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flame arrester • petroehemi.eal ••pol1mer

WATER HAMMER• ISOPARAFFINlC • DECANTATION 11,u

pipeline • tetra-ethyl lead • carbonyl • ca.f crac'.kbtg

catalyst • reactor •+diluent • slurry • recycle
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Tidewater Oil Company

Whatever your business language,
WGAL-TV translates it into sales
Channel 8 speaks the language of the 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.

WIAl:T
Channel a
Lancaster, Pa.
STEINMAN STATION • Clair MtCollough, Pres.

Representative: The. MEEKER Company, Inc.
New York / Chicago / Los Angeles / San Francisco
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N~w RA.I t.t1.1r;0unaf1et
ttH~,as••res :&":a~ &i·1·1••11.·•.~.· ""'~. . . r: ~• LS

N'.ew ~nik - Elosely foU~in;g:'th~
x~le.ll's~..1~f.irs·to~-~<lSJP'ól tiid'ie> .a.aver..
tiser billin,gs.'tor .f}'J~J,. ;reaQ hª's. p•\í.t
o¡J:ita s~~ontl an~l~·sisóf radio hilffüg..
'Ib'i~·;¡s p:ag; ·~r.~B11:s ·ov.tfr..ªll e~lot!t

to; o.wake J.'.!a:clio;a..me.asur.e'd me.díum.
~w:Q;l'ITI§Q'.~le~akile~.~'tiº1a:Yth.ª't t~

new ser.vice. is c1aUedBnsirress B:artlfm.,
~~i:1il.ttdme1ª~;µr:~stb:e1amo4l:11 ó£ ta·¡¡fü1
national ~p·otIrillirrg :i11selec'ted markets
ea~b; mO'ntlt .this. ye'.á:r ¥ens.U:sl'lie saine
month la~t,Y1ear.

BJ.isines:S Bátóm~tet· i's av.ailáb:le only
to: c~~p·~ra.tin;s:statioli te~s an~.is; not
~e~~!~dly rel~~sed. i\11 .is•..R.ü rep
toe~b~rS1 ;~.o~peráted. ~ l:s .now
in¥ititt1t 1l'9'~~ ·reps l'·ó ~arti~i:Pªtei

•l B:us'ib.ess Barnmeter w.as .re;.
l~~s.~~. 11rtrtS;da¡y1...•~~~! ...•·~.·~··. iatili
sh()wed d<llJar fa>ta~s...•:in the·. ft)J? ~·o
lrtáí~ets. ~lusi ~11 •atl1er markets l'n

·~Q}t.eratin~.~~.P.S:··ªf.~··i.n:valv~.d:
b:.market wrirmat:io:n was no:t

rel~as.e.ii to th~ ]?r~S'S!.it wasj ut0d~r~
stood..·tlm't·•H?r1srto.n showed.th~.1~re~t
e.sl .gain .of all meas.ured matke'ts o:m
th'iiffe' fJ.rst sxttdy,

Storer ·1.ia:y·s with Hi:el1en
A·ff.e:r ~'F1o·ce-Me1n·:d·ing1'~

~~mi •.- •·St9.f~l'.Bt:oa~~~s~mg·.h'~
añno.iln~.e.cl ;ÍI w'íll. sta:l'' with. :Niels.en,
wh:í~Jl. ·~oID.P.@nr1a§t. m~ntb; s.a¡i~.. it.
would. :eme.el ft>~.}ts..:fiye TV ..•~tatigns
he.~a:u:Se of oalhletter identification
r~G'lmíq.t,ll:!· .9'"Qrten'tly use~..ill Niels1en
dJ:a.cy... .. .. ..

.Bas.is ot fel'í:¢e~tne.ntli:ngwas woikecl
out at lll~etin:gl>et~~e:n;Storer: :atftl
'Niels.en officials: at c.fúcago •lilld. '1'!'ew
~o.r~~ wi:tll ..si~rer. sta:tW:,g it w~·nJld
wait ro s:ee what ..dia:vy..rec.ooorrr~n:Q..a
tiorts co:me :otJ.:J .of tb:e BrnMcá'St .&.at..
fn;g Cgotr~il. > , . ....
In .lin.e wJtb: thist1Nielsen wili re

!\'eªtgh m:a.ttet· und~tdlr.e~.ti"n.of c:otn:~
met.tee :repre,s,enífü~\ lY•ati~n~l ,t\ssm.
(lf .llrnadcáste~ ..:and j\~verl.ismg lle
s.ecar¢h. f~µ;ngl:atI~n,which will ;ttteñ
make .recommen~:atioas~..if :neces.~~fY''
to ~at~~· dctortG•il füt ,'fnt:the:t .ac:tion.

~~ia .St(il1:er··TV•.v, tr, 1lil} Mc!~h,.eJ!¡?;:
1f1'.n1sev.rdence of good :fiaith .on their;
(Niel~en'S}. l)>an satisfles' lls:i an~. we:
~re 'quit~·willing t~'leaye oo~tter.~·
hand'.si :or' '~ati:ng, éloun.cil and N:~B:
~E!ílíel!í~A··.a~mmitt~e witp ~~J:f'fü\l.enºe
.that pr.cí~lem :Will 'be. SJatisfactorlly·.re-
1so·í~ed1al"Qnrg ·wifü. ctthersi iJll.ey'i::e ·wo.d~
i'n:g ~q ~ts~·e.•~~. ;·

'.!\\'e· lirave; n.o d:esite waatso:eve.i: to
ªt ~í!oss.-'~ri;~~s~lí~ffü, ~.ithe't:

füe twa illdllstry ,committees, Mieh
a:els.: ~Qn~l'ttdéd. ···



Pastore: revoke licenses if liquor is advertis~d
Magnuson cosponsors penalty aimed .at· st.ationm!:u:1 trod ódYa·rtis.(U!$

Washington-WQXR's liquor ad- sound out all aspects at bearings whit:b
vertising deal has fired Sen. Pastore, he promises will be held soon. The.
Chairman of the Commerce Com- communications subeommíttce chair
munications Subcommittee, to block man says advertising in print and on
all advertising of hard liquor over the the air are two entirely .different
air, and penalize both broadcaster 'things, as far as impaet on the yQJ.Jhg·
and distiller who attempt it. A bill co- is concerned. Kids and teenagers
sponsored by Pastore and Sen. War- ''have no protection" against hearing
ren Magnuson, Commerce Commit- ads . extolling hard liquor as a "'fit
tee Chairman, will make it statutory product for purchase· by their parents."
violation, with possible license re- The Senator is on his second heu;
voke, for radio or TV station to ex- with broadcast-distiller situation, af
hibit hard liquor advertising. Dis- ter giving both industries a chance
tillers will risk revoke of permit under to use· voluntary control in 1961.
the Federal Alcohol Administration WQXR's .recent $7Q,OOOwhisky ad
Act. Penalties are fines from $100 to vertising deal, plus NAB President,
$1,000, and/or sentences of six Leroy Collins' apparently vain ,plea to
months to a year for offenders. get the station to reconsider, plus

Some foresee a test case in court, rumors of distiller pressure, have de·
if enough whisky distillers should de- cided Pastore. to put the Gcvernment
cide to break with the code of abstin- into the picture. "It. appears tO me
ence from broadcast advertising, and that there is a serious determinatlnn
get broadcasters to join. Pastore will to break down this.·self-itnp.osedpoli~y

of the broadcasting industry and the'
Distillers Spirits Institute, of refusing
to advertise hard liquor on radio and
television."

If Pastore makes good his legisla
tive strike against liquor adve_rtising,
the echo will surely sound down the
cigarette advertising alley-where the
same argument is raised against vul
nearability of youngsters to ads.

Wade to retain large slice
of Miles pie, Kennedy says
O. G. (Red) Kennedy, president of

Miles Products Div., which handles
all consumer products of Miles Lab
oratories, announced that contrary to
printed reports, Wade Advertising will
retain a large percentage of Miles
billing.

According to Kennedy, the re
ported agency shift affects only the
Alka-Seltzer account-total billing,
$12 million. Wade, it is reported, wHI
retain $10 million worth of Miles
billing.

According to Kennedy, no agency
has been talked to yet for the Alka
Seltzer account. He said Miles will
not ask for speculative presentations,
and will consider all "logical" agencies.
These agencies need not be located in
Chicago, he said. .

At the present time the Miles bud
get is 90 percent air advertising (al
most exclusively TV), 1O percent
print.

It is reported that a decision on
the selection of a new agency will be
largely in Mr. Kennedy's hands.

SAG warns members
on Fa ir films

New York--Screen Actors Guild
Branch here has issued warning to
members planning to perform in mo
tion pictures intended for exhibition
at the coming N. Y. World's Fair.
Guild points out rule prohibits mem
bers from working for any producers
not under contract with SAG.

Rules to ban double billing
Washington - .FCC is tired of

warning broadcasters against dot1,ble
billing, and has decided to set rules
against the practice. The proposed
rules would cover not only cases in
which a broadcaster fleeces a manu
facturer through use of double bills
at local advertiser level - it would
also cover eases of coop advertising
where the manufacturer, local dealer
and licensee are all in on the deal.

Broadcasters who use double billing
give loeal advertisers two bills, one for
actual agreed price of the time sold,
and a larger bill for the advertiser to
hand the manufacturer. Where the
conspiracy is. a three-way and knnwl
edgable one, the manufacturer is
liable under the Robinson-Patman
AC:twhich forbids discriminatory dis
counts, rebates er advertising á.1lPW
anees given: to certain dealers but not
offered equally to all

When FCC uncovers a double hill
ing ca-se by a broadcaster, it will tip
the. Federal Trade Commission to pqs~
sible violation by the manufacturer.
FCC warns that double billing can en
danger a license. Comment on. pro
posed rulings are due by May 4,
replies by May 19.

w·11.·.· ·a·t"s J,n.d:eoe:nf~, .. ,.. ,.- ·. - ,._,_,,,"_.,. __ , _, _,.,.,_,._. •.. __ ._,_ ....
l.1ere·nse: R'e·v:af(ed:

'Wasliiqg~nn--:J'ne ·St1tl's~tt:v.~:~~~!\!~-
ptogram censor.ship has ~am~~·ag<ffi'l,
wítli ~t.F~dtn•<J,lj.u~ge p~n.d.h~;g.m.
~here FCC has,..'tot i:ts cretlíl, .s:~lflt¡
fe~fred tQ tread .. The cas.e Js 'faat QI
de~ay Charlie \}'atker''~,~~i
prQ.g],'aJn5,.~and the- FG.G1s r.eA
.r'enew.WDKD~s.I~.eeí;i:se~nt~e·~~n~'llt~
th·~t)he ..,:owner '1d.eceive.d'i.tlie c:111~~

11m1ssm.'l'í..:1n :ref:us:;¡¿I.l~ ~~·~fJ tJ'il.tt .b~
knew about the do:uhie .entendr.es.'Th.~¡
FCC c,ªrefolly reqaJJ)ed fr~m .t1á,.g{fl:!' ,,
the. revoke dir.~etl~· on ·~'h~~.f'ei1a1t~.1¡

''vuJgar, :.sc1,1gges.t.ive,"et~. ma;.tetrnl.. 1

A·pánel. ~f ~ln;:e:ejqdge
eral ·CircJ.Jtt·CPU:·rthére:
HCCts r¢'\f!Q'.ke-onthe ~i.lll!!:i:i~S'~r,Ill~
trustworthiness of 'the Jfo.en:see.

:But ·oneoJthe~.Jtu~ti~eWHJ;ju:f 1'~
Millei:, sa,id h~ c~ished the: FCC ~g
.revo.ked. .the .K~ngsttee':.$...c..1iC"én~'
.Glea.rly·onthe Oél.;Si'S:Qf w~r~ef~s,:.\.});~;~,~~
easts, Said Judge Miller~ if'ít is eens.arL
snip f'.p. d~!íYrel:l.'~!\l i.lln tüe
indecent or .:pr,ofane Jta:n1gu:a:ge
el'.lmin.ally¥iolá:CéS' th'!!i';~t~tl.íté'1":t~~Jft:1
think eeirsorslri,IJto, thait 'e~fe~t;is .m.m
ónly permissa'b'Je,hut .reqi:ík.e.dfn.1 l'..h.e0

p1:1bli¡;;intereS't.H
1ibe American .CivíILihet'tles U'ní~.N

doe.s.•nor <)gtee,hCLlJ"s ~l.'i.~f:~nt:¢¥~41
.as f'rierrd o:f ;the C:Q.urt,said 'that tbD
FCC n:all no~t ueqt.d.ea-.. .a.na. Jlt~r~J.ti.~f
has anyo11e.~ls~~~rn,.ctly wha't . ·e~- "
stitutes standards f'o.r indecent .t:lr o:fif;,
color jóke§, WD.KD w1a.yta~e tn(;l ·c!f!~~
'into hi.gber i.ittgª'tion. For hís· pa:rti
deejªy Walker 'i§' fígntin~ 'ª.c~Iiv.í:ct'i~n
cm obsGenity thªt gaMe:him. 1a:..·.su$.~
pended sentenee .fo.r Vio'la:lion•of tlit.~
statute.

'Aa..pr '6·3 o:pe:rcatlng e.arning:s
qff ..$3~4.million,; in,G:omereco11d '·
N~w Y.Of~·-.Ari:ie1rie:ana~r:o:ac1.c.a.s.t7

ing-Paramount Theatres Ü'l\;ome..s~~
r~cord, in, '63, ~ut op~t~ting e:arnfn¡gs
dipped so111e.$3..4 m1Jl,ott. ft<;>©,.$~~
~ig,ures,with latter p~in9ipan.r reflec:t-.
mg r:es.t1lJs1óf 196~-'6·3 TV s!?'as'Qb
during~first nine months of' :year, a;~.
cording .to .President Léoña:rd g;,
Goldenst:>n.

lnco;mefQr J\B~PTJa~t yea;rtot~·led
$386,'719,Q.QOªga'ÍJ.}sJ'64's· $',3'jl'),,';7,4l ~"
000,, .including record ...amounl af
$~80,57?.,00Q 'frl:lmBrnadca:s:tfog.Pivi"
sien compared with $27·4~52.J,.OQQ
previo us year .. Opetatin~ .e,arning~for
'63 wete .$7,385,0QO' .($1.6.Sl p:e•rshar..~
against '62's $l1Q,757~900($:2!:41),, ad~
j1,1sted.for stc:tc'k..di~ídend. E'al'lli:rtg'~
incluuín.g:capital gains, wgre ..$7,'9.,~7,~
0,00 ($1'..78)'1 •e;om.pa:í:e.(fwit.h,$·11,03:9~'"
000 '($2:.47}.in: '62.

_.4



S:ylv~miá:'s·800 m0del, pf:oneer in ·a
new s@r;ies of :8í)-O.-liI1e1'esoJµtior:t
catriel'Rs that lmve 01~0¡,¡g}ltnew Tff~
to closed-GiFcuit televl;si0rt,

Thf:s News:chief has a tnnabllir RF
oulput, zoom lerrses and through-the
lé:Mviewnm:ler. Sylvania ,~mdesi,gn
N e\vsthief !ltiits t.o meet any J;n•o:ad
,..".''1""'""' sp,géi'.fittttíotís.

F:rom e'hrctronic "Compone;nt ;pr.o
ductían to complete :systems t.esp:<Jn·
sih:ffi1ty!, ;n.0. one says cai;1:;tbílity·in: TV
beittler th~u:1S:yl:v.a'.rtía.

E'~r· .~nldiiío1Jal :i:oforlna:tion, :con
; 'Sy1Va):t.il!: üomlf:1e'rcit:1.1EJe:t

trtmi~s. 730. Third Awmue,, lJep:i.,
B1, ;New York1 N. Y. J.0017. ·

~IA, . : / ·,·.,

s.1tás·r.~1:f!i~f:cwG' rl&E
'.~~:N:~~ALT'l{L~:J~'.,l,;();~JE.t\ eLEtTltONJ:ca ; .· ' . ·~·.·

~ :fiel~~1if$:'b~.~~~~a;·tn'~18!:~~·1'1:~tí~~·
~·~~:1;1n~il)l.,, ~ ~'1';f;l..~·a; ;~1~1íl'.~.,
JJ~;n: ·p:a:l'~rlfua:i·:tél·t:o::e~th; anrd · ka:e¡p

'· ,if"'' . .,if'i., it. ¡ )j'fa'tl1!U,lf))Jll;tl:e 'Wllia;t .k1:rm.tl."ef'e!l;y .~e'E.OXlYu

w~:lg-J~:¡:¡atioitt s: Th·ea~1.l,l1.u-
t~a:ns:mi:ttE:?raf:l.rl ns p;¡,ttery

paC::Jt ·w;e1~g¡h. tMT.errt;r-t~o ¡¡;YóUn:d:s.
Hat·t21~i'e:&c~U;E ;i:··e:ehart!feab:Ie· and

ea.ro. be,, ;C'hiaIQ,g~d wffüo.ut íntexm11t-
1a Th~? :p0w~xNew~"'

sl,--Jef f~t li:t'íé"'f;lf.,,si~l:Ittífl>.ttcflíUfí:s.s1&n~·<.-'Jt.~~.;,.~·., ! , '·' ',;.: '-•~"'-'··'·:..•..' ~-- ..e) -~--~,,¡'"·"-•• ·we;· ,,.,ff_, • ,,..·,·"- •-..· ,-,· ''°'•· · ~--•.....
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GENERAL

Adman's preview of the 1964 NA.B.Cpnve.nti~m
Chicago sessions wilt treat topics of progran1bíg,
government, ratings; exhibits will be record síze

11 :~

I
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I
ADVERTISERS

TVQ takes look at Shaver Market
ls electric-shaver inone» working {It top effici~ncy on
network TV? Hirsute crowd votes tor shows) brttn/J.s

Repo.rt on Do.he.rty Reports
Comparison shows that annually published forecasts
are an accurate compass to actual advertising facts

AGENCIES

From Bronx to.M.adison Ave. - Via TV
Crestwood Advertising began five years ago in Bronx walk.Np,
now holds forth on Madison A ve11J1e 111I
TIME/BUYING & SELLING

Buyers should know the ''Big Picture''
Director of advertising for giant bottler tells buyers wit.at
to consider when spending a company's hard-earned clfJ(/J.!J~)I

TV MEDIA

Resort a busy backdrop for TVads, shows
Commercial, program producers find Grossinger's. has
built-in values for lensing as well as relaxing

RADIO MEDIA

57 Colt .45s draw R/TV aids for '64
Sponsor reps, station officials given promo pl(!ns
for air coverage of Houston's Notionai League tean;

SYNDICATION & SERVICES.

Radio travel show puts FMoutlet on.map
Pittsburgh-area indie WYDD wanted a travel series,
built its own-and found itself with a syndicated property

DEPARTMENTS
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\'.r h1e>AY; t:t 1!a;<lc Lih li;f u,r.c;.,
í:irnttl',it h.is· 11'1>it(jh¡f &er~·
:ifíra·dc111s '.hml hc·t~·11mt'i·
In1lrli:r rn>1r!irh:Tu: e l.ni!i·
lic,1,Jg1.i.ing u.flcr unly twer
1>cn:1.1-y~t1r ~ippnillLfJte11ll.
th.t: C-0rrn·er d'<tltTf1¡fn

t hM:~been nppninted w;
cu t lre Ji rlit pJ:aeo.. U h:y
:ITm, he I l:,r<l. bee:il 111,.
e shqIITd htt'-'é TJce01fl1e ;a
lily. T1rc11, in his frrst
s, iJ Ire su.tdicd an
.'.just 1l'J.i!Y h<i:ve.
icJ' cll.ü'í í1g t

':cm )\¢tn;s.
re \Ve ate ''
tlrcr bríc."l~

"' Icrud 10 ;s;l

~t~I~·1:1(.erilr~ ..i~~t,n;s·~cl'·p1rQ"t.
;g;r~ia.1,,btniur w th;€!! b;J;ti:a,cli::xsicr
nn11s, J1:;1~sf);rafdl!>;non; 'at rrunlil}!' b~::.

f'f Ís hi!i1:t't}1'~' ,, L~ ·~iJP:.ni:J~. . ,¡;~,.
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*IN LOS ANGELES*

1,000,000
SPANISH SPEAKING
PEOPLE SLIP THROUGH
YOUR FINGERS WITHOUT
THE HELP OF SPANISH
LANGUAGE RADIO KWKW
THIS CAPTIVE AUDIENCE
CAN BE YOURSI

§KWKWhas20 years ~
~ experience in serving/!

this market! e>
• Averageyearly 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 OVER 100 NATIONAL AND
REGIONAL ADVERTISERS HAVE
NOT LET TH IS MARKET SLIP
THROUGH THEIR FINGERS.

KWKW
soooWATTS

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

LOSANGELES-HO 5-6171

a

PUBLISHER'S
REPORT

How creative can a group manager be?

One of the criticisms sometimes leveled at station group opera
tions is that they aren't flexible enough.

Group policies, say some critics, tend to stifle station creativity.
If you go traveling around the country, as I do, you quickly recog

nize that this impression is more fancy than fact.
I have no doubt that early in the growth of the groups the tenden

cy was to straight-jacket some of the local operations with rules and regu
lations that did more harm than good.

And I have no doubt that there are still such situations.
But in the main the group management recognizes differences

between markets and the importance of encouraging individual station in
itiative. The best group operations have some good sound policies that all
must abide by, but give their managers maximum opportunity to spread ;i

their wings.
Recently, when KRNT Radio and KRNT-TV, Des Moines, ran

an ad in SPONSOR titled 'They laughed When we sat down and combined
radio and television ... " I seized on it as a delightful example of free
wheeling management in action.

The copy, written in warm friendly fashion, tickled my fancy. What
impressed me most was the "man bites dog" theme-for here. are ·a couple'
of stations that dare to give their personalities double billing. on TV and
radio and have been doing it since 1955.

Talk to other stations and they say this is the kiss of death. Oser
exposure is a deadly poison, in the opinion of most.

It wasn't until I had read this absorbing ad a couple of times,
and felt fully informed on KRNT's media mix technique wl:fü;;hthe.y call
"Inter-Media Motivation" that I realized that the stations involved in this
example of programing heresy were group operations,

I guess I've been so used to thinking of Bob Dillon and his crew
as independent operations that it didn't dawn on me until someone men
tioned it that you can be both independent and group operated.

The KRNT duo happen to be owned by Cowles. Thís group owns,
or partially owns, stations in Wichita, Minneapolis, and Memphis in addi
tion to Des Moines. I know all their managements. They're all strong men
-and strong minded. I get the impression that's the breed that the .for
ward looking headquarters boss prefers these days.

I know that "Inter-Media Motivation" is. good for the KRNT Sta
tions. I'm equally sure that it would be bad for many others. So much
depends on the character of the station, the market, and the management

Undoubtedly there are many "man bites dog" examples. And you
don't always have to be different to be effective.

One thing you must have, though. That's the opportunity to b.e
creative. It's good to know that enlightened group operations are adding
to their strength by going further than just permitting their managers to
be flexible. They're actually encouraging them.

SPONSOR
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The pay-off at the cash register,
for client and broadcaster alike,
is directly related to the broad
caster's marriage to the community
he serves.

The increasing surge of a parti
cular kind of news release across
this desk indicates that, more than
just sloganizing community service
efforts, broadcasters arc grappling
with new techniques which will
dramatically demonstrate s u c h
service.

The results arc good in many
areas. They not only promise to get
better-but also point to an emer
ging "two way street" relationship
between station and community
in the future. But there are no pat
terns to follow. It will be hard.

One of the best explanations I
found for this was in the speech by
Paul Ylvisaker, director of the Ford
Foundation's public .aííairs pro
gram, to group W's Cleveland con
ference.

"This new community we live
in-the American metropolis of
1963-has no precedents," he said.
"It is changing faster than any exec
utive, legislature or judge can keep
up with it; it admits of no final
governing code; its social particles
are so subtly fused and transmut
able they can't be isolated long
enough even to classify; and its
future is so immediately caught up
with its past and present that we
don't know what tenses to use when
describing it-except we do know
that whatever the time, it's im
perfect."

He, interestingly, also says in the
same speech: "What is done in
commercial programming has as
much, if not more meaning and im
pact, than what is done under a pub
lic service label."

10

555 FIFTH

'Death Valley' very alive
Your Feb. 24 issue carried a very

fine article on "Adman's Guide to
Syndication," and it occurred to me
that SPONSOR's readers might be
interested in knowing more about
the oldest and most successful syn
dicated show in broadcasting
"Death Valley Days."

This program, which started in
1930 on radio and in 1952 made a
successful con version to television,
is the only program on the air to
day that is owned, sponsored, and
syndicated by its owner-advertiser.
It is by far the oldest nationally
aired series in the history of the
broadcasting industry . • . and I
hasten to emphasize it is not "an
other western."

Actually, each "Death Valley
Days" program, both in radio and
now in TV, has been based and is
based on historical fact. This was
given rather impressive support re
cently when the National Assn. for
the Betterment of Radio and Tele
vision, the severest critics the in
dustry has (outside of the FCC),
gave "DVD" its award for being
"the outstanding Americana pro
gram on television for the year."

Also, "DVD" has established
many interesting and colorful rec
ords in its tenure. It bas employed,
it is believed, more actors than any
other show since the start of com
mercial TV, and this is true of other
creative talent-. -writers and direc
tors-in broadcasting history.

Hobert Werdcn

Puhllcity Manager
20 Muh: Team Products Dept.
U. S. Borax & Cheurical Corp.

Los Angeles. Calif.

'Romper' plaudits
Just a note to let you know how

pleased our organization is with
your fine article, "Global $8 Million

Room."

1\,,
in Romper Room," in. the Mar,, lú
issue of SPONSOR. Many of qµr
friends ar stations and agencies liea;d 11the article. ~nd called us .about it to [I

express their congratulations, :1

Frankly, we feel it is quite ,an ,,¡

honor for "Romper Room n to be
written up in SPONSOR.. Let ms
thank you in. behalf of our entire
company for this splendid stQl!y.We
do appreciate yQUr interest .in and,
consideration of our "'Romper

Alex Dietrich

Director of Promotion & PubHciry
J?.o,nper Room, Lu»,

Baltimore, Md.

Time for pc:>liti!:S, ¡11

This is to advise that Benrus 111

Watch Co .. has purchased a one~.
half sponsorship in the pre-conven
tion, pre-electíon specials on NBC
TV.

