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NBC Radio Presents An Qutstanding New Ad-
vertising Opportunity —LIFE AND THE WORLD

Two great leaders in theé news-gathering
field, the National Broadcasting Company
and LIFE Magazine, have combined forces
to bring the American public an exciting

o c

uruste 2195 new brand of radio journalism.

NBC Radio takes LIFE’s superb news and,
picture stories, and adds the dimension of
sound. LIFE may cover the stratosphere
ascenf; on LIFE AND THE WORLD you
hear the man’s personal experience from his
own lips, LIFE may picture a parrot; on
LIFE AND THE WORLD you hear the
parrot being interviewed. Here are the ac-
tual voices of men who make the news or.
react to it. Here are the sounds of hurricanes,
of debates, of space rockets, and of momen-
tous decisions — bringing listeners close to
the very heart of our time.

Increasing numbers of LIFE readers are
discovering this fascinating NBC Radio
program. Millions more will be introduced
to LIFE AND THE WORLD through an
extensive audience promotion campaign, on
the air and in print media.

LIFE AND THE WORLD has a choice
position, 7:45 to 8:00 nightly, immediately
following NBC's 7:30 pm News of the
World, radio’s highest-rated news program.

Tuné in tonight! And let your NBC Radio
representative give you the interesting ad-
vertising details tomorrow.

wwWw americanradiohistorv com
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Radio Baltimore Radio Boston

WCAD Wcoptig

Radio Chicago Radio Memphis

WJJD WMPS

REPRESENTED NATIONALLY BY RADIO.TV REPRESENTATIVES. INC.

U.S. RADIO » November 1957 1
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WESTINGHOUSE
BROADCASTING
COMPANY, INC.

oo

RADIO

BOSTON, WBZ+wBZA
PITTSBURGH, KDKA
CLEVELAND, KYW
FORT WAYNE, WOWOQ
CHICAGO, WIND
PORTLAND, KEX

TELEVISION

BOSTON, wWBL.TV
BALTIMORE, WJZ.TV
PITTTSBURGH, KDKA.TY
CLEVELAND, KYW-TV
SAN FRANCISCO, KPIX

WIND represenied by Asl Radio Sates

WJIZ.TV represented by Blar-Tv

KPIX repiesented by The Kalz Agency. lncs
All other WBC stations 1epresenled by
Petess. Gnttin. woodward, Inc.

36,401 LISTENERS WROTE

Not 17,000 as in 1955, or 31,000 as in 1956, BUT 36,401
WOWO listeners sent their names and addresses to the
station—took a chance on winning Michigan peaches on
Michigan Peach Day. (A bushel of the delicious fruit
was awarded a listener every half hour.)

A saturation campaign of announcements ten days pre-
vious to Michigan Peach Dayv produced this crop of
participants in what has become an annual affair for
the Michigan Peach Growers Association.

THE MAIL CAME FROM

Thirty-four (34) states, Washington, D.C. and Canada!
However the bulk—over 90% —~came from the Tri-State
Area of Indiana, Ohio and BMichigan where WOWOQ's
“regular” audience lives and listens.

THERE'S A PEACH OF A

PACKAGE FOR YOU, TOO

An alert time buyer cannot pass up the fact that results
like this prove the constancy of radio. and its ability
to produce audience action. WOWOQO weather jingles,
WOWOQO time signals, the 6-13-21 plans all offer a ““peach
of a deal” for the client who wants a good crop of returns.

Call “Tom™ Longworth, Anthony 9136 in
Fort Wayne, or your ncarcst PGIV Colontl.

YATOVYATCOY 1190 Fort Wayne, Ind.

8. IO o Nowvember 1957
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Spet: Total gross dollar volume spot radio sales fou fitst atine wonths this
year are estimated at $1-13,000,000 by Larry Webb, president, dtation
Represematives Association. This would represeiit a sulwtantial increase
over the samne period last year when total sales for the first thiee quarters
were $103,179,000. During the first six months this vear, Tood, grocery,
tobacco and drug products led the field in dollar volume with a con
bined gross of $10,620,000 . .. or 42.57, of total spot sales.

Network: CBS's Arthnr Hull Haves reports tiat station paywents for
1957 will be higher than in 1936 . . . the fist time since 1950 they have
icreased over the preceding vear. e stated Neilsen aredits CBS radio
with 829, more audience than the second network during the average
sponsored minute over a full seven day period. Loth davtime and night-
time sales soar with 909 of the network’s daytime bloc sold, and
“Impact” segment sales up approximately 60075 since March.

NBC also points to upswing in network radio. Network reports that
sponsored hours increased by 109, from September. 1936, to September,
1957, and gross billings grew 70%%. \ggregite station compensation wius
up 200%% with a 8007, increase for stations carryiug NBC'S full commenr-
cial schedule. (Sce Report from Networks, p. 47.)

Stations: Revised FCC count on station authorizations on the air shows
total AN and FM conunercial stations at 3,665:

Commercial AN Comumercial F)M

Stations on the air 3.133 532
Applications pending 350 38
Under construction 142 36

TOTAL AUTHORIZED 3,275 568

Sets: Shipment ol radios from factory to dealer, not including car radios
going divectly to auto industry. totalled 1.788.006 for first eight months
of 1937. "T'his represents an increase over List vear of 29,211 sets, ac-
cording to Electronics Industry Association.

For first nine months of 1937, sales of radio set~ totalled 5.810.372, ex-
cluding 3,839,315 auto radios sold directly 0 the automotive industry.
Dreakdown looks like this:

Auto Radios Total Radios
Radio Sales Produced Produced
January 563,363 521,624 1,085,592
Februaiv 525,029 522,859 1,264,765
March 730,584 597,432 1,609,073
April 543,092 380,152 1,115,818
Mav 517,480 396,151 1,028,771
June 729,421 116.038 1,088,343
July 587,481 256,279 612,588
August 710,533 301,971 965,724
September 893,366 146,119 1.610,748
TOTAL 3,840,372 3,839,315 10.376.8354

3
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THE
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THAT
CARRIES

THE
LARGEST
VOLUME |
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AUTOMOTIVE
SPOT

BUSINESS
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< " My Mommie
~ Listens to

‘Omahad’s
Most Listened to
~ Station
Mornings - 34.1

\ Afternoons - 34.8

A Vital Force in Selling Today's Omaha

U.S. RdDIO « November 1957
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There’s a million-dollar;

—

Don McNeill's Breaktast Club (9 to
10 am) features comic Sam Cowling,
comedienne fran Allison, vocalists
Jeril Deane and Dick Noel, Eddie
Ballantine's orchestra.

The Herb Oscar Anderson Show (10
to 10:55 am) headlines singers Don
Rondo and Carole Bennett, The Satis-
fiers, Ralph Hermann's orchestra.

:

The Jim Reeves Show (1 to 1:55 d 2\ The Jim Backus Show (2 to 2:55
pm) features vocalists Dolores Wat- y J pm) headlines songstress Betty Ann
son an dy Hall, The Anita Kerr . Grove, baritone Jack Haskell, The

Singe a estra. i Honeydreamers, Elliot Lawrence’s or<
afternoon chestra.
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sales staff on American
~ —and you can own it

The merv Griffin Show (7:15 to
7:55 pm) features singer Darla Hood,

The Spellbinders, Jettry Bresler’s or-
chestra.

From morning to night, five days a week, you can have American Radio’s
million-dollar sales staff selling your product exclusively to millions of peo-
ple everywhere.

Here's how it works: When you buy a five-minute program unit in any one
of American's hour-long, weekday musical shows, you automatically lock
dut competition for the rest of that hour — all week.

Here, for the first time in years, is a brand-new advertising franchise.
Nowhere else in all mass media can you buy this kind of salesmanship
and product exclusivity

the 1we one

‘ WWW . americanradiohistorv.com

/

The Bill Kemp Show (8 to 8:55 pm)
headlines vocalists Peter Hanley and
Betty Holt, The Upbeats, Neal Hefti's
orchestra.

IS AMERICAN
BROADCASTING
NETWORK
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. .. precisely why there’s never a dull moment . . .

precisely why wn each of these major markets

more radios are tuned to the Storz Station

than to any other

MINNEAPOLIS-ST. PAUL WDGY is first . . . all-day averace.
Proof: Hooper (314 ) . .. Trendex .. . Pnlse, See Blair er
General Mannger Jack Tletver,

KANSAS CITY WHB is first . Alladay. Proaf: Metro Pulse,
Nielen, Trendex, Hooper, Avca Nielsen, Pulse. Allday averawy
as high as 4507 (Nielenr, See Blair or General Mapager

George W Aremstrong,

NEW ORLEANS WTIX is first Allday. 'vool: Hooper " WTFIN
21 oL Pule. Sert Adam Yonnge or General Mamaeer

Fred Derthelsoan,

MIAMI WQAM s first . . . Allday. Proof: Hooper (4217,

[I31) NI Sonthern Florida Arvea Pulse o, Trendes, See Blair ., .
o General Miizer Jack Sandler,

WDGY Minneapolis St. Paul

REPRESENTED BY JOMN BLAIR & CD.

WHB Kansas Cily

REPRESENTED BY JOHN BLAIR & GO,

WTIX New QOrleans

REPRESENTED DY ADAM YOUNG INC.

WQAM Miam/

REPRESENTED BY JOMN GLAIR & CO.

[ s RIpI e Novemfiel 1937
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ANA Gets Facts About
Spot Radio’s Cains

14-Market Study
Points to Radio
As Mass Medium

BPA Launches
Second Year

Analysis Reveals
FM Strength in New York Area

BBDO Doubles Business
Channelled To Networks

ABN Explains
Mew Concept

U.S. RADIO e November 957

Spot radio is showing 2 bigger gain than any other wedium, John Blair's
Art McCoy told recent Association of National Advertisers meeting. “So
lar in 1957 we're 4097, ahead™ ol 1956 which was spot radio’s top year.
(See Report from Representatives, p. 43.)

Interesting comparison developed by Ldward O'Berst, director ol
resemch, CBS Spot Sales. points to fuct that radio s the mass medium
for American people. In 14 metropolitan areas [rom all regions of the
country, study of percentage differences in growth tactors between radio
and newspapens for last decade shows: population up: radio families up;
retail sales up. and newspaper circulation down. Population increased
25.7%; radio f[awilies expanded by 85.49%; retail sales shot up 89.797, but
newspaper circulation dropped 4.4,

With November marking start of secotud year, Broadcasters’ Promotion
Association gears itsell for bigger and better projects. Meeting held first
of month in Chicago applauded Westinghouse's David Partridge for
hiis leadership during first year. Succeeding him as president: Elliott W,
Henry, Jr., ABC, Chicago. Re-elected: Charles . Wilson, WGN, Chi-
cago, first vice president; and Montez Tjaden, KWTV, Oklahoma City,
second vice president. The broadcasters group, counterpart of News-
papers’ Promotion Trade Association, voted to hold next vear's Novem-
ber convention in St. Louis, dates to be decided. Among topics on this
year's agenda: Trade paper advertising: sales presentations; merchandis-
ing: promotion cooperation with agencies. (Sce Focus on Radio, p. 33.)

Pulse analysis coming from Keith Trantow, NBC, points up FM
strength in New York metropolitan area: 2,462,000 homes have FM sets
or 37.8%, of those owning AM sets. Of these FM homes, 123,000 do not
tune in to FM regularly, but 2,039,000 do listen regularly, with 879 of
all FM listeners tuning in during early cvening. Taking afternoon news-
paper circulation as a yardstick for comparison, according to Mr. Tran-
tow, almost as many homes are tuned in to FM in the early evening hours
as buy the New York Journal Amcerican and the New York World Tele-
gram & Sun combined. Whee 1,213,000 represents the circulation of
bath papers, 911,000 FX sets are in action during the same period the
papers are normally read.

BBDO doubled this vear amount of business channelled into network
radio. according to Bill Hoftmanm, agency director of network radio.
Among major accounts re-entering network radio: U. 8. Steel, Rexall,
General Mills, and Pennick and Ford. One big reason, he states, is
radio’s greater frequency at lower cost. (SeeReport from Agencies, p. 16.)

ABN thesis in explaining switch o live musical programming is that
a bad buy in radio is virtually impossible today in view of ten billion
dollar roar of advertising invested by advertisers each yvear. Savs Robert
Easunan, president of ABN, “If vou could afford to spend $1,000,000 on
advertising in a single day, vour ads would represent less than 49, of the
total advertising of that single day.”

WWW. americanradiohistorv.com _
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Fanmeity Rudio Reaches Thene A/

Ratings show Bartell Group stations FIRST . .

and reach more members of the family. “Radio
For Family Llife” requires talent and imagina-
tion. No short cuts. More work — but worth it!

\
3
S|

e

| TNy, : 5 ) )
AN ‘ )
3 - / by \ d 5 1
is based upon service and entertainment for the whole
family . . . Emphasizing optimism, happiness, generosity,

decency, patriotism . Homely virtues, basic values in
family iife.

Burtell [L... and Selt [t/

G Natnalls by 'ADAN YOUNG, T AMERICA'S FIRST RADIO FAMILY
T SEE T TISRE: Ay SERVING 10 MILLION BUYERS

U.S. RADIO o Noyveniher 1957
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washington

Moulder Inquiry The supposedly non-political nature of inquiry now underway by Hoose

Legislative Oversight Subcommittee to detenninte whether FCC and five
other regulatory agencies are administering their respective laws s
Congress intends. may be chiamging complexion. Flood ol letters that
have gone out over signiture of Rep. Morgan Moulder, subcomniitice
chairman, o FCC and network executives requested subcontmitice be
supplied with atl manner ol information particolarly expense acconnt
dita on both give and take side of fence. With assurance that replies will
be treated with utinost confidence, Dr. Bernard Schwarts, subconnmitiee
chief counsel, has contacted various industry leaders suggesting tltat any
light they can throw on proceedings will be ntuch apprecisted.

. . . And Overtones The fact must be considered that an election year is coming up in 1958
... year when headlines will matter and year when subcommittee headed
by Rep. Moulder will make its findings and recommendations known.
Evaluation here of entire Moulder proceeding indicates some {eeling
that wue purpose ol investigation . . . Are FCC and other agencies
performing administrative tasks correctly or not? . . . could ultimately
be lost in maze of free lunch statistics.

FTC Revs Up Monitoring Unit More radio monitoring at the FTC looms ahead in the months to come.
That's the word from the FTC’s radio monitoring unit. which this
month enters its second year of operation. T. Harold Scott, unit chief,
noted that monitoring of tv advertising had heen easier than radio dining
the first vear, because the volume and coverage ol radio are so much
larger. As to the specific number of radio-only complaints issned by the
racio-tv unit during its first year, the FTC spokesman declined « specific
answer on grounds that many publicly originated complaints cannot be
claimed by the unit itself. In the last year records show approximately
150 complaints from the deceptive advertising area ol the FTC, including
the radio-tv monitoring group.

+ + » FTC Warning Mr. Scott’s specific warning to radio broadcasters: “Give a commercial
fact sheet to a reliable, intelligent announcer. If an advertiser supplies
you with the core of his message, in [act sheet format, make sure the
announcer will not blow it out ol proportion, even inadvertantly.”
In radio, he pointed out, it is olten a vocal inflection that can spell the
difference between acceptable and deceptive advertising,

Satellites and the Radio Spectrum Where does new space age, ushered in with Ruossia's successful launch-
ings of earth satellites, leave the American broadeaster in terms of spec-
trum space? As long as satellite game is played according to frequency
rules—use of 108 m.c. agreed upon among nations was disregarded by

U.S. RADIO e November 1957 11
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KONO ratings are
sky-high in San Antonio

Although the Sputnik can
go kaputnik the satellitic rating
of KONO will continue to soar
in the South Texas market.
Because the meteoric rise
in KONO's audience is
constantly powered by fast
thinking and lively action . . .
a powerful force that has made

L

a month-old rating service as out-

of-date as Kittyhawk.
Hitch YOUR sales wagon to
a star. ..t the NEW KONO.
Get facts — CURRENT facts
from your
H-R Representative
or Clarke Brown man

)
s

¥ 860 ke .5000 watis

- K®N®

SAN ANTONIO 3 Radio

. . » LY

washington conrd)

Russiat with satellites — government
and indusery ke an optimistic v 8y,
At moment there secems o be Livde
or no threat ta the radio spectrom.
It iy, lowever, il sune thue certain
that satellites have focused greater
attention and interest on indusiry
and fegistutive proposals 10 inyesti-
gate wilitiny wse of spearum. De-
spite stated disupproval of any study
of this type by Gordon Gray, director
of Defense Mobilization. there is spe-
cific meaning lov broadeusters, It
most certainly  underscores  impor-
tance ol two bills introduced in the
last session of Congress — one ay-
thored by Sen. Charles Pouer (R.
Miclh) @ the other by Rep. William
oy (R-11L) — wrging their legisla-
tive colleagues (o tike lorig look at
problem and creae an independent
connission 1o investigate wse of ri-
dio spectrum,

Attendance Up at NARTB
Regional Meetings

Attendance was up at the recently
completed series of cight NARTR
mectings. Broadcasters auending this
vean's meeting totilled L7E3 comr-
pared 1o 1581 in 1956,

With “A Time for Decision’”

Feature of this veir™ jour, A Thne
for  Decision.”  was  intended to
[pompt railio broadcasters to:

e strive lor greater professional
it 10 their news operations from
the locial cover 1o the national and
intermitional scene.

o keep their representatives on
Capitol 1T postedt on the hazards
of pav-ty 1o the concepts of American
swstem ol lree broadeasting, calling
special attention 1o the FCC's recent
action authorizing puy-tv iests,

e buck up elforts directed 1oward
renioving bhins on hroadoast coverage
o public poceedings.  (see “On
1aking Sidey” paage 2

o intorm Congress of their stand
on charges against the indnsy in
ihe Broadeast  Music, Inc.  snit,
(which states abat liecause BT s
broadoast-onned,  non-BMLE  anusic
does not get i lir sliae of i
time.)

S, RADIO s Novouber 1057



www.americanradiohistory.com

. s. RaDIO presents its second “Sil-
ver Mike” award to Charles 8.
Beardsley, board chairman of Miles
Laboratories, a business “built on
radio broadcasting.” Mr. Beardsley
has been hailed many times for his
good work in support of education,
the war effort, his community of
Elkhart, Ind., and as the elder states-
man of the drug industry.

The list of Miles programs is a
long and nostalgic one, It started in
1929, three years after Mr. Beardsley
joined the firm, with the “Almanac
of the Air” over WSKT, South Dend,
for Neruvine.

