30 P.M.

WCSC DETECTIVES
WUSN FLINTSTONES
WCIV TEMPLE HOUSTON

Homes
(00)

253
276
63

21.0
32.0
9.0

34.0
51.0
15.0

Rating Share

BEATSTHESE NETWORKSHOWSALL WEEK:
Mon. Nite Movie, Virginian, Dr. Kildare, Hazel, Bob Hope, Ben Casey, Sing With
Mitch, Joey Bishop, Bill Dana, Grindl, Lieutenant, Eleventh Hour, Breaking Point,
Mr. Novak, R. Boone/Golden Age, Benny/Calamity Jane, Moore/Calamity Jane,
Espionage, Channing, Jimmy Dean, Suspense Theatre, Great Adventure, Route 66,
Jack Paar "Hall of Fame, Hootenanny, and ties: Disney's World, What's My Line.

l:l!1il.iHH11í~
IN ANY TIME PERIOD:

At 6 P.M., 7 P.M., 7:30 P.M., 9 P.M.,
10 P.M., 11 P.M., and even at 3 P.M.

Sunday afternoon.

AGAINST ALL KINDS OF COMPETITION:
Against news, sports, movies, network

and syndicated shows.

~OBERT TAYLOR; I <10

THE NO. 1 PROGRAM IN ITS TIME
PERIOD IN TOTAL HOMES REACHED •••
FOR SECOND CONSECUTIVE MONTA.

PORTLAND, ORE./ HALF HOUR DETECTIVES .ll

OCT. 1963 ARB1SAT. 6:00 P.M. •V
Homes Rating Share
(00)

KGW DETECTIVES 417 9.0 36.0 WI

KATU SURFSIDE 6 167 5.0 20.0 Ii
KOIN MAN FROM COCHISE 372 5.0 20.0 ~
KPTV WIDE WORLD SPORTS 250 6.0 24.0 ~

NOV. 1963 ARB/SAT. 6:00 P.M. 11-
KGW DETECTIVES 489 10,0 29.0 .Wi

KATU SURFSIDE 6 158 5,0 15.0 :¡¡

KOIN M SQUAD 391 6.0 18,0 w

KPTV WIDE WORLD SPORTS 480 13.0 38.0 I ,~

NORFOLK, VA. /HALF HOUR DETECTIVES

NO. 1 SHOW IN HOMES, RATING AND
SHARE 7 P.M. BEATS NEAREST

COMPETITION (First Run Syndicqted
Show) BY ALMOST 40%

NOV. 1963 ARB/MON. 7:00 P.M.
Homes
(00)

WAVY THE .DETECTIVES 413
WTAR BATTLE UNE 3.56
WVEC MAVERICK 242

ShareRating

14.0
10.0
10.~

40.5
29.5
30.0



ltlíi§~R:B ~ ;([GE ii.WrfREWS' !! ~El.i:~.:6J'.ST '- RÍJ5SEU T>iORS'Ollf • LEE FA.RI!

Hl:ClttAS.EI IAJ.f'N1G~ H.OMES AND
S'MAIE rQVEI PIE'Yl(iH.J$ SHDW IN.
llAME ll ME·.•.st..(;);1'L.AST5EA,S·Q8¡~

.VA$1'.:S:~M~~Ni~~:r,~.~¡;~:~Rfa/~!JN, .t l;:.dp .P,.M.
· · !!atir.rg Sl:l'ari'

Wifl'.I' !f.fi'k¡ma:lelHl:lJto~K:O:rrg/1art&P¡ 16.4 i2.3 30e5
IR'!.O: 1§1'.SQua:::d/Orgotfeo:ro:ed~ lG l. 5 '2li8
WIHJ!:1 ltl'a'rt'tl'.eJrs: ~tll5 i2'Xl a1.8
11'1lf t§ta:rtlgf11:·:r~~a:, 'G~ l ..l:J 16'.Cl
,l:trlJ'~!$8~B'QJPl·-f~DT,...1~~3'1''~'.II:Br·~.u~'.ll ¡(l),(l)p,Mi
1WPAA E>.·et:e~ti.v:esc ~'4TI '$.5 41.~
'.~~(J);~UrL,:~jty~:f¥l)~:t\Í~ ;li~4 :a°i.5 41~5
:~;!J~.~.~i~t~r :r:~;g:e;f'.'.~l:í~M;~·rtit1 6'0 ~lJ:I ~Ls:~m 'Í~~ ·mlJ1,li :2l~ ~~LQ ··--:

'WIJli' 'T1HEDi:iTE.(;TlfE!i ., . "'RATlN~S UP :5292'~
h{Qtt.es; UP.irtll~/q"· :SH.~rtE.LIP B·4~fq

'.ft{Q'TE.t 'tit.e: l'.l P:.M ...füne ;pe:.ftq:d. io ..O.aUas Ts: ·ait'e:J' .f.!J.e:late: .oew.s
"NóJ •eoo:óí~~l:el'e''flfálláS' :fálfühg a.Yállablé: Jb.r .'Nh'Vc.19.&B

,ff~O;~I.f'tR
~J:EtNIIE

:N::e·Ñ:V. 'Y·Oltl't
~2~

'\\T:ID.·tl.~~'fro~g·tr~~J~~~ I; I~'.:'\l~,l\.;

t:1IFOUR
-~~¡!-STAR
DISTRIBUTION CORP.

'A SJ.!a'..S.1:blt.RtY .OJ: FQ.UB 'STAR. tfLÉ\YJS10Ñ

iq1w;¥.~.~K..tltY /HALF HOUR D'ElECTlVES

TOP .RAtED SHOW ALLWE.EKON
ALL.THREE'INDEPENDENTS {7:30 to t 1 P.M.)

IN HOMES AND RATINGS
QGT, l9~3 AR'31fRJ. 10:00 P.M.

CONTINUES TO BUILD .... NOW BE.ATSONE
NETWORK. IN DIRECT COMPHITl.ON

Nt31'1;,, 19Q\'3!ARBAf:RL lO:oo PJvL
WN.EW T.·.HEoEJEC'.rJM.Es 5'!2'! l.2.0 18.0.
W.C.B:S T.EEl'f/HITGHJJOCK10'!96 20.0 29;0
WN.BC JACK;P"A1\R/

HALL©'f FAMf: 9494 18'·.0 26.0
WAB:C: HGlff Of WEEK' 539.G u.o 16.0
WOR. :FILM f'.ESJl~AL 1994 4.0 6.0
WPJX JORY/G.Rt;)U.CHO/

'KNOWLEE>GE 1040 2..0 ;to

WNEW DETECTIVES
WCRS: HJTCHC'OCK
WNBC. JA'CRPAAR
W.ABC: FfGHT/W. GIRLS
\VOR FítM FESTIVAL
WPlX l'iR~ND JIJRY

Homd'
(9Q>
4353
10756
10160
4.448
1271
423 1.0

9'.0 14.0
33.0
30.0

9.0 14.0
3.b 5.0

2.0

n.e
19.0

lead Ir\

B.RONC.0
TWILIGHT ZO.NE
HARRY'S 'GIRLS
FARMERS DAUGHTER
FlLM FESTIVAL
AL.LIE.SHERMAN

B.'RONCO
TW!LIGHT ZONE
H'ARRY'SGIRLS/

HALL OF FAME
FARMERS.DAUGHTER
FllM .FESTIVAL

ALLIE SHERMAN

7.0 u.o
22.0 33.0
15.0. 23.0
13.0 20.0
4'.0 6.0
30 5.0

8.0 12.0
19.0 28.0

16.0 24.0
1.4.0 21.0
5.0 7...0

5.0 7..0

INCREASES ITS OWN· RATl.NGS 33.3% AND
HOM.E.S 31.Se>f., .IN JUST ONE. MONTH

DOUBLES THEHOMES, .R.ATINGSAND SHARE OF
PIEVIOUS SHOW IN SAME.TIME..SLOT

LAST SEASON.
TH1$•SE:.JKSON/NOV.196~ ARB/MON. 9:0d P.M.

WGN li>UECTIVES.
WB.BM [ SH>EW. SIDE
WNBQ SING WltH MllCH
W'RKR aREAKING POINT

Hom·~s
(()9}

1823
3528
4.942
3.924

Ratiog S.!tar.~

.8'.0 12.0
17;0 2.5.5
23:0 34.0
18.5 27.5

L.~ad1.n

DRAGNET
ANDY GRIFFITH
H'LYW'D s STARS
WAGONTRAIN

LAST SE'ASO.N/NQ.'1. 19.62 ARB/M.ON. 9:00 P.M.

W~.~ HER.BiÍ,YQN
WB.BM: L. YO\.JJ(G,i'.STl.JMP
WNBQ; B.'R!NK/DAH. CHI.
wsn: BEN CA'SEY

8£;:3; 4:0
357'3 17.0
l928 9,:.0
7.83.5 37:0

e.o
25.0
13.0
54.5

SURFSIDE 6
ANDY GRIFFlfH
PRICE RIGHT
STONEY BURKE

Rating S.h.ari!

4',Q 6.0
34.0 49.0
14.0 20.0.
16.0 2.0.0

ao 12.0
n.o sa.o
to.o rso
IO.O 15.0

AL.S'OPOU8.lES: LEAD-IN RATING AND SHARE.
HOM.ES UP lll.'i¡°lo ,..RATING UP 100%, t SHARE.UP 100%

SALT bld~E.::C'IT¥ l O'.~E HOUR DETECTIVES

(ON1.5UNDA''f'AFrE.RNO:O~N•• ,.DEUVERS.t,6.4ó/ó
MD.RE HOMES, 38ó/o M.OREWOMEN AND45.5°/o

MORE MEN THAN NEAREST COMPETITION.

;K:~t
.~U.JV
.K£P~

Homes Rating Share
(00) ' .

.·orrr:~n)l·r:s 24.3
WJlD!(ft~;G/G~BWlH'6
.~f.LFStlilJSC/DI~ 125

9.5 36.0
G..O: 33..3
5,2· Z9.3

AU.D.IENC.E ''COMPO.cSITTON
M.en .Wóme.n Teen
!P.Q> te.Pr <0.91
isn 145 1&1
82. tos ;2.6
n.o: 4a ts

Children
(09)

142
74'
14'



COMMERCIAL CRITIQUE

The Commercial:
Actors' showcase and annuity

NA:X :\IARQUAND
C"stí11g Director-BBDO

M A:'\Y FACES today are as famil
iar in the TV commercials as

they are behind the footlights or on
movie screens. This was not the
case, say, as recently as four or five
years ago when actors (and ac
tresses) avoided jobs in commer
cials because they felt it would not
help their careers.
Nowadays, these actors are ap

pearing in greater numbers in what
they formerly considered the ca
reer-deflating (to them, at any
rate) business of television com
mercials.
This dramatic change in attitude

on the part of actors evolved for
two basic reasons: commercials of
fer a showcase for an actor's talents
while paying very good money. As
for the agencies, the growth of the
advertising industry and the broad
ened dramatic scope of commer
cials have created a need for well
trained actors. AT BBDO, at least
85% of our casting calls for actor's
actors and name actors, while the
balance require models. This per
centage was roughly 70 to 75%
models and 30 to 35% actors only a
few years ago.

In the past, actors refused to do
commercials because thev feared it
would lower their standing in the
profession and they would lose out
on acting jobs. However, the de
mise of radio soap opera and the
dearth of live TV cut off an impor
tant source of income between jobs
in the movies and on stage. Even at
scale, two or three commercials
running on both program and spot
can offer an actor some measure of
financial security. Moreover, com
mercials offer aspiring leading men
ami starlets a training ground
where they may be tapped for other
acting jobs.
A notable example is Charlene
IIolt, who made such a hit as a
Gleason girl on the "Jackie Gleason
Show" and in doing other commer
cials. From commercials she jumped

to featured hilling in the movie,
"Man's Favorite Sport." Another
is Tippi Hedrin, a commercial ac
tress who was tapped by Alfred
Hitchcock for a starring role in his
movie, "The Birds," based on her
performances for Du Pont and
other advertisers. Then, there is
Paula Wayne, a young actress ap
pearing in the current Dual Filter
Tareyton commercials, who will
play opposite Sammy Davis, Jr., in
the forthcoming revival of "Golden
B "oy.
While commercials may serve as

a springboard for unknowns, they
also have become important vehi
cles for actor's actors and well
known movie and stage personalí
ties. For example, Allyn Ann Mc
Lerie, who played Arny in "Where's
Charley," made her first commer
cial appearance in a Du Pont com
mercial and has since been bought
by Pepsi and others. Billy Redfield,
who appears in a Campbell's Soup
commercial, has a featured role
opposite Richard Burton Íl1 the
"Hamlet" revival, and was featured
in the Broadway hit, "A Man for
All Seasons." Santos Ortega, a radio
veteran, was first heard in a Chev-

NAN MARQUAND, cast ing direc
tor of BFJVO, has a so1111dshou:
business backgrourul ns itcell. She
has performed ns a tlramutic ac
tress 011 Bro(l(/way, radio and tele·
rision, mu/ also as 11 producer·
director for such radio and TV
sh ou:s as "Tod<1y," "Garry .Woor<',"
untl "Lotrol] Ttiamas."

ron scat belt c01ümercin1 and has
since made a second .ea.teer (~fte;le-.
vision commercials. Leon Ja.1111ey;,
one-time child actor and radiC>:shtr·' --. '
and Arnold Moss, a "'1eU-"l~nown
Shakespearean actor, a.te·both ;~Jc~
tíve in commercials.
Then there is Macdonáld Cam')~,

spokesman for Luekr &tdke, AleN.-·
ander Scorby, 'vho appeared. Ior
Cornhtg Class, Jin) Báckus fbr Gzen;-'
era] Electric, Fred G\v)'nt1e f~:l:
Armstrong Cork, Marya Gmeu f~1;
~Ietrecal, Celeste H.olm for U. ·S'.
Steel, Hermione Gingold for .Philco:,
Edward G. Robinson, 13.;üfha;i¡;it.
Stanwick and Claudette Colbert fn¡;·
Maxwell House Coff.ée-the Hst ts·
long and impressive.

There is a type to fit ever)' Ct'}Xn~
mercial need. Today we even
an extensive list of character ;a_ct.Qf~,
a file that was nonexistent five:years
ago.

The days of the pretty face and
little talent arc over. Today ~\'eneed
competent actors who can even sing
and dance, if necessary, and ·who
can do an effective job in helping to'
sell our clients' products. \Ve want
the best talent we can get to do ~t
commercial.
And actors no longer object to

being approached for a commercial
job. Far from it. \Ve receive calls
every day from top talent agencies
such as Ashley Steiner Famous Art
ists, \Viiliam Morris, Ceneral Artists
and all the others who have opened
commercial departments to service
ad vertising agencies.

Commercials, as to production,
time buying and talent, have be
come big business. Today, not only
do commercials offer actors a
steady source of income and jobs,
but in many instances the service
of outside directors, comedy experts
and other specialists are also re
quired. For example, comedian
writer-director Carl Reiner staged
the recent Campbell's Frozen Soups
series.
Commercial-making has opened

up a whole new field for actors at ii

a time when movie and legitinrn.fe
stage jobs are dwindling. Not every
actor can adjust to the discipline re
quired in 111nkingcornnrercials, For
those who can, commercials offer
a valuable showcase for their tal
ents while providing a not-too-mea- '
ger source of income. •

SPONSOR•
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I llíl.EU••r.sT-R·V H &ADS

rs,ERVE AS JOo;c ES

JuClges ..an? . bffipfa(ls ·.·in
elude, seated:. gcn'l. chm.
Joh.JJ ·Refeolds~ fü:; v,p.,
GUS·TV; é){ec.chtn. Rob
ert Delli'ug~r1e~fc•. Y.J>.,
Grant .Adv0rtising; J,
Me.yerr .fü:lríne, .p;res.
Schine Enterprises. Stand~
ingi E...G: fü.Jnket,·l\A.n:
pres.; Hal Neª.11 .í\BC
Kadi.o .. pters.; :!'>forman
Gash,. TIM -. pres.; .Frank
Attn:O.tJt~Jr<., a; J. l-lefüz
pres;; Homer Hooks, Fla .
.Cit:rµs gen pigr,; I\ali
Bte-nt, Ifadi:o N-.Y...W otld
Wide• pres•; S¥dvey Bo.s
:10~1.Pulse: pres..; Wesby
Parket, :Or. J~ei,:iperpres.