Your story irr the Mar. 9 issue
of SPONSOR, in the late-news
"FRIDA Y AT 5"' section, .indicatéd
the sponsorship was only fo.r one
quarter of the specials.

John ,J. M.es.kil

V. P., DirecJor of Meilfq
We.11,Weir & Bartel, Im:.

New York, N. Y.

Ed Note: We weren't watching.

Kudos From WBT
A mild case of mega'lomarxia ís

sweeping our studios in the wake
of the Mar. 23 Sponsor article,
"WBT milks a good sales gimmick."
May we te-print the story, wfth
credits?

Josepb B. Young
Promatiou M mwger

WBT Radio
Charlone, N.C.

Ed. Note: Print away.
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CAlENDAR

APRIL
Exhibition of American Humor,

preview, Summit Hotel, N.Y. (2-4).
National Federation of Advertising

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

Extended deadline for filing com
men ts with FCC on UHF drop-in pro
posal (3).

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

Arkansas AP Broadcasters, session
at Little Rock (3-4).

National Assn of TV & Radio
Farm Directors, spring meeting, Rich
mond, Va. (3-5).

Assn. of Maximum Service Tele
casters, meetings at Sheraton Black
stone, Chicago (4), and ninth annual
membership meeting, Conrad Hilton,
Chicago (5).

Assn. for Professional Broadcasting
Education, annual meeting, Conrad
Hilton (4-6).

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-Tcn Eyck Hotel, Albany, N.Y.
(6).

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

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

Broadcast Pioneers, 23rd annual
awards dinner, Conrad Hilton, Chi
cago (7).

Boy Scout Lunch-O-Rec, annual
fund-raising event for New York City
arca, chaired by Young & Rubicam
president Edward L. Bond, at Waldorf
Astoria (8).

Michigan AP Broadcasters Assn.,
session at Kellogg Center East Lans
ing (11 ).

Alabama AP Broadcasters, meeting
at Birmingham (I I).

Society of Motion Picture & T1!lc
vision Engineers, 95th technical con
ference, Ambassador Hotel, Los Ange
les (12-1 7).

Film Producers Assn. of N. Y.,
workshop on "How effective Use and
Distrihution of Sponsored Films Can
Help Achieve Your Marketing Goals"
held with cooperation of Assn. of

12

National Advertisers, at Plaza Hotel,
N. Y. (14).

Professional Photographers of Au1-
erica, deadline for entries in Iourth
National .Exhibition of Advertising
Photography, headquartered at Mil
Waukee (15).

Chesapeake AP Broadcasters Assn.,
annual meeting, Sheraton Belvedere
Hotel, Baltimore (16-1 7).

Bedside Network of Vetetans
Hospital Radio & TV Guild, 16th an
niversary ball, New York Hiltan (171.

Radio-TV Guild of San Francisco
State College, 14th annual rac:fio·TV
conf ere nee 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).

Society of Typ.ograp.Jlic Arts, first
annual Trademarks/USA national re
trospective exhibition of American
trademarks, symbols, and logotypes,
Marina Towers, Chicago (opens 20).

National Acadenry 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. (ro 22).

Television Bureau of Advertising,
annual spring board of directors meet
ing, Greenbrier, White Sulphur
Springs, W. Va. (22-23),

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

Advertising. Federatinn of America,
fourth district convention, Tampa, Fla.
(23-26).

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

Georgia AP Broadcasters' Assn.,
annual meeting, Atlanta (25).

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

Wometco Enterprises, annual stock
holders' meeting, Midway . Motor
Hotel, Flushlng, N.Y., and at World's
Fair (27).

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

Society of Photographic Scierttists
& Engineers, 1964 international con
ference, Hotel Americana, N.Y. (27·
May n.

S(atio11 Representatives Assn., 1964
Silver Nail-Gold Key Awards, Wal
dorf-Astoria, N. Y. (28).

American Film Festival, sixth an
nual by Educational Film Library
Assn., I 6mm .compcrition, Hotel Bilt
more, N. Y, (20-May 2).

Antcrfoan ~·Yv••leil i11.RiaJli.o.& J!ele
vision, 13th armual conven'fion, Ma.y~
Hotel, Tulsa (30-M•ay 3). . .

American Marketing Assn •., . New
York Chapter's second ..aunt1~1 new
products conference, flqJel Oelmoujc\\');,
N.Y. (30).

MAY
Kansas Assn. of Radio B.roa:dcasf.

ers, annual coJivent.i\\')n1 L.ass:en lintel,.
Wichita (1-2)..

Kentucky Broadcasters Assn., sp.ring
convention, Louisville Sb;etatqo Hotel
(4-6).

CBS-TV, annual cooler.enc.e of :netr
work and affiliate executíive>5s Ne.w
York Hilt.on (5-6) ..

Electronk lnd:ustrit:s i\ssn··~ work.
shop on maintainability .of e.lecttonic;
equipment, Sherntou-Jeffe.rson Hotelr
St. Louis ($-7),.

California AP Radih-TV Assn." an·
rural co1ivention, .San fose (8·10).

Pennsylvania Assn. of Brpad(tast·~l's,
annual meeting, The Inn, Buck Hill
Fa.lls fl 0· 12).

National Retail Merehartfs .Assn.,
sales promotion. divisÍl)'.ll ~onvention,
Hotel Atneri.cana, N. Y. (JQ,,1~).

Direct Mai.I .Adyettising.. Assn:, di·
reet mail...institute, Univ.ersit.y pf é;rnk
nectieut, Stori:s, Con:n. (I.Q-J.$). Mail
order seminar, Statler Hotel, Bo~fon
( 12;).

Assn. df National .Adv~rlis~r;s., &f!.$p
sien at Wald.orf-.Asto.rfa, :N. Y .. (L l-
12).

Sales Promoríon E:xecnti1".es ~ssn.,
seventh annual conference:, As.tnr
Hotel, N. Y. (11-13), .

National ..Academy of Recording
Arts & Scit:nc.eS:,cl'.irrners for (Jr.a.mnl¥
Award wirmers, simuHaneoJíS1¥' h:~lcf
by its chapters in New York, Los: An
geles, and Chica~o (12).

American TV Contmer.chtls F.es·
rival, fifth annual ·awarcf8 luncheon~
Wald.orf-Astoti'.a (1$),

Sales & Market.ing E"Xecutives-Inft,.
convention, Palmer aous.e., Chic'.a;go
(17.,20). . ..

Ohio Assn •.of llroadcasters·, sprJing;
cooven:tion, Coml:rl'oclQre Percy ao'!.'el,
Toledo (21-22).

Álab.an1a 8roadca~tei:s. ~ssn:•r, sp¿(~g;
conventiop., Broadwater .1:3e.•aqJ:1•g,ot§l,
Biloxi, M.iss. ('.2.1-205.).

Lonisla.na-Mississipjll AP B:.to'n:d"
casters Assn., arrnttal 1,t.~nve..n,1{pn,.
lacks?n, ]\1iss. (22;-24}.

Emmy Aw.a:r.ds L6..th antil:.íal lele~:<t.s:t'r
Music Hall, Texas Pa'.vilion1 New Ytlll'·l\
World's Fair, and :the Pailadfr1m1 Ho:l'""
lywood (2:5). ·

Catholic Pr.css. Assn.". :conMen.fimt.,
Peno-Shei:atoo., Pitt.sht1tgh.

Vis.tia! Com nmnic11tit1ns
(Art Directors· Club o.f N.
York aOton (2.7-28).,

American Resea:r:c:h Mcrrhundisfog
lns.tilt•.te. Del CQ:t'Pnadiv, .8;an. .Dfüeg;01
(31 -Iurte 6),





THE HAND OF

THE DULUTH-SUPERIOR SUPER MARKET WELCOMES SPONSOR

Sponsor is now published in Duluth by Ojibway Press,
Inc. Ojibway Press, and its subsidiary Davidson Print
ing Company, have brought a new dimension to com
merce in the Duluth-Superior Super Market. Sponsor is
Ojibway's 26th business publication; the Ojibway family
of magazines now serves over 380,000 people. Thus,
publishing has joined shipping and manufacturing to
add extra vitality and new diversity to the Duluth
Superior Super Market.

KDAL, INC. SALUTES OJIBWAY PRESS
The growth and vision of Ojibway Press are charaeteris
tic of our commerce, ou:r industry, our people. KDAL,
Inc. commends Ojibway for its contribution to the .goe!d
business that is ours and yours in the bountiful Duluth"
Superior Super Market.
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AWGNsrAnoN

I ·•





Tb,e Dllh:tth-Su,perito1~ SU.Pfüj Mclrk;&J,t
Where M:.QAL# lo~.,''9e,nB
0':~,S..NUU.JCHt,t P•O•L~

o R;Ql:J & &~tl Mltl$1 Sl~IN'OTMélM'ITE:
iff RtifJ~!ltMfNTN1ti. O:ONl~~l>ff'-'P'ARTElP
$á'1D,~1Jm0 li'íW5TEa ~ EAln~
ffl.E'. Mtr~;~~Il'l TA':C!!J.l\ffft

$'.f'$TEM O'ftti.R..ATIClN'S GEN,rE!
MkNN..[$0fA PtPllEB lJ.. Ll:G:HJ 'c:flMPA1!1f.Y,

!rlM~lLl1~!1.GR~f'i J¡OFJ:Et..
~I ~:u~urrn¡:¡~~~~J~1r
'Rtl llULilTH RU~TEJR' A

:OHAW.Gl~G
r.íUUJTH0

••''-7

'~:'.'~''it••.
. .

~,·



,~,{~~;l'íi!~·M'''X''t'.~t'.r!l?o: milinw1 ·o:f
i,,u~h~t~mn¡~t:1te.~' tacl:.~e:Il

~J'.~fr~i'i'5· 1£1¡1'~. ftt t$leN1'5ríon:.
l as 'b~,$ít

a,"''fÍ'ic..!7.!~--'~ª:rn
~ ;i¡:n~;i,;~,
., ·~hat>~..~b;ig;~;~~;lJ~~t

't1h:~~~~i*~t~p ~~u;p:¡u-·
]1l~'.I tl't1nk ···Xiél'G:;an~e;t~b;.'v'i'..
l'l1~.s1bie~t}me: ¡a¡(!{'~étrl~.inJg,..ff>

•. ~1JJ§,fl{4't.íi!Jl 'Talla'~ '(¡j'&rl'~iáfíisi.·-.---'Jc-~,;, ''-_----' ., -~·---·fj''-'-
Í~,~~\ti~~af\il'j;t t;b":e;'ft ·trt~Sr'

titlrm [t ·:al~©)
'li~ Pllhr.i~

~~~)~~~¡~.··~•;• ;.··•' . •.;:ti~;~;,~~~1.~,, pn,t ~f•..
·im;t~,~him~..'th'.~;m.~t m~;ta;SR'~!\!'

Lfi:til.s [erai· a'f :mt'l1r;~~;f~tr,~·•mPr~·r'1<11

h'es!m::::~:~~~,t''tS:t~tin~
h~'i't ,,¡¡¡,, ;5;te1w~r:m~ ·

l!~~'l:t
·~~ll iml¡1~;r~n~t

~~~~~f~ •.~b~OCl't~\\'?i~
~mI1Lpett1;ril:t': !la~l ~t ~~~.tl~,~~ ·~~·~11
tw.mtlmd 'b~lra:~..

The líbaidt© ~~!S::.:a:f" é~n:tse;" 1?1~r-·
lí!l!:'an'ni\l.)\, ~ii e;'im~m:et:éiral~fat ·wl:llliY11:

a:n '~{:ll!k~ Jl:f~
I::~:~tJXT~~i;m 't'h\ei nnm'ha'

