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It's Simply 

a Matter of Dollars ! 

If you added together all the money 
spent last year by all the people in 
Cincinnati, New Orleans, and Charlotte, 
N. C., you would just about reach the 
whopping total of $2.5 billion spent by 
people covered by WOWO, the 37th 
Radio Market. 

If you're buying top radio markets, 
you must include ... 

WOWO 50,000 WATTS 
37th U.S. Radio Market 

FORT 19AYNE, IND. Represented by PGW 

00® WESTINGHOUSE BROADCASTING COMPANY, INC. 

'Broadcasting, December 16, 1957 
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A man who is always busy for radio 
-John Ford Meagher -is especially 
active this month as he travels across 
the country to participate in the an- 
nual fall conferences of the National 
Association of Broadcasters. 

Mr. Meagher, NAB's vice -presi- 
dent for radio, has held his present 
post since it was created in June 
1931, but has been committed to the 
sound medium for most of his adult 
life. 

As a young man, fresh out of Notre 
Dame, Mr. Meagher started out as a 

salesman in the cement business. 
Shortly thereafter in 1988 -deciding 
to sell in a more ethereal vein -he 
and a few adventurous friends 
launched KYSM in Mankato, Minn. 
He headed up station sales for the 
outlet in his hometown until he 
moved to his NAB position. 

The grassroots background ac- 
quired by Mr. Meagher at KYSM has 
stood him in good stead as he directs 
NAB radio operations for its 1,785 - 
member ant and fin stations. There 
is not a facet of a station's operation 
with which he is not familiar, and 
because of his first -hand knowledge 
of the problems of the local broad- 
caster NAB members know they can 
depend on his advice. 

During his tenure at KYSM, Mr. 
Meagher's own desire to get on a 
first -name basis with this new busi- 

THIS MONTH: 

JOHN F. MEACHER 

Vice President For Radio 
National Association of Broadcasters 

Executive on the Go 

For the Radio Industry 

ness of which he liad become a part 
prompted him to join NAB. He felt 
then -and feels even more strongly 
now -that NAB membership is im- 
portant to progressive radio station 
management. 

One of the most recent aides to be 
produced at NAB on behalf of its 
radio members is a new promotion 
film entitled "I-lear and Now." Prints 
of the film, which had its premiere 
at the first of NA Ws fall regional 
meetings last month, are available 
to NAB members for showing in 
their own communities. 

Before his staff affiliation with 
NAB, Mr. Meagher was active on a 
number of the association's commit- 
tees prior to his election to the board 
of directors. He served as a member 
of the board for two consecutive two- 
year terms -the maximum time al- 
lowed by the association's by -laws. 

Also a strong supporter of state 
broadcaster associations, Mr. Meagh- 
er was instrumental in the forma- 
tion of the Minnesota group and 
served as its first president in 1949. 

Mr. Meagher is married to the 

former Eleanor Ackerman. They 
have two children: Anne, now Mrs. 
Robert Adams, who lives in Wash- 
ington with her husband and two 
youngsters, and "Jake," a Notre 
Dante graduate who is now a candi- 
date for his PhD at Princeton. 

U. S. RADIO October 1958 
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"You 
talking 

to 
me ?" 

I,1,4` 
; ijLj f 

You should be! Adults are the nation's big- 
gest customers. And in Boston radio you 
Ind the greatest concentration of adults 
n WEEI ... 38 per cent more than tune to 
Station B, 53 per cent more than Station C, 
and 268 per cent more than Station D.* 
Moreover, these listeners pay greater 

attention to WEEI and believe more in your 
commercials? You're not just talking when 
you're on WEEI; you're selling! 