In February, 1933, with Alka-Selt-
zer about to fizzle out, Niles pur-
chased a segment of the LS,
Chicago, “National Barn Dance,” an
association that helped put over the
alkalizer and which lasted until Sep-
tember 29, [945. Talent from the
‘Barn Dance” formed the nucleus
for several other Miles shows, in-
cluding Uncle Ezra and the Hoosier

Hot-shots, Henry Burr, the Vass
family, Curt Massey and Martha

Tilton, Alec Templeton, and Brown
and .Lavelle’s *“Comedy Stars ot
Hollywood” (Bob Burns, Zazu Pitts,
Vera Vague, Don Wilson, George
Burns and Gracie Allen),

The “Quiz Kids” first went on the
air in the summer of 1940. Joe Kelly,

U.S. RADIO e November 1937

THIS MONTH:
CHARLES S. BEARDSLEY

Choirman of the Board,
Miles Laborotories

A Pioneer Advertiser

Awarded 'Silver Mike''

the quizmaster, was another grad-
nate of the “Barn Dance.” M\liles
and the “Quiz Kids” stayed together
on radio for eleven years. And who
can forget “Lum and Abaer?”

Other \liles programs were all
outstanding in their fields: “One
Man's Family,” “Hilltop House,”
“Queen for a Dayv,” Roy Rogers,
Herb Shriner, and “Fibber McGee
and Molly.” Miles news commenta-
tors have been John W. Vandercook,
Edwin C. Hill and Morgan Beatty,
among others.

The list of entertainers developed
on Miles shows is much oo long for
this space, and it is impossible to
know all the pleasure they brought.
They performed for Nervine, Alka-
Seltzer and Tabcin on all of the
networks and throughout the nation,
And behind them and Miles was
Charles S. Deardsley.

In 193}, when Miles was plung-
ing inw radio, he became vice-presi-
dent in charge of advertising and
sales. He wus named president in
1942 and chairman of the board in
1947. Throughout his career he has
heen a leader in industry research,
product development, promotions,
sales and advertising.

If Miles was “built on radio broad-
casting,” so radio in many ways was
built on Miles sponsorship. e e o

WwWwWwW.americanradiohistorv.com

RANKS
11th

IN THE NATION

in per family income
($7,339.00)

Source: 1957 Survey
of Buying Power

COLUMBUS
GEORGIA

3 county metropolitan area

USES THE LOCAL
& NATIONAL FAVORITE

WRBL

TELEVISION:

COMPLETE DOMINANCE
¢ MORNING e AFTERNOON e NIGHT

o 9739

QUARTER
HOURS
Area Pulse—May, 1957

RADIO:
LEADS IN HOMES

DELIVERED BY 55 %

Day or night monthly. Best buy
day or night, weekly or daily, is
WRBL—NCS No. 2.

WRBL

AM — FM —
COLUMBUS, GEORCIA

CALL HOLLINGBERY CO.

13


www.americanradiohistory.com

Photo by Morris H Jaffe

Beech-Nut Life Savers, Inc.
and its agency,

Young and Rubicam,

are Sold on Spot as a

basic advertising mediuni.

’A“_l.n e

=

gt

—

Following its merger wiih Life Savers, Beech-Nut Gum
adopted an aggressive new sales policy, aimed at over-
coming distribution problems and at making Beech-Nut
Gum the leading national brand. The method: a giant

initial build-up in America's top 50 markets. The medium:

SPOT RADIO.

Using 63% of its total advertising allotment, Beech-Nut
Gum is blanketing the top 50 markets with a 10-second
spot campaign,.ranging from 50 announcements per week
to 115 per week in New York City. The schedule covers
radio’s high-traffic periods, Monday through Friday, 7-8
a.m. and 4:6 p. m., with emphasis on the latier part of
the week, when most family marketing is done.

Jim Parker, Advertising Manager, tells why SPOT

www americanradiohistorv com
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RADIO figures large in Beecl.-Nut Gum’s future plans:
“Using those regions where its distribution is already
established as a springboard, Beech-Nut Gum is making
a national splash. Only SPOT RADIO gives the‘frequen-
cy required for such atremendous job at such reasonable
cost. To its extensive and continuing schedule in the top
50 markets, and to NBC Spot Sales' radio stations in
every market where they play a part, goes much of the
credit for the overwhelming success of the Beech-Nut
Gum campaign.”

Whether you're aiming at a specific region, or trying to
hit all the top n:xarkets, you’ll find that you can really
call your advertising shots when you use SPOT...es-
pecially on these leadership stations, represented by ...

5 Laff to. right:

IRLORCTS i
J.Wlllhm-‘(;aonjnh !
.Y & R Actount' Exgcutive I o _
James Parker, . 4 - ! . :
vertiSing Maesg p— a‘m‘ '-
Beech-Nut Life:Savers.Inc.; » — £
Roceo Ciccons, Sif
‘Pirst National Stores,Cross County- Center, Yonkezs:

prhert Wats
A

-
e

SPOT SALES

Hartford-New Britain WNBC

New York WRCA, WRCA-TV
Schenectady-Albany-Troy WRGB
Philadelphia WRCV. WRCV.TV
Washington WRC, WRC'TV
Buffalo WBUF

Miami WCKT

Cleveland WHK

Louisville WAVE, WAVE.TV
Chicago WMAQ, WNBQ
St. Louis KSD, KSD-TV
Denver KOA-TV

Los Angeles KRCa

Seattle -Tacoma KOMO. KOMO-TV
San Francisco KNBC

Honolulu KGU, KONA.TV

WWW . americanradiohistorv.com
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W LETTERS TO
HERE Congrinulations on the first ivsue gof

Uy s kAo, It is one of (he inost cflec-
the first issues 1 have ever seen of any

publication, dncluding attractive visan)
preentation.
Indead, the only bleniish 1 could il
ENTUCKIANA was where the statement is nuale that
Wishington's  Juline  Garfinckel  and
Comptyy has never used radio before,

Garhnekel's has been on WGMS, Washe

. imgton’s  Gool  Music Stations, for a

nwnber of vears. The store has been

I S T E N S represened in both programs and spots.

M, Rabert Rogers
President, WGMS
Washington, D. C.

Many thauks for sending me a copy

of the first issue of your new magazing,

N 1080 Kc vos. Ramo, L o Please accept iy eon-
for 1

gratulivions and best wishes s

SHLCUNS.
Marion Harpery dr
President
McCann-Enickson, Inc.
PAUL COWLEY You would do local mudio a uemei-

dous service if you would start a guther-
ing house for local promational ideas,
These ideas conld be garnercd from
Programs and People That PrOduce stations located in each of the 13 «tates.
This is something that local radio has
necded for a long dme.
R. D. McGregor
%z Generol monager, KBNZ
X ) JACK BENDT Lo lusts, Coloveds

E6

Congratulations vn (he first iswe of
1. s ramo, CThis magazine  sounded
DAVE BROCKMAN dike i fine idea when | first heard about
it. Now that 1 have a copy in from of
we, 1 know you've got a winner . .
TOMMIE DOWNS the sery besr of Tuck,
Rabert W. Sornotf
President
NBC
WILSON HATCHER
I am delighted with v. 5. Ramo be-
cnse it is all radio. I rast Canadian
BOB HENRY radio’s contribution to vour publication
will grow to the peint where we mav
rate a sub-title on the cover and mast.
head. Believe me, we shall do our bes
to build up the “Canada™ section.
Charles W, Fentan, Sales Director
Broadcast Advertising Burcau

JIMMIE LOGSDON Toronto

B G

RED KIRK

:

Volume 1, No. | is a honev! Judging
from the hra isue, vou people will
have one of the wade publication.

Featmes | oparticnlarly liked:

L “Abwaves” amd 1 hope sou keep
“Radios Barometer™ in an up-frong
pEnition. We're  alwars Lunmaging
through stacks of material to find a

Represented by John Blair & Co. L LOUISVILLE E; sy of these ey data.

1n L% RADIO & Nmaenbér 1807

www americanradiohistorv com
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THE EDITOR

2. “Report fromt Networks” This
looks as il it wifl be a handy summary
of what is happening (o network radio.

3. Your lead story, “Radio-Active’57.”
\n excellent story-in-depth of the medi-
unt’s current status,

4. Beech-Nut's use ol radio. Well
written piece on how nutional adver-
tiser is using radio.

F. Keith Trantow
Supervisor, Network Policy
NBC

The first issuc of U. 5. RADIO just
landed on my desk. The "Shoestring
Sell” artidde on Wedgewood’s use of
radio is particularly interesting and full
of useful information. Would it be
possible for you to seud us 100 reprints
for our FM sales staff?

Clark Kelsey
Promotion Mgr., KEX
Portland, Oregon

It appears that for this first editiom,
from the “Airwaves” 1o the ads, each
member of what has to be an excellent
staff, has done a wonderful job.

Edward J. Breen
Breen and Ward
N.Y.C.

Congratulations on your first issue of
U. s. RaDIO. You have spawned a very
lusty baby that shows every promise of
growing up [ast.

Joseph T. Connolly

Vice President, WCAU
Philadelphia

In this inigial issue I am delighted to
see that you have . . . support [rom so
many ol radio’s leaders, happy also that
..+ Jolm Blair & Company is among
them. More power to you and your
fine group ol associates.

Paul Blakemore

Director of Advertising
John Blair & Company

Have just read through your first
edition of v. s. Rapto. Tlus is the first
magazine in years that I have 1aken the
time 1o read froni cover to cover.

Fred Webb
Manager, WMFS
Chattanooga

Congratulations on your wonderful
new vénture and my sincere good wishes
for the great success I know U. s. RADIO
will achieve.

John F. Box, Jr.
Executive Yice President
The Bartell Group

U.S. RADIG e Noyember 1957

2= U.S. BADIO...

.. . the monthly magazine for buyers
and sellers of radio advertising.

It has heen predicted that “In 1962 radio alane will
be doing $1.4 billion . . . double the current figure.”

Radio_i_s the mass medium to reach the whole of America.

U, 8. RADIO stands ready to fill 1he needs of advertisers in tleir
use of radio. An analytical and idea magazine for huyers and
sellers of radio advertising, U. S. RADIQ devotes its cutire ener-
gies to this vast field of radio. Articles and features on the plan-
ning and buying of radio advertising. delving into the whys and
hows in the successful use of all radio, are supplemented by
regular departments presenting in concise form the news and
trends of the radie industry.

U. 5. RADIO . . , the monthly magazine devoted 100% to radie
advertising.

10,000 circulation . ., . 6,000 copies cach month to advertisers
and their agencies.

\‘//

\ ///

Shlooz‘/'ng for your budget!

\Wene
- gl

Between 8 a. m. and 5 p. m. doily, WCUE delivers
mare listerters far yaur ad dallar thon any ather
Akron statian. (In all ather periads, just o whisket
away fram first.}*

See yaur JEPCO Man for details . . . or call WCUE
Sales Veep, Jack Maurer, FRanklin 6-7114,

*Cost per thousand study based on Pulse, July 1957

The ELLIOT STATIONS

greal independents - good neighbors

Akron.Ohlo-chE/ WICE - Provigerte 8

National Representatives The John E. Pearsorn Co.

WWW.americanradiohistorv.com
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% -
NEW .
&~
L]
WEBC? .
__\\ [
o
) [
Just apout |\ -
[
EVERYTHING! / -
[ ]
J ®
[}
\&_7 .
o
L
®
¢
L
b ®
*NEW RATINGS
®
Hooper und Pulse bolh agree. | o
® iuthe Twin Ports. it's WEBC,
Y ®
[ New A\ngns(-Neptrember ®
° Hooper confirms Angust 107 P
PULSE to show WEBC with -
® NEW EQUIPMENT . more listeners than all other
it WEDBC has all heen replaced © Duluth-Superior radio -
with the hest available.  Our ® stations, Ratings show steady [
transmitting  equipment s all ) :
new siee onre chanee to 360 K. é zrowth over tie past two ®
vears, and ~ill going up,
...................... ® L]
o ®
“NEW 24 HOUR
OPERATION L
with nmsie, news and pat- ®
ters Resnlts alveady prove
the valine of this extended o "
aperation ° ®
......................... " = =
* NEW OFFICES ® 560 ke 5000 watts @
Unre tew offices have been L J FlRST IN DULUTH & SUPER'O_R L
completed . L arranged
for top eMicieney, Visit us ¢ Rep. George P. Hollingbery Company .
whenever yon ean, 6§ o606 0606 060 069 060 0 °
18 U.S. RANDIO w Novewber 1957

wWWW. americanradiohistorv.com
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HARD

MAJOR CLAI

SOFT

U.S. RADIO « NOI'EMBER
1957

agency men sound off:

Hard Sell
and Soft Sell

Agency Executives Give Pros and Cons

On These Commercial Approaches

“ED MAHONEY, vice chairman of the crea-
tive board and vice president in charge of
radio-tv, Cunningham and Walsh, translates
soft sell and hard sell radio commercials into
the visual terms shown above. "Soft sell,”
said Mr. Mahoney, “usually expands one or
more ingredients of the hard sell commercial
(in this case the reason why). But since there
are many possible variations you should not
try to restrict yourself to any set formula.”

U.5. RADIO ¢ November 1957

www americanradiohistorv com

BRAND “HMAME

A feud which in recent vears
vears has stirred up much
CONLIovErsy among agency
men seems to be burning itsell out.

It is difficult today to find an
ageucy spokesman-who is willing to
stand up and be counted on either
side of the familiar hard sell versus
soft sell scrap.

Not only do agency men refuse to
defend one sales approach against
the other, but there is a surprising
reluctance in some quarters to accept
the two techniques as separate and
distinct means to the same end . . .
moving the client’s goods.

When asked to define hard sell
and soft sell, John LILsau, radio-ty
copy chief for N. W. Aver & Son,
said, “I would like a definition, too.
The labels hard and soft sell have
been used and misused so much that
they no longer have any specific
meaning. They are an advertising
cliche that gets in the way of the

19
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Hard Sell (Conto

THE CREATION OF A COMMERCIAL: BBDO CHOOSES MUSIC FOR “ZEREX"

1. TO EXPAND AUDIENCE this fall Du
Pont's “Zerex" anti-freere will concentrate on
spoi radio using new jingle. Decjsion is being
made by group above {left to right) Arnold
Leo, radio-tv copy group supervisor; Art Bell-
aire, vice president in charge of radio-tv copy;
Bill Hurst, copywriter; Wells Newell, account
executive, and Joe Hornsby, jingle writer.

cornnon ain . . . ellective selling.”

Robert  Kirschbaum,  vice-presi-
dent in charge of radioy copy, Grey
Vdvertising, said, I would hesitate
w Oy o define havd sell and soft
sell an this poing i the development
of radio. There s no longer the
clen cut Hne of demarcation that

Commercial copy samples here iltustrate Hard Sell
Ed Mahoney, vice
chairman of the creative board and vice president in
charge of radio-tv, Cunningham and Walsh, trans- goy:
lates hard scll and soft sell into visual terms as
expressed in the illustrations on preceding page.

(right) and Soft Sell (below),

2, WORDS AND MUSIC get
through efforts of jingle writers Joe Hornsby
and Ben Allen with an assist from Bob Davig
{behind piano). Davis is the manager for the
“"Honeydreamers,” vocal group that was se-
lected to do the recording for ““Zerex."

together

there usad to be m comniercials on
the air, It would be rough to listen
to a conmercial and have to classify
it as exclusively havd or soft sell.”

Do’s and Don’ts

\While no onc interviewed swould
support cither sales school  exclus

3. THE HONEYDREAMERS RECORD the
brand new jingle while BBDO executives look
o from inside control room. Singing the jin-
gle [left to right} are Kevin Gavin, Marion
Bye. Bob Davis, Nan Green, and Bob Mitchell.

ively, cach agency  executise  ex:
pressed  definite views on the do's
and don’ts of successtul selling in
taday s markets:

o M. Kirschbaung said research is
ote of the keys to pinpointing audi
énce and commercial techuique,

o Il Muhoues, vice chairman of

GIRL:

MUSIC
GIRL:

ANNCR: BRISK FLUORIDE TOOTHPASTE starts instant actiorr sgainst
tooth decay—even if you brush in a rush!

TOOTHPASTE . . ., TOOTHBRUSH

TOOTHPASTE . . . TOOTHBRUSH

WHEN YOU ARE LATE AND IN A RUSH
TO CLEAN YOUR TEETH ... DO YOU REALLY BRUSH?

BOY: OR DO YOU JUST . . . BRUSH IN A RUSH?

GIRL: BRISK HELPS PROTECT YOU FROM DECAY
MUSIC UP AND UNDER STARTS INSTANT ACTION
GIRL {Sleepily} 'Morning, you brute. {KIS$} BOY: RIGHT AWAY!
Honcy, 1 want 1o make your mornings even nicer. | hate to 80TH: EVEN IF YOU BRUSH IN A RUSH

sec you coming in to breakfast unhappy after roking your foce
with that old razor. I'm going to buy you one of those new
Evershorp Schick Injector Rorors.

MUSIC UP, THEN UNDER

They give you Light-Touch shaving . shave your whislers,
not your face . .. and | love your face . . .

MUSIC UP, THEN UNDER

1 only costs a dollar, but thoy give your dollar back. or even

BRISK FLUORIDE TOOTHPASTE!

ANNCR: You should brush your teeth thoroughly but when you have to
brush in a rush, BRISK FLUORIDE TOOTHPASTE starts in-
ttantly 1o fight tooth decay. BRISK actually helps sirengthen
tooth enamel instantly o contact! And BRISK instantly des-
troys most bacleria that cause mouth odor and decay. For
instant action . even if you brush in o rush, get BRISK
FLUORIDE TOOTHPASTE.

GIRL: BRISK HELPS PROTECT YOU FROM DECAY
bettar, $1.46 worth of blades frec. So I'll buy you one today, STARTS INSTANT ACTION
my sweet . . . an oll.new Eversharp Schick Injector Razor. . . . BOY: RIGHT AWAY!
Hurcy home. BOTH: EVEN IF YOU BRUSH IN A RUSH

I MUSIC UP AND OQUT BRISK FLUORIDE TOOTHPASTE!