W·~·...······-·..·· ·1· · w·A· ·11·a·a··\'_··.·1 ..· • .BA A. ,// .\;.; .>. ·

f:'i;prbJ.r'"'t,.h 1ª 1111t.J1ª I '.ln fYía•rn·at lo 111~,I '.BrrG1"tª'1'~1a•,s0tt.n·~ .Aw:a rdts
ma·m·:e ·~tlnn:er..si fr~m. .r0rs'"t:er -o'f ·1,.s~:H:l '~lG1"·r[d~'ntri~s
t,~rG1"·~'t.rs·ta.n'Qt:ll'lg.·'. m~rJt ªls th.e; :.v:ear~,..s.ti1e1st al:liv:ertisin~~- -~

I...!a~.:ir.º..·1m·:. i .·.;':t.·l:I'. .a-m:n.,.·:u:.al l.· nter.rr.a,tÍCT:n.·ru.·
. 'JJ.. . a··. . . n ··~·, ~ cl..··. . ··.'"'.'.º....,,..•..·.'"._.,¡,o;H,.A•Q".· ...•• : · ·.~·'.":•"'"", " .. · ,rnf.W·...• ;'I""""'.º'.."""' ·. · .''."~:l.xMAA·._·:;\;.;¿~,.;;,~~jft-,l·Cj·c~__,·. 'Y'll <,:l.;L .._-_-'-ª--:;~ :""''¥º""'-""'•:a:s ,.-J.-:-~>-'. '

·u~:tla(e; .EHillvwo.atl ~cl.mrtl~h:r~ Club
ttl . fh& '}j T P b1ilj:\'j. <fl~'• . •·····... .. .e8 ~- ···········ª··
P!'a:·~"t . t'l;~~~rí(~~ü~~vi;-t~·ra.~nJJ.1!f'l1tJ;I:t¢~€1
r:rn the: 'tM'~S'.t:Qna-st T11-es:G1~w.
.,lrl:o:D;~raiu 14 ·telz~~fo~~ud e•t".''-t.11±si

:r.ill.:mt;)• ·~á:'.t1\\cg_£!t5'é~.,,.l~ltlS:OC\!X:tri<1Ul-k.1.T~e:t~
·~11·~~ ro.ax1~~11£p

~~,~~ ·:~~]J,e'Cl'~;d'.:~}J~'b'i~JrtJ)~.
tor~ fÍ;:eittl ~00 flp.ªlirtl>,,. e~t"
H~r·~¥'.J:l~ti1lf111iJ:1~1::}t·'jnñ~~rn~ :~d111111\'l:ít~
t:ae~.:fah · Lflm•©:cru ~ TJ:¡.e¡ 0©.tl:Tm:e:rcr~al
T.J..1. · ·;' >;. . > ~" :<'.I' ~· •IHI'·f.•w..~:e:·~ts:J.f;Il'.I0;:tne.Iia 1;., , .•ri •..z,,
'T'· "'''..'Ti ;¡;,.. ·~°'·:.•1· 'U\··';L . ,.,·;i. ,i; f.l.lJfilJ1s£!z. · 'e~"lí 1'(.')f'~\? a:u!,,l
HhllJ1t~rqi~·tlw·~ ·tQ;t¡tl J;~f!o:~·~ot'tl·"'
Jl:fel:~tatl:'(1!'1Il•trl'~8·hJgt'.¢[ ·~,~\1~ü];J;Mi~t~ii,
f'.€)J)t.~~d:t:i1;t¡:!l.th.e;lir.oEcH:oa~'tin¡g:~11or.:k
:i¡f la ~~Mtf'~~s1>Jtl:I 'S:u1!l~,9it~r!ic::ef:~md
G.'&ctft'di"'•;r<¡~a '~J'ttH "'1"e, .. ,~..·.~, .•,... , ·r·....~·.."I .~J.~...
!i:!'W.A .. df· .''"". '•·,.·...'.. "}~t)f.J.UU r~· ...Q. en:t~#.!J{ii~iSfU ·'-"" , ..
lf(t>J~?li,I' 1flmt> u:f&',mra~: i.y,Hlp Tv~ ~AJ.Wl'm::~:.
~a:1~

G~Wé'fl~l ~h:~f.rm~u1!'.rt tlm 12):eit!

:~n~'petítitJai,. ~bhn 1.,.FV~111Ql'fil;,,,..~~11-
fü1r vi'.ce, pr.e-8.id~nt,L:8'$. ··'Telev.i~dou,,
J.n~b;Qdu:eed tl'Le: ke:~uIDte'. speaker,,,
Ñ..·.•.·.1:. }.iffQí1 Har't)e•' ··Jt · éhal.I'111•a11a.ml. ._·'i~·:.,_~.-·.,·.:·"'- ""./ .. :.... '._·'Jt···•..::··J.i.,,~ ;-__- .• ,,,.._ ,_:·....::. ,_3•·:.·,.~---·'·- ,_ ·------'"'-

Pl'e$'Í~~ntp£ Tl1e· ln~tétJ.ltfülíeGJ:s~mp
~trJ£Jm~«1'ttie'~¡lrr~'!'wfa~.. \V'.<l>s U1'e'"'
s:e.nteil ~~íth th~ lBA }f'r:e:e 1$11te.i'~
.J;J:dse Jl~árd.,.'"Flam~·~£~reedmn,'"
fo x.eJ:~o.gpilif!u of !tis::acl:tieÑ'eme11ts

'th~&ttí:e ~n~etl)x:its:e:~~rstem
('Th.e ·~1;~,~d,~a..~t~£1'\í!{~·rtl~~em~ut:ul:'Yt

.o.nl~ '.}1;u;x~~$@ertiJ.i~);'lid{fs<e c::.rnd in
Eormsc p:e.o~1:l~a:b;oc:i;t l?rodue.t.s a~d
s-:er-s-dce:s¡/'n.e~molds nbs.er"S"retl:>··"rt
als.a méle.·tw.d;tes: th.e •t:ireme.m:l.ons

·wí ~~¡e;a_~;g; i£l:i1!.\l r~togt·ñ.mi.tYg
~11tert~irr~m~nt,¡filre~~s'~ng{ :in.J':OfüJ•a
ti9n pr·~:si$nta;t,í©ns..

(•tt ~s tl:ll"Si rn.i:a:tfr·iu.s-híp;of p;r.o
~jtám.m•io~an:t:{ a:d~ertis1fo·~;ii h:e·¡Qon-
'·· · ··· • ·<"l '~'""h·<' .(c.:"1'·;7.··A· ··<.··.·~1nt.tei\!,1•. t. :111. ~,eve.LllL"leL1, ©mr
~ro~ii·~~8~tJ;,n~ íut9 .the ru;gst
-~l.• ... . ·. "! • • • .-J •.:i:; :¡ ,.;.£: .. if'i3µ,~aml:Clia.ri.LI ~1~,~, per.s:1-1~~1.s:r,>?·fil¡;Qr.~.
~ 't'l1•n •..•.,,,.r;LJ~~..:r,,...XI'.· '.· ,_.,.

J;-J,J . ''· ;1i..v; ')'Y:'V·,~J,[J"; iL\.IJ,1·u;.r: •

"Thí.s,·r he stressed, ''ís why we
lía.Y~the. lnternatiPrtal :Broadcasting
.Al\V.atds/'

H~nper, who heads the ..wodd's
largest :ass'erttbly of díversífied a.d
vertísíng and £Jther marketing corrr
:nntn.rcátforrs facilitie.s; with :opern·
tion'$ 'in 47 ceturttries :of the· free
·v\1'orld.1 :observ:ed, ''lt us,&d :to he
lhílt. an .ássembly line Pr tüue and
:inotü::,n .etfi.Q.fency or .elosern:~ss ta
m.w·muterials would make the big
·dí££.erence. he.tween one cIDmpany
;an.él. anofh:er. To:rury, a .campa.by is.
l.i'kely to .e~cel in .its Jnduslry, not
:prifíí".é!r:íl:t a.s: a prO.d1Jce~·., hüt a.:s a
~Qtn:rrtµnioa.t:or.
"'the success£11J cmnmunfcatnr to

day.~~ he scont±nued, <'.'exer:efses inia.·
tiv·e .. . . t.o ;create ideas; for goods;
iaud servtees anrl. 111arkets · th.ál
h1:tvefi':t exisle.d hef~re,

~{Th:i:s,c:¡f ool;l.xs.e, ts. the essence .qf
ent~i'wrrs:&c.••
''I ~vouldeven say.;;•the keynote

sP~a.ker C.Ql.lfltm.e;d.,'~that amóng a.
,aillthe ""'arl:ea 1actívítfos ol 'lm£íh.ess
tódá.~~·P'ófre; 'fríls a better ·d:íé:l.Dce
t1Jr2¡;i¡ has •comruvnf~a.tíon:s to \Vor'k
ª'h:;m.~ the le;adíng .¢.dge: af ~rr~et-"
pxí's::eJ.::;•



AGENCIES

IBA TV COMMERCIALS WINNERS
l. L1\'E Acno:x, more than 6J sacaiuls: J. Walter Thompson's They

Can't Take That Away Fro111 Xl e for Eastman Kodak. Produced hy
Sutherland Assoc.

2. L1\"E ACTIO:X,60 seconds: J. \\'alter Thompson's Pick-Up Airdrop
for Ford trucks. Produced by \\'ilding Fil.n Co.

3. L1YE ACTION, under 60 seconds: Doyle Dane Bernbach's Laura
Scudder Supermarket for Lama Scudder corn chips. By X. Lec Lacy &

Assoc.
4. ANIMAno:s-, 60 seconds «ru] acer: BBDO's D11Po11t Dijnu-tro! for

DuPont fabrics. Produced by Ferro, Mohammed & Sch .vartz
5. ANll\IATION, under 60 seconds: Foote, Cone & Bekling's Dancer

Hands for Armour's Chiffon. By Filmfuír
6. Col\IBINATION: BBDO's Me/011 for C-E bulbs. By UPA Pictures
7. STOP l\IOTION: Edward H. Weiss' Sto¡i Motion Salad for Lipton's

\\'ishbone French dressing. Produced by Joop Ceesínk
8. Vrnzo TAPE: Foote, Cone & Belding's Ilauuted l l ouse for Hallmark

party decorations. By Torn Arend
9. I.D.'s: J. \Valter Thompson's Fuse for Forcl. Tom de Paolo
10. LOCAL: N. \V. Ayer's Drop hy Drop for First Philadelphia Bank.

By Harold \ Vondsel Productions
11. INTEGRATED:Benton & Bowles' Snack Time for Post's Grape Nut

flakes. Mayberry Productions
12. Huxroaous: Leo Burnett's Po11ri11g for Joseph Schlitz beer. Non-.
13. PUBLIC SERVICE: John Clemenger Advertising's Cancer Precention

for Anti-Cancer Council of Australia. By Fanfare Films Pty,
14. SERIES: Cardner Advertising's Dog in Park, II igh School, Recess

for Ralston Purina's dog food. \ \'ikli11g Pictures

RADIO COMMERCIALS
l. ÜPEN ~ .\le Kim Advertising's Fresh Ground Aroma for \ Iaxwell

Houst· Coffee. R. l. Fleck
2. ~1us1cAL. 60 seconds or 1110r<':Cunningham & \\'abh's 8 Great

Tomatoes for Contadina Tomato Paste. Produced hy \Vestern Recorders
3. ~lmHCAL, less tliau 60 seconds: Fuji Agency K. K.'s Stciss Fiber for

Asahi Broadcasting Corp. Product: textiles, By Masnyoshi Sugai, Osaka
4. Hul\IOROus, 60 seconds and over: No agency. Yo11 Really Should

for \\'HOH Radio by Ullman ~lusíc Creations
.5. Huxronous, less than 60 seconds: Connors Ad\Trtising's Loan

Arranger for Centennial Industrial Bank. By Freel Arthur Productions
(i. Loc:AL: No agency. Instant Seri-ice for Valas TV by Fred Arthur
7. Pum.rr: sEH\'ICE: ~kCann-Erickson; J. \\'alter Thompson; BBDO

for Pia¡¡ It Cool-Stau in School for Women's Advertising Club. By \VJR
Detroit

8. SEnIEs: Cunningham & \\'alsh's Backstoue at Suw¡1ho1111 Ilall, Sue
Allen Bussa Nova [iug]«, Stan Freberg Jingle. Contaclinu Foods. Freberg

Ltd.

SPECIAL MARKETING AWARDS
T\': Cuild, Bascom & Bonfíglí's Let Your Fingers Do the \Va/king for
Pacific Northwest Bell's Yellow Pages
HAmo: BBDO's Carluíe Bradford v.s-. Corunuts; Cornuuts toast<'<l nutx

SWEEPSTAKES AWARDS
T\': J. \\'alter Thompson's They Can't Take That A1cay (sec ahove )
RAmo: \\'HDI I Haclio\ You R('al/u Slw11ld (sec ahove )
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"But even more signífi:eant is an ..
other role of communications ....
to promote áspkatfons for better
living and for a better life. lt is no
coincidence that those countries
with the most proliBc ccnntnuíiica.
tíons and the most developed medi:a
enjoy the highest Hving standard.•s,
"To my mind," 1-Iarpet sum

marized, "the force of free com
rrrunícattons thro11ghmany commit
ted and uncommitted nntioo~
abroad may prove to be t.he ulti
mate weapon of the West."
More than 750 ú1chtstry execu

tives listened and watched as the 26
major commercial winners were an
nounoed by television and radio
performers. They announced win
ners from sealed results, certified hv
the international public accounting
firm, Lybrand, Ross Bros., Aúd
Montgomery,
Don Esty, Morgan-Esty Produe

tíons, who headed the IBA jüdging
committee, points out that about
$12 million in production costs were
represented by the 1,600 entries, ex
clusive of $2.5 million in talent and
residual fees.
Great Britain led overseas en

trants with 95 commercials, follow
ed by Canada's 56 entries: Japan's.
18, Spain's 14, Australia's IO,Argen
tina's 7, New Zealand's 7, Singa
pore's .5. Then came South Africa
and Southern Bhodesía with 4 each,
Finland with 3, Mexico and Nigeria
with 2 each, and one each from
France, Germany, Holland, and Ire
land.
Among radio nominees, Canada.

entered 5 commercials; Japan, 2;
and New Zealand and Nígetin, one
each.
In television, Great Britain had

the greatest number of finalists-• 10.
Other foreign countries to score
were Canada, 5 entries; Spain, 4¡
and Austrnlia and Holland, one ,
each.
The competition was endorsed by

the International Advertising As
sociation, which has members in
more than 100 countries. The as
socíation actively helped in select
ing the final panel of judges.
Head of the judging panel was

the presiden] of the Los Angeles
chapter, Robert L. Dellinger, execu
tive vice president of Grant Adver
tising, Hollywood.