WEEI RADIO 
REPRESENTED BY CBS RADIO SPOT SALES 
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NEW YORK 
250 Park Avenue 
Yukon 6-7900 

CHICAGO 
Prudential Plaza 
Franklin 2-6373 

DETROIT 
Penobscot Bldg. 
Woodward 1-4255 

R A 
HOLLYWOOD 
1750 N. Vine St. 
Hollywood 9.1688 

ATLANTA DALLAS FT. WORTH SAN FRANCISCO 
Glenn Bldg. 335 Merchandise Mart 406 W. Seventh St. Russ Building 
Murray 8 -5667 Riverside 7-2398 Edison 6-3349 Yukon 2 -9188 

Pioneer Station Representatives Since 1932 
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Reach or frequency - or both -is a media question that can 

make big differences in sales results. But there is a way, with 

Spot Radio, to get the best combination for your advertising. 

Tke P G walonelS koi tke A/aueit- 
Your sales objectives can be accomplished by the best strat- 
egy for each individual market. There's no need to com- 

promise with one plan. Let us consult with you in developing 

a thorough market -by- market campaign. 

THE CALL LETTERS 
OF THE 

SALES GETTERS 

West 
KBOI -Boise 5,000 
KGMBKHBC- Honolulu -Hilo 5,000 
KEX- Portland 50,000 
KIRO -Seattle 50.000 

Wo ODWA 
D I O 

Midwest 
WHO -Des Moines 50,000 
WOC- Davenport 5.000 
WDZ- Decatur 1 000 
WDSM- Duluth.Superior . . 5,000 
WDAY- Fargo 5,000 
WOWO -Fort Wayne . . . . 50,000 
WIRE -Indianapolis . 5,000 
KMBC -KFRM- Kansas City 5,000 
WISC- Madison. Wis. . . . 1,000 
WMBD - Peoria 5,000 

9 IENcC v 

East - 
WBZ +WBZA- Boston and 

Springfield 
WGR- Buffalo 
KYW- Cleveland 
WWJ- Detroit 
WJIM- Lansing 
KDKA- Pittsburgh - . . 

Southwest 
Southeast 

WCSC- Charleston, S. C. 5,000 
KFDM -Beaumont . 5,000 WIST- Charlotte . . . 5,000 
KRYS- Corpus Christi . . 1,000 WIS- Columbia, S. C. . 5,000 
WBAP -Fort Worth -Dallas 50,000 WSVA- Harrisonburg, Va. 5,000 
KTRH- Houston . . . 50,000 WPTF- Raleigh- Durham . 50,000 
KENS -San Antonio . . . 50.000 WDBJ- Roanoke . . . . 5,000 

51,000 
5,000 

50,000 
5,000 

250 
50,000 el 

\A\ 
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LEADERS 
WRBL AM.iM 

WRBL- CELEBRATING 30 YEARS OF SERVICE 

TOPS DAY OR NIGHT- MONTHLY, WEEKLY, 

DAILY- NCS##2 

WRBL-FM- 12 CONTINUOUS YEARS 

STEREOPHONIC PROGRAMS ONE YEAR SPONSORED 

COLUMBUS 
GEORGIA 

METROPOLITAN AREA NET EFFECTIVE 

BUYING POWER 

$411J,1 {54,11110,00 
SOURCE: SM -1958 SURVEY OF BUYING POWER 

Allow p. fidurp 

II I 8th 
IN 'l'IlE NATION 

PER FAMILY 
INCOME C 

S7,562A0 Ov°.P 
HUBOF THE S 

WRBL 
AM 1420 

FM 933 

CALL THE HOLLINGBERY CO. 

LETTERS TO 

In High Gear 

It was an excellent article on Rootes' 
use of radio. (see Uilbnnn's ll'eekend 
Drive, U. S. RADIO, September 1958). 
Everyone here liked it enormously. 

David B. Williams 
President 
Erwin, Wasey, Ruthraof & Ryon Inc. 
New York 

Research Role 

We think so highly of the research 
story in the September issue (New Role 
for Radio Research) that we took the 
liberty of wiring our CRS Radio Spot 
Sales representatives. Congratulations on 
another fine issue, and incidentally, 
happy first anniversary to u. s. RADIO. 

Ned Burgess 
Promotion Manager 
WBT Charlotte, N. C. 

Many Requests 
!'lease furnish us two additional tear - 

sheets of the article, Radio Formats: 
il'hat Is Radio? (May 1958). Von sent us 
several copies of this issue, but there 
have been many requests for them and 
our file is now depleted. 