PoS KAo e Novenber VT

wWwWW. americanradiohistorv.com
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BBDO'’s best brains produce a commercial

in the new advertising tradition

CY

sell hard in the soft manner

4, KINKS ARE TAKEN OUT as tape is
checked and edited by (left to right) Ben
Allen, John Dean, BBDO radic preducer, Joe
Hornsby, Tem Nola, engineer, and Bill Hucst,

the creative board and vice president
in charge of radio-tv, Cunningham
and Walkh, said that both hard sell
and soft sell do have their legitimate
place i modern advertising, but
that the agency must be fiexible in
using them.

o Dn. Tibor Koeyes, vice president,
Institute for Motivational Research,
Croton-on-Hudson, New York, con-
curred in Mr. Mahoney's views, and
added the Institute’s findings on the
psychotogical reasons behind the ef-
fectiveness of hard sell an« soft sell.
(See below.)

o Joseph Stone, vice president,
J. Walter Thompson, deplored the
bad 1taste of many hard seli commer-
cials, and blamed their continued
use on uninformed clients.

o Arthur Bellaire, vice president
m charge of radio-tv copy, Batten.
Barton, Durstine & Osborn, pointed
up the importance of adapting com-
mercials to the changing needs of
the dlient.

Crowing Role of Research

Mr. Kirschbaum attributed the
blurring of the line between hard
and soft sell to the growing role

U.S. RADIO ¢ November 19537

. . . words and music designed to

5. COMPLETED COMMERCIAL SOUNDS
fine to {left to right] Wells Newell, Art Bel.
laire, Joe Hornsby and Ben Allen. Client will
heac disk for the first time on following day.

played by research in advertising
today. He pointed out that “before
resecarch we flew by the seat of our
pants. It a product sold at the
moment that was all we wanted to
know. Now there is no more guess
work to knowing the type of audi-
euce you are trying to reach witlr a
ceitain product. The gness work lies
in what to do to sell the product to
that particular audience, and pre-
testing is taking the guess work out
of that.”

Mr. Kirschbaum said that research
lhias shown that you cannot reach and
sefl most audiences today by using
either hard or soft sell exclusively.
You must tailormake yowr com-
mercial to vour audience. which very
often will necessitate a combination
ol the two techniques.

Mr. Mahoney agreed that hard
setl and soft sell are “relative terms
dependiitg on the product and the
problem.” Mr. Mahoney mentioned
that impulse, often low-priced prod-
ucts like chewing gum frequently
lend themselves to the high power
pitch. On the other hand, heavv
industry or expensive goods to which
the consumer must give considerable

www.americanradiohistorv.com

GROUP (SINGING)
ZZTTZEREX protects with MR.-8!
ZZZZZEREX protects with MR-8!

SOLO [KEVIN GAVIN}
What makes ZEREX ANTI-FREEZE so greai?

SOLO (MARION BYE}
MR.8!
GROUP
MR-8!
ZZZ7Z7EREX by Du Pont with MR.g!

Is anti-rust, anti-acid—won'f evaporate!
SOLO (KEVIN GAVIN)

And what makes ZEREX ANTI-FREEZE so
great?

SOLO [MARION BYE)
MR.8!
GROUP
MR-8!
ANNOUNCER

It's the MR-8 in Du Pont Zerex that makes the
big difference in anti-freeze ‘oday. ZEREX
anti-freeze will give your cars' cooling system
unequaled protection against acid. rust and
corrosion all winter long—and it won't rot
radiator hose. Zerex, the premium permanent-
type anti-freeze, is made and backed by Du
Pont . . . your guaranfee of quality.

GROUP (SINGING)
ZEREX by Du Pont with MR.8

Is anti-rust, anti-acid—won't evaperate!

SOLO [KEVIN GAVIN)

See your dealer—and make a date!

GROUP
To get ZEREX—with MR.8!

thought, often employ low pressure
techniques successfully.

Dr. Koeves, agreed with \lr.
Mahoney that hard and soft »etl still
have validity as both terms and ap-
proaches to selling. He defined hard
sell as “an overstatement . . . the
direct and often repetitious hammer-
ing home of each point.” Soft sell,
he said, “is understatesnent. It is
modest, sparse and reticent.” lle
revealed that research done by the
Iustitute has shown that the effec-
tiveness of hard sell rests on four
wajor  psychological points:

The Reasons Why

1. It promises
ment.

2. Hard sell provokes the desire to
own or use a unique or outstanding
product by playing upon tke listener's
desire not to be left out of a good
thing.

3. It relieves the consumer’s misery
of choice by offering him the best in
the field.

4. By fulfilling the first three func-
tions, hard sell tends to okliterate the
image of competing products.

{Comt'd on p. 49)

emotional excite-
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Total Budget
To RADIO

Pacquins—Silk ‘n Satin—Ben-Gay
Abandon Other Media

For Second Year

For the sceomt soteessive

i Fhonis Leeiming & Co.,

I, makens ol Pacquing,
Sitk e Satin and distributors ol
wen-Gag, is powing inta radio it
entire advertising budget, estimated
at N2,500,000.

Aecordinig to Charles Fo Junod,
general sales and advertsing man-
ager for Leeming's, “We {onud that
radiio was cheap, and gave ws the
hegnengy we ware after. We decid-
ed 1o go whole hog into radio and
oul of print last vear. We're doing
the same thing agaa this year, "The
rosulis speak for themselves.”

Donakd 1. Cavrer, account execu-
tive lor Leceming's agency, the Wil
Liam Esty Compuany, s that they
are runuiug d spot radio Gampaign
sing 270 stations i FR7 qities across
the nation. “Uhe Pacguins buy hegan
October 21 amd will contiime [or
sIx montlis,

Aceonching to Ndbin S, [Ladn, vice
prosident and juconnt sipers isor at
Estve, “We eovar allareas in the V'S,
except for two cotmties, We veach
ucatly eversone who owns a tadio,
g o minmen hegnenoy of 25
spots per week pei station,”

his s approximatcy the sawae
schedule used Lot vear, with the
spots about evenly divided anrong
e three produats,

0y
-

Fhe micasure of the buy's success
last year was taken by John O'Con-
nell. assistant 1o Mo Junod: “We've
had a very favorable trade response,™
he said, “and, if consumer mail is
an indication, we had four times
more letters last year than we usu-
ally have.”

Esty Buys Daytime Radio

Esty bus dayvtime spots for Leen-
ing, and wherever powsible they pre-
fer to i their commercials on news
shows or to have them done by local
personalities.

“Prior to last year,” Mr. O'Connell
said, “our major advertising elforrs
had been i Sunday newspapers bath
i the comic and supplement sec-
tions. We were proud of our liigh
readership which had continued for
many years,  And our sales had
shown steidy growth,

“We uwd this medinm welb, «ind
anr vidy reason for comsidering a
thange was that we felt we had been
there oo long. mul consumers were
accepting us oy a matler of ¢ourse.
The recommendation for a switch
tame Leonn Fstel” Nhe O'Connell
stated.

“Alf ainhedia were looked into and
tv, our hist <haoice, had o be dis
carded becanse of cost, as did daily
newspapers. We needed s ooy

wWwWWwW. americanradiohistorv.com

Radio dd not ofter us this
coverage on a limited saale, so we
had o go into it with wo resenva-
fions,” Mr. O'Connell explained.

“We found that I buving on
what we considdered tr be o satara-
tion basis, cost became low and fre-
fuency so high that we were bound
to hit all Lamities that listened 10
vadio at all sometime during the
week.”

My, OConnell pointed out thiat
Lecming confined sell w a winter
campaign because their reseanch and
their sales have shawn that wemen
do not buv frind ercam or lotion
duving the swmmer months.  Ben
Gy ~ales (lrup g the stmmer, too,
pl course, because colds do not occur
as olten.

crage.

Ben-Gay Sold Differently from
Silk “n Satin

The safes approach @ e wmn.
mercial copy dilfers from produoct o
product. The Ben-Gav copiv s “Sim-
ple and soraightforward,” according
1o Fxiv's Don Carter. There are no
gimnichs, and one announcer usu-
allv reads a factnal message.

“We believe, however, in a basic
solt well,” said My, Corter. “We dan't
use high pressae nethod<™

'wo entively different appeals aie
mved  lor Pacguins, o cream, and

.8, Rl e Xoscmber )7
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all

Silk ' Satin, a lotion. While both
aid skin beauty, Pacquins is pitched
as a utilitarian, indispensable reme-
dy for women who work with their
hands. Here is a tvpical commercial
for Pacquins:

You know how people will start
talking when they’re waiting for a
bus. Well, that’s how | started
talking to this nurse the other
morning. | don't remember how
we got on the subject of hands,
but what she had to say was pret-
ty interesting. 1 never stopped to
think about it before, but she
said a nurse’s hands really take a
lot of punishment. She said their
hands are in disinfectants and wa-
ter sometimes as often as fifty
times a day. So it really interested
me to find that she and many
nurses use Pacquins Hand Cream
to keep their hands soft and
smooth. | never knew there was
anything so special or different
about it, but she told me that
nurses prefer Pacquins . . . be-
cause Pacquins was originally made
for doctors and nurses, and that's
why it's so rich, and is even heal-
ing for sore, cracked skin. Well,
| said, no wonder you nurses rely
on Pacquins. Oh yes, she said, in
fact there was a survey just re-
cently that showed more nurses

U S. RADIO e Noycmber 1957

use Pacquins than any other hand
preparation . . . cream or lotion.
And I'll go along with them, be-
cause |'ve been using Pacquins
ever since | talked to that nurse,
and my hands feel smoother and
look better than ever.

In 1928, according to Leeming'’s
Mr. Junod, Pacquins was sold to the
public for the first time. Originally
made for doctors, dentists and nurses,
Pacquins was so satislactory that the
patients who had heard about it be-
gan asking for some themselves

Pacquins Commands Brand
Loyalty

“Ouce we get a customer, we usu-
ally keep her,” said Mr. Junod. “We
find great brand loyalty for Pacquins,
In lact, Leeming’s does half the
hant! cream busiitess in the country,
and we rely on quality to sell our
products.”

The nane, Pacquins, appeared for
the first ume whew Leeming’s was
preparing to lannch it on the pub-
lic market. Someone said, “Let’s get
a winning package,” which was soon
translated into “Pacquins,” after a
French twist had been added.

Silk 'n Satin, a more recent addis
tion to Leeming’s beauty line, is
approached on a glamor basis . . .
whereas Pacquins is sold as a neces-

wWww . americanradiohistorv.com

sity no woinan can do without, Silk
n Satin is marketed as a luxury
every woman can atlord. Here is a
sample Silk *n Satiw radio commer-
cial:

Chant: SILK 'N SATIN!

Now you can satinize every inch
of skin with this softening lo-
tion—Silk 'n Satin!

Woman: With Pacquins’ Silk ‘n
Satin you can satinize every
inch of skin.

Chant: SILK 'N SATIN!

You'll see new youthful beauty
from the lanolin in this soften-
ing lotion—Silk 'n Satin!

Woman: Your skin begins to wake
up when you use Pacquins’ Silk
'n Satin. You'll see how it
drinks in this soothing, soften-
ing lotion—so rich in lanolin,
And more than lanolin — Pac-
quins’ Silk 'n Satin lotion con-
tains a humectant to refresh
and moisturize your skin. No
wonder it satinizes.

Chant: SILK 'N SATIN!

Whether the commercial is §ilk 'n
Satin, Pacquins, or Ben-Gay Leem-
ing's faith in radio last vear paid oft
so well that they're going back for
more of the same this season, to the
exclusion of all other media. In the
words of John O°Connell: “We
think weve got something.” o ¢ o
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the shoestring sell:

Waverly

Fabrics

Bolis 1o

Radio

Radio Expenditures Increased

v

By 50%

During Past Two Years
. 80% Of Budget Now Goes To Radio
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Two yewrs ago Waverly Fab-

rics, a division of F. Schu-

macher & Co., was spending
approximately 3097, of its advertising
budget for radio. Today the firm
allocates 8097, to radio, a phenome-
nal 509, increase. Qut of a total
appropriation of $500,000, a whop-
ping $100,000 is earmarked for ra-
dio.

The switch to radio has vesulted
in increased sales for Waverly, a new
source of revenue for local stations,
and a financially feasible way for the
retail stores to use Waverly’s adver-
tising allowance,

P'reviously, Waverly had Dbeen
using radio to a limited extent on a
regional basis, with the rest of their
money going into the printed media.
The big change-over came when the
firm awarded their account o Elr-
lich, Neuwirth & Sobo, Inc., a me-
dinm-sized New York agency.

Norton H. Sobo, a principal of the
agency and account executive for
Waverly, said that the agency’s de-
termination to swing the budget to
radio was based on these conclusions
about the medium:

» Radio is local

» Radio is a primary medium

» Radio is a merchandising me-

dium.

Switch From Print

All of this added up to the switch
from print. According to Mr, Sobo,
“There is nothing like radio's local
approach.  What magazine has its
hot little hands on the local level?
They offer only a very institutional
support to advertsing. Radio is lo-
cal and is purely merchandisable.”

The spectacnlar results achieved
by the move to radio have delighted
Waverly's top brass, who give all the
eredit to the agency. “\We've never
seen - an agency get move out of a
modest ad budget (§500,000),” said
Edwin H. Bostick, advertising mana.
ger for Waverly,

“One of the problems that had to
be licked when we took over the ac-
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Client and agency representatives

. A )

who spearheaded Waverly's switch i, Rz
" " .. o W

from print to radio. -...;;% R

L

Edwin H, Bostick, advertising manager

for Waverly Fabrics.

count,” Mr. Sobo said, "was that
Waverly was oftering money thai no-
body wanted. They were allowing
five cents per yard credit to the ve-
tailer for advertising. But Waverly
couldn’t give the money away,

“Five cents didn’t begin 1o pay
for space in newspapers, especially
in big cities. Little stores didn’t buy
enough vardage for the five cents to
mean anything. Figure it out . . .
300 yards would bring a credit al-
lowance of $25.00. With our radio
plan, the money is buying some-
thing,” M. Sobo said.

Not only is Waverly happy about
its increased sales. but so are the
local stores who have finally found a
workable answer to the problem of
making their five cent advertiving al-
lowance pay off.

Stations across the country are ap-
plauding Waverly’s precedent-mak-
ing use of radio, because they feel it
opens up a whole new sonrce of
revenue for radio . the fabric
indusury.

WwWwWw . americanradiohistorv.com
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Norton H. Soba, executive on the
Woaverly account at Ehrlich, Neuwirth
& Sobo, Inc.

In July, 1956, Waverly bought
seven weeks of 1en announcements
on NBC's “Monitor.” Before the
seven weeks were up they bought six
more to complete a 18-week cycle,
and then put in an order for an-
other 13 weeks.

Along with the network spots, ten
second adjicencies were made avail-
able 10 NBC's affiliates for sale 1o
local stores. With helpful hines from
Ehrlich, Neuwirth & Sobo, they suc-
ceeded in selling a total of 13,000
spots o 2,376 department and spe-
cialty stores all over the U. S,

Stations Sell Stores

George Grabam. director, NBC
radio  network sales  service, ex-
plained the high local sales record
this wayv: “Stations weren’t just go-
ing 10 go overboard for the network
show alone. We had to give incen-
tive to the stations to make them
care. By showing them how to sell
the local stores we. thnough Waver-

{Cont d on page 26}
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WAVERLY Contd

I, niade the whole by very aurac-
tive 1o onr alhliates.

"Wy showed the stations how 1o
get o the stores. .\ campuchensive
merdumdising and  promotion kit
Wiy sellt o esery station, pointing
up the networkstationretailer lai-
ALHIEN

“Simple wips such s elling e
station how best 1o approach the
sore wele imnrpm':n.('(]," sl Mr,
Griham.  “The role ol the head
buser in relation o the advertising
manager  was - pointed  out. We
showed how the store buver deter-
mines the advertising policy for his
depiotment.”

Stations arnnged  dlosed  cirenit
broadaasts for the stote exceutives
whi, by invitation, gathered in the
ot ol the loc] station’s genaal
wantiger,  Tnothiis way Waverly and
the suatons presold the siores on the
canpaign,

Furdher preselling swas slone by
station paticipation in store sales
mectings, where the whole stony wis
told e sonned by e alent doing
Waverhy segineis.

“Preselling e compaign at the
lacal level (o the stations, the stones,

and the Waverh salesmen paid off,
The actual broadcasts are the third
step i a onetwo-three harrage,” u-
cording to M. Graham.

Waverly Buys ‘Monitor’

Starting on January 4, F58, Waw.
cihy is buying a otal of 20 five min-
ute vigneties on “"Monitor,” There
will be ten on Saunday, ten on Sur-
day. alternating between Bob and
Rary, and Fibber McGee and Molly.

The vibent will da sKits and inde-
grate the commeraals. The copy
Is been set up 1w embrace a tinely
and apical theme o sell Waverly
fabtics, "The whole pitch will center
amround the need tor a “return o
individuabiey.”

Picking up the widely discussed
tend o conformite by \mericans,
the copy wilt emnphasize that every
houschold can be difterent in i
home decoration by virtue of the
iy patierns oltered by Wiaverly
Falnics,

“The appeal,” Mo Bostick said,
“is theat eveny home et aned should
he taitored 1o the individoal Ganils
instens]l of daplicating che neigh

WwWWWwW.americanradiohistorv.com

Ray Goulding and Bob Elfiot will alfernate new Waverly spot series with
Fibber McGee and Molly beginning Januery 24 on NBC's "Maoniter

bor's.  Fibber MoGee and  Mally,
Bob and Ray witl talk about how
cars, howses, and neighhorhoods have
the same, undistindtive look, They
will show that a non-conformist, per-
sonmalized home cin be achicved by
a difference in decoraton,”

The commercials will ni single
out myy patterns. Customers will be
wrged to see the Waverlhh selection
at the local store.

“In essence, the lacal store s spon-
soring the entire vignette as fur as
the listeners are voncerned,”  Mr.
Bostick satd.

Many stores are so excited by ther
radio partnership with Waverly that
they are undertaking on their own
10 use clevator cards gnd window
displins which advertise Waverhy on
radtio,

Ridio’s solution to W.averhvs ad-
vertising problem is being closels
awatched by the rest of the Fabric con-
cerns, nany ob whom haye indicated
thet radio may hold the answer far
them. Gillistran Carpets i sure of
iL, NBC vepores, Tor they are going
w apph the Waserlv plan dhen-
selves  begiuoning uext Mondh an
“Monttor,” e e o

% W Ihie) ¢ Novembgy Y37
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On Taking

Editorializing Survey
Shows Some Results

And Many Reservations

[

There are four distinct preju-

dices against editorializing on

the air harbored by local radio
stations—but they have not proved
valid where editorializing is actnally
in pmctice, according to a U.S. RADIO
survey.

Stations which do not editorialize
—and they are the great majority—
list the following reasons (in order
of frequency):

1—Fear of antagonizing segments
of the audience or advertisers.

2—Llack of time and highly
trained newsmen.