Judges of radio finalists who help-

I
I
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rJr~a:;~~J~~r1!1L..~ré~dmn;tdf the H:@U~r

:('.;'!lufb.
tfie ·~L').lJ:él"i''\Wlli.eh ~X/:í'lS

m\Q~~:ct~L.R~.Clel,2eoc.een
IJ:t'é.Sil;u~"\t:tilf Eir,vh:r ~\ra:S'e~:~

~~1t;b:l::~ti:lf'•& \~.erethe J1@l'.lnn~
~~~\O' .. ~·~sftl\a m·edl~~'ctE
:n11;~í'Q~~~t~~·~s~;~iti:tr!':gle;s.,: 'Tim tune.s
wlíl:r'(I). ~rtfll'Xli~~~f!J''Q,m ~Mi'lt:ten

tx.e.. ··. . . e .. ,.. ~l>hi~i~~lJi~gle~
.xi:l:litmni~,~~thlWl\!ril O·!\tvís a£ .Fbíl

.ua~LsiMu~faalE;~,t.~1\J'i'•i'.s¢l:s',~ ~ir~~í
,~11.t.:

.:fl;&'".:''.<'1'f' ·T' ..,,,t;:'i'ffii<:'i"!': ¡<i.:e¡ ·1:-Aw>·c"':""'.• 0·f• •~~~:·.11,!,l:_;r ,,k, l!W,!,,!,}\~P\l! .$0,\;~ _¡.1.1;J.J,,Q,,lo:].l:¡pl; -'"'-1 .

.e¡gr:~JtX~:~n..li~s .b~~(~?il:tl'Xe :enterhirrr~

.m~1:i:t; ]ll;F?~t1~'.J~ith~t~fi~~hiJ::eil!Ixe~:e
a~1:1·{tJit.~ . . :Bm
J]~r.mi ~Ti.nlfj !B,<il~ 'e.at:{
li'.Iliá':ni.Íin:~ f'1:~!6'H1li'l1á''$' The:
:~(!lti 'T!fa:rr:ei ~irng,en'.~
i'l~mt,~~i:a~Hs;f,si~fa.X>Jlftl1~r ~m:~
f!'~fi1};~Pu~á'~,~a: F'1:00J~: il~Vm;l~~
!Qlt~b:~S'ft~,Tb ·~1Tt:Clt:tia."Ínm~nt·}!gr,~~
ltt~t,~~·~d:bJ'Not.m.aJí ~~b'°.tt.

.fotc'C:d GfarsottJR'e1bettsto le.ase addithrnal offü:e
r:t.er§:in Los Angeles, .'.~4o'XÍFi'~foto "'{;atsoü/
e coorctin1atO't Grady J~'ichJJtdson; producer
'~yh•i:a Gg.1;1\den; produc~rDie.k l?erkiüs:; ahd
tdm'l. The .a:geric.y''s::entire hJ"oaikast dept. Is

ut t!:ars0.1.11~9berts ph1ns to. 'é.t~ct"i~1the ·very
on• pr.op..erts po.rclrased adjat:e11t to its: e:dsting,

iJ1 t,.A". .

Phil S:flve1"S ptelietJtO!il the 3,~1eep
.stakes 16.!. ftf;)J'lhtc:s. ~~e(e
~r:es<.t1crt~b, s·e~i.B'Puad.cJi•et {P!3(0-
:fJtJftif ),, Dia'i1 Blück@r {.Bew-

~D~.ekCliltk (A.WlJf:ielni Br1t1Nl.-
1S"rnn,et,__,..1 OibfiJ.r:d IS:),, B:oh Crane
(Tb.~ {)fJ1nut. ,R1¢,·etl 'Slmw) 1, Donna
DQügift~ ( TZ:t.&.~'eV'.fft/,ffJíffi'loillies ):.,
P<ttr1~JaBrittan (M!J Fam:iúte Níar
tir1,u )., L.m:~w Creen (Bonanza)

· rie: Lord (The Dr1.1n1·u. Tlrmna,s'
l~Inger Ste:vern; (,Fonuer~s

!Ja.rrgl1te.r}, Bay \Vals:tot1 (NLy Pai:,
o.ri.te .Marii~11),and Carn. \Villia1ns
and Don \;\T:tl.s:oJt (Tl1~Jiu:k:Benur1
Jh:o,gm Wl J .
'the JEA cmnpetitian is an an

unali, .non-pro.fit acthdty .intended to
fo.c11s attei;ttfon bn the valrré of the
tW.ó broadc<J.st ro.e.dio;to give p:i;.oper
.credit to thóse "vho."ve sho\'.\n .ere~
;athdtY~. J;iJ'mesJy, and ti:i:.ste$ to en~
s ; , • ·úé" ·(!j .··1u· 1 u ·.···,c:.erurl!..be ...o;i... me.., lm;¡;
.PtoJJ1ote: the valtte.s. of the
;e:ff:~Gti\•e marke:tin.g Wfd ta
tecog11,i'z~ the irtt~.rn.aHa~üdq.5pe.Gt

advertisü1g ~s ~ü indí$pensíble
tcral i.tt a f:r:e(;),éGon¡;;¡my:. ·
T}1~Hollywon:d Advertisii;l.g Clnbi

cihar:te:r'edby t:~; ~tf:lt:ea£ California,
hm;; :3.0JJ me~he.rs 'Whu speoialíze: in
ad:vm:tis.l:ng~ bi:oadca:stirig,. r.ecord
i:n.~,film prcdnctfon, merch¡¡¡·ndlsing,

pJ1bli'shiug, 1~1ml:<i,ffíll~ted.~01n111nui
c~tUc0>J.)s fields. SJtt()é 1llorld ·vw'a r 11
the :ch1b b~1¡¡; l;1;Jd ~n n.,va.:rcils pru
gr~H'.lJ l1t)!'lC!rh1.g hmal advertisers,
?ige:n<Jf!'.:fS, Ttr1d pt'é'>:dtmcrs. The de
eí·siqn fé) $!1.k'.B' th~ .competition
xvo.tlchvi'd0 Wt(s made in HJ.59,, ·with
the tir·s1: í.tJt:¢'tnatk>rral a·wái:cls given
th:e Foflolv1ng year.. •

H J..J.nt.ernew 1\11••JA v. p.
Rollo Hunter, vfoc ·president and
TV:-.ra.dío director of Erwin \iV:asey,
R.utb:raui &
Hy.an, Ne'\v
Yo.rk, ro oves
today [2J to
M¢~1fl.rtüs,Jahn
& Ada;ml<; as
vice president
f' e .r TV pro
g'r am hJ g •:a.nd
H.drofai'sfration.
He \.Víll WCírk
in the New
York .office ;of the Blao'tTifleld Bills,
Mi.ch., agency-, said Henry Fownes,
seu.ior viee president :a.n.d ·dfr;edor
.df ~ll brGladPªs.t a.ot~xrity oF MJA,
'\¥h~n be :anuottnce.d the appoint
meut. Hmüet''s move follows reas
signmerrt of 3M Ca. business From
g\,111'.Rto MJA eathe1' 'fhis ítlantJ1,

,>'.•
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TIM E/ buying & selling

EDUCATING
THE TIMEBUYER
Rep firm president criticizes his own kind for not
educating timebuyers properly. 'We haven't preached
enough to people in their language,' he believes

", . . then you damn well better
know something about farming."

THAT LINE was thrown at me by a
timebuyer when I was first start

ing in this wonderful world of ra
dio. It was so many years ago I
don't even remember who it was
but I'll wager this: if he has prac
ticed what he was preaching, he
became president of the agency
long ago.

The line was part of a thought
that went something like this: If
you're selling tractors, it's a good
idea to know everything you can
learn about tractors in general and
about your tractor in particular. But
if you're trying to sell a tractor to a
farmer . . . then you damn well bet
ter know something about farm
ing.".

It seems I remember that line
most frequently when I've applied
it as a basic principle of selling and
have made the sale. Then it hangs
around to haunt me because I real
ize how seldom most of us in radio
sell that way.

If this sounds like I've climbed
onto a soap box and am about to be
gin preaching ... don't relax. I am.
So either turn the page or accept
the fact that I intend to be windy
and perhaps a little stuffy and that
I fully intend to try to unload that
line on you in hopes it will haunt
you as it has me for the past years.
Which is an awfully long way to

get into what I'm about to say and
that's this: Ninety-nine percent of
what is wrong with the radio busi
ness is us. The people who sell it!

Sure, we're adept at criticizing
everyone else. The poor misguided
advertiser who just isn't smart
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enough to believe all the things
we've been telling him all these
years. We look askance at some of
the buys being made by this gen
eration of tímebuyers, Then there's
the agency man who says radio is
too hard to buy. We pat ourselves
on the back because radio has spent
more money on research than any
other medium. We've told how ef
fective radio is until we're blue in
the face from the telling.

Now mind you, I didn't say that
we should stop talking radio alto
gether. Just the other day a novice
buyer asked me: "but aren't all ra
dio stations 50,000 watts?" Some
body's got to get through to that
boy. Somebody has to indoctrinate
all the young men entering the
media field in the very basics of
what makes a radio station ... its
power, its coverage, its frequency,
its "skywave," its community inílu
ence and all the things which trans
form inanimate microphones,
towers, transmitters and turntables
into a breathing, living being ... a
radio station with character and
personality. We've got to reeducate
the old and educate the new.
Why are we seemingly content to

repeat the "old bromides" year after
vear? You know, the ones that
haven't made any new business in-
roads. They go like this "Radio
is the mass medium" "Radio is
the lowest cost mass medium" .
"Radío is the last word medium" .
"Fifty million car radios" "More
than 200 million radios" "People
depend on radio for instant news"
. . . even the old one about more
radios than bathtubs still pops up
once in awhile.

\ Vhy arc we content to yea!' after

year listen to the same "old bro- 1· 100:

mides" fro.m tl.1eagen·c·yand. adver- 1,,~
tiser-"There is no true measure- !ill
ment of radio"-"You need more ,
qualitative research"-"You1re too '1~

hard to buy"-"Yot1r rates aren't go
stable"-"Radio only programs for ,1~
teenagers"-etc. 1 '.~

What happens-e- the same old Irrr- ,~t
passe, because neither one of us ' lo
tries to educate the other. ik
Do buyers really understand 11

what we've been preaching in the 'fü
past? I don't think so, for we haven't :li

preached enough to the right peo- D
ple in their language, the marketing
adaptability of radio to solve aspe-
cifie sales problem.
Am I suggesting that we all be-

"
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~m:(1l tf;r~111:~~t£t!,~·~tIATI:J!lfi.~~~(;!tttri~1~:
~~pl;~rts\?·O:r tba:t ·~ llir~:~btp~rt$iiu
ttlf th~..!~1dsi,¡;ie~a!hrfn~·tCJ rmrk1fug
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r'1lt!~J'~~tlfit'.~.6'.u~~rOf ~J.iurs~~fro
:JllCJt. l~m.r&mr~l'!il'.. tfaªt ·~~
iil1~.u;lcl.1~tc~pf~l~á,tI~•·•·~·.tm1.oíhmi~
llifecJ:i a. lí:ttre: mai ·'lr'.é .s.I1<aixldas'm:
~llílSitl~~~I:.~1~~;fitl~ttfJJ:1·elítt~~r•;~;~~B
;b'.~r~"¥~1J.~,l;i$lt:tJ~iS,, ~. JHfü~
;macik.~n~:i:ro.:éLw1;l'.l .asr•~:t1rf'! ~i,~+ir:~
t1il~t:cittteJ~~"r·~.,li~'t tb;~
rJi,t.,.'"'"':J~"'rl·•a'·~t;;r;·t1·1· ,+.. :1·1.·..i,y,i¿1xi~t.~.~ ,.ri¡e. i.:er1,,
' . .,]'
;f~ta;~íít;ií~:ta~~ :Q_.,g kl;
tt)~ ~u .ku;,;~:th~~~t,ltt;íµ¡g~ ;f~~
~u bri:tt¡I .±ti: a pr&>p:Clí\iral ·~~hfrih
:r¡:¡¡~;'~~~~~tli~B!::bií~~í~e·:ft!'~;ma:t~he,d
'"""''nL.,. 'L'"·. ·:.•... ".
•~!Ill'~r;1'~,rO!ilJ'.'ª~i~cre~,

Elrttlw ~br®:ot~~in~ tl.í:f~~t th~

:f:1ie~ut?Ná:tµ,rally the agen~y will
nhj'.Elnt .iÍ yo11'i:e' goin:g to 'bore h.im
t~ aeafh w.tth a11 the '1J1ue sky rn
:aeat:dí" wé·'ve all be:en ~lfüg füt

Tl ft' f 'h ... b t... 1a:·s,P,:;;rt.o. Cell' 10·,,,, o
pr:G.téat thJ;;i1; ~li'(i}nt fr.om these
fhmtís. But l .don:''tfor a.:minute be

l1er:e~san agftney which will
:tib'je,et .ff y~u?repré:P,ltrecl to· offer a
riT:.l•." 1'+'h:•·a pJ~UlQt .jf )'lJU. ~te·s:ee;ktng,
inf(Jtma:tion to hel:p you J!rep::rre
sn.ah s, plan.

:N;olloily ·1~s,~ageit.túfos. 01: di-
, ~··ts>.·¡f \ ill' .···· r · ask .·1Y · '-·en.. , .v.. w;&. fJ .. il..es
tion:s1 thé¥'r:é:willür~ ,an~wer. :If
wéve a :síary·of subs:tan~et""; téll,
the0?~lllts;tén ...After 1aTI, the~.lve §ot
!á' ftll'OUJ?füt Cl II l'k WA dú d'' íÓl~.· J.f:·•• ·1.:v·. '""e.. t.:e .,,...,.... ""nµ
fo.e~· it, w:e' .alt 'Hke, ª

B~ll Losee apen'BPíhe,New York office of
AM Radio Sales l'rí 1951. Prior to this, ·
lie 1~aswith WINS Nq.w York fflr eight
years-rising from salesman to general
manager. Before joining WINS, he had
six ye(lrs in .sales and advertising with
the'Bránham Co.., Jahn Budd Co.1 and th'B
Bor.den Company, ali. in New York.
Bill att.ende.dSt., Paul's School in .Gard.en
City and Duke Uniiwsity. lle is married
ánd has tWá son.s

( Wilm<:>tH. Lo.s.ee{cent~r), President of
AM Radio Salés Cómpahy, together with
I~NoW!an Nelson (l), ;dírector :of ne.w
business and marketiqg,. ánd John P.
Batry {~),e'Os:ternsales mana:ger, review
'~m~eof the preseritations the furn has pro
auced keyed to, the matketin•g and adver
tMn¡¡;pr.oblems of inaivídµal advertisers

few c;loll¡;tts o.t:lt uf this1 business.
The ar,ea of client ..e~qxo.sure•is

vital to the growth of sp.ot radio.
Te111l!ímfouwa.nt w leatn. his rtuir
kétmg ptf!>b1eros~£or )tou l<Qow yo11
c;;tn e.u.roe'back with 'ª concrete ra
dio. t'e'c.ommen:dafion.
You..can he sma:rt. You can learn

and llsteb;, He's go.t ptoblero.s, ftlt
the :aa,y o:E the• tutal n:::rtj.pn¡;t¡J :mat
keti'n'g. ~au í$. tou~h. He krlows t.oo
oft~ he has to pl1:u:1 on.a mark:e.t-by
Jl'lark~.t:glatr. 'Stud;y ms m.arketmg
~~Ue1:~_,...,..r~~l*.t~h th~m C~vith
ronn~y) -··.·'w:resent him a radi:t•;plan
to hel'J>': sriIV:ethes:e ¡areas as well as
·t!J· b1dlrl .~£~h~r tiecaks;.·m .Jiís goo:d
mkl.ike.ts. $:b;Q~\'bÍI'!i' }t(')w riadi~· c;ln •
r<iltt th~f@bc.......fut h1e.tieve m.~•.you'~e
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plenty to prove your point.
About six months ago, we ap

proached a major agency for in
formation pertaining to one of their
clients. Both the agency and the
client had been exposed to literally
hundreds of radio pitches but when
they were convinced of our sincer
ity, the agency actually set up a
meeting for us with the product
manager. What started out to be a
half-hour meeting ended up as a
two-and-a-half-hour meeting and it
was the first of many. Along the line
we came to realize that in all the
research that has been done for ra
dio there was absolutely no data
whatever which related the use of
radio to the only people the pro
duct manager was interested in
reaching. Now research has just
been completed by us with the co
operation of the advertiser and the
agency, and it looks as though radio
is about to get a new good cus
tomer.

Ask questions
So get out and ask those ques

tions. \Vhen you know the adver
tiser's problems and his objectives
you can apply that part of your
knowledge of radio which is per
tinent to the case. Then you'll come
back with a proposal which makes
sense. And you'll get a hearing.

So that I ean end this little mis
sive, what have I been saying? If
we want to sell any tractors or any
thing else, we've got to educate and
reeducate the people with whom
we do business.
\Ve've got to research and learn

our prospect's needs and adapt our
selves to these needs with substan
tive recommendations. It works. •

Reps to see Master
Agreement this month
The Master Broadcast Time Agree
ment designed by the Institute of
Broadcasting Financial Manage
ment is attracting attention from
both stations and agencies. But the
real action will he seen when the
system is presented to the Station
Hcpresentatives Association, as it is
the rep firm that will put the system
to work. A meeting with the SHA
will probably take place this month.
The master agreement is one so-

10

lution to help eliminate the paper
jungle in tirnebuyíng and selling.
It permits contracts to be renewed
with a minimum of effort, simply
by photostating the master agree
ment. It carries all the standard
conditions of previous contracts.

Introduced in October of last
year to stations, the plan was first
initiated by The Evening Star
Broadcasting Company for its sta
tions YVMAL-AM-F.M-TV, \Vash
ington, D.C. The first advertising
agency to sign one of the new
agreements was Kai, Ehrlich &
Merrick Advertising Agency of
\Vashington. Several local stations
have requested additional informa
tion on the system, but it was es
sentially conceived for national use,
according to Richard R. Stakes, one
of its initiators.
The system is simple and inex

pensive, provides savings for na
tional representatives, advertising
agencies, and broadcast stations,
according to Stakes. The key to the
operation is a photo reproduction
machine which copies the original
order form and adds necessary data
for each party: station and agency.
This is all accomplished on a whole
page basis.

Advantages of system

The original source document is
the standard time order form print
ed on heavy-duty tracing paper
which can be erased numerous
times and is easily reproducible. It
permits numerous changes without
rewriting the entire order. Advan
tages are 1) every national rep
would he using the same form for
all broadcast time orders; agencies
would receive the same form fol'
all broadcast buys, 2) the national
reps would he handling a single
sheet order form, 3) no contract
would have to be signed by the
agency and returned to the rep and
/or station, 4) the account executive
actually prepares the time order in
pencil, thus eliminating the need
for a clerk, .5) the opportunity for
error in transcription is eliminated
because the source documented is
photographed, 6) hy reducing the
processing time agencies and sta
tions conld receive their copies of
the time orders within 48 hours of
oral agreement between agency
and national rep.

RO .GORDON~
tor !i!Ome, pr1a:i,.ae

':-

ll<>saQ.n.eGol'don., '~¥'iJ1b,th~t ll;
·of .manr n;~1l1es, l(·a.~to~~J11

Chesley,· CliÍE.ord '&. AI:lter'f~
the past six •years•as. a.me,d.rtt ,t
heavy in ti:roebufíng, hag •L~

for füe hroad~ad s.~l~s1m.~'i.T~hl
well.oinfortned ()ft their ro·ar~~J1,I
Ro says, ".It's alway;s refre~h'
~ncounter .s,al~slllen who ..~r~ J

informed m re,g:;u;,d.to stattol'i
the overall ro'a:tk:ets,.Whll ~.toe
understand. fhel1r coi
well as their own stations ..
more effective when that saml;i11
makes an effód to un;clerstal}! 'JU
needs of your par1:fo11lar~lí~~ i~
product." Ro buys for Gift I
Shulton, Grand Unten, and Ml(
New York Journal American '!ó1
was formerly a tit.tiehüy;er: .•.~
Glamorene with P'rodµct S<l!fí ~1ar
was an assistant time.buyer• a.t ' &

& Finney before that. She tn~l

:: ·:··:.:..~-:- -~-~·:~:.·' ·. ~:

'Operation Domlnªtic>n'
for s.hoes uses radio
Kinney Shoes is entering six ma..t''-'1111
kets with a saturation ¢all)p(ügn oiJ :ciá

radio this week. About 10 to 75 In
commercials a week are being usecl~ 1~
in each market. Thirty-six radío ve<

commercials have been T>rep<tte~'
for the campaign, me

Badio bu.ys have been made in:,
cycles of four or five weeks, begin~. 1 lo
~1ing.and ending at different titile~ [&¡
m d1ff~rent ~:narkets.. The prese1~;~~·e
campaign will last for about SL' Ea!
months. iul

The commercials feature .San;i; ;l]lr
Gray, Broadway, TV, and radir) ~e
tor as spokesman. . futi
The nationwide campaign begins1 lar

on different days, in the followiügj 1
six markets February. 27 to J\:lareh1· · ' · • · ' · · · • · · ···· · · • ent
8: Los Angeles, San Francisco; 1\11:..:1 fue
sa, Central Pennsylvania, Indiansq» l\'t
olis, and \Nashington, D.C. 1

In etwh case, individu;1l eor!1ole'i'- ma
cials have heen produced to fi.t the ,can
particular location involved, men I !t\i

tinning well-krrown or historical lo:.~ fü¡¡
catio_ns in the area. Kioucy.Shoe~ Tlu
are for men, women and d11ldre1:r...1,

. •• . I
Kinney advertises in 93 madrnts '~;
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'i .:Per
t!\\id..'b~

ila~tm.a:u ~:h~tp;i¢~:1tr:~'~,);)~~~:1\1:.i'-~·;;.¡
,-~b ·'.1P 't' 'Wl. . . .. . rlJi< ;i··-'k' •'J' ,,··~!J;us1nm:r'1 mr Ih~~tnll'l:tt •Ál'.l:l.l:Ji<l r t :n;s.
~,t'ft:Jf8I;, TO..ei :é.~m;pif¡o,~f&>.r efaU
~rt!lf!í'~; w:t11 :tn1~~rrp~r-at~é1th~
la~~t ~ª-;.~.fa1,~tt~-fli,~10llJ~:ª-dí:tJ;g m-?tttu·"
faol:ttt!€;1TS 1!n 'th~J,q,_il~l;l~~1·
Tllei s:J:~~w:e~;:crampllt*gn: wxll b~.....,, -1' ¡)]' i~··T·I. '"!f;'.t)('.. :t~r' .... y¡,. "' ... ,,1~utu.e~ _xe• ·y-il~l'..tu.~: .Pa;ir-e-s:t,1

th.·~rtñwil tí:It:O:l1:u~ ~Ft.e; '!~'tk
~;]\¡,,,..,;,i...::i·•., TI)£¡.,jJi.
'f;t:¥'.~;!1Jl~ª '/.:"'~~! ;~ryi Q'~t~b~~~k.~~~~lQ!J'f{;(ft,} ~11
m'a:rtTuiet:BJ, ~3!(:(;l;e¡¢: 'iíl:'la:-mi wh~~; th~

. :H\ebr.Ula'l"~:l:l ~~1~•~·

~ ~~·~
natÍ~11tJI, "(¥ ,~~~·~t~~~·-~~

~11~:®::f th:~EiSitmR1:1..~13;p.ei:;r1@1ll'l:'l:al!'"
'f·"""····r ,,n~1·lk,.• ;~·.r•.;~1,..-,,,r r:•···l-< .,-..,,,._·:.. ;r ..,,...,"'~~.t;W:w, -!!li!B'i re.~wJ~"'-:1•1,.;;<;C>;Qr ~~mrn.~_JJ