¡¡\; ~M,e; 'lldái!i\
~Il:tJ:

~~~~tbf~~~B:~Í~ll .•..mJ!l~'~W~J~~
,..,;p "'""'"""•®"'' ¡,;'b.".".. •'1f;'l,. '°''A\;TJP ·;t;,.""'"''rnl~' i<!ln~'IM.:IWl1 .bou:·,U':l.'f~''- "bL~ ,[1,~~f"·-;.l&t,wi.~.lf'~'~lil\-\d'~lf'·\¡:l

.~rr~.d1m1.W:o:~@l!l ierttt:
o1f!2~®.i:TI;pt;tl~ 'bladres~' •' m t1:tifiil ,adve:r'.ti:S:-.

.,¡\)hlJl.!!lj<:!i>~W!, T'.©: 'thél

~~M~i ¡lb¡~~.~t ~~~~\I(~~IiSli
li~, ~~~~~t\~~ ¡:¡.~g ·i:~ti$•
fér ~t;í\·..,,·'i'~©ia:m~Jlll ~u¡
~ta1i ~'.'.()}llitle.r!tt] ~·
nr¡ 'tkttt: [~',Wi :i1£l¡

fiH,11 ii..ht Im s
,~~~ n:~·~111~
,¡:~~P'€t'l::t ~~tl~
~~¡;¡¡~

•~~rul\b~id ·t.b:@\ 1mtpp~~n hiíl~
~~mi.~Jle~~tX:f~~111s'h:i:~ot11!1:~\,.~,{'.l~~e.i-
'~E'-'cm.0:r'k.~1!li:~'$j ~uif:ift:p~.:id h©J •
:S!ªla:~.~ii~~~ ~;@;~; :tliti:i~ ~ltd

.¡¡~l}ire¥'@d
·nu.th. bID?n•

ge:t;

POTI'strmc.;i: ti.Cl.lJlP.tt;tl 'h.a:sbeen .sb great
that the factor~ f¡¡ wotJ~:in:fl ¡)ruo1td
the :cfoc:k till orders., ln fo&t a
few Ifi'Ouths, this campaign c:re21tg¡:l.
a 'tn;é\for trew razor b1illcle cromp.e:tftm.
~,g;en.:1~y:n~aJo.tr & B:ñwlés ...

:¡¡· Klltl.t1k c(/Jnet.(;I m:fd
Two .:h:o*z'fl · r h ·.. 't.1rv1-.. .... IL .\IV.K aJLY p ...,\:A

w<ere i;i;t!mdµ,e~d. y.e.~u:,.Fíi:5-'
larnid cdl'(').r film a:od K~d¡¡¡.k;fn~<;;ta,
mati:e..My v:ote Jor the; m;ore :d~e(>

·adW'ettising .of the two go~ t(,)

l"'·""'·l.l.'.a.J"'·· J. Wált~r ThómpsÓ:n's TV
íatt:oidutliott lnstamatk, jf:I whfoh

lfia"1.'&; his: c:au1éxa: 'and
a .0f whil~ ~n

. {al!~pro¥1:cl;~d,. oJt~ th:e ro~s.t.
p:i:a._@:tie1 ~QNertisiir~ :tla,mpa1gns of
füe :y·ear. it wa:s, mDl; only tlramatle~
i:t ;showed-wiiheut a W:.Grdhetl:tg
spok~n--au mrbeatable de:mon~:tru·~
t~.®.tr.1~£{he S:pood amt eaBe of
h1~0' t'ke "íP"".;,,t'~ th" S:rmp·li~ty· ·••~~ .•u.. ••..····~""··"" ··''"' ..••., · ;·.
:f ~·ht):t>r:n with14. 1S •. 0,i .. J~. .... ,

~A'L~~ M.~:~4X~EM~NTmaga:zfoe
this 1~a.JIJ;p~4~~!~the···snap

1;r:&1l!J·.td i;.o·pn.d tlm· w'Orl:cl.:i) R0dak ·aPi·
¡xr·rently 1hoµed. ta S:.éll ©i:ie, '.million
'.í:n:stan:latiCl!&Jn I1!16'g. jB tb cf r:.e
we:ll ahe:jtd nf .&~b.e.t'.luJ.e;,aJJ:~d th~~

Ct)1u;umar:si' ~oniy pnJ:bl0n1 is to (ipd
8l0rC~~W'.ilh l'ilm Ül 15tUCK.

~ Clu{V.rV.let lH1;'tÍf.',~·~·\l';c..).[k,wwwgJ:>n
and Cl)~¡;qY't<'~·t~'lé:(1n:{tSJcnlJy Je:~lc} iJi
i,1u4gim1.tivc nuüm1nb·ff'-l *'v~nisJH:g.
'ffrc former ~'rc:dalí.zcs i11 print,¡ (hi.)
latter, h1 ·rv. B11t Jt.,,r the· ·P:n:53mo:tfo.I
ye:ar~ Can1pheJ1 ~ Ew1tfrl o.u :t d ¡rl
tl~é'.1'11'.S~I~cs·fo:t Cltc~r:olet: they ere
atcd'. n. great n~w cam.pái;gn. for
m..1~!<\!.;.. Thclr tu,oJmiquc w~s to use
TV £¥.S th~ great oemonsu·.~torth¡.rt.
it ..

?£rhá.ps :thé b.es.t of their '.fv ex
eéution.s is the1 cg.g-test in w:hkh
fh~w one basket n:f e:ggs to
tlre te:ar wheel, an.o(h'cr to th.e .b.ed
of th~rnrck, Jtself. Over a mad ó.f
Dailroad the trnn:k goe;s. The
é.g:g¡sattached to the WbcQl arc
broken to b:it's.; the>.se attach.ed to
füei truck he.d ;a;t3; whole.. 1.t íTiits~.

,c.ou:rs.e,the: p:rot~cti.9tt.tho
tru:cJ<ks gets7 r~g~rQ.les.s of thQ
;ooa~LTñis may ;well be: th~ ]:}e:s.trv
d:emónstrntfon ·ever filmed.

·*' J't:ali.rtin 8.w'iSs·Cnlany wine:· Ah~
nth~!' tampaign füat has acm'eve<l
ib'e l1.a11.1'Y wo.td-df "'J:tlá'.li:fübonus is
R.qfJ'ig.,_D¡¿}~·ní~.r& Hat:tingt~u:si¡s~rieB
for ltéfliaQ: C:olon}! wíne,.., r •

irrgr.edfo.t1.f in tbi~ a:clverti.sfo,g
cour'S'e, \~~thelittle: ;crlcl winemaker:,
me/'

bélrt··a t'lo.:is. :ad: "'ttis.ing.·... ,ll. l.C .. V1< , .

is 11rrQ.111ote: rraJl'.i'.:ltl ~wis~ t;;:~l~Q}i
tqs ;:t u:ntqu:e: ,p.ttoduG~r of Ameri'e.al1
.\Vlpe, 'The fact that the compa~y
.w,a8l .:found:e© Thy iwiss im:migta1fts1
in 1:8.S1 is th&it' has.ts. that ·e.on"
'·····.,··ct·. ·T·'hurttl>·11·a ·.··,¡¡rwrJct''the:o.ep.\...~1e J .. e.o. win ~H~Le. , .

syrob0ll E):f·füe, fou:mien,, ~1ap
y1~:w.~rr'sil¡¡a::g1na;ticm arrd.

mal\;e:i; hirn ;remember füe pmdué.l:..
Th.e c:ommei;dals¡ ;ate r:e.p:Grtedte»

deli.vet· ahoút. twie·e the· t;&é~ll
th.e ~v.erage: :goo~l~o.rnn1~rcl~J~a:r1d
ltálian Q~lon:y e:nJgye:d:a, l'l:X%

i'tr s'<!Jes_.::_w~ll above' the
,gtn;wth :cif other vl¡u'ttter& last r:e!lai.

'* f1o£Jtiye.ar.: Jn 1963.:i Yó.un~
'& RubJeam. made bis:t:áiy ln the tf.r~
'btrn~tte.ssw:ith tfi:e first 0:f tllel't J'go~.
:gQ ~o.rnm~tt!j,áls.'for
n; · ,,·.tit ·at srFw tire: . Last ·~rear trü.s,w.O©. ~e. Q .... S: , .r e¡ ... .

W~lS ~~~~rn;~ed.inttJ a fuU-
fI~~'~ t!Utl1piig.u the: :e.ntfre line
of' fi'.t~s,

been 'ª srtta~h1ío~sü.é~é's:s.Tb'e
· ·.'·:'. · ··. 'f.·: ~""i;íf. · 1•47ib11:6p. i'~t\•:te"S'.tmlque .i.:oru~., wu"'""' . s. .$ •. · ..••. "" , .. 1
m:u§'i'QJ S11,1J:X~t~:.. l:tUt J)~ WOf.PS';--w¡is
:a !fe:J:nih;r~ lrrze:a.k~frrn.rngb.

'l'wo: of t'.h~ b:es.t of the sedes
Caiuit:iuetl 1011fl.lrg:e; 4~
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CBS affUs fear
no NFL payme.nts
cs pos.sible tre;11d

Som.e CllS-TV a.ífin~1es ate: r~.~~tti.e~ly·J.trthapp~ e~~r ·rtil~W!1):r:~"&·r~f\l;s¡d l9J'
offer LSturio~ ~omJ'Q;n~l:ltio.rt0n aírtn;g:,Qf NaiJ0111Il. P:o~tib~H'L:~;:,rg;u~~am~~h1~1..:1l
p.r:irtciplc of lh.e sítuatio.n the'y'x.e wd.tri~d a.h.oül t~th:~t· than r~~e:n~ü:t!l.<rJ~.. cm.¡g·
has :U..lrcarl~ aJin.,puno:eid rnarei ·and krn_g;erstatirnx bre;a:ks:~·~h!r~bra:w.@ll¡~~~llJ:~· for
adélitioJrrat revenue fPt affilJ¡;¡;te:s~tltíl~ ~l;a~.atil'lgth'~rtt·p:f;l~ha1 ·S!íPilje,.Hf:l·~~t~t:'.Wt1ft~
ried affiliates fear :CBS' c.utt.ímg;01f'f'of :c:ompe:ti:s::tt1ar1 p:a,1;frte'ri:l 1411 fhÍ'~;ín:s~a;m:cema~·
lead to si'rnJl'at sÍJU.ati©ns itt fu'tu·re;~ l,tt orbet are~S <©:f pro:g¡ra:-l!Jtittg;~. f.S~O~@i~.t1Jl¥~;~~

i.. • ;¡·· • .. . . . ·· .. 'k . . . ... .1 mm·('! Tll' r.'r~:r· . . . . . . ..... • .. ¡,., h'l •re Re maJUI'.' i:i.LSC:USS·t.~·nJ1.ouit Wúen •l.f.afl.IJ:a ~1;iQ:-,...'¥ a't ilil.i:tt~S:re:m..J\\z.~.l'ltl:~1Iil ¡¡~:{w111
Ma,y at N. v.

3M· .grass'root~ p"$h
via Jacal' s.fafion$
to boos.t tg pee t:I$~

Necw posh. is en t0 gc::t iag¢:iiei~>Sand adve:eti'se.ts, 'fifl sletJ!l U:E>:th~j;e ~'e; ~r
rape-thís time JJy the ;M Có.'inl)auy .. JM nas 'ils pmp:J~ ID'Al§:í~,g;r!s~rf!~l.Si~:t~1:t
through the nrere than 4úo Taoa'l :TV si..atfo:ns Íílil ~ftort ·t(')· ,¡:£teádhl:©",e::al'fl'C!f¥€:rl''Í.~m~
(ottl)l isome 'l $ ~c.en:t wb:.h~:.ll~~rrently u~~ t~~~Jth~ 1a~.fva:n:ta~e·0f "~ ~ll~1"'

'¡ ·· . . .••,,_ ·¡ "' · . . . ·"¡·· 't. '· .· · '"" ''I" ·' ·.. :t. ' .¡¡,¡ ~·pany a so wants t°: ..11ep ·.·st~trans, ut.t í.ze.,.füüeJr. tape t'&e:tl~~e~, ~1:1:tcú.t.'°Ji, ;e·®u.t~@
waulq ,ste])'.O,'f> qse pf ta;fe, ~M'ls'V'tde0 t~p,e s·aJ~~im~[l:~etpa1·rr,fs!l>íílb tJ:l.~,t~Jti.~~l;t
m¢dium .ts only :Se¥en ·yea.rs oJQ, it'.s; .e:stl~t~'d t'bait !&~me ;~7l '~t~e:n~ aU lil~~·
work pr.ogi:ammi is .en¡ :fape" as weJl as :ma:n1y·c:ommmdalsi. A.mtln~ ..~.ve'.r:tí~r.&
vsíng t::r}.:)e ate H;art~P•et FQ.otif.s.,Cb:tea;~:Trib·!J)l'l\e.,. C~~;¡:;;Q'~~t~¡~~!tt'Xi~l~:i~~ri
Generar Elec:tt:ie l1 S Rubber Á:g.einCíe·s f:Ta'rti.cufa-;fll? :a~ti:~'e'1·n:f'J:AA =tméil'ü~e{:i.a\íií'f;ií\ ••"~..t: ·'·'.·-._---__:''-·-·-"--·'"----~---·_:'-'__--_,,'',:_,..~e__---~->-·_,:_;--~---'"' -_·_-_._: .:·: ,,,._._·: ,_"_.---~ - . ',~,::::_': ·: -_'-_-: ·-' .-;-rt.;'·:_:··::·:'__--,,,-~--:-_! ·_, __ ·ir~- :~----------:·.:-.-_-',::'::_---~---.;: .r
he 11-Ew.a.ld; O'anc~i:;..,'Fit~~eraJ:d:-Sarnp1.e; /,. 'W:.aJ~i;·11t0:~p:&0irt;;t.~·9'iJ>1l'l,;•~l~;:~~Q~.
Cg:ne ·~ B.~ldíug~,BllUO, :In.,1;1Q'~Iilirtri:.J'l.Ufilb:et''.!J;f !tro~l iSltlltl(1l'ft'S ~~!~~I ~~mm~;r;...
eials for large: ~rdvertis.e.vs::tor use: on n.etM!.~rkrfi8:ueh :a;s: 1\t'J.\'V~lletr:o.tt, 'Wn:lch aá'©.~
füern tor .Ft>rd and GeJte·r~l Mo.loit::S'~

Loca I-level de111co1d
fqr t.(:)Jot TV fare
top$ gy·g'íkd~·iUty

Ile1'.1Iland :ft>r loc·a.IAe¥re'l ~ol.p¡ ;~ª'r.eJllá)y .~ooJJ~IJfstxi~~Y~t~a~\l:e:JrQdi~~~¡1~m~~
stations: a1Jcte:olot.easdng U> füe.iit faclií.de:,g·. Tlhe;te: ate: :fíre~ml'~£7·s~mi ~ U,.
statierrs w.h.ich can t~leeast fifrm: fn C.<Di}Gr 11, 'lnqlttd'.íl+:g at l~aiSJ.t O:n~·t~ :e;~;J;}rn:itj~t

k •11c11 " •• ·ll 'Kro.c· · !llll't·· ·¡ ·~ ;i., ,Jit ·.o.r- ·".¡;¡¡ma..l:'·.et, ,~iil:t)OJfJ;j'1o'.i; Q.Ot.ll'S~~ 'ate .A~~······ ~J.'111..'t?il:Jes,1 'if:b;l'.~t.l,g;tl' ~~\;..< r~ftl' r"t'J.

arte[ CBS nearly ~O..But nnl~ seme 4:~sla:tí'a:n.s ca1m a:ri'~frnat~ :co:Tcrrc>as1t'St. ~¥aílcab1I:éi
d "' .. d. ¡· . .ol •· • ;; . . . ;; .A . . '1 .L. brsyn le.ate.•'. Po or fa rn progt~m:mgls t;.LJ:l111J fl~ f¡;'t;;);J:n~~·o:~iOit gl\io'~t.JJ .!i'~

c.au.:sem..any lirt.t n.erw~tk .r&n'owsate sd11 fo thd.t i.i·t~t:-r.U:n,~iíéb. ~ .;:.•fiª:/.'.~ •r•
«u: .. ···"' ;¥•E\l< ,, .. ·. "'···•· d .•.rl,Ji\ •...•·r .• •, .. ,:; u ·'t·· ·t·' ·. '. .. b····"'• .· ·•¡ ¡,.rnl}tli/JíV(Jl, cFtl.n.tstart.C'S, . •B::R... V l.l!g1;Hllm,. ruQcWf'f:e;r: ¡STIJ·~ .f'O.t},~ts· .~t;..~il 1.Q; ~~!\~

fe.;rture fllrn field, rsJnce avet::a-ge. ©f 40%--~0.% :~f~~vi~s in. inc~~~..,~c~p~·w~t:~'
{5todueed ln cofor,J artcl ha~e e.alar prints avail.ab.le for a±rin¡i'·

Advertise.r takes
sr;>me ste~tm áway
·from print critics

Newspa;pe.t: :>pokes.m.en. wb:o .se.ek tá d5ve·r:t ad :re·ve.nu~. ftollíí'i' T'~ qf1 e·J:tl"~hla~l'&~I
de.¡itn of sraries artd ''a.watemess''' of print rea·de.t:ishfp ba:v:.e had sa:mTJw4md t.a:k..8\n. :J!):ú.t
of their •s:aíJ;s·b;y Whirlpo.oJ ad dirncta·r Qu:ent:i:t1 :B: Oxat:.ff)[[n•. PbilJtln¡~a:U:t tbl!{t! fbei

¡····..b·. . ... . . . .... ¡· ... k. ll .. . i.. .. . ·¡· . . ,;¡·.. •.• . . ."T··· i:.•.. "'. .. ..............• 1"qu.a 1t~ JS• :c0;w:pa.n.y oo. ·.:.s·'•o.t Wn'cn µ .a:eilll~:a1'!.¥etllSJttg ··. ;L~e·..iire;sit .s:Ux:t::~lJ:J:l114tl'til
feat:ures/' he. said Wh:frlpooV1s ne1wcamp:a!;gn t:s¡~eared ta '~11rtcln¡~~'~m~:e·ssu:p~a~ •..
nrents -- "Just ~aboutthe best re~d.se:eti'pi.f! ~~It)!J'l'reWll>iP:~f~'t:4i"I Wb'.fd,,@:~~l's'W°~1fh
1 •\l'i:;: '.n0r1 ••;· .·. . ../·. T. ·.··! . .·. '· ·v •.... · : 11.);L. í:Jl.• ~.•.Ji<·.·.·•...~·· rnr~·ªst y¡;:Jfft sprnJ i:;o.mtí '11,..iOO,.vvuJn rt.e.two.rk.· .V, V:m. ~éttycatt ~. rie~:illi~:i~k.;'a.t~~~,
Js st.it! ritming¡ up üs '&4 .b.l'.orrdc·a:R'ta:.cl plans..

Nae cufs traile.rs
from "Vfrginion'
to. hold :switchers

Ne~ .tre:nél p'f l~f\gta~nJ:11gp.ro.gran1 tín1;e l:Jy e:l:iñiiinati'n~ttailets·.:m1~.ttp~mii'.n:~ f!;a;¡r
b;e iJ1 .roüking at N l3:C·TV.. Ne:twa:rk s:pClkesma;n i£a:"s pl?J.,Qi·w.ttt •~•.{!! ~~eít~1t'.®~;Ími
We:dnc:sda}f iti~ht ·•51firgi11ihm'" f7;30"'9), w.hi:CJtw·m. ,~m ~ l~jji&J;f:n¡;
dír¢dly i.nto. .~~w..''·~edne.sd.ay .n.igbt Jtt thee .m~vi~s~''...'.[i~~tlJ' e•xc:~ft: ~'t~g1:t),tt.
break. One bnµcd.-f:Ctr effect:. keep :\')ewers ~t:o~ swJ~~htrr.g'i.1 'h!~~·\l'~'eit't.
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T'.81'.tJ ml11l!fdBJ ~!~eIi.m,,a1'ltijfl,e· :n'llllrlillJ:r1"efflt,a, $PQ'N$Q"~'ll ·f!J2~~1
1c:t~'l"i"''~1:m. 'fin .•.,,,,,.,,,n·• , .•.~ .•c.. , ..•~~... , . J.::11...,. ·. ;;hr j;, if. . .. . -1t- .11 t.fllJlr :• ,., t..J~, . !.l.,.•.. ""r• . . . . 1. . .:¡;;¡illl·lf··'ª'r·WlrhllJ;~·m,F"'M·J,1~ ,IJ,!'!l Ii •OJI. '1.,t'JSI .fltll:fil ¡jt~,Llít•fil l!rhi1iS!1. .. ltftljfA'kr·i:all.t ~i ..Ini m\J!S1a;i£1' lllíl fDi..:J;-lUl!;q.Jt
!Í-•1··-dll.cl!!l.l!f' it:!i'i'i '!:!:""'U' 'fi "''H !l;:¡h· ID k••r~'f~ ''Ji ''I;¡¡~ YW!i"'&iiil i•f¡¡¡,t'.1¡1···· íi!i''••·1,..!1''' •Jltf¡¡¡,lli!l~-~·•;f.¿¡¡•'·~j¡, ··;1:•"..,"ií'.~·,..,'fl/, ··ii' «•Ii,'
hli"i·lf~~'·'l ~"l. ~~····.Irm :.Iii'.:~; J!l~i""1a:~ut~ Jlfu¡h;!!w ;1;,1,1:Q·1"'·~"'""'\~ ''líJ1~ r~1,,~1,B•1.1J¡¡:m1...,; ~"fJJ!t:tn~; f'1i!' a:t
R •niti•1illH!'tcm'lf~..,.¡,,~.di'd.i ,~k·•· "ffi!S,it.á"ll- ·~(( i!:!i<« ~bnNJte,Pt¡,hft,.é!fj.J'rtnf "r'ii'''""l'l!iMtll•«•·~""'i,tl'k·•·--,ft'iíiH'ítl:!., ~ G:Jn1iílU'~"" e
•0r:WA~.W'1n .p ~~cV•.~VkJ.,.\!fJ,~!~~••.1•.1,,'~;_,,y,vgB~~\J; ",r-~1.11!}~~vp~1p .:~~V~<~>!.;-i:1:~~_,','1~r:~:1;i~,¡~JJ1~~~4!l•~ty.;;q•ji~RJJ~~il1F~·'"4.,Q~~Frf~'~

~ftoftf-~ifi'•Qf' f:r\e:t;T:m IQjOJn;f' "~$fi~ N'I''';¡D,D¡tltlí !Qj}"jll')'J!\,J;;t•j fT'I' . Mf+)n,.f't;1,.,U1t''"" H1'1han asau·Ik.r:u:a:d~Al'til:m•?., 0:.pi'.,_"· \,~_[I• t . , ·, :c.,,_, z, L" Fili W""' J -q,ri\¡I·' ..,~::n , s, '< ~;,,.R~.,1 ;·-I~ -:-~ 9 . :t~·H~ , "';\;_· 'l ~?•t - ·,;;~1 _., _ "" * - i ": - '· _· 1·.( \ "",- _,· ;:,.,-- - -"- ,.f! ~
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:S

how do you fit a grizzly into a girdle?
You can! ... if you're willing to settle for just the hind shank. It's like ranking TV markets. You e.an
take a small portion of the market by using the metro approach ... but if you wa11t the whole bear,
you've got to rank by total market! Weigh these facts. More than 80o/o of the Charlotte WBTV.Mar;
kct is located outside the metro arca, and the Charlotte TV Market contains 550,000 IV homes-·
ranking 22nd in the nation ••• 1st in the Southeast!" We're not stretching the truth ab:otit out b:e~ü''
sized market. It's a honey!

~.iIDLJW
CHARL®TTE

* 196'1 Sales Management S.uo·cy· o( TcJcvi.sion :M;1TKcts

JEFF~ RSO N STAN OA RO BRUAOCASTI NG COM PAN V
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·!i:w'.rds ro:·1-tm~th~' r~ '.t'.:'hiba~ID!
•t,.,.,,.,,.,4" :'f;1115:'if1it>•foi '15 "'·Á) ¡''.cl'•'. ¡- ,d]1f 'EJ,',,f.ét:-1~~~1 ~:Jir~,,£ ~J.,U ..L.:. '.Ill* ,u. J,. "Q.u,L:
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;!::~~~ui;will ze~n~e'í:~~11 a
'Erilt;©;.ll .Hmt-el; ~~t.

·~~~k. Tilteihl'.lfmd: rfm1a.t.
·tk~l.~\i4· ·~!D.bl€ m.e¡m<Jr"-
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FCC's E. William H~ñty; antl
spe.eQhes,. ibr'1ugh0ilt the· co.rtYeu,.
lion, b~ distinguished visit0fs
ra11gin,g·fto.nt TlO's Roy Danish to
the Reve:rend Billy Gtaham.

.Paralleling the .c.o.nv.e:ntianw.ilJ be
the antillal Broad.cast Engi:o~eting
CQnfet:ent;e, April 5.,..gJ, .at wbicJh 468
·e~gi11e~e:t:in;&!ddeJ!af·e'.$ ha.ve;~alre11dv
regi:$.téte.c;l.Adm~n with a t'Y'Ghui«rnl
tiirn. of mind won>:the .disappuinted;
there}ll be. tecfünic.111pap.e.rs pres
ented un tc1pfos. as d'i:ve.rseas .i.Rad:io
.Autm;na:tfon" amd •iA Hí~'ber Lev:el
Qf :Peúo:r:wan.ce in Video Tape. :Re:-

. 'l . t.. ··N·A·B· ". · ·''k ....c:or.dmg,. ,plus wn:at. . '.. ; des.cnt1es
as· .display of Jhe la.tgest ~,x.h'ít1it
of tu1úmetci·al b:ro:adc.a.st eqµ.ipme:nt
evet as~s.embte:QI/'

Tliete'll b.e other sJ.fü;~Jights(r; the
NAB é0nve:ntie:n. :P:1;;ograr:n. bµyers
··11·£.. d .h '"'T I . . ·u:·1w1 · Jn . ¿atHit er ···. e e;v1s1o;t;ir.r :m

Exhit·iir'' h'eing. s:ta:ge,;d by six.teen
k:adi'fiicr di~tri.13rtfrrt~at th:~ ne11rJ:1\(
P.iclt-Cbug:r:ess BbI~l; other ~y,nd}~ac
tt!ts Will be t-.epr¡::sentBdwifü .eX'
hibits ·atJ.Jl hospÍt9í'.lity 'suites at th.e
main NAB qente:rs,, Sndh :organíZi2-
. 'h ·' ·1·11.. ·'"·f··Hons .a,~t ,e;N atM1ua ..nssnc,ta.t10n o ·
PM BrQ:l:td!:t~Stei:.:s,the A~:sodation
for Pr:of~s,s:ign~lBto'ªdcª-sting Jjdu~
@1a:tíon the Ass.odation fut···'Max:i-~'"-''""-"' ' ,, ·- -. ·' --

rntun Teleca:S:tersi networ~



affiliate groups, BMI, Institute of
Broadcast Engineers, TV Stations,
Inc., and the Society of Television
Pioneers will hold meetings in Chi
cago.

Following are some preview de
tails of special interest:

Business, pleasure mix
NAB hospitality suites, again com
bining business and pleasure, will
offer the weary executive a dash of
both work and fun-and-games.

The networks (with the excep
tion of NBC at the Sheraton Black
stone Hotel), will all be located at
NAB headquarters in the Hilton.
Their facilities will provide a meet
ing ground for the many station
executives, affiliate people, program
syndicators and other visitors ex
pected to crowd the suites, which
are rooms 1806-04 for ABC-Radio

while 2320-25 will house the TV
web~ CBS~Radio will be located ;i'i;J
2306, with suites 2305~06A-1 lA
as their TV headquarters. The
Mutual radio network has rooms
1606A-04A.
Among the more elaborate fun

and-games on tap are at Triangles
suite, and continuous live entertain
ment featuring top recording artists
being readied by SESAC.

Triangle Publications' "Triangle
Inn" (suite 2300 at the Hilton) is
a recreation of an 18th century
British "publick house," the White
Horse Celler at Edinburgh, Scot
land. The original pub was a favorite
of Sir Walter Scott and Robert
Burns. Triangle's inn will be fur
nished with appropriate artifacts of
the period.

Duke Ellington will be among the
stars performing at the SESAC

He!'l.ry

suite, where a spacial studio· wm
enable broadcasters to tape ihter-

TUESDAY,.. APRl.L 7

NAB Agenda and Convention Highlights
~I''

I

I
FRIDAY, APRIL 3

National Association of FM Broadcasters
9:00 a.m.-5:30 p.m.

Meeting and Luncheon (Hilton)

SATURDAY, APRIL 4
ABC Radio and TV affiliates

5:30 p.111. to finish
Reception and dinner (Hilton)

SUNDAY, APRIL 5
NAB FM Day Program

2:30-5 p.m.
Reports from FM Radio Committee. FCC's
Robert T. Bartley, NAFMB's James A.
Schulke, et al. (Hilton)

Secondary Market TV Session
3:30-5 p.111.

Panel session moderated by Richard W. Dudley,
WSAU-TV Wausau, Wisc. (Hilton)

Television Film Exhibit
4-7 p.m.

Cocktail reception (Pick-Congress)
CHS-TV affiliates

6:30 p.m. to f inisli
Reception and banquet (Continental)

NUC Radio and TV affiliates
6:30 p.111. to finish

Reception and dinner (Hilton)

MONDAY, APRIL 6

TV Stations Jue. Meeting
8:00 a.nr.

Breakfast (Sheraton Blackstone)
General Assembly of NAB delegates

J 0:30 a.111.-110011

Management and Engineering Conferences; presenta
tion of NAB Distinguished Service Award to Donald
H. McGannon, president, Group W (Hilton)

22

Management Conference Luncheon
12:30-2 pui,

Address: LeRoy Collins, president; NAB (Hiltt>11)
Management Conference Assen1bly

2:30-5 p.111.
Address: Hon. Oren Harris. Panel discussion óf ''.Ft.ee
dom & Fairness" moderated by Theodore F. Koop,
CBS, Washington (Hilton)

Society of Tclevlsion Pioneers
8:00 .li.111.

Membership breakfast (Hilton)
Radlo Assembly

Jo {Í .111.-110011
Reports on NAB Radio. Board, radio research a.eti':vftíes,
RAB presentation (Hilton)

Televislon Assembly
9:45 a.111.-110011

"Program Conference, '64" panel discussion, n:mderated
by Steinman Stations' Clair R. .McCollough .. witll
Michael Dann, Richard Pack, Hubbell Robinson Jt.,
W. Robert Rich, Joseph E. Levine fffílton)

Management Conference Luncheon
12:30 p.m.

Address: Hon. E. William Henry, ehairrnan ,of the'
FCC (Hilton)

WEDNESDAY, AP.RIL 8

Radio Assembly
9:30 a.111""110011

Featuring panel disc.n.ssion on NAB Radio Code
O-Hlton)

Gi:ueral Assembly
2:30-5 p.m.

Featuring panel discussíen moderated by William B.
Quarton of WMT Stations &. Chairman NAB B.oard.,
with members of FCC (Hilton)

Convention Reception
5.7 p.11.1.

To honor retiring and new NAB Boat¿i' 1)lem'bets
(Hilton)
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ADVERTISERS

TVQ takes look

E LECTRIC SHAVERS, a market with
better than a $6-million stake in

TV, may be missing some efficient
buying opportunities in its biggest
ad medium, network television. At
the same time, some brands are tak
ing full advantage of chances to win
the viewer who uses the product
most.

These are only quick observations
from an analysis of the electric
shaver market by TvQ, the Home
Testing Institute's qualitative TV
service that measures attitudes of a
national panel from its base in Man
hasset, N. Y.

The electric-shaver analysis is
taken from TvQ's second report of
last October. It is an industry-size
example of market-targeting uses
of the data TvQ collects from its
total national panel of 20,000 fami
lies.

Representing only one portion of
a special "shaving needs" question
that TvQ asked its panel last Octo
ber, this is what TvQ came up with
for electric shavers covering network

at
Is electric-straver money w.1:::>rkingél:t top efflc'i~nc~·.of!
net work TV? Hirsut.~ crowo votes for .sh.ow;s"1:::i·r:a11c;i}$;

evening viewing for the period l.lP to
Oct. 12. (At the same time, TvQ
queried male panelists on shaving
cream use-regular or menthol
and blades--regular or stainless.
While part of the total market pic
ture in shaving, they are omitted
from this electric-shaver analysis,')

Brand figures in the shaver mar
ket study are "use" figures, reflect
ing equipment used at present in
panel bornes. They do not neces
sarily bear any relationship to cur
rent sales. Interestingly enough,
however, they do follow closely the
pattern of a market report by SPON
SOR in the summer of 1962 which
clocked in the brands this way, in
order of sales: Norelco, Remington,
Schick, Sunbeam, and others. Since
that time, Ronson has become a
strong "others" contender, and all
the brands. have applied aggressive
advertising pressure to expand a
market then estimated to be hitting
7 million in yearly unit sales. Only
two brands are included in the TvQ
market analysis, because only these

MARKETING CHARACTERISTICS OF ELECTRIC-SHA VER USERS
Table IA

\talcs 12 years & over
Number

789
%
100

Non-shavers 106 13
Shavers

Shavers

683 87

Table IB
Number
683

%
100

52

=

~ Light l 06 33I Heavy 220 67

~ Table IB shows 48% of the. shaving audienee t1si11gelectric shav.ers,
~ leaving a sizeable potential. Table II shows that electric-shaver users
~ tend to heavy use (seven or more tlures a week). Source: Oct. U t 963
j Tv Q. . . . .. . . !
i'fi1illllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll@

Electrie-shaver users
All other shavers

Electric-shaver users

326
357

48

Table II
Number

326
%
100
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two. came ítt ªbe>vé tlié reseatcher"s
sample fl<Jor o.f IQQ, alth©ugh 'the
others showe('f 11p·stgnific.antJ.y.

Irr a TV year that .saw J't.lil,glil,
.$6.5 million. in gross esd'rnat.ed1?1Jl,_
ing to shaven; ·('Ielevisihn B\íJte'~l'Y·
of Advetüsing .is collecting finµ:l:
19.63 reports from rese.arph;ers\
now), the average ad dollar w.et:rt.
two-thirds to network and 3, t.lr~nl te>
spot. Remington, the tP]'l JV
spender, put slightly rnore into spe>t,
however. Sunbeélrn was the ne:t
works.' biggest electric,.sbavet cu..s~
temer, spending its millions rfbu.t
teen-to-one for network time over
spot, and beginoing to sh..0w the
cordless shave.r along with plu·g,fo
models. Ronson was absent frorn
network 'J"V last year'· alth?uBh .it
had been in with a refatively srnall
budget the year before.

For each unit sale, electrT.c:shaN
ers are sp.euding a good part of !i.
dollar in TV. TvQ's. analysis of view- ,
ing attitudes of 683 sli'aving males '
offers indications of how well these
pet-unit budgets are beipg sper:ít
Network TV has been.the predcm;r..,

inant medium in shaver ad bu('fget.s.
for soro.e time, and together sp0t, ·1

and network 'rv take neady l~o+- 11

thirds of ~be typical á~ do.llar fat
shavers. Smee shavers have a. l@D¡g ;
life-span, young tn.etl:,a,ndteens lc'.l'l'.t ....,
ry industry hopes fqr expandbJ:g:'
sales. Although upper-inco.01.efatn'Ír' 11

hes have been prime custorners cÍlt
past years, the TvQ elecfric:...shavex
users are distributed through ~II
• . . . • .. ···. •. . . • iimcome bra.e.wetsm almast exactl~
the same proportio;ñs as men :iil
general, They .ílfé by l'I.O me;a.nsU.Ir+
duly corrcentrared itJ the upper fo,..
come families, and perhttrps, a·!ly
shaver advertisers. who have been Ill
airning at the upper Incom.e.gm.u:p~ ii
should consldet ch1tngi.n.g ;the'ir 11

strategy,
Uses of the TYO .tm'.ltket d.ala.,l!l:l~ '

varied, depen.d.ing'ºº \\5a..rnpa{gII.;5fr!ll;-:
tegy. The most ob:vioµsuse is tw: see1: '
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w1tá1 xhe male· mal'kel líkes· on Iv,
it to J:i;~a:vy b.e.ard.s and
LFsers' T\:" preferenees.

Rr.om this kírrd o:fc;la:Ja¡:era ra:;dvettiser
'~un.s.e.'€ UQMth:fa.own. $how <i'P'.es with

~stablíshedm'arket wffh others
wb~ :lllií'lJI :re:present his potential.

Tb.e liea~Y"'·v.sAig'.ht.sha:ver ~ol
lil:mt1$KhJlw whe.re tó: :<tint for the fre
:q'WI;It As it 'tUtii~ed o.ut last
Ball, eJedi;l:c-shªv~ PS'ets tepresen't
·ed.48% of m<iles 12 and 0'\'ét who
;s;f:láLVe;ci. 0£ the me¡:¿Í'.l:anl~e·ctsha:ving

t'WcJ:-thirdswerJ!'. m.~n who
:sl:tave: daí1¥ o.t mn:re ofte;p, (See
T;~~le:slA,. lB, ai:rd ff.J
T~h.le·Illshows W~s:t~nrs are the

to rope il'!'.IlQ füe ma}~.
at all gmd~s bea:rd

Nt:b ta?l1d iéle~trle-s:h:aver J:ciyg:lty.
quitl;l s;o pre:dktaor~, aU :males

abml.e fb'e age•e>f 11 s.eem tu like the
e~venín:g~,~hJlo~famUy-app.eáI shows

next
hesl. E.1eqtrJp:..;~h¡a1-'eí'us'ers, howeYer,
giW a see9Qd-pt<i~~ ti.e vo.te fü guíz
·a'ifdie:nce'shows' ;íi.IJA gt?lf~ta:lVari'ety,

the he:a.Yy &have;rs in this

Blon:anz~'s Imig Je'adership .of
Tlgp XC! :i,~r~f~re:á.ees{TabJe. JV1
bears oqJ; the W.1fsleth ttend, but
t.fri·s xa.n1~Jo;g¡1both: for males and
dectdc-,s.hav~r gives mare

~mn.ecly t:ban is: apparent
rrr.. $how:s .that bette;r

wlth elétt'tlc""sbave1t 11.:SeJs tlt:ati with
tll~e,ge:nera.1 male a1:rc;ll.en:~:.iu~lU:dé

\' ' hwh:g ranks fo,urt .
9'.lld fifth in fütee :O.f these columrrs
:(~ot~I111 T!ftb1e' 'Since •Welk
lo~~s¡Jiké ·~l:f~fü1lyeffide.nt bµy !for

lt1a:rk:et, il ttot sütprisin~ that
une tb;i~ spaoso:rs., J. B.
Wtllh~·J>Pp., ae.ce'Ssory'
i5hav1U'g; prn;t::h:JC·ts;, ·

:Of ~j·i:iene'l;wQ;l'k .s!tciws used by
t.b.tt }~;p 1n last füll.;:s
Pª'JTel tT¡;¡,bll#l (}n¡y
·and·
s:ha~erU$eil Tpp LQ.•.le····"'~.~•..,.
tu1g:.. Jnterp;rebtt'Íon'£', ~lf '<murs:~,:a::i:¡~

,:;¡,~

NfprpJ.r:ro ,qnd &'3nd1rgt.on. lead viewer att..e;ptmzee iii TV(? ..nzfJrket study. E.mzsrm (not
ft!t!:f;tlf'Orkhwt~spot TVttdve~tiser) sh~tvs up significantly in pmzel use, coming in be
l:J..fazri'ficfr.ie:k and S1mbeamJ eqclz of lVliich invests both üt network a11d.spot, Snnbewn
J.vas thrt lf?rc'dfo;g; sbaver .c11stm11eron the· TV networks. iii 1963.

límitle:!is, put an obvious one is that
low-scoring razor shows .may be
missing their real mark.

How one shaver sponsor cou1d
:do as well, or slightly better, asSl,lm
ing that acceptance b.yheavy shavers
is a goal,. is shown in Comparison
A of Table VI. This shows Fight
pj the Week exceeding Burke's Law
(Rem.ingtón show·) irt heavy shaver
acceptance. On. the other hand, Nor
deo (Comparison l3) i.s doing bet
ter in terms of acceptance by its
established users on the Perry Ma
son Sho.w than .in another program
that equals Mason in audience,
probably a gauge of advertising ef
Jecti;veness .. In the broader e1ectric
Sih'3;Yer: l!Sht,g :a'lldiextce,No.reko has
ne11rly·an equRl accept:an.ce lead over
anotber 1s'how arbitra.riiy pícked
from those wfah audiences equal to
:Rawfüd:e"s last ~fülll(Comparison C).
'!hes:e ~omparisons are e1ff1eredonly
a:s1~x¡q;m]ples .at: what can he done
whli th~ dat;;:(.,

Basi.c to use of the TvQ data: 1)
an undetstandínig of the scores, and
2) accepfa.nce of TvQ's thesis that
favorable program opinion by the
viewer is positively related a) to TV
advertising effectivness, and b) to
regular viewing. On the latter point;
Henry Brenner, president of the
Home; Te.sting Institute, has a num
ber of studies by his own firm, by
scholars and l~y advertising agen
cies here and abroad showing that
viewer attitude relates directly to
commercial receptiveness and to
regular viewing.

As £or understanding TvQ scores,
the "percent favorite" is the propo.t
tion of all .respondents wh.o call a
show ''one of my favm::ites.i~ Tbe
percent f:ayorit~ score differs from
TvQ's .regular "Q'' score in that the
latter measures only in.diMiduals
familiar with the program. The Q
gauges .a.ppeal in relation to total
shows ott the a.it and bears :no strict
.telaüonállip to Viewíng, Thus, fh.e

25
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-NEW LOOK IN EQUIPMENT!

N R!··.·'c··.·,A/. p····:· ... ·d· · · ''.if>.' 7"''"' .. ; · · ·, e .·• • ·r· ~ ·:· , , A * :@''···tit l.&it''' '.· ' .'º·•'J·;···, 1., ; .••. ~,"·._·.,i.~.L.A-·:Jri•Q

(Jlne NABJ

Tµ,,ll'.Uíl

·~ ¡¡¡ .•.~ ®~' ~m· :s:tt~\:XJJ~
&tf~1a7« 1atl~n&~ ~~ :t:ran'Slmítt~i::s:--"'
~·:?~' ~~~~m~ l~Í:~'21\dlíte~t~~'. :p:r:rueí'11le :fYi:j.t
flit~b:~: iíil'l: :s~und..

~' 4'-ff'JJ!ítJ}tfl,~1 'f)~~(17Jla~~ ]lrrUli:::mntt n~w l:r~ !H~tl Rl:m wknr·
~~~~!¥~~ a. í<Sl'!:l:zda:t·'&' ·til~wm:s:i@l'I m
~gfür· l1r,r~~~X£~:ti:111i¡w.,
h\~l':d;Cbamltli-a'.£'>· da'ann~lr¡¡.,ad~~cl ;bifQn~,.,
eh~ro~ slwa~l:s.auc1 roO"i;,e:·l'hta:ite;d. ~!/!lQir
pmtl!tres_

;ftmt 1€!n!'ii ~\lt"t!Q;-
mrª't~ ~t~ne;~cl,s¡il'l'.<'l ' ,.,. 'U'S.~:Sf !&ii}~~ tS:~t'Jí¥!f
""1 ' . ·' "<t. •.• ..;i.. '1 . .., .. .•. .: ' .,, . '( ... llir''.fl' !\lll-f:rlettclll.'1,.:; roP~ue£,. 'ªn ~{U'll;pm'nIOO~!'.mgc·Jt:~
:tr.ew TPL[(i@¡ ·1~~:mm·hfro;p;rl()¡~'<k:!:n:nTbJf&>.~~fu:í~H~n \cs
.~0~~~<l Tm:pmvifd:~fbt.e t'l:t:res't ].itCil't,~ ~1µ~1i:~1 ~'b;!'l
:Jrg:a:s.i J¡í&:Ssíl'ile f:1lf:o111t.

