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MONITS

The firm and unshakable endorsement of NBC Radio's MONITOR by national
advertisers has sky-rockeled billings to a record $5,000,000 annually'

MONITOR is doing the job it set out to do. At low cost it is delivering and
selling to huge audiences. Here are some current MONITOR campaigns

NATIONAL ADVERTISER LISTENER COMMERCIAL IMPRESSIONS PER WEEKEND
AMERICAN MOTORS CORPORATION . . . . . . 1 . ... . 21,461,000
GENERAL MILLS, INCORPORATED . . . . . . . . . . . . &+ . . . 21,962,000
LIGGETT & MYERS TOBACCO COMPANY . . . . R R 10,102,000
THE NESTLE COMPANY. INCORPORATED . . . . . . . . 20.600,000
PABST BREWING COMPANY . . . . . h, mE . EE_ . 21,962,000
PLOUGH. INCORPORATED . . . . . . . . . . . . . . . .. 21,461,000

Already in 1958 more than 70 national advertisers have used MONITOR.
MONITOR is vital, always on the move, going places faster than ever with
audiences-and advertisers.You can go places, 100, on. .. (Wi QN I1T®H R

THE WEEKEND RADIO SERVICE OF NBC RADIO
www.americanraalo Qr QM
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Spot: When the SRA estimates on nationil spot revenue iare compiled, in
the opinion of Lawrence Webb, SRA managing director, the first quarter
figures for 1958 should be approximately 12 percent above the first quur-
ter of 1957, which was $44,409,000.

Networks: Robert Sarnoft, president of NBC, says that despite his radio
network’s cumulative loss of about $9 million since 1953, 1957's loss was
“substantially less than in the previous year.” He is now talking about
“a break-even point.” Mr. Sarnoff says he helieves NBC Radlio will reach
it, “and soon.” (See Report from Networks, p. 78.)

Local: Storer Broadcasting Co. has announced that its earnings this past
year have reached the highest point in its history. Earnings available for
common stock and class B common at the end of 1957 was $6,396,164, or
$2.58 per share.

H. Scott Killgore, president of Tele-Broadcasters Inc., New York, radio
station group owner, announced that gross sales for the first quarter of
1958 have increased by 17.4 percent over the first quarter of 1957, Based
on the first quarter of 1958 it would appear, claims Mr. Killgore, that the
overall radio industry will look forward to another “excellent year” ot
business.

v

WICC Bridgeport, Conn., reports that 1958 first-quarter business topped
the comparable period last year by 18.2 percent, marking “the greatest
early-year advance” in the station’s records. National business was up
56.9 percent during the quarter.

Stations: Total stations on the air, both am and [m, increased again in
April—to 3,769, up another seven over March.

Commercial AN Commercial FAI

Stations on the air 3,229 540
Applications pending 418 19
Under construction 88 72

Sets: Total radio set production for February 1958 was 876,891, accord-
ing to the Electronics Industries Association. Automobile radios pro-
duced came to 268,445, Retail radio sales—excluding car radios—came
to 519,634 in February.

www.americanradiohistorv.com
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Al

we don’t believe m soft sell,
insinuations, or in trying to he
“gimmicky’ or subliminal

We do believe in the selling
power of Red Kirk, Jack Bendt,
Boly Henry, Jimmy Logsdouw,
Wilzon Hatcher, Paul Cowley,
and Tomury Downs,

They're [ricudly, authoritative,
enthusiastic, and persuasive
about your product—they sell
it the way you would sell it

¥
February PULSE Sliows
WKLO FIRST—>Morning
—Afternoon—and Night.

Check your HOOPER too!

Represented by

JOHN BLAIR & COMPANY

WEKLO

LOUISVILLE ¥Y|
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STEIN WHEELERS still ‘thresh  the
melssoun‘ But. the, last of

i w s, pmbably nlowmg

] state “nowz2

3— 810 m‘ncyaes '
Radw 50,000, watts

taking the word

| ACROSS THE WIDE MISSQURI

Time was when fiver traffic was the only way of getting the word
across the Missouri and into the Kansas and Nebraska territories.
Now in the electronic era, KCMO-Radio jn Kansas City performs the same
service with the speed of light. The same service, we say, because KCMO-Radio
brings the exchange of ideas and the exchange of goods and services
to homes in parts of four states—al! of them touched by the “Mighty Mo."
And add to this KCMO-Radio’s award-winning news and outstanding record of
public service in the million-population Greater Kansas City market.
In more ways than one, 50,000-watt KCMO-Radio is the most powerful
voice in Kansas City.

Kansas City, Missouri

Joe Hartenbower, General Manager
R. W, Evans, Commercial Manager

KANSAS CITY KCMO KCMO-TV The Katz Agency R ted nationally by Katz A
SRACUSE ~  WHEN WHENTY TNt M it ST o
- e Katz Agency
> OMAHA WOW  WOW-TV John Blair & Co.—Blair-TV CELSFUL TARMING Magarmes, 1 U¢

TULSA KRMG John Blair & Co.

wWWW. americanradiohistorv.com
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to evervone who wore this badge . .
whose presence
participation
e and 1uterest
POP l':'\‘JSsl'C “D":;‘c“ ‘J'bCKEY rougltt success to the
CONVENTION Fm=T Axyvan Disc Joexnuy CoxXvENTION
AXD Procradmize SEMINAR

to =emd us comments
suggestions, erilieisms
whicli will help shape the
1959 Conventjon.

to all air personalities, broadeast,
record, music and advertising
excentives: ’lan to attend the

2ud Aunual Dise Jockey Convention
in 1959, spousored hy

'THE STORZ STATIONS }

Omaha, Nebraska

WDGY, Minneapolis-St. Paul
WHB, Kansas City

WTIX, New Orleany
WOQAM, Miami

U.S. RADIO e \ay 1958
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soundings

Dodge Takes First Place
In Effective Commercials Survey

MBS Adopts New
Merchandising Program

CBS Spot Study Shows
Strength of Nighttime Radio

Top 15 Are Back
For First Time Since 1952

Saturation Pays Off
For Buitoni Foods

New Radio Sets
For New Locations

WERE Undertakes
Closed-Circuit Plan

BPA Doubles
Its Membership

U.S.RADIO « May 1958

In the second spot radio conunercial survey, sponsored by John Blair &
Co., the Dodge Division of the Chrysler Corp. has won first place. Grant
Advertising is the agency. In addition to Dodge, the top six in nation-
wide ranking include: Beechnut Gum and Young & Rubicam; Chester-
field Cigarettes and William Esty; Pepperidge Farm and Ogilvy, Benson
& Mather, and Budweiser and D'Arcy Advertising. Award-winners were
determined by the votes of 2,082 advertising and broadcasting executives.

The Mutual Broadcasting System is adopting a new merchandising pro-
gram. The plan provides for local tie-ins for dealers of MBS advertisers,
and for point-ofsale aids.

CBS Spot Sales has just completed a study on nighttime radio in the
Chicago market. It reveals that total homes reached weekly by radio
during the nighttime hours are 1,187,789, according to a Nielsen survey.
This is only 65,573 fewer homes than are reached during the afternoon
hours and 166,742 fewer than in the morning hours.

Three of network radio’s pre-tv “top 15” advertisers have bought time
on all four networks this year for the first time since 1952, according to a
uU. 5. raDIO survey of the networks, The companies are General Foods,
Liggett & Myers and R. ]J. Reynolds (see p. 26).

The Albert Frank-Guenther Law advertising agency, New York, has just
issued a statement crediting radio with boosting sales of Buitoni Italian
food products in Arizona. Typical of the campaigns which have increased
Buitoni’s average monthly sales 1,000 percent in the last few months, the
agency says, is “Buitoni Day” in Tucson where six radio stations in the
city were employed with a total of 450 announcements in a single day.

With almost 100 percent of the American public owning radios at the
start of 1957, RAB reveals that the more than 15 million radio sets sold
that year went into new listening locations (playrooms, workshops) ., The
study also states that radios were sold 2.4 times [aster than tv sets in 1957,

WERE Cleveland, O., is undertaking a $25-million broadcast project via
direct wire tv. Richard Klaus, vice president-general manager of the
radio station, announces a plan, more than a year in the making, that
will use six vacant tv channels for closed-circuit broadcasts on a subscrip-
tion basis. A line would be run into the home and attached to any tv set,
It would operate at a monthly fee of approximately §$10.

Broadcasters’ Promotion Association, in its drive for new members, re-
veals that in two-and-a-half years of operation it has doubled its original
membership. Member stations now total 175,

wWwWWwW. americanradiohistorv.com
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they love us tn Boston

they lore us tn Atlanta
they love us rn Birmingham

they lorve us in Milwaukee
they lore us in Phoenix

they love us in SanDiego .

Ko No Bt Foly o
Comet To T?w By s ‘gl\»

pll_ -.'-'#' a

* 3k 1 _: mﬁh W‘ /A
.—q-'—-'_-:

penr e

San anczsco will love

Research reveals remarkable market variations.
Bartell Family Radio creates exciting program- 1260 SAN FR“"“S[O

ing based upon local predilections, customs,
iastes. Golden Gate people will love this radio
because st is uniquely San Francisco.

Bartell lL...and Sele 1t/

BARTELL T
FAmILY — m )

RADIO m

COAST TO COAST

aMErICA'S FIRST RADIO FAMILY SERVING 10 MILLION BUYERS.
Sold Nationatly by ADAM YOUNG. Inc. for WOKY The KATZ Agency

U. S. RADIO » May 1958
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washington

interim Report Recommends

Four-Pronged Legislation . . .

. . . and Takes a Dim View

of FCC Conduct

Unsolved Problems
In Radio Cited

Immediate Reaction:
Government to Pay Trip

Praise for Radio Networks
On the Senate Floor

FCC-FTC Budgets
Set for 1959

U.S. RADIO e May 1958

The FCC conduct inquiry by the House Legislative Oversight Subcom-
mittee has come to a stormy halt. The issuance of an interim report
has taken to task some members of the FCC for badly undermining pub-
lic confidence by their actions in office. Legislation recommendations for
revisions within the FCC advanced in the report: Require the FCC to
adopt a code of ethics for itsell and the stalt; give the President clear
authority to remove a commissioner for ‘“neglect of duty or malfeasance
in office but for no other cause” by amending the Communications Act
which now leaves such authority in considerable doubt; forbid commis-
sioners from accepting “honorariums,” and prohibit commissioners and
the FCC staft {rom all “outside” contacts.

The report also raised an eyebrow at the acceptance—on loan—ol broad-
casting equipment by commissioners for use in their homes and ex-
pressed “serious doubt” that such arrangements were in the public inter-
est. Among other suggestions made in the report: acceptance of govern-
ment per diem when outside sources are picking up the same tab “must
be avoided;”” commissioners should spend more time at their desks and
less in “wholesale attendance” at industry meetings.

Chiding the FCC for its on-the-road habits, the report commented: “The
Commission has followed the practice of attending these meetings for
many years, but important industry problems that have been pending
before the Comumission for many years such as clear channels, dayvtime
broadcasting . . . to name only a [ew, still remain on the Commission’s
agenda.”

In view of these important hints en better behavior, an announcement
has come {rom FCC that all six commissioners will attend the annual
convention of the National Association of Broadcasters in Los Angeles—
at government expense—but in the future they will not be barnstorm-
ing with much regularity at regional gatherings. In full view of the
subcommittee and other interested parties such as the Justice Depart-
ment and a Federal Grand Jury, commissioners have let it be known
that in Los Angeles their bills will be paid once—by Uncle Sam.

The necessity [or radio networks was outlined recently on the floor of the
Senate by Senator Andrew F. Schoeppel (R-Kan.), alarmed at the possi-
bility that ABC was considering curtailment of operation. Refiecting
Congressional concern with broadcasting and appreciation of its services
not often voiced, Senator Schoeppel said: “At a time when international
crises are occurring with awesome regularity, it would be most unfor-
tunate to diminish in any way the access of the American people to any
source of information that reight bear upon our national well being. . . "
The need for radio is more pronounced than ever, he said, “lor no other
medium provides more readily news of the critical events avhich are in-
evitably shaping the destiny of the world.”

A voice vote in the House passed and sent to the Senate a bill providing
an $8.9 million budget for the FCC for 1959—a boost of $600,000 over
the present figure. The Federal Trade Commission is earmarked for

WwWWW.americanradiohistorv.com
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If your clients "
give a hoot ahout sales . ..

... switch your San Antonio bud-
get 1o KONO — the station that's
No. 1* throughout the day — the
station with sales appeal — the
station that has more national
and local advertisers than any
other TWO San Antonio stations.

Get the facts ... m

See your H'R REPRESENTATIVE
or Clarke Brown man

*Feb.-Mar. Hooper gives KONO
28.3 share of audience with
a big 17.5% sets-in-use tally

860 ke 5000 wotts

KGN

SAN ANTONIO Radio

WWW.americanradiohistorv.com

WASHINGTON (Cont'd)

$3.95 million, the same as in 1958,
although the FTC had requested a
§75,000 hike. .Additional {unds for
the FCC are intended for a person-
nel expansion o work on the backe
log of safety and special vadio appli-
cations 2as well as applications for
am. Heenses.

Senate Vetoes Removal
Of Excise Tax on Sets

A\ proposal by Senator Paul Douglas
(D-111) to repeal the excise tax on
all radio-ty sets, at a cost of millions
in annual revenue, met a hasty death
when it came up bhefore the Senate.
But that’s not the end of the prob-
lem for this session of Congress. By
the end ol June, the Senate must act
on a bill av the request of the White
Flouse which wants an extension on
the present tiaxes due for reduction
on June 30. Variations of the Doug-
las proposat have been written into
a number of bills in both heuses.
Some call for the elimination of the
1ax on all communications. Others
want the tax taken ofl uhf wv sets.

CONELRAD: To Test
Or Not to Test

NAB has taken a firm stand that a
proposal made by the Federal Civil
Defense Administration for an exten-
sive. CONELRAD test on May 6
(1) should be conducted during non-
broadeast hours and (2) will tell
FCDA nothing it does not already
know about the broadcast warning
system. Whether or not to give the
test the green light is up to the FCC,
currently weighing its decision. Loss
to broadcasters in terms of revenue
will run wel into the millions .

a cost much too steep to ascertain in-
formation already available, says
NAB.

Traffic Safety Hearings

Hear Broadcasters’ Role
A hearing on broadcasting’s contri:
bution to wraffic safety campaigns was
recently held by a House Comnerce
Subcoiimmittee on Traffic Safety and
turned up some impressive informa-
tion. The subcominitiee learned
among other things that the broad-
casting industry had originated 2,-
114,515,000 home impressions for
traffic safety in 1957 and that this
was a conservative estimate based on
information available.

U.S. RADIO e May 1958
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Dr. Frank Stanion, president ol the
Columbia Broadcasting System, has
been selected as the 1958 recipient of
the National Association of Broad:
casters’ Keynote Award for his “sig-
nificant and lasting contribution to
the American system of broadcasi-
ing.”

Dr. Staiiton is a student @ well
as an executive of broadcasting. He
joined CBS in 1935 as its research
direcior after resigning from the psy-
chology department of Ohio State
University. His thesis for the doctor-
ate he received that year was “A
Critique of Present Methods and a
New Plan for Studying Radio Lis-
tening Behavior.” It was Dr. Stan-
ton’s research into radio of this type
that led to his first job with the net-
work.

In 1942, Dr. Swtanton was. elected
vice president of CBS and in 1945
was appointed general manager. The
next year he was elected president of
the Columbia Broadcasting System
Inc., parent company of CBS Radio,
CBS Television, CRS Laboratories,
CBS-Flywron, Colunbia Records Inc.
and CRBS International.

The convention keynoter rose to
the top of network radio i its hey-
day and stayed with it during the
difficult years. His philosophy then
is being confirmed today.

‘Over the years” he has said, “‘the
effect of radio on Americai life has
been incalculable. Over these years,
too, the dollars invested in radio
have been just as incalculable.

U. S RADIO o May 1958

THIS MONTH:

DR. FRANK STANTON

President of

Columbia Brosdcasting System

Will Receive NAB's

1958 Keynote Award

“S0 massive an investment must
forever stand secure. It can no more
disappear than the nation’s homes
can melt into the ground.

“The people,” Dr. Stanton de-
clared, “have registered their con-
timued confidence i radio. They
have done it in a way that carries
conviction for the business man--by
investing their dollars in it.”

During his years with CBS, Dr.
Stanton’s keen interest in broadcast
research has never ebbed. He was
the editor, with Dr. Paul F. Lazars-
feld, ol Rad:io Research, 1941; Radio
Research, 1942-1943, and Communi-
cations Rescarch, 1948-1949.

Other achieveinents were the de-
velopment, again with Dr. Lazars-
feld, of the program analyzer, one of
the first automatic recording devices
placed in home radios to determine
accurate records of what stations are
tuned in.

Dr. Stanton was also an early re-
searcher into comparative measure-
ment of the impact of radio versus
print media, and the author of sev-
eral articles and books on market re-
search, psychology and radio meas-
urement.

‘The CBS president was born in
Muskegon, Mich., on March 20, 1908.
He is a graduate of Ohio Wesleyan
University (B.A. 1930), as well as of
Ohio State University (M.A. and
Ph.D.). He was a mmember of the
staff of the Ohio State department of
psychology, where he began his radio
research, {rom 1931-1935. » & o

wWWW. americanradiohistorv.com

“But Boss...

five station wagons? ? ?
What are we getling into now,
the cab business?”

“Mobile News Patrols’, he snaps.
“Two-way radios. Reporters.
On the spot coverage anywhere
in Greater Cincinnati'”

pu= B
“But Boss, think of the
MONEY! Why not do it like
everyone else. Tips, second
hand stuff fromn the newspapers,
friends on the police force.”

ol e g
"—O J
“Tha(’s not how e got to be
FIRST in Cincinnati!”

TR

Come to think of it,
I guess he’s right.

But Gosh ... [live-stajion wagons...

jw/s\al\i

radio

CINCINNATI

GORDON BROADCASTING COMPANY
SHERWOOD R. GORDON, BOSS
SOLD NATIONALLY BY ADAM YOUNG. INC.
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horses”

We love animals — but we don spare the ‘horses when it
comes o s¢rving our listencers.

At both wcUE, Akron, and wiICE, Urovidence, we opcerate on
a very simple formula: we give the listeners exactly what
they want — more music .. . more news . . . more often.

We've got the people to make good that slogan. Thirty full-
timers at WCUE, twenly &t WiCE — and more being added.

Our music programs pleasc listeners. Qurncws operations are
king-sized in terms of staff, equipment and achicvements.

We dcliver rnore listeners per dollar than any other station
in Akron, and in the Providence Greater Mectropolitan
Arca, too.

A color film on the Elliot stations spells out the "more”
story. For a print, drop a note 1o us or to Avery-Knodel.

LETTERS TO

Information Requested

Your story, Dialing After Dark, is quite
intercsting (March 1958). However, we
have a client who is interested in the
radio audience which exists after mid-
night, say between 12 midnight and 2
am., and [ wonder if you have any
data concerning this segment of listen-
ers. Any information comparable to
the 6 p.m. to 12 midnight facts will be
deeply appreciated.

Richard Jorgensen

Richord Jargensen Advertising

San Jose, Calif.
(Ep. Notr: The only information we
had available on post-midnight listening
was contained in the Pulse Inc. sundies
of three citics,)

Philip Morris
Congratulations for a job well done.
(Philip Morris” use of radio, April 1938)
Jack Latham
Philip Marris Brond Manages
Philip Morris Inc.
New Yoark

Personal Interest
Encloscd is my check for a personal sub-
scription . . . Goungrawlations on a fine
addition 10 the trade publication ficld.
Gene Seehafer
Account Execviive
Needham, Lavis & Brarby Inc.
Chicaga

Subscriptions

You and your orgafization are to be
commended for your fine publication.
I have had the opportumnity in the past
few months to sce copices al, anxious to
keep issues for reference, 1 ordercd a
subscription. Bob Yeager, our program
dircctor, did likewise for the same basic
reason.

However, both Yeager and mysell are
somewhat disgruntled. Not until Friday,
April 4, did we receive the March issue.
Since the March copy was received some
time ago by our pronotion departmentt,
it has been circnlated within our office,

Due to the time element, perhaps we
just received some leftover copies of
the March number in complimentary
fashion, and our subscriptions do not
officially take effect until we receive the
current Aprit issue. Is this the case?

Shirl K. Evans

M T . = WCUE
THE ELLIOT STATIONS |

PROVIODENCE, R. .

- WICE

Account Executive
- WF8M' Iadianapolis, Ind.
(Ep. Note; When subscriptions are re-
ceived they go into effect for the next
issuc. The current issue is sent as a com-
plimentary scrvice from New York
hence the delay.)

GREAT INDEPENDENTS - GOOD NEIGHBORS

U. S: RADIO e Xay 1958
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THE EDITOR

Excerpts

We wish to congratulate you on your
fine efforts in behall of the radio indus-
try. Periodicals such as yours devoted
entirely to radio and its problems have
long been needed. Your publication is
more than doing its part to fulfill this
need.

1 would like to request pcrmission to
use excerpts from articles. These ex-
cerpts would be givensuitable credit and
used in mailings to local retailers.

Again, our congratulations on an ex-
cellent publication.

John Tasnady

Sales Manager

KUGN Eugene, Ore.
(Ep. Note: \Vritten permissior grant
ed.)

Department Stores

During a recent snow storm in Lou-
isville, Kaufman-Straus, a depariment
store, called us to run some 50 spots
calling auendon to tlie fact they would
not be open because of the storni.

This would not have been so unusual
except [or the fact that they had spent
some $20,000 in print media on their
big spring sale, which was to run Thurs-
day (the day of the storm), Friday and
Saturday.

Since WINN could not possibly clear
even one third of the spots desired,
Kaufinan-Straus started calling station
advertisers asking them to relinquish
time. To 1top it off one of our largest
advertisers, Dixie Manor Shopping Cei-
ter, which has some 40 stores, relin-
quished three of their newscasts for
Kaufman-Straus in the afternoon.

Glen A. Harmon

General Manager
WINN Louisville, Ky.

Kudos

We sincerely believe that U. S. Rabpio
is an excellent medium for bringing to-
gether the people who need radio and
the people whom radio needs.

Polly E. Haddad

Promotion Director

WORL Boston

I have been delighted with the edi-
torial content. We are all interested in
what people are doing and especially in
success stories. I, for one, would like to
see more of individual cases in point.

Bruce Barrington
General Manager

WEW §t. Lovis, Mo.

U.S.RADIO & May 1958

e e CLEVEUND

R
AN
\
\ 4 PN » i
73 J\\\ ’ .
we ~—]- T l'»;.

don’t . 4
count X‘f‘\‘ |

Cleveland”

While WCUE's
2 mv/m signal
does get into
Cleveland. we
don't claim it as
coverage, don't
include it in our
market data,

Qur primary area
has more people
(over 12 million)
than any one of
28 states, more
than five states
combined. Retail
sales in the area
are over V2
billion dollars.
Per-household
spendable income
is 10% above
the U.S. average.

We deliver 11.7%
more listeners
per dollar than
any other station
in the Greater
Akron
Metropolitin
Area.

The WCUE

Market Data book
belongs in your

file. Se¢ the new
color film on the
Elliot stations.

Write or callus, =
or Avery-Knodel, p
for the book

and the booking.

-8

WCUE

*Tim Elliot, Pres. °°Jean Elliot, Vice-Pres. AKRON, OHIO
THE ELLIOT STATIONS
I ) ‘_\ b
HE \@ | - 1B J e
GREAT INDEPENDENTS » GOOD NEIGHBORS ma0vIOENCE, AL
/WICE
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No matter how the coin falls —Washington rates high

If it comes up “Family Income,” consider: the 1957 median for the Washington,
D. C. urban area was $6,500 — an increase of 49% since 1949 and about 20%
higher than the U. S. urban area median. If it comes up “Total Income,* con-
sider again: the 1957 Washington Metropolitan Area personal income total
approximated $4.6 billions. Per capita, this amounted to $2,310 for Metropolitan
Washington—compared to the U. S. average of $2,016.*

There's one more factor to consider—how best to reach this excep-
tionally affluent market. And that's where WWDC Radio comes
up—Iloud and clear. We have been first or a mighty close second in
every PULSE of 1957 and thus far this year. We have a simple
formula—to be a listenable station to our cudience, and a pro-
motional station to our hundreds of national and local advertisers.
The mutually happy result—ever-increasing listeners for us, ever-

increasing sales for you.

*Economic Development Committee, Washington Board of Trade REPRESENTED NATIONALLY BY JOHN BLAIR CO.

12 U. S, RADIO » My 1938
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T

Radio’'s Future

Sales Opportunities

The job of bringing in new
business is being stepped

up, Call it sales development
or education, new product

categories are being worked on

U.S. RADIO & May 1938
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what it lacks in sight is the
way one advertising execu-
tive describes the sound medium.
As a result of the “sound” radio
has been making across the country,
it has found itself the fastest growing
national medium. I gain in 1937
over 1956 was 14.3 percent as com-
paréd with a 15.9 peicent increase
for the other three combined.
That radio’s movement in adwver-
tising circles has been gaining mo-

|
E Radio makes up in sound

13
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mentum is [aifly well documented.
One of the chiel reasons for this is
that advertisers aiid agencies are
learning more about the medium
through their own research as well
as through the efforts of radio sales-
mnei.

The questions that radio and ad-
vertising people have been asking
are, “\Where does radio go from
here? How many more advertisers
will use radio and liow much will
they use:”

The apswers to these qucslions
seent to be not in who can use radio
but /tow it can be used. Like most
natiomial wedia, radio has a universal
utility.

It is largely a matter of finding
the correct application ol sound to
the product.

As Lud Richards, radio sales de-
velopment manager of Peters, Grif-
fin, Woodward Inc, New York, de-
scribes, “Advertisers mmst be shown
Liow they can sell ihe sizzle of a steak

SALES DEVELOPMENT PLANS

The [ollowing are hwo alternate plans fohn Biair & Co. offered to
a major faod account that uitimately went into spot radio. The
anticipated yearly expendiiure for each plan was about $2.5 millien.
Because it was a food product, it was suggested that announcements

be concentrated on Thursday, Friday and Saturday.

Markets Covered

% U.S. Radio Homes in Coverage Area
(SRA base)

Radio Homes in Coverage Area
Announcements Weekly

Average Rating per Announcement
{nine-city composite)

Gross Weekly Rating
Cross Weekly Homes Reached

Gross Weekly Listeners Reached
(at 1.6 listeners per home]

Total Weekly Cost
Cost per 1,000 homes

Cost per 1,000 [isteners

Plan A Pl_an_B

Top 40 Top 100
60% 86%
28,700,000 41,100,000
100 54

4.5 45

450 243
129,200,000 100,000,000
206,700,000 160,000,000
$48,100 $48,800
37¢ 49¢

23¢ 3¢

14
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instead of its picture.”

Measured by its reach, radio has
never been better prepaved to do a
more effective job lor move adver-
tisers. According to newly updated
set count figures veleased by Radio
Advertising Bureau, there are 139.5
willion radio sets in working ovder.
In fact, there are 81 percent urore
radios in the U. 8. today than in
1948, the year tv starfed. its real push.

The role radio plays as America's
constant companion is illustrated in
figures that show where these sets are
in use: 93 milion are in homes; 36.5
willion are in autos, and 10 million
i public places.

There are 485 million radio
lomes in the U8 (with only 1.9
million of these homes having radios
that are temporarily inoperative).

The personalized nature of the
sound medium today is revealed in
the fact that an esumated 37.9 mil-
livn secondary sets are in radig
homes.

And outside the liome, too, radio
listening is on the upswing. There
are 36.5 mutlion car radios in use—
utore than a three million increase
above List year and more than three
times the number in 1948. Portable
radios are now up to 8.5 million,

And these sets—both in home and
out of lhome-—ure attuned to the
more than 3,769 radio stations on the
air.

Using these facts as a base, radio
forces liave been active in selling the
medium to new advertisers.

Among the more spectacular
“uew' sales is that involving Chevro-
let cars, which will spend between
two and three million dollars in spot
radio this yecar. Significantly, this
buy is in the hard-goods category—
a very elusive target for radio sales-
men for many years. If is similar in
advertising meaning to Ford's net-
work buy of last fall, which amounted
to an ostimated $3.8 million (see
There's Radio in Ford's Future, Jan-
uary 1958).

The nunrber of new advertisers
being won over to radio are numet.

U.S. RADIO o May 1958
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ous and are difficult to count. The
reason for this is that not all so-
called new advertisers are ones that
never have used the medium. Some
have been absent for a period of
time, like two years, and in a sense
are considered new.

New Accounts

John Blair & Co., radio station
representative, has prepared a list of
55 new spot radio accounts that have
come into the medium from January
to April 1958.

One of the accounts listed is Chev-
rolet cars. Industry forces, among
them Blair, were largely responsible
for influencing the company to buy
spot radio, in addition to its network
radio use.

A Blair delegation, headed by Art
McCoy, executive vice president,
went to Detroit last summer and
held special meetings with the client
and its agency, Campbell-Ewald Co.

A leading argument of the presen-
tation was that the best way to con-
vince the car-driving public that it
is time to switchover from their
present vehicle to a golden anniver-
sary “Chevvy" was to reach themy
through car radio,

Blair stations also cooperated by
cutting special coinmercials for the
presentation showing the effective-
ness and variety of radio use. It
turned out that a major stumbling
block' preventing spot radio -use in
the past was that the dealers had
convinced the company that they
were utilizing radio to the fullest
locally.

