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WDIA

Covers the ‘“‘Golden Market’’ of 1,237,686 Negroes
. Nearly 10% of America’s Total Negro Population

VOL. 2—NO. 1

NOVEMBER

1958

35 CENTS

409 of the Memphis Trade Area is Negro

And Befare They Buy, Memphis Negroes Listen

1o VWA 1070 k¢
Only 50,000 Watt Station in Memphis

CHECK ALL RATINGS—YOU’LL FIND WDIA CONSISTENTLY “TOPS!”
DEDDECEMTER MATINNALLY nanlllI E. PEARSON COMPANY
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Kesults of a recent “test run™ by the Citizens & Southern
Banks of Atlanta are revealing. A scenic booklel was
offered Listeners of 7 Atlanty radio stations.

WSB Radio accounted for 43.59% of the total 7-station

response. This was 215 fimes tiie return of the sccond

o .
station. WSB scored more requests per commercial minute
—6 tmes as many gs the second station. WSB's cost-per-

request was the most economical —68 9 less than that on

the second station.

Here again is proof that it pays advertisers 10 go fitst
class in Atlanta. Certunly your advertising belongs on
WSB Radio.
[S“l I s r

How 7 Atlanta Radio
@

Stations produced requests for

booklets. in one-week
e | e test vonducted by C &S Banks
-
| I 0

A A ) C D wss F G

Analvsis of Perpormance
A 8 C D wis F G

Total number requests 110 283 93 245 967 402 119
Number commerciol min. used 16 42 20 20 11 30 24
Requests per commerciol min. 6.9 67 4.6 122 87.9 13.4 49
Cost per request 1.5 44108 65 .14 .45 210

WSB radio

50.000-watt WSB is affiliated with The Atlanta Journal and
Constitution. NBC affiliate. Represented by Edw. Pefry & Co.

www . americanradiohistorv.com
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The nation’s
highest
audience-

rated

Jackson

se.l...

—

Shreveport

Birmingham

WORJ

The NATION’'S HIGHEST Hooper-
rated Negro station ® In Jackson

— 48% Negro ® Top-rated con-
sistently by Hooper-Pulse-O’Con-
nor ® The ONLY way to the
107,000 Negroes of the Jackson
Metropolitan Area.

KORY

Arkansas’ ONLY Negro station ¢
In Little Rock — the 87th Market
— 33% Negro ¢ Top-rated con-
sistently by Hooper-O‘Connor ®
The ONLY way to the 114,000
Negroes of the Llittle Rock-Pine
Bluff Metropolitan Area.

KOKA

The Ark-La-Tex ONLY Negro sta-
tion @ In Shreveport — the 89th
Market — 39% Negro * Top
Hooper-rated consistently ¢ The
ONLY way to the 108,000 Negroes
of the Shreveport Metropolitan
Area.

\ ]

Alabama’s ONLY fulltime 100%
Negro station *® In Birmingham
— the 31st market — 42% Negro
¢ -Top-rated Negro station con-
sistently by Pulse-Hooper * The
BEST way to the 260,000 Negroes
of the Birminghom Metropolitan
Area.

Represented by Jehn £ Peosor

WWW.americanradiohistorv.com
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Bigger than Ever!

NEVER BEFORE A GREATER CONCEN-
TRATION OF FARM BUYING-POWER!

More than 215,000 Farm People
attended this.1958 two-day event

453 private planes (more than one-third of the “Flying
Farmers” in mid-America) and 65,000 cars brought enthu-
siastic WLS listeners from throughout the five-state heart of
America, to see and learn about the latest and best in farm
methods and equipment.

When 215,000 of America’s most prosperous and progres-
sive farmers turn out for the WLS-Prairie Farmer Farm Prog-
ress Show, you begin to realize the tremendous pulling power
of WLS. Most farm families in mid-America depend on WLS for
entertainment, up-to-the.-minute news, markets, weather re-
ports, and information on products of interest to them. If you
have such a product, call WLS or yqur John Blair man foday.

WILS

——lp—— CHICAGO 7 g

The Most Powerful Radio Voice in Agriculture
1230 Washington Boulevard « Telephone MOnroe 6-9700

890 KILOCYCLES « 50,000 WATTS o FULL TIME » REPRESENTED B¥ JOHN BLAILR & CO.
www.americanradiohistorv.com

Numerous demonsirotions of interest to women drew
copocify ¢rowds both doys,

As far as you can see,
visitars viewing exhibils in
which they are interested.

87 acres af auta parking space far visitors and anather
40 qcres for plones.
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airwaves

Radio’'s Barometer

$385,000,§
(1958

U.S. R4DIO

November 1958

Spot: Total billings for Broadcast Time Sales, New York, whicl repre-
sents 14 radio stations, increased 100 percent for November over .August,
Carl L. Schuele, general manager, reports. October was 50 percent better
than September, he says. “Every one of our 14 stations broke its own
record for national billings with November business,” he reveals, “and it
looks like their business for the first six months of 1959 will be up one
third over the present high.”

Network: Recent orders totaling more than $2,500,000 in net revenue
have prompted William K. McDaniel, vice president in charge of NBC
Radio network sales, to predict that “1958 business will exceed that of
our 1957 banner year.” He also reports an “encouraging . . . preponder-
ance” of 1959 campaigns.

C1BS Radio has reported $3 million in new business and renewals, high-
lighted by a 52-week purchase by Lever Bros,, according to John Karol,
vice president in charge ol radio network sales. ABC Radio’s director of
network sales, John White, reports that 13 advertisers have contracted or
renewed for the fourth quarter (see Report fron Networks, p. 62).

Local: KSO Des Moines, la., posted a 70 percent gain in gross billings in
the three months beginning Julv 1, according to Tony Moe, vice presi-
dent and general manager. KTIX Seattle had a 46.3 percent increase in
business in September over August, Hugh Ben LaRue, the station’s presi-
dent, reports. And according to Maurie Webster, KCBS San Francisco
general manager, during September “we recorded the best week of 1958.”
New business and renewals, he announces, totaled move than $26,000
for the fAnal week.

Stations: Total stations on the air. both am und [m, increased again in
September—to 8.851, up 12 over September:

Commercial AM Commercial FM
Stations on the air 3,290 561
Applications pending 449 39
Under construction 101 98

Sets: Total set production including car radios for .\ugust was 1,028,852
{for eight months—6,611,686) , according to Electronics Industries Asso-
ciation. Total auto radio production for August was 242,915 sets (for
eight months—1.893,813). Total radio set sales excluding car radios f[or
August were 658,217 (for eight months—4,111,080). Transistor sales for
August were 4,226,616 with a dollar value of $9,975,935 (for eight months
—25,310,834 with a dollar value of $59,419,783). The transistor figure
for August 1958 is the highest for any month in history, EIA reports.
Fiu set production for August totaled 21,335 (for eight ntonths—134,653;
see Report on FM, p, 63).

wWwWw.americanradiohistorv.com
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IF ADVERTISED ON

45% of the Population
in Its Coverage Area
uf Baton Rouge Are Negro

This, the only Negra stotian, reaches
this patential purchasing power best.

Batan Rauge is one af America’s Fastest
grawing markets. Negro buying pawer is
the largest af the untapped sales saurces
it this arca.

A Member of the OK Group
Reaching 1,500,000 Negroes

Stars National 9nc.

KNOK

is the ONLY
NEGRG STATION

in

DALLAS ..
FORT WORTH

Serving more than

315,000

NEGROES

KNOK

STU HEPBURN, MGR,
REP—STARS NATIONAL
SOUTH—DORA-CLAYTON |

R S L A

W
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Station WHO puts the PLUS
into merchandising!

The embiem represents WHO Radio’s outstand- counties, take part iz “Feature Drugs” service,
ing “Feature Drugs Merchandising Service™— WHO Radiv’s ““Feature Drugs™ service works
comprehensive plus service offered. at no extra for vou in four different ways—and you get
cost, to WHO advertizsers whose products are the whole package when vour gross expenditure
sold in drug stores. 250 leading stores, accounting on WHO Radio is 8250 per week for 13 weeks,
for 40% of drug volume in 76 of lowa’s 99 or $3250 within a 13.-week period of time,

Each 13 weeks the ''Feature Each 13 k —
Drugs” merchandising staff “uc wee“s HFo s
encourage 250 high volume feature Brugs mer.chan-
drug stores to stock your is siont secrep ) disers get better display

r r !
WHO-advertised product! R Ko [ SRASE far it Firndlucts)

Each 13 weeks your counter PRESCRIPTIONS Monthly reports showing
displays are placed in 60 status of your product in the
WHO ‘‘Feature Drugs'’’ lowa market, and competi-
stores! tive activity!

WHO's “Feature Drugs Merchandising Service™ is producing BIG RESULTS
for some of the nation's finest drug manufacturers. It can do the same for
yvou. Ask PGW 1oday for more about WHO Radio and “Feature Drugs™!

WHO Radio is part of Central Broadcasting Company. which also owns ( 3 -
Py and operates WHO-TV, Dus Moines; WOC-TV, Davenport ' 1]
Alfiliote d

: for lowa PLUS!
& Peters, Griffin, Woodward, Inc,, National Representatives ——

Des Moines . . . 50,000 Watts
Col. B. ]. Palmer, President
P. A. Loyet, Resident Manager
Robert H, Harter, Sales Manager

U.S. RADIO e XNovember 1958
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NEW YORK CHICAGO
250 Park Avenue Prudential Plaza

Yukon 6-7900 Franklin 2-6373
ATLANTA DALLAS

Glenn Bldg. 335 Merchandise Mart
Murray 8-5667 Riverside 7-2398

Pioneer Station Representatives Since 1932

WWW.americanradiohistorv.com

PETERS, (+RIFELN
S P O T R A

DETROIT
Penobscot Bldg.
Woodward 1-4255

FT. WORTH
406 W. Seventh St.
Edison 6-3349

5B MARKETS |

S

|

1]
RO

o | tom
ugais\.“‘°‘°

L

T0TAL
RAOIO

SAMPLE
GCHEDULES

GAMPLE
SCHEQULES

HOLLYWOOD
1750 N. Vine St.
Hollywood 9-1688

SAN FRANCISCO
Russ Building
Yukon 2-9188
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E PLURIBUS UNUM
"ONE oat of Mo

Tko‘fs the H ] sror rabiO GuibE

Accurate answers to questions about cost and coverage potentials with
national SPOT RADIO are at your fingertips with the PGW Spot Radio
Guide. Leading advertisers and agencies agree that it is an infallible
yardstick for “on-the-spot” planning of national advertising campaigns.