. . ' tll:~stitl\llf::fpcn: f:l:Jl'.~t
1tínu·sttle:t'f~.'li'lar ommtJrj;j/lm· s~12eº 'Q;JPe..:ti:t~'!íl.vtiE,Q1f;fu,, cara
mtrl. ~.:ntS"<Xl~wm:.tni:iu!§lfs'ªr~ a~¡¡¡;lta~e:~..All :re);lresliln't:'the
:tfiri,,v l<ao:kin: sty;11;f31~~l1t:e~tJ;:e ir'tll :d.:esi,ia;e.tl fti.r fht.e !tt'.Il·
J'lid'el1,tf ll~1i!'ui:r:e~:nis,cff. ':stter~a lifr~~rl~~stin~.,
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Table III

THE Kl~D OF SHOWS ELECTRIC-SHAYER USERS LIKE-AVERAGE PERCENT FAVORITES

Child-family appeal [ 3] 23 15 17 13 16 12
Comedy [21) 15 11 13 IO It 12
Dramatic anthology [ 3] 11 10 11 9 8 10
Drama-series [12] 12 10 11 10 11 10
\l)·stery, suspense, adventure [12] 15 11 13 10 13 n
News analysis, documentary [ 6] 11 11 8 12 11 10
Quiz, audience participation [ 6] 16 16 15 17 20 15
\' ariety-general [10) 15 16 13 17 15 14
Variety-musical [ 6) 13 13 11 15 14 12
"'esteros [ 8] 26 23 26 22 27 2.2
Average evening program** [92) 15 13 14 13 14 13
(TvQ urges caution in evaluating product groups with fewer than 200 respondents.)

* Light: Six times a week or less
Heavy: Seven times a week or more

** l\liscellaneous programs and news reports not separately listed are included in the overall average.
Source: Oct. II 1963 TvQ.

llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllltllllllllllllllllllllllllllllllllllillllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll!llllllllllil1ª

Total Electric
males 12 & up shaver users

(789) (326)
Program type
[Brackets: Nmnher of evening shows in each category]

favorite score reflects the number
of people preferring programs at a
specific point in time. The Q score
indicates how much inherent appeal

or drawing power a program has.
For new shows with growing famili
arity the TvQ indicates the potential
for success. For shows with estab-

National Peri
rating
index

favor
heavy!

(2:
Burke's Law 100 2

4Fight of the Week
CCHIPARISON U

41

Peri
favor
Norelc

(1~
Perry ;\fa son
Danny Thomas

100 27
100 13

CO,lPAIUSON C

Percent
favorites-
electric shaver users

(326)
Rawhide 100

100
24
16Greatest Show on Earth

R:itings arc arbitrarily indexed at I 00 for the higher show of each comparison.
- Each pair places •• shaver show (top line) beside one with some point of com.

purability, whether audience (rating) or atfitnde (percent favorite). Assuming
the percent-favorite score means regular viewing and commercial receptiveness,

~ as is demonstrated in studies by TvQ mid others, a low-audience show could
still represent an el'l'icicnt shaver buy, as suggested in Comparison A.

-~111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111B

28

Shaving frequency*
light heavy
(106) (220)

Brand of shaver
Norelco Remington
(109) (I0.4)

lished familiarity, the Q indicates
potential for success. For shows
with established familiarity, it ex
plains whether ratings accrue from
genuine interest or rather by default
(e.g., the best of possibly poor
selection available, or choice of
some other person in the family, or
another negative choice).

In TvQ's qualitative scoring, in
terviewees rate programs as 1) one
of my favorites, 2) very good, 3)
good, 4) fair, 5) poor, or 6) have
never seen.. If, of 1,000 respondents,
220, or 22% say they have never
seen a program, then the remaining
780, or 78%, are familiar with It.
If, of 1,000, 210, or 21% say the
program is "one of my favorites,"
then the percent favorite is 21%.
(The Q is found by dividing f'arni
liars into favorites, yielding a gM..
eral-appeal score.)

Advertiser clients who use this
kind of data from TvQ include
Humble Oil, Proctor & Gamble,
General Motors and Ralston-Purina,
a group estimated to be spending
nearly $200 million a year in TV.
Other clients are the three networks,
major advertising agencies, and sev
eral producers. TvQ general marke.t
analyses are issued from time to
time. One about aluminmn foil was
summarized in. SPONSOR Jan, 7,
1963.

SP·ONS.O.R
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ADVERTISERS

Report on
DOHERTY REPORTS
Comparison shows that annually published forecasts
are an accurate compass to actual advertising facts

T OTAL ADVERTISING expenditures
in television will reach $2.1 bil

lion in 1963.
So said Richard P. Doherty as he

wrote his first exclusive business
forecast for SPONSOR in its June 28,
1958, issue. His five-year projection
of gross revenues to the $2.1-billion
mark meant that TV would have to
outgrow-by more than two-thirds
-its then-record volume.

Did it come to pass? Final statis
tics for 1963 still aren't in, ofcourse.
But preliminary estimates now indi
cate that Doherty was right on the
button. Television advertising for

Richard I'. Doherty

30

1963 will indeed have reached the
$2.1-billion level when all results
are tabbed, thus accounting for an
enormous 16.2% of the total adver
tising take.

With that, it seems appropriate to
take a glance at some of the other
forecasts and predictions Doherty
has made in the intervening years.
Among them:

• A 1960 prediction that a gen
eral business recession would de
velop during the last half of the
year. Unhappily, it happened.

• The subsequent 1961 forecast
that the recession would begin to
work itself out, come spring-as it
did.

• A 1962 augery that the 12-
month period would really be "The
year of broad economic recovery."
By year's end, nearly every major
business index showed a 4-6% rise.

In line with such annual fore
casts, Doherty this year predicts that
both radio and TV could fall short
of normally expected growth if the
FCC takes any of three possible
steps: ( 1) the imposition of un
sound restrictions upon acceptable
amounts of commercial time; (2)
the cxactrnent of tighter program
standards; or (3) the development
of an "anti-concentration-of-con
trol" campaign against networks
and multiple-station ownership,
without full regard to their broad
audience service in the public in
terest.

The I960 Story
As long as four years ago, in the

Jan. 2, 1960, SPONSOR, Doherty
predicted that, for the following
year, radio advertising would reach
a $714-miUion gross, while TV

would rise to $1.:65 billion. At 'the
same time, he pxedicled that broad
cast medía combined-both TV and
radio-would reach $3 billion bJX
1963.

The results: Radio adBertising ac
tuail» reached $695 m#lion, j{gu:re
just 3% below his ,prediction. Tele
vision's rise to $J,615 billion was
011/y 2% under the predicted .level.
And now the most current eS:timaJeS:
for radio and TV outlays durttJ.g
19.63 show that slightly more tha111
$2.9 billion were spent in the inc
dustry:

The 1961 Story
As the Jarr. 2, 1961, issue was

written, the general business reces
sion was still in progress .and the
future, uncertain ...As a fotme.t NAB
vice president now specializing i.n
station economics and as a one-time
professor at Boston University; Do
herty foresaw the beginning of re
covery during the spring quarter and
a general business improvement
throughout the remainder of the
year. The Gross National Product,
industrial production and other eeo
rrontic indicators all obligingly fell
in Une with his prognosis.

What were his dollar-results?
His forecast of $695 ltJillion for

1961 radio advertising proved to be
the exact results for the year-Le ..•
$695 million.

For teievision, his prediction of
$1,700 rnllliou worked out to be
within 5% of the achieved total,.
$1,615 million. As expected, tV
advertising advanced during the pe
riod, but at a lower rate than he. had
assumed.

In fact, television's gtowlb tate
for 1961 was the. smallest annual
percentage rise in over a decade,
This diminished growth was due, in

part, to the. lag of all media ad
vertising, but Doherty also believes
that "vast wasteland'' and related.
criticism, whi.ch empted .dt:J.dngthe
year, bad a definitely ;adverse ef
fect upon the advertising growth
rate during 196 l and into . 1962.

For total advertising, tloherty
saw 1961 as a year when '\all media
adverti sing (local and rn¡,ftlüna.1 J
would make little or no cban,ge ftoti1
the 1960 level. ~·Final r.e~'·1.llt1r
showed tba« all medlc1 adv.e;r(isi?t,g
dee teased fmctfoualty dtirl:Ngt96J
hy app.roxinzately sev.e11~lienlfi1saf
one per re11t-· with' botlt ·ftJcat :und

11,
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tJ¡/;~ f¡ktiliii~J), Nr:l!J,{(fil~ $12,.!l !!Jill~
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fl
~·
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< ~ ~ ;¡¡¡: '1 ó·"J:'º':' ··1··1·"!(!}:¡; ~ ,JO i . m'l , !Out•.

~1• .r..;[(jo, :lttf[JJ.:L

T\17' fl-
·r~'M8rr.,.,tJ.a.t·IJ., 7'5:rJ wnll~

·~ª'f$?".~l'fr?'~'l!~l\'~~~$Í'
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:i~l'!·á~ ,a:m;oihz\ft;: ~~!l'.tr.~ t~tlttJil;~l?'
ptli>$íl":er;t\Itl~~O~\~, f~t' ·!.Qr~'.9~i~t"1""·21.ll
:;.e~~e111J~,,...•~ .•pr:ti~¥erl~~f~·~tt~tf~~'
ti'á,j'Jll;g; )~n ~efm:tiaf and b:c(;l.a:.d~a&fiu~
i'fl: j;71a1);it1í'.éi,íiL~t' ~~rtld &J;i¡arei. Th;e· :ñi¡g,n;::

l'J:JS l;St;t6,l3, 'O~éf'J:íé'
r~m~~,hJ'Vr tél' 'W!Jira;i: a ifú21llc. •• .......• .. ....2,, .. , ..• ....• . , e ~·

~

rl'si~;·

:~1 lJ),~

tl'f!.fiV~l,d~.,'f'V "Ctd'v,.<,'1rtf.s~
'$'"2-ltilfüJN tctv't.1~ c111!f:l

,µ;rp1í~1l1ly I Lit
lfJdJ,

n. :í'...•. 'f ., l..•.,..e. . .1·.. . .• , ·1··.~·· .. Iix,1u.1Q <1<¡.1yor"'r·srng;Je J1LG;~Jcta~,
:wá.ula isho:w a. 4%' rÍRt:t,,W:ifü lo:p:aj
J'ailie; í'lp by ·nearly 5%, fher:eby
htrtngín.g tb.e·total for .radio to about
$J~<J '.ttfilltoxt. AttH.al ?furreur ~st:i
/!f:l.fl'te~·
at ubcu1t wht~.<.t 'ff@f;lr.i:r:..vl)tf1:t~1e
dose .'fiJ $'lSfJ mW:i~n.

Tb:e:se :tésultsi brfng us ba~k to
Dn.hel't¥"s first eeottom1e fore.east
f~.rS?O'J\TSP.R WU,éfl:, five ag.o,
he ptedj:etea thfü Pi advertis:.in..g

Lrox,hna:te$2 e :1 billi.011 uul"
fo:g i963.'In '.fae,t, I96J's ·total eu:n:r~
wtfüln füe small fmetió.n of l,% of
the: dolfar-le~él th.at :he 'forwarded
h~é~Jn 1958'!

Tk~o h · fhr i te v·nt. l).! • :ug ..o.ut .·e n.. r e .ng
.DQh~Hy's:: !lfltt\J.al :analyses·
nut only predlcte~d yeatfy

tr~n:d~ hr over-ill :acfarer'tis:ing-plus
mdfo and tdevfaícm--wifü remark
able ae::ur~e¡~·,lhey\te.. a]sco f.arseen
füe: nat1o:i:l's g;en;eraI :l:füS'.tiless:ecnn-
. ··.. ,..··¡·a' ·· U"'rp ········o·am-y, me: u J:ng; .· ric .; eo.fip>.rate
pt0fits1 ~niíll:lsttialprQ(ipetfQn, retan
'"''Jes: t]turiltJy·ment.s&\ .... ~ . • .t"··. . . .. . ....

In hi~ptt:N1n1.tl~m nf 'ttnrrn;.tJ bu~t-
11cs~·;tnd bro:Htlca.~l'in.gfn111:J~r¡~t~,Do~
lm:rty d:epend~, no.t upan the pmve.r
bial erystal ball, bul~upon G'Xten:sive
Jeseateh data eoupled wtfü yoárs
t)f .!3x'f)étkn~:e as a llus.íne-s:·!5 eGM""
omts:tj. pruf~s'sC:>r,of ~eonamics and
dircefor of the .s:.oston Uní·yersity
13urcn;rr of B:usíness l~esc.an~h. He.
W<rs ea.-author uf a busiirress~yele
't'e~lbo;ok entitle& lntérpJ:etali'.fJFz oj
Busin~:1t.i: tmd Fini.-Jrtk;¡q,l Tteitd/ey in
f9':}5, Sinee T94o, when 'be joined
{:a,nd foter bc~ame viee president
ofJ 'th~ 'NAB, he has given hh;.pt'i:
mary interest. ami attention to the
radia-tel evisian indí:rslry.

ReadetS· Wb~ missed his 19:64
tepótt, ,publisl'l51d in the De~. 30~
l9é63, fs:sp:e of sp.oNSOR, may be .in
ten~;sted in bis enrrent forncast: Re
antieip.ates a dNP ,$616 hillioo,
wítb to.tal (áll media)' advertising
eKpeticlitures of .abou:t .$13.6 bilUo,n.
Fat r·áclio, s.p'é.eífieally, he foree:asts
a 5% rrse. Jn advertl'sürg whieh • .he
adds, migh.t: beseme a 5.5% in
erecase. He.. also exp.e.e.ts:a stró..ng
10% ,growth Pot televi'.s:fofi w!'th a
dollat~volum:e app~aN.imatí:trg$.2.3
b 'lfi ·.·· d tin·· th •) o.n ' u g ...~
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••• A LONELY ADVERTISER

H ALLMARKCARDSof Kansas City,
sponsor of Hallmark Hall of

Fame, is a lonely advertiser, accord
ing to Homer Heck, vice president
and director of broadcasting for
Foote Cone & Belding.

"Hallmark is unique. There is no
longer anything like them. And
that is a sad thing for television,
but a good thing for Hallmark,"
Heck says.

Heck described its client's shows
as "irregularly scheduled, usually
90-minutc, beautifully produced,
expensively mounted, and impec
cably cast and directed dramatic
shows, mostly drawn from the clas
sics."

On the air for 13 years, Hallmark
has outlasted its imitators and come
up with 17 Emmys, the greatest
number of Emmys ever awarded to
any show on TV, he claims.

Sponsorship of such a show has
required a great deal of rare
courage and imagination on the
part of the sponsor, Heck points
out. It is a show that has often been
faced with the challenge that "it
can't be done," and has gone on
to prove it could. It has set many
standards in the industry.

We like to think it is a show with
something of a social conscience,
for J. C. Hall, president and founder
of Hallmark Cards, has a strong
sense of responsibility to the TV
audience.

Hallmark began using radio in
1944. They turned to television in
October 1951. A variety of formats
were tried briefly and on a weekly
basis. But early in 1951 NBC re
ceived from Gian Carol Menotti
the original opera written and com
posed especially for TV: Amahl and
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the Night Visitors. Hall immediate
ly saw the value of this property.
He promptly agreed to sponsor it,
sponsored repeats of the opera four
times thereafter. It has since be
come an annual Christmas classic.

It was the beginning of a new era
in TV programming, Heck con
tends. An era that was lead by Hall
mark and greatly encouraged by
Pat Weaver, then at NBC.

In 1952 Maurice Evans came up
with the idea of a two hour version
of Shakespeare's Hamlet for TV,
and indeed the networks said that
it would be impossible to clear two
hours time on local stations, Heck
says. But Hall authorized the agen
cy (FC&B) to negotiate with the
networks for the time period. After
lengthy and difficult negotiations
it was aired in April 1953.

The show brought great prestige
and honor to Hallmark and brought
Shakespeare to more people in four
or five performances than had
seen his plays in all the years that
preceded the production. In '53 and
'54 Hallmark presented other two
hour dramas-King Edward ll., and
Macbeth.

Response was so great to these
specials, Heck says, that the idea
was born that perhaps it was time
to abandon the weekly half-hour
(which had become increasingly
difficult to program excitingly) and
concentrate on more important
properties. In 1955 Hall authorized
a series of specials, a first attempt
to use a series as chief advertising
vehicle.

The biggest hurdle to getting the
series on the air was the need for
irregular spacing of the shows to
accommodate Hallmark's big sell-

ing seasons, Heck. says. "The net
work tried to force us hno a once
monthly schedule on the sa.menight
of the week each month .. This we
could not accept. The present prac
tice of withholding or pre-empting
time periods from other advertisers
for specials had not been Initiatc.d
yet. It was invented for Hallmark
and we got our irregular schedule
that first year,"

Hallmark has been a. pioneer í}ot
only in the presentation of fine
dramatic Work, but in the use of
color, Hecks points out.

The first season of specials in
cluded Alice in. Wonderland, Th»
Taming of tite 8ltrew, Twelfth 1,·

Night, The Tempest, Mac;be(h1.MrJ.n
and Superman, Green Plt;StUres,
Pygmalion, The Devil's Disciple,
Teahouse of the August Moon.

There have also been sorne orig
inals including Liule Moon of Al
ban, starring Djpk Bogar.de an.d
Julie Harris repeated last week.

For the past 19 years, the length
of time FC&B has ·been assoeiated
with Hallmark, the major' portion
of its advertising budget has been
spent in broadcast. "One trüght
wonder, I suppose, Heck says,
"in the face of much larger audi
ences week-in and we.ek~o.utfor
such unpretentious programs as, the
raucous Beverly Hillbillies~ the .rip~
roar of Gu.nsmoke and Bonat:rza,
and the hijínks of tlte Andy Gt,if.fit7//!
Show and the Li.icy Show, wheth.e1'
quality dramatlc entertaínnrent may
really be justified. As Fairfax Cerne
said recently, it is the only show
left that has áJl.y real benefit from
sponsor identification.. And here js
where the loneliness of the µ.níque
pays off." •:
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mai~e VT!}~It'·l] be prodJl~ed as
rp11s ;~f'.film at Am~r:foarr J\¡folz.<S':s:
:new p:il.ot pl.mt fo C.enlml City,
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ble-páek1a;§'Í'f'lgwfü C©mpt'i'S.e gf);on
:f:>O':í\tiioJtxn:f tliis winte.r~·s bt'Oadeast:
.blwbs.



AGENCIES

From Bronx lo Madison Ave:. 1•

CrestwoodAdvertising beganfive yearsago in Bronx wal~
up, now holds forth on Madison Avenue with 196t'.l}sbil
lings projected at $5 million, major share going into TV

F ROM 138th Street and Bruckner
Boulevard in the Bronx to Madi

son Avenue and 40th Street in New
York City is a distance of approxi
mately five miles. But in terms of
where important ad agencies are
located, the two spots are worlds
apart.

While Madison Avenue is head
quarters for many of the world's
largest agencies, the uptown area
is better known for being adjacent
to Yankee Stadium and the base
ball team which cavorts there each
spring and summer, usually wind-

ing up the season with the A.L.
championship tucked away.

For an ad agency to make its
start uptown and within a very
short span of time make the suc
cessful move to Madison Avenue is
a Horatio Alger story come true.
Crestwood not only engineered
this transition in little more than a
year, but managed to bring Ad
vertising's capital some refreshingly
new marketing and creative ap
proaches that have helped mush
room the agency's billings from
$600,000 in 1959, the first full year

the agency was in busirress, to
$3,36'7,500 in 196;3. And alresady . go
for 1964, billings·····are pro.jec..ted to ·l·¡n1

more than $5 million, · lh,
In the words of young (40), soft

spoken David. Blank, Crestwood
president: "We were long o.u ex:•.
periertce and abiUty, bU:t a U.ttle
short on liquid assets when we
opened tile. agency for business in
June 1958 We chose our .first loca
tion because it offered office space
accessible to other parts of the city
-at a modest rental. This was.quite
important to us in the bc.gin.ning.''
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Crestwood president David Blank (seated) oversees 011eof agency's Monday 12ig1ít sessions dis
cussing major aspects of client's upcoming campaigns
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Art dir, Tltcod oro Karter puts fi11is/ii11g 1m1c/1 to TV storyhoar«! for 01u.: of toy clients

plain their willingness to take on
the task of offering merchandising
and marketing services right from
the beginning. Blank formerly was
head toy buyer and merchandising
manager for Darling Stores, a chain
of toy and juvenile furniture shops.
Berney Stein, executive v.p., in the
ad business since 1947, had pre
viously headed up his own agency
and obtained his earlier training
with Interstate Department Stores,
nationwide group. Murray Schaffer,
v.p. and creative director, also had
his own agency previously, and
Murray Kamen, v.p. and copy chief,
had been advertising manager for
the Darling chain.

Stein tells it: "Crestwood ap
proached early prospects and asked
for phases of their advertising
which some agencies still shy away
from because they're difficult and
don't represent big billing oppor
tunities. We offered these first ac
counts our knowledge ami skill in
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designing and preparing displays,
catalogs, window streamers, shop
pers, and a thousand and one other
merchandising aids."

Soon these satisfied clients were
asking Crestwood to handle their
entire advertising campaigns. This
started the agency on the road to
success and it hasn't stopped grow
ing since.

Working originally in the so
called "trouble areas," Crestwood
execs were able to obtain hearings
with companies that ordinarily
would be unreceptive to pitches
from a brand-new ad agency. But
over and above that, the mcrchan
dising approach of the group en
abled them to gain unusual depth
of knowledge about the day-to-day
operations and problems of adver
tisers.

"Look at it this way," continues
Stein. "Some of the more modest
sized agencies would like to avoid
the irksome jobs and just correen-

-trate on the ex;citing and more efi~
nancially rewarding phases of the
account-the television, radio, and
print advertising. This, I s.ay, is a
mistake. In order to avoid hein,g.
con1pletely 0'vershad~Wed by the
giarrts, the smaller shop first has
to c~rve out a specific niche for
itself. And the. best place lo start
is in one of the specialized aspects
of the tremendously complex busi
ness of advertising."

To Which Blank adds: <¡When
you've achieved real success in ane
area, the door is automatically 'l, te

opened for related th·i·n····g·s·.. A.•.····.t le·.ª·st., . Tthat's been our experience. If y?u'll : ~
pardon my use of an old trursm:
One success leads lb another and
to still another, .in this business as.
well as in any other."

A heavy user of TV and radio
for its many clients, Crestwood
selects media on the basis of the
individual objectives of each adver~
tiser. One of the first. steps of. the
agency, on aecuring a new a•ccount,
is to conduct its ''50~Questí:on·'' in
terview, This is an involved pro
cedure whereby Crestwood rnan
agernent learns confidentially and.
in depth the advertiser's marketing
structure and objectives..
"It's surprising," says Blank, ''how

many accounts tell us at the con
clusion of the interview that we
now know more about them. an.cl
their business than they do thc..m'"
selves. Actually, what it d.o.cspro
duce Is a clearcut i.mderst~nqing
of where the client O(')'W fs and
where he's heading. Only by bring
ing this into sharp focus can We
determine what creative app.re.a.ch
and what combinations of media
are best for him."