The industry’s sales development
effort was successful and Chevrolet
started its spot campaign in January.

The problem of getting new dol-
lars for radio also involves increasing
expenditures for the sound medium
by advertisers who presently use radio
but in proportionately small quanti-
ties.

Kevin B, Sweeney, president of
RAB, states, “Radio does all right
with the medium:sized advertiser
that has between 3500,000 and $1.5

U.S. RADIO e May 1958

PARTIAL LIST OF NEW SPOT RADIO ADVERTISERS*

Januvary-April 1958

FOOD
AGPTea

American Home Prod.
{mushrooms in brown gravy)

Armour Chili Con Carne
Brer Rabbit Molasses

Brock Candy

Calavo

Comet Rice

Fanny Farmer Candy

4 Fisherman Fish Sticks
Heinz Baby Food

Lea & Perrins Worcestershire Sauce
Mrs. Wagner's

Red L Frozen Fish Dinners
Sunkist

Taylor Packing Co.
Weston's Biscuits & Cookies

HOUSEHOLD

Alcoa Building Products
Alcoa Wrap

Bakelite Co. Paint Ingredient
Butchers Wax

Cat’s Paw Rubber Co.
Crown Zellerbach—Paper Products
Eveready Garden Supplies
Fab Gloss (auto polish)
Glade

Griffin Shoe Polish

Lever Bros.—Praise
Pittsburgh Paint

Sterling Silversmiths

Yes Tissues

*As compiled by John Blair & Co.

DRUGS & COSMETICS
Barbasol

Campho Pheneque
Cashmere Bouquet
Colgate Dental Crcam
Mum Deodorant
Revlon—Hi & Dri

Sal Hepatica

Woodbury Soap

AUTOMOTIVE
Champion Spark Plugs
Chevrolet Motor Division
Ohio Oil Co.

Quaker State Motor Oil
Rayco Mufflers

Sun Gil

MISCELLANEOUS
Armour’s Big Crop Fertilizer
DuPont—Remington Mall Chain Saw
Hamilton Watch

Kentucky Club Pipe Tobacco
Maiden Form Bras

Owens Corning Glass

Pacific Gas & Electric Co.
Playtex Gloves

Ronson Electric Shavers
Standard & Poors

United Aircraft

million to spend on advertising for
a particular product or brand. The
big job ahead for radio on the na-
tional level is to conviuce the largest
advertisers to increase their compara-
tively small radio outlays.”

Mr. Sweeney cites three product
categories that demand the greatest
attention today: food (including

www.americanradiohistorv.com

houschold cleaners), drug and auto-
motive.

In selling competitively against
other national media, Mr. Sweeney
notes that spot radio conipetes against
the newspaper sales story, while net-
work radio is paired off with maga-
zines.

There curremtly is a wave of activ-

(Cont'd on p. 82)
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'. Store

STy S Ve

Colonial

Jack Burton, advertising manager,
Colonial Stores super market chain.

Sells with Regional

Colonial Stores, southern and midwestern super
market chain, was practically out of radio
until 1956. Will spend $236,000 in 1958

wWWW . americanradiohistorv.com

Five vears ago only 5% per-

cent of the niition's retail

lood chains included radio
in their advertising budgets, accord-
ing to figures released by the Super
Market [nstitute. Today, the same
source reports that 95 percent of all
chains use radio, including 100 per-
cent of chains with 100 stores or
more,

As recently as two years ago Colo-
nial Stores, a regional food combine,
wis among those chains that used
next o no radio. Colonial, which
now owns 461 stores situated in 239
cities in 11 southern and midwestern
stiates, has increased its radio expen-
ditures substantially to a point where
it will spend $236,000 in the sound
mediun in 1958,

Colonial's sales volume has in-
creased from $100 million to $442
million in the |8 years since its agen-
¢y, Liller, Neal, Battle & Lindsey Inc.
of Atanta, Ga., took over the 56-
vear-old firm's account, according to
C. K. Liller, the agency's chairman
ol the board.

What has sparked radio’s phenom-
enal growth in the super market in-
dustry—an industry that has tradi-

U. §. RADIO » May 1958
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tionally relied almost entirely on the
print media?

Jack Burton, advertising manager
for Colonial, provides part of the an-
swer when he speaks for his own
fimm: “We feel radio is a very im-
pertant mediumn for food retailers.
It has flexibility not found in other
media which is vital for us because
of our changing prices. Radio serves
us both as a hard-sell price medium
and also as an institutional medium
in which we emphasize our service,
friendliness and the quality of our
goods.”

Etfectiveness

As an example of the medium’s
effectiveness for Colonial, Mr. Liller
cites a market in which his client
discontinued all newspaper advertis-
ing and substituted a saturation cam-
paign of radio announcements over
several stations.

“It was found that there was no
decrease in sales because of this
change,” Mr. Liller states, “The to-
tal amount spent for radio was con-
siderably less than the amount previ-

U.S. RADIO o May 1958
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owsly speut in newspaper advertis-
ing.”

Colonial now uses 115 radio sta-
tions in 104 markets. The company
will use a large, high-power station
if there are a number of stores with-
in the arca covered by such a station.
If the stores are principally confined
to a small surrounding area, the finn
uses smaller stations. Another reason
for the use of smaller stations is to
capitalize on local listening loyalyy,
the agency states.

Spots are placed within high-rated
shows usually announced ad hosted
by personalities with a strong coin-
munity following.

In the short span of two years, the
food chain and its agency have re:
This modern Colonial store is an example of the food store chain's ﬁ_"c(l the mcclmm.cs Of Sl.:lll()l'! selec-
selling philosophy . . . to make it a pleasure to shap for & necessity. tion and copy distribution into a
kindt of advertising science.

This is remarkable not only be:
cause of Colonial's relatively short-
. term experience with radio, but also
because of the complex nature of the
food chain’s operation.

As an example of the “scientific
method” being applied by Colonial
and its agency to radio advertising,
Mr. Burton reports a brand new ex-
periment designed to use radio to
reach all income groups.

C. K. Liller, bd. chmn., LNB&L.

Jncome Levels

In one market only, Colonial has
bought spots on four radio stations
as contrasted with the usual policy of
using one or two stations per nar
ket. The stations were selected on
the basis of the estimated income
level of their listeners. Those in use
are: a negro station, lwo general
area slations (one independent, one
network) and a good music station.

Clay Scofield, sccount executive. This quadruple buy was made, Mr.
Burton reports, “to bracket all in-
come levels. So far,” he says, “we
are pleased with the results.”

For its regular radio schedule, ac-

18 U.S. RADIO e May 1958
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cording to LNB&L’s Mr. Liller, Co-
lonial follows one of two patterns
regarding the number of spots aired
per station.

“In one group of cities we run 20
one-minute announcements a week
on an every other week basis. This
is done,” he says, “‘because through-
out Colonial’s territory most compa-
nies seem to have pay days twice a
month and the weekends following
these pay days are our heavy sales
weekends.

20 a Week

“The other group of stations is
used on a 20-spot-per-week basis
throughout the year. Such stations
are in the larger more important
sales areas where this more intensive
coverage is warranted.

“Whether we run on an alternate-
week basis or every week,” Mr. Liller
continues, “‘we air approximately 75
percent of the spots on Thursday,
Friday and Saturday and the other
25 percent during the early part of
the week. This is, of course, because
over 75 percent of all sales for the
week are made during the weekend.”

(A survey made by the Coca Cola
Co. shows that 45.2 percent of the
nation’s women shop on Friday and
36 percent on Saturday. The study
also states that 77.6 percent of all
food shoppers buy in bulk on one
day and fill in whean necessary during
the rest of the week.)

The spots broadcast during the
early part of the week, Mr. Liller
reports, are generally institutional in
nature. “In this connection we have
been using for the past year a very
popular one-minute jingle, which
has been extremely well received
throughout Colonial’s territory.”

Another agency spokesman be-
lieves that this use of music, com-
bined with an institutional ap-
proach, is unusual in the super mar-
ket field.

U.S. RADIO o May 1958

Anmnouncements used during the
latter part of the week usually con-
sist of 20-second institutionals and
40-second strong price sells. The in-
stitutional portion is a 20-second lift
from the one-minute jingle, for
which pressings are supplied to all
stations. The “sell” part of the an-
nouncements usually features three
to five specials including mention of
price and is delivered by the local
announcer {rom typewrittén scripts
supplied by the agency.

Clay Scofield, LNB%L'’s account
executive for Colonial, describes the
highly-organized system used by the
client, the agency and the radio sta-
tions to insure fast price copy for
each market.

Each week, Mr. Scofield says, Colo-
nial’s six divisional advertising man-
agers teletype the agency’s Atlama
offices giving the products and the
prices to be featured in their areas
the following weekend. Announce-
ments are written on the same day
and air-mailed to the stations. When
faster service is required, the Colo-
nial supervisor or store manager in
a given community will give instruc-
tions to the station.

Yearly Contracts

As a rule, Mr. Scofield says, 52-
week contracts are placed with each
station. The agency asks the stations
for a list of adjacencies and the
“times decided upon are definitely
specified in our orders.”

Radio’s use in a particular mar-
ket, NMr. Liller says, is determined,
like all media, by the prevailing sales
volume. “In this way the total ad-
vertising expenditures are kept in
relation to sales, market by market.”

Radio first wedged its foot in Co-
lonial’s door on an organized basis in
1956, although prior to that time the
food chain had used one-minute an-
nouncements spasmadically through-
out its territory.

wWwWWwW. americanradiohistorv.com

In a sense, radio came up through
the ranks at Colonial because its val-
ue was first recognized by the six
divisional advertising managers who
operate under Mr. Burton. These
men had the authority to use radio
announcements within their divi-
sions in connection with special sales
and contests. “It was the growth of
this medium, independently used by
these ad managers,” Mr. Liller says,
“that eventually made it wise to put
radio on an organized basis.”

Institutional Sell

In the institutional approach used
by Colonial the chain emphasizes
the modern convenience and design
of their outlets. About four years ago
the distributor began a large-scale re-
vamping of their stores pointing to-
ward consumer comfort and opera-
tional efficiency.

The new stores feature expanses of
glass windows, red brick exteriors
and 37-foot lighted towers of steel
framework which support the “CS
rooster,” and which at the same time
project downward through the roof
to become—~inside the store—elevated
offices for the store managers.

Merchandise shelves are at eye
level for easier reaching. Windows
are poster-free. The lighting is fAuo-
rescent and the music is soft.

As Nancy Carter, Colonial’s direc-
tor of home economics, says, “‘Colo-
nial is a woman's store as well as a
food store.”

New outlets are added each year,
with Georgia presently at the head of
the list with 123 stores. North Caro-
lina and Virginia follow with 92 and
85 stores, respectively. Ohio contains
74 Colonial stores; South Carolina
has 40; Indiana has 16. Alabama fol-
lows with 12 stores and Kentucky is
next with nine. Tennessee and Flor-
ida have five and three Colonial
stores, respectively. o o o
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A radio farm editor interviews an expert, as
WJIR Detroit reporter Marshall Wells broad-
casts from the Michigan State University
Daicy Department during his regular series

Live entertainment is provided by Pat
McCaffrie on his WGN Chicago show.

At the root of the news, WTTM Trenton, N. J., general
manager Fred E. Walker (right) elicits comment from Gov-
ernor Robert B. Meyner at the New Jersey State Fairgrounds.

20

RADIO FORMATS:

What Is Radio

What is radio loday?

I it aslick mationally-prac-

ticad concept ol music and
uews, as wany people would have
others believe? Aad il 1t is, has our
quest lor economy of words reduced
this idea into a glib, verbal straight
Jacket that Has created o mental
imate ol samenesd?

Crities ol radio progranmming 1o-
dav are eager i veut their argu-
ments, Radio s a juke-box melivm
that souuds alike from station 1o sta-
ton and Trom manket to market, they

wWwWw.americanradiohistorv.com

sy, Radlio, they chavge, s prograrr
ming lor the weenager who, as Mitgh
Miller recently said, (‘umln'ises “12
percent of the population and sero
jrereent ol the buying power.”

“There is perhaps some justification
in all these barbs. And yet these crit-
weisnes contain more than their share
sl superhaiality. For cectainly in a
mediuwm thay las nearly doubled in
stations since 1950 1o 3,769, there
must be value that is apparent to the
histener wind the advertiser.

There must be naiversal interest—

KONQO San Antonio, Tex., newsmen are ready to roll at a momeni's notice
for onsthe-spot broadcasts. Mobile units are a key part of news operation,

U.S. RADIO & May 1958
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Today

and even excitement—ior Americans
to have bought 15.4 million radio
sets in 1957, more than in any other
single year in radio’s history.

To try and shed some light on the
question of whit is radio today v, s.
rADIO sampled stations across the
country on their programming for-
mats and their approaches to com-
nminity and advertiser acceptance.
The returns indicate that radio has
as many [aces as there are colors and
shiades ty a rainbow.

In examining the replies one thing

A large staff gathers, edits and broadcasts news for WKY
Oklahoma City, Okla. All are professional radio news men.

ecomes clear. The broad stream of
music and news has many tributaries.
As interpreted by most stations this
concept means entertiginment, infor-
mauon and public service.

And the many forms and shapes
this takes are numberless. It can be
music of all description, cdrama, live
variety, news (local, regional and
national), sports and conversation
or talk.

What follows is an analysis of the
many concepts of 1) music and enter-
tainment angd 2) news and informa-

WWW.americanra

Survey shows that radio has
a myriad of faces, Music
and news are broadened to mean

entertainment and information

tion, as reported by stations who re-
sponded to the (uestionnaire.

Probably the greatest variation lies
in the programming and selection
of music.

The music ol the Bartell Group,
writes Gerald Bartell, president ol
the seven-station group, [ollows more
traditional patterns of “urtlul mel-
ody and inventive lyrics.” It is pro-
gramming for the [amily audience
concept. “And while Bartell radio
does not rule out music ol curtert
popularity, it is placed in a context

The radio station has become an integral part of every community.
Here WTIX New Orleans, La., entertains a group of youngsters.
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of musical programming frarikly de-
signed for the family taste.”

The guidepost of the Bartell oper-
tion is continual updatirg and re-
finement. “Ideas are eaten up week
by week . . . program formats are de-
voured almost daily . . . transcribed
stagings and settings for our music
and features must be renewed and
freshened continuously.”

Majority of People

Todd Storz, president of the Storz
Stations of four outlets, declares,
“Our desire is that our stations shall
please the majority of the people the
majority of the time. We try o be a
Daily News . . . not a Times.”

Mr. Storz states, “Our format was
built on the premise that it is not
within our province to dictate, by
censorship, programming tastes to
the American public. ... We felt that
a control of music to the extent that
we could not play certain selections
because they didn’t meet with our
wholehearted approval would be
very akin to thought control.”

Specifically, this is what the Storz
operation involves:

“Within the general framework,”
Mr. Storz says, “we also believe that
the public has a great appreciation
for a really progressive sounding op-
eration. This means rapid-fire pro-
duction, extensive use of produced
e.l’s, a top news department and,

22
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Accident victim is heard on the air minutes after mishap as WS8
Atlanta reporter, who heard police report in mobile unit, inter-
views him at hospital. Speed like this is & radic-only quality.

most important, disc jockeys who can
attain and keep a loyal audience fol-
lowing.”

At KEX, Portland, Ore., the music
programming  philosophy is 1o
“broadcast a continuous alert blend
ol predominantly popular music,
paced and balanced by new versions
of old standards and coming hits.”
The impression the station is trying
10 build is “warm companionship
and friendly, courteous service,”
KEX indicated in its reply.

A popular trend in music today is
the programming of current hit
tunes. One such station is KEXO
Grand Junction, Colo., which de-
scribes its programming concept as
“strictly music.”

“We use all national and local
surveys to build our top 50—then we
delete all the raucous, repetitious
rock ’n roll, but use the better num-
bers from that category.”

The goal of WVKO Columbus, O,
is “laster-moving radio entertain-
ment.” The keystone of this concept
is “good standard music.”

Stays With Standards

Another station that programs
standards is KIXL Dallas, Tex. “The
station's music policy is that of good
popular music with absolutely no
rock ’n roll, western, hillbilly, race
or religious selections. KIXL does
not adhere to the top 40 or top 100,

WWW.americanradiohistory. Com e

or any other such designation; buf
stays with standard pop tunes and
old selected favorites.”

In its reply, WEW S§t, Louis, Mo,
proves that one man’s poison is an-
ther man’s weat and potatoes. The
station has aligned its music sched-
ule to feature country and western
music. WEW’s concept has added
significance because the wheel of
music programming has taken almost
a full turn at WEW. In 1937, it
adopted a variety station approach
with emphasis on old-fashioned hill-
billy music. This lasted until 1951
when the format was changed to in-
clude only classical music. After four
years, the station experimented and
finally hit upon its present approach.

Since 1936

One ol the stations that has pro-
grainmed “good music” since it went
on the air in 1936 is WQXR New
York. As opposed to trying to reach
a general audience, the station seeks
out a specialized audience of music
lovers. A key aspect of this program-
ming rigidity is its advertising policy.
In 1944, WQXR put a ban on sing-
ing jingle commercials which is es-
senttally still mn effect. In addition,
certain standards are established to

screen products and copy.

Locally-originated live music is
another side to radio’s myriad ap-
proaches, judging from the replies.

U. S. RADIO e May 1958
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Listeners count on radic to take them to local and
natienal sport events. In the booth at an Elkhart,
Ind., event is the WTRC broadcasting crew, typical
of radio sports coverage all over the country.

In addition to recorded shows, WGN
Chicago features a country music
group on the daily Country Fair. The
station recently completed an Essays
in Music series comprising outstand-
ing voung musical artists in the com-
munity. An orchestral unit also is
used during portions of a nightly re-
corded show as well as on two after-
noon shows. In addition, WGN pre-
sents a weekly concert by the Fifth
Army Band. From time to time, the
station conducts remote orchestra
pickups.

Heart of Ozarks

KWTO Springfield, Mo.. in the
heart of the Ozarks, programs coun-
try music shows, many of which. are
live. Some of its staff musicians also
appear on network radio and tv
shows that feature this type of music.

Another station that programs
some live music is K\VKH Shreve-
port, La. Part of the day, the station
programs folk music for its rural au-
dience. An offshoot of this has been
KWKH's origination for national
consumption of The Louisiana Hay-
ride on Saturday night. On Sunday,
the musical pendulum swings to
Opera Matinee and the New York
Philharmonic Orchestra. KWKH
also presents drama in its varied pro-
gramming service. “By diversified
programming, we mean programs for
all ages and all economic groups. We

U.S.RADIO o May 1958
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play all kinds of music, present all
kinds of drama and all kinds of news
and information programs.”

A musical format employing the
night club approach is used by
WORL Boston. It is called the “950
Club.” The broadcast is split into
15-minute segments. Each unit is
called a stage and features a different
artist—either a vocalist, a band or a
group. The same artist is not repeat-
ed too often in one week, WORL
states, nor is one artist heard at the
same time from day to day. The sta-
tion tries to build an element of
curiosity so that listeners will try to
figure out what the next 15 minutes
will feature.

The recorded selections played are
based on a concept of music past,
present and future.

WW] Detroit bases its music
operation around the WW] AMelody
Parade. This is derived through
a compilation of record sales in the
Detroit area as checked against a list
of records approved for air by the
station. Records that appear on
cominercial lists which do not meet
W1V] standards are deleted.

Station Defines

The station’s standards do not au-
tomatically eliminate any performer.
But a song must meet the require-
ment of “more enjoyable music” as
defined by the station.
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This is Bill Jackson of WPTF Raleigh, N. C.
“spinning the platters.” Disc jockeys are often
the best known of local radio personalities.

A thorough screening process also
is employed by WE]JL Scranton, Pa.
The station states that it carefully
avoids anything that remotely re-
sembles rock 'n roll and all “loud,
brassy instruments as well as the
shouting, saloon-type vocalists and
vocal groups.”

Individual Merit

According to the return from
WIND Chicago, a different approach
is followed in the selection of its mu-
sic. “We do not discriminate against
any particular type of music, feeling
that each record or selection should
be judged on its individual merit
and not banned because it had the
unfortunate fate 1o be categorized
as something less than desirable,”
the station reports.

“Thus within the bounds of good
taste and proper programming,”
WIND states, “we play all types of
music and feel that this program-
ming is calculated to have mass ap-
peal.”

WIND does eliminate “the more
raucous records, the non-musical rec-
ords and records which are extreme
in any direction.”

The musical approach of WINN
Louisville, Ky., features standard
popular music 24 hours a day, seven
days a week. The station plays to the
“great middle class with sweet pop—
no rock 'n roll, country and western,
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Before the home team plays its game, the Washington Senator fans enjoy
meeting lovely Miss Washington, sponsored by WWDC in its annual contest.

no hillbilly and no lowdown blues,”

In programming its uinsic, WPEN
Philadelphia, Pa., builds the [ormas
around ity personalities. In hiring
its m.c.’s, the station uses three
criteria: their ability to entertain,
o sel! products and urove merchan-
dise, and to perfort before live audi-
ences. \s part of its personality con-
cept. WPEN in 1931 built a vestau-
rantstuclio on the first {loor of its
building. This is used for ighttine
programuaing. Erom 9 p.m. to 5 am.
every night, shows are programmed
with live stdio audiences.

At WMIX M, Vernon, I, the

cmplhiasis on the .. is slighuly difter-
cut. Heve, a full-time music librar-
i aml not the d.j. detcrmines the
music to be played on any given pro-
gram.  The personality is encour-
aged, however, to provide ideas iw
building individual programs.

The musical content at YWMIX 1y
based on a “halance between vocal
and instrumental numbers; between
arious types and styles of vecalists
or groups, and between moods cre-
ated by instrumental music.”

While many stations program for
the geaeral awdience, an equal num-
ber sluut their format at a particular

Today stations such as KSON San Diego, Calif., are ready to go anywhere for a

news beat.

Helicopters are a part of

many radic stations' mobile set ups.
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segment, the questionnaire aurvey
shows. WHTN Huntington, W. Va,,
pragrams its niusic for the adult au-
chence. It plays current favorites
with a melody interspersed with old
standards, some of which have mod-
ern arrangenicnts.

And WAND Canton, Q,, programs.
for the homemaker between the ages
of 25 amd 55. The station uses isc
jockeys, wownen as well as men, but
between the musical selections adds
news and hints about homenmking.
These vignettes are liuited 1o one
minute in length and may range
(vom lashion news to the latest meth-
ads in diapering the baby.

WING Dayton, 0., offers pro-
grams to all "mature listeners,” antl
steers away [rom “an overwhelining
appeal to teenagers.”

“Radio for grown-ups of all ages”
is the slogan of WGAR Cleveland,
O.. which offers a balinced schedule
ol classical and popular music, byt
does not cmphasize rock 'n roll.

WSE Adanta caters 10 an adult
audience by pragramming 90 percent
of its music lor m:ature listencrs. The
station intersperses its mmsic with
conversation and talk during the eve-
ning hours.

And WQXI Atlanta also appeals
to the adult audicnce by presenting
a variety ol inusic, ranging from okd
0 very new.

Record Survey

WGTO Cypress Gardens, Fla,
progrants a variety of music from top
tunes to standards. 1t surveys record
stores in its arca {wice weekly and
catalogs the top tunes. The sales of
albums 1nd rereleases are also ifi-
cluded and are programmed as they
appear oni the survey.

Alter vears of trial-and-error piro-
duction, KALL Salt Lake City, U,
has conte np with a format called
“"New Sou.” It is based on the
idea of a fast-paced flow of popular
nisic.

Many stations, keenly aware of the
variance in audience composition at
different times of the day, have
adopted dual personalitics. KSON
San Diego, Calil.,, for example, pro-
grams the top 50 tunes plus new-
comers during the dayuime, from 6
am.to6 p.m. In the evening, KSON
introduced a new format called ““San
Diego After Dark,” aimed more at
the adult audience. It features music
that people can relax by, using an
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assortnicnt of “oldies” and listenable
modern tunes plus top albums and
sent-classical numbers.

\WNEB \Worcester, Mass.,, appeals
to all age groups. It publishes a
weekly top 50 sheet that is compiled
from actual record. sales in the met-
ropolitan area,

In Huntington, W. Va,, WSAZ
also caters to the broadest range of
listeners. WSAZ, according to its re-
ply, reports that its audience is
“slower-paced, more rural minded
than a strictly metropolitan station,”
so that programming ranges from
farm services to a Monday evening
classical music block.

Key Factor

One of the kev factors in the pres-
entation of musical programming is
the quality of the transmission. As a
consequence, the engineers at many
stations are kept in close contact
with the format. At WKAB Mobile,
Ala,, the engineering staff is closely
supervised. *“This is of prime impor-
tance,” the station states, “hecause
not only do they cut many transcrip-
tions which must be of 1op quality,
but the levels of all voices and music
on tlie air must be kept uniform.
Their job is to give WKAB a sound
of first-rate production.”

A development of this is that week-
ly meetings are held with the pro-
gramming and engineering depart-
ments.

News progranuning on radio has
presented a continual challenge to
broadcasters. Radio’s immediacy has
placed the mediwm in a position of
prominence as a prime source of
news as it is happening. Stations
across the country have incorporated
news as part of their basic format.
Indeed, many stations report that
they program primarily news and in-
terpretation. QOthers say they use the
popular five-minute news break at
the hour. Between these two diver-
gent applications lie various ap-
proaches, ranging from mobile units
on the local scene to network reports
from remote corners of the globe.

KGB San Diego inaugurated a
new format last February that is
based on news and information. The
approach is called “Pulsebeat” and is
programmed seven days a week from
5:30 a.m. to midnight. It contains
news and information on current is-
sues. events and people.
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One week’s programming consists
of 281 news and commeitary pro-
grams; 107 local news programs; 22
local dhiscussion and interview pro-
grams, and 80 entertainment pro-
grams centered around personatities.

The reply froni KSTP Minneap-
olis, Minn,, indicates that it has an
extensive news operation comprising
18 full-time newsmen. Its mobile fa-
cilities include five cars equipped
with two-way shortwave radios. A
four-passenger helioplane also is on
full-time news duty. A radio dis
patching room with two full-time
dispatchers is in constant touch with
the mobile equipment as well as with
all police, fire, highway patrol and
sherift’s calls.

Local and area news 1€ports at
WLW Cincinnati, O., are channeled
through the station’s Communica-
tions Excliange (Comex). National
and ingernational news is provided
by network feeds. The station places
great emphasis on news and weather.
In fact, a total of 267 newscasts are
broadcast each week, coupled with
165 weathercasts per week from
WLW’s own weather station which is
staffed by three accredited meteorol-
ogists. An original touch also is giv-
en to farm news by WL\V. lts pro-
gram, Everybody's Farm, centers
around the station’s own typical mid-
western farnt located at Mason, O.

Before the Papers

The accent opn local news and
sports is provided by WSTV Steuben-
ville, O, “We ainr to be first with the
local news before the papers get a
crack at it,” the station declares.
WSTV starts “piping local news to
our audience—f{resh merning copy—
no later than 6:30 a.m. We ofter
three 15-minute across-the-board pro-
grams every weekday at 9:30 a.m,,
1:30 pau. and 6:15 pan” WSTV
covers higly school, college and sand-
lot sporfs.

For a radio station, a natural ex-
tension of the news function is pub-
lic service. It is just this idea that is
behind the programming of WTTM
Trenton, N. J. The impression it is
trying to build is that of a com-
mlmlly msttution.

“We try to create the impression
of service 24 hours a day, whether we
are broadcasting information regard-
ing trafhc congestion, rerouting of
public transportation due to fires,
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strike meetings, service club meetings
or school <lming bhecinse of in-
clement weather.”

To support its service program-
ming, WTTM concentrates heavily
on local news and local news in-
depth reporting with on-the-air lea-
tures involving the actunal voices ol
the peopte making the news.

Mutual Exchange

The Elhot stations, WCUE .Ak-
ron, O., and WICE Providence, R. 1,
also emphusize the news-in-tepth
with regular conmmentaries on the
news and with editorials. They are
currently programming a feature
called Speak Up Neighbor, which
permits a mutual exchange of ideas
on current happenings by listeners.
The rews formats of both stations
are a part of an overall program-
ming cohcept that is designed “to
convey to listeners a strong station
personality which is at once warm
and friendly, interesting and excit-
ing, dynamic and thought-provok-
ing.”

The service theme, built around
its news operation, also is used by
KRMG Tulsa, Okla,, as reported in
its reply. An example ol what this
can mearr to a community came to
light tast May 17 to May 21 when
the area was hit by disastrous floods.
KRAG in that four-day period pre.
scnted a total of 153 remote broad-
casts from four mobile units. About
0 percent of all newscasts were de-
voted to flood information. The total
time consumed by the remotes
anounted to 10 hours and two
minutes.

In Rochester, N. V., last February's
blizzard, described as the worst in
the city’s history, was the occasion
for WVET 1o exercise its news and
service idea at a critical time. With
the use of its full-time mobile unit,
WVET not only provided a first-
haml account of the storm and
street conditions, but the vehicle also
lent a hand where needed.

The idea behind the news format
at WTRC Elkhart, Ind., is “to pre-
sent to the public any happening of
local interest when and where it hap-
pens  through 11 local newscasts
every day, supplemented with NBC
News on the Hown” the station
states. “\We have two battery-oper-
ated rape recorders o take 1o the

[Cont'd on p. 85)
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Today’'s Network Is
Sold to Multitude
Of Advertisers

As a result of changes in economics
since 1949, networks now cater

to large numbers of advertisers

A decade ago 13 advertisers

accounted {or more than 40

percent of all network reve-
nue, while today they constitute lfess
than 20 perreul'of network billings,
U. s. RaD1o cstimates. Although as
a result of this radio revolution the
networks now draw their revenue
from a much wider selection of na-
tional advertisers, the top 15 are
again looming as substantial pros-
pects on network horizons.