Here in ONE compact volume are answers about costs and coverage
of 50 to 168 markets. And increased sales keep rolling in from
national Spot Radio Campaigns.

Call PGW for a copy of the Spot Radio Guide
and for helpful market information.

THE CALL LETTERS Midwest
OF THE WHO—Des Moines . . 50,000

wOC—Davenport . .., . 5,000
SALES GETTERS wDZ —Decatur 1,000

WDSM—Duluth-Superior . . 5,000

WDAY—Fargo . . . .. 5,000 E

WOWO_Fon Wayne . . . . 50,000 ast
KBOI—Boise . . WIRE—Indianapolis . ... 5,00
KGMB8-KHBC—Honolulu-Hilo 5,000 KMBC.KFRM—Kansas City 5,000 wszwau?ﬁ.—s‘.zog?i;gd 51,008
KEX— Portiand . 50,000 WISC—Madison, Wis. . .. 1,000 WGR—Buffalo . ... . 500m
KIRO—Seattle . . . 50,000 WMBD—Peoria KYW—Cleveland . . . 50,008

VOODWARD, mvc.

WJIM —Lansing 250
KDKA—Pittsburgh . . . . 50,000

D @ Southwest Southeast

WCSC—Charleston, §. C. 5,000
KFDM-—Beaumont . . . 5,000 WIST—Charlotte , . . . 5,000
KRYS—Corpus Christi . . 1,000 WiIS—Columbia, 8. C. . . 5,000
WBAP—Fort Worth-Dallas 50,000 WSVA —Harrisonburg, va. 5,000
KTRH~Houston . . . . 50,000 WPTF—Raleigh-Durham . 50,000
KENS—8an Antonio . . . 50.000 WDBJ—Roanoke . . . . 5,000
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OWeRs | SALT | PEPPER L

Variety Spices
WFBM Programming
— Pulls “First

All Day” Rating! A

every minute 1s a . \-/4‘

- : A
selling minute on WFBM v ¢ 4
o %
+
e First all day*. .. “most listcned t0™ becapse WFBM world-wide cvents get exclusive coverage by WFBM-TIME
sounds good to Hoosiers! More cntertainers, many different Washington News Burcau.
voices, plus a varicty of music, give a daily lift to listeners. This variery assures an cven larger cumndative audience. 1t's
12-man news staff and 3 mobile units handle fast-breaking what you want for saturation spot campaigns!
local, farm and weather stories with on-the-spot priority . . . Check WFBM first—where every mipuite is a selling minute!

'C. E. Hooper, Tnc. (7 a.m. - 6 p. m.} June, 1958
Represented Naftionally by the KATZ Agency

to sell the most Hoosters 1260 'Y rRADIO
be sure your product

is cooking in the hottest pot! WF B M

INDIANAPOLIS

U.S. RADIO o November 1938

WWW.americanradiohistorv.com
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soundings nr

RAB’s New Set Count
Slated for May Release

Agencies Across Country
To Hear ‘Imagery Transfer’

Use Radic With Great Frequency,
McGannon Tells Advertisers

70% of Families Have
Smokers, Pulse Radio Report Shows

AIMS Meeting Sees
Bright Year Ahead

Radio’s Profit Status
Stressed at Final NAB Confab

Trends and Problems Dominate
CBS Radio Spot Sales Sessions

U.S5. RADIO e November 1938

Aay is tentatively set as the publishing date lor Radio Advertising Bu-
reau’s new nationwide set count. Devised and financed by RAD with the
cooperation of Advertising Research Foundation, the study will show not
only the number of households with radios and automobile sets, but also
the location of radios within the home. U. 8. Census Bureau will inter-
view 36,500 households in 330 sampling areas the latter part of thismonth.

Joe Culligan, executive vice president of NBC Radio, will soon take his
selling-with-sound presentation, “Imagery Transfer,” across the country
for the ears of advertising agencies. This was one of the highlights
touched upon at the recent affiliates’ meeting in New VYork. Another
sound presentation, “Engineered Circulation,” is in the works (see 4
Sound for Every Image, p. 30, and Report from Nctworks, p. 62).

Because advertising men have learned to mould commercials with sub.
tlety, persuasion and cleverness, “the new directions in which radio can
travel, the new products and services it can sell, are virtually endless.”
These ideas were voiced by Donald H. McGannon, president of Westing-
house Broadcasting Co., at the 30th annual Boston Conference on Dis-
tribution. “If your product or service is one with broad popular appeal,”
he told the meeting, *let me urge that you think of radio and use it as a
saturation medium, with great frequency, in all broadcast periods.”

In the first product classificaton data incorporated by Pulse in its network
radio report, figures show that 33.8 percent of the families have one
cigarette smoker, 36.1 percent have two or more cigarette simokers and
30.1 percent have no cigarette simokers. The first study was made last
July.

Members of the Association of Independent Metropolitan Stations re-
ported a fine year in 1938 and predicted an even brighter 1959 as they
met in New York to discuss programming, promotion and business trends
for the coming year. Bill Simpson, national sales manager of KOL Seattle,
who was elected chairman for the coming vear, and Roy Albertson, owner
of WRBNY Buffalo, who was named vice chairman, report a half-dozen
applications are pending. There are now 22 members.

The last of the eight fall regional meetings of the National \ssociation of
Broadcasters held in Washington, D. C., was told by NAB that: (1) In-
dependent radio stations show a greater profit margin than stations that
are newwork affiliated, although a larger dollar profit is shown by the
affiliates; (2) regardless of the number of stations in a market total sta-
tion revenue is about the same but, NAB savs, dollar profit dips consid-
erably as vtations in a market grow in number; (3) editorializing is be-
coming more evident in a station’s operation although the increase in air
editorials has not been rapid.

Trends and problems in sales, programming and promotion dominated
the business sessions of the 14 represented stations of CBS Radio Spot
Sales whose general managers met in New York the last week of October.
Gordon F, Hayes, general manager ol the representative firm, presided.

wWwWw.americanradiohistorv.com
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time buys

American Motors Corp.

Agency: Geyer Advertising Ine, New
York

Product: RAMBLER

In addition to its heavy use of
Monitor on NIC Ruadio, word froni
the company is that an extensive buy
on ‘“another’ wnetwork is  being
planned for the spring. Betty Powell
is the timehuyer.

Bache & Co.

Agency: Albert Frank-Guenther Law
Ine., New York

This investment firm is currently
in three markets with a hAve-minute
financial show (Clevelund, Philadel-
phia and New York). Effective No-
vember 17, Chicago will be added
alter a year’s lapsc. Other markets
are being considered. Larry Buuier
is the timebuyer.

Best Foods Inc.

Ageucy: Dancer-Fitzgerald-Semple
Inc., New York

Product: HELLMANN'S MAYON-
NAISE

This heavy spot radio user is pick-

ing up aciivity again in November

employing between 50 and 60 mar-

kets, Minute announcements will be

wused. The cantpaign is similar 1o (he

Iast one it ran in the summer. Tim

McCliritoek is the timebuver.

Buitoni Foods Corp.

Agency: Albert Frank-Guenther Law
Inc., New York
Product.:NIACARONI

A three-narket campaign using as
many as 340 announcements a week
in a arket started October 20 with
the termination date not definite.
The markets are Washington, Chi-
cago and New York. Seven siations
are being used in Washingion and
two cach in the other cities with an-

uncement lengths including 607,

i3 10’s. Larry Butner is the

UVET.

10

Ceribelli & Co. .

\gency: The Ellingtor Ce, New
York

Product: BRIOSCHI

Radio is figuring prominenty in
the falt plans for this eflervescent
preparation. The latest effort is set
(o begin November 3 and 21 and
ruit for nine weeks in I6 markets
east of Ohio. An carlier campaig
ran lor four wecks in September in
about the sume number of markets.
It is possible that more markets may
be added 10 the present campaign
which is using minute announce-
ments. Mary Dowling is the time-
buver,

Chemway Corp.

Agency: Doherty, Clifford, Steers &
Shenfield Inc., New York

Product: SENTOR COMPLEXION
STICK .

A cunpaign o 25 markets was set
to begin November 3 and run for
six weeks. Lon Bullock is the time:
buyer,

Chrysler Division of
Chrysler Corp.

Agency: Young & Rubicam Inc.
Detront

The top 75 Chrysler markets nsed
spot radio 1o promote the new 1939
models {sec Radio Helps Trigger
Start for 1959 Cars, p. 38). Fromn
one o six statious in a mnarket have
been used in two waves. 'FThe first
was a teaser camnpaign from October
17 to 23 using 11)’s and 20's; the sec-
ond wave ran [rom October 24
through November 6 using 60's, 30’s,
20’s and 10’s. In addition, weekend
news was used on ABC Radio on Oc-
tober 23 and 26 and November 1
and 2 as well as sponsorship of Eric
Sevareid on CIiS Radio from Octo-
ber 24 through November 6. Rodney
Holbrook is handling the buying in
Detroit.

WWW americanradiohistorv.com

John H. Dulany & Son Inc.

Product: FROZEN FOODS

Spot radio is being employed in a
handful of selecied markets. Tlie
campaign started in late October. [ii
sowe cases 1t will run continuously
for 52 weeks and in others it will
run for 13 wecks. Vince DeLuca fs
the timebuyer.