3—Worry over granting equal
time to anyone with a diverse
opinion.

4—Belief that it is not their job.
(“Too much work.” “The wire
services cover the news very
nicely.” “Our job is entertain-
ment.”")

Of the stations which favor edi-

U.S. RADIO e November 1957
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torializing. some limit their opin-
ions to crusades for civic betterment,
but most claim the right to speak
out on any subject. One of these,
WADS, Ansonia, Conn., covers “lo-
cal, nmational and international” is-
sues “because people want to know
our apinions. We have had no ad-
verse reactions from sponsors—just
comment. The general public’s re-
action is excellent. People call and
write us asking us to take a stand on

certain issues. They listen for
WADS editorials.”
Wide Area

Stations are editorializing today
on everything from delinquency to
defense, high schools to Hoffa, poli-
tics to playgrounds, streetcleaning to
“Sputnik.” Ome station manager,
more conservative. says he has come
sut “against sin and for mother-
hood.”

But in the wake of the recent up-

WWW. americanradiohistorv.com

surge ol interest in editorializing,
spotiighted by Oregon Governor
Robert D. Holmes' statement last
month to the Region 8 NARTBE
conference that “political ennuchs
are scorned; scarned by legislators,
scorned by your listeners and view-
ers,” many stations still think the
price is too high.

WSV, Harrisonburg, Va., sums
up its stand tersely: “With the
mixed population we have, certain
aspects  of any editorial matter
would not sell well.” Similar situa-
tions are reported by KMHT, Mar-
shall, Texas: “Too reactionary in
this market at this time,” WYTI,
Rocky Mount, Va: “The newspu-
per here has received considerable
criticism since this is a small town.
We have staved away from it, since
we want to entertain, not criticize,”
and KI.GN, Logan, Utah: “A small
station with a small staff in a small

[+
-~
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ON TAKING SIDES (conta)

“As u network we do nor fake an editorial position. How.
esver. competent nexssmen and commentuators are entitled
to express an opinion af long as it is Libeled as sneh, We
feed a man is competent who (1) is wrained in the phase of
the Aems with whiclh he is dealing, (2) i~ v a po=ition 1w
know the facts of e sttmstion, ond (3) lubek his position.”

Bill McAndrew,

NBC director of news.

“We ol Mutnal coggpare odrselves 1 tlie nmjor wive sery.
| We limit
onr editorial activities W the vommenlpfors we pliee ou onr

daily broadeast sehednle, who aee men, clearly labeled az

s annd in partienbin 1o their featnee adjunets,

eeitortalizisc and can e scheduled ov rejected from their
sehednles by o afliliates. The awners and operators of
tUreze stutions have the final word iv what thgey sill mot June

transniitier] over their facilities.™

Norman Baer,

cammunity ean hod ieell in the hot
st watly the pullic.”

“Advertisers hinve poines ol view,
wo,” WWIB, "Tunpa, points oot
“To disagree with them and have a
spot next 1o the point ol view they
dow't like, oaadtly Kills ofl e
golden  ege.”  And hom WDEDB A,
Miusheld, 1.: “TCS w Licdle move dilh-
vl o editotialize ina soall min ket
lor 1easons with which anyone who
Is Bived a0 siall town s thor-
onghly lamiliin.”

Shortage of Commentators

v great najority of the stations
Lianklv adimiis that one ol the vea-
sots for not aining editonaly s the
L«k ol highh tained commentators,
“Lduotalizing denimdy scope ad
insight Lav bevond regnln news ae-
(WOU A Noline, 1LY
“Felitorializing vequives o great deal
ol thme and prepaaion noe avail-
able 1o suall nsn ket stadons wiich
hanitegl  stalls™ (W EFIW,  Fauheld,
HLy.

RPDN, Pawpa, Tes: "V anall
operation such as ours does not banve
personnel o editoralizing. An edi-
toriad nost be done by anthorin
bhis tekes 1esairelrand esperience,”
KRG, Toumni, Lz “We woth witl

ponten O

MBS director of mews and special eventr

¢ sinall but vompetein stdil, gl
since divies are doubled there is vo
time  Tor preparation of editorial
npe news”

O course, there are the stations
whidch just don't believe in editorial-
ising. WDV, Dunville, Va, says,
“We present the Jacts of the news;
oyr jnly as o edinm ks o report, not
o auempe 1o mllnence upiniun\.”
And KRMG, Tulsa, which has bad
“adverse reaction lrom the pnblic”
to editorials, Teels that peaple “want
the news reported factally”

“Owr job” WMIS, Chattanoog,
agrees, “is entertainment, inlonmnie
tion and education—not opinionated
L shioned views on oy subject. 1t
is the individnals vight o make up
s own mnad” WARM. Scranton,
conans: “We operate lor the
pose of disseminating news  not in-
terpreting it. Qur listeners preler to
thaw their onn conclusions, oud we
preder not o make np their mingls
Iy them.”

Helpful to Community

Roe do adio editoials “make up
their mnmls lor them?” Nog neces-
sattly, sgy the <tations that Tine
nicd them. Ta lact, the discnssion
caused by the programs, according

wWwWw.americanradiohistorv.com

o WJOB, I'annnond, Ind., “is «elv
nitely lietplul lor conmnnniny lile.”
“The public likes nothing better,”
says KDY'L, Sale Lake City, “than to
call or write a station, either object
ing or Linding reeent broadaasi,
A stue of apadie genenally exise
here—mitil we hit home on a par-
ticuln subject,”

I naue than cight sens ol edi-
toriabizing, WAVZ, New Thaven, has
“acquired a deeph vooted 1epata-
tion as the touscicnce ol the -
munits sud as the spinkplog 1o get
things doue’” Damiel W, Kops in-
formed an NARITDB conference in
Schenectath . NOY.L List month,

“When we begint ediveniabizing
two vears ago”  Fim Fllioc ol
WOCUE, Akon, tokl v, s ryvmo, “we
had an excellent weactian ho the
publiv, althongh we had thonghy
we'd be pmmed. We even endorse
candidates and issaes in local and
state clections without any sqnawk
hom the partics.  That's probably
beamse we soeen candidaes ond
isties on their individnal  merits
Lafore cbecking the party  label”

Here e same other typical e
actions o radio editonialiving: K1*Q,
Wenatchee, Washee " The public
thinks wote ol us. Tt proves that we

N R e Nenembay 1957
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liave the guts that many in our in-
dustry seem to lack. We have not
lost an advertiser, and have gained
several.”

WCLI, Corning, N. Y.: “We have
lost somie advertisers, but have
gained more. The general public
loves it. We print scripts as aired
daily and mail them to those who
writedn,” KRXK, Rexburg, Ida.:
“No adverse reaction [romi adver-
tisers who are part of the general
public. We have made somne indi-
viduals mad, but the overall accept-
ance has been excellent.”

Favorable Reactions

KROLS, Pryor, Okla.: “Reactions
from public and advertisers ave very
lavorable, although the erlitorializ-
ing is done strictly from the station
point of view—without regmid to
effect on the advertiser or listener.”

WMICA, New York, which airs ten
regularly scheduled editorial opin-
ion programs weekly: “We have re-
cieved no unfavorable response.”
WMUU, Greenville, S. C.: “Editor-
ials have been well accepted by the
general public,”

WMUS, Muskegon, Mich.: “Ad-
vertisers [or the most part recognize
our rights to editorialize, and do not

U.S. RADIO e November 1957

“We reserve the right to editorialize and consider that the
individual stations should have the right 1o editorialize.

“We give the widest latitude 1o onr commentators and
analysts—provided they are qualified by training, back-
gronnd and experience—to express opinions, and we main-
tain o balunee of points of view so that all phases of opinion
are available 1o the publie.™

John Daly,

ABC vice president in charge of news,
special events, spoits, and public events.

“CBS lustily defends its right to editorialize bt prohibits
bias in its newscasts.  While oceasions arise when a network
feels called upon 1o 1ake an editorial stand on controversial
issues in the news, it isn't the role of CBS news hroadeasters
1o assert such editorial comment.  Such an editorial broad-
cast should not he incorporated into an established news
format. but shoukd bhe independently presented and clearly
labeled.  This is part of our respousibility as a broadeast
news organization which supplies the day's news 10 millions.”

John F. Day,

CBS director of news,

hold animosity for editorials even
when they altect the interests of the
advertiser in some way. Public re-
action depends on which side of the
fence the listener stands. For the
niost part our comments have heen
favored by the majority.”

All lIssues Aired

Most ol these stations claim the
right 10 editorialize on any subject
that they [eel warrants attention,
Typical is WNOE, New Orleans,
which has recently aired opinions
“on local issues such as the police
deparunent ‘shake-up,” aud also on
the election ol James Hoifa, and on
the undesirability of certain ‘Althy’
magazines being displayed and sokd
1o teenagers on New Orleans sireet
corners.”

Gordon McLendon aired a labeled
cditorial 16 times in one day over
his Texas Triangle stations—KLIF,
Dallas: KTSA, San Auwtonio; KILT,
Flouston. Calling the launching of
Russia’s Sputnik “the blackest day
for the United States since the British
armada tay oft her coast in 1776, he
urged a crash program in the guided
missile Aeld.

KAFY, Bakersheld, Cal., will soon
hegin extensive editorializing 10

WWW. americanradiohistorv.com

speak out on “any problem we lcel
needs public attention. We will con-
centrate on local problems and on
situations we [eel the public shoulkl
write  Sacramento  or Washington
abont. We can’t think of any reason
why a radio station should not edi-
torialize on the air.”

“We prefler,” states WCAU, Phila.
delphis, “to present opposing points
ol view on controversial issues, cast
as much light as possible ou the
topic, aund then let our listeners make
up their own mi_nds. In this con-
nection we o a considerable mmount
ol public affairs broadcasting.”

WMCA, New York, siuns up the
attitude of these broadcasters: “We
cditorialize on all issues of a public
nature.”

Many ol the stations which air
opinions deo restrict themselves for
reasons of geography and history,
but then how many newspapers rise
above sectionalism and deep-rootedl
ideas on their editorial pages? Not
many.

A start has been made and many
exauiples set for those who said it
could not be done. How [ar edi.
wrializing will go depends on the
ability and the courage of the local
stations and ol the networks. o o o
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Pocket-Sized
Super
Salesman

RAB PRESIDENT Kevin 8. Sweeney, armed with
portable tape play-back machine, leaves office
en route to sales call on national advertiser,

When a nationat account

exceutne hrom the Radio

Mdvertiving Burean delivers
q4ppesentation ©oan agemny or ad-
verpiser these dans, he brings along
one ol the most ellective alesmen i
veiars —a compact cniridge which
lets the advertiser know what the
uihier lellow is doing.

The cirtridge comtains up to five
minutes of iped commercials and
utements of successful vadio adver-
tisers, and can be plived badck on a
potable Mohawk Message Repeater
~ . Iows naany as 200 assembled persans
ar aver a pubhc address svsiem.

DAILY SALES MEETING asttended by national PHILLIP MORRIS CIGARETTES' brand adver- . ) X
a¢count executives listens to John F, Hardesty, tising manager, John T. Landry, hears tapes “selhng sound with sound™ is an
RAB vice president, who uses the machine. with Vin Riso, RAB national dccount executive, antgrowth of the annnal National

\dvertising Clinics, where awards
for the aight outstinding fadio com-
mercials of each vear are presented,
In the six months the carnidges have
Ixeen used, as ane RAD execninve put
it. “thesy have «reatedd move excite-
ment than amviliing we've done be-
lone.”™

700 and More

The lilnayy arow comtiiins more
than 700 yatonal, regioal ol local
commerciiths, with 113 in preparation
and more coming i daibve In many
tances, single advertisers e repe
tesentedd by mntuple conmmeraals,

L he staraitents of the advertisers
ave, like the comumerdidils, consantly
updated. They e informal and
olten 1ecorded in the snbjea™s oflice
while e takes cally aml goes about

AT ADVERTISING AGENCY, playbacks are presonted by Mrs. Patti Thicbaud of RAB. Listening
to the portablo tape machine for MeManus, John and Adems are (left to right} Cal
MeCarthy vice prosident. Bridge Griswold. sccount executive; and Honry Halpern, vico president.

T L.y RINDIO & Noxewduy 14957

www.americanradiohistorv.com
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Small, Com;;ct Cartridges
Of Recorded Commercials
“Sell Sound With Sound”
But Are Almost As Small
As A Cigarette Pack

his work. Typical is this excerpt
from a message by J. Clark Matti-
more, vice president of Kenyon and
Eckhardt, on the “Pepsi Please”
Cﬂﬂll)lllgl]:

“On the basis of our success let me
assure you that I, for one, ain con-
vinced that radio lends itself to the
type of merchandising that can cre-
ate fabulous excitement both among

consumers and among people in the
trade.”
Airline Success

And an airline contemplating a
switch to rvadio could hear John
Keavey, former domestic advertising
director of TWA, saying: “Generally
speaking, our reason for wanting to
invest in radio is that we [leel it is
the all-persuasive medium which is

with its audience day in and day
out.”

Accompanying the Message Re
peater in many cases is a V'ue-Graph
slide projector which adds a picture
presentation to the tapes. The Vue-
Graphs are also used in regular RAB
“radio basics” talks and special 45-
minute special subjects presenta-
Lons. o o o

LTI S TTY TR T 1T R 1T 11T T N

Some categories and advertisers with commercials in the RAB’s library

U.S. RADIO e November 1957

g APPLIANCES AIRLINES
B Wearever Aluminum Eastern

| Hallite TWA

= Caloric United

= Zeneral Electric Air France

] haytag KLM

= Motorola American

B Westinghouse Waestern

H] Philco Northwest Orient
| Electric institute BOAC

[ oawromorve b
- Donige

H For

i Nash CIGARETTES
Hl Plymouth Camel

& Cavalier

= FOOD CHAINS Chesterfield
| Acme L& M

s Bohack Taroyton

B First National Hit Parade
= Food Fair Kool

-l Atlantic & Pacific Viceroy

- Clover Farm Regent

] National Tea Parliament

R Kroger Old Gold

g I.G. A. Lucky Strike
3 Safeway Pall Mall

] Colonial Philip Morris
E Thriftway Winston

E Zinks Spud

- O.K. Oasis

B Fairbanks Newport

| Barber Salem

B Handy Marlbore
L Piggly Wiggly Kent

FOODS

Arnold

Keebler

Sara Lee
Pepperidge Farm
Beech-Nut Coffee
Old Judge Coffee
Nescafe

Levy's Bread

pry
Diamond Salt
Franco-American Spaghetti
Sterling Salt
Cadet Dog Food
Chiquita Banana [United Frui
LaRosa Pirza Pie
Easy Glamoer Cleaner
Cut-Rite Wax Paper
Waldorf Tissues
Scott Paper Products
Super Suds
Chock Full'O’Nuts
George Washington Coffee
Hills Bros. Coffee
Wilkins Coffee
Birds-Eye Foods
Merkle Meat Products
Sunshine Bakeries
Hydrox Cookies
Hi Ho Crackers
Good Humor lce Cream
Hagan Ice Cream

RAILROADS

Southern Pacific

EERE BRI TR TR0 TR T e CEnT:

BEER DRUGS & COSMETICS
Rheingold Ben Gay
Schaeffer Listerine
Krueger Paquins
Falstaff Pepsodent
Knickerbocker Barbasol
Jax Johnson's Baby Oil
Pearl Colgate
Olympia Noxzema
Hensler Bronztan
Bavarian Old Spice
Miller's Coty -
Hamm
Goebel SOFT DRINKS
Stroh
Burgermeister (s:""."d' Dry
Blar o
PHeifer’ Cott's Beverages
4 7.' ers Grapette
:'e. K Good Humor Beverages
B:.Id"v::riser Hires Root Beer
. Schweppes
Schlitz Coca-Cola
Ballantine Pepsi Cola
Pabst Roval Crown Cola
Nafiona! Bohemian 7.Up
Drewery's Sparklets
DRUG CHAINS GASOLINE
Walgreen
Peoples Gulf
Owl Mobilgas
Cohen Tydol
Sinclair
CIGARS Texaco
Dutch Master
White Owl L

T £ I

WwWwWw . americanradiohistorv.com
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focus on radio

A Quick Glance At
Those People, Places
And Events That Have
Made News Around

Radio-Land

WILD ANIMAL PROMOTION for Boston's WILD draws crowds to watch this lion
who apparntly has a large sweet tooth devour ice cream in a downtown streeh

NOTHING DOES IT lite "Total Selling,” Seven.-Up's Ben
H. Wells tells Broadcasters’ Promotion Association at
Chicago. The vice president for ssles and advertising
spole on "How To Gear Advertising To Total Marketing.”

WERE FOR SAFETY in Closelond as tation WERE, with the help of Patrolman
Donald Ruch of suburban Bay Villago, distributes “safety pumplins’ for young-
ri to put on trich or treat bagi, Thoy reflect |‘|qhh of oncoming autot.

L8, R o Nowenihey 1007

wwwW americanradiohistorvy com
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THE PLANE FACTS are gathered by K-PAY's
"Flying Stageccach” over Chico, Cal. The
four-place Tri-Pacer joined in with other
scarchers recenitly seeking a lost child.

TWO STATION PURCHASE is agreed upon by Herbert E. Evans, left,
vice president of People's Broadcasting Corp. which made the purchase,
and Gen. Luther L. Hill, president of Cowles Broadeasting Company
which sold stations WNAX, Yankten, S. D., and KVTV, Sioux City, la

DREAM HOLIDAY CONTEST over KONG, San Antenio is kicked-off by
(left to right), Marcus Cohen of Wolff and Marx department store, Bob
Johnson of Brooks Advertising Agency, John Kimberly of W&M, Jack
Roth of KONO, and, seated, Norman Netter, president of W&M. Exten-
sive saturation campaign of 45 days will employ over 1,400 announcements.

THE SILYER ANNIVERSARY of their assocfafion is moerked with engraved

plaque by (left to right] H. Preston Peters, president of Peters, Griffin,
Woodward Representatives; Thomas K. Barnes, general manager WDAY,
Fargo, N. D.; and Russell Woodward, executive vice president PGW.