All signs point to the fact, how-
ever, that they never again will ap-
proach their pre-television position
in network billings. This, instead of
discouraging many network spokes-
men, is considered in most quarters
to be healthy on the theory that
there is safety in nunbers.

One indication of their expanding
interest in network radio is that of
the 15 firms listed in 1949 by NBC
as radio’s top spenders, a survey of
the four major networks shows that
three of these have alrcady bought
time this year on all four networks,
an event that has not occurred since
1952. The same number have in-
vested in three networks, while four
firms have bought into two—and the
year is yet young.
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Those scheduled on all four are:
General Foods, Liggeu & Myers,
R. J. Reynolds. On 1hree networks:
American Tobacco, Lever Brothers,
Sterling Drug. On two: American
Home IP'roducts, Colgate-I’alinolive,
General Mills, Gillette. Rounding
oft the top 15 with one newwork each:
Miles Laboratories, Campbell Soup,
Philip Morris, Switt angl Procter &
Gamble.

While it is well known that the
top 15 have drastically cut their net-
work spending in the list 10 years,
it 1nay come as somewhat of a sur-
prise that only two of these giant ad-
vertisers ever abandoned network
radio entirely during that period.
The other 13 kept a foot in the door
for cach year since 1949.

Come Back

The American Tobacco Cn. and
Campbell Soup Co. left network ra-
dio in 1956 and 1957, respectively,
but are back this year with buys on
NBC. The tobacco company has al-
ready contracted time with CBS and
MBS as well.

Although figures on the top 15 net-
work expenditures are unavailable

after 1951, it iy inwresting 1t note
that three ol the four networks had
their worst years since 1949 at differ-
ent times — which perhaps indicates
that the top 15s severest blows to net-
work radio did not come all at once.
(Low years, for example, were: NBC
1955; ABC 1953; MDS 1956.)

In the last two years, network ra-
dio has emerged as different from its
old sclf as a butterlly is different
froan a carerpillar, and evidently the
top 15 and many other natioua! ad:
vertisers ave taking anotlier look,

I'hey arc scanning, among other
things, the iucreasing number of net-
work sponsors. Ben Lochridge, na-
vional sales manager, CBS, reports
that in 1949 his organization had a
total of 63 advertisers, while in 1957
there were 118, Howard Gardner,
manager of radio newwork sales de-
velopment, NBC, states that in 1949
his network had 68 advertisers, as op-
poscd to 125 in 1957. Hal Gold, pub-
lic relations director, MBS, reveals
that in 1949 Mutual had 54 adver-
tisers as contrasted with 83 last vear.
Jolin White, national sales manager,
ABRC, says that in 1949 American had
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CBS
NBC
MBS
ABC

1949

I ©: :vetisers

I : s

SR 5 :dvertisers

IR 6 :cctisers

 CBS

| NBC
MBS
ABC

1957

S '1¢ < s
PR 125 -t
I 32 odvertisers
T o5 :dvcttisers

Scurce: Number of adveriisers on each network for the years indicated, as reported by the networks.

68 advertisers while it had 98 i
1957.

Each of these four network spokes-
men find the broadening of the ad-
vertising base a healthy situation for
the industry. As one of them says,
“It’s safer not 1o have all your eggs
in a few baskets. Now if several spon-
sors drop out we don't feel it to the
extent that we did 10 years ago.”

Listening Habits

All attribute the changes in both
advertiser characteristicsand program
formats primarily to the oft-discussed
alteration in America's listening
habits after tv. ABC's John White
says, “The difference between net-
work radio a decade ago and today
might be compared with the differ-
ence between a deer rifle and a shot-
gun. Then an advertiser fired a few
bullets and reached everyone while
today he must fire many to reach the
same number of people. This has re-
sulted in the trend away from long-
term, large time buys. This is why
we sell 10-second spots now and no
segments longer than five minutes,
except for the news.”

Mr. White believes that network
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radio offers several imporzant advan-
tages to any advertiser because he
can consolidate an extensive amount
of commercial time with one buy and
one order. The advertiser and agency
buying job is thus simplified and he
gets “lots of tonnage”—mass audi-
ence—in the bargain.

Mr. Gardner of NBC adds that
network radio’s new look has broad-
ened the whole selling field, result-
ing in increased numbers of spon-
sors. Those who never could afford
network radio before now find that
it is well within their means, “For
example, the minimum buy on our
network 10 years ago would have
been around $260,000 for a 15-min-
ute sponsorship on a regular 13-week
cycle. Now you can buy a minimum
of minute spots a week at $1,000.

He also points out that as a result
of changes like this, whole mnew
product categories have been opened
up to radio, particularly the soft
goods field. In other fields, relative
newcomers are Evinrude Motors and
the Hertz-Rent-A-Car Co.

Mr. Gardner believes that the
trend toward small participations
will “never be reversed and that pro-
gram sponsorships will only succeed
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with institutional advertising.” He
cites the Bell Telephone Hour as an
example.

On the other hand, CBS’s Mr.
Lochridge states that in his opinion
there will always be a sizeable place
for program sponsorship. “Network
radio has room for two areas and
program sponsorship is finding in-
creasing favor today with advertisers
and agencies.” He mentions the Jack
Benny Show sponsored by the Home
Insurance Co., the Philip Morris Mu-
sic Show and the Lowell Thomas
broadcasts bought by Delco.

Sponsor Choice

Mr. Lochridge emphasizes the im-
portance of giving the sponsor a
choice between segmented formats,
daytime serials and “‘the best regular
programs with well-known person-
alities.”

Mutual’s Mr. Gold points out that
in his opinion “advertisers are not
paying top dollars for talent today as
they did 10 years ago. They get this
in tv. Now they are paying fees for
the medium, hence the lowering of
rates and the greater number of spon-
sors.”” e o o
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65% of National
Shoes total ad
budget to radio

National Shoes
Sells 'the Sound
Of It

In radio continuously for 18 years,

the shoe firm attributes much of its growth

to the sound medium. The northeastern chain
relies on radio to reach all members of

the family and ull types of communities
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National Shoes arnd its agency, the Emil Mogul Co., have been closely associated since 1940. Here at a plans meeting are {left to right] Emil
Mogul, agency president; Myron A. Mahler, v.p. and creative director foi air media: Louis Fried, president of National Shoes, and Milion
Guttenplan, v.p. and account supervisor. The executives met to plan the biggest spring ad campaign in the history of the family shoe firm.

Whe a National Shoe Store

MOVEs 1nto 2 new cominu-

nity, radio inroduces it to
the public because, as the chain’s
president says, “We want them to get
the sound of it!

“The first thing we look for when
entering a new area or adding a new
store,” Louis Fried reveals, “is a
good radio station.”

Radio has been the primary ad-
vertising medium of National Shoe
Stores Inc. since January 1940, when
the firm: became one of the first three
clients of the Emil Mogul Co. Inc.
and put its entire advertising budget
ot $50,000 into the sound medium.

Expenditures in radio today ac-
count for 65 percent of National's
overall advertising budget and that
ratio has been maintained for most
of the past 18 years. The total ad
budget is more than L0 times greater
than in 1940,

“Our use of radio expands directly
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with the expansion of the chain,”
says Mr. Fried, who also directs his
firm’s advertising. When National
Shoes started in radio it had 33
retail outlets; now it has 150 in 98
communities in New York, New
Jersey, Massachusetts, Connecticut,
Maryland and Pennsylvania. And in
the past fiscal year, National’s sales
of its “popular-priced” line rose 1o a
record $23,706,184.

“We didn’t stay with radio so
consistently all these years through
faith alone,” says Mr. Fried. "We
were just as conscious as any other
advertiser as to the readjustments
radio would have to make with the
advent of tv.

“But awe also knew, through our
own direct tests, that radio as a
medium continued to be the most
advantageous to National Shoes.”

National executives report that
they are constantly reminded of
radio’s part in the growth of their
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business, for often, when they go
into one of their stores, they hear a
customer singing or whistling their
jingle:

National Shoes . . .
Ring the bell . . .

The radio jingle, in fact, has in-
spired National's trademark, and the
bell appears on all advertising and
promotion—and even on the shoe
box. It was written in 1944 by Myron
A. Mahler, now vice president and
air media careative director lor Emil
Mogul.

At present, National is engaged in
the heaviest spring advertising drive
in its history, with more than 800
one-minute commercials {or its line
on 30 stations. Backbone of the cam-
paign is the perennial jingle with va-
riations, including the sound of the
bell and copy consisting of dialogue
among customers in dramatic situ-
ations.
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“KReeping in mind that it takes a
much more unusual message to gain
attention these davs because times,
audiences and listening habits have
changed,” says Milton Guttenplan,
agency vice president and account
superyisor, “we have developed new
techniques for our commercials.

“We don’t believe in gimmicks for
their own sake, however. Any device
should lend itself immediately as a
vehicle for telling the comnercial
storv,”

New Series

The new series of commercials fea-
ture “entertaining dialogue’ Dbased
on “ring the hell” situations. The
sound of a bell replaces the word,
and the type of bell—telephone,
door, typewriter, dinner, school, or
the one vou ring to signal a bus
driver—sets up the situation. Dia-
logue follows and the jingle finishes
up,

“The techniques used here,” says
Mr. Guitenplan, “have their origin
in those developed during the period
when soap opera was in its heyday.
We have mevely taken advantage of
the many dimensions available in
radio.”

One problem facing a “faniily
shoe store,” according to Mr. Gutten-
plan, is that it must reach all mem-
bers of the household. Another is
that National’s stores are located in
downtown sections, in suburbs and
on highways.

“Radio has the flexibility needed,”
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states Mr. Gutteniplmi, “for National
Shoes’ policy of servig customers
wherever they may be. This is espe-
cially pertinent in vegard to the
highway stores now opening. And
radio stations, even. more than
printed media, have kept pace with
tlre movement to suburbia.

".\s to reaching all menibers of the
family, our messages are directed at
women and mothers in the morning,
at men and voung men adjacent to
news programs, at teenagers on their
favorite disc jockey shows, and so on.

“Radio also affords us the {lexibil-
ity of taking into consjderation cus-
tomer buying habits in an area,” Mr.
Guttenplap continues. "It gives us
thie advantage of running messages
according to weither, season and
local conditions.”

Media Testing

National has a special method of
media testing which it employs each
fall. Tt is a special discount offer
made “to listeners to this program.”
Listeners are asked to write to Na-
tional, giving their name and the
time and station. In return they re-
ceive a 15 percent discount certifi-
cate.

“It’s amazing the information that
these tests reveal—qualitative and
quantitative,” declares Mr. Guiten-
plan, ‘‘Not only do we get a com-
parison of stations but we are able,
through the structure of the tests, to
compare spots and programs within
a station’s own schedule.
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I'he tests results are also used to
evaluate the eflectiveness of the com-
mercials, taking into consideration
the conversian factors of certificates
into sales. Angd timel)uycrs are aided
by a correlation of radio time and
number of customers, and by an arca
coverage map indicating which stores
arc helped most by the messages

Stations Welcome Tests

“We feel thisis as exact as you can
get in measuring which station §s
doing the best job,” says Mr. Gutten-
plan. “"And we find that stations
welcome the (ests because most feel
that mutuality of interest between
stations and advertisers is more than
just a lip-service term, and that sia-
tions can only prosper to the extent
that their advertisers prosper.”

The Mogu! people have only one
complaint against radio. There are
a few station managers, they say, who
will occasionally feel that demand is
the sole factor in determining rates.

For the most part, however, Na-
tional and its agency have nothing
but praise for “the medium to which
we owe a great deal of our success.”

“The flexibility of
greatest feature,” Mr., Fried notes,
“Stations have been educated to
mecting the requirements of the ad-
vertiser in so far as frequency of the
schedule is concerned: giving a peak
schedule in season and cutting back
at other times. Many station man-
agers have learned to see-saw sched-

radio is its
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ules to meet the needs of advertisers.

“And most stations have done a
good job,” Mr. Fried adds, “in dis-
ciplining themselves in the rcaln of
double and triple spotting.”

What about National's future in
radio? With the chain in the inidst
of long-range expansion program
calling for a 200-storc opcration in
an cxtended geographical area, the
answer is: more radio.

“National never left radio,” de-
clares Mr. Fried. “Radio is our pri-
mary medium.”

At the agency level, thought is
being given to future campaigns
even as the new one is launched.
“We may well come up with new
techniques next time,"” says Mr. Gut-
tenplan. “Even though we are using
transcriptions at present, we might
go back to announcers. Radio, after
all, has achieved success through its
personalities.”

Increasing Business

Mr. Fried also looks to the [uture,
reminding the stations that they
“have an obligation to do everything
in their power to create the stimulus
for increased business in the com-
munity they serve,

“We did not listen to the prophets
of doom a few years back, but stayed
with radio. We now look to the sta-
tions,” he concludes, “to continue to
maintain the same interest in audi-
ence building in these good times for
radio.” e »
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Agency team goes over a new National Shoes jingle
variation in a pre-production briefing by Mr. Mabhler,
singing and playing. Standing (left to right) are
Denise James, copywriter; Jeanne Harrison, executive
radio-tv producer; Mr. Guttenplan, and Alfred Paul
Berger, vice president and copy chief. The “National
Shoes Ring the Bell” jingle, Mr. Mahler's first effort
aléng these lines, was written more than 14 years ago.
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December 2, 1957

Mr. Jules Herbuveaux, Vice President,
National Broadcasting Company
Merchandise Mart Plaza

Chicago, lllinois

My dear Jules

Recently we made a decision 1o éxtend our radio advertising
to certiain cities where we have branch offices and this decision
was based on our success {n using your radio station WMAQ

over the past 4wo years.

The inquiries developed on our daily five-minute Stock Market
and Business News Program over WMAQ have been turned into
new accounts on a satisfactory ratio and in addition we have re~
ceived institutional and public relations value immeasurable in
new business

On October 1, 1957, we expanded with the same format to sevep
other midwestern cities, For the past year and again in 1958,
radio wlll be our principal advertising vehicle.

Very truly yours,
> < ——.
AT

‘*WEN"CH‘CH‘LHE.

W ES J4~
SAL
’)/,/\/BC ‘-SPOT/ Y/’ &

& P
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buyers and sellers of radio advertising
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,’.,J, NORTH DAKOTA

wNAX -510

B N \ SOUTH DAKOTA

@\'7

~/~ NEBRASKA

there are counties and over 600,000 radio
homes under Big Aggie’s Umbrella

That's a big chunk of these United States but  Big Aggie Land is a vast expanse of our country whose bound-
check these other important facts about WNAX-570,

aries are defined by the power of one radio station—WNAX.

® *E Its total farm income is 3id in the nation. In Jiveitock sold,
® * Big Aggie ranks 2nd. In crops, 4th. Her listeners have money
® - ) to spend and it's po wonder Big Aggie has done such a con-
® e* sistently good job for her advertisers, When Big Aggie talks
® * %

about a product, listeners know they can believe what she says.

h ANNIVERSARY OF WNAX—1922-1958

AX-570

Yankton, So. Dak.
CBS Radio

Peoples Broadcasting Corp,

Don D. Sullivan, General Manager

Nick Bolton, Commercial Manager
Represented by Katz

*SRDS Estimates
**NCS #2

wWwWWwW.americanradiohistorv.com P
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?"E} ‘“The Volce of St.-Louis""scores conmstently with diversifi ed pro-~

grommmg, never relegoted fo o bockground occompamment role.
¥
s

The ninth-inning- homer ina Cardmal ball game ..athe oufhontahve
voice of respected newscaster.'. a' favorite. CBS Rodlo Nefwork
drama...a lively .local” personality show e @ fhoughtful publlc
interest feature: these are the components that build 24 ho(.lrs of
foreground listening. The recent listener-attitudes study by Motiva-
tion ‘Analysis, Inc., points up this qualitative audience superiority,
KMOX listeners really listen, » ’

More of them listen, too. The Cumulative Pulse of December, 1957
shows KMOX Radio delivers more different homes daily and weekly

¢ than any other St. Louis station. Commercial messages reach-more
's ., people in a cllmate of authonfy and bellevablllly, ' 3

w

1f you-want fo increase yout so'les score in St Lou:s, choose 1
- Jniﬂrs? team,*aKMOX Radio. :

r"'h

lq

Represented by

CcBS RADIO
SPOT SALES

50,000 Watts
R A DI O

| "THE VOICE OF ST, LOUIS”
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In the leadership spotlight
...WGN - radio!

WGN LEADS ALL OTHER CHICAGD MEDIA IN HOMES REACHEDT

That’s why top-drawer advertisers buy WGN-radio in Chicago.

And you will be in the best of company when you join the nation’s smart-
est time-buyers who select WGN with confidence year after year. Be-
cause WGN helps sell millions of dollars worth of goods for M’q;-:\":\
these top-drawer clients. New, better-than-ever programming (i 1
for '58 is in keeping with WGN’s policy of top quality at the '\‘{.‘.;!':""'.'ééﬁ'
g

lowest possible cost.

36 (Supplement p. 2) U.S. RADIO » DMay 1858
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NATIONAL ASSOCJATION OF BROADCASTERS

A

00D PRACTICES

STATION /

//‘

NAB Convention

Meets iNn Los Angeiles

The 36th annual get-together slates

busy radio agenda. Highlights: outlook,

good practices, fm and audience measurement

Harold E. Fellows,

U.S. RADI)

president of NABS.

May 1958

John F, Meagher, NAB radio vice pres.

THIS IS RADIO MONTH

WWW.americanradiohistorv.com

It's NAB convention time,
the 36th annual get-together
ol the leaders ol the broad-
casting and advertising industry. On
the agenda are 17 management ses-
sions and 15 panel discussions to
take place at tlie Bilunore and Suat-
ler hotels it Los Angeles. Radio
should get its share of the billing.
Radio was an inlant industin when
a handlul of forward-looking broad-
casters pooled their opinjons on its
destimy and emerged with a single
thought: A strong orgamization wi
vital to o strong industry,
Their thinking resulted in the for-
mation ol the National .\ssociation
ol Broadcasters in 1922,

Suppleient p. 3y 37
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The first convention was held 1he
vear following the organization of
NADB — Octaber 11, 1923, at the Ho-
tel Commodore, New York. It is per-
haps doubtlul that any broadcaster
at that first annual meeting could
have envisioned “‘Radio-1958"—140
mitlion rachios in 8.5 million homes
with what amounts to ahnest 100
percent national situration. 3,769
stations supplying the listeniug pub-
lic with entertainment, information,
public service, music and  news
around-the-clock.

In all, the delegates 10 the 1958
meetmg gan pick and choose among
some 30 speakers and 50 panel mem-
bers (Iiscussing more than 40 sub-
jects. This is 2 long junip from
October 1923 that one-day meet-
ing when broadcasters were con-
cerned pvimarily with their need for
more air space and a desire 10 sce a
Federul Radio Commission estab-
lished.

Delcgates from the radio sicde will
be pavdcularly interested in "Fues-
dag uliernoon’s radio management
conference led by John F. Meagher,
NADB vice president lor radio. Leiul-
ing a discussion of ""This Business ol
Radio — Inventory 1958 will be F.
Merrill Lindsay Jr.o ol WSOY Deca
tur, 1L, chaitman of the NAD R
dio Doard.

Abo participating will be F. C.
Sowell of \WWLAC Nashvyille, Tenn.;
Frank M. Headley, president ol the
Station Representatives Association,
and Matthew ]. Culligan, head ol
the NBC Radio network,

And on Wednesday alternoon,
radio delegates will hear \Waorth
Kramer ot W]JR Detroit, chairman
ol NAB's Committce on Radio Stand-
ards ol Good Practice, speak on the
relationship ol goad practice to good
business,

That same day RAB's presenia-
tion, “Your Future iy Sound,” will
feature Kevin B. Sweenev, RAB pres-
ilent, and Jolm F, Hardesty, RAB
vice president. Abo, E. K. Harten-
bower of KCMQO Kansas City, Mo,
chairman of the NADB Radio Re-
search Committee, will moderate a
panel discussion on “Measuring the
Radio Audience.”

A Thursday morning session for
radio management will be devoted 10
an All-Industry Radio Music Licens-
ing Conlerence. o o «

98 (Supplement p. 1)

1FHS IS RADIO MONTH

MAY IS
NATIONAL RADIO
MONTH

May marks the observance of National Radio Montli.

For the fivst tme it has been extended {rom a week w a month,
and promotion plans are proportionately bigger than ever belore.

Sclieduled 1o tie in with the NAB convention, National Radio
Month will spotlight the sound medium throughont the country.

Sponsoring the ohservimce are the National Association of Broacl-
casters, the Radio Advertising Bureau, the Electronic Industries
Association aind the National Appliance Radio-Tv Dealers Associa-
tion. Coordinator lor the promotion is John F. Meagher, NAD'Y
vice presitlent for radio, )

Alr, Meagher veports that major trade el civie organizations
tiave been notificd ol the industy's plans and that many have
pledged cooperation witlt local stations. Congressinen have also
expressed willingness 1o help by sencling special vecorded messuges
to stations in their constitnencies. Radio set mamifacturers and
dealers are planning advertising support.

Individua! stations wust hear e nmjor resposibility Tor the
success of Navanal Radio Month, however, My, Meagher points
out. Toaid bhroadcasters, i special ln'mnmiun Kit has been prepared,
and mailed o ali NAD members. Noun-member stations have re-
ceived part ol the material in order to make the observance as
widespreud as possible,

U'he theme lor the month il lor the kit dis “Radio is close 1o

sou .. .at home ... on the move . . . in your commumity . . . vadio
is tlose to all \nerica.” -

r—------!--.---------r,’----.1

I - |
! radig; ;
! is close{to you !
1 af home . .. on the move . . A in your communily |
| radio js close to all america |
: MAY IS NATIONAL RADIO MONTH :
S I U

Newspaper mat in NAB ki:

The promotion material is built aromd these aspects of radlico’s
service o the American peopie, Mr. Meagher says, and is one of the
most comprehemive ever distributed. It includes a series ol more
than 70 spot announcements, a list ol 72 promotion and program
ideas and designs [ reproduction ol tangible promotion itens
sich as humper strips, matchbooks and decals.

Other items are a specially-written speech which cam be adapied
fo local use, news releases for on-the-air use and lor newspapers, a
fact sheet on vadio, a sample proclamation for Radio Month, quotes
fram national leaders, a compendium of excerpts Irom letters lrom
major civil and traternul organizations and trade groups ard a
s zecially-designed mat for use in printed material and vewspapers.
 Mr. Meagher Dbelieves that this kit contains most ol the uznls
nee-ed tor making National Radio Month the best radio promotidy
in NAB history,

U.S. BADIO o My 1938

WAWW. americanradiohistarn.com. o
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RADIO

SATURDAY, APRIL 26
9 a.m. jo 5 pun.

REGISTRATION
Galeria. Biltmore llotel

SUNDAY, APRIL 27

7 a.m. ta 7 p.m.

REGISTRATION
Galeria, Biltmore llotel
10 am. to 2 p.m.
BROADCAST MUSIC INC.
BOARD MEETING & LUNCHEON
Cleveland & Missioir Rooms. Hotel Statler
12 p.nt. 1o T p.it.
EXHIBITS
Hotel Statler:
Garden Room
Wilshire Room
Los Angeles Room
Assembly Room

Biltmore Hotel :
Second Floor,
Ballroom Foyer,
Grand Ballroom

3 pan. to 4:30 paa.

MBS AFFILIATES MEETING
Conference Room #2, Biltmore Hotel
3:30 pan. 10 5 pan.
CLEAR CHANNEL BROADCASTING
SERVICE MEETING
Conference Room #5, Biltmore lHotel
3:30 p.an. to 5 pone
DAYTIME BROADCASTERS

ASSOCIATION MEETING
Conference Room #8, Biltnore Hotel
4:30 puan. 10 6 p.n.

MBS AFFILIATES RECEPTION

Conference Rooms #3, 4. Biltmore flotel

MONDAY, APRIL 28
8 a.n. to 9:30 a.m.

QUALITY RADIO GROUP’ BREAKFAST
Conference Room #7, Biltmore Hotel

10 aun. 10 12 pan.

“FORWARD MOVING FM*
Music Room. Biltinore Hotel
Presiding: RAYMOND S GREEN
WFLN Philadelphia, Pa.
2 p.niz
LABOR CLINIC
Musie Room. Bilunore Hotel
Presiding: LESLIE C. JOUNSON
WHBF Rock lIsland, 1H,
4 pan. 40 5 p.m,
WAGE-HOUR SEMINAR

Music Room. Biltmore Hotel

TUESDAY, APRIL 29
10 a.im. ta 12 p.m.
JOINT SESSION
Biltinore Theatre
(Management and Enginecring Conferences)
Keynote Address: DR, FRANK STANTON
President of C. B. S.
Preseusation. of Kevuote Award: HAROLD E. FELLOWS
President of NAB

Address; HON. JOHN C. DOERFER
Chairman of FCC

U.S. RADIO e Sy 1938

THIS IS RADIO MOXNTH

AGENDA

12:30 p.n.
LUNCHEON
Biltmore Bowl, Biltmore Notel
Addressy MARION HARPER, JR.
I’resident of McCann-Frickson
Special Feature: DAVID HARDACRE

National co-winner, Yoice of [Demacracy contest
2:30 pan. 1t 5 pan.

RADIO MANAGEMENT CONFERENCE
Pacific Baliroom, flotel Statler
Presiding: JOUN F. MEAGHER
Vice President Tor Radio, NAR
STHIS BUSINESS OF RADIO-INVENTORY 1938"
F. S. Sowell, WLAC Nashville, Teun.
Frank M. Headley. President of SRA
Mauhew J. Culligan, Vice President in Charge, NBC Radio
“RADIOS ROLE IN NATHONAL DEFENSE™
Honorable Robert E. Lee. FCC; other government
and industry executives.

5:30 pan. to 7 p.i.
SOUTHERN CALIFORNIA BROADCASTERS
ASSOCIATION RECEPTION
Pacific Ballroom, Hotel Stailer
7 pan.
BROADCAST PIONEERS “ANQUET
Golden Siate f\’oom,_ Hotel Slalle{

‘WEDNESDAY, APRIL 30

9:30 a.in.
JOINT SESSION
Biltmore Theatre
Panel Discussiont Member:hip of the FCC
Moderator: MR. FELLOWS
12:30 p.n.
LUNCHEON
Biltinore Bowl, Biitmore [lotel
Address: HAROLD E. FELLOWS
President of NAB
Special Feature: EDWIN W. EBEL
Chairman. radiosty committee, The \dvertizing Council
2:30 p.an. to 5 pon.
RADIO MANAGEMENT CONFERENCE
Biltmmore Theatre
Presiding: MR, MEAGHER
“GOOD I'RACTICES ARE GOOD BUSINESS®
Worth Kramer. WJR Detroit
“YOUR FUTURE Is SOUND™
RAB Presemation. Kevin B. Sueeney. President of RAR;
John F. Hardesty, Vice President
“MEASURING TIHE RADIO AUDIENCE”
Moderator: E. K. HARTENBOWER, KCMO, Kansa< City. Mo.
Panelists: Represenlalives of the rating services
7:30 p.m.
ANNUAL Bz\NQUET
Palladium, 6215 Sunset Blvd.

THURSDAY, MAY 1

10 a.mn.
RADIO MANAGEMENT CONFERENCE
Pacific Ballroom, Hatel Statler

All-Industry Radio Music Licensing Conference
Chairman Pro Tem: ROBERT T. MASON, WMRN Marion, O,
12:530 p.m.

LUNCHEON
Biltinore Bowl, Biltmore Hotel
Presiding: \MIR. FELLOWS
Special Fecture: Industry tribute to Dinah Shore for
her contribution te radio-tv entertainment
ANNUAL BUSINESS MEETING
ADJOURNMENT

(Supplement p. 3) 39
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PLENTY : Live Music to swing out
your sales campaign. Sports events
WOMENS FARM that win extra points for your prod-
SHOWS SKRV ICE . uct...and that’s not all. A Farm
—m 0 mm—— program that’ll put your tractor in
high gear. A Women’s feature
that’ll put your cosmetic on a mil-
lion faces.... You name the product;
we’ve got a program that can sell it.

But programs alone don’t do it: It’s
the people behind them that convert
listeners into customers. And we
have the people—over 200 top-flight
personalities that breathe life into
every program and commercial.
Audiences respond to this vigor and
know-how. They respect it.

Proof? We have it: A recent study
in six cities by Motivation Analysis,
Inc. showed clearly that our Person-
ality Programming gets far greater
listener attention than the Inde-
pendent competition.

What’s more, the very scope of our
program schedule inspires audience
belief. People think of our stations
as big and authoritative. They be-
lieve in ouir* programs. And finally,
_ they believe in your commercials.
This is our case. It can be yours.