Avrilla S. Phillips 
Liller, Neel, Bottle & 
Lindsey Advertising 
Atlanta 

A Friend Indeed 

People who lend or lose copies of 
u. s. RADIO and then beg for reprints are 
probably as popular as a fellow wearing 
a dacron suit at the Cotton Carnival. I 

need three copies of Banking on Radio 
(February 1958) and three copies of 
Tiny Key to Tomorrow's Radio (June 
1958). One of the latter will go to the 
radio department at the Arkansas State 
College in Jonesboro. 

I'm looking forward to the time when 
u. s. RADIO arrives every week. 

Ted Rond 
General Manager 
KDRS Paragould, Ark. 

Homework 

So that I may read your magazine 
thoroughly, I would appreciate having 
U. S. RADIO sent to my home at the fol- 
lowing address.... Currently, it is corn- 
ing to my business office, and I just don't 
have time during the day to read it. 

David H. Steinle 
Station Manager 
KBUR Burlington, la. 

24 U. S. RADIO October 1958. 
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THE EDITOR 

Instead of sending U. S. RADIO to my 

office address, will you kindly arrange 
to have it sent to my home addres'. 

George Baltermon 
Asst. Adv. Coord. for budgets 
Sthenley Industries Inc. 
Ne"v York 

For Clients 
I would appreciate your sending to 

me as soon as possible the reprint of 
your fine article, Teenagers Are Radio's 
Small Fry (July 1958). I believe that 
this is one of the best articles that I 

have seen for some time combating this 
point that is often brought up, and I 

would appreciate having this to send 
out to some of our clients. 

Bob Hoth 
V. P. and General Manager 
KAKC Tulsa, Okla. 

\Ve were most interested in receiving 
recently a reprint of your article entitled 
"This is Radio!" (Teenagers Are Ra- 
dio's Small Fry) taken from your July 
1958 issue. 

The article points out that teenagers 
are radio's small fry as a result of Nielsen 
listening data. 

We would be most interested in order- 
ing 100 of these reprints. 

George A. Brown 
Production Manager 
CFAC Alberto 

Barter Buying 
\\'e are trying to get some information 

on the status of barter buying in radio 
and tv. I am under the impression that 
there have been articles written on this 
subject, but in looking through our files 
of your magazine I have not been able 
to run across any references to bartering. 

Would you be kind enough to send 
any reprints or other information you 
may have that has any relation to bar- 
tering for time in radio or television? 

Henry C. Hart Jr. 
Director Radio -Tr 
Noyes & Co. 
Providence, R. 1. 

I had not seen u. s. RADIO since taking 
over this station. The June issue was 
full of sound ideas and I'd like to sub- 
scribe. 

In particular. I'd like several copies of 
that month's "This Is Radio" (Tetley 
Leaves It to Radio). This, it would seem. 
would be of value to our staff as well 
as my partner and me. 

Richard B. Baker 
Executive Vice President 
WMET Miami Beach 

U. S. RADIO October 1958 

TAKE A CLOSE LOOK AT LOUISVILLE 

4. 
Programs 

and People 

That Produce 

When you find that happy combination 

of a station with top ratings and 

thoroughly documented proof of sales 

effectiveness- you 've found WKLO 

in Louisville, Kentucky and you are 

going to make some money for your 

client when you place your advertising 

on this station. 

It takes people to sell people. WKLO 

personalities deliver the advertiser's 
commercial with conviction, believability 

and personal persuasion. These are 

people talking with people . . . not 

voices speaking at people. 

It takes people to sell people -and 
we've got the right ones in front 

of the microphones and more than any 

other station in Louisville at 
the receivers. 

SOLD NATIONALLY BY 

robert e. eastman & co., inc. 
NEW YORK, CHICAGO, SAN FRANCISCO 
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, ,. l 
IS THEAREA STATION 

FOR SHARP TIME BUYERS 
HOUSTON, TEXAS 50,000 WATTS 740 KILOCYCLE 

DnnrnrnnFnrl AFinrllu h DCTrnn nnarrlii uinnnute+n *(__ I LIV ...,. (...... 
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U. S. RADIO ' OCTOBER 

1958 

Is Spot Breaching 
Won -Driving Hours? 