Esso Standard Oil Co.

Agency: AMeCann-Erickson Inc.,
New York

Product: GAS AND OIL

A\ weckend campaign to veacir the
matorist is underway in 20 markets,
It was set 1o begin October 25 and
run for sjx weeks, This promotion
has spectal significance because it is
on weekends duriug the cool weath.
cr. Esso previously has used week-
end radio in the wartner months.
Dick Branigan is the timebuyer.

Fanny Farmer Candy Shopt Inc.
Agency: Rumrill Coy Buffalo, N. Y.
Pre-Thanksgiving and pre-Christ-
mas drives have becn set by this
candy firm. "T'he first onc started
September 27 and runs until Novem-
ber 8; the second drive is set to begin
November 28 and rust until Decent-
ber 6. Richard Shepard, director of
radio-tv, is handling the buying.

Ford Motor Co.

Agency: Foote, Cone & Belding, Chi-
cago and New York

Product: EDSEL

About [50 markets are being used
i a four-day introductory drive for
vew models. The campaign was set
to run from November 7 through
November 11. Genevieve Lemper is
handling most of the buying in Chi-
cago while Dick Pickett and Nate
Rind do the buying in New York,
which is handling between 50 und
G0 of the markets,

{Cont'd on p. 12]

U.S. RADIO. s November 1958
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. for memphis time buys
WHBQ appoints EASTMAN

WHBQ

HAS INCRFQSED ITS AUDIENCE BY 132% IN ONE YEAR
TO ATTAIN ITS PRESENT DOMINANT POSITION IN MEMPHIS!

Hooper: Aug. — Sept. 1957 to Aug. — Sept. 1958

/ f A i/
&L\
i o

robert e. eastman « CO., inc.

national representatives of radio stations

NEW YORK: CHICAGO: SAN FRANCISCO:
527 Madison Avenue 333 N. Michigan Ave Russ Bldg—Room 1043
New York 22, N. Y. Chicago, lliinois San Francisco, Cal.
Ptaza 9-7760 Financial 6-7640 YUkon 2-9760

U.S. RADIO e November 1958 11
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time buys

{Cont'd from p. 10)
Ford Motor Co.

Agency: Aewyon & Eckhardt kue,
New York

Product: MERCURY

A sixawveek campaign to imraduce
the new nodels gews under way No-
vember 10 ip 70 markets. Minute
anuounceinents will bhe used alimost
exclusively.  George Sinwco 1 jhe
timebuver,

Genera! Cigar Co.
Ageney: Yownng & Rubieam Inc.,
New York

Product: WHITE OWLS

A campaign drae will run il
Christmas has stavted in 25 markers,
In some aveuas it started as carly as
September 22, ‘Lhe drive will con-
clude December 23, Minuter and
20y arc being ysed. "Tomi Viscardi
s the timebuver,

Kelvinator Division of
American Motors Corp.
Agencyy Geyer Advertistng Inc,
New York

Product: APPLIANCES

A major spot radio cffort is sched.
uled to get wmler way this month
i major aarkets. Beuwy Powell s
the umebuyer,

Kiplinger Washington Agency Inc,
Ageneyr Albert Frank-Cnenther Law
Ine, New York
Product: KIPLINGER CHANG.-
ING TIMES AND NEWS.-
LETTER
A combination spot and network
campaign is being used to promote
these two publications (the former 2
monthly magizine and the Litter a
weekly newsletter) . The company iy
m 75 markets o a continuing shat
basis, The network pottion includes:
NBC Rudio’s dlonitor msing wwo
quarter hours each on Saturday and
Sundav: two quarier hours on CBS
Radio at 8:15 a.m. and 6:15 p.m. on
Saturday, and four quarter hours en

ABC Radio at 8:15 a.m. and 9 a.m.
on ¢ rday and 9:05 a.m. and 6:30

Sunday. For wost of its ra-
di ising, the firm uses 13-mm-
12

ute shows based on the edltorial con-
tent ol the publications. Luarey But-
ner is the nmehuver.,

Liebmann Brewéries Inc.
Agencey: Foote, Cone & Belding Ine,
New York
Product: RHEINGOLD BEER
Last sumnter’s beer swrike in New
York  compelled this company o
drop its radio schedules in Niassu-
chusetts and Rhode Island hecause
ol budget considerations, Word lrom
the agency indicites that these s hed-
ules will be picked up again in Jan-
wary at the start ol the new year,
Pete Bardach, lwoadcast supervisor
for Rheingold, is handling the huy-
ing

The Nestle Co.
\ecuey: DancerFitzgevald-Sqmple
lae., New Yook

Product: DECAY COFFEE

Not a yvegular user ol radio, this
product is nying the sound mediuvm
i abont six markets, The campaign
started October 22 and will .ran tor
lour weeks, Dovotln  Medanic s
lundling the buying,

Pierce's Proprietaries Inc.

Agenev: Eanl Mognl Co., New Yol
Product: DR, PIERCES GOLDEN
MEIMCAL DISCOVERY
A six-month rinupaign on 60 radio
\l;lli(lnh ATTON lhc (‘”lll“l')’ was
launched in mid-October (see Time
Buys, October 1958) . Minute clectri-
cal transcriptions are being used.
Jovee Peters is the timebuyer.

Prentice-Hall Inc.

Agency: Albert ¥rank-Guenilier
Law Inc., New York

This publishing firm is promoting
its new hook, “Low Faut Way ro
Health and bonger Life,” in 15 se
lecied warkers. The campaign fea-
wres 15-minute progranys using one
or 1wo stations in a market. Larry
Buiner is the timebuyer.

Royal McBee Corp.
Agency: Young & Rubicam Inc.,
New York

www.americanradiohistorv.com

Rioduct: ROYAL TYPEWRITERS

The company will run a radig
cratpaign for the firse tme oir & 5.2
jor basis, Tt is sct ta start in Novem:-
her and run unnl Chrisunas in ma-
jor muwkets.  Lorraine Ruggicny is
the thachuyer,

Scott Paper Co.

Ageney; J. IWaliey Thep pson Co.,
New York '
PProduct: SCOTKINS
A spedial “Thanksgiving campaign
15 set 1o run ia more than 30 inar.
kers lor six days begiming Novews-
ber 19. Sawration schedules com-
prising 20 and 107 will he used.
Markets ave: Miomeapolis; Bullalo,
N. Y. Pravidenee, R. 1. Seattle;
Houston; Cincinnati; San Francisco?
Pitsburgh; St Louis; 'Waslringron;
Clevelind: Buluimore; Dallas; New
York: Chicago: Los Angeles: Phila-
delpliia: Derroit; Boston; Milwau-
kee; Kansas City, Moo Louisville,
Ky.; Hardord, Comit; Miami; San
Diego; New Orleans; lndianapolis;
Pordand, Ore.: Atlanta; Denver;
Noilolk, Va.. Columbus, O, and
Richmond, Vi Marie Barbago js
the timebuyer,

Studebaker-Packard Corp,

Ageney: D'drey ddverlising, New
York

A combination netwark and spot
camipaign is being used to introduce
the new Stadebaker. Starting date is
tentatively set lor November 10. T'he
network porton includes all fouy
national webs. The spot portion will
run for two weeks in 25 to %0 mar-
kets using 60's and 30's. [im Marino
is the tmehuyer,

Tuborg Breweries Ltd.
Ageney: Ervave Wasey, Ruthrvanff &
Hyan Inc, New York
Tlhis Danislr fmport s testing ra-
dio in two or three west coast
mavkets.  “The campiaign runs for
cight weeks, having started in mid-
October. A total of seven stations
(both am and fm) is being used.
Vince DeLuca is the timebuyer.

U.S.RADIQ e November 1938
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IT TAKES ONLY ONE

SPeeDy’s dominance in Toledo is dramatically

demonstrated with the station’s receiving the

highest morning Hooper rating in its 37 years of “Fanlous on the local scene"
operation—56%!* Top listeners’ acceptance
coupled with an all-time high in customer
acceptance reflect WSPD’s forward march to
give you more mileage for your dollar.

This leadership has been created through
balanced programming around the clock, aggres-
sive merchandising, continuous audience promo-
tion, and inspired public service. By all measure- .
ments, WSPD stays on top as the one buy NBC RADIO in TOLEDO L‘J
to take the billion-dollar Toledo market. Ask
your KATZ man for details. *Aug.-Sept. Hooper

™

i S

T WS

Oypst
WSPD WJw WJIBK wIiBG WWVA WAGA wGcBes
Toledo Cleveland Detroit Philadelphia Wheeling Atlanta Miami

National Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940 ¢ 230 N. Michigan Ave.. Chicago I, FRanklin 2-6498

U.S. RADIO s November 1938 13
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results

Products sell on
Bartell Family Radio
because programing
is pointed toward
results. Audiences are
kept alert and respon-
sive by the wonderful
games for family fun
—a built-in results
producer! No passive
listening here. But a
constant panorama of
excitement, compan-
ionship, intelligence —
packaged with show-,
manship, scholarship
salesmanship.

Biggest audiences,
richest audience com-
position are by-prod-
ucts of researched
radio.

Bartell Family Radio
is your must-buy for
BUYERSHIP, for sales
results.

Bartell Jt...and Sell It!

BARTELL =
FAMILY

COAST TO COAST

Iln Dio Kcba : - '

AMERICA'S FIRST RADIO FAMILY SERVING %5 MILLION BUYERS
Sold Natiapally by ADAM YOUNG INC.

14 U.S.RADIO e November 1958
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washington

FCC Denies Daytimers’
Time-Extension Request

Dorn Plans Newsman-
{mmunity Bill

FTC Clamps Down on
Phony Pricing . . .

. + « Two Major
instructions Are Provided . . .

. + . Nine-Point Guide
For Evaluating Copy . . .