"7- CBS RADIO SPOT SALES

t - % WCBS, New York
W, iy WBBM, Chicago
X KNX, Los Angeles
WCAU, Philadelphia

WCCO, Minneapolis-St. Pawl
WEEI, Boston

KMOX, St. Louis

KCBS, San Francisco

WBT, Charlotte

WRVA, Richnond

WTOP, Washington

KSL, Salt Lake City

WMBR, Jacksonville

KOQIN, Portland

CBS Radio Pacific Network
and CBS Rudio

New England Network,

B mericanradiohistory com


www.americanradiohistory.com

focus on radio

— 11 Radio’s First
“0 38 Years

Place a 1958 tramsulor beside one of 0, 1ee vde Fores’s 1906
andion vacuum tubes and the “growth” of radia secms anomalons,
indeed. But radio wmen are not fooled by semantics. Radio has
grown into cwrs, onto beaches, out of elocks, along kitchen

shelves, between bedroom furniture, It will bloom soon o
nrilltons of wrists, JAnd, above all, i1 will continne growng fo
envich the lives of bsteners in almost 30 million homes and to produce
the best-oifermed peaple in the world, Only radio can be
companion, informant, enlertainer, force. Qutlel for o

Mary Matgaret MceBiride, an Orson Welles, a Father Conghlin,

a Mortimer Suerd, an FOR, Ixis of a nation ou election day,
Peavl Harbor Day, 1-f Daxy, Woild Series Day, everyday.

Tius ucture history needs 1,000 pages to be complete, 1's just a
taste of the last 38 years of radivn’s many. many fluvors.

1920: KDKA Pittshurgh, P’a., hraadeasts the returus
of the Harding-Cox election (abore left} on

November 2. opening a new era in communicaitons.
Radio was recognized early as an unpurtant outlet

for political expression.

in 1922. Congressman Thomas E. Marshall of Alissourt
addressed constituents over KSU St. Louis

one month after the station’s debur.

Ten years later one political party sperit $300,000 for
radio time, and in 1933 the President spolke fo

the nation 20 times in 10 monihs.

1923: Radio begins inroads

as @ mass entertainment medium

and soon many enleriainers

are houschold words.

Ilere are Eddie Cantor,

first of the Broadheay stars 10

broadcasi regularly.

and Billy Jones and Ernie Hajs
The Happiness Boys.

The athletically inclined

could even take

early morning exercises.

12 (Supplemenit p. 8
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1923: These performers don’t seem quite

accustomed 1o the big Westinghonse

microphone at WJZ's Newark, N. J., studio. This wwas the
year of the first multi-station wire hookap, linking

WWEAF New York, KYW Chicego. WCY Schenectady, \. Y.,
and KNDKA Piushargh, Pa.

1924: Stations are not content
merely to air news from

studios and broadcasts were
originated frowm the national political
conventions. In 1925,

WGN Chicago microphones travelled
to the famous Scopes trial
couriroom in Tennessee.

o

1924 The first Western Electric
amplifier in use in the Midest

operates transmitier (above left)

at Elgin, Ill. Some experiments. such as

a floating blimp antenna at Saxonburg. Fe.,
didn’t work. But by 1933. David Sarnoff
and Guglielmo Marconi

could siand before transmitting equipment
like this at Rocky Point. I.. I.

and the next year I'LI" Cineinnari. Q.
started testing a 500 ke transmitter.

diehistorv.com
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Radio’s First 38 Years

I1926G: \Network radio brings events and personalities

{0 the nation’s homes and

revolutionizes the living habits of vinllions.

\BC was formed in September, and a year lnter W17

became the flagship station of NBC's Blue Network,

chile WEAF remained key station of the Red Network.

In 1927, CBS was organized.

Throngh network radio. listeners thousands of miles away

could enjoy the exploits of Babe Ruth (shown with Graham VMeNamee),
the homespun philosophy of Will Rogers, 7
the sage comments of Thomas Alve Fdisan (shown tn 1928).

e

1928: Freeman Gosden and Charles Correlt

become Amos 'n Andy as radio develops

iis oun stars and cnieriainment forms

{shown, above left, in 1926 when they played Sam 'n Henry).
In 1929, Myt and Marge. forerunner of the soap operas,

went on opposite Amos 'n Andy.

Right on their heels, in 1931, camne

Chester Lauck (right) and Norris Goff

Jum and Abner — (shouwn sn 1939).

radiohistorv.com __J
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1933: Radio performers are
embarked on hwo decades in
which they become an
intimate part of

American family life.

Don McNeiil's Breaklast Club

is still going strong. as is Bing Crosby

(shown with [requent guests,
the Andrews Sisters).
All-time radio greats included
Bob Burns, Edgar Bergen and

Charlie McCarthy, Rudy Valee and

Joe Penner (with that ducl).
And great artisis like

Arture Toscanini

became available with the

fAick of a dial.

1937: This on-the-spot

reporting of the Olio and Mississippi

Valley floods is an example of

radio’s development as

a primary news medinm. Netnwork mobile

units such as the one below, and I OR

Newark's remaote pickups, proved radio’s

claim as a mnajor news source during the

Lindbergh baby kidnapping in 1932. By 1937
the year of Marceni's death

there were 26 million radio homes

and 37 millien sets.
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Radio’s First 38 Years

F9d41: Dr. Frank Conrad

works in his laboratory

shortly before his death.

The Westinghouse assistant chief engiuveer,
often called the *[ather of broadecasting.”
sent out radio telephone programs on

this transmyitter vrighty in 1916.

Puring the week of his death.

President Rooserelt’s war message was
heard by 90 million persons.

World War FH: Awmerica listens lo radio [or!

first-hand war news. Edward R. Murrow's
“This is London” and Gabriel Heatter's
“There's good netwes tonight” as well as reports
Jrom H. 1. Kaltenborn became familiar bywore
Wiiliam I.. Shirer, Eliner Davis, Howard K. Smi
Rohert Trout and other cormentators

and correspondents beeame a nightly habit,
Shawn on-the-scene in Tokye at jwar’s end

is Gearge 1. Folster.
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year, radio’s top comedians

1953%: Portable tape recorders bring ilie
Korean War even closer to listeners,
Here Jimn Robinson is reporting. And in that

got together to celebrate another Benny 39th birthday.

lack Benny, F'red Allen and Bob Hope gained fame

on the nredinm that spotiighted

Ed Wynun, Major Bowes, Al folson, Fibber McGee & Molly,
Fanny Brice, Kate Smith and a host of others.

U.S. RADIO e MNay 1958

THIS 1S RADIO MONTH

Today: Radio has become the

personal medium, with sets in the

kitchen, the bedroom,

the famrily ear and — in portable

forin — everywhere. The local personality

is typified by Martin Block (above left),

radio’s first disc jockey. Aw example

of the far-reaching neuwork news

and Information services of

VBC. CBS. ABC and MBS is Mutuals
Washington burean (right}. Group ownerships
have come into prourinence, and single independent
operations are going strong. Mobile units

mnake possible local coverage of almost any event.
Statiens have developed varied informatioii.
entertainment and service prograins

suited to their communities. And (above center)
as any Bob and Ray fan can testify.

radio still creates its own stars.

(Supplement p. 13)
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NAB

CONVENTION
EXHIBITORS

A highlight of the NAB Loy Angeles gatheiing
i+ the exhibits ol the Latest in radio equipment
at bath the Rilorore and Statler Hotels.

Radio delegates will see on display equipment de-
signed for more compact, more auwtemave and more
cconomic vadio operation.  Transistor and nfagnetic
recording devices will be ol particular interest.

Displays ol every tvpe can be viewed on Sunday.
\pril 27, tronrnoon o 7 pan.: en Monday, Tuesday and
Wednesday trom 9 a0 7 pa. and on Thaesday
from 9 a.mn. 10 2 pan. They will i1l the second toor, the
bhallroom [oyver and the Grand Ballroom of the Bili-
more. and the Garden Roam, Wilshire Room, Los
Angeles Roont aid Assembly Raoonr of the Statler,

“About one-third of all major products exhibned
will feature transistorization with resultant decrease in
size,” according to a General Electric spokesman. “Tlie
tremel towcard smaller. more reliable equipment fen
radio . . . will be continued this year.”

Included in the GE line will be it complete line of
audio equipment and the 50 kw i tramsmiter intro-
duced last year—the diest, GE clainn, to use germanium
rectifiers, semiconducror devices, lor all d-c supplies. 1t
oo, ““is comiderably smaller in stze than any available
up o this time.”

The RCA exhibit will featre automatic progrin.
ming equipment “capable of [cediug to the airwiaves a
radia station’s schedule twough an entire hroadcasting
day.”

The system employs punched paper tape to allow the
station to preachedule a day-long program. It can he
operated mamaally at any point in the program schednle
to allow for lust-ntinuie changes, spot news or cmer
gencies,

The autounatic system, reports RCA, features “mag-
netic dises for recording aid storing program nurterial,”

ahich is described ay Vinexpemsive.” The dises “cun he
repliyed indefinitely without loss of quality.”

Collins Radio Co. will shaw a “single channel trans-
isworized remote amplifier,” as well as new wivnsbles,
uming units, transmitters and consoles.

A dull line ol audio equipment will be showir by
\nmipex Corp. It will feawyre fhe kenmpany’s “latese
fitagnetic recordeis lor the |n‘u[essimiul broadeamnster.”

New modulation and frequency gdeviation monitors
for mu will be shown by General Radio Corp., along
with noise and distortion meters, antenna-measuring
equipnient mid automatic line-voltage regulators,

Gates Radio Co. will display equipment for “a com-
plete oute kw inn packaged radio station and equipment
tor a complete one kw lm packaged station.” This will
include a new one Xw am transiitter, and a new 1,000
watt fur cransmiuer with naluiplex installed. Gates also
will introduce 12 new products for wse by radio stations,
including 1 vew developinent in automatic progran
g,

Caterpillar Tractor Co. will exhibit one ol its electric
sets equipped with a radiator and Lan and autemitic
startstop equipment.  Colored wrinslite  photos  will
show stations throughout the counury in which Cat
clectric sets are cmployed, the installation of the anits
wd also the cycle during a utility power failure.

Tower obstruction lighting equiputens will be dis-
plived by Hughey & Phillips Inc. The company will
have a demonstration of its “rentote lamp failure e
slicator system™ which provides “a continuous and posi-
tive nteans of monitoring tower light control,” and
aluarnt units lor unatended microwave relay stations.

The Rust Industrinl Co. will show broadeast remote
coutrol equipment, plus the “Rustrak  Miniaturized
Strip Chart Recorder” Tor gutomatic logging

-
rad.o Corrected up tc press time

EXHIBITOR HOTEL SUITE : COMPANY REPRESENTATIVES

Equipment

AMPEX CORP. Statler Wilshire Neal K. MeNaughten. R. A. Miner. C. R Paulson. Jack
Room 1-11 " Hauser, John Leslie. Charles Ginsburg

BLAW-KNOX CO. | Statler R. A. Troman, W, S. Roscoe

Biltmore

BROWNING LAB.,, INC. Biltmore ! Exhibit Room Gardiner C. Creene. Mrs. Gardiner C. Greene. Eliot Baker
2208

CATERPILLAR Biltmore | Ballroom C. E. Krosce, R. V. Bradley. ]. W. Joné~, C. B, Mulleagzue,

TRACTOR CO. Space 6 J. 2. Hen:ley

COLLINS RADIO CO. Biltmore Balltoom Foyer| J. M. Haerle. H. O. Olson. G. T. Tasto, . P. Wallace. J. F.

Space 1

18  (Supplement p. 11)
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Stanbery. G. C. Wetmure, T. R. Barher. T. N. Hewlett. W. A.
Weiland. E. L. Grandison, C. R. Rollert, D, J. Jordan
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Because of programs such as “Gunsmoke”
(and Jack Benny and daytime serials,
Arthur Godfrey and CBS News).., Harvard
College became a network radio advertiser

the other night, sponsoring an hour-long
special broadcast, “The Case for the Col-
lege,” over the full CBS Radio Network.

Itspurpose,as Harvard's President Pusey
putit:“...tocall attention both to Harvard’s
ambitious plan and to the great needs of
all our American colleges.”

To call attention. Where else in radio
would Harvard be as sure of getting it as
from CBS Radio Network audiences? The
programs are not designed to do home-
work or income taxes by. The entire net-

NOT
RA]())IO

work schedule, Godfrey to “Gunsmoke,” (B)Y

E CBS RADIO NETWORK

each program in its own way, requires lis-
teners to listen. They expect to give their
attention...or else they don’'t tune in.

That's why Harvard, with its dramatic
appeal for funds, came to CBS Radio. Just
as the country’s leading advertisers do. For
the head start that audience-attention
gives to sales effectiveness. And for the
authority and importance that only
attention-getting radio can generate.

Significantly, these program qualities
work best for the listeners, too.

Year after year, the CBS Radio Network
schedule gathers the largest audiences in
all radio. Audiences in the habit of paying
attention. Here is the first essential for
selling a product, a service, ari idea.

Where you reach 50 per cent more listeners
in the average commercial minute

wWWW. americanradiohistorv.com
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EXHIBITOR HOTEL | SUITE I COMPANY REPRESENTATIVES )
DRESSER-IDECO CO. Biltmore Exhibit Rooms | K. 1. Brus, Dan Byrd. J. Roger Hayden, J. M. Hogan,
2204-2205 Georges lles, Orville Pelkey
|.2207
ELECTRONIC Biltmore Exhibit Rooms | Ralplt Aul aler [eide
APPLICATIONS, INC. 2105-2106
GATES RADIO CQ. Biltmore Ballroom Foyer I’. S. Gates, Latry Cervone, Norbert Jochem, Edward J.

GCENERAL ELECTRIC CO. Statler

GENERAL RADIO CO.

Statler

INDUS. TRANSMITTERS Statler

& ANTENNAS

KAHN RESEARCH LAB., Statler

INC.
MAGNE-TRONICS, INC.

RADIO CORP. OF
AMERICA

RAYTHEON MFG. CO.

RUST INDUS. CO._, INC.

SCHAFER CUSTOM
ENGINEERING

STAINLESS, INC.

THE STANCIL-
HOFFMAN CORP.

STAND. ELECTRONICS
DIV. RADIO ENGR.
LAB’S., INC.

UTILITY TOWER CO.

Representatives

BLAIR & CO.

Biltmore

Biltmore

Statler

Biltmore
Statler
Statler
Biltmore

Biltmore

Statler

Statler

Chapman Park

THE BOLLING CO., INC.i Statler

THE BRANHAM CO.

HENRY |
€O, INC.

CHRIJSTAL

EVERETT-McKINNEY
FORJOE & CO., INC.

50 (Supplement p. 16)

l Biltmore

Biltmore

Town House

Biltmore

WWW americanradiohistonic o e

. Space 10

Wilder, Jolm R. Price, Tom Wallace, Bob Richards., Paul
Gregg, Joe Lngle, Bill Neumann, W. F. Brady, Bill Hoyt,
[Hardin Siratman

Space 3

Garden Terrace] W. J. Marlock, P, [, Chambetlain, [larold B. Towlson,
Room J. Wall. M. E. Minich. M. Alves. 5. J. Eby. M. . Duncan.
R. E. Baker

Wi ilshire RoomJ Joseph E. Belcher, Charles A. Cady. William R. SayJor, Wil-
liam R. Thurston

Wilshire Room Bernard Wise, Fred Gayer, Stanley Friedman, ILicharil

Space 9 Batey. lobert Jordaw

Wilshire Room Leonard . Kahn, Kennetli B. Boothe

Space A

Exhibit Rocom \ Thomas I.. Clarke. Joseph F. Hards, Roger L. Thaster
2359

Ballroom T. A. Swith, Dr. G. IL. Brown. T. H. Miwchell, E. C. Tracy.
Space 7 . R. Henken. V. E. Tronaunt. M. A, Truiner, D. Prant, E. N.
Exhibit Rooms . luddy, W. B. Varnum, W. H. Lowtler, I>. Greenmeyer, J. £.
2226-2227 Hill, A. M. Miller, E. T. Griffth, . Bergquist

2228

Los Angeles . Alpert. 11 J. Geist. R. A. Keller, C. E. Lintle. 1. J. Rome.
Room J. L. Lovett, J. ), Sedik, W, B, Taylor, D. J. Webster, R. G.

Mel.aughlin, 1. A. Crawford

Exhibit Rooms William F. Rast, Jr,, Donald G, Inman

2212-2214

Wilshire Room Paul C Shafer, Wm. N, Amidon
Space 1.2

Walter L. Guzewiez, Henry 1. Guzewicz, Jolin J'. Guuewice,
| John Fi~lier

Exhibit Room  W. V. Stancil. R. }1. Sten:by, C. Dexter Haymond

2309

Exhibit Rooms | William H. Zillger, Allen R. Taylor, William H. Rappolt
2202-2203

Wilshire Room

Space 3

Los Angeles

C. K. Nélwn. Jerry Nelson, Verle Duval
Room

John Blair. Arthur MeCoy. Edward P, Shurick, Wichard L.
Foote, Wells II. Barnett

George W. Bolling, Dick Swift, Mort Barrett, Robert Bolling,
John D. Stebbens. George W. Bolling. II1, John T. Coy

L. 5. Greenberg, J. F. Timlin, Geo. Harding, Peter Childs,
John Murphy, lim Lowman, Nerman Nuyes

Henry I. Chrisal, Irvin Gross, Douglas Ballin, I"hillsin Flan.
agan, Richard Green, Pierre Megroz, Juseph Spadea, Neil
Cline, Richard Charlton

Muax Evereit

Joseph Bloom, l.awrence Krasner, Charles Haddix, Barney
| Ochs

THIS 1S RADIO MONTH U. $- KADIO » May 1958
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In fact, 93.3% of all WOR listeners are adults

—the prime sales target in America’s #| market.

w fm 98.7
Ex A Division oj;v“
R A R K|}

*PULSE Audience Composition, Winter 1958.

U.S RADIO e May 1938 (Supplemeny p. 17) 51
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EXHIBITOR |

HOTEL l SUITE

COMPANY REPRESENTATIVES

GILL-PERNA, INC.

HARRINGTON,
RIGHTER & PARSONS,
INC.

THE HEADLEY-REED CO.

GEO. P. HOLLINGBERY
Co.

H-R REPRESENTATIVES
THE MEEKER CO., INC.

JOHN E. PEARSON CO.
EDW. PETRY & CO., INC.

RADIO-TV
REPRESENTATIVES

|
PAUL H. RAYMER CO.,
INC.

RAMBEAU, VANCE,
HOPPLE, INC. |

SIMMONS ASSOCS.

VENARD, RINTOUL &
McCONNELL, INC.

WEED & CO. ,
ADAM YOUNG, INC.
Networks

ABC

CBS INC.

CBS RADIO

KEYSTONE
BROADCASTING, INC.

MUTUAL
BROADCASTING, INC,

NBC, INC.

(5]
[

(Supplement p. 18)

Biltmore

Statler

Statler

Statler

Chapman Park
Statler

Town House

Biltmore

Biltmore 2102-3

Biltmore
Biltmore
Hollywood

Roosevelt
Statler

Town House

Ambassador 281-2-3-4

Biltmore

Biltmore

Biltmore

Biltmore
Biltmore

Biltmore

THIS 1S RADIO MONTH
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Helen Gill. John J.Perna. Jf.. Charles Kemp, Paut T. Mpr-
ray. Robert J. Feihl, Richard J. Mileto. Walter Beadell,
frving Unger. Robert Walker. Bambie Herringion, Daniel
W. Bowen. Harry Wheeler. Rogers DParran, Joseph Keller,
Alan S, Young

Jolm E. Harrirgtan, Jr.. Volney Righter. Jumes 0. Parsons.
Jr.. Jolm F. Dickinson, Carroll R. Layman, Frank Donglierty

Sterling B. Beeson. John 11 Wrath, Clark Barnes, Arl Asior,
Jack Hardingham, Fred Adair. Jim Ingram

George ) llollingbery, Juseply Payne, F. E. Spencer. Jy.
Harry 1. Wise, Jr.. George Lindman, Richard N, lHunter,
Fred Hagune. Ruy Fadwards. Jr., Fritz Snyder

Frank Headfey, Frank ellegrin. Paul Weeks

Robert D. C. Meeker. Fdgae B. Filam. Catl F. J, Jewert.
Den Pontins

Johin Pear=on. Russel Walker

Edward Petry. Eldward E. Voynow. Martin L. Nierman, Er-
nest Lee Jahncke. Jr.. William B, Mallefers, Garrent [,
Molfihan. Paul Kennedy. L. D. Larimer. Carroll R. McKen-
na. Dounglas Carrnth. George E, Ledell, Jr., Lloyd McGovern

Harry 8. Goodman. Peggy Stong

Paul H. Raymer, Fred C. Brokaw. L. Ray Rhddes, J, Miltow
Serapatr, John D, Gale, Jr., Jumes C. Rogers

William G. Rambean. Robert Vanee. Jr., Kdwards Hopple,
Mary Rudd, Mary Rambean, Marin okeach

David Simmone. Gale Bloeki. Jr.. Theo 8. Hall, Jame= Gates

Lloyd George Venard. Jumes V. McConnell, [lnward I
Meyers. Steve Rintonl, Jr., Clyide Melville, Glenn AcEntyre,
Bill MarshaM

Juseph Weed, Edwir J. Fitzgsimmons, David OShea

Adam Yonng, Stephen A, Macheinski. Jr.

Leonard 1. Goldensoim, James G. Riddell, Robert . Hinek-
ley, Farl J. Hudson, Jolin 11 Miehell, Michael ). Foster,
Frank Marx. Edward J. DeGray, Harry Woodwortl, Michael
J. Minahan. Earl Mullin, Frank Atkinson

Frank Stanten, E. Kidder Meade, Joseph 1. Ream, Kichard
5. Salant

\rthur Hull Hlayves. 1. Leslie Atla~s, Jules Dundes, William
\. Schudt, Jr.. William H. Brennan. Jr., Thomas I'. Duggan,
Edward E. lall, Eric 11. Shaline, Charles S. Steinherg. Rob-
ert J. Sullivan. Thonas Y. Gorman, Robert llyland. Fred
Ruegg. ¥ruie Shomo. Sam Slate. Henry Untermeyer

Sidney ). Wolf, Edwin R. Peterson, Wiltliam Bayer, Henry
Eschen. BBlanche Stein

Armand Hammer. George Vogel. lobert F. Hurlelgh. Sidaey
I’. Allen. Charlex King, Norman Osthy

Robert W. Sarnoff. David Adams. Kenneth Bithy. J. M. Clif-
ford. Robert Kintner. Charles Colledge, Matthew ], Culli-
can, Thomas Ervin. Andrew lHammerschmidi, Jules Herbn-
veaux. Thomas McCray. Thomas McFadden, Carleton Smitls,
John West. Lloyd Yoder, Richard Close, William David-on,
George Dietrich, George Graham, Raymond Guy. Edwin
Jameson. Harry Bannister. Thomas Knode, Donald Mercer,
Sheldon 1lickex, Jr., Paul Hancock, William Kelly, Ogden
Knapp, Raymond O*Connell, Paut Rittenhouse

U.S. RADIO '« May 1958
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Mitch Miller urged the Disc Jockeys Convention “‘to give up lazy

pregramming—teo play music for every age and every taste.”” Qur policy
of varied programming has proved Mr. Miller right. Beyond the blues
horizon waits a wonderful day-and-night audience of adults.

The adulfs who do most of the buying of our sponsors’ products.

WDS U-RAnl o New Orleans

U.S RADIO e DMay 1958 (Supplement p. 19) 53
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EXHIBITOR

HOTEL

SUITE i

COMPANY REPRESENTATIVES

Services

THE ASSOCIATED PRESS Statler

BROADCAST MUSIC,

INC.

HARRY S. GOODMAN

PRODUCTIONS
LANG-WORTH

FEATURE PROGRAMS,

INC.

A. C. NIELSEN CO.
THE PULSE, INC.

RCA RECORDED
PROGRAM SERVICES

RADIQO ADV. BUREAU

SESAC, INC.

STANDRARD RADIO
TRANSCRIPTION

SERVICES INC,
UNITED PRESS

WORLD

BROADCASTING, INC.

Publications_

ADVERTISING AGE

THE BILLBOARD

BROADCASTING

RADIO TV DAILY

SPONSOR

STANDARD RATE
& DATA SERVICE

TELEFILM MAGAZINE

TELEVISION AGE

TV MAGAZINE

U. S. RADIO

VARIETY

53 (Supplement p. 20)

Biltmore

Biltmore

Biltmore

Biltmore

Biltmore

Biltmore

Exhibit Rooms

[2107-2108

Exhibit Rooms J

/1 2102-2103 !

Exhibit Rooms‘i
2305-2306

Exhibit Rooms |
2112-2115 i

Exhibit Rooms |
2300-2301
2302

Biltmore— . Exhibit Rooms

Biltmore

Biltmore

Biltmore

Biltmore

Biltmore

Biltmore

Biltmore

Biltmore
Statler

Biltmore

Biltmore

Biltmore

Statler

Biltmore

Biltmore

2134-2135

Exhibit Room
2361 |

Exhibit Room
2326

Exhibit Rooms |
2200-2201

Exhibit Room
2130

Exhibit Room
2117

Exhibit Rooms
212B-2129

Exhibit Room
2340

Exhibit Room
2104

Exhibit Room
2117

Exhibit Room
2133

Exhibit Raom
2235

1HIS 1S RADIO

wWWwWwW.americanradiohistorv.com

Oliver Grumling

Represented ut the Convention by officials of the company
Harry S, Goodinan, Everen F. Goodman

Jalin Langlois. Cy Langlois, Ir.. Willie O’Keefe. Hugh Allen,
Charles lless. Ed Gardiner, Boly 1lall. lohn Courcier. Bob
Bochmer., Spence Caldwell

IL A, Rahmel. ). K. Churehill, G. E. Bleehta, W. R. Wyaut,
J. R, Matthews. W. E. Weseloh, E. [L. Ephron

Dr. Svdiey Ruslow, Irma Roslow, Edwir Calin, Lou Frankel

Emmett B, Dunn, A. B. Sambrook, Edwanl H. Kelly, Ben
Selvin. Peter M. Rogers. William F. Reilly. George Field,
Wallace Cocliran. Gus tHagenali, Jack Nadeau, John J, Alves,

Hugh Grauel. William C. Gartland, Jack Dill
Kevin B. Sweeney. John F. llardesty, Warren lJoorem

\liee Heineeke, Evarard 8. Proger, Jim Myers, Sid Guber;
Harold Fitzgerald, Keith Miller, David K. Milsten

Olza Blolim, Charlex Michelson. {larry Bluestone

Frank 1L Bartholomew, Lelloy Keller, C. Edmonds Allen,
William C. I"ayette. Rhea T. Eskew. Richard A. Lithn

Bobert V. Friedlicim, I)ick Lawrence. James Weathers. Hal
Funi=, Mike Gurney. Rabert Manroe, James Ricks

\Mauarine Christopher. Stanley L. Cohen. I%hilip A. Sietz, Gor.
ilon 1 Lewis, Walter 8. Reilly, James March

Sam Chase. Panl Ackerman, Joel Friedman, 3ol McCluskey,
Sam Abbott, Joel Friedman

Nol Taishoff, Maury Long. Wit Levi. Warren Middleton, Ken
Cowan, Jolin Oshon. Bruce Roliertsen, Don West, Edwin H.
James, Rufus Crater. J. FFrank Beatty, Ed Sellers, Bill Aler-
ritt, Virginia Stricker

Charles A. Alicoate, Marvin Kirsch, Joe Morris, Arthur Si-
mon, 'aul Devoe, Jerry Tidwell, Robert Sill, Harriet Mar-
unlies

Nurman R. Glenn, Elaine C. Glenn, Bernard Platt, Ed
Cooper. Jim Shoemaker, Ileih Martin, Alvin Outeuli, lane
Pinkerton, Pete Rankin

Albert W. Moss, Harvey A. Harkaway. G. Warren Carhart,
I". LelRoy Hess, Harold P. Alspungh, Willard . Pieree,
Thomas W, Carr, Williain R, Birdsall, Harold E. Green.
Leonard T. Giarraputo, Theodore B. Breskin

Al Preiss, Frank Orme
Sol J. Paul, Don D. Kuyk. Bob Spielman, ’ete Schulz

Frederick Kiigel, Boli Le#is
Arnold Alpert, Jonah Gitlitz. Benjamin Lachlis
Svd Silverman. Alel Green, George Rosen, Bol Chandler,

Herman Steinliruch, Julius Colby, Joe Schoenfeld, Jack Hell-
man, Dave Kaufman

MONTH U. S RADIO » May 1958
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TOBY
DAYID
Maon. thru Fri.
6:45-9:30a.m.

EDDIE CHASE

Man, thry Fri.
3:35-4p.m. 4:35-7p.m.

BUD DAVIES

Mon. thrv Fri.

-12 Noon  12:15-2:30 p.m. 3:15-3:30 p.m.

AUSTIN
GRANT

Mon. thru Fri.
12 Noon 2p.m.

A great line-up on Detroit's hardest hitting selling team,

/ Music and News around the clock to meet any advertiser’s

/ preference for broadcast time. Talent you'll find to be
/ the most potent selling Force in the Detroif region. Cost
is modest, too.