't"il·l 1:-<>1;r'sc..J.11é~ .•..•r'll ·1-d1·:i'é'lf1.t t:<). · ,,'~/),':..~.,;,_,.'"'"it~'...e, ,. ,\S;I,. -"~,.JJJ~---·~ f,;,--2)'$. ".~ •."': - ..

cpJ~t ~n<iÍ~nhí:r fa¢!Ht1Bs-
uv{il· a

The; Gne:-:minute co:mm~rei'.al-s.ét.re
.0pen-.end, p.ermitti.ng local daaler
-· 1 . . - 1" . daames to w.e·use .

bl:<-->fü:tts f"~a;tot~i:t in the oam•
.paigrn :cllíldren'i$ da-ytime and pénty
dres:se&, s1.eep,vear and spmts wear
iu :to.cldler''& sizes.-

'.NewYm.r.k gets ;intensive
TVcamp¡laignfor Sw;an:ee I
l\Zlten th:e first £Jm commetd'al for

n>'wéts· unre:els to-
morrow on :Nev··7'lmk -~,, '1"'t.·...·., .-. ·/. - -- . - .. - ... ··.>r: :_,J:, __.- -·. - ., .)c. ¥ "'"".
w'ill mark the start af th.e wast fa:i
tensi:ve one-mark@t television eam
páig11 :e\.ler nn.dettake:n hy &\\ítltlee
P~pe:r
Tb.é eamn.aígn will bow Q\/ét

\VNBG-TV wfth a schedule of' on~
wínute spot ·annmmeewents. The
.th:ree-sta_ge: 'OI'.ive picks up u-ex.t
week wbeo. \V.OR~Tvefitéi".s the
sdwdril~. aud. téa:e}1~~ clirr:nr:\'.
with .the. raddition \:VCBS-'N
during th@ .Hrst x.v:e~kill Apri'L

At th.e ].3reakof th-e.s:e-hedule indte
rha_rt ol'.ié"'Lilfntite pet week
will b:~a::ír~:d.ov~r tfa~.ee
Yoik statí:Qns, ~~re~or:d-:settíng TV
p:r:o.gram for Swarre'ª'.

lJ1 a.~fütl.onto TV, 8.'1'.\Danee"\Yer1-
"'"·"'·····'"''º wíll b~ JJttl!m.eh~d heav,.,

i'l}" í11 ne:wsp~p~t!~:<Jn;q p~.jnt-.Qf.
sal~e maforial :t-o·pm.vid~· '\mhmken.
e;xpéisme Ear the1 balan©e: of the

- aeü~rdi:n:gto Jt1les 'Lmmard,,

for :M~gul4''\;vílli~w§: :& -~·aylm·,
1ad:Nerl:isiil¡g ag~1:ire,y for S.:w~mee.

S~t~' Lae buyln~ t:a:dlº
f'Qr new ¡prQdU(!t -d·ebt~rt
Ga:r.amel Pecra:n Rolls -will he in'.tr.o.-·
du.~e8 :niationa1Iy by J(itrih.ens iof
Barz" ,.._,,;;. ·y.¡e··~~mt;)n· ~h•·
C~CC- ,,_,..~"l.pg~~ ,~1,,,-,0é"','••M'", __\:l, .....•~., •

r~ltlt~'!llnd
~am¡:Yai:gp.

Tl1"" ~m~l:worJrTV alrn·1dv set··:-·.,~;. ·"''>."' ··.• ,. · ,·, "·· L5 ····"·,···'°'..···y[' "··•p.·::ji

s:pot rnéH.o buyin-~ ~~illhe:gtn in
M.a:teh. t.h:t'ó'.U;~:F·ttute:~Góne &: B:cltl-

. '
' .."!I.·_.••·::\ . ·: ·.'·· .· ···:·,· '·:•:···'!X.--··. : .> :.¡···J l~~: e;l;l:llt_P.~ü.gn ~:dl _9011-

s:íst of :wm~:-'-mÍn:nt-e-BJ?Ots ;On N.SC~·
Tll, hrcl:U.cliitg fiv·e: ni'ght·s an :th.e
M-'T1'".'n't· 1-i,.ic '' :."''i¡'h j;>h \¡· ' '°álf.'-...!..VJ.A..g..d,. \.'.!''l;i::u,{')< .O '.IY "-""---

:Nfoh40-s·. :nu·~ "'T·I';, .. - ·-m1'·.-"''"'D"'t']::r':.:~,_ll,'. '-' , I -t.e' JO:...l:h:'?. ·.e;.•
Lr "'·d· ' . 't..... 'h' i<lJ r,J..J.IID:t.Lf0 a'tf t\v•Q ll1g~s :~11t.~· ..aDK
Paar: £:116~:."·1'.im Br~,t :t:V' &,pot éom-
m:ettdal ·1¥111·i:ll"l:Til:eat.bntíl --1:.·~···'·'"'""":·'······-"'~ :,,. · •: :·. ;;t¿]f'> ::. •··'··.•at>····:.•

.buy WNBC~ TV. Top names in the
~r~so!i:rieP!Jl'liness kn0.w it's· the
mo.st e;f;flclent r:ne_ans•of getting
New Yorkers to tªnk•µp :a.t their
fu:eJ p.umps~.Among tbem.:

Cifi:es 5.-ervfoe C1;>.

Caf.ifprnl~OHco~
GulfonCo..
Shell Oil Cu.

Sincl.ai_rR.efíJtiligCo.

So~on~ Mobil Oil CQ.
.Sl.mO.il Ca.

Take a tip from the Gasoline
~0gúls: whé;i:ÍeiterH1e prod1fct ór
§:~fy]¡¡:~y~u sj:j[I_,. ¥t>u.'fl get rT:iP:r~

rnHeiágé, on WN$GoTV.
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Tl'i.!!:$\Ei ·t;;ili'ngs, Yi:ii;:;r:e¡:i:se~si1g!vá
yc;ri;i,;;i :f¡¡tr ¡i¡tga fC;>f"/{l:l¡¡:f;~sgpíFi¡g:on, íh f>ett,aí:e•.
P'r<jgftáro's like; 'tli.ei Y. C);\efocr:~ The sri~
tf:leW.$, lb:e S:ig ~ti~wa:n_(l: P'reR\l'i,e.(ei Tt:ui:¡itrn
él~!;!,·vth;;i! füe il~V(ers; wa,i:iJ: tc¡is;;ee,_.,¡¡n;QI:H1~:t
"(:irtí:I th'em, en'. Wii.'ii:;:TV:.

"s:ut frn'd\Otlrer to..'lí! ij"!f:ilt1g1
tlle i:bél:st~ar+ ~re tl!~m~ fis~11Ei!;c;ila!,s''p~e+
ttücen ~Y w,1¡,::rz;·ni fa;Mg~. fro.l!í\l ~'on:-rn:e·
s!:íll rren :e;q,y~lf¡¡!}'e !:ff hre ~1trn111J,ttg:!!'
M,e.eJip'g í,ri B?\:leP ¡;Jatjei:J. ~~rm;;i'Q:ii,t\'¥ 'ª

TUt'S.
T~e:a1:;trre¡¡?' at: fü.~ ~t;i¿Wi.:t:l nsfil-
li;i,~eef Art~,_

í'h aí:laiticYn, ¥/.'l.,y';¡_~TJt ;s.pe:al<so.lit édl •
tl'lriall.~ .o.t:i:rna:tt~r¡¡ o:f pgn;Qetn 1o tbe tesi·
;c:feQts,<!!'f 0..1,u;r, 1l ~o.tfi:r.~:Y€!~yefaJgearea. An
ólJ'.t'g¡j¡o:Wth a¥ '.tlies:CJ etlít~rlals'}S' 'a ~9.~il€(e
It® ~le1:W'Fm"~ HibJ,>in Pr;!Ql'i.~0JifrJJ.g: pro:ctV:g!);I
iJ;}c(l:rEl! ,$'té!Jí~i:J<!'~a P.!:J,.b:lt\': s,g,ry\~.$,ánd se nit
'free 'fó ·'heWr<~;w;lj¡c~ 'ít.. ·n1:J,i'íl
OitQ:~e,Ef:nur :1\al®P:
·frU~1¡1,,ff!i;I,

'Jiíirpi:il;aF ].Qt.a( ¡:¡;:lí~r;a1'll}~,"á itit<rl atr.l
a~n'.l;IJ;~· to i;;~rvE~e¡¡¡p,i;t ri:ew~
tel!:li;la~f~,.anq. 'tl1.e: él?clfím;g ·iil'ew :S'fitiVj.& ·<>f
tfü:f.! ,,!tB:.€l T'iel;e.JtsíQ'.O: N!:!:t\Mot!t éf(~ ·~rrU~J¡1g;it~·
r?;i);li.c;JnJ~ ·~ti'il,Y:lYAfT"Jt ts ;up Jen: 'QE!'~r,@tñ!'

'mvu· · :~·.. a·,E·ra··o y· ,,.;" • •.l""TV ..·... ·:.., ~·:J.. ··~·-

~~
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TIM E/ buying & selling

Mccann buying policy
sparks strong response

REP FIR:\IS are generally defensive
toward the recently-announced

.McCann-Ericksonpolicy on cancel
ling tv buys, a few agree.
The McCann ultimatum mailed

to reps last week states that "can
cellation of a less valuable spot will
become automatic without request
for improvement to the incumbent
station, since it will be assumed
that the incumbent station has no
superior availabilities." The letter,
written bv Edward A. Grev, senior, ,
v.p., TV programing and media,

stated that two weeks notice would
be given.
Not all reps received their letters

before the policy appeared in the
trade press.
"I just read about it the other

day. Whíle the idea is good in
theory, it's not practical," says Bob
Kizer, v.p. in charge of tv sales at
Avery-Knodel. "As one rep put it,
it's doing the buyer's work if the
rep has to keep calling and improv
ing the schedule."
The idea is not new, several reps

TWO GALS WIN CARS IN KELO-TV
Shelley Ellison, assistant to the research and broadcast media department,
Parkson Advertising, Inc., New York, and Marianne Monahan, broadcast
buyer for Needham, Louis & Brorby, Inc., Chicago, have been named
grand prize winners in the "How do you rate KELO-Land Tv," contest
conducted by KELO, Sioux Falls, South Dakota, and its interconnected
KDLO-T\' and KPLO-TV stations.

At left, Frank Pellegrin, president H-R Television, Inc., rep for the
station, presents a 19íi4 Ford convertible to Mrs. Ellison in New York.
At right, Evans Nord, v.p, and general manager of KELO-Land stations
awards Miss Monahan a 1964 Chevrolet convertible.

The gals won the contest by submitting the most accurate predíctluns
of ARB's audience rating for KELO-Land Tv, prior to the issuance of
the November 19íi3 ABB report.

poín.te·.•.d..DQt·····••. P. :.••.r º.·..·.:···.·.·c·.:•..te..:··.r·r &. • .c·.·.··.a···m·.•.•···.··~·.•.·.•·.·.··l··.·.·:t\l·;···:·b·.·.·ª·.·.•·:..·. ·.'.·.. ·.·.'.·<· ("had the same poJjcy in ~IH~<:tt'·fo ·.
several years..Gomptan~P&G~shu.g "
est agency, is Hkelyto cancel \;1.th 1~out élsking reps to i);nprove theí1 ·
buys as.sumi1)gfha.t F&G has th(
best avails pos~ibie.
Kizer points Oüt tb¡;¡.t most rep~

are aware that they must keer
schedules the best possible, bul
most agency buyers call and ask
reps to readjust the sehedUle te
meet the eómpetition's .offer¡the}
don't just change without giving
you a chance.
On the minority side of the rep

thinking is John Bradley, v.p, and
eastern TV sales manager Rt H.B.
'Tm completely in. favor of n. The'
alert rep will make nothiu.g but] ,
money. A lot of rep services are
opening like branches on a vine."
A rep finn has to give persónal
service and review schedules gpn
stantly.
"If Ed Grey keeps a fight rein on 1"

his buyers and keeps then rloi'ng 1

what ,,he says they will. do "it \Ml~l ··..
work, Bradley contends, but Jf
buyers try to play footsey with t.he
idea it will collapse."
Bradley feels that the policy has! 1 m1

worked well for P&G. "The P&G,
schedules are the most contested
and fought over, Every sa.leSJ)')~,nl I J
looks over the new books in eacih.
market ímmediataly to improve orl'\ i
readjust their buys," he says. ·~•sta
tions may look at P&Gwith ..a.cold .·.e
and callous eye-they knów they I\.·~
work for every permy they em:n,
but rep relations are good,
"McCann's puts the burden a.n

the rep and that's where it should
be," says Bradley. •

•

re

l~~TV spot intro for
d

111 IFrench cocktail wi.ne
Heublein, Inc., will Iaunch a satura- 1

tion TV campaign in New Yo£k· ¡
April 1 for its new import, ByrdJ:,
the French cocktail wine which Íí> I ¡
consumed in Frange at an attntia.l I i
rate of 10million gallon.s,it was ·~na-1

nounced today by John M. Tys(:U1,
vice president, advertising.
Bytrh will be supported in th~

initial drive with a 100 gross l'!l'.tin~
poi11tTV campaigñ consfs:ttng 'CJf,
one mint.It~spots. The comme.td¡al1:

features announcer sans the nstt~l
French accent.
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¡·1· rec·ord
····s··. ········ ··.·1·· ·· ·· ·1· ·~·•:) 111en·

Teie·~'.is:iaM,.,. me::r'~:tta·M:E.í'i'si'MSti:e '· i'n.,s ilfat 81Qif•tc:tt1ue

r.ests.lri!í'i1.st".t .~Jte:a:rrre:~isit~r·a·~~tañ:of n~fw' p:r;q:¢f'li4¢t ..p;ñ:p1.1.bllt
ill if'.l'l'i~.eto: re'a'.ch 'm:ost a•am,S:umers In ahoirt:est tl'1m:e' •• ' • ~;,:V '. ,,. • "'· . • ••• ·•··. ' o">' 'V'''• • •''••;. ·' ; •C""·,''·..,. ·;, ;.'' 0 ;0 '-·'; '· ' •.~ ,.,.·v.·· o.'o ',., ·, .'•' ',·;''V ''· ''. ,.,, ''' • " .'•

the~·11~d'".. , ª: sl)~ert~r product
wkh éHstiuct a:d.xrant~.ge.s.Therefom:
we f;efr the·'k:ey to í.Onr pmdrrct pro-
· t' ·· .... ,, hthl' '1JJ.DJPJ1 "~ªs tQ re.a:c, .•..e: atge !JJ,':lá"
}oi;)ty '.of th~ pu~hJi,e ~s: qü;i(:l'Jdy as
go~stb,l~.'We cl::rps~ 'il)t,o j1Jst
t;.el1'7vlsicm pr:om otion·\\íher.e ·we
eonli:l eS:tabllisbdear registratitm of
th~e'tmo,du;irt. an. thé coii:sumer and

~· ~· :the :üs:e of
"~:q.. w@..=.r:t·t'··'nt'b. tlP~ n:afío·nal·~..-ie; . ... . .. L.,,,,., , . ),;' ....•.....

prod:u~t px:g,m:ottorr of :a .fuat'b oj.l, in:
troN.u.d:n~it fo :all mai::kets•,wilh

'as tnúeh :atft'~ertisfo~and pm
*'Ofi'nn . " .~t. 1 nili ··g·. ba·t'l cJ@fJ ctff~Mk e= .·. ª"' ,,\:,l:lf!;+~ .J:'l,. , ,' • J ... . ..
r "'.•.•.""1M YTI••·r,,,,.,,.,,...;i 'n ·r·....l·n.·r +.n · .. h.;".,...·; .•"?¡H!,.~':{'""'·!9: l\.~\ipbl. .J ' I '!,D; •"!U ~y :ac .•....,v·e.

this objectíve of reach.
'~Our fü:st consideration was the

·~taHonbuy-that it be a good one.
J?t'Qp;os~dtbérchandjsing efforts on
the F)Utt Qf the station: were peri
pheral considerations .."
· .But statiQo efforts can play a dis
'tin~t contdbutory role in new prod
trnt intl'odlJ íol). Pittsburgh's
\VUC-TV proves the .ca'Se in point.
A heary ·nightti.me 1saturation

.oampa~gn for Softí:q.uewas placed
ón \VHC-'TV, running iü friuge
mintües, nighfürne doµble-A min
tJtes and .dou.ble;-Achain breaks,
placed ín and.around lacal and net
work shows·aliké for an 1p,vera.geof
ij)Dfe th:.tn 2.0pé'f we~k

·"7"\·1 b ht .vntie we· 1ave .oug . ·1:na mar-
r, ,~·l7 ·1·1 d·a· "} 'Lt ..n..et~ rt.u a· . s., \Ve J~e o as.smne
·theleadetshtp ó.f out in'a'rketíug and
mer~h~.odi~ing efforts. To this end,

flo

; i
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on Softique, we had a marketing
and merchandising team of three
which set up the initial program."

According to Don Schautz of
DCS&S's marketing and merchan
dising department, who was a key
member of the team along with
Kull and time buyer Marty Daniels
and saw to the full execution of the
program in each of the Softique
markets, stations were supplied
with kits and suggestions on how
the agency would like to see the
product merchandised as well as
with give-away samples which en
abled the stations to use their own
initiative to promote the product.

In the Pittsburgh market, \VIIC's
promotion director Caley Augustine
arranged a product promotion tie
in with Cities Service stations.

\ Vhen a lady driver drove into
one of the 80 retail outlets of the
Cities Service Oil Company in the
area to gas up, she got oil too,
whether or not she wanted some for
her crank-case. Softique bath oil.
The resultant word of mouth pub

licity was tremendous and numer
ous other outlets for distribution of
the new product by the NBC affili
ate were easily set up. Softique
samples are popping up all over the
Pittsburgh area. Guests at the swank
Pittsburgh Hilton find containers of
the bath oil in their rooms when
they register, and on-air guests of
station programs get plug samples
of the product.

"\Ve were particularly pleased,"
says Schautz, "with \VIIC's inven
tiveness in their market. By their ef
forts they moved more samples than
any of the other stations, though
our response from the stations in all
markets was excellent. We had 100
percent cooperation and participa
tion in the promotion of the prod
uct."
Jack Chambers, WIIC's salesman

on the Softique account, conducted
a survey in the chain and drug
stores carrying the product in the
arca and found buyers gleeful over
the sales response.

\Vally Kull, who had himself
taken a trip into the market to ob
serve the workings of the campaign
first-hand, felt that the station is
doing an outstanding job and that
"food and drug trades are very
aware" of the campaign. And for
the client, that's an important part
of where it counts. •

16

TvB to help prepare
retailer commercials
New York-TvB announced it is
offering assistance in the prepara
tion of retail television commercials.
It is prepared to cooperate with sta
tion production groups and retail
store advertising managers in com
mercial production techniques, ac
cording to Louis ~I. Sirota, in
charge of the service.

Help is available to TV clients
now on the air or who have recently
signed for campaigns. The bureau's
charge for any one-scene produc
tion service amounts to a token fee
plus transportation and accommo
dations for one person. It is antici
pated that most of the client assign
ments will he concluded in two
days.

The new service was introduced
in Houston by Howard Abrahams,
v.p. for local sales, Tv B. He advised
basement advertising managers for
department stores on how to use
TV offered TvB assistance, and ask
ed the managers to consider the
formation of a television committee
to work with Tv B.

Where seven equals
one million: NBC
In the seven days ending Feb. 3,
NBC sales signed seven advertisers
for seven daytime shows, for a
total on the hooks of more than
$1 million.

The advertisers are Dow Chemi
cal (Ayer), Ex-Lax (Grey), Lever
Bros. (Ogilvy, Benson & Mather),
Bissell (Ayer), Helene Curtis (Alt
man, Stoller, Chalk), P. Lorillard
(Grey), and du Pont (Ayer).

Storer sales, profits
hit record high in '63
George B. Storer attributed record
revenues and profits in 1963 to a
stronger selling effort by the house
spot TV representative, Storer TV
Sales, and greater emphasis on local
program quality.

Net operating earnings for the
year were $6,258,7í7, an increase of
15% over comparable figures for
1962. The '63 earnings were based
on gross operating revenue of $40,-
042,775, compared with $37,086,198
for 1962. Per share earnings were

$3.12 at the end of the year. bono
Net ptofit last year was .$.(),001;'° EJkh:

192 which included a non-recurring; \\'Al
loss of. $257,585 on the díspx'>sitfon 1-0ut
of the Miami Beach Sun Publishing1 \\]!
Co. Net profit per share was $2JJ~l tord
as of December .•

Dividends paid. in 1963 aülOtmted Pe'
to $1.80 per share on common ·
stock and 50 cents per share on . mg
I ªB" ke ass common stoc . Patr

a~eI

$1 millíon ad budget
for lrraura ne.eAgents
Television will once again be the ' pre•
big advertising investment for the dia
National Assn. of Insurunce Agents Ott
( Doremus & Co.). terr
Vehicle is ABC-TV's Ron Coch- ver

ran news show during October and .cy.
November to coincide with the m1
presidential election campaign, elec- ·BUJ

tion night, and dudng insurance &
"Protection 1.Veek," November 8~14. ne1

NAIA's program, now in its sev- res
enth year, is the only .continuing. 1 . ha1

national advertising effort of its size 11 a I

supported entirely by voluutary ag1

contributions of its members, ao- to
cording to advertising director &
James Mathews. The '64 budget, in- lit
eluding all media, is about $1,400,- ' t~
000.

N
NBC sells Emmy show
Libby, McNeil & Libby (J. \Valter I El
Thompson) and Timex \Vatches I tii
Warwick & Legler) wíll share full "'
sponsorship of the May 25 ( 10... 1 B
11:30 p.m.) telecast of the 16th 1' 'i
annual Emmv Awards.

The NBC-TV progn11n will
originate in Hollywood and New I p
York with live, film and tape seg
ments. The National Academy of
TV Arts and Sciences presents the 11•.

Emmys.

AP honors 3 stations
KBON Omaha, \VFBR Baltimore,
and KGRN Grinn.ell, Ia., were
awarded plaques for cooperative
news coverage during 1963 by the
Associated Press and Television
Assn. Both the number of stories
covered and the quality of the re ...
porting were considered in select
ing the winners ..

The eight other stations 111eriting

SPONSQR.
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J?7'ett id:n o ·wa:s
'.ÍOllBlf Ol'e-
fteeiat· füt

rn:t· ~.. i'·.!"""'"' .~: ·~ .J:t-
:t~r.~tlQXl'.~l:~d~
. '"tí''~·. . . ..V~ .'S1l'lga:g~n-

0: isaleSi
n€lsentatrv..e
'B· "'·r·1,,,.,,:N".;,~'p· •.ii'.
, .)·"----~·!i;?l;,,' ~~· ..,.•e·_i.,\~.1
iL ;,..1,r ·0~ JNÍl_/ .1 ;; /i,'' __,,_.· '( s.... ~, ..a. ~ne,y,J

f'©:sent:Iti:V~..M:rrnn ],~~~ to l~~~ he
"L-"'.:i ·t,..._, ~'L'-'"ltiíc.'"f 1,:11..,,'n ,;,t• P.""·,•.......;

11 .1:mi.;i ~en wiu1 na:ns ll;X.rear. ,,:w:.!h. a::&-
~ 1'Jl'.~,~r~ñ:«l. thl:l3;n .a8 ~~tLi:á:mart-'

]1ei:~lé ~h1ittbe ~W:ítcS! .~~fil~tatlt
'thJl)' füte~t~J1~t $l+er.w;~11.

~ lt:ínr,t¡tm~tt~1~~h~J;~h:~,cltd ma:rik€.'·t
srndi~ · &tÜe1s a.rnilw~es arrd e;a:T'lu·'··,.· .···- ,, •';•); ·-· __;··,'•.--' --------;·-- _:¡¡,,···_;_--»/" 1f (_--_•:_,_•:.\ ,-.,.::,~_,.-~;

:t~íS't:Ít:\i:

J('ni~h't an·d Wtr~ ~t~f;.'.ped
f~r i:~.:p~,rams]obs;
[ª1TI~:$;,~;,;yi;glrtó1 lJ\$n:F -TV ¥Vhe:cl
•. ~n·d·.~Í~~~nl '<Vty ~'f.'VHN~~

'V~~t ltitrt£ord ~&DIJ. NBC~s
:si~~t1!~mn:wa1Fr,Pn:tótian. M~nagers
A~vari:lSi:~arripelit~o:ntor the,ir av.er
:alllm~~l~~arts ta si1ppoxt the net
wt'>tk's ]~)fl~./S\4.¡1r©J~.el'limschBdule•.

~i;)Jgb:.t. ,~.,on..S't~t.:12r1í~e.in t:he
;~yQQr~tíl''cat~gOl(r ia'.ttd.T\Vry