U.S. RADIO e November 1958

There were three major points upon which the FCC denied the long:
standing petition by the Daytime Broadcasters Association lor longer
daily operating hours. In turning down the request, the six participating
commissioners claimed that (1) interference caused by the extension
would curtail service ol certain clear channel outlets, (2) service to rural
areas would be practically lost because an extension of davtimers’ on-air
lours would, for all practical purposes, mean the end of all clear channel
secondary hours and (3) an interference problem with stations outside
the U. S. would arise i{ daytime hours of operation had been extended.
The decision also declared that anly a small portion ol a daytimer's area
would be served by the station operating during non-daytime hours,
resulting in an actual limitation of brouadcast service.

Even while Congress is in oficial adjournment, legislation plans that will
aftect broadcasting in the 86th Congress are taking shape. A bill giving
newsmen the legal right to withhold their sources of information will be
introduced by Representative Francis Dorn (R-N. Y.) early in the first
session of the 86th which convenes in January. Motivating Representative
Dorn’s clecision to sponsor the bill was a contempt citation against Marie
Torre, columnist for the New York Herald Tribune, who refused to
name a CBS executive who supposedly turnished her quotable muterial
used in her column.

An intensified drive to get prices advertised on radio and in other media
back on a track more compatible with the truth has been given the go-
ahead at the Federal Trade Commission. A concrete nine-point plan for
studying commercial copy has been handed to the FTC staff.

Among the instructions which accompanied the new guide: (a) Excerpts
of ads are not of primary interest —ads should be considered in their
entirety and (b) even an indirect attempt to mislead the consumer will
be considered grounds for a charge of deceptive pricing. F1'C Executive
Director Harry Babcock stated that he hopes the new guide will “educate
advertisers on what the law requires and . . . encourage the widest co-
operation on a voluntary basis.”

Advertised merchandise must now meet the following tests at the FTC:
(1) A reduced price must apply to a specific article — not a similar one;
(2) when an article has been artificially marked up, it cannot be adver-
tised for sales at a reduced price; (3) comparative prices for comparable
merchandise are acceptable only when a claim is clear that the ad relfers
to comparable merchandise and not the former price of the merchandise
to be sold; (4) advertised sale prices must be less that the usual retail
price; (3) claims that two articles may be purchased for the price of one
will pass the FTC only if the actual price of the two is the seller's usual

15
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WIBB i
These personalities really sell on Georgia

WASHINGTON [Cont'd,

price for one; (63 il spedial penny
sales are contingent on other pur-
chases the ad must make that clear;
(7) tactory or wholesale ])riw laims
tre not acceptable unless the mewr
chandisé is actually sold tor thag
amount: (8) an article may not be
tagged with a price that exceeds the
wsual rewil igure, and (9) unless it
iv made clear that “perfecis” are
higher in price, dmperlect ov irregu-
Lir merchandise may not be adver-
i3 tised at couiparative prices.

Big Saul Hamptoa “"The King" Swain Ray “Satellite Papa™ Brown

.. . And Elsewhere

WIBEB is tops in Negro |wogramming in Macon, with The FTC Sounds O

1,000 watts and a good signal in all middle Georgia towns. 1t In sfill another area, the FTC
originated Negro programming in Macon over nine years ago, through Chairman John W. Gwyine
and has top rated Negro personnlities, Latest Negro Pulse, Sl)()k a firm stantl vecently. At a meet-
July-Augusy 1938, 6 AANL-12 Noon, 39%% ing of the Federal Bar Assodiation
share of awdience; 12 Noon-6 P\, 100 in Washington — auended also by
share of audience. WI B B Representative  Orin Harnis (D-

Atk chairman of the Legislative
Oversight Subconmmittee—Chairman
Gywynne spoke up in harsh language

Represented by Walker-Rawalt Co, ¥nc, Macon, Ga.
Dava-Clayton dgency

on the shortcomings of ¢ertain “con-
gressional inquirtes.”

Among Chairman Gwymie's ohser-

vations: “There seetns 10 be 4 grow-

FIRST PLACE— ing tendency o look upon the com-
g missione as simply a creature of con-

HOOPER (Apr.-May 1958) ) gress 1o support the views of certiin

All day—7:00 AM-10:30 PM

Ao CONMILLCes. This is h;l'\'ing some
' bad results. These commitiees tend
FIRST PLACE— 1o beoome r:lllying lun'nl'.- tor dis-

L%}

IS gruntled liugants. He also
PULSE (Sept. 1957) chavged that the inquiries were more
With first place every 44 hour from

330 Al 68 PEA mtent on making headhnes than es.
’ ’ wblishing the wuth and thar the
FIRST PLACE— hearings were netther impiartal nor
r | =9

phjective.
NIELSEN NCS #2

And 4th in entire State of Ilfinois ex-

cluding Chicago FCC Updates Political

Broadcast Guide

LOCAL AND NBC NEWS As the election year moved into higlh

gear, the FCG had issued to all sta+
ARGUND THE CLOCK tion licensees a guide for political

candidates. Purpose of the haoklet
is 1o assist broadcasters in dealing

| 2 4 H 0 U R s A D A v with the thorny problems which arise
L]

l on broadeasts by candidates lor pub-
l SPRINGFIELD, ILL. lic office covered in the much-de-

bated section 315 »f the Communi-

W M A Y tations Act,

L : The guide was first published four
FIRST ALL DAY Springfield, lllinois years ago. The present revision in-
EVERY WAY e Tl A A, T cludes 19 interpretations which the
- el ' FCC has considered since its oviginal
Represented by John E. Pearson Corpany pll|)lit3li0!l.
16 ' S RADJO *» Novemfber 1958
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NO ET'S PLEASE!

. of course we'll accept your ET's—but the way our men and women sell you're far better off
sending us a fact sheet. At WH AT you are never lost in the shuffle — your commercial always gets

“personalized sell” from every dynamic member of our team. Our job is to sell your product — not
merely advertise it. That is our only purpose . . . we accept the responsibility.

Our potency for you in America’'s THIRD LARGEST NEGRO MARKET — 600,000 — is further en-

hanced by . . .

1. Average actual delivered cost-per-thousand listeners — less than 25¢ for typical ROS advertisers!

CIPIM figures based on latest Pulse reports not projected beyond Pulse reporting area.

2. Comprehensive “custom-designed™ in-store merchandising plans.

3. Total adult programming 24 hours a day.

§ an?

W WHAT |

1. BILL CURTIS
6tol0AM &5t07 PM

2, LOUISE WILLIAMS—Gospel Train
Sunday 6 AM to 12 Noon

3. MARK HYMAN—News Analyst
5 shows daily

4, "BONNIE PRINCE™ Charlie Geter
Sunday 12 Noon to 6 PM

5. EMORY SAUNOERS
9PMto I AM

6. PORTIA PERRY
10 AM to 12 Noon & 8 to 9 PM

T.LLOYD “FATMAN" SMITH
12 Noon to 5 PM

ORUROAY
& U

Cail STARS NATIONAL INC. New York, Plaza §-0555 =« Chicago

U.S.RADIO e XNovember 1958

Let us go to work for you.

WHAI.

PHILADELPHIA 31, PENNSYLVANIA

Dallas + Los Angelss + San Francisco

WWW.americanradiohistorv.com
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IF ADVERTISED ON

In Lake Charles, KAOK is the only radio
station that has o Negro personality pro-
gromming to the Negro. It reaches this
untapped source of odded soles ot 0 low
cost. And you get o plus . . . o large
consumer oudience in the areo : . . with
selling personolities on the air . . . un-
surpassed by ony other personality.
Check this fost growing morket . . .
Check this source of added soles poten-
tiol. Check the low cost.

KAOK con be bought in o group with
a multiple discount that mokes it 'the
economicol buy of the oreo,

A Member of the OK Group
Reaching 1,500,000 Negroes

Stars National Inc.

Latest Pulse
(Negro Market)

181

Every period surveyed!

100% NEGRO
PROGRAMMING

Metropolitan Area

35.49% Negro!

The Only All-Negro
Programmed Station iIn

COLUMBUS, GEORGIA

WCLS

1 Chotlie H. Parish, Jr., Gen. Mgr.

Contact:
Natl.—Wolker-Rowalt
I suth—Dora-Clsyton

18

“"Fhe most important things in nie-
dia buying are flexibility and fre-
(uency. Nowhere cau you achicve
these two goals better than in radio.”

T'has does Robert L. Foreman, di-
rector, excculve vice president and
chief of all crealive services at
BBNO, New York, describe “the me-
diman that we almost lorgot during
the holocaust of the advent of tv,
Two years ago,” he confides, “we
realized that radio had never goue
awav: we had left radio. Since theun,
with a large and tremendously ini-
creasiug radio budget for both spot
and network, we are continually
secking new and better ways of tail-
oring radio comnmercials 16 fit adver-
tising problemns.”

Mr. Foreman began writing radio
copy soon after joining BBDO in
1939 as a trade copywriter in print.
Soon he was put in charge of the ra-
dio copy departmeni—aud in 1948 at
the age of 32 he was made a vice pres-
ident. In February 1955, he was
clected. to the board of directors and
in 1957 was made excecutive vice
president in charge of the agency’s
plaus board.

“Memories of radio in the early
1940's are of the comparative won-
derment of recording studios—jin.
gles, sound eftects, sonovox—and of
fun for pay,” Mr. Foreman remi-
nisces. “Today all the creative savvy
that went to make voice, sound and
music unbeatable selling tools in
those days—drained {or a while by
gv—is back at work for radio.”

wWww . americanradiohistorv.com

THIS MONTH?

ROBERT L. FOREMAN

Executive Yice President
Batten, Barton, Durstine & Osborn Inc.

‘Radio Best Achiéves Two

Prime Goals of Media Buying’

The sludents of radio advertising,
Mr. Foreman states, will determine
its future. "\We must discover new
ways of using radio,” he tleclares.
“We must apply new skills and cre«
ate news ways of hmpleenting the
great virtues of the medinm.™

Tlese virtues, he notes, are radio’s
low cost, flexibility and 1is ability to
nffer frequency to advertisers. “They
spell a huge furure for the medium.”