RADIO

ADAM YOUNG, INC,, GENERAL OFFICES J. €. Campeau,
Notionol Rep. GUARDIAN BLDG.. DETROIT President
U.S. RADIO o May 1938 (Supplement p. 21) 55
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Nothing subliminal about color radio. Los Angeles responded when C. E. Hooper called
to make his February-March report. KFWB is No. 1 in total rated time pericds. PULSE is
coming up fast, too. In wonderful Los Angeles, buy KFWB. Robert M. Purcell, president
and general manager. Represented nationally: JOHN. BLAIR & COMPANY

56 (Supplemens p. 22) U.S. RADIO e MAlay 1958
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Convention Area
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HOTEL KEY

I1) ALEXANDRJA o o o

S5th & Spring
Wilshire & Santa Monica
426 S. Hil

{2} BEVERLY HILTON « o
{3) CLARK o = »

(4) COMMODORE « » o
(5) MAYFAIR o « o

16) MAYFLOWER o « »

(7) SAVOY PLAZA « «

(8) STATLER o « &

19} BILTMORE, » « o

110} SHERATON - TOWN HOUSE o » o

U.S.RADIO e May 1958

7th at Lucas

W. 7th & Witmer
535 S. Crand

565 5. Grand

930 Wilshire

515 S, Olive

2951 Wilshire

THIS IS RADIO MONTH
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How to Get

of all Ru ral markets

Smart advertisers and sales promotional
people usually call 20% market coverage
very merchandisable—50% coverage FABU-
Lous—what then would they call KEYSTONE
coverage . . . unbelievable! But we can prove
that coverage—86% !!! One of the great suc-
cess stories in today’s advertising is the
resurgence df RADIO ADVERTISING AT THE
LOCAL LEVEL . : . BEAMED AND PROGRAMMED
AT THE LOCAL MARKET . . . INTERESTING TO
AND INTERESTED IN THE CONSUMING PUBLIC
IN EVERY HOMETOWN AND RURAL MARKET.

‘Write or phone the Keystone office nearest you.
It will be a pleasure to tell you.

Send for our new station list

CHICAGO

111 w. Washington

STate 2-8900

® TAKS YOUR CHOICE, A handful of stations or the network . . 3 minute of a full hour—it's

NEW YORK LOS ANGELES SAN FRANCISCO
527 Madison Ave. 3142 wilshire Bivgd. S7 Post St.
Eldorado 5-3720 DUnkirk 3-2910 SUtter 1-7440

up to you, your needs.

¢ MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network

coverage Jor less than some “spot™ casts.

¢ ONE ORDER DOES THE JOB. All bookkeeping and details are done by, Keystone, yet the best

time and place are chosen for you.

(Supplement p. 21)

WWW._americanradi

There’s just one way to cover . . . one way
to really dominate . . . and that’s with
Keystone Broadcasting System’s more than
1,034 locally managed radio stations.

Here are the Facts:

The 1954 Census of Agriculture, says there
are 4,782,004 U.S. farms, 4,068,138 of which
the Keystone Network covers on the “local
level” or 86% of the nation’s total number
of farms. In the 14 states having 150,000
farms or over, Keystone covers 88.9% of the
aggregate and the farms in these fourteen
states constitute 57.1% of the total farms in
the country

Y

COVERAGE

ver woice

U. S KADIO

0Ff wOomE¥OwN anD FumGl AmEaled

BROADCASTING SYSTEM, mc.

May 1958
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U. S. BRADIO
CONVENTION
SUPPILEMENT

LOS ANGELES
CONVENTION
GUIDE

hotels_

Alexandria, Sth & Spring. & it MA 47484 Hayward, 6th & Spring . Ml 5151
Ambaessador, 3400 Wilshire. . DU 7.7011 Hollywood Kaickerbocker, 1714 N. lvar. . HO 5-3171
Beverly Mills, 9641 Sunset CR 6-225) Hollywood Plaza, 1637 N. Vine HO 5-1131
Beverly Hilton, Wilshire & Santa Monica CR 4.7777 Hollywood Roosevelt, 7000 Hollywood HO 9-2442
Biltmore, 515 S. Olive_._..._.. = . Ml 1011 Hollywood Wilcox, 6500 Selms HO 9-1161
Bryson Apt., 2701 Wilshire DU 9-314) Lankershim, 7th & Broadway... TR 5781
Carlton, 529 S, Figueroa.. Ml 6571 Mayfair, W. 7th & Witmer DU 4.416)
Cavalier, 10724 Wilshire. . GR 7-8261 o | '

L s Mayflower, 535 S. Grand Ml 1331
Chapman Park, 3405 Wilshire ... DU 4-1181 Miramar, Wilshire & Ocean EX 4-3731
Chateau Marmont, 8221 Sunset.. HO 9.2911 S R S0 -
Clark, 426 S. Hill Ml 4121 Normandie, 505 $. Normandie DU 3.1351
Comrlnodore,.hh al Lucas o IR 7431 Park Wilshire, 2424 Wilshire. DU 9-2141
Del Capri, 10587 Wilshire ... GR 8.7791 Rosslyn, 111 W, 5th... M1 3311
Embassy, 851 5. Grand. . TR 0941 San Carlos, 507 W, 5th MU 2291
Figueroa, 939 S. Figueroa TR 8971 Savoy Plaza, 565 So. Grand MA 5_1411
Gaylord, 3355 Wilshire........ ... i DU 9-4161 Sheraton-Town House, 2961 Wilshire DU 2.1
Georgian Manor, 414 5. Hauser. - WE 9-2138 Statler, 930 Wilshire. MA 9.4321
U.S. RADIO « May 1958 THIS IS RADIO AMONTH (Supplement p. 25) 39

WwWwWw . americanradiohistorv.com


www.americanradiohistory.com

restaurants

(LWB = liquor, wine, heer.)
Bold face listings indicate Diiiex Cluly membership.

The following restaurants have been recommended by
Gournet’s Guide to Gued Eating. u. s. Rapio thanks
Gourmet Magazine for making available, in advance of
publication date. their most up-to-date list.

AMBASSADOR HOTEL—3400 \Wilshire Blvd. (DI7 7-7011).
Qpen 7 AM-11 PM. Lunch $1.30-2.75. Dinner $1.53 §6.30.
LWB. ‘' Recowmmand this for unusually fine hotel cuixine,
eovellent wines,”” *Canard @ U'orange is superb,”*

THE BEEFEATER INN 170 N. La Cienega Bivd., Beverly
Hillx (O1. 35097 5. Opien 11:30 AM-—2 ANM. A In carte only.
Lunch entrées $1,73-122.25, Dinner entrées $3.85, LWH. ** Er.
ceptional in a ecily full of fine restunrants, .lmerican and
Eﬂ{l“.\'h 1‘1:[.\“14!', e

HOTEL BEL-AIR--701 Stone Canyon Rd. (GR 2-1211), Open
NCOAM=1 30 PM. Luneh 22.50.23, Dinner £3.30-%7. LWIHLL
Far above the darerage hotel foud, Really svperior on all
connts,'? tCaa’t be cathusiostic cnangh about this hotel
dining room."*

BEVERLY HILLS HOTEL- %641 Sunset Blvd. (CR ¢-2251).
Open 12 N-1 AM. Liach & kv earte ondy.  1Hnoer entrées
3350 =10, [AWB. 7 Flavlesx food gned service, Erpepsive,'’
“rFreaeh cnisine ax good as you'll find anyuhore””

BILTMORE HOTEL--315 8, Olive St (M1 1011}, Open
G:30 AAM—12 Midnight. Lunch & dinner £1.63-83.45. LWR,
s Bext hotel food in tawn." 2 Versatile Swiss elefs,””

BIT OF SWEDEN—!%I31 Suuset [Blvi, (BR 2:2500). Open
12 N-11 PM, Lunel £1.55-2.25. Diuner $2.45-54,15. LWR,
“* Wandcrfal Seandinovian cuizine, Nwérgdsbord a delight,”’

BOB DALTON'S RESTAURANT 133 N. La Cienega Blvd,
(Ol 2:2%44 4. Open 11:30 AM=2 AN Lunel $1.25.33. Din.
mer 21552450, L\ ' Pleasan!t almosphere, Eredlert [Pal
ian- American cookery,’”

BUBLICHKI - ~~46 Sunxet Blvid, (O 2.3529), Open 6 PAl-
2 AM. Closed Tues. Dinner £2.50:55, LWB. ¢ 1'iry popalar
for diwner and lati cocktals. lateresting atmosplere, good
Russian xpecialties and drinks.””

CAFE DE PARIS 703~ Sunset Blvd, (110 4.0812), Opeil
3 PA-2 AM. Closed ‘Tuex. Table d *hite only. Dinner $2.25.
S4.25. LWRB. *Freaeh cuisine, Relarcd, eongenial atnioss
plicre, Piano aad aecordiun wnsic continnousty,

THE.  CAPTAIN'S TABLE —301 =. La Ciencga Bivd. (0L
3:73553), Open 5 DM 2 AM, Dinner #2.95-34.25, 1AV3,
Ulrand all around. Some of the most polatoble sca food |
lave tasted, Can parlienlarly reconmomend the cioppine.’’

CHASEN'S 9083 Beverly Blvd, (CR 1:265: Open 6 PN
1AM, Closed Mon. Thuner & Ia carte only. LA, *“.tlrays
crowdod and gay, Food that defiex deseription.’’

CHIANTI RESTAURANT —73-3 Aclroxe Ave, (WE 64767),
Open 5 PM-11 PM. Closed Mon, A la earte only. Dinner
entrées 3255, LWRB. Lintipasto that can't be beat. L
gonrmet s delight d Ja Jtalienne,™?

COCK ‘N BULL—9170 Sunset Blvd, (CIR 6-7x14). Open 11:30
AM=2 AL Tuble d'hite only, Lunch $150-32. Ninner 24,73,
XYY B, Eaglish speeialties, all yov can cal, served baffet
style. Tre « Moscow male it originated h re’” *Jucom
parable raast boef, wiso Yorkshive podding and kiduney pic,'”

THE CORSICAN—1312 N. La Brea (110 20736, Open 3
P'M-11:30 ML Closed Mon., Dinner #2.50-85. {,W1R, ** e-
prudable and not wrerly expensive,'” ** Fine Frineh r <‘an-
raut.””

THE DALES RESTATRANT--3401 Wilshire Blvd. Opea
11:30 AM-2 AM. Closed Snn. A la carte only, Luneh and
dinner entrées £2.75-85.530. LWB, ** First Thursday of cach
wonth ix International Night; wewus from leading Envopean
restenrants are duplicated.’® ~ Intimate altwospherve, exree p-
tional food aborve wrerage serviee'*

DON THE BEACHCOMBER—I1727 N. McCuadden 1. (110
D-3968 . Open § PA-1 AM. A la carte only. Diuner entrdes
#4.50—25. LAVB, ** Fascinating South Seax décor, Canton s
and Mandarin cooking se good it’s heyond deseription, Fo
mons for rem drieks.”? ‘" The best almond duel 1 iver
tasted.”” ¢ Diuner is aelways o bappy and memorable raperi
rnee 't S Mysterious tropical drinks,”’

FARMER JOIIN'§—630 X. Sepulveda Bivd. Open 12 N-9
PM. Closed Mon. lLinnch #£1.33-¢1.75. Dinner $2.55.£3.50. B.
‘A pleasant place for family dining.’’
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GOURMET BEVERLY RESTAURANT—160 N. Canon Drive.
(CR 6-2547), Open 11 AM-=2 AN Sun. 4 PAM-2 AM. Luych
§L-#2.50, Dimner §1.95-34.50. LWR., “‘dmerican wilh a
French flavar. 'ery good.”’

HAR OMAR RESTAURANT—-87%) Sunset Blvd, (Ol 5-8970)
Open 5 PM-2 AM. Dinner $2.50-54.50. 1LAWB. " Our of the
best drmenian restaurants in LA, Staffed grape leaves,
shiish kebab, chicken tehakobelliy, cte.’’

ITTDEAWAY QUPPER CLUB—5775 W, Adamns Blvd, (WE
(6:4501). Open 10 AM-2 AM, Ulosed Mon. laneh $1.10-
£3.25. Dinmer £1L.75-30.75. LLWR, ©* Speciall y—best steaks in
the West! Ol West almosphere,”™”

IMPERIAL GARDENS—2610 Wilshire Blvd. (Ol 6-17350Y.
Dinner about £3.50. LWR. < 1rry fine fapanese restavrant.’”

JOIINXNY WILSON READY ROOM—365 N, La Cienega
Blvd, Open 11:30 AM 2 AM, Sat. & Sun. 5 PM-2 AM,
Baffet Juneh 31,85, Dinner $2.495-83.93. L\WIB, " Gire this
place an anconditivnal recommendation, I1°s terrifie.’' *“No
specialtios here heeaase everytling s special. Raost prime
ribs of beef, steaks, chiicken, sea food, solad—cverylhing,’’

KOWLOON 6124 W. Pice Blvd, (01, 3-33853). Open 12 N-
1AM, Luoneh 95¢-#1.73,  Dinner $1.63.-84. LWB, ** Orieatol
food ontstanding for variety and snecalenee. Reasonable,””

RESTAURANT LA RUE 631 Sunset Blvd, (Ol 5.6356).
Open 5:45 PM=12 Miduight, Closed Mon. Dinger § la earte
only. LAV, * ¢ Ereeptional Freneh aod Halian enisine. Jigony
the ontstanding restaurants in this country.”’

LAWRY'S THE PRIME RIB—35 N, [a Ciencga Blvd. (Ol
2.AN37). Open 4 PAI-10530 1PN A la earte only. Dinner
entrées £3.75. LAY, CJustly famons for ils reaxt peinie
ribs of beef roasted in rock salt, wheeled te your lable and
served from a ot eart. Spinning salad bowld with Lawry’s
speeial dressing  delicious,””

THE LUAU —21 N, Kodeo Drive, ('R 4.7077). Open 12 N-
2 AM. X la carte only. Lameh entries §1.95.§2.25, Dinner
entréex £4.350 8%, LAVR. Mot cujoyable Palynesian foad
and atmosphere. Rather copensive.®?

LUCEY'S RESTAURANT 3444 Melrose Ave, (110 9:5166).
Open 12 N-12 Midnight. (losed Sat. & Soan. Lanch $1.85
£2.75.7 Dinner $3.75-85.50. LWRB. *'Finc Halidp food dad
serviee,”’

MARATIHON CAFE—130 E, 4t 8¢, Open 11 AM-=10:30 M.
Lonel $1.25 #3. Dinner §1,25-83. LWEB. *“Ja Skid Row. No
decorator’s decam, bl cxecllent anthentic Greek cnisine.”’

MelENRY'S FHE TAIL OF TIHE COCK—77 8, La Cienvga
Blvd, (BR 2:2214). Open 11:30 AM=2 AM. Luoneh §1.85-
#2925, Dinner £3.-85.25, LWB. “ Reservations are o good
idea in teis very popalar, Yery fine continenlal restauraut,"’
c*Elegant and cxeclleat.’?

MUSSQ & FRANK GRILL—06657 llollywood Blvd. (110
TTTA8). Open 7 AM-11 DM, Cloxed Sun. A la carte ouly,
Lunch entrées $1.530-32 Dinner entrées £2.50.33.50, LWR,
One of the oldest and best restanvanis in the Hollywood
seetion. "

NAPLES RESTAURANT—I50% N, Gower 8t (110 2-3213).
Open 12 X=2 PAL A In earte only, Lonel entréex from $1.680,
LAYB. ¢sllest ttalian food in California.’’ ‘‘udn [talian
restanrant awhere the sea food ix wnsurpassed,  T'ry the
Maine live Iobstiers,"’

NICKODELL RESTAURANTS-3507-11 Mclroke Ave. & 1100
N. Argyle (1) 7-3557, 110 $-2181). Open [0 ANM-2 AN
Lunelr £1.253.82,75. Dinner $1.45-53.75. LWL < Good Awer-
iran coolking. Reusonable’’

THE OYSTER HOUSE—GHG N. La Civeega Blvd, (O, 2
2HHY), Open 3 PAL-2 AM. Dinner $2.50-$4.50. LWRB, ¢* Lote{y
diecor 6 ln New Orleans—iron grillirork, ete, Marvelous sed
fool. Eastern lobster, shellfish, pompane.”’

PAULs DUCK PRENS-—23533 E. Olympic Blvd. (A1A 9-3330).
Open 11 AM=2 AM. Closed Sun. A la earte only. Linner
£3.73-85. LWH. **Game prepared ¢ith American, [alian, or
Frenel recipes, as you please””

THE PICCADILLY—84% N. Lu Cicnega Blvd, (O, J-706K).
Open 5:30 PM=12 Midnight. Dinner about $5. LW ¢‘1i7on-
derful talian food, Try the grenadine of beef,”"

PIERRE'S CONTINENTAL RESTAURANT — 2319 Woest-
wood Hlvd. Open 11 AN-9 PiI; Sat, & Sun, 4 PM=9:30
PM. Closed Mon. Lunch £1.15-81.40. Ibuner §2.50-33.

(=3
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Hitch YOUR \Wagon to

the Star stations
and Watch Your Sales

GO ”p'/ VITAL Stations

:n 2 Important Markets
n People

serving over 3 Millio

FIRST
and Getting

,‘ [B@ | FIRSTER

all the
@S |

time
A Vital Force
%, in Selling Today’s

OMAHA

>

<

g A Vital Force 4
| in Selling Today’s #

DENVER

“up

Check the RATING of Your/Choice
Your STAR STATION is
a MUST BUY Station!

KOIL — Omaha

NATIONAL REPRESENTATIVE

the Star stations PSS

REPRESENTED NATIONALLY BY

IF RESULTS ARE A MUST, SO ARE THE STAR STATIONS ADAM YOUNG, INC.
DON W.BURDEN — President leﬁmfgégzgllrgs

AVERY-KNODEL
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testaurants (cont’d}

THE PLYMOUTH HOUSE--9039 Sunset Rlvd. (CR 4-2053).
Open 11:30 AM-2 PM. Closed Sun. Lunch £1.25-§1.75. Din-
ner #3-84.90. LWB. *‘Erccilent continental cuisine, Al-
tractive.’’

THE RAFFLES—4310 Deégnan Bivd. (AX 4-9251). Opeu 11
AM-2 AM. Lunch $§1.10-¥1.65. Dinner #1.93-34, LWR.

“¢Charcoal-broiled lamp chops my favorite. Unusuually gyood

salad with rogqucfort-sour cream dressing.’’

RICHLOR'S—134 X. La Cicnega Blvd. (OL 2-1314). Open
11:30 AM-10:30 PM. A la earte only. Lunch entréces 93¢-
21.85. Dinner entrés §2.13-83.50. LW, ' 4 sea food bur to
top ail. dad what they do fo a sizzhing planked hawbaryer
is wondcrful.”’

ROBAIRE'S FRENCH RESTAURANT — 34% 8. La Brea
(WE 6.9262). Open 5 PM-2 AM. (losed Mon. A la earte
only. Dinuer entrées $1.75-€4.753. LWB. ‘“For « dcliciouns
French meal in a really coutineutal atmosphere, this is thi
place.’”

ROMANOFF'S—140 8. Rodeo Dirive (CR 6-0241). Open 12
N-12 Midnight. Expensive i Ia earte. LWRB. *“Best stuffed
cabbage ever tusted. Elegrant atmosphere,’”

SCANDIA—2040 Sunset Bivd., (BR 2.3u34), Open 12 X
2 AM. Closed Mon. X la carte only. Dimner entrees £2,25
83, LWB. **Notrd for Scaudinavian food: however, cxeel
lent French chef will prepare anything.'' **The great-
est!’' ‘“Quiet, pleasant, Euwropran sciting, Superior food,''
‘“Best in L.d4.”’

THE SECRET IARBOR RESTAURANT — 3357 Wilshire
Blvd. (DU 2-7311). Opeu 11:30 AM-2 AN, Closed Snn
A Ia ecarte only. Luneh and dinner entrées 2 75-85.50.
LWB. ‘“dbove urerage for continiutal cuaisine, Quirt and
intinate.”’

SPORTSMEN'S LODGE—]2533 Yentura Bivd. (8T 7-0881).
Open 5 PM-2 AM. Dinner $2.30-§4.75. LWRB. ‘' Fine con-
tinental cuisine. Or you may cateh your own trout and have
it prepared dand scrved here.”’

STEAR'S—116 N. La Cicnega Blvd. (OL 5-865¢). Open 5
PM-12 Midnight. A la earte only. Dinner entrées $2.75-
&4.75. LVWB. “‘dwerican cuisinc. ExceMlent stcaks and
chops.’

TAM O'SHANTER INN—2450 l.os Feliz Blvd, (NU 1-0228),
Open 11:30 AM-12 Midnight. X la earte only. Luneh en-
tréex 78e-$1.50, Dinner entrdées $1.25-§2,75, LWDB. ‘“Iigh
quality and fine service. dmerican foud.”’

VILLA NOVA—9015 Sunset Blvd. ('R 5-9431), Open 5 PAI-
2 AM., Ihnmer $2.75-34.75, LWB. ““4 tremendous and ta-
vied alian meni. Mozzarclla appetizer is a rare Ureat.”’

VILLA FRASCATL SI17 Sumset Blvd, (OL 6-2727). Open
12 N-2 AM; Rat, & Sum. 4 PM=2 AM. Luneh §1-$2, Din-
ner 22.50-4.73. LWNR. ““ Adways an crcrllent meal. Choice
of Freueh or dmerican specialties, Don't be surprised to see
your“farorite meric ster sitling at a nearby table.”’

THE WI1LD GOOSE- 13302 Ventura Blvd. (ST 7-6381), Open
11:30 AM-2 AM. Lunch $2-83. Dinner $3.50-36. L\WB,
Al food cxeept the roasts is cooked to order, Deliciously
continental.’’

WILLARD'S—925 W, Picoe Blvd. {CR 6-3766). Open 4 PM-
12 Midnight. Table d’hote only, Dinner $2.$3.25. 1.AVB.
CCBest southern fricd chicken {n soathern California.”’

THE WINDREOR RESTAURANT—3198 W, 7th (SU 2-1261),
Upen 11:30 AM-2 AM, A la carte only. Lunch & dinner
entrées $2.75-85.00. LWIR. “* A cozy spol with crecllent con-
finental food and serview,”' ‘A prix fice Juncheon with sev-
cral courscs from carfs brougbt te your table for your se-
leetion.*’

theatres

CABARET CONCERTHEATRE 10 3-7554

“In League With [vy”—x:40 nightly except Sunday gud
Menday.

CIRCLE THEATRE. "0 X. E] Centro 1O 53.7500
“Tomeorrow’s Children” - ~:30 Katurdays il Sundays,
CIVIC PLAYHQUSE, i35 N, LaCienega O, 5 s

“Iajama Tops™—=:30 nightly except Monday. Saturday
-~:30 and 10.45,
GALLERY THEATRE, ~33) Sauta Monfen 0L 4-0156
“Inherit the Wind"—>x:30 nightly cexcept Monday. Natur-
day—S$:30 and 10:30.
HORSESHOE STAGE, 7458 Meélrose WE 9.2]96

“A Very Special Bahy™--~:30 Thursday, Friday. Satur-
day, and Sunday.

HUNTINGTON HARFORD, 1615 N. Viue HO 2-6660

“Funel of Love”—X:30 nightly except Sunday. Wednes~
day amd Saturday matinees at 2:30.

PASADENA PLAYHOQUSE, Paxadena RY 1-6418

“Teahouze of the Mugnst Momi*—R:30 itightly except
Mouday.

PHILHARMONIC AUDITORIUM, 427 W. ith MI 8464
“The King and 1.
PLAYERS RING, s851 Santa Monica QL 49192

“A View from the Bridge”— %:30 nightly cxcept Mon-
day. Saturday 8:30 and 10:30.

transportation

AlR

Los Angeles International Airport: 5800 Avion,
ORchard 7-6171

Lockheed Air Terminal: 2627 North Hollywood Way,
Burbank CHarleston 0-5231.

RAIL

Los Angeles Union Passenger Terminal (Terminal of
all rail I'nes, . 800 North Alameda, MAdison 5-7171
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THIS IS RADIO MONTH

THEATRE MART, 600 N. Vermont X0 2-1121
“The Wiayward Way”—S8:30 Thursday, Priday and Bat:
urday.
BUS

Continental Santa Fe Railwaysz 601 South Main
TRinity 3403,

g_;ge]yhound Bus Lines: Sixth and Los Angeles, TRinity

LOCAL

Gray Line Tours: 1207 West 3rd, MUtual 3111, for
sight-seeing.

Los Angeles Transit Lines: 1060 South Broadway,
Richmond 9-7211, for local transportation,

Metropolitan Coach Lines: 61C South Main, TRinity
7731, for snterurban transportation.
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Where there’s
a Storz Station ...
there’s

CREATIVITY!

The creativity of self-disc- MINNEAPOLIS-ST. PAUL . . . WDGY is first all-day aver-
- age. Proof: Pulse. To talk to the twins . . . talk to Blair, or General
. Manager Jack Thayer.

sider the open microphone 2 KANSAS CITY ... WHB is first all-day. Proof: Metro Pulse, Nicl-
constant chal]enge‘ sen, Trendex, Hooper; Area Nielsen, P'ulse. All-day averages as high as
48.5% (Nielsen). Remember—you get coverage and audience on WHB.
; See Blair or General Marager George W. Armistrong.

necessarily the best ways. . . NEW ORLEANS ... WTIX is first . . . all-dsy. Proof: Hooper
(32.2% )—ulse, too. 1n fact, WTIX is first in 462 of 504 Pulse quarter-
hours, and first in everv single davtime 4. See Adam Young or Gen-
eral Manager Fred Berthelson.

of these 4 markets turns MIAMI . .. WQAM is first . . . all-dav. Proof: Hooper (36.7%)

plined professionals who con-

who regard the old ways as not

. .. creativity which in each

more listeners to the Storz ... Pulse (410 of 432 quarter-hours) . . . Southern Florida Area Pulse
Station than to any other. ... Trendex. See Blair . .. or General Manager Jack Sandler.

WDGY Minneapolis St. Paul

REPRESENTED BY JOHN BLAIR & CO.

: a3 WHB Kansas City
REPRESENTED BY JOHN BLAIR & CO.
8 I A I l O N S WTIX New Orfeans
. 3 : : 5 REPRESENTED BY ADAM YOUNG INC.
TODAY'S RADIO FOR TODAY'S SELLING  \yoAM Mam/

ODD &TORZ, PRESIDENT s HOME OFFICE: OMAHA, NEBRASKA REPRESENTED BY JOMN BLAIR & CO.

U.S5. RADIO « Xlay 1938 (Supplewment p. 29) 68
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advertisers

HOLLYWOOD

Max Factor & Company, 166 N. Highland

General Foods Corp., Bireley's, 1127 N. Mansfield..
Hollywood-Maxwell Co., 6773 Hollywood

LOS ANGELES

American Soul Clinie, Inc., 445 Towne
Bekins Van & Storage Co., 1335 S. Figueroa.
Bell Brands Food Lid., P. O. Box 2402 Terminal Annex
Carnation Company, 5045 Wilshire
Challenge Cream & Butter Assn., 929 E. 2nd
Frontier Foods Corp., 2873 Dunleer
General Petroleum Corp., 612 S, Flower.
Kern Food Products Co. 6453 Bandine.
Vernon Kilns, 2310 E. 52nd

Waste King Corp., 3300 E. S0th

The Knox Company, 1651 N. Argyle

Lewis Food Co., 817 E. I18th. .

Lyon Van & Storage Co., 1950 S. Yermont
Maier Brewing Co., 500 Commaercia
Gladding McBean & Co., 2901 Los Fe 2

agencies -

BEVERLY HILLS

Byron H. Brown & Staff, Inc., 8421 W shire. -
H. M. Gardner & Assocs., 8693 Wilshire

C. B. Juneau, Inc., 8447 Wilshire

Lennen & Newell, Inc.. 308 N. Rodeo

Walter McCreery Inc., 256 S. LaCienega

Stiller, Rouse, Berggren & Hunt, 250 S. LaCienega
Sudler Advertising, 9538 Brighton Way.

Swafford & Company Advtg., 307 5, Robertson

HOLLYWOOD

Brooks Advertising, 1610 Argyle Ave.
Cossman Advertising Agency, 7015 Sunset
Craig & Reid Inc., 6000 Sunset

Cunningham & Walsh, Inc., 8721 Sunset
Dancer-Fitzgerald-Sample, Inc., 1480 N. Vne
William Esty Co., Inc., 6331 Hollywood
Foote Cone & Belding, 6233 Hollywood
General Advertising Agency, 7033 Sunset
Grant Advertising, Inc., 1680 N, V'ne

Grey Advertising Agency, Inc., 1750 N. Vine
Hunter & Willhite Advtg., Agey.,
Kenyon & Ecthardt, Inc., Equiteble Bidg.
Needham Louis & Brerby, Inc., 1680 N. Vine
Media & Design. Inc., 6425 Hollywood
Raymond R. Morgan Ce., 6233 Hol.ywood
Ross Roy, Inc. of California, 1680 N. Vine
Stodel Advertising Ca., 5611 Melrose
Wade Advertising Agency, 6381 Hollywood
Young & Rubicam, Inc., 6253 Hollywood

LOS ANGELES

B.B.D.0O., 6363 Wilshire.

Beckman-Hamilton & Assocs.,, 915 LaCienega
Berghoff Associates, Inc., 511 N. LaCienega

The Caples Company, 301 S. Kingsley

Milton Carlson Advertising, 3450 Wilshire
Carson-Roberts, Inc., 8811 Alden Drive

Clark Collard Advtg. Agey., 25C6 W. 8th
Compton Advertising, 8733 Sunset

Consol. Advertising Directors, Inc., 8762 Holloway
D'Arcy Advertising Co., 3540 Wilshire.

Darwin H. Clark, 1145 W. 6th Street.