~~~$;a :t!'j:~e:ª't~vinner 'in tfre "tintl~r
!!i"'l'.hf.I'' .d • ·.« ..•\¥'';""'.!;/ ¡;..1~is1'Q't)~
Jtidg:í1.xgtl1~ .entries \VPre repre

'Se11tati:ve-saf eight. N e\'Y~o.rk a:d
nde&i: Phili.p Cohen .of
ehell .J:o:hnsonof Esty;

Jólluº"~~e.nof Fo.6~e.Go:tl.e .&. :Seltl.
Í;r~il.~otJi: \\1eeh;sh~rof ~~nt~n..&.
J3.Q~v:les4Kír.k Paterson ..pf Mc'Ca.nn~
"Ei£~kso1~:.'Lbm,.M,~ne~·ri:ottofAf€r¡
Al Ca1it.'\i~en o.£. 13..'S'Il(U; ,and B:us·s
John:S:t©n1~E ~f:eC:axm~E:r:iéksmr.

·~eof:í1~d·.at1d .•.•t:~a~d.pdz,es .fo...the
~'ov~r$yurt' .cf.;Jfegor~'Y·et'.lttn Dick
Bfl::11J t/f '\Vt\:~11}rY Norf()1lk :aáo
·t;üe-,· :!u;gf(sti~~.•...'vn:c1:1''1. ]?ítts~
burg,h.; C;id ~fi:;¡;hlopk,. V~7KJG-TV
J?:t... ~Mayn'6;;vo11 sHcond..plac~,1an~
Ra7d~ara. '~l'álcher of KG.NG-TV
A::m1:ü·íllopJaI::,€.d third Jn the other
;éil1i'.};fi'5'l0"1.

Fur the Brst .time, fün awards .ln
elcrdcd a .9p;ecialcatego.ry for the
11ctwo.rlfs o.woad statlans, with
ho110rshe.re gping to Jack Doorr;
vVJ~CV-TVPhfütd.elphfá,

Hi~her ideids urged
for ¡air collegi:ans
New Yo.r'.k-•.'rhe NA.B's ch1ef blue
pen.cíl~wíelder, New Y.oik 'TVCode
authority· manager Stockton Helff
dcb., has passetl ort some sage ad
vice to a: ~roup o.f foture bread
casters. Industry attention., Helff
dch told college rad1D-TV majors
áttending1 an IRTS-sponsó.red sem
in~t\ oannot he ooncentta:ted ~'solely
on th'e enfor.omg of cómmercial
time standards at the expense o.f a
gre:rter attention to what advertis
ing,says or pretends. te say.·~

$elf~reg:u1atlonof the. indusJ:fy,he
added, tífl.tl be i,S:uocessftil011Iy when
the broadcaster "places sélf-.interest
second to the public good of broad
.c.as;táütliel1ces:'?.He urged the stn
tlent h~oa:dcast!:l'.10s'lo keep our more
ven1al and prívate-gain motivations
fiom running away with us" by
keeping "the essential responsíb.ility
behind the1 se.r:vioewe render" up
petmost 1ií1 B:ímd.