In his present position as chiel of.
all creative services for BEDO, Mr
Foreman supervises all copy, art, 1v
and public relations—as well as ra-
dio. From this vantage point, he is
able to courpare results obtaincd
from all niedia. “And 1 can tell
you,” he says, “that we have many
sales successes directly and solely at-
tributed to radio, especially among
our limited hudget products.”

As well as being an executive and
a crcative member of the agency
team, Mr. Foreman is a student of
advertising and broadcasting. His
second book on broadcasting, and
his first novel, was published recent-
ly by Criterion Books. Called The
Hot Half Hour, it deals with quiz
shows which have coincidentally hit
the headlines recently.

Mr. Foreman is married to the
former Detty Nevins of New York
City, and they have three children—
Patricia, Betsy and John. He is an
avid hunter, fisherman and theater
goer. He and his family Fve
Weston, Conn. ¢ e e

U.S. RADIO = November 1958
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new up-dated
Consumer Market Information

in November SRDS

SRDS Consumer Market Data

STATE, COUNTY, CITY, METROPOLITAN AREA DATA

NORTH CAROLINA

Tirviureste —Combaridd
Cavimsa—Lariss.

Wie  dsewst
i ent;

|
i |0t
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e
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1
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U.S. RADIO

Every six months — November and May — SRDS
revises the market data that appears in its regu-
lar monthly issues. It presents new and complete
market information on populations, households,
consumer spendable incomes and retail sales...
all by states, counties and metropolitan areas.

SRDS November issues carry up-dated statis-
tics reflecting market conditions as of July 1,
1958. Now all SRDS users can spot significant
changes in the marketing scene that may in-
fluence their market and media recommenda-
tions and decisions.

Whouses SRDS Market Dataand Media Maps
Here are the highlights of a survey made
among 301 agencies with a media-buying
potential of $3 billion annually:

93% use SRDS Consumer Markets sections; 90% use
the media maps.

All agencies billing $5 million and over reported use
of SRDS Market Data.

All agencies billing $10 million and over reported use
of SRDS media maps.

Uses mentioned most often were:
Evaluating markets

Establishing sales quotas

Selecting and recommending specific markets
Evaluating media coverages

e November 1958

Accessibility and convenience

prompt wide use

One reason for the widespread use of SRDS
Consumer Market Data is, of course, that it is
especially compiled for use by advertising pro-
fessionals in market evaluation and coverage
analysis. But the real secret is that the market
information and media maps are right in the
SRDS books themselves, every month. Here
they are instantly accessible to anyone who at
anytime gets into the selection of markets and
media. In the same place many media regularly
present useful market and media coverage in-
formation in their Service-Ads.

o0
SZDS |uwm

Standand Rate & Data Service. Inc.

the national authority serving the media-buying [unction
Walter E. Botthof, Publisher

1740 Ridge Avenue, Evanston, Iil., Davis 8-5600
Sales Offices — Evanston, New York. Los Angeles

New SRDS service feature
TV and radio household data now in SRDS.
effective with current issues.

wWwWWwW. americanradiohistorv.com
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TIME
DEVOTED
TO

INEGRO

PROGRAMMING

L//f)'

1190 ON YOUR DIAL

WLIB - has more Negio listeners
than any other New Yoark radio sta-

tien—network or independent
(PULSE)

WLIB —only New York radio sta-
tion with studios in Harlem

WLIB - first New York station

broadcasting Negro community

news and special events on a regu-

¥ sch:duled basis—every houron
our

B -only New York station
~ 87% of its broadcast tiine
programming.

fio Center « Hotel Tharesa
fve., N. Y. 27, N. Y. MO 6-1800

LETTERS TO THE EDITOR

Confirmation

Congiatulations on your afticle, /s
Spot Breaching  Non-Driving  Howrs?
(Ociober 1938). 1 his confirms 10 me
that any ageney with a healdin  spot
radio hudget for a client should posi-
uon the anmuouncemcnts tlivoughont the
dav and evening. After all. most radio
saiesmen have Leen foreser repeating
that the payv off in radio s “In the
Cume.” and this surely is one solid
way to deliver a mass awlience.

Joha J. Eanis

Y. P. and Media Directar
Bryan Houslan Ine.
NeV Ya'l

Accurate Data

Alaska:  Land of Opportunity  for
Radio and Sponsors, which appeared
m your September isue, has found a
particularly  fine  reception i both
agencies and the «lions, What macde the
artidle »0 welcome was i eniphasis on
accurate data.

Mamy of the simplest truths abouwt
the Alaskan market, which happen 1o
be verv important o somecone planning
an advertving canpaign, e succincly
stated. Indeed alter several pereadings.
'm amased that the writer was able ta
indude so mitny importam facts,_in sa
interesting a wmanner, in sich a limited
space. Several agency people have com-
mented o us along those lines.

Arthur Gordon

Sales Manager
Natignal Time Sales
New York

Agency Needs

According to the Fditorial Index {or
vour first vear of publication (Odeber
1938), plense send me the following
1eprints: Liller, Neal, Bautle & Lingvey's
Colouial Store Success  (Mayv); whaole-
sale grocery use (March); localregional
program innovations  (March);  pro-
gramming formats  (May): lacal pro-
gramming (November 1957); MBS news
format (December 19537): chain store
merchandising  (July); Local  promeo-
tion: Civies or Gimmicks  {Qaober
1957), and Grand Ole” Opry sontewt
{Augnst).

H. Lesseraux

President
H. Lesseraux Adv. Agency
Philadelphic

Please scixd 1eprints of the following
listed in your annual Editorial Index:
home builder {Eebroary, \pril). ranch

www.americanradiohistorv.com

homes (July), 1ealty compemy (Novein
ber).

Rudy Simé&ny

Stane & Simans Adv, Agency
Detrait

We plin o contace the hanks in our
area and feel that the nformation in
your artide, Banking on Radio (I'ebru-
wy 1958). would be most  valuable,
Would it be posible 10 either receive
a copy of that isue or the feature it
self?

Cy MceCormick
Manager

KDIO Ortanville, Minn.

For Permission

As participants 1 the Community
Club Awards program, we should hke
vour perniision o reprodice yvour ex.
cetlent articde on CCA - (August 1958).
We are planning a second CCA cycle
and feel that this artide wonld be fine
material o include in the sales bro-
chure we e now preparing.

Ted Beebe
Piaductian Manager

KSON San Diegd, Calif:

Anniversary

Congratulations av you complete a
magnificent first year, awd best wishes
for conunued progress.

Larry Schwarfz

President
The Wextan Ca.
Nev Yorl: u

Scems like more than just a year's
worth of geod material from vs. Rapio.
Congratulations on vour first anniver-
sary from all of us at KY\W.

Janet Byers

Advertising Pramaiign Mgr.
KYW Cleveland

Hearticst congratulations to you and
your staff on your first anniversary., To-
day’s radio demanls ideas, and everyone
at KSO radio epends on v.s. RADIC 1y
help us sell creatively.

Tony Moe

President and G. M.
KSO Des Maines

Congrutulations on a perfectly won
deiful first anniversary issue.
James M. Kiss

Promotian Director
WPEN Philadelphic

U.S. RiaDIO o November 1958
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5F Reach'

2 in the St.lo mcxrket.

es farther, penetrates deeper

Ifs a MaHer

when you want 'ro sC
KMOX Radio rea

than any ojife

Vailey. “The

s cumu

“station in the Mid-Mississippi ‘ .

B0t St Louis” builds its massive !

tive audience with strong diversified
features 4 features never relegated to the role of 1
bagk d acc.iﬂq paniment, Cardinal baseball,

colleg cﬂl college and professional basketball,
3 > | [ﬁrsonchty features, comprehensive news

&

*

coverage, and award-winning public service
ectures PLUS the CBS Network line-up command
~ attentive listening for both program content
and commercial messages. Through diversified
programming, KMOX reaches more homes daily

;‘f than any other two St. Louis stations combirned

...81.3% of the radic homes in the area in just
one week.* Wheniou’re looking for scoring power
in St. Louis, send in the first team ... KMOX.

¥ *Most Recent Pufse Cumufstive Undupficated Audience Study

THE VOICE OF ST.LOUIS i

' Radio
Bepresented by CBS Rodio Spof Sales

WWW.americanradiohistorv.com
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gl

There ix no more complete list of blue
chip advertisers in Philadelphia Radqo.

Father Jolm's Medieine ¢ Morrell-Ielin
Pabst Blue Ribboun Beer o Humphreys o Blue (oal
Parks Sausage * Black Draught ¢ Creomnlsion
Contadina « San Giorgio » BC Remedy

Scott's limnlsion ¢ Roma Wine » Dnlany Frozen Foods
Bundweiser Beer » Nadinola ¢ United I'ruit » ISsso
Italian Swiss Colony Wine ¢ SSN Tonie ¢ 666

Rem e Krey o Splfne § » Continental Baking

Totley Tea « Carolina Riee o Ceresota I'lour 73
Washington Flour ¢ (amels ¢ Artra o Bromo-Uutinine d |
Booth's Beverages » Lneky Strike o Vaseline ‘
Boseul Coffee « Lipton s Wrigley's
Carnation Milk e Coca-Cola

Blne Cross = Bell Teleplhone
Strawbridge & Clothier

Johm Wanamaker

P’ennsylvania Saving IFund Society
Arrid o Giliette

Sun 0Oil « Stimback

LT AW LA Fdgley Rd., Phila. 31, Pa.

National Represcntatives:
John E. Pearson & Co.