Dozier Eastman & Co., 400 Silver ake

Roy S. Durstine Inc., 3440 Wilshire

The Edwards Agency, Inc., 915 N. LaCienega
Erwin Wasey, Ruthrauff & Ryan, 5045 Wilshire.
Foote Cone & Belding, 900 W'lshire

Albert Frank . Guenther Law, |nc., 1308 Wi shlre

networks

Americon Broadcasting Company, 1539 N, Vine_
Columbia Broadcasting System, 6121 Sunset

61  (Supplement p. 30)
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McCullozh Motors Corp,, 6109 W, Century.. OR 8.9251
HO 2-6134 Louis Milani Foods, Ine., 12312 W. Olympic.... ... BR 2-8521
HO 9.2234 National Schools, 4000 S. Figqueroa . .. ... AD 4.9061
HO 9.7323 Nesbitt Fruit Products, Inc., 2946 E, |1th. AN 8-7221
Norris-Thermador Corp., 5215 3. Boyle. . LU 8-7111
North American Aviation, International Aarpoﬁ OR 8-3011
MI 8222 Palley Supply Company, 2633 E. Vernon. ... LU B-1153
Rl 9-414) Ready.To-Bake Foods Inc., 7222 E. Saluson. . RA 3-848)
RA 3.5161 Reddi-Wip, Inc., 8025 Melrose. . r - e OL 3-2260
WE 1-1911 Relaxacizor Inc., 980 N. l.aCuznega e OL 5-8000
TR 0341 Rexall Drug Company. 8480 Beverly : OL 3-1300
LV 3.1274 Rose Marie Reid, 5200 W. Century — OR 8-4771
MA 46.5711 Seaboard Finance Co., 945 5. Flower.. 5 MA 5-7851
RA 3-5221 Signal Oil Company, 811 W. Tth... e Ml 831
LU 8-2124 Southern California Gas, BI0O S. Flower - E— MA 5§-3201
LU 3.6161 Sparklett's Drinking Water, 4500 York PR {1 (74
HO 4-3154 Sunkist Growers Inc.,, 707 W, Sth MU 7211
Rl 9-5105 Union Qil Company of California, Union Qil Bldg MA 9.3261
RE 1-3131 Utility Appliance Corp., 4851 S, Alameda.. ... AD 3-424|
YA 1061 Western Airlines Ine., 6080 Avion .. . OR 8-2531
NO 3.3361 Xlent Spanjsh Foods Co., S0001 S. Soto. LU 25121
W. B. Geissinger & Co., Inc., 311 N. Flores. WE 77178
oL 3.2320 Glasser-Gailey, Inc, 3670 Wilshire .. DU 42141
OL 5-7620 Glenn Advertising, |nc . 5399 Wilshire. .WE 3.9349
oL 3-1770 Goodman Advertising, Inc., 614 S. San V.cenoe WE 8-3993
CR [.722] Clyde D. Grahsam Advtg., 672 S. Lafayette Park PI. DU 3.1266
OL 2-4480 Will Grant Advg. Agcy., 268 S. Alexandria DU 7-3361
OL 5.8550 Willard G. Gregory & Co., Inc., 416 W. 8th___. TR 0531
BR 2.3438 Buerin Johnstone, Jeffries, Inc., 6356 York o CL 7-8271
BR 2.2781 Heintz & Co., lac, 611 Wilshire .. . MA 9.3181
Hixson & Jorgensen, Inc., 3540 Wilshire. DU 8.3i21
Jatobsen Advertising Agey., 2201 Park Drive NO 2.7183
HO 4.1158 MacManus John & Adams, Inc., 6399 Wilshire WE 3.956¢9
HO 4.1105 Edward §. Kellogg Co., 885 S. Carondelet DU 7.5213
HO 4-8218 Martin R. Klitten Co., Inc., 3670 Wilshire DU 7.8395
OL 2.5590 Mayers Biv., Cunningham & Walsh, 2301 W. 3rd . DU B-2I11
HO 2.3256 Dudley L. Logan Advtg., 304 S, Ardmcre Ave... DU 2.8471
HO 2.6305 Charles H. Mayne Co., 8487.B Melrose Place OL 3.0990
HO 9.4265 McCeann-Erickson, Inc.. 3325 Wilshire. DU 5-3301
HO 3.5128 The McCarty Co., 3576 Wilshire DU 5-4011
HO 19321 Anderson McConnell, Inc, 731 N, LaBrea WE 1-1761
HO 4.7347 McNeill & McCleery, Ine., 3576 Wilshire DU 5-3921)
15640 N. Highland HO 4.4191 Philip J. Meany Co., 751 S. Park View. Ml 3801
HO 32101 Arthur Meyerhoff & Co., 835 Sen Julian.. OL 3.1633
HO 2-2391 Mogge.Privett, Inc., 712 S. Curson._ WE 6-7243
HO 2.4236 John S. Monsos Advtg,, 527 N. LaCienega. HO 5.9084
HO 3.4194 Eiwood J. Robinson & Co., 1111 Wilshire MU 7293
HO 9.6263 Roche.Ecthoff & Lee, Inc., 8721 Beverly OL 5.7670
HO 9-7163 Bernard B. Schnitzer, Inc., 7421 Beverly WE 8.9159
HO 4.7457 J. B. Sebrell Advtg. Agey., 300 5. Los Angeles MA 6-9397
HO 9.2731 Russel M. Seeds Co., Inc., 418 5. Robertson.... CR 4.7613
Smalley Levitt & Smith, Inc., 643 Olive MU 5336
Smith & Ganz, Inc., 511 N, LaCienega HO 9.8234
WE 1-1234 Speer Advtg. Agcy., Inc., 2223 Olive Ry 7-9626
OL 5-7850 Barton A. Stebbins Advig., 3142 Wilshire DU 8-8131
OL 2.2850 Hal Stebbins, Inc., 714 W, Olympic... Rl 9-5317
DU 7.4255 Steller Millar & Lesfer Inc., 2700 W. }rd DU 7.5377
DU 8-9444 Stromberger, LaVene, McKenne, 600 S. Lafayeite Pk, PI. DU 5-2211
BR 2-8366 Sun International Advtg., 1651 N. Argyle. ... HO 4.3154
DU 7.3388 Taggart & Young, Inc., 7364 Beverly . WE 3.8108
CR 4.7548 J. Walter Thompson, 6505 Wilshire OL 3.0300
OL 5-6484 Tilds & Cantr Advtg., 6087 Sunset HO 2.-1157
DU 5.3171 Van der Boom, Hunt, McNaughton, Inc.,
MA 5.244| 472 S. Lafayette Park PI. . DU 2-6203
DU 5-6071 R. W. Webster Advtg., 816 W. 5th MA §.2283
DU 8-3411 M. Weinberg Adviq. Agcy., 6523 Wilshire oL 3-2300
.OL 5.7850 Welsh-Hollander Advtqg., 350 S. Alvarado DU 9-117I
WE 1-1211 West-Marquis, Inc., 1220 Wilshire MA 9.2214
MA 9.3411 Western Advig., Aacy., Inc., 4848 Wilshire WE 8-268)
DU 5.4457 White Advertising Agency, 8411 W. Knell Drive HO 3-5694
Keystone Broadcasting System, 3142 Wilshire DU 32910
HO 23141 Mutual Broadcasting System, 1313 N Vine.... ... HO -2-2133
HO 9-1212 National Broadcasting Co; Sunset & Vine HO 9-8161
THIS IS RAIMO MONTH U.S. BADIO e May 1958
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participation
“sharing hy

in commo
with others’

Wehster's New Collegiate Dictionary

Bartell Family Radio keeps audiences alerf for constant
Participation by copyright Games for Family Fun,

thought-provoking editorials, gay reminiscences . . . all in
a never ending stream of ftitillating intercourse of audience
and

BARTELL FAMILY RADIO

participation creates a favorable conditioned re-
sponse o an advertising message.

Result: Advertisers always reach buyers

Add rating dominance and you have the reasons why FOR-
TUNE selects Bartell Family Radio as America’s most success-
ful in the use of scientific methods for maximum audience.

BARTELL
FAMILY

COAST TO COAST

AMERICA'S FIRST RADIO FAMILY SERVING 10 MILLION BUYERS

Sold Nationally by ADAM YOUNG, Inc. for WOKY The KATZ Agency
# Pending FCC Approval

U.S. RADIO o May 1958 (Supplement p. 31y 63
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siation representatives

Alaska Radio-TVY Sales Corp., 1901 W. 8ih LA
American Radio TV Station Reps., 140 N. Robertson
AM Radio Sales Co., 5939 Sunset LA
Avery-Knodel, Inc., 3325 Wiish're. LA

William A. Ayres Co., 5880 Ho ywood H
Charles Bernard Co., 1050 Montecito, LA

Hil F. Best Co., 11" N. LaCienega BH

Walter Biddick Co., 1044 S. Olive. LA,

John Blair & Co., 3460 Wishire LA

The Bolling Company, Inc., 204 S. Beverly BH
The Branham Company, 6399 Wishire LA
Breen & Ward, 6331 Ho ywood LA

Broadcast Time Sales, 1540 N. High'and LA
Burke-Stuart Co., Inc., 6606 Sema H
Burn-Smith Company, Inc, 672 S. Lafayette LA
CBS Radio Spot Sales, 6121 Sunset H

Scott Church & Co., 4331 Hol ywooa H
College Radio Corp., 6606 Se ma LA

Donald Cooke, Inc., 111 N. LaCienega BH

BH

Crosley Broadcasting Sales Offices, Sunset & Vne H

Devney, Inc., 612 S. Serrano LA

Bob Dore Assocs,, 5880 Holywood H
Everett-McKinney, Inc,, 111 N. LaCienega BH
Forjoe & Co., Inc., 451 N. LaCienega LA
Gill-Perna, Inc., 730 Western, LA

W_ 5. Grant, Inc., 6606 Selms H

Irene Griffith, 1341 N. Cohuenga. H
Headley-Reed Co., Ho ywooo at Vine H
George P. Hollingbery Co., 3325 W' shire LA
Hal Holman Co., 6381 Ho ywood LA

George 1. Hopewell, Inc., 111 N. LaCienega BH
H-R Representatives, Inc., Equitable Bdg. H
Indie Sales, Inc,, |11 N. LaCienega BH
Intercontinental Services, Ltd.. 6331 He ywood. LA

DU
oL
HO
Dy
HO
CA
oL
RI
Dy
BR
WE
HO
HO
HO
Dy
HO
HO
HO
CR
HO
Dy
HO
oL
oL
Dy
HO

8.4151
2.8434
5-0695
5-6394
2-1133
5-352¢
5.8326
9-8800
7-1333
2-0544
1-1551
1.778
5-1755
3.7194
2.3200
9-1212
3.7118
3-7194
5.2022
9-6161
4.7352
2-1132
2-1313
5.7755
7-4388
3-7194

HI 3912

HO
21V
HO
oL
HO
oL
HO

47738
5-2071
2-2351
5-8326
2-6453
5-8328
2-2289

The Katz Agency, Inc., 3325 Wilshire, LA
Frank King & Co,, 3780 W, 6th, LA

Major Market Represenhhves. 1441 N, McCadden H

Jack Masls & Co., Inc., 111 N. LaCienega, BH
McGavren-Quinn Co., I74l Ivar, LA, .

Joseph Hershey McGillvra, Inc., 412 S. Serrano, LA.
The Meeker Company, Inc., 6381 Hollywood. LA.
Tracy Moore & Assocs., 6381 Hollywood, LA

NBC Spot Sales, Sunset & Vine, LA

National Time Sales, 672 S. Lafayette Park, LA.
Harlan &. Oakes & Assocs,, 672 S. Lafayette Park. LA
Lee F, O'Connell Co,, 111 N, LaCienega, BH

O'Connell-Palmer Company, 111 N. LaCienaga. BH

Richard O'Connell, Inc., 6381 Hollywood. LA.. ...
Pacific Northwest Broadcasters, 6381 Hollywood, LA,
Pan-American 8roadcasting Co.,
John E, Pearson Co., 3242 W, 8th, LA,

John H. Perry Assocs., 5880 Mollywoed. H
Peters, Griffin, Woodward, Inc,, 1750 N. Vine, H
Edward Petry & Co., Inc,, 530 W. bth, LA

Radio-TV Representatives, Inc.,, 111 N, LaCienega, BH
1350 N. Highland. LA

Rambeau, Vance, Hopple, Inc.,
Paul H. Raymer Co., Inc., 14680 Vine. H.
Duncan Scott & Co., 1901 W. 8th, LA
Sears & Ayer, Inc,, 1741 Ivar, LA ..
Stars National, Inc., 6381 Hollywood LA
Tele-Broadcasters, Inc., 758 E. Calorado, LA
Venard, Rintoul & McConnell, Inc., 1901 W, 8th, LA
The Walker Representation Co., Inc.,

672 5. Lafayette LA
Grant Webb & Co., 8622 Wilshre. 8H
Weed Radio Corp., 6331 Hollywcod H
Adam Young, Inc., 6331 Hollywood. LA
Young Representatives, Ine., 6331 Hollywood LA

672 S. Lafayette, LA

DU
DU
HO
oL

. HO

DU
HO
HO

TH

DU

DU

oL

oL

HO
HO

DU

DU
HO
HO

5-6284
5.6213
1-9981
2.1313
4.2856
4-7352
2-2351
2-235¢
5-7000
2-3200
2-3200
21313
2-1313
2.2351
2-2351
2-3200
5.5084
2-1133%
9-1688

TV 3171

oL
HO
HO
Dy
HO
HO
RY
o]V

o1V}
oL
HO
HO
HO

HISTORY OF NAB
CONVENTIONS

MON.—=YR,
1936
June 1937
1938
1939
1910
1941
1912
April 1943

MOMN—=YR. Ty

Oct. 1923 b, New York
Sept. 1924 New York
Sept. 1925 New York
Sept. 1926 New York
Sept. 1927 New York
Oct. 1928 Warhington
Nov, 1929 West Baden. Ind.
Nov. 1930 Cleveland
Oct. 1931 Detroit
Nov. 1932 St Louis
Oct. 1933 White Sulphur Springs
Sept. 1934 Cincinnati
July 1935 Colorade Springs

U.

i

66 (Su_pplemenl p- 32)

__\ANNL

Ju)y

Fels.
July

Aug.
May
May

Aug. 1944, NADB Executive War
Conference
Jan, 1945, NAB War Conference

Oc

THIS IS RADIO MON'TH

1. 1946

S. RADIO .

cITY MON. =Y,

Chicago Sept. 1947
Chicago May 1918 ‘
Warhington \pril 1949 .
Atlantie City April 1950
San *S:a';““_" April 1951

c1é\-e‘1‘:.l:¢] March 1952
Chicazo April 1953

May 1954

May 1955

April 1956

April 1957

April 1958 S —

Chicago

Los Angeles
Chicago

I T TR

U.S. RADIO

5-7597
4.6017
2-2376
8.4151
4.28546
2-2351
1.7148
8-4151

2-3200
5-8998
2-6676
2-2289
2-2289

Ty

Atlantic City

.Los Angeles

Chicago
Chicago
Chicaga
Chicago
TLos Angeles
Chicago
Washington
Chicago
Chicago
Los Angeles

see gou in SUITE 2133
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and qetting kotter wery minude
HOOPER, March, April, 1958
TRENDEX, Feb., 1958

Sell St. Louis with the
“hottest” station in the Midwest

Wonderful L St. Louis, Mo.
Dot

JOHN F. BOX,;JR., Executive Vice-President

Never before in the
history of St Louis has a
radio station scored

such solid audience gains
in such little time.

St.Louis fell in love with
Wonderful WIL Radio’s
bright, happy personalities
... enjoyable music
...complete news
...24-hours a day.

WIL, now in its 37th-year,
was teborn in 1958, when
it became a

Balaban Station.

The result:
Instantaneous Combustion.

Yes, wonderful WIL is
setting this great
midwestern market on fire!
So, get hot with WIL radio.
Add Motion to Promotion!
For instantaneous action,
tall John Box or

your Adam Young man.

Sold Nationally by
ADAM YOUNG, INC.

One of the Balaban Stations .. . in tempo with the times

WwWwWw . americanradiohistorv.com
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true =,

measure of *-
success o

in the I5)
Philadelphia ¥~

market gy
& 2

N8
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f4 15 16 V7

TR AN

1ST IN NIELSEN*
1ST IN PULSE** &

1ST IN CUMULATIVE PULSE
reaching 941,400 ditferent families or 79.6%
of all Philadelphia Metropolitan homes every week!**”

you

It means in terms of buying power that WCAU RADIO : b 3
families make up a $345,000,000 to $2,343,000,000 21 ouy
RICHER h.F.ARKE.I‘ ann.ua]l)' than that reached ly the : ’.esporlSlveness
other 5 Philadelphia stations!**** —ﬁ—

-\ when

>AU RADIO

resc nted nationally by CBS Radio Spot Sales

* Nielsen, Feb.—March '58
* * Pulse of Philadelphis, Jan.— Feb. 1958
*** Cumulntive Pulse, Dec. 1957
°***Sales Mansgement, May 10—1957 Buying Income per Family
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hometown USA

® Local Promotion
® Commercial Clinic
® Station Log

® Radio Registers

Stations Go After

Local Advertisers
And Get Resulils |

Stations across the nation are
hunting — and fnding —ef-
fective ways to develop ra-
dio’s sales potential on the local
level. In many cases they are em-
ploying more salesmen and are com-
ing up with ingenious promotions
designed to sell the station to adver-
tisers in their own hometowns.
Sales staffs are larger now than in
the last several years, according to
Radio Advertising Bureau. It pre-
dicts that by 1960 the average radio
station will have fAve to fAve-and-a-

U.S. RADIO s May 1958

Survey shows more salesmen

on payrolls. Business is being

created through promotions

half salesmen and by 1965 the aver-
age ontlet will employ 10 salesmen.
PPresent statistics show that in mar-
kets over 500,000 the median number
of salesmen for a station is five, while
the number can range from one-and-
a-half to 10. In markets of 100,000
to 500,000 the median is three, the
range three to six. In areas under
100,000, the median is again three,
but the range drops from one-and-a-
half to five, according to the RAB
survey.

These sales staff increases should

WwWwWw . americanradiohistorv.com

help to oftset the main faule in sta-
tion selling approaches, states Jack
Hardesty, vice president of RAD. He
believes radio errs in confining itself
to soliciting its own portion of the
advertising dollar, instead of going
after a larger share ol the total.
Attention to the local advertising
picture has intensified markedly dur-
ing the last couple of vears. RAD,
for one, has been after station execu-
tives to increase sales personnel to
keep pace with the postwar impor-
tance of local billings as a major

(Y
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factor in overall revenue volume.

When radio decemralized in the
postwar vears and stations increased
four-and-a-hali times over the pre-
war era, they often lagged behinc in,
cexpanding their sales struciures to
accommodate radio’s changing char-
acter.

M addition 1o the 1ecent upswing
in hiring selling talent, stations are
creating nyriads of sound ideas 1o
bring i local business, directly or
imdlirectly.

For example, a combination ol
psychology and flattery is  heing
turned successiully by WIRL Peoria.
1L, into a Jimbing sales eurve. The
station has programnied a series of
“Mystery Vaoice™” contests—tlie voices
being those ol 1acal businessmen who
do not utilize radio advertising. The
station first persuides these mei-
chants to lend theniselves o the coun-
test, then the townspeople wuy and
1dentify the voices to win prizes.
After interest builds up. the whole
town begins discussing the current
mystery man. When someone finally
zuesses who he is, the new celebricy’s
phone starts ringing with congratula-
tions and comnmments, WIRL says.
The merchant is thns shown person-
ally the value radio possesses angt
very often ends up by buying tinte,
the station says.

‘Blue Monday’

Another midwestern station sold
an idea to a single appliance dealer
that was so attractive it guaranteed
WING Dayton, O. 16 sold-out
broadcasting days last year. WING
arranged that the dealer buy any un-
sold time on the station each Meon-
day that it rained. The commercial
pitch was that “blue Monday” would
not be blue for the housewile il she
owned a clothes dryer. She then
would not care whether it rained on
washday, according to the stwation.
The appliance companv liked the
idea so well that it committed itself
in advance, not knowing how much
it would be billed for, nor how often
~— a significant selling achievement.

In Allentown, Pa., station WSAN
got the Allied Van Co., movers, Lo

70

b Prtar

CENTRAL FLORIDAS

SEWING CENTE

FREE Mias|'
Sewing Machine
#x7 recrseren wave | @7 ATLAS W

it \ational Bank
«r Ol

Volkswagen and Pete Viking explore space toget

u

her on top of 40-foot

tower in promotion for WKIS Orlando, Fla. Ststion's mobile unit and
d.j. spent one week broadcasting here during Central Florida Fair Waeek.

increase ity weekly spots from five to
25 within a year's tinic by promoting
a copy idea. Whenever a [anily
moved in the area using Allied, the
firrn announced the change of ad-
dress over the air. This proved po)-
ular with both private individuals
and commercial firms, who did not
wait to bother sending out notices,
with Allied soon promising to plug
evervone that moved with themn, By
the end of the vear they increased
their original buy five times to ac
commodate their new business,
WSAN states.

In Orlando, Fla., station WKIS
sold out for an entire week as the re-
sult of a single promotion involving
the “Kis Spaceman.” During Central
Florida Fair Week, both the station’s

WWW americanradiahictor com

mobile unit and ity star ennouncer,
Pete Viking, lived on top of a 40-foot
tower which was erected on the [air
grounds. The station’s Volkswagen
and Mr. Viking were hoisted to the
sutmit by a crane aud 150,000 fair
visitors paused to watch the spectacle
throughout the week. Billbourd space
was sold on the tower in a package
deal combined with air time. Mr.
Viking originated seven-and-a-half
hours of broadcasting 1 day from his
lofty perch. Newspaper publicity for
A\VKIS was used aud paid for by the
participating sponsors. At the end ol
the week the station dropped $10,000
in cash and gift certificates from the
top of the tower according to W. H.
Forsythe Jr., the station’s commercial
manager. ¢ o o

U. S. RADIG = May 1958
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commercial
clinic

Nucoa Sells Consumer

Through Subliminal Sound:

Commercial Within a Commercial

Oue ol the latest additions to radio’s
bag full ol commercial techniques
was conjured up recently by a west
coast agency—ua variation on the new
theme, subtiminal sound.

This deliberate appeal to the sub-
conscious has just been introduced
by Nucoa Margarine, division of the
Best Foods 1nc.,, New York. The one-
minute spots, now being aired dur-
ing the daytime hours over 75 radio
stations in 32 markets, were created
by Glen Hurlburt, musical director
for Guild, Bascom & Bonfigli Inc.,
San Francisco, agency for the prod—
uct.,

Musical Reminder

The Nucoa commercial, a jingle,
sounds to the conscious ear like a
normal music-and-words sales mes-
sage. The subliminal sell, according
to Henry Buccello, account executive
in the agency’s New York office, lies
not in the volume of the comnercial,
but in a “repeated reminder that is
woven inte the nusical falvic ol the
regular siales message.”

The account executive does not be-
lieve the smue hue and cry will be
raised over subliminal sound as has
been raised about subliminal sight
commercials—those appealing o the
subconscious through the eye. “Sight
subliminals intrude upon a movie or
tv program withont the viewer be-
ing aware that he is being sold,”
Mr. Buccello points out, “In our use
of subliminal sonud the listener is

U. S, RADIO e May 1958

already hearing a commercial. We
are just adding a new ingredient to
the regular, selling recipe.”

Mr. Buccello siates that the agency
does not yet have any information
available on the resulis of the new
technique in selling Nucoa. The
agency has been discussing, he says,
conducting a test in two similar mar-
kets where the commercial will be
aired in one with the sublininal por-
tion, and in the other without it
“That way we would be able to com-
pare sales in both markets to get an
idea of what effect. if any, subliminal
sell has on sales,” Mr. Buccello ex-
plains.

GB&B's Mr. Hurlburt describes
his development of the technique
this way: “The fact that I have been
blind throughout my adult life may
have given me more real respect lor
the value of sound. It is more likely,
though, that 30 years as a working
nusician have made me aware of the

Glen Hurlburt, GB&E music dir.

WwWwWw . americanradiohistorv.com

phenomenon that the ear is frequent-
ly quicker than the eve.

“I have used the technique of di-
version so long employed by magi-
cians, and adapted it to the commer-
cial,” Mr. Hurlburt explains. “The
conscious ear is engrossed in the ob-
vious, while the subconsciots is
aware of the secondary musical line.”
Mr. Hurlburt believes Nucoa is the
first company to employ this tech-
nique deliberately, but says that
other firms, nowably Pepsi-Cola and
Pepsodent, have used subliminal
sound accidentally.

“For example, in the origina}
Pepsi-Cola jingle the repetitive use
of the word, ‘wickle,” though not
being pertinent to the sales message,
is certainly a reminder of thirst.

“More recently,” Mr. Hurlburt
continues, “in the Pepsodent soug,
the production techniques leave a lis-
tener with u distinct impression that
ouly u refreshing, pleasant result can
occur from the use of the product.”

Mr. Hurtburt will not reveal
Nucoa's subliminal message because
it would then lose its subconscious
appeal, he feels.

“Diversion is not, however, the
only technigue that can be employed
in this type of thing,” the composer
declares. “As in visual projection,
secondary persuasion can be achieved
by means of inteasity of imagery.”

Mr. Hurlbure andd David Bascom,
board chairman ol the agency who
wrote the words, are reported ready
to colliborate on Miture subliwinal
sounds. e e o

7
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station log

Stations Talk Up Healthy

Aspects of Business Economy

Stations throughout the nation have
started  campaigns to point up the
positive avpects ol the economy, on
the theory that much ol the recent
downturn in bhusiness has beew
caused by pessimistic talk.

A “bellvinger” campaign is wgler
way ou WLOL AMinneapolis-St. Payl,
Minp, "to counteract all of the
gloomy busiiess talk.” Businessmen
throughout the area have been asked
10 submit examples ol increased
sales, production and employvment,
expaunsion ol lLacilities and new open-
ings.

Hems such oy plans for a million
dollar parking ramp, a 36 percent
monthls sales rise for an auto dealer
and 2 33 million howsing develop
nent announcement are leatured on
WLOL newscasts and  are icconm-
panied by the ringing oi a bell “to
call auention o the bright side ol
the ecorromic news.” KELO Sioux
Falls, 8. D., a sister station, has
started o similar drive.

And a Flint, Mich. Dbusinessman,
also convinced that “optimism is
contagious,” conducted a manrmoth

Problems of the broadcasting industry are
discussed by an owner, a manager, a reporter
at the Ohio Association of Broadcasters con-
vention held in mid-April in Cleveland. Left
to right: Gerald Bartell, owner of the Bartell
Family Group; Gordon Davis, general manager
of KYW Cleveland, and George Condon,
radio editor of the Cleveland Plain Dealer.

publicity compitign w help ollset @
30 percent drop i local business,

Using no other media, The Ace
Furninne Co. bought an average ol
65 announcements a day on WRBBC
lor three days. “"Glovnrbusting™
nens were also dded o newseasts.
The campaigu brouglhn the store ity
biggest single sales day volue i
history, atwacting an estinaazl 5,000
Clustomers,

In Akron. Q. the heightened in-
terest i cconapic conditions  has
brought action by WCUE, which has
established a business repor ting serv-
ice o Broadcast business news lour
times daily on Fridays and Saturdays.

The pooled business outlook vl
selected groups of Akron business.
men is a special feage ol the sery-
ice. In addition, the reports include
retail sales figures, an Akron stock
average and 3 “WCUE hustness in-
dicatm.”

KOOL Phoenix, Ariz, hav sche-
duled a heavy spot campaign o ell
it listeners “the wue facts of busi-
ness” i ity area. The imnounce-
ments, wsing figures Irom the Retail
Merchants “Vrade Assoctation, whole-
sale houses, munrcial isttdons and
the Chumber ol Commerce, show
that husinews is ahead of List year in
I’hoenix.

The Barcell Family Group des-
ignated April ay “buy wday for
better tomaorrow”™ month, kicking it
ofl avidr a one-minute edhitarial ve-
corded by Gerald . Bintell, presi-
dent ol the group.  He said “the
Anterican veartonty s utost confore-
able when it speeds along aca lively
chip. A slow-down, such as we are
experiencing—however slight—is un-
comfortable. The hest advice—speed
it up again by resuming normal par-
chasing.”

And onr the theory it “a large
part of the retail sales lag is due o
the public’s reluctance 1o buy rather
than its inability,” WELM Elmira,
N. Y. has started an “all-oyy local

wWwWwW americanradiohician coro

puiblic veliations cnmpaign with the
theme, "Now yon ¢can get a bette
buy, so beter buy now!™ The
non-vommercial effort ties in the slo-
gan o all striuon loeaks antl news
progrants.

\ similar nine-day selling effort
was conducted joinmly by WGN Chi.
cago, the Chicago Automobile ‘Tvade
Assoctation and the Greaer Chicago
Used Car Dealers. "The slogan was
“You Auto Buy Now” and the jur-
Pose was 1o encourage people “who
are working and have money in the
bauk 1o buy a car now if they need
one.

WW[ Dewoit put its il effores
behind e city’s “Buy Days Mean
Pay Days” promotion, designed to
stinnlate a bysiness upturn. Station
hreaks, uewscasts and mobile unit
picknps were employed.

Aud WWDC Washington, 13, C.,
s ring 4 series ol commnientaries
called, “Are We Talking Ourselves
Inta a Pepression.” Typical is a re-
cent two-minute talk by News Di
rector  Joe Phipps iu which  he
wirned that “the pmgs of fear have
[)C('UIIIC more illl(l more pl'nnmm(e(l
oo by ineveasing willk ol tumbling
stock markets, rising inventaries, in-
creased unemployment.” Alter quunl.
ing several optintistic statistics, M,
Phipps 1epeated  words ol 1933:
“The only thing we have 1o Tear iy
fear itsell.”