Ullé:ck1in~s:ér~~'.ta'l t~;í11ng.o.r 1at~ésf· rad:ió p.rom.dtílfn. ~er ·füt KABC-T'V
L_~,s¡&1~;gÍ~s'ª't.e tJ.~i~.'.Eª:Yl Fre.es;• well~lq~~~n1vtii~.e·~ :ill, m~dja1; ¡¡gt<>r
,c~m'.efilattTua~ S:totic1i;,Alan .Afo:&,1 pr,ódu.e:et. l>f the ·spots9 an;a Jm~kF.
Rire1n&e:cl.~,lS:t~!t'in:ri':s pi;;amati<>n;"'P·Yhlidt~ <lfr, .S:p:ats,. r:rngroented hY ~en
'.p)ie~lí otll'IHísf.tíí ái'IÚ 'B.lí¥líH1 ll{ff.(í;M!.ttt aofürc8, IJ£g'an S:ahttda(>t i(J5) on 5-ÍX
mllll ·~t'ª~:a;n~~ªn'd:~HJ a.Yet:a.gg 5.0 a w~.e'.k for ~i¥.·we.1c1~.s~~tatfons are
K~·WB.,1K.PDL, ~..)J:J¥~.NE'\'WS,r :&FO~.~Kt,AC,1 an<J. 'RADC.

··1'·1.
1· I
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• What broadcast trade

publication led its field in

all large-scale surveys

of agency and advertiser

readership during 1963?
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~ I'romorion sponsors included: l ohn !Vol<m, ....·1lJ\IU
Rich. Adt·ertisi'.1g. Co..; Tbon1.~~ f'enno,, W'~l~W ;iU(lll
arcount e.xecwice·; 111anus Ro1ze11, Satthsr'»
sales promotion vice president ; Jumes Arcnru; ;orp·
station sales manuger, plus Chinese associates . ·,~si

ouul

\VKB\V, startin~ Feb ... 8. Them~ I t~I
was that something Oriental, my~j ,f.
terious, and rewarding was Comii1·~:w·)I
to Sattler's, Clues to '·vhatever ít ,;ues¡

11 1aviwas could only b.e fou.nd. in fortunJl .¡~
. . . t orn

cookies, the spots explained. . i' d
Details became more explicil na

with Phase III ª· · week later when.! ~ei
• ' u10lon Feb. 13, radio promotion tock ; .

full advantage of the Chinese New1
1~

~

Year. \VKB\V introduced its O\Vl;J 10

version of Charlie Chart - called ffü
with fortune cookies well in mind. \
Cholly Chew-who solved minia· . ·

. h 1 Not .•!U('ture mysteries our v. · o acc.l· ,
• • • .•

1·~er
dentally, he always managed tó ·.
f d 1·1 ti . . id . to1n ns so u ions written msr e :a¡
f k'T· h . l h··.\IOIortune coo ie, o erg rten t .;) .
theme, announcements also mad. ~g
good use of Oriental music and inl 1

struments and such atmospheríf ~u
. • - . R

touches as the rattle of chopsticks' ••
the chirp of caged crickets. " WI

Carefully as the promotion was P~
1 d . ' . h ... wap anne , It wasn t WÜ ..Out surprise, Ie~

\Vhen Robert Croves, \VKB\V pro" "
motion director, went to Ne'~ to
York's Chinatown to pick up the .Re
first order of specially baked cookfj
ies, ,he .arrived ~n .C~linese. Ne~\i'I
Years and - qutte unmtent10naUyl
- got locked msíde the bakery I/
when employees hurried out ta. 11

celebrate. It too.k police. s..ºro.•·• .e ho.u.t.;s.·1·[

to get him out, but his experience__, 1¡1

and the store promotion-got fnll
feature attention in the press,

Fortune cookies
pack retail sales
Buffalo department store cooks up spot radio drive
using the 'Mandarin messages' to foretell prizes
for listeners, promote busi.ness in all areas

H ow can a creative radio station
fill the promotional needs of a

department store client while con
currently building up its own spot
schedule?

One answer was found by Herb
Mendelsohn, station manager of
'NKB\V Buffalo, whose staff man
aged a full-dress reprise of the
Chinese fortune cookie routine that

Clwlly Chew, prot otvp« lJj Clzarlie
Clum, Irroadcast ndrance spots; thou
nuule Íll·/H'r.\lJTI ap¡u•tirt111l·e.~i11 gror erv'
ant] other de purrmonts to lu•lp hoost
hotl¡ t'11.\to111Prtrnflfr awl uross sales

50

proves effective in pulling in good
old American customers and dol
lars.

His client was Sattler's, which
has three outlets and is the Buffalo
metropolitan area's largest depart
ment store. Problem: To give a
really spectacular build-up to its
Diamond Jubilee anniversary.

Sattler' s automatically turned to
broadcasting for help, for the store
had a good history in radio promo
tion (i.e. - it was among the first
department stores to use commer
cial jingles).

\ VKB\ V's Mendelsohn suggested
the fortune cookie idea, then quick
ly enlisted the help of station sales
manauer James P. Arcara, as well
as Buffalo's Rich Advertising Co.

Manus Iloízen, sales promotion
vice president for Sattlcr's, liked
the idea. As one promotion writer
suggested at the time, "This is 011e
cookie promotion that certainly
won't crumble." Thus, Operation
Fortune Cookie passed Phase l.

Phase U was an iínmcd ia to sat-
u r a t i o n campaignteaser on

Scfledule IJ.uill Hf7

Back in Buffalo, the radio sched
ule built to a crescendo tJ.Jrtil,a.s:the
target date of the sale neared, S:at-1 ·1·

tler's was sponsoring two spots. an I

hour tl..1roi_igh.on.r t·h.·e. b.roa·d····c·ª.··.st··.····.(···lay•.
1

..By this time, families tlu;oughout
the Buffalo listening area knev~' ·
that they could .enjoy gond fortm:ie
by shopping at Sattler's,, colLectÍI'ig
their own cookies, and possfüly
winning a prize as well. Ptize-win.-·
nírrg fortunes had to match the one
that was read every beur .01t
\VKBvV.

Both station artd agency propc>'s·-·
ed the supplenrcntury use of tie-

in campa.ig.ns to 1.·ou.nd.ou···:·t·.t....he .•..p1.·o-Imotion. Some 200 bus eards car"
rícd word of the stunt all ov:er town. 1•

~

The department store planned, it~ .1R
' ~

SPONSOR ·-¡
11



i¡, !®'l.wi11. :Eashtñm:,shíitms; :a:ia;~LJ:.tou~allciléI
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l:i:B:~.u111.s.1CV.'f!J.,1l~1rn:t.Jf/.xn

'.lá:r~ep:art 10£ tlte ·prmru.c~tlon?s,
'<1·•1t~~·s·~··,,. ·.. i~B'i'ie:lsdl;n. ...1€Jf¥f~l;..,;1'tst
!'H '"';""'~~ •.: ....<li,.li' ...••...•.. c..¡•

b~rs,(;#lf~u:r§iwiflli'IX'¥~l~s~
~Q·:~UD)J?t=mazt~:.t'ttrl~.tht:i ·~:~.l,1)~1tm.e,nt
~tfl¡re¡mane¡ í;<"ltid .. ;OU :Í'hS.' fub~thum.p~

p:c~:fts;é:~~£;lm,Pt:e-s:S..r'.\le. .r1e~¥..ax'.ds
.:tl:uttiln~ttlg mm:ii~1~h~Iit!l?J1g;~oo"

~'i'i:t:th.·.,.. ,C'J.f írr@fu;díno:····"'.rnt:.a·~tw···'.···....... w .,,.,., h.L•'•·•··~ '1?\ .L!ci.,7:•

~~t~~;¡¡~1 0Rm~r1ar~~ªJaf!l · .el11£~t1;r~a.t
~Pil1~n®Je5..... t'lre. . ~rami .~xi:i~<e.;,an~
m:©i'Gtliir~d ~t tJ:i~,·G>p..eJJtllll.¡~of fhe.:.sale,

r ~:¡¡, .{f'"i.'!f'"".,"f'Í"'4j~.. ·t'lr th< ···········~.... ~ ..PP a~.. .g....11.e -e e.n1e.. a
~l~lJ:tllt~~..fd~l'l:l\l~..f~~ii tt ~;w;~S'
tab'~, ~~..~h..~1o~e~~Oll;íne~:~
l3.1e:sífia::ur.r-ñ1:rtla ~':<l:t:i ;JlKau.., l?:uer't:o