Because.of Blank's own extensive
experience in the ·chJldren's field,
it's understandable that the agency
has a number of toy accounts in its
diversified list of c.lients...The· fa.tct
that these toy c:ornpanies.;ar.eexten~
sive TV advertisers is part .of the
Crestwood rnedia-rna..rketing strat
egy.

"Crestwood does not subscribe te
the 'Big Splurge' technte¡ue ln toy
advcrfising--with virtually cornpl~tc
silence at other times :of the Y'ear.
The traditional apprn.ach of promot
ing heavily .th.Iringthe pre'-Chdstm~s
season and then curtailing expendi.•
tutes is givíngway 1.óthe~year-Jtíund
concept. The toy husiness- -lh~nks
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Part o£ the µn:un~ti£JJt is a. ~cmtest
whereby 'rV viewers are imáte"d. to
gu&ss: "bnw1 .man;y :frelich fries i:n a
m.n, ·p.o:t:a:tnes''t'~ ... '~Hawmany
b.:amb>llí'.lge'fsiolcl W:etsorr's ·séll 1Ú
1f'ló'.J'?'' Pti~e'S. "'"il.l?. ··w.. ·,-;i,,r.1·.7 .. • . !IL<. • • Y-¥. ..1Pea .ar\;1\::0'»
'for an.s+w~r·s c.umí:ng d.ose.st to the
CPA audited tot-a,1-s••,

'r"Gd.a,y, :Crestw:m:rd"sqlieut 1:íst
extensi~e:ly ·varíed, includes focrds
(,ml.'u:l.ü.éac'tttréts and supermarket
·~·lla '.i n s)., f:ashi©.tts.. :elécttanics,
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p¡¡tiie:nce 'Ra:tb:ér;, we; lilteter
rtl"'tr m .r:barrd"•sin '" ""···· .. fUL ... L..g
trrfftk~tln.g.ttrsfb'~n.!l? f~~l th~y ~atl'.

it í:p: with fü~ 'ª'Y'e:r-'.ttll adver,f~s1ng
Cíirmpa~n and £her,eb5:' ~enice 'a'q
:CUUilt'S :rtm;re e:f.f:é'ctívdy.'1

f:t..e~tw':q®Al ·ílls;<tí .haüdfos ad~eHfs
i'rr . • n:d "'11~í r-elt:iaJ:t~ · tl;·e;.J~ R ... p~.u e •.. a... .. ..... m .iL

lJD'ifS!:tl :Pl:!ol.mt:~s¡~meatg
,a11d lmpan:ed frQm De!l:-6
mark. (fo 'b~bl'!'.lf' :aJ thi:SI .¡,ifont,
t'.r.e:S'twacr.dré.een Uy tlew :the .cast ;of
WNEW:. TV's Wa.ffiz.'i:/:etait:ia p;rógrarü.
{arreil éln M.€'ltom¢:d.i~''s.. cith~r 'Sl~l-

~~k1ri~a:;~i~f~.';::~~~~ii.; ·~~~~
LQ&i Angel.es·~,KQY.Il $:<teramentm)
trl;>m New, Yar.k '.kr De:nma:rk

M~st of füe f:oUr-hou.:r tel~,cast1

lte:)8rted b:y S~ñtt:Y' ·p~~:rw:a:sfilm~d
·o.n th~ Jan.a of H£I.:ns:

~,p..•."',.•.·~•.•.Aflt~~n~n w~sa cnm-
hl'in!ll¥fi~n. tr~v~'1:0,g;µ;~h 5.nter,na:.tío.nal
~00·©\vill amf;i;;;i,~sadm; a .:ncl., of
'.~o:i;t,r~e.hclpecl pr©Ji'l-~tc Plurroto.s~
~pm;dlwcs';~t~~e:lt··

Lertcdhig; a, lr-a'nd w'fth th~ pNa
gr:am ,_·-· iil -wñoi:~h ·· .:~¢:~crm'J?fi:Pl~tl.
·aJI Dana·~11.e'J:IjJ;(:lr~u,·~r¡gcg,nally; e~

!S:tJ,q gf 'f'.b:Sl··'lrtgh. pahtt&
ÍilDe:n:mnik,,__~ere t.aitikiug:

g©vcrn~rocnlaJoffi;cdtd:~on bqth ,.,klcs
~f tlrn At h;mffc.

While Crest·wooil may hu.ve
SJáHed m'orc rti©,dcstJy, t0d;,ry the
ag~ticy tuncl·io.rts in all ~rr~:~sof
.a.~tvcrtfaing, pi;i;Wfc tc:l<ltítms., rnci:
:ehandisirr~, .rosgarcfi.1 :1>ak;spreimp
ti:cm, d.c.• Jn fad1 f:wri: subsidiary
t"'1.i:h:panieshave 'b.ée;Ii .ct::catéd with
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was n:e.:rrly $1 milfü;in, excJ:i;is1v:eof
the $J,367·~SOObilled hy the parent
.cumpany.
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ev.ei,;yq~ne· wll;y sJwlJld a-n: ad-
V'ertrser single you. :Óut'?""
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hut '1~· the ·h:atcl,..:k.noc:ík,. up-town:
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wi~h t;h~m,,the very best. •
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Lack of ad expenditure,
Crichton Believes

T HE FACT IS THAT - in a major
sense - present marketing is

skimming the surface of opportunity
... I believe there is a general lack
of adequate advertising expendí
ture," John Crichton, president of
the American Association of Adver
tising Agencies told Rocky Moun
tain members recently.

"Advertising--who needs it?" Is
a question asked in advertising
meetings, Crichton says, not likely
to be heard among food, drug, cloth
ing, automotive, and beverage
manufacturers. These companies
have established an advertising phil
osophy. Advertising is an invest
ment, both the price of pioneering
and the price of survival, he con
tends.

"It is perfectly natural that
Charles Mortimer, chairman of Gen
eral Foods, who once was its ad
vertising manager and once was an
agency man, should believe that ad
vertising is necessary if the business
and the profits are to continue to
show healthy rates of growth so that
the company can continue to pay
dividends. And I hardly need to re
mind you that business must grow
or it will slip back swiftly.

"Or that Howard Morgen's pres
ident of Proctor & Gamble, who
rose to his present post through
the advertising department, should
say that 'we at P&G believe that
advertising is the most cffective and
efficient way to do it (sell the con
sumer). If we should ever find bet
ter ways of selling our type of prod
ucts to the consumer, we'll leave
advertising and turn to other meth
ods."

Crichton centered his attention
on two basic facts: I) about ~ of
any product's sales are accounted
for by Y.1 of the families; 2) the
average corporation spends 1J6%
of its sales income on advertising.
Crichton illustrated "What needs
for advertising stem from them."
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From the other point of view it
is perfectly possible to have some
media Without advertising. But they
would not be so interesting or so
exciting, and they would not be so
cheap, And probably they would
not be so independent. The Jong
history of media. in this country
and elsewhere is that, without ad
vertising, the medium is captured
and subsidized by a political party,
or a religious group, or a group of
manufacturers or a union, or by the
government.

Crichton made clear his feelings
that a lack of ad expenditures pre
vents advertisers and agencies from
capturing a large share of the con
sumer market which is buying
sparsely, or not at all.

Often the percentages of non
buyers or light buyers represent very
high numbers, Crichton pointed out.

Figures from the Market Re
search Corp. of America indicate
that a great number of people make
no purchases of common products
during a 90-day quarter. For ex
ample:
Canned fruits
Canned soups
Ready to eat cereal

16 percent
20 ,,
20 ,,

In other words, for a typical 90-
day period, seasonally adjusted, one
household in six bought no canned
fruits, and one family in five bought
no canned soups or ready to eat
cereal. Now let us look at three
more common products.

AU purpose flour
Regular coffee
Toilet soap

28 percent
25 "
25 "

One family in four goes through
a three-month period without any
purchase. of these ordinary and high
uscage products.

The pattern becomes. more pro
nounced as the product becomes
more specialized or sophisticated.

Cake mixes 39 percent
Frozen juice concentrate 47 "
Aluminum fo:il 48 ''

Of these products,; onl}( vegetable
shortening was .a big seller prewar*

These are largely postwar· b:ab:íes,.
and they have won. ·their big .con,
sumer acceptanc.e in. that period.
But .note that nearly half the house'"'
holds aren't huying :the product in
a typical quarter. IJ thes.e Jigu!fes
were for a sjx-monJh perio<li i.n·
stead of a quarter, these:percentages
would be smaller-e-but there would
still be a sizable percentage Who
made no purchases., tacit .ev'iden.ee
of missionary work to· be done. by
advertising. These pools ef un
tapped demand become .even .more
apparent as. the product becomes
more specialized, and of mo.r.ere
cerrt appearance on the. market;

Liquid detergents 50 pe.rc~nt
Floor ~ Furóilure p.Qlish52 "
Frozen nieat•poültty·
ñsh-píes

ShampQos
Pel foods
Liquid cleansers

(all purpose)

6.2 ,,
64 n

69 ~,,

7·0 ,,,

Above are the percentage. of
households buying none of a given.
classification of product which
ranges from 50 percent to í'O per
cent. One may perhaps explain pet
foods as not of universal interest.•
since many families have n.o dogs
and cats. One may regard fnxzen
meat pies as too .new a produ.ct to
have acquired a large. market, Bnt
shampoo,. detergents, liquid ~leans·
ers . . . all have had subs'fantial ad
vertising budgets, all are familiar
products. Yet a majority of house'"
holds in most cases bought rt.o.ne
during the. quarter.

As families move qp. in income
bracket they do not .auíomaticaJly
assutrte the pJ.Jrcbasin.gpatterns of
the bracket into which they have
moved. l r is probable that this' la•g
can be shortened only through a.d"'
vertising, M.r. Crichtd1ns.aid.He iJ•.
lustrated hrs :pointby using tb~dell~
trifice field, usuaUy tholJ'gtrt of a.s
heavily advertised. an.d.promoterL
i•wc ar!? inellrred to think of

dentrificp penetratímr as univ..ersal.
However, for a typical .quarter 41
percent of households l5oUgbt no
denrrifiee, 15percent: b:o;ughtlí.ght'ly,
and 14percent hough.t hea'~,í~y..:Q'.ne
family in seven, o.r 14 percent of
farrtilles, a.cconnted for 4t percent
of au the money spent Ín tnis rielo.
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Tb~ J\klml:Tl'I C~.. '.ha.s rcp:urtecl
:r:c.so:rd grl:Jwtb fDr J 95¡;. ;and ct~1r:n
ings of $.l..~90p:t:t ~ti :in.Q.r~Jfse
f ""l'Vl ·· •]'- clÍtn "'J;·lt" •· · ·l.··· ·o:.: f',;J 10 ov~r 1~ ·<J?'."'··~~p~t SH·~n·c

,earned i;n.())~,~~1h:N'.rU~f;' onuhJ,g:
[):e~,J 1, 1.962,.
T. ·h· · • ·f '" · ·r·

j G': a:c;qu~s,ftJiJ.n ~r s1gn1 u~nnt
ne:w ac;ce>.upts !IlJÜ gmwth ~Elt).og:
timc a:~cO.Y1lts/1 brought. billings to
· ;~:jg mllf n 1~:·t Charf > Lan ¥ . .. 10.. ~ve.. · cs ..
aumrill, p:res:ident.,. l'~pJJrt'¢\o tó'
stockhaldcr.s, The a:dvcf'.tising" :P:Ubli~
rnlati'g:n,S" aggD&y.f wttb:~ffie'cs io :N~w
Yórk CJ'ty1 R:0,¢h~stsrr,. B'offülo,
l1tka an.e( Ithaca, is ownc;d t:ntb:~Jy
by cmpl'~yce stQclCbol.de'ts.
· 13tfliu,gs fp:r the ptt:viQqs y~ar

Were appr1Jxtma;tely $16' nülli.Q.n an.0
fhe iner~as'e: durfog Hló3 w;trc$ aboJrt
.15·%.. 'The agency {UXddpate:s; simi-1
lat· ~owfü fo 1·9'.64,E.iundU :Sflid.

:N:éw· ac~o.unts fo·~Ju;pe M0lspn
'Ht.e-wing Company of Can,$!.c,1a, The·
.Gr·e::tter Roch.éster B:loc1 'C'mss: and.
'Hlo:e Bhidd plans., the CarbQJ'l'.J.t'l,
d ..u.m Compa:ri·y ;Qf :Niagtllr·~ F.c.tll:s,
C.ttttfoe B.rirn~;.Qqqrp:aQy oJ ~Qchesr
te:r, Gilbert app Brorn~tt;(;;pwp.attx

ittf t't>;1n10(;ficul, r, J.....W.hl~ M1im'n
fo.c:t:nrin:g Company ln Nc:w J111:;r:hc}'.,
't'h~ n. F... ~píl:nc:er (,~<1mp~m;y.af
N:c.w '!'~,rk,,. aqq the; D;oJiin~r '.Com
p·rtny iO;f R.crcn:e:sl'C'r..

W~d~.áqverti.~Jng
bilJings d.rop 43 .p~n:;;.ent

W~d~ JL\<lvc:rfis'ing,Chi:ctlgo, has
b~~n'hitwi:tb a. h:<.ird bfow thnmgh
th~ J:os:s oJ the Miles Labs ~ceo.un'!.
ijpforn· fh~ change. W~dc''s biHing.p
total~cl ªb'Q'µf$28 mfilion, without
M:iks, es.t:imati?.d at $12 mi'IJio:n.,
,b;llifog51 will drnp to about $16;
millloa ·

A sJ1ó.kicsro110 .for the a,gcncy sáid
there would fue ü s'harp Change' in
pcrs:Onne.I but te:fuse<l to ~omm:c.rr.f
f tlttb:ct;.

Mif:c:s.Labs t:.cpt>ttedly h:as¡ cfrosen
a new ~gcncy but wotiJCJ not dis
.clase its ;s:ctecti0n.

W.att~ will .µpntjou:c tu handle a.n. ..a· ·Cl' z:r· '1·1· "'M'"I ·b··1··1·estimate .p·11 nu rem m · ·1 cs. 1 -

ings.í f~;ft:S!l:ch pr9ducts as Onc-A
l~ay Vitamin Tubíets, Bactlnc,,
Cl1p·~k-s, :Ghild.tcu~s, ví.tamln:s and
'N~rin~e'.



TIME/ buying & selling

Buyers Should Know The '''Bl~1r
I

Aside from the important extra
gained through conscie.ntiousness
and sheer hours of devotion, a more
important big extra is ga.incd when
the "big picture" is known. I gr<tnt
you this isn't always easy for the
buyer to find out. But, as. a buyer,
you must make it your job to find
out why spot TY is being used, a1ld
why prime time ID1s and fringe
minutes, or why day and. late night
minutes are the prescribed commer
cial mix ..Prescribed is a good word.
To me it connotes medicine, And I
guess that's what advertisfog really
is-whether it be a prevenratize or
a cure for a problem. Our problem
is that we don't have all the· healthy
business we want and wé look to
our agency and. their medí.a b.µyeJs
to diagnose the ailment and pre
scribe a cure.

As our media buyers, you must
find out our problems, and you must
do your best to cure them.. Of
course, you should know the na
tional media plan. 1f magazines are
an umbrella or base buy; know

Director of advertising for giant bottler tells buyers what
to consider when spending a company's rrard-earrred money

1 1' Is NOT very often that a protec
tive account exec lets me wander

away from him when I am in the
media department of my agency,
BBDO. But sometimes it does hap
pen and I'm quickly lost among the
e a 1e u I a tors, ARB's, Nielsen's,
SRDS's, salesmen, availabilities,
worksheets, overtime slips and all
the other elements that go into one
of the busiest departments in the
agency. Aside from being busy, it
is probably the noisiest and easiest
to get lost in.

What interests me most in a me
dia department are the spot buyers.
They can't be completely classified
or categorized. I can always find a
young ambitious one. He is generally
recently out of college and cager
at his work. I bet he has got some
one in the research group paid-off
to give him the first new rating book
when it arrives at the agency. He will
be the first to cost out his spot
schedules and make improvements
if necessary.

Then, of course, there are the
old pros. They've been around the
spot ranks for years. You can tell
by the myriad of ashtrays, coffee
cups, name plates, etc., sent from
stations that garnish their offices.
Their importance to a media depart
ment is felt daily. Knowledge of
merchandising plans that are avail
able, ability to negotiate, coordinate
multi-agency buying and other tasks
make them important to a smooth
running operation. These, of course,
arc only a diverse cross-section of
what one secs in tip-toeing through
a media department.

I often wonder if a spot buyer
knows the faith a client puts in him
or her. After all, he gets to spend
all our hard-earned money. Many
hours of planning and discussing
go into the final authorization of
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budgets, scheduling and timing for
promotions and campaigns. But the
media buyer is the anchor-man.

The spot buyer in essence has
a pile of 20 dollar bills sitting on
his desk to dish out in exchange for
fair return in the value of good spot
availabilities. He is so important to
us that we entrust millions of dol
lars to his buying discretion.

And I have no pity when I learn
that the spot buyers who arc spend
ing our 20 dollar bills are working
overtime or are asked to break-out
the audience composition of our
spot schedules.

We are all together in this selling
job. And it is a competitive business.
We make every effort to get a half
share point gain on our competition.
And we expect our spot buyers to
work just as hard, rand maybe a bit
harder. We expect them to tack
their brains and spin their calcu
lators to get a half thousand extra
households through shrewd buying
and constant improvement of sched
ules.

PHILIP M.. HINERFELD
v.p., dir. of advertising
Pepsi-Cola .Co1.npany ·

Over a ten-yea» period PhiUp
Hinerield has liad exteJtsive .e?J
perience in soft drin.k adv~rtüfng.
Prior to joinD1g tlu: company lle
acted as t111 advérti:~h1g age1tq
eonsuluuu on the Pepsi a.ccount,
and prior to that, assisted in the
guidance of th« company's na·
t ion a I .a d v e .1.· t is i n g CQ.t1:1,paign
through tite Bimv age1rcy where
lu: also worked oa NUCbeccouut«
as Phifip Morris, .Jlflls BroU1:er,1·.
a11(/ Lady Esther, HJuerfehJ.~-erved
<is director of tt.dt'ertising-pronm·
tion and assisf(lf.1.f eo tire presfdellf
of ,Postal 'felegrrmh •. :r,..1cf:ivls1'01t of
IT &T, after grad11q/i01.·1 b.J 1929.
He was also active •in ma1:krNíle•
search (!( mar compmlj'.

;S;P.e>NS.OR
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ia fl1tímbe:t ©:f ·ti:m:e~.~O.cyQ.'~t.·p,~¡:,¡11'.l~~k
~111~ fie~~l©1p:m:em :dí!;i;i'tlrtm~~;t~

Jictil.~e.~...The~ are '\¥.l?'I1
!wffh. m~fk.eiti'ffl~·f'~tebs: ar,rt;l
~~ttt~11~ !m:lil'.tk\e,i~ •tl:i:é)• s:eIL

i\'l&clc: 1""~"'l~e'if r~ ·t@: · ''"'étvie..'f...•.• ~ !~!·~.Hc... .. . •..•• ~. .J,!.•..

let.a. ;v~~Jt~~~•~i'ª~u~:.m~e...a~t ~if
[~:~;:~~tí;i~!~;~:~ª~t:f~Q¥:~
P'tl'átíl' 'ti: 1tlíe.. m:a~e:u:reut ~IV>l;.l:t:

·Q~ tliá'.11 ;~u m:epca:i:t-
m·~¡:¡:J;;,·Qtltft)l'tírHíTl~'~.ttes:t:i:©:ta the; ra:c;-.
~~P!fI~· fñ~ r:esie1a:t~ll1~nef
m;m;t~~~ik1~ ~,(si~11i~.d £11:~·
a:cr~~~q!~~ m~I.{\'¡~till'.i··p\bllt~.r
r.®.S'.eta11élx #~p.:!!!lt;~~!
fhi1~ ~£ln; ~~!+(i:~, ~ft "''w.""'"'"d
h~(j't~;·~dktrlbn:tiii~n1:i:st·, :For ~tt~~~m;~·~•.
~ñitl··¡~ié;~:eilil:e'~1th'.líS! iís1 1no;t ttJ.'.te
P1Qtli'¡ p~fÍi.72l;f!s .fCliu:t ¡prnil.t1et ·ia:cr~s;

......... . . .. ,~8!~nf~;~~1·~.:pzrfiss-~~u~ ~l\i!;.e~~~J'·,1 rxis ·~ID:J:li.![.!.
!ir ~rgtt ·.·. .,,..~:·:1f:r ·~···l':H ·..··.:.:J~t.i,~,,Ja,1n. ~;~.•..~·:,.;ti;t.:,,g,

·"'·'ffl rr1:%1.!r~;t!~~1'.:.Jtl~!~::~~!;:;
tw,· A-UC!, .1LJ)fo..,.,_k ;£b1,~,,.,.:{;l @'L-~;k'\f"lf!.c: ,,_ - ' " - · ·.x

m.njr~m :r!F&:tw~ :e;jtT;e.m©,ly e:Pilei'e1tlt\

r,
d
d

It

JS'. lJl,¡reP.f:e7d discuSSés 1'(). Pep.qt'
'· f'fon.~mti, ma1mge.1: .safo:sfm: Ji'f!psi~Cala;,,

1tv.tf:li111g :a rdá:(o ;pl:cgv1i11,8 ca«/é11d11r

~~t.~Q,!'.;l:e~.lhU~ f.o .~tl:ú:f 01¥e.t'-·all
~'ª~bíe~~'.1,.
Th~c:t~qXF\7\!1!i:t?;~p:l~,~a;1J,;.l11'e1 'ª~'·im"

p:ti>Jr:tan~ ;so.:qn~e ..(;J~mrg:d~e;dír~~'IQ:t1,
..,. .. ....• .•' •... •.·..•.. • • •.·.,, .....j . :A.s.tl r~Qim1a1~ e!¥Gllv¡;¡~°'~t. ;)p,ycy,y~fl.:
'\Poxi.0017helr. th~ a& they can .11~ll?
:Y'.éltl dere.:r::mhre t&e W'QSj; :e~tfe~tl'!1!i
Íft:e:dxá. I.Cl· :pI:e:S.ernt ,c;e;rta'iu c:r.eat;i~e
Ci©itt:eip't.&.

I:n. ·s.Dm~ilil'stm~~jóñ m~g'nt;~án-
t..'"".'ji "l!tiry :t:. •f4;>; ' ":e:-.I:l$ii 1l.~p e ~.!.!! p,y

J1ª:tte . . ,~~f:)l~'·'~~m~m.h~rtb:~t
t~~x;:~ti!d ~'l>imen.:'S.!$'h~~ ;Ip f:Ir~ª'F~
tem'llOlll ·eb:a~t~he wile.sman s~íd ~~re.'a'l,.,
~~' f)l:llls}") :re '.wa.s, e,frie:íe;fi.t •a'ti~ l1~da,
"b'"' ·i., ·£! ·1· . . . .. 't..l!l1~i;1 ;t~m:a.él é';0m~ lilnt '1ºª ·w~re,

:tusnéd aud théte wasn'·t time to 'be
b.orlt~ted with :s.uch:á, lo.w tat:ed a.van.
M ·b· •· 'i · ··· · vr · ·t· ··· ··"tb· · ·....·.~ ..e :.n con:ersa ions Wl . your
a'C nurr1 . X ,. ' . l .. ~d t"" t .. "...'.J~i...·.•. ~,·e..ec sou ea;rn .. llca you,,,
p.rnd:o~tw;ashaving: :diffl~ltf~SIg.etring
d..• ·t. . . IT''t:..:" 1'.. •• t. . .. 1stnlii;it;1,.on, :.i 1,(1~ SúQW :rnrg(¡t be·
th:e p~,rfe\:twe.rig,e,for ·fo:rci'.ngdlstrl
butfon through. :Sp~ial cmpy .cHrnct
in~ füe.se ga1s to ask for y.our prnil
u¢t.

A's' y..oa. ~an ·se~)) the s~IUogjob
~f prodo~tgtr~s. ·fnttlte1 fl:Fstóªº av;ail~hiíJty :srhge;J. anll effí~Jent
C;f*M'·~s'.Know th:e ''''big píctum'i!..._
the. s·mall arres will be dea:rer and
nave more m.éaU:i'ng. •
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means of extending the marker be
yond the use of their usual news
paper.

2. Its basic advantage is flexibil
ity and low cost. Stores could change
advertising copy right up to air time.
3. The most versatile and imagin

ative use of radio today ls being
done by smaller stores. Many of
them devote a substantial portion
of their advertising budget to radio
because it permits them to make a
bigger impression than in news
papers, which are many times dom
inated by larger store advertising.

4. 30 percent of reporting stores
of under $2 million volume arc
spending 20 to 30 percent of their
advertising dollar in radio, whereas
the highest figure reported by the
largest stores was only 5 percent.

5. 35 percent of the stores under
$2 million use as many as 30 to 50
spots each week.

6. Larger stores spread their time.
buying over many more stations
than the smaller stores. Alm.osl half
of the stores with volumes over $50
million use from 3 to 10 'stations
regularly, while smaller stores con
find themselves to 1 or 2 stations,
thereby achieving saturation of the
particular audiences they try to
reach.

7. Larger stores use spot an
nouncements all day and late in the
evening, with a pe<tk in the aftet
noon. Smaller and medium stores
promote more heavily in the morn
mg.

8. 30 percent of all stores sponsor
programs fully or in part. The.small
er stores lean heavily .on live, local
personalities, while the largest span"
sor news or musical prograI11S..

9. The programs are designed
predominantly for worn.en or Jr fam-·
ily audience,· with very few p:in.r
pointed to speealized groups.

1O. Medium size and large stores,
generally promote one item at a.
time, while the ver)' smallest stnre.s

Department Stores Appraise
Newly released figures show
store managements reaction to
wide variety of spot radio usage

IN THE FALL, for the first time in
many years, the Sales Promotion

Division of the National Retail Mer
chants Assn., did a survey on how
department stores are using radio.

The results, recently released, in
dicate that radio has undergone a
radical revision since the famous
"Jos kc Report" in the late 1940s.