RADIO ACTIVITY

* lie six vadm statrons in Floig,
Midh.. have joined in the Flint Ra-
dio Broadcasters Association. Tlie
purpose of the orgamization is to fur
ther the expansion and promotion
of radio in that market and, by joint
efforts, “make radio. an even maore
dominant facter in community acti-
vities, as well as in advertising rev-
cnue,” Members are executives of
WAMNM, WEBC, WFDF, WKMF,
WTAC and WMRDP, o o o

U.,S. BADIO o May 1958
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| COOKBOOK OFFER ]

An offer for a Lea & Perrins Worcestershire Cook-
book was mentioned four days ahead of spot sched-
dule by Art Brown on his morning show on WWDC
Washington, D.C. This early play brought in 191 re-
quests for copies. Impressed by these results,
the agency approved the early start of the offer
and in three days 2,288 letters had been received.
The advertiser reveals that radio cost less than
six cents in ad money for each request received,
as compared with its hest return for print media
of 50 cents and for tv of 32 cents.
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The B. F. Goodrich store in Belmont, N. C., pre- 0
viously a newspaper-only advertiser, tested radio '
with a three-day saturation spot package advertis- '
ing automatic fry pans over WCGC. The store sold C
74 fry pans in this period and as a result signed '
a 12-month contract. Total cost of trial spots: '
$50, '
,
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Daniels Lincoln-Mercury Co. of Augusta, Ga.,
placed a saturation campaign of one-minute spot
announcements over WAUG in a two-day campaign uti-
lizing no other media. Daniels reports it sold 22
used cars during Friday and Saturday when the
spots were aired, four the next Monday and two on
Tuesday "as a result of these announcements" at a
total cost of $100.

gy — - B - —— -— e S —— —— — ——— -

L]
[ ]
[ ]
Alameda Pharmacy in Pocatello, Ida., received a ;
shipment of 50 cases of Christmas cards too late :
in the season for regular sale. In order to un- '
load them, the store purchased 10 short announce- '
ments per day for two days over KYTE. Results: b
For a total outlay of $30, the pharmacy had sold :
the entire 50 cases of greeting cards in three '
days. g

'
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RANKS
1th

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 ¢ AFTERNOON ¢ NIGHT

OF ALL
FIRST IN 9 7 37 QUARTER
a 0 HOURS

Area Pulse—May, 1957
RADIO:

LEADS IN HOMES 55
DELIVERED BY (o]

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

WRBL

AM — FM — TV
COLUMBUS, GEORGIA

CALL HOLLINGEERY CO,
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TO COVERAGE—is the KOA-RADIO
Route that tokes your odvertising
message throughout the entire Weste
ern Market — reaching cities ond
towns, farms ond ronches in 302
counties of 12 siates!
TO SALES — is the KOQA-RADIO
Route — the West's best woy to sell
your product to over 4 million po-
tentiol customers!
GET ON — STAY ON* — KOA-
RADIO! It's the only stolion you
neéd to route your product directly
to the entire, rich Western Morker.
{*mast advertisers dal)

Redresanted I 2 -
;utlmnlly A 5 f
v

Henry I
Christal Ce.
ine,

KOAZ

u.e.n. !/5!
One of Amersica’s preal radio slalions

$0,000 watts 850 K¢

WWRl NEW YORK

Sells more products by:

Offering your product a
full merchandising
schedule, with detailed
weekly reports to you. ..

Delivers the largest
Negro and Spanish au-
dience who can buy

your product . ..

Sell 2,455,000 Negro &
Spanish-Puerto Rican
people in New York . . .

For complete details . . .
write
WWRL, Woodside 77,

New York City
Tel: Defender 5-1600
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report from

RAB

Audience Surveys Refute
Charges That Teenagers

Are Bulk of Listeners

Charges hive been made that today's
radio aundience consists nuinly of reen-
agers. RAB reports these claims can be
refuted with rescarch it has released w
members over the last few years — and
continues to releuse periodically.

‘I'he tollowing facts, from listening
habit studies conducted for RAB by The
Pulse lnc. in important mewopolitan
markeys, give the lic o ihe attucks ol
radio’y crities. This evidente proves,
says RAB, how mudh and how otten all
types of people lisien to radio each diy

Professional men. Virtually all doc
15, lawyers and dentists, the high in-
come members bf the community, listen
to radio regularly. More than half of
the tune in five or more days cacli
weck. The overwhelming wmajority ol
them preler newseasts and popular ma.
sic programs.

Housewives Listen.

Young iomemakers. Defined as being
in the 25 o 35 age group with two or
more children less than 13 years old,
these housewives listen to radio during
all phases of their daily routine. Actu-
ally, RAR states, 95 percent of these
homemakers liten during an average
week.,

Single working women. Alhnost ning
million women in this group are getting
consistent auention from advertisers be-
cawse they huve cheir own money 1o
spend, and the figures show that 95 per-
cent ol them listen o radio each week,
RAB says.

Engineers, Mast engineers ave regular
radio histencrs. Nearly half ol dre engi-
neers who hear radio listen in their
cars, Almost three of every four in 1l
audience listen en route to work —at
least hall have car sets wned in afier
work. Other [avorite listening posts for
engincers are — in this order —kitchen,
bedroom, living room.

Waorking housewives. “L'liere are nore
than 1] million marrtedd wommen who
work, thus contributing their saluries to
the household operation — while main-
taining  strong inlluence on buying
habiss. Of this group, RAB reports, 95
pereent listen 1o the radio each week.

wWww americanradiohictopesape=——m——— B = ___ SN

Their favorite listening spot js the kitcly
en.

Working men. Beuver than nine out
of 10 of Ameérica’s working men — bouh
skilled add semi-skilled — listen to the
radio each week. On any given week-
day, three out of four of these men
listen 1o vadio. On a weekend day, seven
out ol 10 can be reached through radio.

Men and women age 50-65. An im-
poriait huying segment ol the popula-
ton, 93 percent of these men and wom-
¢n listen 1o radio each week. Close to
hall tune 1n every day of the week. Ap-
proximately 70 percent of their house-
holds own more than one radio.

Young men. Of the male population
between the ages ol 25 and 30, Y3.4 per-
cent listen to the radio each week, RAB
declares. Three om of four listen on
any given weekday. Their favorite lis-
tening place is the automobile. More
than half of them prefer news as their
program vchicle.

llousewives. More than nine out of
every 10 of these controllers of the na
tion'’s purse strings spendd more tham
16 hours weekly listening 1o radio. More
thin three out of every four are tuned
in on any given weekday, and on the
ayerage morning better than half of the
homemakers will listen.

Top Income

Men in the fop 15 pereend income
bracket. Radio is a steady companior
to these men. An overwhelming major
ity spend a total o] more than one day
cach week listening o radio. On the
average weckday worning wore  than
hall tane in.

Additioual evidence ol the attention
that radio counnands from American
lunilies comes from other sources. A, G,
Niclsen Co. shows that 53.2 percent of
American  radio homes  listen v the
wourse of a week during 6 to 9 paw. —
nighttime hours.

And, actording tg Sindlinger & Co.,
people speat aine billion houry with
radio in the average 1957 week.

RAB cites these facts as prool that all
kinds of people listen to radio all hows
ol the day, s e o
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report from

representatives

Katz Aids Stations in
Audience Building; Yenard

On Multiple Discount Problem

“I'he Kawe Agency's (ullime radio pro-
gran  consultant, veteran broadcasting
personality George Skinner, has launched
the frmv's represented stations on an
audience-building campaign.

Reporting to Morris Kellner, the ra-
dio department’s vice president, Mr.
Skinner has developed a series ol pro-
gram techniques based on his visits o
stations.

One ol the devices he employs gives
Katz stations in different markets the
henefit of each other’s more success(ul
programming techniques., Through a
selective “tape bicycling” system, Mr.
Skinner matches the specific problems ol
one station with the answers ol another
in off-the-air tape [orm.

The *“tape hicycling” approach in-
cludes the use of non-Katz station tapes
whenever Mr. Skinner spots a format or
policy particularly applicable 10 a spe-
cific client problem. Mr. Kellner claims
that this “tape bicycting” constitutes the
first systematic use of “audio memos” 10
suppleinent and illustrate program sug.
gestions provided by a sales representa-
tive.

The Katz people accept the faa that
what works in one market may not in
another. Nevertheless, they feel that
these examples of effective programming
techniques have a widespread use poten:
tial.

Mr. Kellner sums up the firm’s reac
tions to its first few months ol fulltime
representative program consulting with
the statement, “We are finding confrma-
tion of our belief that the representa-
tive, through daily contact with a signif-
cant cross section of broadcasters, can
contribute effectively to audience build-
ing through wore effective program.
ming.”

Multi-Product Advertisers

A major problem for bookkeeping de-
partments of stations, agencies and rep-
resentatives, according to Lloyd George
Venard, is the servicing ol the more
than 30 large parent companies who are

U.S. RADIO o May 1958

buying radio for a number of their prod-
ucts.

The problem of multiple discounts
did not exist until radio developed into
the saturation campaign stage, the presi-
dent ot Venard. Rintoul & McConnell
Inc. says, and today “correct billing re-
quires detail alertness on 1he part of the
station and the represemative.

*“\We have supplied our stations with a
list of parent companies and products,”
he tells v. s. rapbio. “We believe we
are onc of the first firms 10 inaugurate
this service, as the problem sprung up
only since the 1957 billings. \Vhen over-
lapping campaigns are placed we im-
mediately notify the stations of this.

“The stations should set up a master
file for the parent companies, listing all
of the products ol each. \When the rep-
resentative sends the order confirma-
tion,” he explains, "naturally the con-
frmation calls attention to the fact that
this is a parent company campaign and
must be combined with all producis for
that company.”

Mr. Venard estimates that ol the 30
leading companies, most of them are
placing lor an average ol 10 products,
a few are placing lor as little as three
products and several approach 40 prod-
ucts to which overlapping discounts
apply. Stations and representatives must
be alert. he says, “so that agencies can
be immediately notified of temporary
changes in rates.”

Branham Milestone

‘The Branham Co. is marking its 50th
anniversary as an advertising represen-
wative and the firm’s 22nd year as a radio
station representative.

The firm was founded in 1908 by
Johu M. Branham. He began with three
salesmen and offices in New York and
Chicago. Today the company employs
more than 65 in offices in those cities
plus Dallas, Tex.; Atlanta, Ga.; St. Louis,
Mo.; Detroit; Charlotte, N. C.: San
Francisco; Los Angeles; Memphis, Tenn.,
and Miami, Fla. @ o o

www americanradiohistorv com

You're headed in
the right direction with

Plough, Inc., Stations!
&
Radio Baltimore

WCAD

WCOP

Radio Chicago

WJJD

Radio Memphis

Represented nationally by
RADIO-TY REPRESENTATIVES, INC.
o MEW TOAK o CHICAGO « BOSTOM o STATTLR
o ATLANTA < LOS ANCELES « SAM FRANCISCS

|
| zookep vy |

SPECIALIZED NEGRO
PROGRAMMING

With 100% Megro progremming per-
sonnel, KPRS b efectively direcking
the buying habita of i veost, Faithiul
oudiente. Your seles mensnge wosles
neilhar limé nor meney in reoching
the heam of B ""Fr"'rrl-r.l" markal,
Buyimg time on EFRS is blike buping the
only rodin statien In o0 community of
127,600 octive prodpeeti.

1590 KC.

1,000 W.

KPRS

KANSAS CITY, MISSOUR|
Fai avodobilineg call Humbaldr 3.3100

Erpgreyenied Hatianslly byp=—
Jahn E. Fearson Dompany
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T0
MEET
HEAD
ON

A NEED
THAT
EXISTS

IN

THE
RADIO
FIELD

* .S. RADIO

for the buyers and sellers of
radio advertising

An indispensable taol far sharpen-
ing the advertiser's agency's and
broadcaster's approach to the
buying ond 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 YORK
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reporit from
agencies

| Ogilvy, Benson & Mather

Ups Radio Spending
By 14 Percent in 1958

One ol New Yoirks fasest gfowing agen-
dies anrticipates spending more tan $2.5
milliog in radio in 1938, an inacase ol
S300,000 over last yem. According o
Jumes L McCGallves senior vice president
o] OQgilvy., Bemon & Mather, the agenco
expects to bl aboue N200 million this
vear, nearlh double it billings ol five
vears ago. e inaane inadio spend-
ing in JU58 s about 11 percent above
apenditmes tor the sound medivm los
vear.

Mr. McCGallrey  dites Jetley Tea,
Sthweppes, and Peppanidge Farm s
three of the nine vear-old ageney's major
rudio spenders. ‘The Pepperidge series,
featuring Titus Moady, has had phe
nomenal snecest with the senjor air mg-
diwm, he says.

Pepperidge Award

I a swvey ol niae than 2,000 agendy
amd advertiser  personnel. Pepperidge
was voted one of the best vadio commer-
cials of 1957, T'he study, mide by Johu
Blair & Co.. station 1epresentitive, polled
station and accoimnt exccutives imud copy-
writers across the conntry imd was macde
public in April

Pepperidge, the agency veports, s the
first winner that has conducted fts cinn-
paigns m only 12 markets. (The client
distributes only on the Last Coast.)

Mr. McCaffrey auributes the Pep
peridge succes o OBM'y underlying
advertising coneept. "We like to con-
ceive of an excellent crentive idea first
and then pick the medinm that suits it
best. We never decide on the media to
be wsed until we have come up with an
overall campaign theme.”

Ihis approach i rellecied in the agen
o'y decision, now twa months old, to
switch over from specialized media buy
mg o the tancept of the huyer's being
traied 10 purchise all media for g
client.

Hendrik Booraem, vite presideng in

James McCaflrey, OBM st v.p.

charge of rudizsey, defines the sgency’s
approach to radio advertising i ehis
way, “We never lost faith in radio and
have always used it heavily. Radio is
particularly effective lor saturating tlie
minket with a given compaign for a set
peviod ol time. We have been in spot
oxtensively  becanse it gives  exeellent
coverage a the least cost,”

Mr. McCaffrey decares, “We 1egard
omsclves now as experts in spot vadio
fromm both the «reative and the buying
ad. Radio has remeixlons selling pow-
or and always has. Television, after all.
grew out ol radio and was spawned By
the thyee madio neoworks. “Three dangy
occuried o canse vadio’s lean years: the
uenworks picked their radio brains by
putting nany of radio’s best salesmen
into the newer medimm; there was an
indefinable but effeciive lack ol confi-
dence inradio expressed by nany people
n thie industry, and this vesulted in low-
cred rates: dhis inferiority complex was
picked up by advertisers and agencies
through a1 sort of personal radar.”

Mr. McCalffrey comments that the low-
cring of radio rates was “the opportu-
nity ol a lifetime” lor his agency aml
cnabled it to boost sales for several cli-
cuts  through  saturation  campaigns.
Tetley Ten went into radio, he says, for
reasons of economy and found it so elfec-
tive that when more money became
available the company increased its use
of the medium.

Mr. McCaffrey predicts bright years
ahead lor radio ind expects Ogilvy, Ben-
son & Mather to continue ta incréase
its radio billings. » e e
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as basic as the alphabet

Cream of the

U.S. R4aDIO

Michigan market

Seventy per cent of Michigan's
population commanding 75
per cent of the state’s buying
power lives within WWJ's
daytime primory coverage
area.

May 1958

EGYPTIAN

Seorching for the oncient
oncestor of our letter C,
mony scholars eye with favor
the Egyption picture-sign for
corner or angle.

PHOENICIAN

With the passoge of time,
for-troveling Phoenicion
merchants odapted the cor-
ner sign and let it stand for
the first sound of gomel—
precise meoning of which
is not certoin.

GREEK

The Greeks chenged gomel
to gammo ond wrote it in
various woys. The form
pictured here wos officiolly
odopted by the Athenians
in 403 B.C.,

ROMAN

From one of the Greek
gomma forms, the Romons
created two Latin letters.
One wos our letter G; the
other, our letter C.

() 121

Historizcol doto by
De. Donold J. Lloyd, Woyne Stote University

Changing listeners inlo custamers is much easier
when yau buy WWJ. Nearly thirty-eight years of quality
radia service ta Detrait and southeastern Michigan have
built o tremendausly layal audience which accepts
WWlJ.advertised praducts quickly and enthusiastically.

Start your radio campaign here —with the WwWJ
Melady Parade, WWJ News, with papular personalities
like Hugh Raberts, Foye Elizabeth, Bab Maxwell and
Jim De Land. It's the basic thing to do!

WW!J rADIO

WORLD'S FIRST RADIO STATION
Owned and operoted by The Detroit News
NBC Affiliate

Nofional Represenlalives: Pelers, Griffin, Woodword, Inc.

wWwWw.americanradiohistorv.com
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GOLDEN SPREAD

® Retail sales in Amarillo up
11% over January a
year ago

® Employment 3% above
that of the previous
January

® Bonk deposits up 5V

million dollars over
March, 1957

® Wheat prospects look the
best in seven years

® Cattle prices are up over
last year

YES, BUSINESS IS GOOD,
ARE YOU GETTING YOUR SHARE?

KENG V

710 ke 10,000 Watfs
AMARILLO, TEXAS

Contact any KATZ Man!
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report from
networks

NBC Foresees "Break-Even Point;’

DeGray Takes Over at ABC;

CBS Spectacular; MBS Traffic Study

NBC President Robert Sarnoft's widely
read open letter o the press “sets tlie
stage for the new newwork ridio which
now deserves a place in any well-bal-
anced national advertsing campaign,”
Matthew J. Culligan, vice president in
charge ol the NBC Radio nctwork, tells
v. S. RADIO.

“I'he  outstanding  characteristic of
newwork radio in 1958 is usefulness. Net-
work radio’s principal drawback was the
indiffcrence 10 i real values by many
young people in advertising who liter-
ally “grew up® in the v age.” Mr, Culli-
g:”l silybA

M. Sarnofl’s recent letter stressed that
“an occasional failure of a programming
concept” or a retrenchment by one net-
work should not be interpreted as a sign
that all network radio “is on the skids.”

Pointing 1o the new NBC Radio man-
agement, lre stated that “it has, without
«xaggeration, snatched NBC Radio back
from the P'otter’s Field of broadcasting
1t has also given new vitality to the con-
cept of network radio as a national com-
niunications instriment and as an effec-
tive velicte for national advertsing.

“True, the major radio networks are
on record that they Jost money last year
Since 1933, the NBC Radio network has
had a cumulative loss of about $9 mil
lion. But an important consideration,”
he added, “is that our loss was substan-
tially less than in the previous year. We
arec now talking about a break-even
point. 1 believe we will reacl, it, and
soon.”

DeGray Brings Experience

Edward J. DeGray, newly appointed
ead of the ABC Radio network, “brings
an excellent record in the field of radio
to his new post,” says Leonard H. Gold-
enson, presidenl of the parent American
Broadcasting-Paramount Theaters Inc.

Mr. DeGray has been with ABC Radio
since October 1955 when he was named
national director of station relations.
He was elected vice president in Febru-

WWW.ameri.camadioh.islam.com____—__._—l

ary 1957, “lle has program and sales
expericnce.” says Mr. Goldenson. “He
is cxceptionally well acquainted with
the managers of our radio afliates, and
he has their backing as well as the full
support of ABC management.”

The new radio wetwork chief suc-
ceeded Robert E. Eastman, who reports
that his plans are “indefinite,” Mr. East-
nuun adds that he will *“most certainly
reniain in the broadcasting business.”

Mr, DeGray came to ABC (rom Vita:
pix Guild Films Inc. where he was direc-
for of station relations. Before that he
was national director of station relations
for CBS Radio and supervisor in charge
of radio fﬂ-(lp PI‘()gI’:lIIIS.

Radio Spectacular

C. H. Masland & Sons of Carlisle, Pa,
will sponsor what CHBS calls “radio’s
most ambitious  entertzinment of the
decade™ on Sunday, May 4, from 6 10 8
p-m.

Called “he “Masland Radio Color
Roundup,” the network show will fea-
tire current headliners of Broadway,
Hollywood, records and tv, and will
have a musicai-variety {otmat based on
the colors of the four scasons.

Trattic Safety

Mutual's interest in auto radio and
traffic safety has been commended by
Rep. Kenneth A. Roberts (D-Ala)) at
hearings of the House Subcoinnittec on
Trafhc Salety.

In a recommendation fo the commit-
1¢e, Mutwial outlined a plan to make
state-collected  information  on  road
blacks and traffic jams availahle f{or
broaccast by radio stations.

The MBS plan would have traflic
clerks, alreidy assigned to highway and
state police headquarters it most cases,
collate and condense information re-
ceived [rom local, county, state and wrn-
pike authorities for distribution to radio
stations via the major news wire services
for subsequent broadcast. o o o
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LORAIN

Radio for
Grown-Ups

.of
ALL AGES

----------------

g1 Y

CLEVELAND

AKRON

effimy

WOOSTER

TilTh

NEW PHILADELPHIA

PAINESVILLE

Aty

CANTON

il 5

STEUBENVILLE

We offer you a large share of
the Northeastern Ohio buying audience

You reach Northeastern Ohio’s real
buying audience through WGAR.
Because WGAR surrounds your
commercials with radio for grown-
ups. ., of all ages.

For example, this fall, WGAR pre-
sents professional football at its excit-
irg best featuring the Cleveland
Lrowns. Dynamically reported for
Northeastern Ohio’s big sports-minded
radio audience by top sportscaster Bill

U.S. RADIO o May 1958

McColgan . . . whose colorful game
descriptions are seats on the 50-vard
line for thousands of the Browns’ faith-
ful and enthusiastic fans.

WGAR maintains this policy in all
its programming ... good music.. .
variety shows . . . sports . . . accurate
news coverage . . . drama—featuring
performers from top CBS talent.

So reach your real buying audience
through WGAR.

WWW.americanradiohistorv.com

Radio for grown-ups

- .. 0f all ages

WGAR

CLEVELAND OHIO

Represented by
Henry I. Christal Co.
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STRICTLY COMMERCIAL

...that’s
STANDARD!

“\.\\T/ -

5 Oursy
'"Nsanngnme
s Tion
RVIcEs
The Brand-New
1. MUSLI-"QUE’' SPOT LIBRARY
2. JINGLES &8 COMMERCIAL AIDS
3. SUPER SOUND EFFECTS
4. LAWRENCE WELK LIBRARY

5. STANDARD'S ‘“STANDARDS”

ROOM 2361 a0 e

LOS ANGELES
e conveniion

visit us In
BILTMORE in
during the NA

S TANDARD
RADID TRANSCRIPTION SERVICES, INC.
CHEIECAGO: J60 N Mighigan Avy

KFAL RADIO
FULTON, MISSOURT

Prime radio service to
four principal cities
of Central Missouri.
® FULTON

® MEXICO

e COLUMBIA

® JEFFERSON CITY

Potato chips, soup, soap, lingerie
and beer—jnst a tiny saumple of the
hundreds of things that are suggested
to KFAL listeners daily by our more
than 150 advertisers in mcarly as
many; lines of business; not 10 men-
tion services that remind folks of
things to de, aisl where to get them
done.

Thousands of listeners write 10 us
every year—unsolicited letters com-
mend KFAL PROGRAMS and PER.
SONALITIES, thank us for bringing
them “news” about where 10 huy the
things they desire.

Are you represented on KFAL 1oday?

Contact—INDIE SALES, INC.

or

KFAL RADIO Tet: 1400
Fulton, Missouri

900 Kilocycles 1000 Watts
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report from
Canada

May Is a Big Month
For Radio in Cahada:

Radio Week, Convention

May will be one of the busiest months
of the yvear [or the Canadian broadcast-
ing industry, with two major events on
the agenda.

Many radio broadcasters and set
manufacturers throughout the Domin.
ion are cxpected to participate in Can-
ada’s second annual radio week, May 4
to 10, before leaving for Montreal to
attend the annual meeting of the Cana-
dian Association of Radio-Television
Broadeasters, May 11 to 14.

Advance information about the con.
vention’s agenda comes from T. J. Al
lard, executive wvice president of
CAR'TB, who states that he expects ap-
proximately 350 broadcasters and manu-
facturers to attend. One of the most inr-
portant issues to be airect at the meeting,
he says, is the proposed creation of a
regulatory board to control both the
Canadian Broadcasting Corp. and pri-
vate broaclcastiiig operations,

Separate Body

Before his re-clection on March 31,
Prime Minister John Dielenbaker prom.
ised in a campaign address to set up
such 4 separaté regulatory body in place
of the present system, which calls for the
hoard of governors of the CBC to coi-
trol all Canadian broadcasting.

According to Mr. Altard, “The situa.
tion that now exists in Canada would
be comparable in the U. . il there were
only one American network, governinent
owned, which was also invested with
the powers of the FCC over both the
single network and the private broad-
casters.”

Also on the convention agenda is a
discussion of formats for nighttime radio
programining and a radio workshop to
be held during the afternoon of Mon-
day, May 12. Mr. Allard says that any-
one is welcome, without charge, to at

tend both the morning and afiernoon
scssions that day in the Queen Elizabeth
Hotel. Many advertisers and agency
representatives are cxpected.

On May 11, 13 and 14, the meetings
will be open to members only and will
deal with old business.

CARTB Membership

CARTB's membership consists of 147
radio broadcasters, 33 television broad-
casters and 57 associate members, mostly
set manufacturers.

CARTB and Can:lia’s entire radio in-
dustry are tooling up for Canadian ra-
dio week which, according to Charles
Fenton, siles director for CARTRB’s
Broadcast Advertising Bureau, will be
primarily directed toward the few mil-
lion Canadian homes that own oty one
radio.

There are 2.8 million Canadian homes
without a second set and 150,000 with
no sct at all, BAB states. To remedy
these situations, BAB is designing a
canmpaign to underline how radios are
being styled for use in specific rooms—
for example, the mantel radio for the
kitchen, the automatic clock radio for
the bedroom, the console for the living
room.

A station promotion kit has been
mailed to all stations containing sam-
ples of promation and display materials,
idea books, facts on radio, twe 20-min-
ute speeches anid commercial announce-
ments. Anong the latter are 10 drama-
tized announcements and several celeb-
rity promotion spots by top sports stars.

Also in connection with radio week,
the Radio-Electronics-Television Manu-
facturers Association of Canada will
provide 300 {ree radios for distribution
by the CARTB o member stations for
prizes in contest promotions. The motto
for the week is, “Be in the know—buy

another radio—and listen.”” e o o
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RADIO
TELEVISION

Crepresenting 30 Radio and 19 Television Stations in Canada

Distributors of the world’s finest Radio and Television Programs

MONTREAL - TORONTO -WINNIPEG+-CALGARY - VANCOUVER
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SALES {Cont'd from p. 15}

ity on the national level in radio
sales devclopment. PGAY, for ex-
ample, has two men, one in New
York and one in Chicago, who devote
all their energies o this function.
In New York, Mr. Richards says
there are about six prodhct catego-
ries that ave being concentrated on
for increased radio sales: food, drug,
textile, airlines, soft drinks and auto-
motive and auto aceessories.
Ar. Richards and his counterpare
in Chicago, Paxson Shaffer, work
I with agency and advertiser people on

KDKA—Radlo three levels, They start with the
¥
media people and ger information
. . . - - -
audwnce jncreases I on media objectives of a particular
inthe heartofpittsbufgh_" executives with their radio infor-

product. They then contact account
mation. Awd finally they reach the

H 7 an at the agency and
| a n f top '\ccom.u. man at o \
nowle dSl 4090"““ 495 the advertising manager at the client.

ally, 'S g levelop-
[ Actually, PGW’s sales develop
quaner hours ... flame ment approach has two pars, Phase
one s a more generial presentation
your survey. & :

on how and why sound can sell prad-
ucts and services, Phase two gets
down ta the specifics of radio circu-
lation as well as the specific way
radio can help solve the marketing
problems at hand.

Five to Ten Percent

Broadly speaking, PGW is out to
convert advertisers who wse no radio
and those who use lrom five 1o teyi
percent ol their budget for radio.

Among the chiel veasons that Mr.
Richards takes before advertisers and
agencies is the [act that vadio is an
intrusive medium. Mr. Richards de-
‘ clares that numny advertisers who are

faced with the task of changing a
buying habit witl prefer radio’s abil
ity to mtrude a product wdea in a
way no other medium can.
as no other medium can. Mr. Richards maintains that the
key to [urther use of radio is in the
application of sound to the product
idea.

At CBS Spot Sales, George Arnold,
wmanager of siles developmen, states,
“Radio has 1o do a more thoough
job of competing aguinst  other
media.” As an cxample of this, he

fates. that mewspaper milline rates

RADIO are very high [or adequate penetrd-
KDKA PITTSBURGH tion of a market.”

Mr. als ] tre:
50,000 WATTS - CLEAR CHANNEL rRepresented by PGW r. Arnold also stresses the
mendous fertility ol the [ocd held

as being productive for radio. To
@@@ WESTINGHOUSE BROADCASTING COMPANY, INC. show the variauce in approaches to

As always, KDKA reaches

and sells the growing suburbs
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WWW_americanradiohistorn/z.como o


www.americanradiohistory.com

sales development, Mr. Aritold works
ontly with the client and not with the
ageucy.

Al Long, manager of sales develop-
ment at John Blair & Co., also works
to a great extent with the client. He
first sounds out the advertiser on
basic media and marketing objec-
tives and then prepares a presenta-
tion with specific radio plans.