U.S. RADIO e November [057

NEW BROADCASTER' PROMOTION Association officers elected at recent

Chicago meeting are {left to right] Charles A. Wilson, WGN, Chicago,
first vice president; Monter Tjaden, KWTY, Oklahoma City,
vice president; and Elliott W. Henry, Jr,, ABC, Chicagqo,

second
president.
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THERE’S A SOUND DIFFERENCE(

Support the Ad Council Campaigns
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Over WBC, music is programmed with care, with Y |
skill . . . yes, with real art. Because it is a fresh,

iiew art—the way WBC deejays serve up the

records that keep listeners listening. BOSTON, wez woz

No run-of-the-mill record spinners. They’re all WE ST' N G H 0 U SE o e

FORT WAYNE. we

distinct personalities, each one with a distinctive B Ro AD c AST' N G CHICAGO, wni

popular appeal. And, what’s all-important — with a YB3
fllowing! A big, tunc-happy following! COMPANY, INC. | &,

To get their ear, to prove that No Selling Cam- - E:f,"‘é?,‘%m,
paign is Complete Without the WBC Stations, start ﬂ e
calling A. W. “Bink” Dannenbaum, WBC VP-Sales, @ e/ : '
at MUrray Hill 7-0808 in New York.

WwWww.americanradiohistorv.com
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Certainly!

It was there, in the ground, in the air and water, It
always had been. There uare no more “raw materials”
today than there were when Rome ruled the world.

The only thing new is knowledge . . . knowledge of how
to get at and rearrange rvaw materials. Every invention
of modern times was “availuble” to Rameses, Caesar,
Charlemagne,

In this sense, then, we have available today in existing
raw materials the inventions that can make our lives
louger, happier, and inconceivably easier. We need only
knowledye to bring them into reality.

Could there possibly be a better argument for the
streagthening of our sornrees of knowledge—our colleges
and universities? Cau we possibly deny that the welfare,
progress  indeed the very fate-of our nation depends
on the quality of kaowledge generated and triusmitted
by these institutions of higher learaning?

[t is almost uabelievable that & society such as ours,
which has profited so vastly from an accelerated accumu-
lution of knowledge, should allow anything to threaten
the wellspriugs of our learniug.

Atomic power in Caesar’s day?

Yet this is the case

The crisis that confronts our colleges Today threatens
to weaken seriously their ability to produce the kind of
graduates who can assimilate and carry forward our
rich heritage of learning.

The crisis is composed of several clemeuts: a salary
scale that is driving away from teaching the kind of
mind most qualified to teach; overcrowded classrooms;
and a mounting pressure for enrollment that will dorble
by 1967.

In a very real sense our personal and national progress
depends on our colleges. They must have our aid,

Help the colleges or universities of your choice. Help
them plan for stronger faculties and expansjon. The
returns will be greater than you think

0

KEd” 1Y @mIONY

if you waoni la knaw what the callege
crisis means 1o you, wrile for o free book-
lel 10: HIGHER EDUCATION, Box 36,
Times Square Sialian, New York 36,
New Yark.

~

RIGHL® QDUCATION

\Vlep,
118y

Spousored us « public gevvice, in cooperaiion with the Conucil fur Fifancial Aid te Edncation

wWWW . americanradiohistorv.com
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hometown USA

" .
® Local Promotion

® Radio Registers

® Commercial Clinic
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Local Programming:

innovations,

Service and Fun

The vitality and flexibility
of radio that makes it an in-

) creasingly greater value to
the local advertiser and his agency
wis reflected in t. s, RAbto’s first
local programming survey.

The sampling that the average
outlay for prograniming and talent
among stations responding is ap-
proximately 3089, of the 1ol
budget—uwith some stations claiming
a avhopping 70-759, and others re-
porting a tiny five o eight percent.
Many of (he lauer stations are new
and plan 1o increase programming
expenditures with time.

There was definitely “no contest”
when it came to the longest running
programs used by one advertiser.
Overwhelmingly — they were news.
Many newscasts have been on the air
lor more than a decade; at least one
for a generation. Far back in second
place  were music and religious
broadcasts, and then women’s, sports
and  farm  programs, quizzes and
local discussions.

The siations were also questioned
on subjects ranging from their most-
listened-to shows to their mnewes:
programs.

Regularly

scheduled news and

U.5. RADIO e November 1957

music shows head the “most-isiencd-
to” list, with early morning “wake-
up” programs close behind. Many
staitons, however, list women's lea-
tures (trading posts, helpful hints,
homemaking, telephone quiues, in-
terviews) as the top shows. Othey
categories mentioned were sports
originations, religious hours, id-
night to dawn disc jockeys and edi-
torials,
Radio Hits the Road

*“Mobile Radio.” “beeper phones”
and tape recordings are adding vari-
ety and even maore immedi;:(‘)‘ o
racdlio news, In Lake Chavles, La,,
KLOU is “taking radio 10 the people
and out of the studio.” WILS, Lans-
ing, Mich., goes a step beyond, invit-
ing listeners to “call in and sound
oft on any controversial subject.”

In St. Louis, KXOK broadcasts
“capsule comments from listeners on
all types ol local and national sub-
jects” during regular newscasts. .\nd
WJAG, Norfolk, Neb., has brought
back its “Voice of the Street” inter-
views, a program that originally rmi
trom 1932-1942. The roving man-on-
the street has liad “a surprisingly
enthusiastic reception from those re-

{Cont'd on p. 38}

WwWwWw.americanradiohistorv.com

GETTING AROUND TOWN in new lsetta
"gadabout,” WWDC news director Joe Phipps
tests vehicle which will broadcast Washington
news first hend to D. C. and surrounding area.
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RADIO.TELEPHONE SERVICE begins over KFWB, Los Angeles as vehicles line up for test
broadcast. Participating are [left to right] Robert Hancock, general manager of Bryce Deliv-
ery; Robert M. Purcell, president of KFWB: Al Jarvis, KFWB disc jockey: and Ray M. Chaffee,
vice president of the Business and Professional Telephone Exchange. KFWB has 135 of these cars:

membering e old Voice ;uid the
vewer genevation as well”

A Chot hine™ is emplosed by KSTB,
Creston, owid,  “intervupting  adl
shows lov anvileing ol local interest.”
AWRBEBA, Pacshield, EHL, sends its -
on-thesweet o neighboving  (owns
“to build wpr Jistener and sponsor
interest in those sueis” KNGN Oy
“longetting e dock™ in Glendive,
Mount, by “drapping progeant niones
atted auserving events as they happen

DOL JUSE I Dewscises,” -

Mobile Reporters

Fhe Los Angeles e is combed
In ity 135 RFWB “mobife reporier
units, sendingg in news and tallic in
lenuation via fadioaclephone,. \nd
WAVDIC, AWishington, has purchasal
4 lurcogme  red et which
“oavel wea spreens daily o
mightly, Inoadeasting 1o the Wash
ington e a dast hand repomt ol
s s it lappens.”

WRALL Deanhorn, puts the nun:
o the steet oo e precaiions posi
vions, On thie “Nvstery Sundio,”” dise
Frchers noadeast Tron ofd sives and
uge the adicnee o gies where
thevae Tyvpical spots:s o Hon's cage
at e so0, the dog pound,  the
vonty el the imesenng

Mogar innovanons e local pro

4“5

grunming again vane @ the wrcay
of muste and news. Perhaps a svn-
bolic gimmick v WNOFS, New
Orleans “Fop Flop™ rvecord ol ihe
week. Ou Friday the DJ's toss it
o the Mississippt. This twpe of
weatnent — it nor phvsically — iy
being given Rock 'n Roll by @ grow.
ing vumber ol stations,

Music Gets Swecter

KA, Spokane, his gone over
“the happy sound—gomd, Tistenahle
utesic all day and exening. No Rack
‘o Rotl, Top 10 only when it's
Tappy.” but not vaucous, Reception
has been exuemely Envorable hrom
borth young and old.”

WEBREK.,  Pitsheld, Moaw, e
stareed o TJust Remibnisain™™ proe
grinn ol old mwoes o neuralize
Rock ‘v Roll.” K \VTE, Albere Lea,
Mion, s “gradoally cetirmimg o
tneknl musie and in geoeral awas
ftom ~o clled wop 1L

WELRDP, New Vb, Tud., plass
aceet, solid music. No o lallbally,
No Rock ‘it Roll™ Aud WNIIX, M,
Vernou, UL, cepores that their “old
ausic Jibrey has been completeh
cleaced out aned aephiced  entivels
with the best hi-h mnsic obainable
e pop. standards, and ey muosic”

W N L Springleetd, Mass, has "de-

WwWWwWWwW.americanradiohistorv.com

emphasized vocdl selections, ending
1wwiard nore instrumental music.”
\WDLC, Americus, Ga., teatures "the
pleying ol wwoy older tanes and a
Iessening ol the “top’ tmes of “the
diy.,” W]IPG, Green By, Wiscon-
sin's "I-'_slzlpc" shuw consisis of “fioe
quality music Trane 9 o, il mid-
night,” and has pnlled “the best
letter vesponse ol any program.”
tnugination  has  wceeased  the
qualin. o public service  shows,
Irenton, New Jerseys WL TM i
iseries of prograns designed Tto we-
srease interest in higher education™
wnong high schwool youngsters, Al
college hieshman lrom the station’s
aean sne vited o send o baiel
descuiptions ol their college life,
Prldie Serviee Tdeas

WHPR, Springheld, Mass,, has jo-
stalled a (ull-time welenvpe divectly
ticd in with the U, S Weatho
Bureauw circuits. Aside fvom Lurmish-
ing up-to-the-minute weather mlor-
nition, the station has installed an
unlisted telephone in ity newstoom
lor the nae ol school superintendents
throughout the arc. "On guestion-
able woinings.” the station vepoits,
“as oy as hifteen or twenty calls
are received from school administra-
oy to get  the  npaohesccond
opinions ol our weather experes on
whether ar not school shanld be
ancelled for the day,”

Iy Seawtde, Wish, uighttinie dise
jockey Bob Waldron is doing home-
work over the air “wieth great success
—mmd tormdable conlusion.” \Wal-
dron Tumdies 200 calls per night on
his  owarand-a-hall hanr show,  an-
swering sowe yuestions hinnell el
others In meansy ol volumeey  es-
prils.

In a more sevious vein, WAL,
Uhiladelphia’s "Gaeeer Forum™ e
ries. o Freedoms Foundation \waed
winner, retmned o the ain this
maonth loy the thivtecnth consecutinve
season. Schedided loe Nynember e
panel discussions an CCaeens in
Fducadon,”  “Caeers i Massile
Cechuology,” “Cinecrs ju Festiles,”
angl CCaeers in Ninsing,”

1, o~ Rapo’s sneves shows tha the
old nosic and news patterns are, in
varving degirees, breaking down in
local station prograoming. 1 he ame-
sic v tocking less, and more and
move the news iy ont thespot and ofl-
thedot, with Tive pickops and iner-
yuptions i the schiedaele I impot-
LANL ICMN. o o o
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commercial

Station Execs Appraise
Hard Sell and Soft Sell

Alter  listening 10 agency  spokesmien
sound off on the relative merits of hard
sell and soft scll elsewhere in this issue,
u. 5. Ranio went afier the opinions of
lacal radio stations across the cotimiry.

Asked 10 deseribe the commmercial
types they liked hest and those they
liked least the radio men responded in
o uncertain terms. including in many
anes examples to prove their point
Those to which they objected loudest
and longest are listed below.,  Most of
themn fall into the hard sell category.

o High pressure pitch, specializing
nervefrazzling repetition,

¢ Dioning of longwinded lists of
grocery and department store “specials.”

o Use of gimmicks and effects thut
arc abvious attention getters and bear
no relation to the commercial message.

e Jingles with unintelligible words.
Comunercial tvpes that were praised to,
ihe skies usually came vnder the head-
wig of soft sell.

o Ad libhed messages, usually by o
local persouality in the context of his
show.

e Light, bright musical spots.

& Dramatzed conmmercials with }wo
of IOre Voices.

Hard Sell Urnonular

‘\n overwhelming majority ol the sta-
tiails quizzed indicted the straight. hard
«efl approach. A\s one far western coir-
tinuity director put i, “We dislike the
extremely hard sell. go-go-go type. Why?
Shouwting and shrieking are not only
hard on the innouncer, but also on the
listener. In this market they just. don’t
seem to go.”  He sent (he following
example to U. s. RADIO:

¥Fantastic? More than that . . .
It's fantabulous! Furniture
prices have been cut loose like
a rampaging freight train. . . .
Blank's is the furniture buyin’
center of the whole cotton-
pickin’ Inland empire. . . .
Blank's Furniture’s fantabulous
furniture forceout! Everything
that even relates to furniture
and appliances slashed as much
as 50% now. Blank's Furni-
ture's fantabulous furniture
force-out. Fifteen slam-bang,
nerve-tingling hours . . . of

U.S. RADIO e Novembey 1957

amazing furniture buys! Now
... til 9 tonite . . . utterly fan-
tabulous . . . name your terms
... Blank’s FURNITURE!"

A progrann divectior phrased his objec
tions to hard sell this way: " The side-
show barker tvpe of conuncercial sets
my teeth on edge. Radio is the informal,
casy medivm . . . a [riend walking to a
(riend.  An announcer should dircet
his message to one person, not te many.”

The second largest number of stations
respoiding placed the merchundise-list
mg commercial at the head of their
black list. One station matager coni-
plained. "A grocery store here is run.
ning a verv irritating commercial with
Lwo  persony ('Olnparillg price\ at store
X" with prices at the client’s store.

Many objections were voiced on the
subject of  trumped-up sound  ellects.
which one station owner described s
“weird.” A promotion director from
Virginia avoids “commercials that in.
vohee a lowd sound effect that is sup-
posedd 0 be an attention-geiter, but
whith has no connection with the prod-
uct to be sold.” A Floridian summed
up this point of view by saying "I hate
gimmicks . . . theyre [rightening!’

A Massachusetts station man laid his
pet commercial “hate” divectly at the
door of the sponsor. Ay he put it, “the
most dreaded commercial is the one the
sponsor whips up all by himsell.  He's
wsually very proud of it. hut appareritly
hasn't wied to read it out Jouwd. Tt's
filled with dilicule plirases. long sen-
tences.”

One gentleman from an upstate New
York station would like to sce afl sing-
ing commercials tiken oll the air, claim-
ing that they are “overdone.” Musical
messages, however. were applauded by
most  station persennel. even  though
many objected 10 the badly-produced
jingle with haid-to-imdersiand words,

Ad Lib Praised

Again on the credit side, there was
abmost universal hand-clapping for the
ad lib. or ad lib-appearing conumercial
done by a local disk jockey or other
program personality.

A Chattanooga spokesman said. “My
favorite local commercial is one that
periits us 1o take the fact sheet and ad
lib the sell. This is being done by only
one local sponsor at present and he b
really selling merchandise. Personalities
can sell better in their own words and
atyle.”

www.americanradiohistorv.com

Comnmercials that el a story in dra-
matic or interview lonnats came in fon
their share of praise.  An Hlingis sta-
tion mentioncd a grocery store thiat ases
interviews  with different employes as
the binis lor ity siles messages, high-
hghting the Truie departinent one day,
meal the next, erc.

Several station wen conunented. on
the Tampoon approach. hikimg it but
recognizing that it calls lor real talent
on the part of the aimounter or per
sonality.

v South Dakota station praised the
miagination one of it advertisers nsed
m selling a problem product throngh
the solt sell methaod.

Unusual Approach Works

His approach was so successlul that
he had w pull liis conunerdial alter vnly
six broadeasts 1 two weeks beganse he
wits sold out. T'hree weeks later he tried
the wmne piece ol copy wih the same
1esule. “He's badk on now lor the third
oy said the station spokesman, “and
he'll probably huve the same experi
ence.”  Here's the cominercial:

“The national tragedy of our
day is the fact that there are
thousands of unmarked graves
in the United States and this
fact should make each of us ask
ourselves this question: ‘Am |
guilty? Have | been too busy?
Have |, too, forgotten to honor
the memory of my loved cnes?’
The Fergus Falls Monument
Company . the only monu-
ment works in Fergus Falls . . .
reminds you that monuments
were never better than they are
today. The yards at the Fergus
Falls Monument Company are
filled with beautiful designs
and types for every purpose and
purse. Come in today and make
arrangements to mark that final
resting place of your loved one
with a suitable monument. Spe-
cial discounts on markers and
monuments are being offered
now. Write for our prospectus
now. . . . Do it while the sub-
ject is fresh in your mind. Get
the complete details on how
little it will cost to mark for-
ever the final resting place of a
loved one. Write to the Fergus
Falls Monument Company,
serving those who love and re-
member.” o o o
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Dantagnan Realty Company used 13-day campaign over
WNOE, New Orleans, in order to sell $100,000 worth
of newly-developed real estate within one week.
Ten teaser-type announcements per day, of 30
seconds each, were used for six days prior to
opening day of sale. During week of sale, 8 one-
minute announcementS per day were aired. Radio
was only media used during entire campaign except
for one newspaper ad on opening day of sale.
Result: 850,000 in lots sold prior to sale opening
attributed directly to radio; $155,000 in lots sold
during entire campaign.

NN EE
program
: ‘ $i"q ! : !

Miller's Department Store in Olympia, Wash., ordered
eight announcements to bé aired over KGY in one day
to advertise fire sale of Samsonite Luggage damaged
by smoke from a fire in adjoining warehouse. Store
opened at 9:30 a.m., and at 1l a.m. store manager
called KGY to cancel remaining spots. Luggage had

the

e L L e Y L R Y P P PN PR PR L LR Y LR Y B LR RN

soun d been sold out after only four announcements had béen
5 aired.

difference R SHRSR.
. : Appliance Store |
in - PEREES e e amaee s 44 s
. . Martin Gustafson Company, an appliance dealer with

I‘i | g htt‘me 100 Maytag washing machines in stock, purchased 100

d' spots over WRRR, Rockford, Ill., with the expecta-

ra 10 tion of selling 50 of them during a four-day promo-

tion. After rumning the one-minute spots from
Sunday afternoon through Thursday noon, Gustafson‘'s
had sold 93 units and "customer after customer men~
tioned hearing about the sale on radio."™ WRRR was
only station used.

Let Progrom PM micks o'sound
difterente In your soles. Coll
A.W. Donnenboum Jr,, WBC-VP
for Soles o! MU 7-0808.