mtr¡,/)~ irt 3:}$.0 U:i'~i~1..f1:ta Wlti

\Y&';e~ '~rll,,~iXp:e11¡s~:tnur fo:r 'tw:o ln
th:a¡ su:n-drn1:rolrc1~d'fa.famL

;,..rhc pí<i)mn.tio.n re.ally· .ell.eked ht·
i1\aus:e i~t1~rR.¥ifl1~l:l!..t>.i:'f)~thiüg for
~~~·~;d:Q;((;il

• Bt1..Hlal0 ,sht"Jp.pers were n.ot
mil¥ eUgihle fnr ·ítn11nrtal'll p:rizcs,
but are Rtiil 'beii11g Jt)lcl. .of te.al §av
:i~;i.gs .a..t tl)e .stor~e'·S: '!'i..lóti..{in.'.1Jh1g big
$ale..

• The st.ore., lreliiid~s h~ightenil'lg
its p;rnstige '7:ia. a :really major ·celc
bratió:B. o:f lt<s :5Q;fh anntv·ersáiv,. has
faJ:craas.ed h'.~ffié:n~ta bl y~
a vol.~tm~it t0 .sli.s~ta,irrduT-

th~ ~.mrri:ng .¡~eeks,And, by di~
rtiug the c;unld:es depart-

ments wkose sales the.¥ want to en
co.utage., filé merch.andiser;s; Jmv.e a
buílt-iti sales 001'.lttól rlutin.g the
pn~riTQtian.
· • 1.V.KB~~V,.'besides lrelping a:
good cnstome:r ta fo.crease ·its sales·
volume, has also increa>sed its Dwn
sp.ot volume. Futthel\ wü:l..espi::.ead
publ~{: in..t~mis:til11 tlt~pr0moti0n h4s:
upped the st~tiom':s: sh;arn-of~market
k:.orrsicle:i:ably,whíJ.e simu1tan:eously
helping tó l)tdm:é>te ..r..a:dio as a me.cl-·
:i:um... In eH:.e.'ér~:yo.u c.@úldrtt 'ivil'L ·a
p.Nze }vithm:it lfs:teNti:g to \VKB\Y
F;;.t.d,ip., •
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~átl'fl.sl ~;,(~e. ~~r~1I~·~: ~~rl!.~"s t~Tlit1'1~· ·~iitHl.S. i.it~(l: in; tae.reV1fM1iluse
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West Va ..statlo.n:s 'S~old;
:¢>:thar1s in. T·a~.i Ind., .I11.
\¥KAZ {A~:l & :F.M) Cha.dcston.
pulled $'~Ili21QQQin •a deal l1and1Gd
h:~Erla~kbwrJ.,,.S~ll~r rs.. l:fartley .L,
~f1I~\ilels and tbe. b.uy<1r is vV. L.
Ni~i1'er ;& Ass~~i~t~~·Ni~ilt~º~,has
ma ior:ity rnternsts rn WFBG l3:rist()Ü~
Va. and \'\11'!\:ü:Y llb.J.c!Hel.d, '1V..·vJOC.
.Dálli ..i::sstations KL"&:L(A1f & .FM)

'\Yei'e sold b~ Lee Se~all, 1..txigín~I
º'wrt.ei\. to lp!;.al trlen ~©.bert S.
~f).'.ql)$:s, aff-Otney, and h'is . brother
Theodo:re :Slrau:liis, presid..ent ;of
Susan Crane Paeka:~in,g. Segall.,
tewdered a ten-y.eat Consultant C:On
tl'iae:f; will remain acti¥e· in fhe ..sta ...
Uert:I 0penat±o.ns:.

Ed·wín Tornherg repórts th at
\VJ:R:E India11applí:s was sold to a
newlr~formed corporation allied
~vith six .radio and newspaper
operations h1. Illino:is, ..called Ml.d
..Arrtetica B.a.di0. lhc.. It's principals·
are. ~eti H. S[Qall, pres,ident~ lforreU
l¡, Small, chªirmªn of the hoard,
antl. Arthur L. Beckman, secretary
treasurer ..

Mid':Am·erfoa Radío ownSí .the
K.ankákee D;;1ily Jo..urnal,the Ottawa.
Ulino..is .HépuhliéatJ Times·, WKAN
l{;;¡,n..k::'l.J~:ee, Wl\:B.:B. RoclHord,
\:VQOA M,6line,,. and vVlRL J?e~
ería.
The sale of vVJlL Jacksonvllle,

111 ·"vasiha.rndled b¥ H~m.il'ton-Lan
dfs., Puxchasiug; :gioup1 hea:ded hy
:E:ver~tt G. vve:i:~ií<.ík; paid $70,QQO
:to seller Dcmald E. Ude¡. '\Ve~tic:k
al.so' has interests in KBOE Oska~
lo0&a;, and .K.T'IT Columbus,~Neb.

Burton. dn..1m-majors
Caunby Half campaign
N~hv:iTle,Tep..r1,,, . RoheFt J. Bµrfon,
president :of Broadcast Music, Imx,
~ill head a .fund-rnismg drive for a
Country Music. Hall 0£ .Fame and
M.tuu'iut:n~ fhe· Go.tr!llJry Music .Ass.rt.
a:nrrotrn'C~iJ las,t week: Comrnitlee
me.:n. m~ F:ra::n.e~g Pre~ton" of BMI,
:chafrmam :of the CMA board; Bill
Denny~ presl..deu..t of Cedarwnod
I:'üblishWg 'Cn•.; Di:P~ Ftank, CMA
attórney;,; .arnl fl:~l Cook, publisher
:of lfi'Uh.o..a7:d.
The ·ptop;os,ed· building also will

hous~ CM.A. :of:Fi(::ecs, C:on.b'ibutions
ar..e.fax-dednctible5 and those who
gi'1:e~H)~;0.00,ormore will appear ona ltuoni;e f.'1ster 'Jiláque in the new
h~a..dquat:ters. I

··1



Kline named new sales
mgr. in Philadelphia
John H. Kline has been appointed
general sales manager of \VPBS,
Philadelphia. He moves over from

the same post
at \VG BI
Scranton. Also
having held
top posts at
\VCAU in Phil
adelphia, Kline
first entered the
radio field in
1954 as head
of \VCAU's
first food-mer

chandising, advertising, and sales
specialist with George A. Hormel,
Quaker City Grocery Co., and Safe
Food Markets,

Kline

L. A. multiplex market
growth nears 386,000
More than one-third of all Fl\I
homes in the Los Angeles-Orange
County market are now equipped
to receive FM multiplex stereo
broadcasts. Thus advertisers using
Fl\I may now find it practical to
create special stereo commercials to
reach what is fast becoming a siz-

able audience of FM stereo buffs.
This market information is part

of the latest in a continuing series of
FM research projects conducted by
the Los Angeles Poll of the John B.
Knight Co. for KCBH (FM) in
Beverly Hills. Projected homes with
FM stereo: 38.5,966 or 36.3% of the
Los Angeles FM market.

The study also revealed that the
Fl\I homes own 66.3% of all refrig
erated air conditioners, 63.2% of all
automatic dishwashers, and 58.4%
of all electric can openers in the
market. The F,\l audience is appar
ently more fastídcous, says KCBH,
with adults in 42.7% of the FM
homes admitting that they diet for
weight control, compared to only
38.3% in non-FM homes. 72.4% of
the FM families own their own
homes, compared to 54.4% home
ownership among the Al\'I-only ra
dio audience.

Vote of confidence for
network radio: Babbitt
B. T. Babbitt likes the boost it's
getting from radio in its current
campaign for Hep Oven Cleaner
Spray and is particularly pleased
with its 39-week purchase of CBS'
Arthur Godfrey Time.

Signing eontract marking affiliation of 25-year-old WLOL Minneapolis
St. Paul with Mutual Broadcasting arc station president N. L. Bentson (I)
and network station relations v.p, Charles W. Godwin. Effective date was
Feb. I

52

Sales shot up. a dram.atic 63% tlüs: 1¡ fiML
January over the s•arne month hl~t. ~resíc
year. According to 1\xlike Lennon, : 1ice!
manager of the Household Pn1·· . 1heti
ducts Divísíon, Godfrey's personal · publi
salesmanship is really "moving the ' Ro
merchandise." i' rl1ar~
"He is excellent with the kind of :a1ri(
message," said Lennon of Godfrey. : 'fiiin.
"He integrates it into his prograrn
beautifully. He makes the new con
cept of frequent use of Hep com,~ ,,:.e(
pletely acceptable to the Itstener '. I ~5.t

Godfrey's touch is also being; : WI
used for in-the-field merchandising. ' Cl~
Tapes are made of the broadcasts: · elecl
and replayed by the Babbit sales: , Broi
force to the grocery trade-brokers, '~· H
broker salesmen, chain buyers. the

'1~ati
ternBivans to new sales p.ost '\'~.u

.ir K
11 rice

of
nen
Cor
~10
fie¡
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J
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Jack Bivans will head national sales
for WBBM Chicago, with the nevd~·
created title of national sales man
ager. He's been
with the s ta
tion in the local
sales depart
ment since
1961.

Prior to his
affiliations with
the CBS-owned
property, Biv
ans held sales Bivanspositions with
Lukas Film Productions, the M.e~
dusa Portland Cement Co.,. and
Adam Young.

Only 38, the new natiorral sales
manager made his mark in broad
casting while still a child. His acting
credits include Chu.ck Ramsey in
the Captain .Mid1Jight series for sev
en years, Clipper King on Sktf King
for five years, and many Chicago
based soap operas including Má
Perkins and Road of Life.
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:I ~e1
ti11BMI reorganizes; names

eight new v. p..s.
The newly-elected vice pY<:tsidents
at Broadcast Music, Inc. arc Justin
Bradshaw, vice president, beead
caster relations; George G.flht;.i.el1
vice president, 1)011-hroa.dcastHc(.:'11.s
ing; Robe1t J. Higgins, vice IJresi
dent, general services, anrl secre
tary; Richard L. Kirk, vice presi
dent, California; Edwa1:d J, !\·~o]i,.
nclli, vice president, Bnr1ncf, a.ml
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Sliver anniversary
for ~tation and s1:i;onsors
l'.w!>i l:Q~alb11sin~ssm~n ~vho: con~
hacted for p:i·ograms hefor.e KVOE
'EmpQJ:Í:<tw~11t:.on i'.lre air ~n 1939,
.ate· s:till .,}fith f:he station 2'5 yeái':s
la'ter, IP brc.t the~· iire. sliJÍ spon~
S:-driH:g ·the same prqgt:á1fü¡, and.•w:eiie•
lt'eted lnr· l.heir· loyalí:~ ,Jan. Zl, the
·st~~foli\ l}XJ1ifverfa¡¡y,..E.,]''...M~~en·
:ttaí,,. ]t. (.9:, pre:S'.-ge11., m:gr., uf
~VQE, pr,~_B)l~.~ :i?l'llqPe rn;.irMrig
:l!Ji't'g,ass0'.0i!t'.tíff1íM Hárt1 W•.Bar-

ndl fo); pres. of Roberts-Blue-B.;u
í1éU Fm1éral Home, and Wade E.
Myen (r), pres, 9f Haynes Hanl
wár:e. Funeral home sponsors daily
lS'~mip, prpcgram of dé;votfonal mu
sic ·and n.iiléral annouñe.ement.s at
9:30 :a.m., ;md l:laynes :the 9 a.m.
l:q@al,üe.)Vsand. weather, ,B.cithmen
laúdéd KYOE for .service to aréa
a•!~ ·.attd'butecl their bu~j1re·li~su~
cesS' to theit daily programs
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lf y.au hear them being used h1~:!Jdeu
creasingly in discussions of tapcCl ,1i~thI
commercial production, don't b~ meml
surpriser], either. '11ruct

The developments ar.e new, ánm¡ .,,¡que
offer some exciting new possibíliti'e~l Witill
for agencymen. Here's how Howar:d. ~erci
S. Meighan, president of Videotape f1ther

Productions, summatized their ef~
1,
imd '

fects for s~ONSOR: i !1éCUI

"Out Edírnatíon system gteatl~ luto I
reduces the time needed fot a de-· nJye
císive man to make up his mind~,: ¡~lld
It's an invaluable tool for agency, ¡ollc
producers and admen who like ta·' :lila!

be able to think quickly, and act Qjt: ~mat
their thoughts .. Edímation will cut;[ ~ngt
down on the 'hidden expense' of I g11al

commercials-that is, the expens~i !ng !
of top-flight executives' time spent·1 leep
in supervising the assembly of t~t'~pe
final commercial." 1ilie1

Brave words Indecd-s-but, what1J ~dra
exactly, is Edimation and wh~ü doe!! 1 , ~

it do during the production oftaped 1, ;\~f
commercials? 1 td1c

H 's a once-cver-lí l ··1 tl ...: Qe\ll· ere s a once-over- rg 1t y on .1~,1 •

two electronic editing control de- 1 ·¡¡ea
vices, now in use at Videotape GeII- r(
ter, which make up the systems owi
(Note: the system is the subject of, ·or
a new agency mailing campaíg11.b~ ~º\
Videotape Center's-promotton clríef, .ac
Phil Nicolaides. J ·µin
~ Edicomp-Designed by engin- ',ma

eers at Videotape Center, Edieomp :om
. . 'U

is an accessorv to the basic Arnpe» I
• · euttI ID~

' ¡re¡
Croup W' production of "The Advocate." seen at leJt, utilized EdictWi.~ttíd
'drop in' substitute shot when mike. boom showed iFred Cumme i~·,t; iho
in elaborate Armstrong eomtnerciol tap.ed for "Danny Kaye S'li1'.aou

- - - - - - - - -- -- - - -- - - .1 º-

Edicomp decice can memorize complex editing
and switching instructions with no dij ficulty

SYNDICATION & SERVICES

NEW FLEXIBILITY FOR
TV TAPE PRODUCERS
Videotape Productions computerizes editing technique

COl\IPUTERsare creeping up behind
the creative agencyman, just as

computers have already been draft
ed in the service of media depart
ments and broadcast strategists. But
agency commercial producers need
have few fears that Hew techniques
iII the video tape field will make
creativity obsolescent, or that an
IB.M machine will eventually be
made vice president in charge of
commercial production at a major
agency,

Videotape Productions of New
York, one of the country's leading
independent producers of video
taped commercials and custom-pro
duced TV shows, is in the forefront
of this swing to computerization of
tape production. The over-all term
for Videotape Productions' system
is "Edímation," and its two chief
components are called "Editec" and
"Edícomp."

If you're IIOt familiar with these
coined words, don't be surprised.
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::tí:lm a efl:mple:tuerrta'qt
It'S' ~f;Jl:ª~ f\w'.e:'f:l~ll'i·f.s fa1 ·tb's
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:hil\Q;~b~tl;Íft :~1'.l!~tlt@ñdon:l:tt~t:tla'Q~~ib.~
4.B[; :Pum~;s~r:xn~.disi~N~lfl ·i~l

~ .•~fJ~~~f~~~¥,.~~,i\~,~:~.~~'~r!lik,l1tffi~--~ ~fff:f!¡,:ftJ!Jtll 'fJ.f ~f'Ji~Jt;l~.1fi.~:J"~IJ¡5.:€.r~
' 'Im'\~ ~~:l:iilill~\'1i¢f·J'.,~$!tJ';J~t~~tS:

. , . 'S'(fVml, An.ts: :t.l total of sa
(l'":a~.-, f' "'>• ••. '"'a1·1·"''t1<' ·v·. ,.;,.... lu·1vw:•.•·1'n ·1·'.t•"____,\::JJ,__,,~; - ·-:\1U. :,v,·, · _, cU---''ª ·.;;;:-V/li- - .1,1,UJ • _•.• , , -~·',d/.

~':F1Jms·of the ~S'Q'V'fu<i:tu.rJ:JS,, with ~1
sóud:t~\r,"tiStc.tli s:MH<m~ :KVIl - TV
A:ro11;¡•ilfo., s\g11i)1.g.fur· ~ ·tiJtül o:·f 267
AJtri'S ;n:Q~C, .. F'.I;rmingo ..T~fofilrn
Sal~shas s:ald td tr<lcHtJ:omcl: markets,
for the rerun S1:,¿¡7~i'Hí.tl.nsm'Í'e:s,px·hn
ádly s:m:.1tbe:rni:n::trkets , , N:B;C
ll1JcJ:1;1;;tti.ol1~l has sólcl ~Ya:,tchMt:.
~;\fízattlin ll foteign; markets and
.the new Marlfa. Perkins she>w, 1-·Vl'lf:l
K'ii:1igcfo:nJ,. irr s:ix 1GcaJes: ·abx0,ad.
Cot1r:ltr1es Jitrnge from S:.1'.ria .to .Aus
ttaliit .. , a F"f~Iha.):itl~ l11tet11.atiol1a.l"
whi:<::h sp~<:Jiali;zes in foreign di.stri:
buticu.1,1 \.,dJl handle o.'7erseas •selling;
of Lefs: S'i:hg Dot, :Pnpul'\r folk
ü:rrtsic series seen Ol"l C¡;¡,oad~(sCTV,
M:CA Sal~$:l1~:s'S~óred ~ rliajor-·

'Ibe ·Gceoetal. TJ:r.e:élealet· gr<iup fo
L'O.fi AíJg,e(~s f.$ 09t; ;qrlly brlñgt
iu·g fb'e sl'ttdicllifd .r:e:runs .or "TIIé
~b;adQWu ba·C:k to, :radln:,, buf: plans
eitU ;,tirlng 'IJ'fu fb~ ~a~J~e':l'Inr!!:
shrl tf (Jerupíe:IJ itt t'b~elrey1J'ay nl
m~hvo'.fk. '.fad'i:a :lh:aroa: Sund'al':S a.t
~=~Q ;p,;Jii. :LIJ~3l <fqtier wiíi, be
Ka;r Rad'i'o:., ;m:nf :the strh~swilt bi!
b;n!;k&:to:p:ge'd wi:tb: an '.infe,"llsi:\:e
¢~n ${Q ro l!:i; ~;d,'.V.ét,Í~Jng-1pto)Iloliu.Q
1tarn,P~ig'1% $:e:en ab:ovíl · :at :&Hl

ntztrkut .;;·r~nct:'Y~'alon At-'D(ftllU.l ···from
\\lSJ¡~TV Athnita, and. bnS! signt}d
S:hHion clc;:ds: for I.,,..ea.tJe it lo Bease»
.rerJü.i$ iu eight ii'Jxci.ls;s • •. C:HS' Film.s
hnS: sold :ifs fj:r:s;t-rQn, eolo:r~pr.adt:ttmtl
AH1e1··iii.mJ ¡¡,C'!f'ÍG!l 't<J: statíuns in Jive
a:clditl'unal 111ai:kets~bd.ngi.mg tthe· ta
t:nl t0, over 36. 'E.a.:rlier s::ales \Mete
'~Vl'ingh<?.~tid.ecl'by ·t\*ü, rn.;.I$t)r t.ctgion ..•
~II~,t~11.Il-m~1rk¢t.sptea.d for.Amüti
oan Unme Prod.uats and a, 20-mar
'ket sr1read for .{DalitéirnfaQj] Com·
puny . ; , Tri.angle P.raig.rum Sales,
s:yüdíc•rtío:o ;arm of the statí.Qn
gt<>u.r11 i~ u0x\I' ma,r:kefrng .eO-mincrte
and ;!;)Q.•minrnte. versions a£ 2flth An-
11vtr1.:l F:iii'LLrrnl:elpbict lnquü:er Ti.ack.
G€i11rné&7. ·~Mith.sales. :s:e0red tn.ítfal~y ifí
New Y.ox:k [YVJ?T.~) ·and Ln$ An
'·~~lEl'$( :wrLA y.

e ·:'e.::~-:';.;.,.~<· q; :·:-~r~.';~;::?

reviewing 1uercban_disiug plans.
are;. Manj)in~, l. tQ r.) Jack .Mar•
shall, asslsfurÜ ad•vetfising 1m1na
g,er o'f ;G;ene'ral.Tire¡ M:a.rtin s,
rE:ti'esJer, v ·P'- al)JI ,geúer'al '1Uao·
'age.I' óF lflI:Ji; .(séfit~ll, l. il:J r.)
Bob E'i;ettynraff, nrero.b.er o.f Gen

~isiug Cornrulttee;
·G.eo't!'.r.ai 1'1r.e Stores

:fin: .tb:e ilealer
.g:rdup i$ D''A~c:Y,. ~lie ;Slf.oWis d'js.
tribu(ed h,y Charles ~füibíaelso.u.
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Why it pays
to advertise your station
in a broadcast book

tirnebuyer is king.
Reaching the timebuyer, and

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

Buy broadcast books to give
your national campaign impact
where it will do the most good
... at least cost.
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BECAUSE THE TIMEBUYER IS KING ºI '~ cl~
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SPONSOR

There's nobody better quali
fied to advise you how and
where to invest your national
advertising dollars than your
own national representative.
He'll tell you that the time

buying system really works.
Which means that at any of the
top 50 (or top 100) advertising
agencies placing national spot
business the recognized time
buyer, backed up by his super
visors, decideswhich stations get
the nod. Sure, there are excep
tions to the rule. Of course there
are some account executives and
ad managers that exert a heavy
influence. But, by and large, the
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:Jtobett :C. na111 .ir:.,, n:1edüa .dírn~t:o:rj
(;;'aJiB;fU:•· · ,a1itl li.~t\!~,,.R;i~h-

·m:¡¡¡;n;d~.V·¡¡r.,, wi:U. bead e:rüarge.d mar-
hc"i··rr!J¡ • ,i T.. ~<·v~ja, .•:¡:¡ m;;tg. . .>¥.o.

· wíll Mrs •. :S,ftato·n
a:s:slsttaú1'.. a'.odMrs~

a,~s,~í~t"anf..
.as· mecUa di-

¡;~~t~:tJ;i¡1 l.l!Jl'lf¡írd: e~S~hram·gt,,.Ja\" o.f
Halt:imnr.e:.

A itió A. :Uenn£tl:ein. wi1h