At present it is just a rumble, but 

representatives agree bulk buys beyond 

traffic times have started and may 

resound throughout the industry shortly 

Radio-land would not be far 
from Utopia, representatives 
have been heard to remark, 

if advertisers could be induced to 
distribute their buys evenly through- 
out the day. 

While this happy condition is far 
from a reality today, several repre- 
sentatives believe that national ad- 
vertisers are at long last beginning 
to awaken to the value of purchasing 
non -traffic times. While no repre- 
sentative interviewed claims to have 
been "snowed under" with night- 
time and middle -of- the -day orders, 
the consensus is that advertisers and 
agencies are more receptive than ever 
to sales pitches for non -driving 
hours - daytime, nighttime and 
weekend. 

Even more to the point, there is 

growing evidence that clients par - 
ticularly in product categories that 

U. S. RADIO October 1958 27 
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appeal to the housewife, arc mak- 
ing buys beyond driving hours. 
Moreover, a study by a major rep - 
resentative of one of its stations 
shows an increasing percentage of 
business being clone this year in 
"other" times compared with two 
years ago, patticul:rly in the mid- 
day hours. 

Arthur McCoy, executive s ice 
president, John Blair & Co.. New 
York, believes the breakthrough will 
come in 1959. "In 1955 and 1956. no 
one would buy anything but morn- 
ing traffic hours," he explains, "and 
then it was morning and afternoon 
drive times. This year there has been 
considerable activity in the nine to 
four category, and I think next year 
will bring substantial interest in 
round- the -clock buying." 

"It's a process of education," says 
Morris Kellner, vice president in 
charge of radio, the Kati agency. 
New York. "As long as more people 
tune in their sets during early morn- 
ing and late afternoon hours, the 
law of supply and demand will op- 
erate. Advertisers will want to buy 
these times and stations will charge 
more for theta. On the other hand. 
there are excellent reasons to go into 
other times and clients and agency 
people are on the verge of a substan- 
tial breakthrough in this direction." 

Research a Key 

Fred Heywood, promotion man- 
ager, CBS Radio Spot Sales, New 
York, believes that sound research is 

one of the keys to selling more non- 
traffic time in general and nighttime 
in particular. "People listen to the 
radio at night that do not turn on a 

set during the day. There may not 
be as many, but if the advertiser 
doesn't reach them he is not using 
radio with greatest effectiveness. Ra- 
dio's distinction as a medium lies in 
the fact that it delivers unduplicated 
audiences throughout the day and 
night. An advertiser, for best effect, 

should try to reach all these audi- 
ences. Research," Mr. Heywood says, 
"is beginning to convince the a ds-er- 
tiscr that he is missing a bet when he 
doesn't spread his buying through- 
out time day." 

1n a major northeastern market, 
\h-. Heywood points out, a Pulse 
survey reveals that on one station 
the percentage of total unduplicated 
radio homes reached remains neatly 
constant from six a. tn. to six p. m. 
In the six a. nt. to 12 noon segment, 
50.9 percent arc reached compared 
with 53.7 percent in the 12 noon to 
six p. tn. time span. 

. \n A. C. Nielsen project also sup- 
ports this finding on a nationwide 
basis. From six a. nt. to 12 noon, 
Monday through Friday, 69.3 per- 
cent of the cumulative in -home au- 
dience is contacted, while from 12 

noon to six p.m. 61.8 percent is 
reached. - 

Cost Efficiency 
Prank Boehm, vice president in 

charge of research, Adam Young 
Inc., New York, emphasises the cost 
efficiency to the advertiser in distrib- 

g his purchases over several time 
periods. "We have had quite a bit of 
success in selling middle -of -the -day 
time," he says, "but as yet not as 

much success with nighttime. The 
big spenders tend to emphasise driv- 
ing times because they want the 
large total audience and also the out - 
of -home audience. But we have been 
able to convince some clients to 
spread their buys by offering them 
saturation plans involving the use of 
one third traffic time and two thirds 
daytime at a non -premium rate." 