WESTINGHOUSE
BROADCASTING
COMPANY, INC.

| Clothing Store

LR L - ey L T N T L L e e L P R P P R P P e s L s L

Olsen Brothers, a small men's clothing shop in a
lower section of downtown Spokane, Wash., is cur-
rently running 2 one-minute ad-1lib spots daily on
KGA's early morning country-western music show. "Pop
Korn." Pop Korn and his "corn-crib manner®" has

vast appeal to big country and Canadian audience.
Olsern Brothers reports overall 20% increase in
business directly attributed to radio. and that
customers come in "because Pop Korn sent me."

e Y L L L Y

T T R Y L
o

PR e e e e - - -
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STORER
RADIO
STATIONS

wWSPD
Taleda, Ohio

WJwW
Clevelond, Ohia

wWJBK
Detrait, Michigan

WAGA
Atlanta, Georgia

wiBG
Philadelphia, Pa,

WWVA

Wheeling, W, Virginia

wGBs
Miami, Florida
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GOING STEADY

20 years ago, Ohio’s ace newscaster, Jim Uebelhart,
joined WSPD Radio. He’s been heard at the same time,

without interruption, ever since:

at 7:00 AM, participating—20 years
at 8:00 AM. same sponsor—20 years
at 12 Noon, participating—20 ycars

Aued at 9:00 AM and 1:00 P,
participuting, for 11 and 10 years.

News Director JiM UEBELHART

SHARE OF AUDIENCE? From 54.5 to 73.3!*

For 36 years, news has been WSPD Radio’s proudest feature
(30 times a day), prepared and delivered by an able,
completely staffed news department. See Katz or Storer
sales offices for news availabilities.

*C. E. Hooper, Inc., July thru September, 1957

WSPD™™

Toledo

NEW YORK— 625 Madison Avenue, New York 22, Ploze 1-3940
SALES OFFICES CHICAGO—230 N.Michigan Avenue, Chicago 1, Franklin 2.6498

SAN FRANCISCO —111 Sutter Street, Son Francitco, Sutter 1-8689

www americanradiohistorv com
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BRAND NEW

St
All new studios and offices
for better service to adver-
tisers.

BRAND NEW

Get all the facts from the
George B. Hollingbery Co.
on low-cost WREN cover-
agel

BRAND NEW

+ + « » the economical way,
the best way to cover the
center of the nation with
this powerful 5-station net-
work buy.

WARRESN

3000 WA TOPEKA, XANSAS

report from

RAB

Airline Advertising Grows
Into Malti-million Dollar

Account For Radlo

Ihe air  vansporiation  indusuy —a
rclative newcower 10 vidio advertising

iv now g muld-millian  dellar  cus-
tomer. Radio Mdvertising Buicau -
tional account exccuines have made 1e-
l_pcntrd presenttions  to the  airlines,
showing ltow 1adio can reach the great
st number of potential air travellers e
the least cost.

RAB expeats a further increase in
Jrline advertising as it continues o
demonstrate to the carriers that radio’s
ceonony and flexibility provide satura
tion an limited budgets, and i sell
specific flights as well. Since the indus
uy paeesetters are asing ridio o suc
cessfully, RADB anticipates that swaller
nul feeder lines, which wsnally follow
the lead, will join in oo,

Here is i round-up of airline us¢ of
RGN

Awmericn Virlines, avhose “Music 1l
Dawn” pioncared the present eoncept
ioaiv wramsport radio commercials, s
still spomsaring this program afier e
ral vears.  \merican’s continued idemi-
ficatian with “Music il Dawn™ is the
result of extensive research hy the client
on the  progiam’s  hertising pro-
ductivity,

TWA Spends $800,000

Lrany World Nirlines ix now spefud
mg more o spot tadio than it spent on
ity tatal advertising budget prior 1o
World War 11, In the paste five years
the tal budget has increased 1009
whereas the money ivested o spot ra-
dio s somed 1000770 Fhic vear 1WA
iv allocating approsinutely SX00.000 0
spot riadio. 1WA predias tha if ratio
continnes o deliver as it presendy docs
the company will soon he spending a
mithion dollats o vear o this medivm
wone

Wited Vinhines fuast ¢amne into 1adio
carly this vear with a modest spot cam-
paign which has incivased steadily both
i numbers of markets and i numbens
of spots used. Faly anornmg and Lt
arernoon spots are honght 1o atiact
the attantion of the businessain, Uit
ed spots e marked by oajingle theme
it the copy alterpatcly promotes the
catier's padar cauipment, Red Carpe,
Fxcentivi, and coach flights.

Capual Anlines s wthei a1 new
conuer, e ondettock a0 s weck spoa
SILULI O Canpragn ol up o M weckhy

www americanradiohistorv com

pots 1o intoduce it Viscount Highe ot

a citv-bu-ony basis, Capital is conenty
heard in 18 to 20 dities regularly witl
one o e stations being used in each
market.

Northwest Uses One-day “'Blitz”

Northwest Orient Airlines lauwndched
its rackio Gunpraign last July asing a one
fay “blis” tedhnigque an a cinby-city
lsis. From marning to night on a given
day e a given market 130 10 200 vpots
were broaddcast ahiough a apultistation
buv. ihe “blits” was lollowed up by
Wt 70 «pots weekly in major markets.

Fastern Airline's jingle spot campaign
i programmed for 1the early morning
liours in some 21 cities along the New
Yorh-IPucrto Rico rourc. Individoal cin
schedules vary from fve o 13 spots
weeklv, and in some mamkets these are
“beeled up” with the addition of spon-
sored  newsaasts. Becaune of Fastern's
Latin- \imerican service, ¢ Spanish lan-
auage stition in New Yok was indlugled
in the bus.

Naorthenst  Ninhiex, winee hding  1f-
censed to v the New Yark-Miami run,
ousing satunation spots weeklh from
miduight ul dawn on a single Miami
station g an allnight musical format,
In addition, it has recently contracteld
for additional spots weekly in the culy
montmg howrs.

Pan- Amperican,  Delir, Weaorn  Adr,
and Contnental are other doemestic car.
viers which e using radio tixlay

Foreign Lines Break into Radio

Vong e forcign an carriers, K1.A
and \ir France are radio’s major uses,
althaugh BONC, SAS and Lufthans e
aba emploving the medivm 0 a lesser
LN ten

KLM made i initial radio buy jn the
spring of 1956, using spots on lwo New
York Civ stations for a four week est
Listenas wae oftered a brochure, amd
the  response was overwhelming  ad
timmedue. The replies were dhedked
agaunt the airline's rostier of tcker buve
ors, and KA discovered that the names
gibed often cnough for k1M w in-
ccase its o tme.

Air France has gone inte radio within
thee Last cighieen months o at least
thice mapm ntokets. and s hikely to
oxpand ns tune hiving whon competi
ton wartants, RAB neduis. o o o

.. RAIYHF o Navanbure 1057
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report from

representatives

w

“Spot Radio’’ Has Won Its Place

In Industry’s Yocabulary
Arthur H. McCoy Reports

A significant development at the recent
Association of National Advertisers Con-
vention at Atlantic City was the general
use of the term “spot radio” instead of
just “radio” in speeches and conversa-
tion,

Arthwr H. M<Coy, whose “Where
There's Life, There’s Spot Radio”
speech made John Blair & Company the
first representatives ever to address an
ANA convention, found the reaction of
the advertisers “very elating.” The Blair
executive vice-president noted a “solid
appreciation of the maturity and size
of spot radio—at long last.”

An example of this new attitude to-
ward spot radio was evident during a
speech by J. R. Barlow, advertising
manager of Chrysler. Mr. Barlow said
that at the inception of the “Forward
Look™ campaign. Chrysler studied the
“four major media: newspapers. maga-
zines. tv and spot radio.” Here again
the reference was to spot radio—not to
“radio” or “network radio.”

And Prof. Kenneth Davis, who asso-
ciated with Prof. Albert \W, Frey on the
“Frey Report,” spoke of “that impor-
tant spot radio medium,” which adds
70 more national advertisers to the list
of those spending more than a million
dollars each vear.

Talks Pay Off

“WWe feel.” said Mr. McCoy. “that the
series of talks we have delivered in the
past year and one-half have paved off in
making them aware of the value of spot
radio.”

In his talk. Mr. McCoy told the ANA
that “the local program roday represents

—
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ARTHUR H. McCOY, vice
president of John Blair & Co,,
representatives, New York City.

the big giunt of the vadio industry.
And . . . the kind of music local radio
stations are putting on the air today is
not a uniform music of egual interest
across the country. Instead. it's music
of primary concern and interest to the
peaple in each station’s area.”

ANA members were shown a slide
illustrating the wide differences in the
“top ten” from city to city to indicate
how “the local radio statians have made
1eal science out of finding out what the
people in their area want in the way of
music. And then,” he added, “when the
best music for each station’s coverage
area is put on the air, the personality
who makes a smooth flowing, easwy-to-
listen-to program is the guy who really
niakes the program special. This is the
big spot radio exclusive.”

Mr. McCoy quated the July. 1937,
P'ulse report showing that 83.9< of
the people interview said spot radio
advertised good products, 61.6%, identi-
fied sponsoring products. and 69.29,
said they would try a new product
recommended by their favorite person-
ality.

“These are just typical of hundreds of
local personalities across the counury.”
he told the ANA. “who are ready,
willing and very able to go to work for
you in singing vour product’s praises.
The Dbelievability that these men put
into their program rubs off on vour
product and makes it mean more to
the listener.

“1936 was spot radio’s biggest vear.
and vet, so far in 1957 we’re 4097, ahead
of last vear. We are ‘howing a bigger
gain in spot radio than any other adver-
tising medium.” o o o

www americanradiohistorv com

the
sound
difference
in
nighttime
radio

Let Pregram PM moke o seund
difference in your sales. Call
A.W. Dannenbaum Jr., WBC.VP
for Sales ot MU 7.0808.

WESTINGHOUSE
BROADCASTING
COMPANY, INC.

ot
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"DOLLARS!

SPENT

IN STORER MARKETS
IN FOOD SALES

IN 1956*

Food sales of 7 billion. ..

and much of it accounted

for by advertisers on
television and radio stations
owned and operated by the
Storer Broadcasting Company

STORER BROADCASTING COMPANY

WSPD-TV WIW-TV WIBK-TV WAGA-TV WVUE-TV

Toledo, Ohio Cleveland, Ohic Detroit, Mich. Atlonto, Ge. Wilmington, Del.
B WSPD wiw WIJBK WAGA WIBG WWVA WGBS
H Taledo, Ohio Cleveland, Ohio Detroit, Mich. Atlonta, Ga. Philodelphio, Po. Wheeling, W. Vo, Miomi, Fla,

NEW YORK-— 625 Madisan Avenue, New York 22, Plaza 1-3940
SALES OFFICES CHICAGO—230 N, Michigan Avenue, Chicaga 1, Franklin 2-6498
SAN FRANCISCO —111 Sutter Street, San Froncisco, Sutter 1-8689

*1957 Sales Management “Survey of Buying Power”

WWW.americanradiohistorv.com
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a giant’s voice

Heord throughout the Rocky Moun-

toin West...1s the welcome voice of
KOA RADIO! 115 the giont 50.000
wotl voice lhol hos dominoled 1he
rich Western Morket for over 32
yeors!

GIGANTIC RESULTS—
KQA-RADIQ is the gionr selling
force in the Wesi...the
only voite you need to reoch —
ond jell —1he entire
Weslern morket!

Reprewnled I }d,l
Ntmy [ ‘. ’? f
Christal

Company.

Inc.

One of Americo’s greot rodio itotions
850 Kc¢ - 50,000 WATTS

KFAL RADIO

4

Fulton, Missouri

A 1ip 1o Timebuyers—

As many have suspecied for a lorig

time , . . There iv a big prosperous Marfef
a-way out in Missouri. New Industries
coming in to KFAL-Land, bigger payrolls,
More money burning hot little hands . . .
More folding green in thousands of
well.worn wallets, More telephones,

More radios, More new homes, increasing
populations in Central Missouri towns,

More new cars, More of all the things.

thet big menufactyrers hope to

sellt . . . SELL! That's what KFAL
has—SELLY . . .

program that's "hot” for Missourians . . .

sell . ..

with a day by day

keeps 156 local and nafional clients
hot on the trail of millions of “spending
box-dollars“—~Get the story now from

Indie Sales OFices, or from KFAL.RADIO
Sales Dep't., Palace Hotel Building,

Fulton, Missouri.

VEAL PADIO 7« be 1 id! watls

report from
agencies

———

Network Radio Doubles
Revenae Received
Through BBDO

Dupstine & Osborn
doubled this yveur the auount of buni.
channelled o network  radio.
according o Bill Nolmann, divegun pl
network tadio,

Yocounts which have ve-enterted net
work aadio incdhide UL 4,0 Steel, Rexall
Generid Malls, ad Penick and  lord.
Their reason: greater regquency at lowa
cost, accovding to N Holhaum.

“Within  the last e radio has
stopped  heing alvaid ol 1w, he
“Radio's advantage aver v s that it
leaves samething 1o e listener's gl
matian,  [n dintime drana, for example,
vou «au lorm your awn mental picane
al the diuacers, whidh is much more
salisfying 1o sonie women trr Laving
to accept W vigid images.”

“In news” Mr, Holmann said,
wan cover a fast bieaking story much
more elhcicuthy, because you i tune
in the whole world without waiting lor
transcriptions 16 be recorded or film 10
e Nown o,

“Music in radio is much more laghly
developed, and is an excellent buy e
catse many people nie in radio for the

Batten,  Baron,

oSy

sl

“you
¥

ficquency imd varicty  inmusic that
they don't get on v,
It is “only very recenth,” he said, i

vadio has begun o aealize these advan.
tages  and @ develop wew lornats
around them insteagd of oviug o oo
pete with @ aw ity own (e Ridho
has somgething dilaent o ollev, and

clients e realizing  dus wmaie and

mme.”
Examples Given

Mi, Hothnana cited 1ecent and up
coming oxamples of dicuts’ increased
une ol vadio:

Ceneval Mills conducted  a sonrmges
davtime vadio campaign for s cake mis,
Sales wew v

Revall broadeast “IPimnodhio” sinoid
raneonshy an rdio mned ty Laste month,
Phey were g to reach arcas ol the
conmny thay didn't have v, as well s
seanons e one lunel markaors that
dido’t dear “Pinnodhio.™

1. S Steel has bougha tine on all
thiee networks o the tan weeks pres
cedimg Chosmas b i "Operation

www americanradiohistorv com

mowllahe™  cmupaigne Houschiolders
will be mged o make it a white Chrise
wis by baving white appliances.

Penick snd Ford, wiikers of  \er
wont Maple Ssvrup and M- 1§ -Fine pud-
dings, will sponsor the Lie  Liouel
Barm more's vendition ol A Christnuas
Carol,” with Sir Cedric Hardwicke do-
ing the commeraials. “1his will be a
tadio spectacalar at a fraction of the
sost of a v speaacula,” Mio Hoftman
sid.

New Radio Station

A Drand new radio stauon was bota
m New Yark litde wmore than o month
ago, the only one of is kind in dee
world as far as ity owners know,

McCann-Ericksun representatives [
liese they are the onlvy ad ageney 12
wake use of its public addres swwea
for a regular. daily news broaddast, wrue
ten, produced and announced by M,
Cann Eyickson cmploves,

G Newton Odell, manager of van.
ing, said, “We wanwd to supplement
aur prined howse organ with a spokea
once,

TOur broadeast at 13 every day
cnries mationad and internatonal new,,
but s amned at MoCinnFrickson
highlighting 1he das’s huportant ageng;
news,” M. Odell sanl.

By amportant news we don’t mean
the “personal notes’ found in vur week
v opaper. We're talking about new ac
counts, new Gimtpaigns, awad winmng
commennialy e sad Galbert Brvan,
e o MoCann Frickson's hawe atatl an
FITHVIPIN G £

Stanley Gaither, produger of e hyves
mamirie show, said, “Onee a sedk we de
A eanre stoay on ore ol Modomn ek
son’s depanments.”

Mr Bivan, who holds down a0 vego
Lo job tw the vaibe depaoment, and
M. Gaather, who works an vadoeny pro

ul.lmlnillu. are oy two o the dosan

posons 1t akes (o ovun the stanon.
CWe lerl the stanion i good  lor
morale,” Mo AMichel s, “bur by

huking topcther the vanous  doparst
ments ol a big company e abo hedps
cach ol us to work better mdividually he
coine woe undastamd the shole” o o o

U.S. RADIO e XNovcmber M%7
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report from
networks

Promotion, Profits, Programs
Examined By Networks
And Affiliates

ABN contiues its “Operation Bliw”
campaign to  explain the network’s
switch to live musical programming, the
“clock-hour” schedule, and the new sales
andd programming personality concept.
The presentations, directed at key ad-
vertising .agency personnel. include
slides and a tape montage of the new
shows.

Five ABN executives have been deliv-
ering the presentations at informal
luncheon meetings throughout the coun-
try. They are: ABN President Robert
E. Eastman; Stephen Labunski, vice
president in charge of prograinming;
Thomas C. Harrison, vice president in
charge of sales; Raymond F. Eichmann,
director of sales development and re-
search; and Joseph H. White, the na-
tional sales manager.

ABN thesis is that a bad buy in ra-
dio is virtually impossible today, in
view of the “ten billion dollar roar of
advertising . . . invested by advertisers
each year.” This means, says Mr. East-
man, “that if you could afford to spend
$1,000,000 on advertising in a single
day, your ads would represent less than
49, of the total advertising of that
single day.”

Increases Noted

NBC and its Affiliates Executive Com-
mittee announced increasing sales vol-
ume, more station compensations and
plans for a further increase in compen-
sation in the wake of the new Nielsen
report. The survey showed a large in-
crease in NBC's share of audierice in
morning. afterncon and evening pro-
gramming.

Comparing September 1956, with Sep-
tember 1957, NBC Radio Network spon-
sored hours increased 4097, and gross
billings were up 709%,. At the same time,
aggregate station compensation nicreased
2009,, with a 3009, increase for stations
carrying NBC's full commercial sched-
ule.

Mutual's newsroom facilities in New
York were doubled this month to pave
the way for increased pickups of corre-
spondents’ reports, under the direction
of Norman Baer, new director of news
and special events.

i'.S. RADIO e November 1957

Also at MBS, there is a possibility that
the network will air special dramatic
features for night-owls and insoinniacs
—a group of pre-midnight inystery and
adventure shows.

CBS Affiliates Meet

The “why shoot Santa Claus® atti-
tude at the recent CBS affiliates meeting
in New York should not be construed
as complacency, according to top Co-
lumbia executives. “We are constantly
looking forward to improvements and
additions,” one told u. s. RADIO.

They emphasized that CBS feels its
“completely rounded service” uniquely
enables its afhiliates to serve their com-
munities—that the network gets the
news and public affairs “depth,” the
great music, dramas, and name per-
foriners.

Encouraging Trends

Arthur Hull Hayes. president of the
network, told the affiliates that 1957
“marks an encouraging change in buai-
ness trends.”” He went on to say that
“for the first time since 1950 . . . station
payments will be higher than for the
preceding year.