National Sales Manager
Alex  Klcin

Ever since Negro listening has heen measured in Philadelphia,
W DAS has alwavs been the toprated Negro Pulse station .

and WDAS [IAS MORIE NEGRO PULSE

QUARTER HOUR FIRSTS THAN ALL OTHER STATIONS

IN THIS AREA COMBINED:

Absolutely no other advertising medium in Philadelphia

can deliver the specialized Negro Market proof-of-perforinance

merehandising available to WDAS advertisers.

The W DAS Negro Market Merchandising Departnent is the firsl,

and only, full-time, fully staffed deparbinent in Philadelphia

offering participations in Food Fair Stores,

Best Markets, Philadelphia Assoeiation of Relail Druggists

and WDAS Spotite Supereftes. This comprehensive

merchandising program ranges from point-of-purchase “WDAS APPROVED

PRODUCTS” through to finished detail repotts.

U.S RADIO s Noyember [958
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U.S. RADIO +« NOVEMBER

1958
$17 BILLION SPENDABLE
INCOME
THE NEGRO
MARKET HAS - .
GROWN ' "-},‘_ L
TOA.. RN .

Negro Radio
Tells Its Story

h
¢ The Market in the 13 years since the
close of World War II, the
1o Negro market has grown in
* Problems population, purchasing power and
) status. Kin to this phenomenon has
® Sales Story been the development of specialized

media to appeal and cater to this
audience that represents the purchas
ing needs of about 18.5 million Ne-
gro Americans,

® Merchandising Plusses

* Programming Most of this has happened in the
past. decade. And radio has plaved
L COmmunity Relations a role second to none in the shaping

of this specialized approach to the
marketing and selling of goods and
services. From swaddling clothes has
cmerged full grown a radio service
that cumulativelv reaches the entire

U.S. RADIO s November 1058 24
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negro radio

fastrhanging, high-spending Negro
market.

According o a U, s, RADIO survey,
mare than 530 radio stations in the
U. 8. program cither full time or
part time ta the Negro audience

The average number of houvs of
Negro programming carvied by full
time stations is 116 hours weckh
ranging [rom a low of 91 to a high
of 162 hours a week. according to
replies from stations, Those statians
that pyograw in part to the Negro
audience average abont 34 hours a
week, ranging from 3 low of a hall-
hiour a weck, ar less than one per
¢ent of the total progrinm schedule.
to a high of 61 hours, or between 30
and 60 percent of  the  weekly
schedule.

The Market

The wost imiportant filip o the
growth of Negio radio i the past
decade has heen the social aud ewo-
romic improvement of the status of
the Negro American,

One ol the significant develop-
ments has been the movement of the
Negro hour agricnluire into indus-
wial occupatians creauing a shitt in
population in favor of urban areas.
Taday. wore than 87 percent of the
4,731,000 Negro houscholds are ur-
ban or non-larm, according o Ih.

your Favoriies
Y [}
ZAWWRL
recommend
s product

Super m b displays by WWRL New York
L ersonalities with merchandising.
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Frank Davis, research  director of
LEbony magaszine.

He states that since 14HO the pro-
portion of Negroes engaged in non-
agriculuoral  employment has risen
from 57 percent 1o 85 percent. Manu-
facturing now accounws, lic says, for
almost a third ol all emploved Ne-
groes compared with only a sixth
m 1940, The comstruction, govern-
ment, trade and finance ficlds have
likewise scen 1he proportion of Ne-
groes emploved double and in some
cases triple. Dro Davis states,

Al this has produced a Negro
market that represents approximate-
I 517 billion in spendable income.

In exinmining this market, Radio
\dvertising Bureau has found that
like most Nwmerican families, Ne-
groes own more than one radio set
with listening concentrated in bed-
rooms, living vooms, Kitchens and
automobiles, in that order. More-
over, RAB fitds that nearly all Ne-
groes histen 1o the radio during rhe
course of the week.

The new purchasing power of the
Negro in cities is illustited i
1955 survey by the Department” ol
Agriculiure.  The average income
of Negro houscholds in cities under
50,000 is $2,103. However, in cities
between 50,000 and 250,000 popula-
tion, the average income is $3,303,

VIVLEE .

And in cities of 250,000 popualation
and over, the average income ol Ne-
gro houscholds is $3,453,

The sigmficance of this new pur-
chasing power can be shown by the
fict thut 715 pevcent of Negro
households in urban areas are lo-
cated in cities ol 50,000 and over,
and that 17 pereent ure located in
cities of 250,000 and over.

What this meany to the nauomil
advertiser is that $11.6 billion or
67 percent of Negro purchasing
power, states Dr. Davis, is concen-
trated in cities of 50,000 and over.

In addition w the tact that the
total Negro population has been on
the upswing (18.9 percent increase
from April 1950 w0 July 1957 com-
jsred with w 126 percent jump in
the white population for that pe-
riod), the movement from the fum
1o urhan areas has fuvther meaning
This shilt has breught about not
culy a demand and need for more
and varied products and services, but
alsa a desire for different items.

Such things as a change in use
from fresh vegetables 1o the frozen
variety, or the switch from mixing
one's own llour 10 huying prepared
flour mixes are dited by Dr. Davis
as  representing  the  impertant
changes from farm dwelling o city
hiving.

“I'bere s at least one more point
that has vital bewing on the eco-
pomic status ol the Negro market.
The level of consnmption and pur-
chase of goods wnd services is it an

y e VAo S

“Sunny Jim" of WAMO Pittsburgh encour-
ages youngsters to use energies for sports as
part of station's community relations program.

In-store displays are created for adwertisers
by WDAS Philadelphia. Left, are one week's
suggested ''features” at a local super market.
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extremiely high rate in all income
groups, A 1957 survey by the Unisver-
sity ol Pennsylvauia reveals that the
Negro [umily spends at the rate of
20 percent more for clothing than
the white Tamily; six percent more
for house [urnishings and equip-
ment; 15 percent more lor recrea-
tion, which includes everything fromn
adimissions to phonographs and re-
cords o magazines aund books: 36
percent more for personal care; 16
percent mare for tobacco, and 35
percent more for alcoholic beverages.
The lauer rate of expenditure, of
course, is primarily academic as far
as radio is concerned with only beer
and wine advertising heard on the
airwaves,

The Problems

The past few years have been
relatively “fat” ones for specialized
Negro radio, Although in actuality
it really is just beginning to see sub.
stantial acceptance by advertisers.—
national, local and regional. The
growth of Negro radio, as has already
been pointed out, has parallelled the
enhancement of the Negro's position
during the past decade.

Some of today's successful mul-
tiplestation operations such as the
Ebony group did not get started
until 1954,  In fact, to show how
relatively new this field is. Ebony’s
bead man. John McLerdon., was
attracted to radio about that time
from the super market business.

The chiel problems that Negro
radio has tadav are an outsrowth of
this relative mnewness. They are
chiefly two-fold:

e Convinding the adveitiser that
the Negro market is economi-
cally strong with a high degree
of purchasing power for all
range of products and prices.

e Convincing the advertiser that
the best way to reach this mar-
ket is through a specialized
medium with a loval {ollowing.

“The greatest problem in selling
Negro radie,” says Jules Paglin,
president of the OK Group, “is to
prove to the advertiser that all of the
other things that he does in the
white market does not have any im-
pact, or very little impact, on the
Negro market. The advertisers [eel
that they reach them through regular
schedules and, therefore, are reluc-
tant o appropriate additional money
for a specific minority group.

“However,” Mr. Paglin continues.

U.S. RADIO o November 1058

HIGH RATE OF SPENDING

Percent of Total

Item Consumption
Negro White 9% Negro of White
Clothing 136 11.3 1203
House Furnishings and Equipment 7.2 6.8 105.8
Recreation 47 4.1 1146
Personal Care 30 2.2 136.3
Alcoholic Beverages 23 17 135.2
Tobacco 2.1 1.8 116.0

Source: University of Pennsylvania Study on Consumer Expenditures, 1957.
Comparison of the proportion of dispesable income spent for selected
items by Negro and White households.

ON THE RISE
Negro Population Total U. S. Population % Negro
1958 Est. 18.5 million 170  million 109 %
1956 17.3 million 166.4 million 104 %
1950 15.5 million 150.7 million 103 %
1940 12.9 million 131.7 million 94 %

Source: Census Bureau, 1940 to 1956.

“we are constantly accunmulating in-
formation to prove that the Negro
has felt little or no impact in the
past 20 years from the advertising of
national advertisers in general me-
dia. We also can now prove that
the Negro market is diflerent and
that Negroes respond more quickly
to radio.”

A similar stand is taken by Harry
Novik. general manager ol WLIB
New York, who emphasizes the loval
following (hese specialized stations
Pave. Mr, Novik, whose station pro-
grams 75 hours of Negro program-
ming a week (87.5 percent of the
total schedule), states thad his opera-
tion’s biggest headache is “irying o
convince account executives and
timebuvers that you cannot cover
the city’s Negro population by just
buying ‘radio stations.” The ad-
vantage of buying stations that are
programming to the Negro people.”
lie states, “is that these stations have
consistently shown the largest ratings
amongst Negroes. \We are able to
prove that more Negroes listen 1o
these stations and have confidence in
them because the stations are pro-
gramming to their likes and pref-
erences and are telling them on the
news programs of problems they are
personally interested in.

“More and more agencies,” Mr,
Novik states, “are realizing that Ne-
groes want and have been buying
quality merchandise.”

www americanradiohistorvy com

Some of the economic myths about
the economic level of the Negro ure
cxploded in material prepared in
booklet form by Rollins Broadcas.
ing Co., which operates seven sta-
tions. In question und answer form,
submitted by Tim Crow, general
manager of WAMS  Wilmington,
Del,, the following iy an example of
the material:

Q. “Isn’t it true that the Negro'

needs are simple? The Negro
only wants a bite to em . . . a
place to sleep?”

A. You may still be living in the
dark ages. The segregation-in-
tegration -question. which is
today a part of our lives, has
heen brought about priucipal-
ly by the great desire [or educa-
tion among Negroes. Better
homes, better jobs. hetter liv-
ing conditions, more luxurie:
are the constant desire and
goul of nost Negroes, the sune
as of most whites.”