On the network side, there is an
equal amount of sales development
activity. Howard Gardner, manager
of sales development for NBC Radio,
declares that mauy new advertisers
can be traced to this type of work.
As far as NBC is concerned, Mr.
Gardner cites the following adver-
tisers who are new to radio: Waver-
ly Fabrics, Princeton Mills (inuta-
tion fur coats), American Institute
of Men's & Boy's Wear, To a great
extent, Mr. Gardner states, his de-
partment tries to show advertisers
how they can incorporate network
radio as part of their ad plans. He
also works on clients who now use
radio as their basic medium.

Among these, he lists Waverly and
Midas Muffler.

Last year’s sales development, pres-
entation at NBC was based on im-
agery transfer. This year it is founded
nu the concept that newwork radio
delivers audience values, [requency
and reach. The network also empha-
sizes certain “extvas” that it offers,
such as its merchandising programs
(salesvertising) .

Among the new business accounts
that CBS Radio credits to its sales
development activity are C, H. Mas-
land, the Hertz rent-a-car system
and, of course, the Ford buy.

Frank Nesbiu is director ol sales
development for the network: The
fundamental purpose ol this activity
at CBS Radio is the development of
new business through exposure of
top managenent at the ageuncy and
the company. The network generally
sends out a management team when
it gives a presentation. One recent
Dpresentation used in sales develop-
ment work ywas tlie “Dollar Stretch-
er.”

Sales development is largely 2 mar-
ter of education. Media men find
that the surest avenue for new busi-
ness is in educating advertisers, who
have not used radio, on the basic
values of the sound medium, coupled
with a specific plan to meet certain
marketing goals and problems.

U.S5. RADIO e DMay 1938

we’re tired of shouting it ...

BUT THE
FACT IS ...

K-NUZ s

710
oc\b L4 o,

()
l°~
Soanyav?

N\ . . /
Radio Ceirtor
Houston'si\Z‘A-Hour
:Music and--News.
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NO. 1

{Jan.-Feb. 1958) Ploces K-NUZ

() * Pu L E in No. 1 position Mondoy thru
& " Fridoy for total broadcast doy

average § A.M. to 12 midnight.

{Jon.-Feb. 19358) Places K-NUZ

* NIELSEN_ in No. 1 position Mondoy thru
Fridoy 6 A.M. to 6 P.M. for

toto! broadcost day overage.

National Reps.: —I

Forjoe & Co.—

New York e Chicago
Los Angeles o San Francisco
Philadelphia e Seattle

CLARKE BROWN CO.
Dallas o New Otleans e Atlanta
In Houston:
Call Dave Morris
JA 3.2581 _J

I
|
I
Southern Reps.: ‘
|
I
|

83


www.americanradiohistory.com

On the natonal level, there are
great untapped cnlegories who use
little, if any, radio. The New York
Stock Exchange, for example, in ad-
dition o all the securities finns, rep-
resents a sizeable chunk of unwritten
business. One representative firm
has been selling this category on the
basis that by using the financial pages
alone, a stock Dbroker is appealing
continuously to people who atready
have an interest in securities—and is
ignoring the possibility of creating

new prospects. (See the Bache story,
Mavch 1938)

Other untapped categories are: in-
surance, which uses little radio ex-
cept on a co-op basis; sporting goods
and specialties (boats, goll clubs,
swimmining pools) ; the noveliy field
(c.g., greeting cards), and the great
list of products in the hard-goods
category (cars, velrigeratars, washing
machines).

Actually, the function of sales
development is as old as radio itself.

ls MAIL PULL
YOUR Dish?

500 pieces of mail each week!

Mercury Starday . . .
lished .

“Louisiana Hayride.”
H-R man.

Low
FREQUENCY

MAXIMUM

620k¢ -

Try Bill Mack’s Famous Recipe

Bill Mack is KWFT's great country anl western music personality.
He serves up big, heaping portions of mail——country style. Over

Bill's a fabulous fellow. His daily disc jockey shows rank 7th on
the national Country and Western Jamboree’s annual D-] pell
He’s equally popular as band leader and vocalist. He eecoeds for
has bhad 50 original compositions pub-
. has made personal appearances an CBS Radio’s
"Salurday Night Counlry Style,”

Got something 10 sell? Bill Mack can sell
KWFT'S great coverage area—?'2 mv,/m radius of nearly 250
miles, in the rich Southwest. Nearly 4 million people! See your

President & General Manager

CONDUCTIV, ¢y

Wichita Falls,Texas

“Big D Jjamboree,” and

it—throughout

Ben Ludy
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For many yeays, it has undergone
various fates. In one era there is a
great amount of enthusiasm for its
prospects and then another time it
seems to lose its value for one reason
or another. The chief factor in the
variance in interest in sales develop-
ment is that it is often hard to trace
new business directly to this effort

Media Salesman

Sometimes more than one firnr hias
beeir working on one account and
ofteir a media salesman has as much
 tlo with geuting the new busiuess
as does the sales development team.

The matter of who should per-
form the sales development function
also has been a wmatter of contro-
versy. PPaul Weeks, vice president of
H-R Representatives Inc., believes
that the job "shoukl be lelt in the
hands of the media assoctatioti—in
this case RAR”

M1, Weeks declaves that one firm
15 too small a part of the whole in-
dustry to influence adequately new
radio business by companies who
have never used the medium. He
states that representative companies
who have sules development depart-
ments do it to satisfy their member
stations..

More Selective

Mr. Weeks [urther believes that
raglio eun expand inio uew catego-
vies by making its programming
maore selective.

But no mater who does it—repre-
sentatives, networks or RAB—radijo
is  winning wew customers daily
through. these educational efforts.e s s

g lee it Sell f}

KOS! - KOBY'
turn over. products
not audience

{ BOTH RADIO STATIONS
No.1inHOOPER & PULSE

6 om-6 pm averqge share

KOSI KOBY

DENVIR SAN FRANCISCO

Mid-America Broadcasting Compani

U.S. RADIO » DMay 1958
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FORMATS (Cont'd from p. 25}

scene of any event and an automo-
bile equipped with remote telephone
to describe important events from
the scene.”

KONO San Aiitonio, Tex., em-
ploys a staff of 10 newsmen. The sta-
tion presents regularly scheduled
newscasts, remote broadcasts and
bulletins. KONO reports that it op-
erates three ground mobile units and
one air mobile unit.

Another station emphasizing on-
the-spot coverage is WJR Detroit.
W]JR features such interpretive pro-
grams as-Sunday Supplement, Topic
for Today and Points and Trends,
all of which deal with events that
are currently making radio head-
lines.

The return from KFSD San Diego
shows that it has an extensive local
news operation. The station main-
tains a press room at the Civic Cen-
ter and a paid stringer system. In
addition, KFSD has an arrangement
with the Yellow Cabs in its city so
that the 200 cabs in the area can be
directly connected to the statjon’s
news center.

KSTN Stockton, Calif., has a full-
time news staff of two men who cav-
er local news for twice hourly news-
casts. The station acts as a source of
emergency news during such critical
times as the flood of 1956.

In its news coverage, WFLA Tam-
pa, Fla, uses as many local voices
as possible in reporting the news.
Techniques used are tape recording
or recording by telephone.

WKY Oklahoma City, Okla,,
places great emphasis on its compre-
hensive news coverage, according to
the response. It has a staff of 15
newsmen, three station wagons with
two-way radios for on-the-spot news
reports, and an hour-long in-depth
news feature from 7:30 0 8:30 night-
ly called Precinct 93. WKY also em-
ploys two full-time meteorologists.

Farm news is an important ad-
junct of many stations’ overall news
coverage. WPTF Raleigh, N. C,, for
example, has a noon farm period
from 12:05 to 1 p.m. It is calied the
Farm Hour and is conducted by
Prof. Earl Hostetler. The program
includes a summary of the day's farm
market reports by remote from the
North Carolina Department of Agri-
culture. There are guest interviews

U.S. RADIO '« May 1958

and weather analyses plus the play-
ing of some hillbilly nmusic.

As an adjunct to the news KFBI
Wichita, Kan., broadcasts zonal
weather forecasts for all of the state’s
six weather zones every day. Three
times a week the station programs
five-day weather forecasts.

As for the future of radio news,
WIP Philadelphia, Pa., believes that
it will become even more vital than
it is today. The station sees radio
news as becoming a 24-hour-a-day
job, with greater use of leg men, tape

recorders, beeper phones and short-
wave transmitters.

No matter what the type of for-
mat, many stations affiliated with
networks mentioned as one of their
biggest problems the integration of
nztional and local programming.

WFPG Adantic City, N. ], ex-
presses it this way: “The problem of
an affiliate is to so program that
there is no distinction in program
quality or announcer quality or care
in preparation between the programs
initiating from the network and

'

4
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i

i
,,’ ® VISIT BMml HEADQUARTERS
Rooms 2107-2108
Biltmore Hotel

NAB CONVENTJON

RS- SR

BROADCAST MUSIC INC.

589 FIFTH AVENUE,
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The monthly magazine for buyers

and sellers of radio advertising

at the

NAB CONVENTION
]Snuite 2133

Biltmore Hotel

CONTINUOUSLY
FIRST ON THE
RICH TULSA
FRONTIER

Hooper . .. Pulse . . . you NAME it, "\
pardner! In every Tulsa survey durmg the oy
last 18 months, I've been FIRST by a COUNTRY
MILE! Marwch THIS with my reasonable RATES . . . and you get a cost
per-thousand so far below any OTHER Tulsa station that ic's almoss like
hoss-stealin’ to buy me.
Hey, and see that big HAT I'mi wearing? Abem! That's my big 5 my
Primary Coverage Pattern in the rich Tulsa Trade Area.
Come on! Get ACQUAINTED with me . . . and you'll get acquainted
with SELLING POWER, the likes of which you've never seen BEFORE.

THE NO. 1 NEWS STATION IN THE NATION™

m TULSA’'S 24-HOUR MUSIC &
NEWS STATION — 970 KC
W Robert J. Hoth, V.P. & Gen.
Magr., American Airlines Bldg.
Tulsa LU 7-240) TWX: TUSS
Witner of coreted A. P, Award for best news cov-  Rep.. Weed Radio Corperation

erage of all A. P. radio and tv stations for 1957

50
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those initinting in the station’s owit
siudios, lis turther problem is that
for all the hours it is on the air,
this CBS afhliate must sound exactly
the same, in appeal and in quality,
during local hours as it does during
network hours.”

KFAB Omaha, Neb., integrates by
airing editorials locally which are
generally tied in with, the network
newscasts.  WAVE  Louisville, Ky.,
adopis local features which resemble
NBC's weekend Alonitor service.
One of these is the Roadshow broad-
cast from 3 1o 6 p.m. which contains
gencral audience music, NBC News
on the Honr, regional and local news
on the half hour and two sportscasts,
along with the time and weather.

KENS San Antonio, Tex., a CBS
affiliate, programs three nighttime
shows highlighting conversation, jazz
and soft music, respectively. Party
Line comes first and airs two-way
cenversitions between listeners who
call in to discuss topics of their own
choosing,.

KOB Alboquerque, N. M, an af-
filiate of NBC, builds its program-
ming around personalities, believing
that “peopie sell people.” Aiming at
adults and particularly the business-
man, KOB airs frequent five-minute
news summaries from NBC and its
own nine-man news department
The station also features public
service programs.

WREN Buffalo, N. Y., also beams
at the adult audience and provides
60 pevcent local programming and
40 percent CRBS network progran:
ning,.

Twe other metwork affiliates,
KXYZ Houston, Tex., ABC, and
WBAL Baltimore, Md.,, NBC, gear
their operations for the cnlire listenr-
mg public. KXYZ lnognms “enier-
tainment for the entire family,”
while WBAL has introduced a con-
cept called “full range program-
ning.”

KXYZ operates o a gcncnal top
40 policy, but supplements it with
albumns, old hits and the Metropoli-
tan Opera during the season. From
the network it takes news, football,
special events and weekend news.

WEAL’s F. R. P. campaign is ap-
plied to sports, niusic, entertainment
and news. The station emphasizes
depth in all these categorics.

Added to its CBS fare, WRBL
Columbus, Ga., features metropoli-

0. S. RADIO e May 1938
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TO
MEET
HEAD
ON

A NEED
11,1.1)
EXISTS

IN
THE
RADIO
FIELD
TODAY
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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.

15SUED MONTHLY
® ONE YEAR $3.00
® TWO YEARS $5.00

WRITE CIRCULATION DEPARTMENT

U.S. RADIO
50 WEST 57th STREET

NEW YORK 19, NEW YORK
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tan service programming. Popular
music, chiefly standard or novelty, 1s
the core of its approach

Two stations that responded have
specialized  programming to the
Negro audience.

WLIB New York started out to
provide a program service that was
not bheing carried in the New York
metropolitan area. Among the sta-
rion's most popular features are:
the regularly scheduled series of
daily community news broadcasts
prepared and edited by WLIB's own
news staff, the annual festivals ol Ne-
gro music and drama, how in their
fifth season, and a weekly program
called The Editors Speak, in which
editors of leading national Negro
newspapers discuss subjects aflecting
Negro interests in this country an
abroad.

South of the Mason-Dixon line
WOK] Jackson, Miss., programs 50
percent music (largely jazz and rock
‘i roll), 40 percent retigion and re-
ligious music programs, five percent
news and sports, and five percent
special events.

Another way of expressing radio’s
music and news concept has been
adopted by WWDC Washington,
D. C. “Our dominant, basic philos-
ophy is to program primarily service
and personality.” For WWDC, this
includes a wide range of material.

“Sure, we play top records of to-
day—ywe also play the potential hits
and songs from a clecacle ago. \Wegive
our audience news off the wires—
but we also have a digging, diligent
staff of newsmen who report the lo-
cal news as it happens. Besides
what's happening in Bangkok, we in-
clude in our newscasts squibs that
interest the people in town from She-
boygan or San Francisco,” WWDC
states.

Because of the service nature of
radio and because of its impact as a
medium, Rex G. Howell of KREX
Grand Junction and KGLN Glen-
wood Springs, both Colorado, ques-
tions the use of the word '‘format”
as applied to radio programming.

“We prefer to call it a creed.

*“We believe broadcasting is the
most potent sphere of public infor-
mation and influence in the nation.

“We believe broadcasting should
always remain a welcome guest in
the intimate family circle of the
home.” o o o
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CHECK ALL THREE

Size of Audience . . . lecause
WREN delivers nearly half of all
the homes in the Topeka matket
every single day,

Quality of Audienca . . . because
WREN'S all-round programming
appeals to a buying class, not the
sophomore class.

Cost of Audience . . . because
WREN’s rates are reasonable,
Check with your George P. Hol-
lingbery man.

5000 WATTS e TOPEKA, KANSAS

RN ;"'. W 2 AR
5

i

M 4 i

ool S

TR R A o

You're headed in
the right direction with

Plough, Inc., Stations!
L)
Radio Baltimore

WCAQ

Radio Boston

WCOP

Radio Chicago

WJJD

Radio Memphis

Represented nationally by
RADIO-TY REPRESENTATIVES, INC.
» Niw TORK s CHICACO s BOSTOMN 1 SEATTLE
I * ATLANTA » LOS anGELES & San FRANCISCO
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THE ONLY
DIFFERENT SOUND
UNDER THE SUN

TIMELY
INFORMATIVE
ENTERTAINING
THIS IS
RADIO FOR ADULTS

DIAL K G B 1360

SAN DIEGO
H - R REPRESENTATIVES

The nation’s

hiohact

éud-ience-
rated
Negro group

WOKJ

JACKSON

BOKY |

tations
Represented by John E, Pearson
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radio
ratings

Rating Services Agree
Figures Are Only One

Aspect of Measurement

Industry participants in several recent
surveys and panel discussions have
called ratings everything [rom: the only
method of justilying buying decisions
to “one of the greatest myths of our
time.”

The rating services liad their chance
o speak out at the Philadelphia Tv &
Radio Advertising Club’s semjnar on
“Ratings—Their Meaning and How to
Use Them.” Ameong the participants
were Yrank Stisser, president of C. L.
Hoopcr Inc.: Laurence Roslow, associate
dircctor of The Pulse Inc., and George
E. Blechta, vice president of A. C. Niel-
sen Co.

“A rating never has been, nor in wmy
opinion ever will be, an absolute mneas-
ure of the total radio audience,” declares
Haooper's Mr. Stisser. “Today, literally,
radio is cverywhere. No matter what
method is used. | do not believe that
anyone will ever come out with a true
count of everyone exposed to radio.
Ratings today scein to be used by many
people 1o prove instead of 10 find out.
At best, a rating is a guide, a compara-
tive measure of the size and distribution
of the audience.”

Mr. Stisser states that used properly, a
sensitive rating can be “an excellent
guide to one fucet of time purchasing.
Certainly a rating is not the ‘be all’ or
the ‘end all.” However, in order to be
effective a rating should give the buyer
and seller alike an accurate indication
of the changing size of the radio audi-
ence.

“No businessman,” he says, “can in-
telligently run any business without
knowing everything he can about his
product. Our job is to measure a radio
station’s only product—its audience.”

Study AIL Factors

“The intelligent user of broadcast re-
search,” declares Pulse’s Mr. Roslow,
“will use ratings in the same way he
uses information in preparing to invest
in the stock market.

“In selecting a stock,” he points out,
“the intelligent investor looks at more

www americanradiohistory com

than just the closing pfiice. The intel-
ligent yser of broadcast ratings is also
no gambler and, in addition to the rat-
ing, he ascertains how it was obtained,
what it means and the competitive and
historical record of the time slot, the
program and the station.

“Without this knowledge,” Mr. Ros-
low says, “the rating is just a figure that
means only what jts user wants it to
mcin. Unfortuuately, too many users of
ratings do not realize that each research
organization measures in a slightly dif-
ferent manner, witlr dQifferent size sam-
ple, and even vary as to the size of the
same market.

“And since ratings are use! both by
program and sales people, it is obvious
that each of them wants the ratings for
a different purpose. Yet, 100 often each
of them will use ratings without addi-
tional inforination and without knowing
what they mcan. If they invested in the
stock market in so unintelligent a man-
ner, their portfolios would be short on
blue chips and overlong on Dblue sky
shares.”

Over-saturation

Mr. Blechta of Nielsen voices the
opinion that cost-per-thousand alone is
a poor basis for timebuying.

"A spot buy delivering a good cost:
per-thousand can be oversaturating onc-
fifth of the homes it reaches with almost
two-thirds of all cominercial messages
delivered,” he states. “This is not el-
ficicncy in any sense.”

Mr. Blechta declares that cosi-per:
thousaud figures sonetimes hide a con-
centration of oo many messages among
a small group of homes. “If we divide
the audience reached by a spot schedule
into five equal parts, from most heavily
1o least heavily contacted homes, a
good amount of waste coverage may ap-
pear.

“Any real cost-efficiency yardstick of
timebuying must ask,” he concludes,
“how many different homes are being
reached with effective frequency, and
how much does this cost.” ¢ o o
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Including even tiniest transistor pocket sets—
Pulse is the sole service accurately reporting
total audience. Obviously auto radio is but part
of the outside plus of millions. Measuring out-of-home is
nothing new to Pulse. Pulse has been doing it since 1941!
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names and faces

Noting the Changes Among

The People of the Industry

AGENCIES

DEAXE UPTEGROVE elected president o] H: B. Humphiey,
Alley & Richards Inc., New York. Ile will continue supervi-
sion of the agéhcy's areative activities.

MARTIN SOLOW appoined executive vice president of The
Weaton Co, Inc., New York, He was previously with Wilbur
& Ciangio Inc., New York .

MURRAY FIRESTONE clecied executive vice president in
charge of the new Philadelphia office of \W. B. Doner & Co,
Detroit.

ALFRED GOLDMAN clected vice president and copy director
as well as a director of Reach, MClinton & Co. Inte.,, New
York. ETHEL CORDNER has joined the agency as copy
supers isor.

ELLIOT W. PLOWE elected a vice president of BBDO,
New York, i joining the agency's ofhce were: PETER M.

SOUTTER as account supervisor, DAVID A. CLARK, SHER-
MAN HOYT and WILLIAM E. TORPLEY as account execu-
tives, and IIAROLD DAVIS as uinchuyer.

LEONARD STEVENS has joined Weightman Inc., IPhiladel-
phia, Pu., as director of radio and (v

FRANK ENNIS has joined Nonnan, Craig & Kupmmel Inc,
New York, as an account exccutive, He wae lormerly with
BDO.

RUDOLPIT J. WILLE has joined ). M. Mathes Inc, New
York, as an account executive.

RALPFL A BORZ] appointed director of film, tv and radio
production by The Griswold-Eshleman Co., Cleveland, O. He
fills the position vacated by RICHARD C. WOODRUFF,
named acconunt excuutive,

CIARLES WILLARD, formerly at McCann-Erickson Inc,
New York, has joined Doherty, Clifford, Steers & Shetifield luc.,
New York, as a broadcast buyer.

STATIONS

ROBIRT E. MTTCHFLL, former general sales iiranager, pro-
moted to gencral manager of WINZ Miami, Fla.

FRFDRICK G. [LAR I'M AN, lonnerly with AWNDR Syracuse,
N Y, named general manager of WPDM Potsdam, N. Y.
BERT COWLAN promoied from program manager 1o general
manager of WEALLIFM New Yok,

GEORGL k., UTLLY, former conynercial manager, promoted
1o station manager of WFAN Dallas, Tex.

FREDY GARDELLA promoted fiom program dirccfor 1o gen:
cral manager of WHBNC Conway, N. I,

HOWARD L. ZACKS pronioted from commerdial numager 10
genieral manager of WALY Herkimer-llion. N, Y.

PETER R. ODENS promoted from awistant manager to sta-
tion wmanager of KICO Calexico, Cal.

ROBERT BARTUSCH promoted from acconnt executive 1o
assistant nuanager of WLOK Memphis, Temi, and ROBERT
DOHERTY named a WILOK account exccutive.
ALENANDER W, DANNENBAUM JR., vice president of
sales, and WILMER C. SWARTLLEY, vice president for the
Bostou area, samed to the boand of directors of the Westing-
house Broadeasting Co.

JACK A FRITZLEN. (ormerly office manager of the Lah
Adverusing Agency, Indianapolis, Ind., named to the WEFBM
Indianapolis sales stafl.

MARTIN COLBY, former sales nmianager of Allied 1'v & Radio
Productons Inc., appointed 1o the national sales staff of the
Radio and Tv Division of Lriangle Publications Inc., New
York office.

DON C. DAILEY promoted. (rom sales manager to general
manager of KGBX Springfield. Mo.

CLYDE SPITZNER, formerly commercial manager of WIP
Philadelpltia, Pa,, has joined WFIL as director of radio sales
and programs.

JAMES McNEIL named program director of WSVA Harrison-
burg, Va., replacing ANDY McCASKEY, promoted 10 manager
of promotion and advertising for WSVA-AM-FM-TV.

/i

Cowlan

Hartman

1% kS
2

JOHN MILLAR promoted from local sales manager to com-
mercial manager of WCAN Burlingten, Vi,

BILL WEAVER promouwed from the siles stafl to sales imanager
of KNOA Sacramento, Cal,

CLARK WIIITMAN, {ormer sales minager of WSAMI Litch:
field, 11, named commercial manager of WDZ Decatur, 11
DIANE NEUGARTEN has joined WINS New York as divec
tor of rescarch and [romotion. Added to the time sales staft
were DAN WEINIG and PAUL EVANS, former regional sales
mauagers for the Storer Broadcasing Co., and RAYMON
FIAMILTON, fonnerly sales manager of hoth Telestar Films
Inc. and Flaningo Filins Inc.

BOB GRIERSON, lormerly with the sales stafl of CFCE Moni-
treal, Que., has joined the local sales stafl of CJMS AMontreal.

REPRESENTATIVES

FRENCLI FASON promoted to midwestern sales manager of
1I-R Representatives Inc., Chicago office.

ROBER'T ITANRAHAN his joined the Sin Francisco oflice
of The Branham Co., PETER CHILDS wansferred from Chi-
cago o Branham's Los Angeles office and JOHN MURPIY
named manager ol the radio and tv deparument of the Chicago
office.

DANIEL R, KELLY nanted radio sales promotion writer at
Avery-Knodel Ine, New York,

ROBERT MaNEAR appointed acting sales manager for West
Coast operations by Broadeast Time Sales, with LINDEN
CIHIILES named as his assistunt. Also, DAVID LIEBERMAN
appointed business manager of the New York office.

PAUL WILSON, formerly with Adam Young Inc., lias joined
the sales stall of Rithard O'Connell Jnc., New York.
GLEORGLE BINGIIAM appointed vice president in charge of
the Boston office of Walker-Rewalt Co.

ROBERT H. BIERNACKI appointed junior sales execufive
ut the New York ofhice of Radio T.V, Represenlau'\;es Inc,

NETWORKS

EDWARD |. DeGRAY, vice president in charge of siationg
relations, appointed to head ARC Radie Newwork:

Fireslone

Edson Wilson Stevens

WWA. americanradiahistans.cam
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U.S. RADIO...

the monthly magazine for buyers

and sellers of radio advertising

it has been predicted that In 1962 radio alone will
be doing $1.4 billion . . . double the current figure.”

Radio is the mass medium fo reach the whole of

America.

U. S. RADIO stands ready to fill the needs of advertisers in their use
of radio. An analytical and idea magazine for buyers and sellers of
radio advertising, U. S. RADIO devotes its entire energies to this vast
field of radio. Articles and features on the planning 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 radio industry.

The Only Magazine Devoted 1009, To Radio Advertising
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To Receive
U.S. RADIO
Regularly

Each Month,
Mail In This
Form, NOW!

U.S. RADIO SUBSCRIPTION

50 West 57th Street 0T/
New York 19, N. Y.

Please see that | receive U.S. RA”IO

1 YEAR $3 [0 2 YEARS $5 [J

Name : : Title

Company

Type of Business

[0 Company or
[0 Home Address .
City __ Zone State

PLEASE BILL O PAYMENT ENCLOSED

- —————— o —— T = oy T o S e -
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EDITORIAL

..+ time for idea exchange

36TH MEETING AND RADIO MONTH

The occasion ol the 36th mual convention
of the National Association of Rroadcasters
should be for radio people a time for healthy
idea exchange coupled with a careful and
thoughtlul examination of problems that con-
front the radio broadcasting industry.

Of added significance this year is the fact that
the conclusion of the convention is the start of
National Radio Month. It has been extended
for the first time fromn a weck to a month. This
is the one opportunity in the year for radio peo-
ple to band together across the country and pro-
mote radio to the public and the advertiser.

This year radio is 38 years old. A relatively
youthful figure in anybody’s language. These
have been vears of monumental growth—the de-
velopment of the first true mass medium.

But even more important than looking back
is the necessity of looking ahead.

As we see it, radio’s growth in the next 38
years will be even more significant. The sound
medium itself has taken on a new shape and
form in programming and business practices.
As in any business that develops through the
years and changes with the times, this is as it
should be. Much light on the new shape of radio
should be shed at the NAB meeting.

FOLLOWING ITS STAR

As radio follows its star in the ensuing years,
its growth in billings and advertiser importance
will be unlimited.

In achieving this, there are problems:

There is a need for further and intensified
education of agency and advertiser people on the
values and use of radio.

www americanradiohistorvcom ... .. ..

There is also a need to overcome the draining
efforts ol varied forces in the radio industry
selling against themselves rather than against
competing media.

The challenge of radio’s nexr 38 years ds im.
pressive. The doorway ol opportunity must be
kept open at all times to meet this challenge.

The present NAB convention should be one
that will serve as the idea exchange for these
problems- and the kickoff for Radio Month.

FUTURE SALES OPPORTUNITIES

Where are radio’s future sales opportunities?
It is the considered opinion of many connected
with radio advertising that the answer to this
question lies more in how radio is used rather
than in who can use it.

Radio’s application as an advertising vehicle
is probably as boundless as the air that carries
its signal.

The basic job of creating new business for
radio is up to the industry. Prospective and po-
tential advertisers must be sought after and
shown, in specific terins, how radio can help
them with their marketing problems.

In many cases, radio will be cracking an ad
budget that traditionally has been devoted 1o
other media.

There are actually two ingredients necessary
for the development of new sales opportunities:

Educating the advertiser and selling competi-
tively against all other media. This competition
should not be done with an eye towards tearing
down other advertising vehicles. But rather with
the conviction that radio should be a healthy
part of any advertising budget.

U. S, RADIO

May 1958
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IT ONLY

TAKES ONE

In any category, at any time, WSPD is first in
Toledo radio. By every rating standard, WSPD
has more audience—across the board —than the
next two stations combined. But with this solid
dominance, SPeeDy continues to maintain it with
leadership in the community through public inter-
est programming, 24-hour news reporting, top
talent and features, and continuous audience pro-
motion. In being first for 37 years, SPeeDy makes
sure that in planning any radio advertising cam-

paign—it only takes one to take Toledo! National Representative: The Katz Agency
National Sales Director: M. E. McMurray
625 Madison Ave., N.Y. ¢ 230 N. Michigan Ave., Chicago

C - i "0 e
I ‘+ % s = > P ﬂ — "a-- v
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WSPD WJIW wJBK wiBG WWVA WAGA wGBS
Toledo Cleveland Defroif Philadelphia Wheeling Atlanta Miami
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FIRST

WINN

FIRST 12 ncer FIRST 5 ;" FIRST ;5 pn

LOWEST COST PER 1,000
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