“Another result of the sizable and
attentive audiences attracted by the net-
work programs,” he continued, '‘has
been a heartening surge of interest on
the part of advertisers and agencies.
Sales continue to grow out of sponsors’
fast-cdeveloping confidence in the pres-
tige that can be bought with a CBS
radio porgram.”

Louis Hausinan, vice president in
charge of advertising, stated that CBS
Lelps advertisers to *‘get more for their
money at this time, when competition
is so keen.* He told the affiliates that
the CRBS presentation, “Dollar Stretcher,”
shows “how network radio fills this need
by giving advertisers frequent impres.
sions on large audiences at affordable
costs.”

John Karol, vice president in charge
of network sales. reported that “the cur-
rent trend of business points toward
more big-name advertisers entering net-
work radio to sponsor their own pro-
grams on a long-term basis.” e o e

WWW.americanradiohistorv.com

* U.S. RADIO

for the buyers and sellers of
radio advertising

An indispensable tool for sharpen.
ing the advertiser's agency’s and
broadcaster’s approach to the
buying and selling of RADIO AD-
VERTISING.

ISSUED MONTHLY
® ONE YEAR $3.00
® TWO YEARS $5.00

WRITE CIRCULATION DEPARTMENT
U.S. RADIO
50 WEST 57th STREET
NEW YORK 19, NEW YOQRK
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Spot Smoke

report from
Canada

Canadion Tends To Be
‘Tougher Customer’
Thah American Neighbor

“The Canadian comsumer s gencrally
harder ta sell than his \imerican coan-
terpart,” according o Ralph  Butler.
manager. Toronto oflice, Benton and
Bowles,

Mr. Butler auribuial Canada's wugh-
cr market 1o the customer's innate
comervatism, the special chamcteristics
of the French Canadion buver. and the
reeent influx of Tmmigrants,

“Ihe average Canachian tends 10 be
xuxpi(imu’ of niew praduces, and of prod-
ucts that claim to be bigger and better
than their competitors.” Mr. Butler
said. “To scll the Canadian, the copy-
writer must be a liule less fambovant
in his copy than he would be in the
United States. 1le must take pains to
support his caims. e cannot rely an
the American pre-disposition w rusly
out and buy the Litest thing while the
supply lastis.”

Mr. Buder said that this consomer-
cotnervatisn atems from the deeprooted
Anglosaxon tradition of a large segment
of the Canadian people, and alvo from
necessity, since the Canadian’s stand-
ard of living is ~ill slightdy below his
American neighbor's.

Thrilt is even more importint o the
Fremch Canadian than to his English
speaking  brother, stated Mr. Buder.
“The French Canadian housewife ends
1o have ver liude bramd lovahy. I she
govs to the supermarket o buv shorien-
ing, for example, she won't by the
Brand she hought tast week even though
it satisficd her. She will buy the bhrand
on sale. or the one otleving conpons.

Thiv mean that giving away <amples
and free gilts w induce biving asumes
cven more importance in Canada than
it does in the 1L S0 Mr Butler said.

Fhese are important advertising face
tors ot only i selling the hargain
comndions Frendhy Camadians, but also
in clecting bhrand awareness among the
newh-orived  fnnnigrants whe  have
neser heand of Canadian products.

“T'en per cent of Canada’s pn]ml.niml
are now  irstpgencration  imniagrianes
from other conntries.” Mo Butler said,
“amed the adrertiser’s biggest problen is
waking them aware thae his produc
enists, andd that it v better than the
towmpetitor's.

wWWwWWwW.americanradiohistorv.com

Radio Reaches Everyone

*T'elevision in Caninda reaches only
abou 607, of the populstion. ‘1 here
are only four magazines in Canada with
a national circulation. Radio, on the
haifd. reaches most of the people most
of the time.” (1. s. Ramo reported in
this colnmn last month that 9677 of
Canadian homes have at least one radio.)

For these reasons Mro Butler  esti-
mated duie a larger proportion of an
advertising budget goes into radio in
Canada than in the U S Thisv is trie
of national v well as local advertining.

“Although radio in Canada never
sullered the slump it did in the U. 8.
after the advent of television,”™ said Mr.
Huader, “bromdeasting  has not  jnst
coasted along. Radio is not only grow-
ing. it is changing. Lowal rudio stations
are getting a lurger share of their poten-
tial andience than the network stations
are. Up undl kst July IProcer and
Gamble (a Benten and Bowles account)
sponsored  four soap operas network.
We've now changed to spot radio with
the local stations. and have incrensed
the amount of money spcnl."

Canadian Radio Better Buy

Cameron Porm, national sales an-
ager. GJCA, Edmonton. \lberta, pointed
out that “radio is often a better buy in
Canada than in the U, 5 hecause for
the same advertising dollar a dient in
many Gises Gin reach a larger powential
audicine bere. This is not only trme
becitnse television is less widespread in
Canada, but alvo bedause a low power
station oftenr carries  farther than i
American equivalent”™ Nr. Perry atrib-
uted this to the Lict that Canada has
fewer birge metropolitan areas than the
LS. and sointerference i frequently
less,

Mr. Permv added, however, that \iner-
ican firms interesiedd in Canadian sales
have sometimes made the misuke of
asstining tha television in Canada is on
a par with v in the U, S Phis con-
clusion has been reflecied in tieir advers
fising budgets, 1esnlting in some  loss
of t¢evenue to tadin, o o ®

U.S. RADIO e November 1957
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HARD SELL {Cont'd.)

Soft sell is effective because:

1. It enhances the customer’s ego
because its appeal is indirect, resting
on a symbol (such as a familiar tunel
which the consumer immediately re-
lates to the product. This makes him
feel clever.

2. The understatement of soft sell
makes the listener feel secure by put-
ting the choice up to him. It doesn’t
high pressure him into a hasty decision,
making him feel as though he is falling
for a trick.

3, Soft sell satisfies the need to
keep commercials on a human level.
Hard sell gives the listener the uncom-
fortable feeling that the product
claims to be perfect. This motivates
the listener into wishing the product
would come down to his own human
level and make a mistake.

4. Understatement, by not rigidly
dictating to the consumer exactly what
he must think about the product, al-
lows him enough room to insert a ref-
erence to his own life, relating the
product to himself.

5. Understatement on the air im-
plies ability, just as a strong, silent
man does in real life. The consumer
feels that modest products are like
modest people. They are so strong they
don’t need to brag.

Some Hard Sell in Bad Taste

A major stumbling block in trans-
lating the psychology of the hard sell
into a specific commercial was re-
ferred to by nearly all the agency
men interviewed. The {requent and
repetitious use of the hammer more
olten than not, they said, becomes
blatant, irritating and in some cases
drives customers away instead of
luring them in.

According to Mr. Stone, “The
boastful, bombastic commercial
doesn’t sell. What is usually re-
ferred to as hard sell, I call soft sell.
Easy to take advertising commercials
are harder selling than any other
kind. The easy to write and hard to
take shouting commercials are no
good. Instead, it is the hard to write
and easy to take, light, bright, fun-
filled * advertising which in radio
keeps the listener’s ears open and
the refrigerator doors shut.”

Asked whether he thought the
bombastic, bragging commercial was
on its way out of radio, Mr. Stone

U.S. RADIQO e November 1957

siaid, "It s not going out. While
most agencies realize this type of
commmercial does not sell, the people
wlto come into the advertising de-
partments of industrial concerns
often lack advertising experience,
and do not realize it. And they call
the signals o tie agency. The
agency wants to appeal interestingly
to the public, but the client often in-
sists on the try and prove method
. . try the hard sell comniercial to
prove the agency can do it. The
agency gives it to them and when it
doesn’t work, the client switches.”

Ar. Stone said that in his opinion
the use of the tasteless hit-em-over-
the-head commercial stems from a
misconception by the client of what
successful advertising entails. *“Ad-
vertising is a long range proposi-
non,” according o Mr. Stone.
“There are bound to be peaks and
valleys in the sales of any product,
but wdvertising should buikl a pla-
teau of acceptance of a product
higher over a long period of time.”
Companies with a short range view
slough off on their advertising in
times of prosperity. “Then,” Mr.
Stone said, “they expect miracles
when times get harder . . . they want
sales peaks when the rest of the
industry has valleys, and that's when
they vell hard sell.”

Importance of Long Range
Advertising

According to Mr. Stone, who is
copy chief on the Ford account, Ford
offers a good example of ellective
long range advertising. “Ford was
the first company to take popular
tunes and turn them into com-
mercial jingles,” he said. "Back after
the war when you couldn’t buy a
car, Ford carried on an exteusive
commercial campaign  using songs
like ‘Come-on-a-mny-house’ and *Man-
goes’ which looked like soft scll then,
but paid off years later when cars
were flooding the market.” Ford's
competitors, according to Mr. Stone,
stepped up their advertising using
hard sell methods. and couldn’t
understand why Ford still led the
field. Mr. Stone attributed Ford's
success to the backlog of good will
built up when the car industry was
Lbooming, and which he savs is still
being built up through the use of
commercials like this one sung by
Rosemary Clooney to the tune of
“But Beautiful.”

www.americanradiohistorv.com

“Ford’s the V-8 folks prefer

Love to hear its quiet purr

Love to feel its power stir

So beautiful
Beautiful the way you pass
and climb those mountains, too
So beautiful the way it shrinks
your bills,

Ford’s the V-8 most folks buy

Got the looks that catch the eye

But there’s more to show you why

It's beautiful
How it handles and how it saves
A pretty penny too.

All this makes Ford the V-8
made for you.

ANNOUNCER: This year, as for the
past twenty-five years, more folks
are buying Ford V-8's than any
other V-8 in the world. And
Ford's V-8 is yours at the lowest

price of the low-priced three.”
Because this commercial combines
entertainment with an effective sales
pitch it might be said to typify the
comtbination of hard and soft sell so
prevalent on radio today.

Commercial Techniques

While the agency meu interviewed
were reluctant to label their com-
mercials as either hard or soft scll,

TO MEET HEAD ON
A NEED THAT EXISTS
IN THE RADIO FIELD

TODAY ... (g
i gli—

* U.S. RADIO

for the buyers and sellers of
radio advertising

An indispensable tool for sharpen-
ing the advertiser's agency’s and
broadcaster's opproach to the
buying and selling of RADIO AD-
VERTISING.

ISSUED MONTHLY

® ONE YEAR $3.00
® TWO YEARS $5.00
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HARD SELL C r+ 4

they all agreed that there were cer-
tain techniques in common us¢ on
tadio wday that provide  effective
sitles weapons when properly related
to product and audience.

Mr. Bellaire wad that “music i
the domimceering technigue in radio
todan, though music I dwself is not
caough. ‘1hie lisicner must remem-
ber the mewsage, o, And, of counse,
sonte commercials are too involved
to sing@.”

A musical commercial, Dul’ont's

“Zerex antitreese, is shown in the
making on pages 20 and 21,

Grev's Bob Kirschibaum eited an-
other popular sales method, the
drimatic scene with e slightdy
humeorous twist, as illusuated by this
commercial for RCA rvecords which
begins:

MUSIC "I Could Have Danced All
Night"” {Up and under)

Ist woman: (excitedly) And there
it was . . . “1 Could Have Danced
All Night,” and not two steps
from the canned tomatoes . . .

WISN-Milwaukee’s
"TMUSICANA'"

femmmame RMY o Poaxas=—w=a

Here’s Why!
“MUSICANA"

that the adults who pay the

recognizes

bills and earn the greatest
total income are the prime

target of advertisers

§ =iekesloier =il =Rl Sh= = B e e

“MUSICANA" catersto the
adult interests in programs

devoted to music

Little wonder that virwally
all advertisers who buy Mil-
wauvkee earmark at least a

portion of the budget for

WISN'S “MUSICANA."

The coibination of a steady

O o D GO G Ao T a1 000 oy OO0 IO 00D O O i O O

B

UPS

NATIONAL SPOT

91%

*
RATINGS UP

19%

*

Sce your Petry mon for the full
detoils on “"MUSICANA" | |

a highly successful format that
PAYS OFF IN RATINGS TOO®

) T =W e N e ] e R TS N - N iy ] G ey

2
z

increase in listenership plus |

a phenomenal increase in |

national spot is PROOF OF :, S([))(I)gva’lA];;S

RECOCNITION® .

: MILWAUKEE'S
) T o, Y R N A L i o e, “MUSICANA"" STATION
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2nd woman: Darling, whatever do
you mean?

15t woman: Record albums, my dear
. the brand new RCA Custom
series "For Hi Fi Living” . . . right
there in the super market. And
you know me and bargains.

2nd woman: Yessss, | know!

Ist woman: Hmmmm . .. well there
it was . . . Volume one called "|
Could Have Danced All Night”
with twelve hits like “1f | Loved

You™ . .. and "l Loved Paris” . ..
twelve, mind you for just
S1.79.

2nd woman: {Amazed) Oh, my
word!

Ist woman: (Continues breathless-
ty) And each week there's a brand
new volume of mood music for
dancing, dining or just listening
... all recorded in NEW ORTHO-
PHONIC HICH FIDELITY BY
RCA. Geraldine dear . . . you
simply must put music on your
shopping list.

2nd woman: Oh, | will, I will. But
for the moment, darling, do catch
your breath.

The Personality Commercial

Mr. Kirschlgium, v addition o
music, and dramatizaton, emplr-
sized the growing importance of the
personality commercial, Mr. Kirsch-
baum said, “When vou have a well
known pcrson:lliq deliver voui cont-
mercials. vou are reaping the advan-
tage of his popularity, which rub:
off on vour product. But of courte
it goes without saying that you must
gear your conunercial 1o Ure specific
personality.”  Here's a commercial

written for the sarcastic suvle ol
Neary  Morgan, right afwer Mike
Todd's  Madisem Squave  Guilen

spectaculars

Hello, anybody, here's Morgan .

know what | mean? | like to go fo
parties, know what | mean? Big
parties scventcen, eighteen
thousand people. Course when you
make a party like that, a fella’s got
to be careful about the guest list.
It's gonna be crowded there, and
you don’t want some guest who
don't like some ofher guest should
run into him. Or her. You gotta
have people who mix good. and you
gotta have bartenders who mix good.
and you gotta have mixers that mix
good, like Hoffman Super-charged

.8 RADIO o Novemlnr [Wh7
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Club Soda and Hoffman extra dry
Ginger Ale, you know what | mean?
| mean that Hoffman has got real
strength, know what | mean?
They've got i"lot of strong bubbles,
including a lot of extra ones you
don't even need but they make the
drink last longer, you follow me.
Listen you give a party for eighteen,
twenty, twenty-five thousand peo-
ple, get the Hoffman in the large
economy size right? What do you
mean, where do you give a party of
twenty-five thousand, thirty thou-
sand people? Nobody's using Ebbet’s
Field . . . see what | mean?

BBDO’s Art Bellaire pointed out
that it is often advisable to make
changes from time to time in either
the techniques or the tone of com-
mercials as the product needs shift.
\When Hit Parade cigarettes were
first introduced a little over a year
ago the main purpose was to attract
attention, or as Mr. Bellaire put it
in a speech before the National
Radio Advertising Clinic of RAB
last month, “In preparing to launch
a new cigaretie you first want the
world to be aware that you're
around. The new name had to be-
come familiar in a hurry to millions
of smokers. You may remember the
noise we made about our ‘great . ..
new . . . hlter . . . cigarette. A
jingle was a must. So was excite-
ment. So was a big, rich sound.

Time for a Change

“After the introductory period we
felt it was time for a variation . . .
we had gone to one cxtreme, we
1easoned, so why not go to the other
extreme in step two . . . step two
was a quiet version . . . the soothing
version, but it had greater meaning

GIVE T SELL!

KOSl and KOBY
turnover praducis
—mnot audiencel

BOTH RADIO
STATIONS NO. 1 in

.d"' HOOPER and PULSE
R o 6 a.m.-6 p.m. average share
»% - 1e\l\
8O nc¥
ot

KOSI - KOBY

Denver San Francisco
Mid-America Broadcasting Company
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because the echo ol step oue was
still present in listeners’ minds.

“A few weeks back, Hit Parade
cigarettes entered a new step in its
campaign. To dramatize the new
theme line . . . the tobacco, the tp,
and the taste you want . . . we put
together a new jingle, which is based
on an Americana-type tune in the
public domain. And on at least one
record program we know about this
new Hit Parade jingle has hecome
one of the top tunes ol the week by
popular request.”

Lhis is 2 symbol of success most
would envy . ., providing the prod-
uct selis, 1o, Because whatever the
means, and no matter how often
they change, the end remains con-
stat, 1ucreased sales. While hard
scll and solt sell, both as terins and
as tedhniques, are still very much in
the advertising picture today, the di-
viding line is becoming harder and
harder to driew as the advertiser tries
to mect the increasing public de-
mand lor more imaginative, ear
catching radio commercials. o o o

F—]RST* in

WONG  yiGuT mAN s
e HY M, MR, CREW CUY
WILL(E

GLEN HARMON

Vice-President ond Generol Monager

More LOUISVILLIANS listen to

Lovisville

one of
AMERICA’S
great
independent

stations...

Sohnny iy Lerry Fai s
Flgrita Ganas Toyter ' e Caa

on WINN

Regordless of power, frequency or coverage, WINN hos more TOTAL
LISTENERS than aony other stotion except one.
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THE MOST
LISTENED TO
STATION IN
EAST TEXAS

KTRE radio

1420 ke
1000 watts fulltime

Richman Lewin
V.P. & Ceneral Manager

National Rep:
Venard, Rintoul & McConnell,
Inc.

Regional Rep:
Clyde Melville, Dallas

% -

Kememb
Nemntemmoer . . .

YOU CAN'T HIT A TENNIS BALL
THROUGH A BRICK WALL®

AND THE ROCKY MOUNTAINS,
splitting Colorado down the middle are
a brick wall to radio signals.

The POWER-HOUSE buy is the Colorado
Network with strong, PRIMARY-SERV.
ICE signals on both sides of the Rockies.

*Refore you huy from any organmization cliiming
to corer all of Colnrado. Be sure tn request a
Field Strenyth Map.

——COLORADO NETWORK

KYOD, Denver, 5000 watts, 630 k.c,
KUBC, Montrose-Delta, 5000 watts, 580 k.c.
KSLV, Monte Yista, 250 watts, 1240 k.c.
KRAI, Craig, 1000 watts, 850 k.c.
Notiongl Rep. Bolling Co., Inc.

NATIONAL SALES OFFICE
MIDLAND SAVINCS BLDC., DENVER 2, COLORADO

Phone: TAbor 5-2291 TWX: DN 483

“Remember — Where There's Nv Sigral,
There’s No Listener!”