The survey was made up of 191
users representing a cross-section of
American retailing. Their dollar vol-

ume categories were: over 50 mil
lion, 11; 20-50 million, 15; 10-20
million, 15; 5-10 million, 18; 2-5
million, 48; under 2 million, 84,

The following conclusions were
drawn by the association:

1. Radio has great strength as a
supplementary medium. Stores in
all volume classifications w hi eh
used radio found that the best re-.
suits were obtained in conjunction
with newspaper advertising or as a

CHART A: What Percent of Your Advertising Dollar
Is in Radio?

Store Volume
1h-
5%

Over $50 Million 7

$20 to $50 Million 7

$1 O to $20 Million 9

$ 5 to $10 Million 12

$ 2 to $ 5 Million 16

Under $2 Million 14

6- 11- 16- 26- 75-
10% 15% 25% 50% 100%

2

1
----

1

9 5 1

7 6 18 15 3

CHART B: How Many Spots Do You Use
Each Week?

Store Volume 2-10 11-30 31-50 51-75 76-125 126-200

Over $50 Million - 1 1 - - 1

$20 to $50 Million - 1 - 1 1

$I O to $20 Million 2 - - 1 - 4

$ 5 to $10 Million - - - 2 2 1

$ 2 to $ 5 Million 1 6 6 4

Under $2 Million 7 3 22 4 2
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t,exm the: ;Et~nl~s·~!;'th~.:i;Ef,l,dLo· ,.a:d~m..
a:s 1''mud:e:tátely oocc;e;ssf:u't1

t. • ~~ms1~~ñ~d•'t1~·~h~Íth~1r
~iun was ·aftth~ tmportahc~ of
t~~~ .a:s ..a~ . . ...'·pr.oiilJiJ:ticrn
rn:0dj:tun n~tw· "'n th s: , • , • imsa_,::·."·····..:..,JL :ts :i: e; ove:r 'f!'···,,....,'¡'', , '· , , ,, , .,•·,¡¡,J;m,l¡1;;IQ.rt~te¡gQTJ S:~H!4¡

•l'iT'U • f: "f '·h'. ,, ; ·i.. · · ·f ..d•• , ·,.,n:~ ;rJ.~\iP.1,t·,:a:~.tue ¡;J:S,e Q :ra. lQ· ~s-
iij¡~il~sw;t•l;:)'t:HP:th:n1 m~ed.h:Jm inipo~t:
..a:n:í, ~o. wa~s..fír~t.~ í:), ·~ill5>·~p~i.,
£te ~m:s, aitfil.,:· :e:~uall~f:mpudant, fü
:G,{t~fi~&ran, Íti:S:titíitta1fol mes~agetu
ith0t li~terfet. we, .éóhsider .rn.clfo ad;
'ií~ft;isi!'l;g 'á:~a'tl addíffo;rtUl Silptn,ott

for merchandise1 being advextise:d,
ill lléWs:pap.ers '.ói an te1evisio,h. We
:f~e:lthat rat'lio i.s patticJilarly dfec•
ifoe as; a ·'sem:t-irrs:tittítiQnal' me'"
rtít1;rp/1

~·we:us~ rf{dio a.s supplemerrta:ry
tQ .ne:wspll;IJersto. re'it'ernt~:what is
going on 1n the ·store----and tG. reach
;oustomérs wha may n~ot b:e eóm
ple:tely emvere.d l1y · rtewspap.er cir:..
~ulaüon:''

'''We ·feel that radío ts <JUintegral
p~rl 'of O:!Jf total sales JYf.GID:C>tion
prngi:am, :ft ha'S: proved t:c;i be: partir
cularly :effective as a supporting
medium f©t oUr tmportani store,.

Cum&i-,. Musi~
¥es: Llv.;e: 'fa1pe'd irai'io.n c:al Jingle

11 1

14

10.
lli 4

12 ll 12

81 14

Arter-,?
Morning )m,oa

E'ailt
~fte:r~
ó''ül:líi

Lat'.e
n'igJít

,¡;

ll lÓ l

11.5 '.ti ••. ::m+ ·t:· liit'ii'J',I',. ¡ft ~ dl ·iqJi .9 ,,l\~<Ll·. l'Q:n'

'Ubd~i: :t~'Mí1fll't1u
~;{$

71(j,

GASOLINE

Ql:ly Wr:JS.CC-TV. To¡;¡ na,mes in the
s¡,P.se1li.n,ebusÍ:ne1$s know ifs the
rnP:St m.e~a:ns .of 'geUi'.rtg
l\J~w to: ·t;a'nk- üp a;t the.í r
fuel pum.p,s ..AmQ;rrg it'J:e,m:

Gifie;.s Berv-íeeGo.
C.~lffo:r,ni'ª;Qií Co,

Gu.IfOil Co.•
Shell bílt!:o.

s· 1 • ,m.,r i ·~·e.. •n•c ·ªtr; n:·.e" m n,g .·.ct-

So~con.1Mn·bil·OflPo.
'S;tifT O iI C.e'.

'T<'i!ke .a from .the 6,asoli:n:e:
Moguls:. wihat:ex¡ier: ihé pro:dw~:tal
SJ~'rvi:c:eyo-u s,el I, yoJJ'II ge·t rn:o.re
m·ileage art WNHC-TV.
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wide sales events such as warehouse
sales, anniverary sales, semi-annual
sales for the home and the like.
However, we do not feel that it can
serve as a substitute for newspaper
or even direct mail advertising."

Retailers in the $20 to $5.0 mil
lion category said:

"As an 'extra' to newpaper ad
vertising, radio serves a purpose, It
allows for more flexibility in pub
licizing new arrivals of merchandise.

CHART E: What Kind of Programs Do
You Sponsor?

Live,
Local
Person. Base• Educa·

News Weath.er ality Musical ball cationalStore Volume
--

Over $50 Million
--
$20 to $50 Million

$10 to $20 Million

$ 5 to $10 Million

s 2 to $ 5 Million

Under $2 Million

2

1

3

7

5

CHART F: Who Prepares Copy?

Store Volume
Own

Depart· Sta·
ment Agency tion

Store
and
Sta·

Both lion

Over $50 Million

$20 to $50 Million

$10 to $20 Million

$ 5 to $10 Million

$ 2 to $ 5 Million

Under $2 Million

3 6

4 8

6 6

9 3

26 8

61 3

1 1

2

3 2

4 4

3 5

CHART G: How Would You Rate the Results
of Your Advertising?

12

Store Volume
Highly Moderately Slightly Unsuc-

Successful Successful Successful cessful

Difficult
to

Evaluate

1 1Over $50 Million
------

$20 to $50 Million
--

$1O to $20 Million

$ 5 to $10 Million

s 2 to $ 5 Million

8
-
6 3

8 3

7 4

20 11

53 9

2

2

10

Under $2 Million

1

l

1

1

3
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It is also an cXPPllPñt med.in :ta pm
mote store servi~e ~co:nomic1atl.y.;?

''Rad.to -w.r-ill 'sell ite.ms•. lts mcxst
imp:ortant USe- is f0: eat:fy fue slon:''s Ii

message t<;:1- those n0t teach.ed hy
other medf:a: ano to add ex;ettemeu:it
lo an even],"

''We Ílf!;Ye u.s:ed .ra.tlb:! tt): p,ctpnlar
ize one ítem; tP s.éU a. new s~.rvie.e;
to introduce new items~ fo s.ell :om;
institution. Radip proves ;ro.b:e sue
cessful if we buy -sa:tu:ratíctfi ·or
popular sporting e·Y-eJ1J$.,"'
"It should definitely bé pa.tr or

the store's promotion. p:-ro.g.t'a:m.·and
as strong in dollar expense ,as• the
store can manage.. A g<;:1od 1supplé....
rncnt to newspapers, ra.dt¡:ycat.Ches
customers in a dlfferen.t rool:l.d añd
at different times than <Ythermedia~
and .is listened to very well by the
public."
"An expensive mea,.rrs t0 rea.ch

a large number of pe.opile w'he.n
used to inform them. of a:.s:ale or'
other special events it is alWl;l.ysú.s_.e,d
in. co.njuüction with newspaper 'ªEl:,..
vertising, '' ;•

CRITIQUE; ••
C9tltlnrrc.d ptiffé

in my opinion, are ''Toughne.ss attc!l.
Torture" for regular tlrns, in ·wltíc1i.
they do everything except drive' the
car off a eliff ánd "'Crossroads:n- ·- '·. ·- .._ ·----- .. -- -· ,._ -·--- ---~- ---- ... _,._ - . . ·. - - .--.. , ---

snow tires, which begins W:itha long~
shot or ·a;hotretHfoüs traffic anarJ.

Young & Rybi-ca:m's dadu~ .iil
eliminating the sp:o'k:e.tl fl;,ont
this advertising has paid .off.. Th~s:t'
commercials have achie;ved suhsran
tially higher .eonsumér - recall and
registration of majór selling po.iuts
than their conve.ntional ~omwetitie.n.

*
These 011tstanding ectfíipaig-i·rs~~ne

all originals. They oidp''.f follow
body's lead. Persorrn;:i dared to 1.;_-r.ugh
a little at its bigger ·c.ompe:tittrns,.
Kodak chose to -take Jts- camera. out
of the typic:al borne s.cene:to. denc1.<:xa
s.t.rate it:s differell..ée. Che\1t.ólet .roa-de
tried - and - true TV de:1rua:n-s:tJ:aJ~i~Jts
zing with vítc;il:it)\ vfa a:-br:a:.ttd11'~W
technique; Italían Swiss to0k ª
chance on frienály humk>r. Good
year threw away the selling po"wet
of words to c;;r.eate.a:new a:ttd s:ftik,.
ing fürm ·óf adverris:iJl.g,

Let's hop~ thi's p-rodu(}Psqs
many more new e:mnpaig;rrs .that
witc their own wandedul rules; Ill
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GitG $50,000
"MONEY MAKER"

CONTEST ENTRY CARD

:PAil\si11í\i,11E·-..-~J .l!;.1'L Elí~~'Dn•11~1rm ,l"!SA"'l'.11,Q~I;\_.tk,i.11'-YJ.:[IJ,_·· .n&A·.M -::' .r\ ..LM~tr\dt.~ll,''1-:m-~~J'\\V'~

aPj¡.QIE ,ftt.· • Bit-t:l\Sr ~H [arl HA-1..,Lt
N~A.]Ji>J001NV1ENTIUN~CHD~l

See contest rules
on other side of ad
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~Hi~:c;d'';~,ZJP~¥' P'twf·
q'pots s~ft~n 1.-..A fiilre:~
·~ip{?'J Phi! :dn1src,~ :m:e;w AUio:cl

Fo:od!S p:r~d'uc:t;1fa,. heÍJ'l~ lrtitmclnc:c:tl
)Jt lJí~ L~J~~,,1j;gpile1>íit.rctt ·:\/Íitt u 1srp:cü
S<£t'tti,!l':tti:o;ti,eit1X1.Jí1.t1l,gn. aTLI KHJ-<í'V,
tb+t·©!:(gh fltck:tíittn~·1'ol>Hl~.

Tl:tc1 ~ttfttac:S's-d'e'&t.o.r:fftl,g¡ p:r:o:cl:!lct
• . . , ·Af..l'" ,;It !fl'• , . é .. h •¡· .•iSi;p~'t n •~lis ~1pp:y btáxi: ·. Jme:
anta i'~ ,aJx~~id:Y:in :dfi;rtfIDuti:oa in
l:outh~í'n ·Calífotu:i!a.

Hatit>ver!.s .spot bq~s
fu,él b1'g food pronr-K;,,

'--·A.- ·-· .• · ·-. ,., ·>

lí~tt~t :Cax1t1.iog lhr.oU,gh
Philip K:tcüt Ad'i:'~rtising, is pladng
mor~ tb.~in2,.6:00:s.po:ts an 15 :radia
sl'a,.tions: as ~art of tbt,G,e; sJle..c.essívc
I, . f' kf' ·~ 'l"sa e;s. c:,;.amp.aJgns. .l:tt ·rne JJ:m.s me

of :c,an'Jle('.l :and. frozen v~.g~tl.(hks,.
They¡¡qmmcr~iats.,s¡Iatn1:i.og a 15-

wee k ¡;n¿iiod, :are b.~ing.spotted on:
'the foLlowitrg .stations: WBAL,... ? ···- -- - ... -- "

wtCA;q,. ~i;id WB.BB .B.alünfo:;i;c ¡
Wr:i:S.ltington'~ W..MAL1 Wl{C,
WT ·o· ·n .,d'nvw·n.r'W' ·K· 'A.o "''JI· .., , :. p,. áfl, VY /, LJ.,"'-t,' , " ~;" ·~ J:::,fl"'
to.wu; Wtf'fL Ca.tfüle; WCB(J
.Cfurm:t>'ersblJng: WHVJ.~,Ran~vet;
'"''rc;'M/ "B•. an.·;:i u•r·:r:rp»'H" ·d"rr1's'b:1·1r0,.·''"¥fi -,,:~-_,,::} :, <,.. ,_,'..LM ;v:-~:c~.'.!K,1,.-. -_ ~-. :"_~Jn,; ' '.,-_;,.A·~--::@;,}

WHtJN R.eaclJng; ~n\dW$13t~
tn. '~"dgifiúll, Jiy;(? P.\:>rnme,,r~i;als ·w.ill
be p.se.:~ 'Q:n, W:Bt\L..'.TV BlflliIDoXJ;
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H:ano:tter1:s. ':10u~stGzU!alityn Iíne,: :GJf
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¥a):es,, tl· 11fc;,e1

,lf!Are;£i~~~.r:;..y.
Th~ ~le~tittnwa¡>: ~n:ncmn:c:erl ·b.y

;J;~e~ B. Cnn:l:ey~.p:re:sMe:nL ··



-

TV MEDIA

CBS spo1'/scnster ChrJS
was on hand as 11t:fw<.
esed fil'st world's hrdóer
proféssional higli-díviúg; 1i1eel

Resort a busy backdrop
Commercial,programproducers find Grossinger'shas
built-in values for lensing as well as relaxing, with
facilities running gamut from cabanas to dog teams

M ENTION the name Grossinger's
to almost anyone and he im

mediately conjures up a vision of
easy resort living. But there's a
more knowing group within the
television and agency ranks that
quickly thinks of the inherent pro
gramming and commerical possibil
ities of the well-known up-state
New York facility.

Run by venerable Jennie Gros
singer, the resort is spread over
1,000 acres in the Catskill Moun
tain area. Beginning by taking in
guests on a broken-down farm, the
resort now does a 52-week-a-year
business that entertains more than
1,000 guests daily in just about
every way there is to entertain
people legitimately. Third genera
tion Paul Grossingcr, Jennie's son,
is general manager.

The resort's motto - "Grossing
cr's has everything" - is well il
lustrated by its raft of pleasure-of
fering services: a mile-wide lake
for aquatic sports, 6 miles of
bridle paths, 1O tennis courts, a
championship 18-hole golf course,
a baseball diamond, courts for any
sports requiring a volley and a ball,
two swimming pools (one, a gigan
tic, $1.5 million, indoor Olympic
pool-solarium), artificial ice skating

48

rink, ski slopes with a T-bar lift,
and a togoggan run. lf a mild New
York winter fails. to provide snow,
the resort turns on its. $100,000
snow machine, leaves it running all
night, and has slopes covered with
ice-and guests-in the morning.
Whether ifs cabana or cosmetics
bar (where one woman was liter
ally revamped to the point that her
husband failed to recognize her},
just about all of Grossinger's assets
have been used as backgrounds in
advertising.

Since a dog-sled team is always
available, for example, Philco went
to Grossinger's to shoot its refrig
erator commercial, which incorpo
rates dogs, sled, and special igloo.
Schaefer beer's agency, William Es
ty & Co., also took a crew upstate
to shoot a commercial on the fm
zen Grossinger lake. And Ben
Sackheim did a Peter Pan bra se
rics, too.

Currently in the works are a.
commercial for Renault cars - a
vehicle coming to a quick stop on
the ice, plus another, in the plan
ning stage, for U.S. Steel, which
will focus on the resort's circus
sized ice rink.

It isn't just coincidence, or Madi
son Avenue's eye for combining
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Jennie Grossinger, who runs the
famous up-state N.Y. resort, visits
bakery to deliver bread
commercial

pleasure with business, that takes so
many comrnerical ventures the 95
miles northwest of New York that
Grossinger's lies. The resort encour
ages use of its facilities for com
mercials as well as for programs.
It's not only good business; it's
also part of the Grossinger success
formula.

The huge sprawling resort - it
recently bought a nearby hotel and
recreation area outright just to
house its own army of 900 em
ployees - started as a seven-room
farmhouse on a run-down, 50-acre
farm outside Ferndale, N.Y. The
Selig Grossingers (parents of Jennie,
who married a distant Grossinger
cousin) had gone broke on a small
restaurant on New York's lower
east side, moved to the country and
took in boarders while they tried
to coax their exhausted land into
productivity. The first season, they
had nine guests who paid $9 a
week and left raving about the
amount of food and service they
got for the price - just as today's
$I 00-175-pcr-week guests do. The
next season, the Grossingcrs had
so many vacationers they had to
pitch tents in the back yard. Four
years later, in 1918, they sold the

so

farm for $I 0,000, bought a nearby
hotel and started the first 18-bole
golf course in the Catskills. They
were in business to stay. ·

Grossinger's wasn't well or
widely known, however, until show
and sports-name-magic brought
fame in big numbers. One story is
that an unshaved Eddie C}tntor,
walking í11 the neighborhood, w.as
spied by Malka, the elder Mrs.
Grossinger, and invited in for a
free meal. Certainly, Cantor - like
his Grossinger "discovery" Eddie
Fisher - virtually became a mern
ber of the family. It's more likely,
however, that the real boost oc
curred in 1934 when bandleader
Abe Lyman steered lightweight
champion Barney Ross into a free
training camp there, prior to his

Philco Corp. buNt igloo añd hired
dog team to cavort over resort's
grounds for TV ad for ref rigerators

bout wíth wrt1Jc1rwcigbf cha.n1J,i., woil
Jíro.my M.~Kfl:r:rt!f'.!.,~.i.tt~c tn:~n, diví
dght other major bo:x;~r~h.ave. ~]:$~ by
trained there and lGrossü:rg!,}'r'shas . $pe
earned its sml.íd r.cp:ptatlon: as a tia!
sports center; wh.ct.hcr ama.te.ur, pro,; · cua
or spectator. · d.oc

Whe.tt R.oék.y Marciano Wff:Si in (
t.rainirrg a.. few yea:rs ago,. Ed M.ur·... ab!
row arrived wH.h CBS-TV caroera.s . cm
and crew to dQ W.bal'',s.:re~o:rts3XUy the
the first live remote teletiast. 'ever, bu
via Person ra Peeson, Resort?s man- tia
agement was delíghted and soon üc
started encouraging more TV. Even tw
when the early video cov.etag¢ was 1e1
snow-filled or confused, .ctews afüi ,T'
lights added the sense of ex.cite.. ·nl
merit which assured every gm:lSl
that he'd re;a.lly arríved when he'd ol
stopped over at the big ·O,. fe

Ed Sullivan has several times tl
shot footage for his Sunday . night o:
show at Grossinger's .. .And it .hasn't a1

alI been take; the reso.tt's give.tí,. e
via some of the personalities it's: ··e
trained on. Its socia.I staff in fh:.i;i
past, a few of whom are now b'.ig
show busi.ness nam.es ··-·- Kay Med-
ford, Shelley Winlers.; .B.etty Gar-
rett, Dore Schary, Phil Foste:r~
Buddy Hackett, Red Butlcu:is,. IQ
cite a few.

The mountain setting, the .c.oun...
try atmosphere, and the .c:oo~ept Qf
vacation fun. has lftádC .sp(::Uts ~·OY
erage a rramral, howe¥er, The WP.rll:d
barrel-jumping ch.am1,,·l:onsh.ipXMas
held for the .third su~ces\\11·v:e¡.~ear
at Grossinger~s in mi~Ilec:embeii
a11d ~overed by AB:C-TV':s. JJrJ!dJ.,'e ••
World of Sports for January tele.
cast to an estimated 2:5 rnilJi!ji't:faa:s
througlrour the nation. 'Para~oPnt
Pictures also seot a. .c.rew t.º' f5lro a·
color short of tbe eve.fl't •f:0r t)le~ter
showings). Mew.be.rs of lhe ~ms"
singer family .a~ted.. .as honorar¥·
judges and, with Mgh s.tyle,. they
enlistsrl actors Forrest T~.cker :a.'no
Van Jghnscm . as spe~ial ..h~Uota.J~
judges, starlet Jill Haworth as
queen.

In a similar event~ Rio.b~r.t~a!J.~
dek Associates ta[)éd :a 10-1~ :m'r11.
segment of its Thanksgivin.g 'Da¥
special there in l9,t)l, f.ca.tur:i~g.
Dick Butl0ns ii;x an ice routine,
whkh proved.· so succesisful tl:fat it
was rerun thís :¥€ar. ~p!:Yhsó:ti£ Ge11"
eral Electric. ·

And. last NoY:emE>.er~the finst
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Bartlett to head TV
operation at Crosley

Walter E. Bartlett, vice president
and general manager of WLWC
(TV) Columbus, has been put in
charge of all four Crosley TV sta
tions as vice president for television,
headquartering in Cincinnati. He'll
be replaced by Richard E. Reed
as general manager in Columbus.

Reed is an I I-year Crosley vet
eran, having joined the organiza
tion in 1953 as sales-program co
ordinator of WLWD Dayton. A
year later he was transferred to
WLWC in the same capacity. In
1956 he was promoted to account
executive and in 1960 named sales
manager of the Columbus station.

CBS promotes two in
business department

Robert A. Jelinek has been
named director of business affairs
and Bernard Krause appointed to
the newly created position of di
rector of contracts-negotiations.

Jelinek, who has been director
of contracts, talents, and rights
since June 1962, joined the CBS
TV Business Affairs Department
in September 1960. Previously, he
was with the legal department of
Young & Rubicarn for three years
and before that was with the Jaw
firm of White & Case. Krause, di
rector of business affairs - ad
ministration since June 1962, joined
the department in June 1958 as as
sistant to the director. He subse
quently became coordinator of pro
gram costs and manager - con
tracts, talent and rights. Previ
ously, 1955-'58, he was business
manager of the TV-radio depart
ment of Cunningham & Walsh and
before that served with the Gen
eral Electric broadcasting opera
tion (WGY-WRGB) in Schenec
tady, eventually becoming program
manager.

WPIX hangs SRO sign
on all baseball shows

The team may still be warming
up in the Grapefruit League, but
WPIX New York has already
hoisted the SRO banner on all pre
and post Yankee game shows and
rn i nu te announcement adjacent
around the telecasts.

Advertisers on the bandwagon in-
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elude Allstate (Burnett}; Chrysler
lmperial Dealers Advertising Assn.
of N.Y. (Y&R); Plymouth Deal
ers Advertising Assn. of N.Y.
(Ayer); General Mills Wheaties
(Knox Reves); Colgate-Palmclive
Code I O and Men's Line (Batés);
Chase Manhattan Bank (Bates);
Volvo (Carl Ally); Melville Shoe
for Thom McArtn (Doyle Dane
Bernbach); and Arrow Shirts
(Y&R).

BPA swells ranks
with 8 new members

Eight new members joined the
Broadcasters Promotion Assn. dur
ing the past month. Of these, the
following six, named with their of
ficial representatives, are: (full vot
ing members) WDEC Americus,
Ga., Charles C. Smith, president;
WCON Cornelia, Ga., John C. Fos
ter, vice president and general man
ager; WESH-TV Orlando, Kenneth
H. Brown, Jr., promotion manager:
WHBQ WHBQ-TV Memphis,
Sam H. McCullough, promotion di
rector; WJRT Flint, David A.
Course, promotion manager; and
Columbus Broadcasting Co., Co
lumbus, Ga., J. W. Woodruff, Jr.,
president and general manager.

In addition, KOB Albuquerque
added its program director, Paul
Bain, as an affiliate member of
BPA, while MCA-TV New York
became an associate member, nam
ing Sheldon A Saltman, director
of advertising and promotion, as
its representative in the organiza
tion.

9 outlets in running
for top national Emmy

Field has been narrowed from
76 to nine contenders for The Sta
tion Award of the National Acad
emy for TV Arts and Sciences, an
honor which will be passed out at
the May 25 Emmy Awards Tele
cast. Those stations. in the running
as best serving the needs and in
terests of its community through a
program or senes are:

WNBQ Chicago; WCBS-TV New
York; KSD-TV St. Louis; WMAL
TV Washington; WBRZ-TV Ba
ton Rouge; KPIX-TV San Fran
cisco; KNXT-TV Los Angeles;
WLWT Cincinnati: and KGW-TV
Portland, Ore.

;~rant
,moYt
aUili

The l éth annual Emmy p.res.cn-,
tations will originate from the Mu:
sic Hall at The T~x.as PaviVíon .pf
the New York World's Fair a.nd ...
from the PaJl~dhnn in Holly~ood. ··1 mg
And NBC will be 0't1 hand 'fur ;bas
the televising, the 1Olh straight year .WK
it's. handled same for the Academy.

wher

Mar
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Broadcast net up 10%
at Macfadden~aeirtell

Its three. domestic .radio s.tati.ó.rts
and two outlets in the Netherlands·
brought $2,486,000 into the Maé
f'adden-Bartell till for the year
1963, contributing to net com¡!)any
profits of $1,382,728.

This amounted to 87 cents a
share (or 83 cents a share adjusted
to reflect a 5% stock dividend de
clared in November), c.ompa.red to
earnings of $162,7.38 or 10 c.e.nts
a share in 1962.

Consolidated sales and .revemu>s.
for 1963 rose 16% to $2.5,.69('},176.
up from $22,245,738. a year .ago.
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Serrao, Kawaka.mi get
new posts at Ka.Iser

John A. Serrao has be.en nan1cd
general manager of WKBD (TV)
Detroit, UHF channel ..50 currently
under construction by Kaiser Broad
casting.

He'll be replaced as general man
ager of Kaiser's Honolulu aratiorrs
KHVH (AM & TV) by IJani.el T,
Kawakami, Also ha.med lo the
Honolulu staff µre Stan Atidets.on.
assistant rna:iager and db::e.ct;orof
sales; and Robert W. 'Seve·y as
news manager.