For the most part. advertisers in
growing numbers are focusing atten-
tion on the realities of todav's sales
problems and are finding that the
Negro market is mnore clearly shaped
and identifiable than it has ever
heen.

“More and wmore clients,” savs
Stun Raymond, president of \WAOK
Adanta, “are realizing that a dollar
is a dollar, and the Negroes spend
{Negro Radic Section Cont'd. on page 44)

(3]
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Terms Radiq

Hopping imo the family

chariot cach morning for

his drive to work, John A
(for Automobile) Jones first switches
on the ignition — and then? Lurns
on the radio, of course,

That's when the Shell Oil Co.
“tanes in” on an audience well suit-
¢d 1o its sales message—the man be-
hind the wheel. Muliiply John
Jones 37.2 million tmes (the esti-
mated number of car radios in the
U1.8) and you have a rough idea of
the potential driver audience Shell
a4ims o rcach morning ant evening
with its carefully sclieduled pro-
gramming of local radio advertising.

The company and its advertising
ageiicy, J. Walter Thompson Co.,
believe radio is suited to telling
Shell's advertising story in two re-
spects. First, radio catches the pros-

pective customer while he’s “car-

conscious” — that
Shell strives for local "touch’ with ;

sports  broadcasts

is, actively con-
and person-

cerned with the performance of his
elities [ri Klavan and Finch}. automobile. Second, radio gets top
“mileage” [rom local situations, per-

26
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‘Decisive Last Word’

Gas and oil firm invests estimated $1.6

million in medium yearly. Station

personalities and sportscasts are

preferred for local ‘touch’

sonalities and habits—it adapts eas-
ily and effectively 1o any given com-
munity.

These two facetss—immediacy and
adaptability — make radio a major
consideration in Shell’s advertising
budget. At present the company
spends annually on radio almost §1.6
million, v. s. RaDIO estimates, which
is about 15 percent of its total allo-
cation for all medlia.

“Our radio gets bigger each year,”
D. C. Marschner, sales promotion
and advertising manager of Shell,
reveals. A major portion of this ex-
penditure is for national spot with
the remainder going to local co-op
with dealers and distributors. About
115 radio stations are involved in
the spot buy, while the co-op ar-
rangement accounts for approxi-
mately 300 outlets.

“The media plan for Shell employs
each of five media as a huilding
block to fill out the over-all Shell
advertising objective,” explains Phil-
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ip Birch, associate media director for
J. Walter Thompnon. “Because our
product is naturally aimed at the
automobile driver, two of these me-
dia—outdoor and radio—are partic-
ularly valuable because they sell at
the time our potential customer is
actually driving.

*Of the two, outdoor advertising
serves as a visual reminder of our
product, Radio, on the other hand,
is the one medium through which
we can tell our full sales story to the
driver at a time when he’s aware the
engine is knocking or the gas gauge
is dipping toward ‘empty’—radio is
the decisive last word in persuading
the motorist to see his local Shell
dealer now.”

Shell and its agency have organ-
ized an advertising program on a de-
centralized basis matching Shell’s 18
geographical sales divisions. A com-
pany advertising representative is
attached to each division and, in co-
operation with a field representative
from JWT, works closely with local

wWwWWwW. americanradiohistorv.com

cdealers and media to achieve muxi-
mum eftectiveness for each advertis-
ing dollar spent. At the national
level, Shell uses a formula which en-
ables it to allot the advertising budg-
ct over all divisions in a manner that
takes into account such factors as
sales potential, development of mar-
kets and problems peculiar to each
area.

This set-up gives Shell a well-
controlled though idely flexible
program that delivers effective local-
ized radio programming.

As part of its media strategy, Shell
encourages local media to offer ideas.
An example is a program sponsored
by Shell over WLW in Cincinnati
where traffic congestion is a major
laocal concern. A helicopter flying
low over the city during rush hours
morning and evening broadcasts pe-
rindlic reports on traffic conditions
on all major thoroughfares, The
broadcast voice is that of Arthur
Mehling, nationally recognized law
enforcement officer of the Cincinnati
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g A SHELL
mAi’FIC-CASTER

o KYA-1260 on yor &2

Meking a personal tour of Shell stations participating in KYA San Francisco's fraffic-cast service
are (left to right) Bartell Group execs Morton J. Wagner, Gerald A, Bartell and Lee Bartell,

Police Department, who is populiriy
known as Cincinnan's “hervo cop.”

“This programm ol six 30second
anmuoinicements during the morming
ruslt and six again during the alter-
noon rush hin hecome an outstangd-
ing civic feaune in Cincinnat,” Mr.
Birclh declares. “Where did the idea
originate: \WELW Drought it 10 us,
and we snapped it oup —with de-
light.”

The program has been eredited
with unsnarling several walhc juns
e date, and his been so well ac-
cepred locally that Shell, says Mo,
Buch, turned down a v program
featuring w popular local personality
in order to continue broadcasting
Cincannati’s mathc-wareh. In fa, the
company has just “taken to the air”
in Miami, too, to spomor a sumilar
helicopter pragram on WGBS,

“Our policy of decentralized con-
uol in selecting advertising media
makes it possible for us to realire
just snch advantages [rom local con-
ditions,” Ed Harvell, Shell’s head

representative [or radio and
mphasizes. We here in New York

k a close check of all the

] ing arrangemeirts at vari-

ons stations. Wevely on Jocal people
w tell us that a particular station
does i particular job.”

And Shell is mighty “particulan’
about 2 lot ol mcidental details re-
lated o its vadio tine. In directing
its advertising primarily at men, the
company is natvally concerned witli
the “tlimate” it buys along with its
spots or programs. The number of
commercials permitted in a 15-min-
ute interval, the personality of the
station, the type ol listeners as well
as the number — all are important
considerations for Shell and JWF.

“Our company produces a qualiy
product and we are quality-conscious
in every vespect,” Mr. Harvell states.
“We look for ‘good music’ stations,
news stations and radio personalitics
with an adult following.” tn New
York, lor example, Shell participates
in the Klavan and Finch morning
show and the William 1B Williamns
Make Believe Ballroom evening pro-
gram on WNEW., “And we our-
selves,” he asserts, “never use more
than two l-minute annouuncements
i a l3.minute period.”

Gasoline, o1l and other Shell items
are definiiely “masculine-type™ prod-
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ucts, both the company ard W
fecl. Even when the “missus”™ drives
the car, it is felt, she defers in wiost
cases tdg a man’s reconimendation
an which brand to buy or which
dealer o patronize.  That's why
Shell’s radio time is keved priviarly
to the male andience via news and
APOLtsCILs.

For imstance, in New York it's the
baseball “warm up™ and “wrap up”
on WMGM; in Dayton, it’s the base-
ball games over WHIQO, amd in San
Francisco it's one-cighth spousorship
of the Giants over KSFO. 1n Kala-
mazoo ou \WKZ0O, Shell spousgrs hall
the radio time log the University of
Michigan foothall games. 'he Shell
spOTtsciters, it §s interesting (o nate,
are well-known pensonalities locally.

Detroit, however, bends a keen
ear to the news, so Shell has oblig-
ingly sponyred a 15auinute news,
broacdcast from 6 to 6:t5 p.ut. Mon-
day to Saturday tor more than 10
vears over WIR,  {"Shell doewr’
change just for the sake ol change,”
My, Birch notes. “Whewr we get a
sood llliug, we keep i)

Programs comprise ahout 6l per-
cent of Shell’s radio tiine, aml spot
announcements the remaimder. The
tendency at present appears to be a
swing away [rom programs, but that
all depends on the loca] situation
and varies cousiderably Lrom one
Shell sales drvisiow to ,mother,

“Operatian First Freeze'

Spots jire getting a biy seasonal
boost in the Southcist this fall be-
Cause ()[ a l)l'lll”()li()llll] rﬁn[l)ﬂign
being launched there called “Opera-
tion Finst Freese” — again, a local
feature geared w tic in with a local
situation, At press time, “First
Frecse” may already have wade its
pitch, touched off by a weather bu-
rean {orecast ol the area’s first blast
al winter, The plan calls Ior high
frequency spots over stations i the
Mobile-Birmingham-Jackson region
10 promoate Shell-Zone anti-lreeze
during the first few vays ol cold
weather.
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Radio’s flexibility permits seasonal
usage and timeliness in ways that
suit Shell's advertising needs to a
TCP. The three major summer holi-
days — Memorial Day, July 4 and
Labor Day—are peak periods for au-
tomobile traffic. so Shell finds they're
stellar dates on which to peg high
frequency radio announcements in
well-defined areas throughout the
country.

Copy Stresses

Copy for the national spot buy
sells Shell gasoline chiefly. Copy
used on the dealer co-op arriange-
ment stresses, nhaturally enough,
such local aspects as where's the
nearest Shell station, and it's time
for a tune-up (or anti-lreeze, or the
special service the deuler can pro-
mote currently to best advantage).

Both types of copy are mainly live,
but supplemented with a sizable
number of electrical transcriptions.
Most of the live copy is in the form
of a straight sales delivery, but is
written’ in a conversational tone—
keeping in mind that it will be de-
livered by a local personality who is
familiar to the listeners.

The lead-in to the sales message is
usually bright and thought-provok-
ing, like: “Remember Ponce de Leon
who vainly searched for the Foun-
tain ot Youth? Today, he could have
found that fountain of yonth—not

=W
Loy \
ST

Philip T. Birch, JWT assoc. media dir.
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lor himsel, but for his car.”

This one-minute message stresses
the cost lactor:

The three most costly in-
vestments a man makes in
his lifetime are his wife,
his home and his car. And
the car, as one of these
expensives items, deserves
T.L.C.—the same tender
loving care he gives his
wife or home. TFor exam-
ple, what kind of gasoline
are you buying for your
car? If you're using an
ordinary premium gasoline
you're probably not pro-
tecting your initial in-
vestment. But of you're
using Super Shell with TCP,
you're a cinch to be get-
ting all the performance
you paid for.