A 4

radio
ratings

Avery Gibson, H-R,
Stresses Need for
Qualitative Data

Additional qu;llimli\‘e atrd compaosition
data arc urgenty needed by the rating
services, according to Avery Gibson, i
rector of research ot H-R Representa-
tves.

He explains it this way. When i house-
vife goes to the supermarket to Ity
apples, for one thing, she is intepesced
i many more aspects than quantity.
Are they cooking or cating apples? Are
they fresh and of good qualite? 1o fact,
the quantity she ultimately buys may
depend on the qualinv available.

But whew a timebuyer spewds hun.
dreds br thowsands of dollars to purchase
a tadio campaigir. he is forced to buy
on a restricted “how many™ basis, Mr.
Gibson said. ““T'his is all that most rating
services saapply, simply an estimate of
how wany people were listening in
particular quarter hour; and to make
inatters worse, most measare  in-homnie
listening only.

“This was alright when radio sold
spots adjacent to a Jack Bemny, and
reached vast  simultancous  audieices.
Now that the trend is to buy saturation
viie muluiple participations within a pers
somality  show, the adjacency  asstnes
litle importance. Buvers are jnterested
i the program which contains their
commercaial. Furthermore, they are in-
terested in the andience of the entire
show, and not of artificial uarter-hoar
unigs.

Most radio programs tend o develop
loval listeners who tune in on a constant,
habitual hasis, he continued, "It is there-
fore reasonable to asanne that il dis
jockey prograws and even stations de-
velop habitual listening, they must gen-
crate a specific appeal to cich listener’s
persouality. 1t follows that if there is a
distinction between programs and sta-
tions—and people exercise free choice
among then—there must be a distine-
tion in the types of pcople who listen,
For example, a red hot rock and roll
station would appeal 1o younger listeners,
ind one that programs soap operas
would have an older audience.”

Mr. Gibson said there are two prime
questions in today's radio buying: (1)
What kind of audience does the station
reach? (2) How many does it reach in
terins ol natural programming segments,

WwWWWwW.americanradiohistorv.com

rather jhan specific f-home  quarter-
hours?

“Progressive timebuyers are becoming
more anc more interested in the qualita-
tive aspects of the station audiences they
Iruy because it is goodd husiness o do s0,”
he said. “They are interested in a full
count, and this means induading che
automobile and poruible ridio listeners.

“So far as radio is concerned, ratings
i yuarter-hour wirits that wmeasure in.
home listening only are inadequate. It
is possible that the money saved by
rating services by substituting program
segnients for quarter-hours will pay for
the additional qualitative and composi-
tion data so urgently needed.”

Pulse Disclosure

Pulse disclosed recently thai some rat-
ings iun mprkets where it does less than
12 surveys a vear are being done on a
confidentizl basis. The secret surveyvs,
underway on a limited basis since No-
vemlbser 1, are being employed to keep
the “ginunicks under contraol.”

Up. until now, the company said, some
sfations which knew i advauce that
they would be surveyed on the first week
of the month were stepping up promo:
tion in order to hecfap their totals.

McEwen Urges Standards

Commenting on what he catled “the
tendency of some tine-buyers or account
executives to quote the highest numbers
regardless of whose vescarch is used,”
W. Bruce Mclwen, vice president of
C. E. Hooper, told u. s. RanO:

“T'his medium doesn’t need inflated
figures. IU's big enough on its own, and
will continuze to grow on accurate figures
using proved technigues.”

Mr. McEwen pointed out that this use
of the highest figures is not the case in
a great many agencies where a rescarch
deparunent has set up stindards 1o
which the timebuyers niust adhere.

“You cannot expect a timehuyer o be
a ratings expert any more tharr you
could expect a researcher 1o he a time-
buyer,” he said. “Timebuyers certainly
should take direction from people who
specialize in radio research. This is not
meant as criticism. They are not ex-
pected to he research people. That's
our jOl)." L I
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At work ., ., . .. ot home .. . . . at play

Omnuipresent, ubiquitous radio!
And now Pulse scores another

important big plus . . . .

‘“‘NETWORK
RADIO"”

o First “Network Radio”

will be ready end of November. Reporting total
attertion to radio, a whopping total becoming
more so! The American Marketing Association
honored Pulse pioneering which as far back as
47 correctly measured total “out-of-home’ ad.
ditive to “in-home.” Better subscribe for “Net-
work Radio” row! To be published monthly.
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EDITORIAL

RADIO’S BRIGHT FUTURE

For radio, these wre happy dayvs . . . and the

Nuture lias never been lrighter.

These are not empty words. Faal on lact
peint to the excellent health ol the medium with
every iidlication that the growth will continue
for a good long time 16 come. LEveir now radio
is on a level far above logical exjiectations.

1956 way a good vear fov radio . .. hut 1957
will dwint it. How much is still conjecture for
the most part, but the predictiops all call for
solid increases:

e lLocal radio set a record st vear. Oy o
conservative estumite, it is expected to show
a $20,000,000 gain over timt. An increase of
six percent to total about S$372,000,000 in
gross billings.

s Spot radio estitmates indicate a gain bill-
ing anvwhere from 209, 10 107, over a
record 1956,

s Netwoiky are expected to top $89,000,000
in gross billings for 1957, That’s $1,000,000
above Lust yem, or about a six percent hike.

WHAT’'S HAPPENING NOW

But this is only part of the story. The produc-
tion aud sales of radin sets are substantially up.
Stations on the air currentty total 3,665, with
several hundred others under comstruction or
awiaiting applications that are pending. With
140,000,000 radio sets in use tadiy, radio has
spread practically everywhere.

In addition, FM is showing sirength. We find
the analysis of FM in New York City (Soundings,
i 9) both interesting and heartening. Interest-
ing 1o note that early evening FM listeners are
comparable in numbers 1o those reading news-
papers at home during the same time. Hearten-

... these are happy days

mg because thas health ol FM represents imather
factor in the growth of radio.

So, too, does the activity at the networks point
up the glow of radio. Mutual’s heavy aceent on
news and ABN's switch to live music program-
ming and cach promoting its own format gives
vitality w radio. T'he swing is up. CBS reports
both daytime and nighttime siates vising with
Y09, uf the network’s daytime bloc sold, aud “Tme
pact” segmen sales up about 6007 since March.
NBC reports thire sponsored hours increased by
409, from Scplcml)cr, 1956, 10 Scplcml)(-r, 1957,
and gross billings grew 70%,.

RADIO IS BEING TALKED ABOUT

The Tundanmcnwal sign of radio’s health lics
simply in the face thae it iy heing tilked abowu
and used. Williim Wernicke, lor example, vice
president and radio-tv director at Morey, Humm
apd Warwick, has plenty o say about radio.
And he knows its nse, Mr. Wernicke has been
onc of the guiding hands hehind Sinclair's tre-
mendaouns spot campaign, the Targest sawrition
buy in vadio history estinnnted at nenly $2,-
000,000,

Arthur McCay, vice president at John Blair
Representatives, recently told the ANA mceting
1hat Spot Radio is a tenn m itself that has won
its place in the industry’s vocabutary. He atked
about Spot Radip and they listened.

And Bill Hothman, divector of network radio
at BBDO, 1alks about radio when he points out
that his agency doubled this year the amount ol
business channeled into network radio.

Adding 1t all up, we think radio’s growth avill
continue for a long, fong time.

For radio . . . these are indeed happy days.

U.S. RADIO s November 1957
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John F. Meagher

dio—as an advertising medi-

um, as a dynamic vehicle of
entertainment, and as a tremendous
force for good in our nation and its
communities — was demonstrated
most [orceflully at the eight NARTH
regional conferences which ended in
late October.

While the overall theme ol the
conference was "A Time for Deci-
sions,” the keynote as it applied to
radio was coined perhaps by George
Armstrong of WHB, Kansas City,
who moderated one of the panels at
the conference in that city, An
earlier speaker had reflerred to the
1940’s as the “golden age ol radio.”
AMr. Armstrong said he wanted 1o
take exception to that reference and
declared:

“We are just entering the Golden
Age of Radio!”

And a Golden Age it is—in adver-
tising, in programming, in service,
and last but certainly not least, in
acceptability by the general public.

Radio time sales for 1957 are up
appreciably over last year's record-
breaking figure. More people listened
to radio last summer than watched
television. On the community level,
more aind more radio stations are
becoming established local institu-
tions, communicators ol commercial
and civic service whose contributions
are recognized as vital to the life of
every citizen.

The growing importance of news
was reflected in two parts ol the pro-
gramming radio sessions, a panel on
“New Dimenstons ol the Radio
Newsroom” and reports from some
of the leading news directors in the
nation on the industry’s continuing

]
% The growing strength of ra-
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Regionals Spark
Awareness of Radio’'s
Stepped-Up NMomentum

NARTB’s Radio Vice President Reviews

Discussions of Shertcomings and Accomplishments

drive lor equal access to the courts
and other official proceedings.

To me, the most striking develop-
ment in radio news has been the
expansion ol local coverage which
was described by panel members all
across the country. Many stations
have organired correspondent net-
works that permit them to give their
listeners regional news coverage
second to no other medium. The
day when radio’s function in local
news was confined largely to hulle-
tins and capsule digests ol commu-
nity events is past, While we still
have our advantage of unmatched
timeliness, a new dimension of depth
has been added to radio’s local news
service.

There was much discussion of edi-
torializing by radio stations. This is
not a new topic of broadcaster con-
versation. 'The difference this time
was the growing number of broad-
casters who reported on how they
are putting the policy into practice.

The panels on programn ideas abo
pointed up the radio station’s in-
creasing stature as an integral part
of the community. The emphasis
now seems to be away from the shal-
low gimmick and on the program
that flls a legitimate need. We
heard how stations broadcast the
location of radar speed-check zones
and other information that improves
the flow ol wrafhe, vouth participa-
tion shows such as disc jockey con-
tests for teen agers, station sponsor-
ship of commumity activities and
many other examples ol responsible
programming that is at the same
time constructive value to the com-
munity and to the advertiser.

We leard [rom station manage-

www.americanradiohistorv.com

ment, advertisers and agency person-
nel on the subject of radio sales. In
all of these sessions, it seems to me,
there was a [eeliug of renewed re-
spect for radio as a primary selling
force in today’s Merican economy,
both on the local and national levels.
1 think the heightened interest from
all segments of the broadcasting
industry signals an ever growing
unity in making industry decisions
and in creating a climate for con-
sidered decisions which will meet
the needs of the broadcasters and
the public we serve.

As NARTB President Harold Fel-
lows satd in his address, “Our great-
est single problem as an induostry
lies in the area ol public relations.
I speak of public relations in the
terms as I understand them: that is
a function of interpreting the truth,
not misrepresenting it.

“By its very nature. the service we
render to the public will always be
subject to criticism. Some ol this
will come from the public itsell and
more of it [rom professional critics.
Much of it serves a uselul purpose
and we should neither be blind to
its existence nor complain about
honest criticism in itself.

“When, however,” Mr. Fellows
continued, “it is dishonest or when
legitimate criticism is seized up and
twisted to their selfish purposes by
sell-erving persons who would pre-
fer other systems of broadcasting to
our own, we must be preparved to
act. .And we must constantly strive
to articulate to evervone the positive
story of the great contribution radio
and television make daily to our
nation’s wiav ol life”” o o o
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names and faces

Noting the Changes Among

The People of the Industry

RADIO

. W, (HANK) SHEPARD. formerly Director of Special
I'rojects of NBC Owned Stations Division, apponucd general
manager of WJAS and W]JAS-FM, Piusburgh,

WENDELL B. CAMPBELL is ncw general manager ol KFRG,
San Francisco, and JACK CHAFFEE has been named national
sales representative.

JOHN H. PACE resigned as executive vice president ol
Public Radio Carp, to asstnve post of general manager of
KABC. Los \ngeles and managing diredtor ol KGO, San
Francisco.

EUGENE P. \WEIL, mamed national sales manager of the
Ok Group, will have headguirters in Memplis, 'Femn,, where
he continnes 1o direct WLOR.

GRAHAME RICHARDS. lormerly Storz Stations production
director. appointed regional director of programming by Inter-
mountain Nework, with headguareers in Sale Lake Ciy.
BERNARD . CORSON. JR.. former sdirector ol advertising
and sales proimouion lor Tidy House Praducts of Shenandoah,
lowa, appointed assistant manager of WLS, Chicigo.
MARTIN POLLINS, who In been with NBC Ruadio Spor
Sales, and OSCAR CAMPBELLL, former chiel accountant of
WRCA 2 WRCA-TV, New York, appomted sales manager
amd business manager respectively of WJAS and, WJASFM,
Pitesburgls.

JAMES B. LUCK, former general manager of WIVE, Cold.
water, Mich, named publ;'c service tirector ol WOWOQ. Fort
\Wayne.

WILLEAN 17 ALFORI has resigned as assistant fann director

AGENCIES

ol WL\, Cincinnati, to become [aifii ivector at. WAIT,
Cedar Rapids, lowa.

ARTHUR H. BARNES, fonmerly an acuount executive with
Carl Nelon & Associates advertising agency. appointed direc
tor of promotion for WISN, Milwaukec.

MARY DUNLAVEY, previously radio-tv media  consultant
with Aitkin-Kynett, named sales veprescutative on the stall
of WIBG—Radio 99, Philadelphia.

ROBERT F. HURLEIGH, newscaster-commentatoy, pro-
moted by MBS to vice presicient for Washington operations,
He will remain on the air with three daily newscasts il
weekly “Reporters’ Roundup.”

HAROLD M. WAGNER, member of Mutnals program de-
parunent staff since 1911, eleced yice president tn charge of
programs, with olfices in New York,

KENNETIL W. BILBY. vice president for public relations
ol NBC since 19531, elected an executive vice president. He
is responsible lor press, mational advertising amd promotior,
exploitation, merchandishig and (ontinuity weeptimee depart-
ments of NBC.

HHENRY W, LEVINSON, lovmerly sales development and re-
searc writer, named manager of sales development for ABN,
JAMES A, STABILE, former vice president of ABC and
mangger ol talent negotiations for NBC, prowoted to director
of talent gl program contract administration for NBC.
ROBERT R. PAULEY, former CBS riddio accomnt executive,
and NICHOLAS J. PITASL former acconne executive with
FL.R Representatives. have joined ABN as acconnt execntives.

EMERSON FOOTE, fomter president of Foote, Cone & Beld.
mg and executive vice president of MoCann-Erickson, elected
chainman of the board of Geyer Advertising. B. B. GEYER,
boardt chairman since 1911, elected chainman of execative
commiitee,

JOHN C. MADDOX. vice president and manager of Cleve-
land office of Fuller Smith & Ros, named senipr vice presi-
dent in charge ol marketing services witle headquarters i
New York.

TED GRUNEWALD. vite president and glirector ol radio
and tv, elected i director ol 1licks & Greist. whitli he joined
i 1953,

ERWEN WASEY, Ruthraufl & Ryan named four new viee
presidents.  They were: ROLLO HUNTER. who is also
director of radio and w; B. W. MATTHEWS, lormerly ac
count super¢isor at R&R; JOHN C. LEGLER, alwo [ormer
account supervisor at R&R: and RICHARD DIEHL, who is
head art director.

LESLIE MUNRO. nmuned yice president and copy saper

Camphell

Shepard

IWeil

visor of Ogilvy, Benson & Mather. She avas prevonsly vice
president at Kenyon & Eekhardt,

THOMAS A, MCAVITY, former excentive vice president of
NRC, nmmed vice president amd general exec utive i radio-ty
of McCame-Erickson,

DAN KANE appointed media  direcor for radio-tv, and
HARRY BAILY named creative supervispr for radio-ty, by
Elington and Company.

CHARIES A, WINCHESTER, recently with Young & Rubi.
caum, tejoined Doherty, Cliffond. Sgeers & Shenfick] as accoung
exceutive in Bristol-Myers unit.,

VIRGINIA BURKE appointed 16 post of asvistait medii
director by Paris & Peart,

RAB

JOHIN T. CURRY, [R. promoted to newly.created post of
manager ol regional sales, with responsibility lor developing
vrles contacts among regional adyergisers.  He  relinguishes
post of manager ol station services,

Hichards Dunlavey Munro
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CKLW'’S DISC JOCKEYS ARE
The 3 Busiest

%@g » Qelosmens

BUD DAVIES

11.05 - 12 Noon

12:15 - 2:30 p.m.

3:15-3:30 p.m.
Mon. thru Fri.

Leader with the ‘teen oge
graups in this region ., . ond
o reol potent solesmon. Bud's
“crowd” backs him 100% an
his preference for tunes and
his pitch for products. No mat-
ter what your product may be
Bud is selling the c¢rowd that
influences an impartant part af
oll the buying in every home.
A real "traveling salesman’’ at
o down ta eorth rate.

800 kc¢ Mutual

GUARDIAN BLDG. e

d.E.Coampeow

TOBY DAVID

6:45 - 9:45 a.m.
Mon. thru Fri.

Music, news, time and weather
are all part of Taby’s show for
early risers. Everything needed
to attroet listeners and keep
them listening far bits of his
awn wacky humar that's clev-
erly waven in with commercials.
He sells everything fram taath-
picks to tractor troilers . . . ond
ot o record poce. Rotes are
reasanable, toa,

EDDIE CHASE

335 = 7 P:m.
Mon. thru Fri.

The dean of disc jackeys in this
reglon. Eddie’s easy manner
and his uncanny ability to pick
tunes the listeners like best dur-
ing late afternaon and the din-
ner haur have wan him ane of
Detroit's largest listening oudi-
ences. A tap selling, ploin
tolking gent with o controct
renewal recard secand to nane.
If you're selling in this market
you need punch . .. ond Eddie
packs a real sales punch.

DETROIT 26, MICH.

President

ADAM YOUNG, INC. National Representahive

www.americanradiohistorv.com
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KXOK HAS THE HIGHEST
AVERAGE PULSE RATING
OVER THE ENTIRE WEEK OF

ANY ST. LOUIS RADIO STATION

NEW LEADERSHIP

ST UlS

)

S

. based on EACH Pulse report since April 28,
1957 . . . the day KXOK initiated New Scund . .
the day KXOK began its distinctively modern
programming of music . . , news . . . service for
Mid-America. The New Sound is modern radio!
Effective, flexible, dyvnamic . . . the New Sound of
KXOK . ;. vour best Mid-America Luy.

Represented nationally by Johu Blair & Co.

Radio Park, St. Louis 13, Mo. 5,000 WATTS 630 ON THE DIAL
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