Serrao has been with .Ka.l,s.ersrnce
1960. Previously he wacS·we~tetn·
division rrranager of ln:d.@~end.enr
Television Corp... a t!~J~&Q.~en1ati¥~
for Peters, Griffin,. Wn0dwRr.d, ra]:rdí
a sales representative :for KN:X Lcrs
Angeles. Kawakami hás he.e.o wilh
KHVH since it we.ht ou the m5r in
I.954 and was b.oth ~prQ.gJ?a:mamJ;
operations dite'1tot' prior io ]J;l.5' pro:
mojicn; Anderson and '$cv.ey move
up from other posiiÍQ.ns wi(h
KHVH.

New. Montgomery TVer
a full AB.G afftliate

As has b.ecn th.e pa~ttern: in mar
kets llke Rochester, S~ra.c~sc, ,a;nd
Grand Rapids, as fast as the .FCC

SPONSOR
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encl :or March. M,(J~(r~~~,fttlyan
~~~'~t¡:i4\léin' the' l:Jw 'firm: Arnnr11l,,

:Suó.cl'l'tit:1· 1u '~hr.s.hh1!:,rfon:,
S'IYl'\;(í'"ct 11~~\t'i.l1tJUhi~ywích

bo:th ttwi VCC LJ:i::i.d fhl!t Atorüic
.ErrtT'!W (:llinµ;ds:si@in 'b,c:ifi~;t~ rot)V
ín]: it;i't.O, 1he Jaw ;depar:tr,n:e~~:.(;1~fW~S:t'
l;:Q¡gl10.llse Ele4rtric ·wifh rc'spom;i b:il-

f{')t its: ~;a~t.b;ro.~dMS>ti1i~ e:mph-e:.
RSch<tt;d,s~ub'&'s; b:e,e.tt á 'iiee· p.r;c;si

rde:nt sTttc.e:N.e>
·~®mbe~r ;f 9:e5í élt1tl ~ gt:in.e:r:al :llf~~Q:u-'

s-ínce I '9.5'G.

·w• ·,'al1::-.::sr s:i-:!:;iri=- f'"" ne, ·.-i/.,,,, , ,.,.r"'°' . !;,,,,,,.. , ;;>, , I I . , W
'W61rn:er Br~:s.we;StS'rn

Cl'int Wca.lk~r CÍ!i!:')l,efilne .fame
.bcrek w1.th W·umer :Brps. where

that nvw-:tar.e phe:n©:men:cm ,__ nm:i~
hoJJ;P 1Wes.te,tn.··__ t~ j rt the works

tb~ J csea:s:ori. Title of
th~ wbic.h .atso
nt:h~r':P1,g-'!1~m~·p@r~mtrn!i\ie:si íS! B'('l

B.efore beg,irtn1n1~
·~be·Jtrl}jett,. wnl
wltb. Fr~n'k Sfo1a,tr,a i:tt Bi1t

Bnllve,, a :S;Jn:~~t1:aE:nterp:rises
tn:0:tion p:i'crtíté: la:r Warner ihcts..
Whi~lt BJ:n:aua.also

IR .c-. ' ' 't' ,,.ct nix:es .amor .1zírlg
CG>Sf s. pf CP r lít:ense

:E~pc,nses ÍJ:rc urrc:d Jn a~q"ür:ing
c:omffr!Jcfir~np.errbil and liocnso for
a. TV st~~t:ion 'Cirn 't be. 1arnorüzcd
aver 'the p.crip<;J Qf ,éons1n1éti0..n and
iílili'aJ tclc'\il~~frrn liccn!&c (thr~té
Y·'€ats:•..a »:..><'···'·,:¡t:..1

In,tg.r:n~'J l~;~v.eauc'8'crvicc is stick
ing to tbis pu~i:tion,, lo s-püe of the.
recent decfs,i'{)IJof (h~ UiS. Distrie:~
Court for the: East:crn O.ístri.ct of
Tennessee: in WDEF .Broadcasting
Co. ·y,s¡,,U;~'- {:2J5 Fed. Supp... &J :8).
ff :~;Xpend,'ífJ.J!te:s re'sUJt .i'fl. oOtáining
pe,rmiss~nn to use: tire TV fü~ility~
cl:afms !RS:, the amount~ fü~:r_cpf
ee·nst'irute; a part oí the cast bas:is
ot a:n of a p.crmanen:t natur.e
a,nQ 'tl rde°d:Uqli.~ñ for dep(téefatfoM
thereo)l not aUpwaw1e the
usefüi life ,of :er TV license 'isi o:f an
in.d.ete.rminate duration.

Pnilít.ing tb; :the decision fo KWTX
E·m~dc:a:stJt1,g (31 T.C. 9.52:
l 9..591 s;i;ipport .its. st!l:i1:d, IRS
s(l'fd 'that. aH{loQgh i1 worfl. :appe:al
ihe Tennessee .decisfon, the 4ecr
sfon won'i be folloÁwed as 'a px.ece
dent in the dlspositio;n :o:f s:lmifar
tas.es.

A.;'
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DIRECTED ... and DEDICATED ... to BUYERS 1l
There are 2,000 national timebuyers, Another 2,000 -· ·4,000 may have; some influ~nce1 on .the

purchase of time. This is the specialized audience that enthusiastically reads ,a.ndnses SPONBO'S'.

We edit SPONSOR 100% for buyers -· not sellers. We. do it with news. W.e do it W:ith.f.e.a".,

tures, We do it with "how-to's", We do it with think Pleces.

~12
!.N OJIBW!.Y
PUBL/C!.TION &' '~

·...·,.·.····a··..... ··..·mi·.·.·······. ,.·.··.rn·!···········,·~··.··..·.·· ...·.·.·w·i··...•........···..··..···.····.'
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' '•' ·.••.:/\i '' l .•·...,. >/. '/

555 Fifth Avenue New Y0rk 10017 212 MUrrayhfll 7-Soa.o:
54 ~PONSOR



;J.!,?i ~ '.~
il"I'':•' q;¡:t;., ., i§i,.:¡: ,, , A'
1;:¡11rr 'ú1líe· ,,,g~:a.~""'\

·l'.b·e. :t~~~,gl;ít.ai'l¡)Q,~.R.ep.• ··:JEroa;nxtel Geller, enairm:an of the
ltt~:t;l$i~.J:ta;f:li~l,a·r'r·~~mmltte~:, ha s1 rushed. to d'.e:f e.np .•#'TC' $
J:1'1s.él !(!;?f '.t'he T~ a.~vertising fact:Q.r it;¡., 'it;S, {)rd.'e.r' for P .& G
to :di:v~:stQ ¡,:q;~q?i. ·

:~;ell'e,~:'A,,ó'te~ th..a.t t.h..e 11d'ecifsi.ve. fact.or in the case ws..s
.P:t'ctc'hB.r..&. ~a'm~1e:1s tr~tnendoUs ad'11ertisi.ns''. ·~-..which
11lfl'ul;d.~í:v:e ·newly a~;quirea Glorcí~ the benefit o'r ma·s1stv.e
irv...slp·~n:s:or,~·~ipG~s;~~~llt ~f .t'ne p:ar:ent firm, ..:Still,
·Qei1'1;~tinsl'Lst's the FTC wa·s not trring. to punislí ·ad.ver,...
tJ'..sing"" but to p;r·eserve ''equ.ality of o¡;tp:0rtun.it.y in
·a,(}v~·J:it:;i;si.ing~''' ·wheFi.roetge,r..-m{)nopol ie.s 'th r,eat en com:p.e.
·t~i.ti.;0'ñ•

11,1

I

T,l\1~~'.o:rr~res·sm:aJ1q;ootes C.Jm:t'l.r"" Philip Elman' s opini:cm
ín .. t'l:te FTG o·rder', th.,a:t there is a cl;if.ference between
.'r1'sb.re:!at:1f ..an·a .e1~:011omloall'J: useful'' advertising,. a•n'd •
tha:t; ·;d;~:si'inetil t:Q: el'l~~:e,.genm:ari<·e.·tpowe.r é;):f tn:e giant
.,s·11n::~:n·'.sor ..•

'E~lman {'~1.,$.a tol1/g~ee;t ;foe· o,f h:e.;gvy ¢:igare,t. athtert i sing;
tn Jia<t~.n:tBf'ff;,'he1arí·n,g, on pr.opese.d rules) s·aid the end
r'e.;s.1.1\lt w;a;s. ·t·l'J..a:t o·.~· ''m~i.ntaining h.igh p.rice.s, dis
e~::fm:·ra¡g:ín:~ne~ :eJ::t,'ti.r1, att~' in., g.e.nera1 , imp a ir'in.g;. • •
c.om~té.''tt:ei.:oñ.n ne.I:le,r says thís is a faf.r app.raís.a1 .of
tb;e ''lmp,atc.t o;f :qove:i:t.1.sing power :i..n a;ggra·vating com
p1et;l.,'fiiiv·e.'1.m~alan~e.'.'' Re. p·e1Le.ve·s it e'Sp~cially· app;I.,i:e:;s
~~,e.tta •ta'tttt ae:s.ui'res a leader in ,~ta~'lle.r bt~u.stry
an~r.ri;se~'ªª~erti.;st11g.a·nd' gramati.onal sales adv~ntag.es.
ti·~:·,,·t¡~~a.r.,f·":·t,~.e,pes:t. ·G?~. tl'le c:ompe:t ?-n;g·srtla 1ler ,firms;.

Whátíil!i't.IH: t·tt.e, .c.'o,UJ:"t cru,tcc•omei £or· E :& ¡;:; i t,n:i s. c~:1se:ha s
:$:pgt ..1l~J:tt:~P.m~~..~$.ve TV' 1adv.er:tis:i..ngt as w.e11 as the tnore
ia.nti.'.1 it:a I". ea.á.l.n ~'.tt~:re: rn~r~e:t i,.ng a,dvan,tag.es , éfs a 11seabl:e
..f~·c:tm:r in b.a.r'r:·i.ngr:n:e:,tg.et's ;1.1,ndie:JE the celle.r"'"'i\ ..ef l:1U.:Yer A.ct
- •..•at, l:e,~st i..m tlt:e view .q:f the 1'?TCand one, .or t he Hfll.í s
toUi(h.e,s:!t .atth'it:rustt(M:;s .•

,,,,.,~,llJ·'il( :J?lr"',i:iP"''a ~Ll\~,;..e::1"',,-"',"~;_, ~ --~P.1~'.;~'-·_•:Q~·- ,,_.,: :d~
:&p:p;ra í.:cSiQ!cl

.r,,

.]'¡l~'.rt.hmnt f'o;r n'iiC.: :rut,e,s for d1Lsc'los.11re on. r'et.áil. f..oQd
p~~k~;~fni'r'·

~ r~p.Ort :fs a£·1¢iat t.náh t.h.é, 1¢.c>,rnmi.Szslo:n..will sopn launch
~··..~i~e:,p.tl\.g:~'tq.~'.¡;co£ th.e. p11.~k1ag:i.np¡ :(1)'£ f~od ptoducts .too
d etteit:nt:L:ii'é: :.wh..e:t;t;ter ;some: :c¡,f::it i~ae:.ce]rt ive and if so , haw .•
;J,;"·IJ:~~~l. tl:tt¡g; f:<:tr'~:e: I.si 'r'.l.imo;redt·(l') be ·t;he v:<!Y1uure c:¡;f rn¡g;:fJ
)t,i'ti't,1.l\'.g,l:J>).~.···~.f;,f::f.~~.o.f th:e n.ewFre.sídent.ía'l A,dvi:ser' on,
c;;an1sii::l'm~1r-~,ffJ~.:Í.l'i$ , Mrsi.. :msth,er Rete:rson~..

'f';rue l'a:'hliottal ·&Q;un\a.:íl ~··~ :E'a~ttníé';t" ~~Qp:~r:EJ:tiv~s.i.r~pt11:"ting
·t,h~ r'U:mnr,,; s:á~a 'ttaÍ'fÍi:é'r t'l'l:e Whlt.é. Roíf,s.e; nor Mrs.
:e;'e.t~,·1E)$JO:Q: ll~v~, m:a1D::e. d'Íre:e:t ree:onínrendatlon ;for the' áUr'!i<'\ey.
~.ll:~ ~ll"Ps~a;~Í3J;t.,g:m;~.q:~;.q:f ·tJ;t~FTG' ma~ not n;e..e::a:a:n.yWh,tt e
P!~as.e '¡¡\)'~'º~· g;~t ~tti~rntp il!~~,s't~ig;~.~i·oFi QE this in....
~~r;aas tn.g·í1· :d'i.Jsie:;la,s:s;.é..d a.r:ea .,



THE WEEK IN WASHINGTON
Marketing Probe
Planned

More def í.ní.t.e-, and reachi'.ng ba.ck further to; broa.dc,ast
sponsorship, are prospect,5 ·ftir an F'tC :pitobe o.I: !Chain
store. marketing that co\11.dcóver sli,p:pliers as well as
the chain store buyin~ prac·tic:es.

Under a reso'Iutí.on introduced i.n th.e Sen2rt:e,:.FTC prohe
would ,go into buying, processing, marketing and g.~:icÍ~S
in retail food cttaí.ns, with a foray int.o tne tirat;t.e·ro'f
private brands. bu.ring Senate CommerceCommittee hiear
í.ng s on the resolution l:ast week, FTG:cmnr., E:ver,ett;~
Macintyre recommended that the pr.o.be:be e:xtenderd t:c0·
cover suppliers for the: cha"in stores~

FTCChairman Paul Rand Dixon is eager to get into t.he
study of use of p r Lvate brands .. by t¡¡ig buyers., lt.e \YF~\»te
the CommerceCommittee. He al so want·s to ¡get inte ..mis:
use of economic leverage by chain sto:res to ''man.i.P,Ull=Jt'e
the mar ket to th e í r own. advantag,e.·'·'

Altogether, the prospects a·re sWeeping--ahQ.:.ml!:!,y C:C'IU.t'.'l)te:r •.••
.act some of the painful Hill ad:'ltic:e t.o :get a·w:ayfrom
picayune matters,. when FTC's White Kni.ght :ahar,ijes t'.he
appropriations committees on the ne~t go roUh<l.

Station Swap
Aired

The by now historic ar~uments ill: the cornpll.cat~d I-qaG
RKOattempts to swap 'Philadelphia ane :f3o:storts;tat,i.~ns
were finally to be heard by the füll ·commissi<:>nlás't
week. ·

The argument has reached back to issues fought ..ñ·ea·rly a
decade ago, when NBCfinally managed to 'swap its Cleve
land outlets for We.st:inghouse·'s Philadelphia stat:iol'l1s
WRCV-TVand WRCV. These had been , hack i'n 1953, the
property of the then independent Philco Corp.. , since
bought by Ford.

For the three protagonists of the current .Ch~3 dr,áma,
NBC, RKOand Philco, Act I was lam;tched by Justi~e
Depa r tmerrt , In the· wake :of a H<.:>us.e Jwtli~Lary h.~wl o·ve·r
NBC·1s al leg ed squee ze play, Ju st ice d:.em.and:edd i·vers·tilauire
of NBC's Philly stations ..

This roused Phí,leo, now Ford-owned, t·o make .a néW·~1)ry
for its old Philadelphia channel, and t.he mud bega·n to
fly.

FCCEnters
Fray

FCC's Broadcast Bureau said ·NBChad no} right tt5 thé
Ph'í.Ladelph'í a stat Lon renewal an<tl th.e ''ill-g~o:tten g¡7a;tns}n
that would result therefróm.

But FCC's Chief Hearing E:xami11erJam.es D. C.un.tt:in~ham
said the old Westinghouse ,swap wa'S wateir ove.r tbe a~m.
Over.a.lL, Cunningham said NBG':s '';ru:nawa:ys:Up;el'.£.o,r,tt,y'''
and great broadcast history gave it am e·asy:·win ov•e::r
a ''bid by an automobile manu1fae.1:urei~11
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f;~@111p .•• #t!S',stlit:r;e1cr~y: z·t.tr!IJ1t twtt :ry llifg7/, .c;a11tt1 "'·•\l!l.!Ht1J.<1.
}f·linll·1J:i:1Wlii'l'f1, ~lfl/i ..~}r-lfiJW

·o. '.. ~·m~INGJ•f'~(·;1.1:L%h~V":l~u:i~m<~uc
· r11 Ho:us.tnti J~v pr<)IJl;t>t.1wJ ,¡iJnd
adWJtl'lhlg P,lí'.Jr:ís; df the 't'o:lt. .4$
h~í:!!;lJbtiJI ü:!Yt\~(Jrk, with n1eire- 'thi111
RC~ '!<lJ1<fü~ol~' ré!pi'é;s c'íYtati\rcs .a.fld
s;ti1í1(.n1 0Jf,1~!al¡¡;;rc:tc'I, by ~IT.íc1~.i!~\;or
th.{1 N~Hioru1l 1,,cngq¡; tc<Jl11 '<it '.211\:1
tU1n~t'uJ, nc:tw.o:rk-sta,tl cm iS:~mir:tur.

':l'he seminar fcalu,r-cµ tb,Q'p.r~:s~:i1·
lalfon uf pramotiunal gui'dc-lin~s
:for 1'~6:4 fbr each f;)f the J9 .rnt,!i")·
and TV ~rntlo.ns ccnnpr.i~fo.g'th-e;Colt
.45 bM:ebalJ wc.b, and ~1warclswere
giVR'Tl to :sh,. !!t:ati()ns for lh:eh prn
tfíé:>ti:~Htal activití.e,::; cluring l 9ii3.

Kits Lot ¢a.Ch s;J~rlion ctmtaincd an
.QJJJ!Jn<i:óf specfall evcnls fiJ1dptomt:)-

:·s:i'•Q'n h "'M'i"'·" .t:olt 4 "''"-~ ,. ' "'"") ···---'---'-"]_.;,): - ' - _._._,J _J ' • -- :J

·®.flJa:S't. .various. tl!Juf~,nccp~rtfo:ipa,-
iX'nd .fuoy~t h¡rsebáll GOtttt:S'.ts.

Pri~~ .t¡;n;iJttd:¢ ~n aU~eX'~6~n'ses:-:pu'id
bas~1:>~U i.nHousttm. £tíH.I ~.1
grand p;rize tr:fp to ,Europe: er M~~
ic:n. Other !i!GJllpt)lJ~nt'Sof U'H;~pto·nHJ
kit, all featuri'ng the: ir.rd!ví~U<!l
t:km';51 call '.letters, w:erc tirpe:d pro
mo.lion spots,, n€twsprtpcr .m:cr,ts,
counkr c:ard\;, p:oáct ·'!SGheQ.ttJe~~.
and humper strips·.

Fonr .radío. 1amJ two TV' station
awatcls fd;r nu.ts:famling p:erfar'
ütaoce.s O:íl 'the Colt rnclio. and
TV :netwot'.ks weT.e pF:es:ente·d. '.by
G(lat Júdge Roy Hofhci nz,

'Two GJ füc four r:a.dio awards
we.re c/J~ps::u PY MPRC Hoüston.

'"';Q ··1"t' . G 0fl.
'\..¡. vl)" f·.JJ ..s ..a.n . .1 g: J,1n.r1!J..tn:g .o

.as the: fkt~sb:ip
sta:fl'an .for the '.20:
fog shrti.am1 involved in (he tt.ídio
web/; Jack Harrlg,. vk~ µt.é'lSJ:dént
aml gene.raí m1.mage:r, ac'c:epkd.
ltPRC's s.ee.:mrd award was. f'.or
m:orning pers.anaíiti:e:s Tim Nolq:n
and Ifob /Byron for ~'un·ique a:nd
o.r:igiu;aJ pro.ot.o.tfon af hn-selbaU."

Jack Tinnirerns~cornm:ercial man~·
age.I for S'.hreSrep·o..rt'sK:WJ<:R, re
cei~ed a:wa:td fot l@cp pre:rnülÜ'l:n ].ob
.by:a50~kwsta.tíoi'l; tbe saine
but t'n a stat'i~Yf:í :@f 10 kw ot ifndcr:

ta K81X Cotpus Chtisri., ac'"
'~:epted by Charles M,m·tt1i11g. co.in""
met:¢iaJ m.a.nage·r,

TV h:@nnts ~TVT·-.TV Ft.,
.for pµ·f-sta:ntIJ1rg prqtf1 etie n

0J ):Jlifil,J\lj' ·~ntJnous-
~TR~-TV ftl.r ;o.utstn:11ciing Job

~s f]¡,tgsh~.@,fur tbe, TV ~nefwoTk of
st;~4;~~>tl'Siw~r~ncceptc:.d.,, :resp.ee'

:by Ct:a:wf~:rdRí'ee., ass~s:tant
manH;g,ex~ KTVT-TV.. ~:rtd. l:Io:w•átcl.
'Pbte:l:t, KTRK.:T\!. pteigrtmi. •



You wouldn't hire just anyone
to host your jazz show. You'd
find an authority to get inti·
mate with 2,000,000 jazz-loving
Southwesterners. Realizing noth
ing endures but personal qual
ities, we sought that certain
touch for "THE JAZZSHOW". It's
different. Host Dick Harp makes
it different. He's the Southwest's
true authority, having devoted
more than 20 years to jazz ...
owner of the fabled "90TH
FLOOR" hangout for jazz buffs
.•. producer of classic jazz
albums. Harp presents modern
jazz music, discussed in lay·
man's terms and capped by
interviews with top artists. Three
nights a week, WFAA presents
the Sound of the Southwest on
THE JAZZ SHOW..• we'd be
happy to slip in a spot or two
for you. Call Petry for details.
It'll give you that Quality
feeling, too.

D!J l1[iJ{jJ
820 RADIO
THE SOUND OF
THE SOUTHWEST

WFAA - AM-FM-TV
Communications Center - Oallas
I Broadcast services of the Dallas
Morning News / Represented '•Y
Edward Petry & Co, Inc.
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RADIO MEDIA

I PUTTING 'CH..ARA.CTER•
I

INTO CAR SALES
Voice and print caricature for eouthern colon~l t¥p:e
aids Chevy dealer sell automobiles.and coordi:nate.a'€:ts

e OLONEL CURRY, a lovable old
character known to millions of

New Yorkers as the world's cham
pion Chevrolet salesman, was con
ceived at Fifth Avenue and 46th
Street. born in Old Greenwich,
Conn., and baptized on Broadway
at I 33rd Street

It all started in the early part
of 1954 with a change in adver
tising agencies.

It seems that Bernard F. Curry,
Jr., the ambitious president of
Curry Chevrolet, wanted to try ra
dio as an advertising medium. But
the agency he had been using
lacked radio experience.

One of Curry's Connecticut
neighbors, however, was radio rep
Fred Neuberth, who knew of a
fledgling, one-man agency called
Albert A. Kohler Co. Al Kohler
had had extensive experience i:n
radio, gained from supervising the
very active R&H beer account in
the late '40s. (At that time, R&H
was a heavy user of spot radio
throughout the northeast, plus spon
sor of the Boston Blackie show live
in New York). Kohler had also
been a TV pioneer, helping to de
velop many of the mechanical ad
vertising techniques used on video
today.

It sounded good. So Bernard
Curry took his neighbor's advice
and signed on with the Kohler
agency.

The year 1954 started very mod
estly for Curry Chevrolet in ra
dio. The total radio budget for
March, for example, was only
$689. The little that was used was
used effectively, though, so that
the budget increased periodically by
small amounts. By the end of the
year, Curry Chevrolet was using
four or five stations in the area
and Al Kohler's one-roan agency
was busy plauning the 1955 cant
paign.

Meet Colonel Curry
whose little Colonels make
"New York's best car ¡jeals"

The recommendation for Curry
Chevrolet's. radio programming was.
based on a traditional buy for tnrtt
rime .-- personalities, news. i1ctld
sports. Among the p.ersotlaUtre:s
carrying time for Curry were. K~a~
ven & Finch on WNEW New
York. Their zany but .effectiye de
livery of Curry copy made them
favorites wíth client and ageney
alike.

Bot it wasn't nntll Febtu:ary 19~,~
that Oen.e Klav.at1, in an inspil'.etl
momen], first .started talking Hke
a crafty old SQuthern colo·neÍ.Thal.
was the beginning - in WNE:W
studios at Fifth Avenue and 4.fül'l
Street - oí a charactetizatio·:n tliat
ultimately became Colo..nel Cl..)tr~,,,

Both Bernie CutrY 'l:W.d Al KQh
let ha.d heard füat first de;Uve~y.
Curry was pleased with ~lav:a1t~
colonel and Finch's stta:Iglft-I'n~io
counterpoint. T'O. ·adfilrtfi.K0hler\
however, h wa.s Ute beginñing of
what uJtinmtcly btt~:a:m.e í.l mil.li,on
Clollar corporate 'image. A ·fürmet



m:r
~~~~ Sn 1,.,1.!f.6 ~a:lie:d ~hn u·a,Q'
"V:í~t:e:r~nl*'riClud.'.bi~~f}1K:crnl:er e~:u'.ídn:''f

ptt!'t1n;g;:!i©:~n o;tt ~·a~:er a11
"''kUili!~""j:¿,1 th~ ,C~l~zttta.he; ~t~. ~1n

;A
\'t/1\.ii·I' i~•~ili'°" :>.!í:@.,•'io}...01 ir;..a,·i.;J;J::~."' ~)-~4''""''""' ;)'-'iw\Y~~U, Cl.~

flv.rl ~;J;Il~ ·t~©::k \@'.Í~ fóT' 1th~:
~mrr.1~~:c1~:rfl;ofíl~tat: Bi:~~1B~~1
:1 '!19Jret ~t:ré:~t ~ Y"l;!.~,!~""i~•S!'

~'§t:,11tl~
~J:J:~¡~r:~f~l'urgm,x;rcye:~

~'.li©:miflifl'n:~ ~h~re~t:~si·nrów'

J\Jll~
,S:kti~~ct:tér ::fh,f!t:: ,,.,.,.,••k .••,".·~"'·'
r~r!S't.~tt~~'~!Y4'
tt~I ;Cmit:rir Jn ~.riw~l:t~

~Jltei, ft©~~ñj¡:fj¡fi~{
M~ril:Ill,, 'l:b~'t;~it1:m:t:n;i:e:~f
th~.. .· . . ~~~· 11\);~QJ:tgfo¡a]' ~i&~ldrt
tll~a;t;;~~t· :Qllrdll 1.h«f '1it:~\? ti~
~~a;re;t:tñ:~l:la1vián .,I:. F!íítl:~l:l.lílr~~.t~·"'
r€~t:.

i:n: itt:ti:'t:il:tlkH~•.
l¡l,...tr a :1\-'ltt"'!Jí.<, 'fib:?'t. :rmcL ''''L)Ils.~'~!t( "'-"''<Y/,,,.~v;",;,.t,,,Y >:<:: ·u;'CfY' ·}

't<~ifí {;~J~(fl;~a.c~o;r ~~~:~.m®rf'~"'
:~':¡:all ··r~ p]¡fu¡~}n; ~.