111 ~~~;~~tl-~Arlvmti;i\lil .··~O'.:a:CGOµt?t e;z

Qds,wol~FE:sb]~ro:an, ~b:Jc:ag;o·.
A1hm. G. Bishopl; ·formerly o:f Erwí:n,

'.Jt·utl'i:rat:d'f ~ .~yath
five for.

•gg, A. .E,, SJaley

'Willi~Pt:Sfeg,:e:l 't;o tuail:á;ge.r of ·~pedal
. JJlifr'ket'tn:g '1'.~¡:i'i!rtment tíf
RI

, Whh
to. r.adio4v

Bernl~a.~Ji,
~~!lr'gt ;t• .S:ha··'7ét!! Jr~, ,a.nd Lennard

B:1um·e;n~~·b,ju:{;!'1.Jr.~¡w ví~e.'R.te.:Siife:í'ít.S
Dan.~r- 'Fí'tz.g;éra1tl-~a

f'lfQJll 1J:t:ty1 .•.

r~ teilevish:nr
~¡;j'~;p;i¡~,L~i~.

Ptmth; :Ot'ee:n tl.'~11\fi~Iª-~~~¡f.u:l:t;e:~e~~
U¥~.. . ...... W'e'S't¡. ·w1e'í~ ~. ;Ita;kt~;¡, !ltew:
llfo:l'.K··ll~~~¡:l'.~gl~tt~J· f<ll'rmed 'b;.)f m!.ei;:;ge:r
ss ¡:¡ p,¡,__ t, ••. :t'" .m :.... ,..•..¡;1 ut¡·]~'.....· »<: ~.~r ,,Wli'l;,l,li~ba:tle!3'ie.• ~~~ 'ªt;tu .!Y,•..JJ'lmti!:n. ~

::Bnlm'e:l.l~·~~~~~'ª$'~l1i'dt V•P1•1
1 ~ial~m .....~· ...:~~fit¡t'Jl~lí,,~tíl
j .i~ i:&i £\;~rl.f;tüar:té!rerl fax

ª'&1~1tl~~~:f'\sN'.ewY:~rk:~;~.

T'IM.E,/ b.uy·ittg & s~Hing
í'fi(Jn:~r:dl •.~ta.$enj(?'.it;fS 'Blaír Radio

l};s ;ac~~1rn:t~~:acutivé, in SJ. L.o.uis:.
J:;brmer'~ ~l:a:scnWas with K-~ttzin Chi.

Í©1.'. 111'.i yca;s, i?r:iar ta tb~atM
\9'<IS: medfa sup.er·v1is.ór whh M rHe1
B.r.e·win~C'df:i;l~ao.y i',IJ M:Uwu:ukec.

Jim E~anas.~ farmedy· with A.B.C
"1" I ' ¡, (-• ·1 'h b ··a·.1c·eLev1sxooqa .es, . aS' e'e!i apJp-p.111tili!
.(fc:;~oy_n:re:~~ct1,tív~ :hr the 1"5f ew York
fole.vísio:n divl'süm &Ie¢ket Co,

:J()hn C:.ü~itéfti ba.s been; named n
TV salesman 1n New Ymk :for Avei;Y
Rnodeh Fotm.edy he was with Avery~
KrrodeVsatimintstratíve :offices.

~hªun~F"'NhJtphy i;S n.o~ midwest
ma.nage-r .p.f Mort Bassett & Ca. bead
.qu,al'ters l'n Chi~ago. Pr'io:r io. jo:.iiliflg
Mort l3a.sset:t 'h.e was s:ales: man:a:ge.r o.f
KTVl St. Louis arrd midwest manager
of Obla.ud.~&<!>becktepres.!!ntatives, ·

Alfred L. B.on.omolo elect·ed lo posl.
fron.. of v.p. in: ~barge ol Caniditi.:il
sales for· Wee;d ~ Cm:n:pa:uy, Bonow,..
olo.~.who Jofo.e.d w:eed in.19ó3, wa.s.
pI'ev;ró:iJ;sly accottnt. e~e·~1.itw~ tM'
firm's. Canadian sales di:Visidll.

Cltff.ord: ·:E~ .BQJg?r-0 bas. joined
CamplJ:e:U-M:tthm•r;,:Chicago, :as á:sso€.'i
ate medfü. dI:recter. He Was formerl;y
n·i:e;di:a.t1ir~~tót at Gump.tan, Obicagci.

lt:wfo B. Si.egel to CBS .R.adi.u net
w0~rk ~~l~.s·staff :i:nChicago, 'For th¢
last .two years Siegel has heen a sales-
rn•an WI{BM<r'V i.n Cbi:cag;ó.

TV MEDIA
'F{f;r~, Plrilip M«;>t:ris.ex~.rds.e tlp.thms:
As .ex:p;ecte:d,.the pa'it which l:ta~ispon~

NFL g.am~son CBS~'IV las:(s:ea
SQtt pr.oked up thefr .qptlor:is for fo:i:s

.s.e:as::ó:o.':s,9.3 :games! vfa l.
TbQ"ml"so.n 'tin.q 13:ui:n~lt r.e~pe¢~
C'On·trac:t fs, for two year:s .. Ford

á Q.eáJ, with A,B'C-TV tfie
fü¡,e other ~ame.s which CBS

ct~~liuecl 11eé~J)!íe iJ í!i:Q'.Q,'t want tp
interru;pt: itS! Fl'irl~y· tr!,glrt. schedule,
ts:~e SPO.NSOR.,SCOPE, Peh.
p:nge l6)..

CB-S•~~Os: t11Jc(>.ming
011ee Upo;ni ti 1.VJ,1'1f.fl'e.
Wa¥ muska:I 'G.O.:
(;;:Úfi:t í3\1.rtt~tt 'b:l 'Ía'.rQ~¡wm d!.Oo.é
í·n a g,o-mlnut'e. IV v.e:r¡$'i.On'On CH$:.::i;v
füue 3 .-p . .m,]. T~.p.ed l·n N~w
Yor:k :i:n.. 1e:a:rJ§r· !\1
wfll 'he s:p:o:n.s:breclby

.A;f:f(J'$~ #«t,e: 1J;i:1!ls-;· ~lovis,.
N..M ., bec~m'ei a:n awn1ed and t)pera't-ed
S!á.telrn.:e CHS KFOA
TV Arn.a:tmu;, ·re:.x., Fe:b, 2.Jt

i The CQFnbillatlcm that reaJly· pufl3:

MAINE wnh

LOBSTERADIO

LOBSTERADIO
7.79Wjmeri Ave.
.P.oW.and.M.ame

REP: National': StoneReps. Inc. -NY. C.
Bqsfon: Bill Greed Associates

W. . . ,.N.\.···o··, ':u·· , ·T· ·'V"..:'.
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THE"MAVE
MARK

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

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

WHAT A MARKET,
AND SUNNY SELLS TT!

WSUN
TELEVISION - RADIO

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

S. E. R~p: JAMES S. AYERS
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Donnellon

Owen S. Comora and Kenneth P.
Donnellon joined the NBC Press De
partment as coordinators, national
press, two newly-created positions.
They will plan and execute special
publicity campaigns and maintain an
active liaison with the national press,
production units, and advertising agen
cies. Comora was with Young & Rubi
cam for ten years, most recently as
assistant director of the prgoram pro
motion department. Donnellon was
most recently an account executive
with Rogers & Gowan, assigned to du
Pont and the WBC-TV program "Du
Pont Show of the Week."

Dick Appleton to KHJ-TV Los An
geles as account executive, succeeding
Art Doty. He has been advertising
manager of the 11 Western states for
Household Finance Corp. of L.A.

Ed Hirsch to the operations depart
ment and Mike Bohanan to the film
department of KHJ-TV Los Angeles.

Glen H. Halbe to general manager
of KRGI Grand Island, replacing Vern
Stedry who moves to vice president
and general manager of KHUB Fre
mont, Neb. Halbe was former man
ager of KCRB Chanute, Kan.

Robert C. Wiegand, general man
ager of WTVN-TV Columbus, ap
pointed to a 20-man citizens commit
tee for community improvement by
Mayor Sensenbrenner.

Jim Munro to public relations direc
tor of KYW-TV Cleveland, from
Group W's headquarters staff in New
York.

Robert R. Mills, former regional
sales manager of WK.KO Cocoa, Fla.,
to the local sales staff of WFTV
Orlando.

Dave Martin to national sales coor
dinator at KPIX San Francisco. He's
most recently been an agent dealing
in supermarkets and other retail out
lets, specializing in TV and radio.

.John F. Rox, Jr., managing director
of the Balaban stations, St. Louis, has
been named a member of the board
of trustees of the educational founda
tion of American Women in Radio
and Television.

William R. Brazzi) to general man
ager of WTVJ, replacing Lee Ruwitch
who has resigned the post after 15
years. Brazzi) remains an officer of

Wom.etco Enterprises Inc. while assum
ing the position of .general manag~r.
When the board meets in April it wffl
vote on electing Brazzi] to the post of
vice president in charge of WTVJ and
of sales, broadcast division, Wometco
Enterprises.

mer
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Sea

Kenneth L. Hatch, general sales
manager of KSL-TV Salt Lake City,
named general sales manager for
KIRO-TV Seattle. He's been with the
Salt Lake City operation since 1953,
advancing from junior account ex
ecutive to general sales manager.
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Gus Parmer named to represent
WTEV New Bedford In the Rhode
lsland area. He most recently served
at WCOP Boston and prior to that was
sales manager for WICE and WHIM
in Providence.

RADIO MEDIA
New CBS affiliate: KBMR Bismarck,
N. D. joins the radio network March
I. It's currently independent.

'I malLos Esqulvadorese Or, as they are 1

otherwise known, The Dodgers, Will
be heard for the seventh consecutive

. L A 1· s . . h -t· 'COUseason via os nge es •pams s a- •·
tion KWKW. Agreement. was reached Ii ¡hi
with the Club's radio sponsors Union 1Oil, Chevrolet Dealers, and Security

1First National Bank. ·ge
".~os
adr

,tiOJScholarships set up: The Broadcasting,
Executives' Club of New England will
award two $500 cash grants to gradu
ate students attending accredited New
England colleges. Recipients must be
New Englanders engaged in a com
munications course. One scholarship
will be given in the name of Harold
E. Fellows and the second will be
named in honor of Nona Kirby, re
cently deceased founder of the. BEC.
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Station an educational grant: WJR De
troit donated a campus radio station to
Northwood Institute of Midland, Ua
Mich., to provide facilities for the far-
ther development of the advertising
curriculum in the broadcast area. WJR I co
will provide complete broadcast facili-
ties, includingtrans.mitter, ..microphones, ·¡: .L
control console, tape recorders, record I A1

turntables, and loud speakers. I Y1

Edwin R.
(Dick) Peterson
has be en ap
pointed t o t h e
WWI Detroit
sales staff .

He was a com
mercial manager
for the Illinois
B e I I Telephone
Company f ro m
1953 to 1956. He
then entered the
broadcast field, becoming an account
executive for Keystone Broadcasting
Co. While there, he acquired many
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ranging from assistant manager of re
search. CBS Radio Spot Sales, to sup
ervisor of the ratings section at NBC
TV and eventually administrator of
TV network sales research at NBC.

Joseph Ceslik has joined the pro
motion staff of United Artists Televi
sion. Inc. where he will function in a
research capacity. He will report to
Mel Bernstein. director of advertising
and promotion. Ceslik moved over
from TV Stations, Inc. where he spent
two years in program and rating an
alysis, and station liaison work.

Sparger & McCabe, new broadcast
management firm. has been launched
by Rex Sparger and Gene McCabe,
partners in the new venture. Sparger
was for almost two years, chief of in
vestigations for the House Subcommit
tee on Investigations, of which Rep.
Oren Harris (D. Ark.) is chairman. He
played a major role in the Committee's
recent inquiry into radio and television
ratings. on which he spent 18 months
in intensive nation-wide investigation.
Snarzer also figured prominently in the
Committee's payola inquiry. He re
signed his Committee post last May,
subsequently joining Sindlinger & Co.
as West Coast general manager. Mc
Cabe was vice nresident and general
manager of Bill Burrud Enterprises.

Chris Economaki, one of the world's

leading authorities on auto racing, has
been signed by the Triangle Stations 'ªS
guest commentator for a number of
radio and television programs in this
field being produced and syndicated
in 1964 by the station group.

Dwight L. Case has been named
executive vice president and managing
director of Morton J. Wagner Com
panies, Inc., Hollywood. The Wagner
companies create, produce and sell au
dio services for broadcasters. Case,
general manager of the company since
October, 1963, will co-ordinate and
supervise M usiCreations, Inc., Dallas;
Stars International Producers and
Richard H. Ullman Associates, Inc.,
selling company. He formerly was gen
eral manager of KSDO San Diego and
KBUZ Phoenix and has been a West
Coast broadcast executive for the past
14 years.

Broadcast Music, Inc., has elected
eight new vice presidents, announced
by Robert J. Burton, BMI president.
Although this action constituted a ma
jor reorganization of the company's
corporate structure, Burton pointed
out that the new officers "are all vet
eran executives of BM!, averaging fif
teen years of service with the com
pany." The newly elected vice presi
dents are Justin Bradshaw, vice presi
dent, broadcaster relations; George
Gabriel, vice president, non-broadcast

GO
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licensing; Ro.bed J ..Higgins, vice precS'I
dent, ~en,etal servi.ce&~aod sectetae~1
Richard L..Kirk, vice president, Cali~
forrria; Edward .J. Molinelli, vice presi'.~11
dent·, finance, p.nd .tt¢ásUl'\'!ri France~~
Preston, vice. president, Nashvílle; Rus
s.en Sanjek, vice president., p¡.1b!ic rl'l.lP1r4·11
tions; and Theodora Za.Vin, vice pres'ibi
dent, publisher administration. Robert
B. Sour, vice president in charg!! ~t
writer relations, continues as vice presi~ .,,
Ident, writer administration.

Robert S. Jones, director of advertís
ing and publicity for lee Capades Inc ..,1
a division of Metromedia Inc., an~'
nourrced appointment of Ed Aaronoft II

as manager of the publicity depar.t~ i••
ment. Aaronoff has resigned from,
MCA TV, where he was director of
advertising and publícity.

Ralph Nelson and Fred Engel hav:~
announced formation of Nelson•Bng@i)1
Productions, to engage in the makin~
of feature motion pictures, and alsQ
"to function in the television field."

Robert .J. Weismann, general man
ager of Ampex Corporation's video ·P.Ii'.d
instrumentation division, has been
elected a vice president, announced. b¥·
William E. Roberts, Ampex presiden~
and chief executive officer. Weismann
joined Ampex in 1950 as an electroni~
technician and advanced to the pos[:.,,
tion of electronic engineeer in 19:)£;,
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Betwee_n 1957 and 19581 tJ1ree- ,government, S"t'.udj£e$ of¡ .net
work c:oncentrati.on iñ bro·ádcast co:ntr·oi :re.c,otnm.:enaed~.ut'b:aek
in :FCC·'s :Pertnis.si ve 5 VHF and. 2 UHF st.at.ions per o'wr:i.e:r.The
Céller House. Judiciary Ant.i trust SubQ'.OIImriitt,.eesaid' ~'f'teir
s·tormy hearings cm 'TV networking, thqi;t FCC pa~ 'better lorok
into anti trust aspect.s of concentrated owne:r·st1i~.

The Senate Commerce Co·ntntíttee., after simil.árly lengthy
hearings, said tbat while nets clearly should. b.e allow-ed to
own "some stations, t·hey may have exeeeded thei.r l~git ..i:mate
nee as in this regard. "

¡'h,e FCC' s own net.work stµ,dy, the s.o.-.aalled Sar.row
r-epor-t , put the words int.o hard nlllllbers.

'.l'he 1957 report, reco.mmend_~.dcutbá.ék to 3 VHF sit.at.io:n:s
per owner, át least in the t.op 25.,mar.keit.s.•. Further, i.t
reconunended that if T.V ne t s went aft:.e-r full :quo,ta of f iv.e
VHF í s by pJ.cking up two in 1ower-rank market.s., the FCC
should consider this an ".overrid.ing'' :f'act..o:r Jn any co,!If-.
parra.t í.ve heading. The net woul;Q..l.ose almQst aut.o:mat:tcal1y,~
on grounds of local. ownership and div'ersity-· -'.Lrole~sit .c.QU.ld,
prove the buy essentiaJ to its f inauaial welfare.

This would 1.,eave the door __ajar fo.r ABC if..;\Sl pic;it up
additional strength in markets below th.e top ~f\i.

Now, seven years Lat er , FCC1s .Chairman E. Wil1ia111
Henry says .s.omething _must be done É1h.ouf..mult.:i.pl_eowne·r:s:hi.p
and C_omnr.C~x: agrees.

The instant ease, in wn.ich l'aft Broadcasting ac.gui:res.
2 VRF's and one UHF for $.26 • .8 millio.n, has saving f'aet;ors ..•
Henry points out thá:t Taft's fu)..l g,uota.::t.now .aóhÍ:veA., is
s.cat t.efed geographically, and does not ad.ct un to ..an anti-

• . . . • . Q

co,mpeti tive bite out of total. °b'Foardcast revenue·~s.ar- .f.o·tal ·O.f.
homes re.ached. (.Rest of the sale invoJ ..ved :Midwest TV, Inc·. él
pay·ing $10 million .for San Pi.e.ge out Le-ts , .and, Time-Lif•e UHF
buy for $1.5 million, in Bake·rsf;i.elct, Dal.if.)

All three .netwo.rks o.wnVHF' =s in fl. vé of th.e. t.'O:P ill8iir'~ets.

The Barrow rep ..ort suggested th.at a !!rª~l/'Sona;ble"'per"iod
of 3 years woulél suffice fo:r Q..ivest.itu:re.

No doubt FCCí s present tnénl!b_e:rsnip..wotuld. tJrin~ long M'P..
hard lbefo:.re taking such a drasti.c $te;p.:

B.ut Henry :i.naicQttes firmly that gr~pt o;f ·;t,he$':r.a,.ns,'.:'"
contii:ient sale without a _hearil'lg d.oes not nu~anthat. multi.pl;e,
ownership poliay will net, be. t.l,g_hterH~.Q.in t.lile t'ut.ure,.• Staf'f'
is working on reGomm.end.at.iens·.A tpr,opo·s: :rne B·ar'row re]D.p,:r•t,
and tne present J!'CChave hotb urged ~.b.ao,g.e·,9f st;qitute to
p~rmit Jti'CG t_o a~rn:siO.eraO.d.:iti on.al ~ppl i qa~t·s WA~~ .¡¡r,st.atio,n
tr:ansfer $.eem:s91;1"- tlae O.o·wn!lill s,iae fiJf pu'!i>lJ'..,cinter¡est •.
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te.gfui:1a:J poHtkal figw:es1 for both: \YGX Radio and
.•.•..,.n""' Tele\·rsion. (As well as KDAL Radio and
T~le~·i~Im.1,Dúluth." ~Iü111.)An.other important plus

fon:~\;'GSaudierrc~s and advertisers.
and . . . one: more :example of ,,·hrj
fo radio and tele,·i~·inn. . .
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This kid is completely disgusted with \VGAR
because our Betty Ott talked most of his gang
into going back to school. Betty's program was
called "Second Chance for Dropouts" and it
worked so well that WGAR GOOD SOUND

Board of Education. From the DetJarrment
of Health, Education andW.elfare. Fro,mCo·n"•'
gressman Frances P.. Bolton. Frnm pare1Jts~
From listeners all over Cleveland and rtóttht,

eastern Ohio •.W{.;AR i.s,:th~RADIO

rreceived citations and letters
of commendation by the
gross. From Cleveland City
Council and the Cleveland

50,000 WATTS

tJlace to ge.t real a.ot:to·n.--·
whether you're sellirt.gid.¢1as
ar products •.We :d.nrt".thav.e
a dropout ín our audf·eu.!:'le,.

PEOPLES BROADCASTING CORPORATION • CLEVELAND, OH.IQ • REPRESENTED BY BLAIR R.Aolo