You see, Super Shell has
the higher octane you

need for anti-knock but it
also has TCP to add anti-
miss to anti-knock. Top
additive neutralizes the
harmful combustion deposits
that cause spark plug mis-
firing and actually re-
stores 20 to 30 lost horse-
power. So give your car
the care it deserves. Get
Super Shell, the most pow-
erful gasoline any car can

D. C. Marschner, Shell advertising mgr.
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use. And TCP adds anti-
miss to anti-knock.

“The agency writes the copy, snb-
jcct o company :lppl'm':tl and ac-
ceptance,” Mr. Harvell states. “Shell
controls the technical aspects of it—
we're extrentely conservative in what
we say, deliberately so.”

Shell has been making use of radio
advertising since the advent of the
medimm and “we have every expecta-
tion of continiing to use it in its
highly effective capacity for years 1o
come,” Messrs, Birch and Harvell
agree.

They turther declare that as repre-
sentatives ol the advertiser they have
much to gain from quick-witted,
creative local stations that have ideas
to sell along with their time.

Local Feeling

“We look to the staton for ideas,
just as we look o ourselves,” they
say. “We nse rating services, too, but
we find that the local ‘feel’ can often
be more significant for us than the
statistics provided by ratings.”

The prime goal lor Shell, they
eniphasize, is the radio station that
knows how to catch the loaal ear.
John A, (lor Automobile) Jones
buys Shell at the corner of Main
and Cherry, not on Madison .Avenue
—a fact that the company and JWT
both keep firmly in mind. o o o

€d Harvell, Shell radic v representative.
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A Sound
For Every
image

Research into the portrayal of sound

in radio reveals that for every mental

image or concept there is a suitable sound

PART |
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Tick-tick-tick PINGI "Thae is
the vigorous, restless, agi-
tated sound of the typewriter

as it transcribes. It is a sound of en-
ergy, tmme that produces a meuntal
miage o work being done, of husi-
ness moving forward, ol stories and
ideas being pur op paper (o interest
andl inform.

For this and every sound there s
a mental image; lor every menual
image thiere is an appropriate sound.
There 15 no concept, radio researcly-
ers agree, that cannot be inferpreted
in sound. And from radia’s earliest
days—Irom the creaking door of the

Inner Sanctum o Bulldog Drum-
mond’'s foghorn and echoed foot-
steps—those who made the most im-
aginative use of sound had the bhest
results.

To the advertiser and his agency
“hest results” are an obvious goal.
This has set the stage for carrent in-
terest in research inio techniques for
increasing the sales effectiveness of
radio cotnmercials — with the more
efficient use of sound.

Sound, the psychologists tell s,
can dlo primarily four things:
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¢ Set a mood.

e Evoke a learned association
{e.g. screeching of auto brakes}.

* Produce the sound of a sound
itself (c.g. ringing of a door-
bell} .

¢ Provoke a mental response to
a sound fwself (e.g. sound to
create images of size).

And in any research into the pro-
duction of more distinctive advertis-
ing through non-verbal sounds, they
say, the fundamental step.is to de-
termine the “feeling fone” of the
particular appeal that one wants to
promote.

There is a multitude of examples
of commercials that employs non-
verbal sound effectively. The fol-
lowing are chosen to illustrate the
four uses of sound that are listed
above. It should be noted that the
categories, as phychologists say they
must, overlap slightly.

The Pepsi-Cola refreshment song
was designed to set a mood, to
change the product image of the soft
drink that for years had been iden-
tiied with the bouncy “Pepsi-Cola
hits the spot. . . .” The new music,

U.S. RADIO e November 1958
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written by Hauk Sylvern tor Kenvon
& Fehlarde Inc,, New York, was cre-
ated to “paint a picture in sound”
of a light, bubbh and ut the same
time clegimt dvivk. It is the music
thut wrust set the wood. ~avs M.
Sylvern. “Music shounld be a quorr
ton around the sules message.”

When the Sacrmmento Tomato
Juice jingle tells  listeners, “Ids
vicher and redder in every drop ‘So
when vou pour vou hear it PLOP,”
it doesn’t stop there, It PLOPS! \anl
presumnably it sends listeners out to
the Kitchen 1o gualf some rich, red
tom:to juice, the sound eflect having
cevohed a learued association in their
minds. At Lawrence C. Guinbinner
Advertising Ageney Ine, New York,
agenay far Sacramento, “a ditlerent
sound. an ofl-heat approach™ is con-
sidered necessary tor vadio comuer-
cialy, according 1o one executive, he-
caiise they must “compete [y atten-
tion, hght for memorability, dig for
effecuveness.”

Bell Ringing

“National Shoes 1ing the bellt”
Thev've been vinging 1t on eustern
radio since 1940, It's jusi a bell, the
uncontrived sownd of a sound itself.
Over the vears various bells have
rung for Natiowil—telephone, door,
wpewriter. dinner, school and the
one to signal a bus driver—io set up
different dialogue siwuatioms.  The
bell has served National and its
agency, Emil Mogul Co., New York,
as a device “lending itsell imme-
diately as a vehicle lor telling the
commercial story . keeping in
mind that it takes 1 much more un.
usual message to  gain  atiention
these days.”

Provoking a mental vesponse io a
sound is perhaps more effective than
attempting it with visual means. An
exaniple is a recent Dadge commer-
cial, created by Grant Advertising
Inc, Chicago. While played in a

jesting mood, the sound of the Dodge
cusl [ootsteps as he takes a ri-
dicul lorg walk from 1the [ront
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to the rear ol the car certainly cre-
ates a mental image ol sice—ol the
extra-long Dadge.

Rescarchers tell s thit we have
barely sevatched the swlace in com-
nuniciting throngh sound.  Recent
interest in creating station and ner-
vork images through sound is an
example ol the increasing eftorts in
that direction, And the tend toward
returiting op creative agency talent
— draived ofl for a time by v — to
work on ridio commeraials is forther
indication ot agenay ¢oncern  and
growing competition.

Interest in creating an funige
through sound oa the part of broad-
casters is two-lold: Networks and
stations have shiaped their operations
20 that they have an identitving
sound, ang they huave used sound ay
a toal with which o sell.

CUS cally s presentation “*Protees
tive Listening;” NBC emplovs “hn-
agery ‘Transfer,” “Memory Vision”
and "Eugineered Girculation.”  Ra-
dio Advertising Bureay id some
stations have preseniations thai et
phasize how sound can be cultivitesd
to cover any iunge or coneept—and
any product—whether it he paint
refrigerators, carpets or toad.

The sules development nunager

b a representative firmy pults it this

wiave “Advertisers must be shown
how they cansell the sezzle ol 1 steak
instead of its picture.”

As for creating the stationt immage,
this is doue through progriaomning
which  eventuatly  becomes  the
“sound” of the station. Ln markets
where competition is tough and even
relentless, according o John Box,
“the fight is {or sound.” The execn-
tive vice president and managing di-
vector of the Bulaban Stutions <de-
clares that, above alk. “the sound is
the thing.

“This elusive sound that cach
listener, or potential listener,
scarches for on the radio dial is the
sum total of cach (ot the elements of
music and programming), mixed cf-
fectively and translated into the ouly
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commoding lov sade by the radio sta-
tion of today . . . SOUND"  (lden-
nfication and sejting through sound
will be further explored by Part 11
ol v, s ranio's study ol s, in the
December issue.)

To determine the “leeling tone”
or the emotional level of an adver-
tising appeal the ageney researcher
has  several  techuiques  available,
Among thew, and widely used, are
approaches that are clouded in such
psychological erms as Semantic it
lerential  (S-D) and  the Mowd-
Circle Checklist, both designed to
test the power of aural stimuli 1o
comumnicale.

The scmantic dillerential  wech-
nique, vearly tour decades old, has
the histener rate the sounds he hears
swith a scale of contrasting adjectives
like hard-soft, pleasant-unpleasan,
[ast-slow. For examyple, insight into
the ellects ol a musical selection is
gained when i listener describes a
picce of music with adjectives that
have nothing to do with the hearing
sensc—suich as poetry or prose, warm
or cold.

Descriptive Adjectives

The mood-circle checklisy, tlevised
1935 Ly a psychologist specializing
in acstheues, Kite Hevner, cmploys
a checklist of 67 adjectives that de-
sevibe some feeling or respouse. The
adjectives arve arranged in eight clus-
ters, cach cluster describing a difier-
ent centrul nood guality. The group-
ings form a nawral circle, running
counter-clockwise, in which each
cluster has its closest relatives at ifs
side,

Cluster six at the top of the circle,
for instance, contains the words
merry, joyous, gay, happy, cheerinl
and bright, “Merry” lollows cluster
five's “light,” which is the last word
of a group that starts with “humor-
ous,” The last aljective in cluster
six, “bright,” is [ollowed by “exhil-
arated” in cluster seven. That one
ends with “restless.”
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Directly  opposite  cluster six’s
"merry” is cluster two’s “pathetic”
which is located at the bottom of the
circle.  Opposite “exhilarated” is
“dreamy”; opposite “humorous” is
“serious” and so on.

In practice, listeners are asked 1o
check every word on the list that
seems appropriate to deseribe a cer-
tain sound. The subject is nrged to
check as many or as [ew adjectives as
he wishes. With this mecthod, an
agency can test proposed niusical
and sound effects 1o determine how
close to the desived “mood quality”
they conie and make proper adjust-
ments.

In comparing the 1wo techniques,
Martin Samit, director of Consumer
Behavior Laboratories and former
advertising coordinator for NBC Ra-
dio, points out that subjects are lim-
ited in describing their [eelings
about a sound only by their vocabu-
laries. “By providing subjects with
checklists hav