JJl/i' ·~. ~:t~:O;im; ~:J¡gI_(l.$
ltrt ·11a~te;if t')Jl!l~~r~ft€ t~~u:r~1,h:©:w1-

e~er, wba.t:I:tt fo:o;kc;d ;aSt t:bcrugh
Cu:tr}í .Cne-~télfot wc:to.ldh~ 'C.harg~rl
ua:tiailtitl rat'es ~n;r rülHúrig ~IiüdTo

frr :fü~ir
~)':· Pe~erul!Qi:tr~ C1.ri;r~'s

but:J~et: $IO:~:(J(J{} t~ tllGYJ:lth,
:s:¡lCllt~ QU ·the; tpp fSCN\:111·sf~'(LP:JlS· j·n
~e~ Vark.. The Colcrn.el a:¡'>p.e·are.d
reoO'f~.forl cu1áll s'ta:t;ionS! 'b:ut WNEW,
W!l~r~ l~Jav'ál:i & :Fít:réh eon.tirtuc.d
·t~. }fült 1.d0:liVe·riO:g eíír"

+rs 1srb'<1~m~mS'5n :Man.b:a'tlai)
Hemp;s:t~ªd a f:a;n~asüe

rat~.
Gen.e 1'lavanirs. .eo.foncl had

qufokl1N' .eap:tuted the faney of 1tbe,
"'"'··''......,.,,·., old.. · bo.ye:rs.

~~~fb~ ~.º19n.el~u
ma::k~ d~al1s, a.nJ:l ki.ds on tJ1e

streets were wean'ng 'Cplpnel. Curry
huttóns antl sing#1g the Curr~ j.ingíe,
a 1take-10'ff 111n ti:oorg~M. CDfaan':s

th~. (tar yéar
Cu~ry ;a:~v~~tisirrgwas

JJ..aigJ~ ;s:.oinew;h~,t, Jllt~~I;thel~'S'~···th~
:c:clo:t:t~lq:onttnueq appear fo au
Curry adv(;}r:t~sfo:g,as. he' due.a, :to:

day,. ne~s lrel;p:e:d 'the spüh&.ó.í
tto gtow ,and · espeit:i'álly

. tnr .rap· j'm~.·~;ul'tt~:·lJli'-·g·. :·>re'a df. e ... ,J.. y , ·.e o. n, , a .. .
'a firm, '111~

·C~r:p.,~ll t!i>·da:y . :a.i~
·a,n:ytbhÍ:g ·n:eed Í-©:rbusi-
o:r~'p.te:a~u~e.~£ram óffic:e eqn'i¡j

fl1e>nt to: a tnn.al dt~tl.geJn the Ffor•..
ida E~.£t~g'Iatl.é:s,fr¡¿,m :a eamJ~;u.te:r
... 'f r'J(t ; ftl'l'me·']"!' rnt'r1n'P!da arfs~ .... rJ>

A&P ·hrek,, lJ.i¡ntingt@l1'. l!&rl""
J~td.,FQf ;Í'ts part:, :Omry t~hé·~to1.et
ij:a~s.a n€w h~~U:á:rt~s' attd. .,u•.,.,,.-.
r.ó::®mtn .a: 4.~a~r~

c~n,t,ªrin
R~(:g'fuJs,. as we:Il as

fb::e;b:B'~mp:stead laeat'i!(lin fnt Lung
1l's1I:fl,lllt'J ~erviee·.

Even Kcrhlet~~:<ílne~.thaíI
bas: Jt3:i:t:Ied tlI.é e~t~anis.\i~l'l'.·•.
~.t:lllh1aüdles· fl: g{r1111k :qf the

U"'""·V~J.U. ~ít~*: ~~rs,, ff
.ttlfiii~ bJ1sS; t~~l. 'l:lill~ng'S .of .:iibt1;ü:t
$'f1¡5a~u.oo:~·~;a.rrcl a: niile-:ruan. :sta:ff'.

.qf· all, ;af'ter\ a ío,ú:r-,ye.ar ta:,.
;la;ia.tus.,.;füe C'®tl'1n~l · r~~

'tµm~rl. ta WNBW Kla:~:ªp ··~
':Fmcl1 ·~ ye.qrs ·tfu:e,
·d~yÚo:iíl 11'.i~~~gi~.~;~ ~\tfth typl.-~
ecal Qe'u~ Kfarvan s~J)éd

£,9 tttei :mh~r~phnne· ª;n.d Ul'.'
lie h'ád:~left ·Q:ff'. A.nd

ffu.e: w.e:eJ!.l:"s ,~;nd~·!l<ít: Tut!~~r~we:re
again sM.tmlJI;tg Cntcy s~;awrelb.ms,
d~:tma:ftttl't1g talk with tfr€ 'C.olóll'~l·.·· •.·' ..-·...•..,. ....·..·•... ,· . . . .....

I
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SYNDICATION & SERVICES

·e······• ~•ERI~º. T~E PI!~gram···syfütica-
nen freld, if you'I'e ñot ia. sea..,-.

saned profession~!, is generally ás
risky as entering a Bagdhac.Lru.g b~
zaar wearing a Harry Truman shitf
and a festoon of carnera gear; youkJI
be lucky to emerge with your :shi.rt
on your back, let ala.ne your bank
roll.

But Horatio Alger:..:typc'stotics
da happen in the syndica:tion btísi
rress, and one of them is ha¡:1peníng
now to the young broadcaster who
serves as general manager! of Pitts
burgh..•area independent FM o.utlcJ
WYDD, Nelson Goldberg.. Here's
the story:

A little more tharJ a ye.at ago,
Goldberg put WYDD on the air
with a news-features-ñrusie sound
designed to catch the eat of Iistert
crs who wanted something ;other
than heavy-heavy classics, teenage.
rock tunes, mid-road "geed" music."
or the common-denominator appeal
of TV. Goldberg programed such
things as nighttime dramatic shows
(from BBC's library), authnritative
jazz shows (he used to be a rfve
jazz impressaria), classes in Espe;
ranto, boat and skl reports and
direct coverage of the Unit.ed Na
tions.

Not a few broadcasters ín the area
thought Goldberg was sorne kind .¡;Jf
nut, but the station began to tnake:
a quick dent in the arna'$ FM
market (at least one.·third .of füe:
homes in Pittsburgh ha~e. FM or
AM/FM sets}, Then,. Go·ldbe.qg
started on a new proj~ct.

What Pittsbnrgh radip n.ee:clc\ild,.he.

Radio travel show
puts FM outlet on map

Pittsburgh-area indie WYDO wanted a
travel series, built its own - and foun.d
itself with a eyndlcatecí property: . Cap
sule show ranges from Japan to Mexico

60



Ill

'lil'e.ci£1ar::t1w1t11?'"'is c'O:cJffil'íflfl1't>/'
WY~Ll'."s.N:~fa'il.fJ

ifat:di<la~:f!Ji?. w;a>Sí .~. ~:a.U~'travel~nfw~
lmt,e, lti~·ha€'1.b'.oi~~r~a*l-'41'ii~M"'~·y

l¡F'ct~líam ~tt tke1 ~Iitdltí
ra~·~ef I l;1,:tJ:GD·-· · h3:,gl'í f,~·!~nFM
íti:!~~~:ñent-. ..m~·liifll: l:!'.is ~~lll:pp'ibl~
fi'r.s:t il.t 1th~·
til:lf!;mi ~~s :i:tcr a¥uHtí1th'le: Ihrá't
mest s;P,ee"ifit1ªlfinns¡ :·á sl!l,~r.f.,.
l~qm:f~~l'!fif'elllí©iwc. 'l~:·~~~~rdefl
:tró ;p.J:mi~e~Jlf,s o~n.

'Tl?usi 'Wla& ~.~ftt "9f ?LJ''e'1Ji¥írfit,,.

1~!#1!' flt ·~l;~~~f:fi,"'lís:'l;te~l:l':élwil'i á;
~fiiute le.nltB. sili~tul~~t 'fD:e,
.ar ·wetJ.K:1:!:.'Tri ~atl:l'"e:t·~ñtd.!'ifit;Q"at~
m:á1©!!'.!fi11J xl'í:e~ni'lwi.~TDD
u~.,;tfTcl ia 1~1;pmdJJtl'.r.al't s:t•Q1ff Ff1:r tlfi~
s:l:r~~~ia·at'li~t¡g.~n;r.o tmpe ',\;ij l'i!iJ\\!li"'·"'!ª~·g)

~~a?Jid''t{'.)¡ ~; lJJID~Í~ scalU'littg
iá d'.ff~t.é.'Ííl.~;e"O?tm't;1';~ c:ÍtJ Oí' f~11i~~f
e~il:l· Á·~ ,,.·f~ttll $S' '1"1. · .. · 'fi'.e;~\<l'lli·.·.""'- ,.,_, ;,,¡:) ~'-L~-··'-' '-~,, lf'.'~\©>-.J.J.~,'1

W'YI'líl'l· !Sit:tt~renw©nt: 'tfi: the ..a.c't:Thal
lO:eml'©:nsi>, 1attd :fl~:d1rh~ ~l:trawS! :©.ll.: :tl!te
:s¡¡;m;e.
. ~li:f8'.©itS 'b:r:g;a;n t..a clJmfa ;o;n 'fn:t\

1~til'.t.1'.tttl~¡¡¡;m:m:n:dw&¡~,©Jti,. ;tnelud1iñ¡g Sin~
it:tñ~tl..auil '.!l:lar:r.it'é..r!il Jik:e. U.01A,e~
fh;e::fí'.;a·{§l!t\:m': J!a:pxan: Alr Li:ne;$ -· it&ii·f!
1~d!·wb1th Jri,ítlf~rJJ (~eJr.e:di:i'.l~cllfit:ttd1'ó'~a
]!í;t .~í'ttsihw~b.,but ·wbie:b s.~~k'F£'t'r~~·
l51ilr,l)'.l~l!n~lfi~,1~·~rt:a:i't'ltct;tttí~1h:eet1i:ó;rts1.
LiSi~~;f'tei§fr~~:¡¡;m•g©;·~as i:mme.fdr~f'~;

.ar W.YIJ:D, J'ij.1ul1.1rrg.Jq;'. 'ttJ f:}
i(lJ/ nrtfu?l'NürÚtia ·

and. the ;sh.aw q.Uk:kl,¥ dev.eloped a
s'ttong ro.ail pull.

T:ri:en., sb'melhin;g; rregan to. ha.ppen
<'>tt itsi o:wn G0ldnerg began ta get
:t¿ta;uests !t'~m..ki.flt~~f:.:~owu.stations
. · 'fápe.s. thé: sl1uw, :an.clque:ri~s

'f'.fb:trt fiadia o.íttlets '<l'Sl tu J'.rs.. Srytid'í
.cca:t.ed av,á'il.ahUity:.

The tntscs:a,ge 'WáS· cfoa:r' e.rt.óngh.
Ooltlhetg~ th& sprt0¡g, püllecl. the
prog'l'am's S"lot:l' t(;)getller fo a: :Srtr:dl
otocllo.re·l ánd maiiecl. 'tt to; .a grd:tip
tlf s:'tafÍófts, as a t't&t~He: :drew 1.5
.stroo;gi-:lttte·te,st r~pli:es in the' first
wee'k with motfe, ':still ·cómín·o in' . ,.,," . ' . . ' .. " b •.

N. "p.w· ·w•7.·IW~~ .~·n·-'.l:fl;!~J·,d,,4·e·*'iJ, 'a'·"e·····'"'"·'·"',\),),,.,.,.x:/:W:u ;~--,a~ ~~, ....,o.__-.,j_,~ - ...k'....

sttrndittg aü the threshold of
,'~'iíif'ti . · witlii:~off, .Jt:,.a .Qll ...

ptl.'fttiJr;é.« M~:anw±Lll1t~, he etas 8n:dw-.
it m Y©:tk to a

];i¡¡,'f: :nf tliéñtSr and ag,e.tteiesin the
fraNéJ freJ:tf tau. iñfemafÍQílá') hótel
chain,! t]:IH'é: l~ge a:i:tlln~:s,,árt inf~:r;;.
national :tt:erdlf~ear'rl plan, :S'ei°V'et'ál
mzj.©1: rna·\£€1 a"S,:siot,iarfo.n:s', and
Jtás been :d~sit:.U:s'8::1rtg1:p.ossible .m·tüti
m~th~ sp©.:fi.Srb'rBilfip. xlle:ak.

Sa \l'Sr G.;©:1:ID];)efe , of' thlt 'sit"ati'©;n"'s
ñeí~'~:Y:n:ditatioft~ . , . ,, ....
'fa ·t. ;;;¡· • l:l'\ • •;·11 •tri.~w b:i·e: u.o-at-~óúf'S:.<!.ú't:f rs¡ ·S!!... íl)
th'é picture. •

Sale:s: ;gains. se:t:fréd
in forei.gn TV (;f$ª1s
New (!InplfHtsi·s '.i'.lS bdqg'. .Pl'i'i(i£d f.)iJ
l'or.a.i.gnTV synd ic~Lt;i"mºwhid) L1i\
t rib:utn:r:S' trcitlu.y ~s;ümatc ~an 'be
worth 25:%, of t·hc total' per,.pmgratn
pricos received fo:r sy11dic~~ti0nprod
uct. Jn the U, :S.

A mcmertary yard'!!tick was prn.
~idecl m.asf re.Gently hy Wil!i;Jm
Mo.ttis Age:m:~, tale:nt re:pre~P'trta~
tion firm whi.c.h handles foe foreign
TV sales or a number uf pmcJucers
:whose packages it repre;scnts in
J1ctwo·rk rsalés fo fhe U. S. For the
S:ea.s.dó.. s,o; far, WM',s, Leunard
Kra.rritr: reported, s·aks, h<1ve topped
the $3: million mark. Thr.ee of .the
S:eties. .·sold t0 'foreign buyers -

s1tia;tting Wiilt:er .Bre.naan ;
'liv,kñ.g l)r>/l". prndue.ed by fack Chcr-

an:d Gmrt~rPyle.,starring Jim
Na.bots. ~ won't he s:een by U. S.
vrewe;irs un.til Tbe start :of lbe 1964-
6$ :se·ast>n.Foréigó markets involved
rn. WM 5rales idclude Au.51'.tralfa,
.ca:rr:ad'a~ Sweden;, Fitüand, lmn,
Pbilippí.nes.~ J~!'ut,.Ge:rrnany·,.n.c:u
tnark,. Bel;gium. 'Swinmrland~ Ft<J..nc;c.,.

Ju¡;f bow ;a.o es.tablisM~
fore·igp. ¡s;y1rdka:.tiu:J:i bü:sin.e;s!sQ;atl bé
WéJ:S ..cb.11rt~rf 1'.é~tl;'ntly'by: NBC Jn:"'
hrr:national, whi¢:h: .Rrongbt its
fornign: saJ.es repn~si:mtative:s tn~elll'.er
fo New York for a 'h:d.din:g on: rre:w
µmdnet. NBCf: :now sell~ p;r:ogr.am
segment"S•·-· film :s:erie~, news seJ;v~
i:ee;s, doct;tmentane·si,,. t!l~e;.-· tµ
"mare :than 20:0. statio:nSi :1r;i;
ccmn'tdes,"' clahr1s tor havei .spp~1ied
",mo.re tb':an " raf the nun~Com
memwealfü progcr:ammfng u.sed on
British TV. . , .

Trí2llqgle .adds Starnler
J.cts:ep:b Bramlér has jb:i:ñed. 'Tri

an:g.· I.e Pro¡gt:nm Sale.s as a.n a~c:~unt
-· ,,é,_.;,

exec:urive'- His rnosf r.eti.:ent p:Os'itfon
was g e n é :r á I
m.a:oa.ge.r ol
n:rA· ·n·c TV' 11.'.T)'.¥, ·. · ' '"' e .• · 1,.ew
Y:c;r:tk, 11.~
bad ab.o
:the ABC .fl,á.g""
l:.•'l'll ··.··•fl'et · sSrHlli' OU.... . ª·
9~1~~ ij)J).t¡~g~t
att::~l li.Q:O.Qµnt ~x~

·• ·B.£~p.tt;tiv~:.. .~1;.Q;n~
h ii; ~i!!>PGÍa.tfo:n,
~vith AB:C.

·.1.,' .. ~•I

~tu.:1~~lRr

~'f?fl.mle1rr:rad: &.e.en 'ai sales e~e:€n
Li~.efar" WH.ril tt.faén ~™Cl~ lii~~NI'
Y'ork.



NATIONAL FILE

ADVERTISERS

Ray T. Gutz promoted to the new
ly created position of executive vice
president, True Temper Corp.,
Cleveland. Maret expansion, new
plant construction, and new and im
proved product development neces
sitated new post.

Gerald C. Shappell joined the
Simmons Co. in the newly created
position of national merchandise
manager, announces John W. Hub
bell, vice president in charge of
merchandising and advertising.

Haskell C. Titchell elected secre
tary of Bulova Watch Co. He has
been with Bulova for 20 years and
is its director of public relations.
This follows appointment of Sol E.
Flick, formerly vice president and
secretary, to executive vice presi
dent.

William R. Baker, Jr., honorary
chairman, Benton & Bowles, re
elected chairman of the board of
the Advertising Council for a second
term. He will serve as chief execu
tive officer of the public service or
ganization until March 1965. Seven
new directors also added to the
board are: Clay Buckhout, vice pres
ident, Time, Inc.; Anthony Delor
enzo, vice president in charge of
General Motors Corp.; Monroe
Green, vice president, New York
Times; Arthur Hull Hayes, president,
CBS Radio; Harold Neal, president
of AM-owned stations, ABC; Hen
ry M. Schachte, vice president and
director, J. Walter Thompson; Wil
son A. Shelton, executive vice pres
ident, Compton Advertising.

AGENCIES

James H. Lav
enson, president
of Lavenson Bu
reau of Adver
t i s i n g, elected
executive e om
mittec chairman
of the Young
Presidents' Or
ganization, Wal
lace L. Shepa.rd-

Lavenson son e I e e t e d
membership committee chairman.

Shepardson is president of Chirurg
& Cairns, Chestnut Hill, Mass. YPO
is an educational organization com
posed of l,850 members who be
came presidents of sizeable com
panies before the age of 40.

Robert M. Capeloto joined the
Seattle office of Doyle Dane Bern
bach as an account executive.

John L. McCormk~< appointed
copywriter at Sudler & Hennessey.
He was formerly with Ted Ba.te.s.

Donald B. Mil,.
l.e.relected exec
utive vice pres
ident of the
R u rn r i11 ce.,
New York. Op
erating out of
Rumríll's Roch
ester office are
two new senior
vice presidents:

Miller C h a r I e s N.
Gleason, treasurer and supervisor
of industrial advertising; G.e.ne No
vak, creative director.

Joseph S. O'Aleo from Sydney
S. Baron to Robert S. Taplinger,
public relations counsel, as finance
specialist.

Ted Fortin, formerly with Gray &
Rogers, Philadelphia, to Kudner;
New York, as copywriter.

Dorothy Sieburg appointed media
coordinator for Herbert Baker Ad
vertising, Chicago. Miss Síeburg
formerly was administrative assist
ant to Herbert Baker, president.

Ge or ge E,
Ha.mm to Len·
nen. & Newell as
senior vice pres
ident and man
agemen.t account
superv 1s o r on
Stokely - V.an
Camp account.
L&N also an
nounces promo-

Hamm tion of three me-
dia executives to vice presidents:
Morton Keshin, media department
manager; Joseph Kelley and Martin
Narva, group media directors. AU
three will report to media director,
Herbert Zeltner.

Ri.cbc;1rd Lq·.VN·l'enc:J~~c;he;r•zer
joined Grey .•AdYe.t·fi&tn~as d~irecte>1r
of pe:rsonneJp.tannfu.gand d:ave'lo'P"'
merit...He ·hea~s ~11.p~·rsQ.nrt.elfunc,.
tions, including tbe college r.ecrüit.•
me.ntand á<::.countmánagetrtertt, me
dia and creatiee de.velopmen~prp.,
grams,

. ·~

Alfred l. Howard and Ellio<t·w·.
Reed rejoin Grey Adver.tisin,g ;as

Jahn B,. Wiii:sJtdñas jo.illed l);Q:
herty, Clifford, Steers & Shenfield
as an account .e.xecutive. He: was
formerly with L. W. Frolich & (:Q,

Bpd . CQle·. Iras.. l:'teen ..ªf)'..Po'j¡xted
manager of tb.e radio and. tdevision
programming department fo:i:.Cam.p
bell-Ewald's Hollywo~d .office. He
joined the .agency in.1989 as a TV
account ex.eéu•tive·on ''Roule 66~'
and "My Three S.o.os'' sponspred b:Y
Chevrolet and ''The Tam Harmon
Show'' for the Delco Div: uf General
Motors.

se'
of
pr
ei

n
b
t!

Alfred J ... $tur.m,. formerly with
Lever Brothers, named vi.ce pres•Í
dent and director o;f Research at
Fuller & Smith &. Ross•..

'. I

I l
.Ri!~dHowar.d'

vice presidents. Howard11 :now··~.cre
ative supervisor, was with ~illiam
Esty; Reed, an account supervisor,
returns to Ore.y from Lenne.n: &
Newell.

John E. Devine has been named
account executive on Her13uJnn,qle~
fin fiber by He'reules .Bowdeli(;(:1.,
for Fuller & Smith & Ross., New
York.

T.. l. Stl'ombgrger, l'SR seniO'r•vic;e'
presiderrt,western regi'oo,,..a.nn;oJtn~¡¡;Cl
the appointment o;f H, B. :~Sandy,~
McGo~ttn, as prodrrcílon. ffi'ª°'~ger
in the San Fnmc.i.s.cooffi~e 10'fP'uH~r
Smith .& Ros.s.

Donald H. CoJ.e1,Jr., mantt:ger of
the Montreal nffiqe, BBDD, named
vice presidem ..Ile cam.eto BBDO 'in
1961 front Kenyon: '&• BekbaJtwhere
he was supervisor in the 1n·~rketíog
department.
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TV MEDIA

Richcnd D, Atchison promoted to
sales manager, KABC-TV Los An
geles.

Phyll.is R. Doherty, press relations
director, Boston's WNAC, WNAC
TV, and the Yankee Network, re
appointed for the college year 1964-
'65 as associate. in advertising and
publicity at Simmons College it was
announced by William E. Park,
president, at a meeting of the exec
utive committee of the corporation.

Arthur R. Hook promoted from
program manager to station man
ager of WTTV Bloomington-Indian
apolis.

Charles W.
BrakMield, gen
eral manager of
Cowles - owned
WREC-AM and
WREC-TV
Memphis, elect
ed a vice presi
dent of Cowles
Magazines and
B ro ad c as [;

Bra.kefield ing. As a new
member of the parent company's
corporate officers, Brakefield con
tinues to manage the Memphis sta
tions.

James H. Wood, Jr., and Greg"'
ory Harbaugh to WEAL-TV Balti
more as account execs concentrat
ing on new business development.

RADIO MEDIA

John Doolittle named W BB M
Chicago press director. He previ
ously served as coordinator of
WBBM's Helicopter Traffic Reports
and will continue in this capacity
during the morning rush hours only.

Kenneth B. Lcmge. elected vice
president in charge of sales of Radio
Denver, Inc., parent company of
KTLN. He was formerly general
sales manager for the station.

Virgil V, Ev
ans, Jr., elected
vice president of
WC SC, Inc.,
Charleston, S. C.
He has been na
tional sales mutt
ager and assist
ant manager of
WCSC-TV, and
before that was

Evans managing dircc-
tor of W13T Radio, Charlotte.

L:ee.M. Vanden-Haodel a,ppointed
national ..sales manager of WAB,C~
New York, effective Apr. 12, ., FJf~
will acr as liais0n witb Blair RaltUo~
national representatives for WABC.

Ronald. Ostrow app.dÍl'ltedman
ager of ABC's data processl!Tgdept.,
announces Martin Brown1,: freasure'r
Ameri,can Hroadcastin~-:Pat.~ru1oon1
Theatres, and v.ice-ptesideb'f,.A.BC ..

F. N •. St.1therl¢1nd, deputy chair
man and managing directo» of the
Marconi Co., has accepted invita.
tion of the Council of the Electrnuic
Engineering Assn, to become its:
president in succession to O. W.
Humphreys, He is currently a radio
industry representative 0.11 the I?ost,
master General's Television AdvS..,
sory Committee. and a m..embe.rof
the Board of Governors of the
University of Essex, to be opened In
Colchester this autumn.

SYNDICATION

Gates Radio Co., subsidiary :oí
Harris-Intertype Ccrp., an11ourn:;e.s
organizational changes: EQ9eJ'l~ :o:..
Edwards promoted m mao~,gé.i\
broadcast sales; Edward ¡$•• ,Gagnan
named manager, product marke,ting.;:
Ge.orge Yazell appQinted mauager~
customer services,

Rich¢1rd S. Boaz mov.csftoui Cbl:
gate-Palmoli ve to Marketing Eval,
nations, Manhasser, L.J., '8.S general
manager. Also joining Marketing
Evaluations as accoun.t serv.i~ém'ªª.:
agers on Product O and Mefüet. O
services are Roherf Schnee,. Ge~u9e
B. Maniscalco, and Shel.do:n B.ro::oks..

BillWood BeU
appointed exe¡J
uti ve producer
of Stars Interna
ti e na I Produc
ers, division of
Ullma.n Musi.
Creations. Bell j.s
su per vising. aJJ
Hollywood - ..or
iginated produc
tion of unm~)n's

services fo.r rádio
B.ell

six basic audio
broadcasters.

Dallas N.. Sgrnar.d appointed:west.
coast sales representative for Visual
Electronics Corp., in wbichcapar;ity
be will assist Alfred M. Ka.Jlnian,
Visual's western division manager
of Hollywood. Barnard comes from
Schafer Electronics, Burbank., which
he served as national siile:sservic¡z
manager.

S.PONSO~
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