The following advertisers, Mr. 
Boehm states, are among those sold 
on this plan: 

"Pharmaco -This account was in- 
terested in reaching both men and 
women and felt that they would 
achieve this balance by using the 
one third in traffic tinte for the man 

and the other two thirds for the 
housewife. 

"Maidenform -This account was 
primarily interested in reaching the 
housewife and the working woman. 
'limey used the plan because they 
knew that the third in traffic would 
give them the working woman who 
listens to the radio in the morning 
for information, and the spots dur- 
ing the day would give them the 
housewife. 

Tea Totals 

"Lipton 'l'ea - The tea company 
wanted traffic time (probably be- 
cause they had a feeling that these 
audiences were touch larger than 
non -traffic audiences) but were sold 
on splitting their schedule to take 
advantage of larger audiences and 
lower costs. 

"Texaco - This gas -and -oil firm 
wanted to reach the driver and thus 
chose traffic periods. However, we 
were able to get them to mix their 
schedule between traffic time during 
the week and A time on the week- 
ends when traffic is also heavy. 

"Pall Mall- 'Phis account wanted 
the male audience and chose traffic 
times for this reason. As in the case 

of Texaco, we were able to sell them 
weekend plus traffic at a much lower 
cost than traffic -only would have 
been. 

"Greyhound -Because of the cost 
efficiency involved, we were able to 
sell this account on using split 
schedules rather than traffic- only." 

George Dietrich, director of spot 
radio sales for NBC, believes that the 
concept of saturation radio has been 

responsible for most of the non-traf- 
fic time purchases to date. "The 
bigger the schedule the more the cer- 

tainty that several time periods will 
he used .... stations just can't fit a 

large number of spots into one or 
two time slots." 

Mr. Dietrich also emphasizes the 
relationship of good programming to 

28 U. S. RADIO October 1958 
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Non -Driving Hours, Too 
Among the spot advertisers who are making time purchases in non -driv- 
ing hours -in many cases supplementing traffic time schedules -are: 

Addiator Victor \ Richards, New York Weekend 

Nighttime 

Nighttime 

American Airlines Lennen & Newell, New York 

Blue Bonnet Margarine Ted Bates, New York 

Falstaff Beer Dancer- Fitzgerald -Sample, New York Nighttime 

Ford Cars J. Walter Thompson, New York Weekend 

Weekend 

Weekend 

Ford Dealers J. Walter Thompson, New York 

Campbell -Ewald. New York General Motors Accept. Corp. 

Greyhound Grey Advertising, New York Daytime and 
Weekend 

Gulf Oil Young & Rubicam. New York Weekend 

Robert Hall Frank B. Sawdon, New York Weekend 

Kiplinger Letters Albert Frank -Guenther Law, New York Weekend 

Thomas Leeming William Est}', New York Weekend 

Lipton Tea Young & Rubicam, New York Daytime 

Maidenform Norman, Craig C Kummel, New York Daytime 

Niagara Therapy George Mallis Advertising, Philadelphia Nighttime 

Pall Mall Cigarettes Sullivan, Stauffer, Colwell & Bayles. N. Y. Nighttime and 
Weekend 

Pharmaco Doherty. Clifford, Steers C Shenfield. N. Y. Daytime 

Sinclair Oil Morey, Humm & Warwick, New York Nighttime 

Shell Oil J. Walter Thompson, New York Nighttime 

Texaco Cunningham C Walsh. New York Weekend 

mid -day and nighttime purchases. 
"When programming improves, rat- 
ings will go up and advertisers will 
buy more during these times: I feel 
that there is a great deal of room for 
better programming during the non - 
traffic hours." 

According to Robert Teter, vice 
president and director of radio for 
Peters, Griffin, Woodward, Inc., New 
York: 

"The key decision maker in both 
advertising and selling is now con- 
scious of the importance of spot 
radio for use in many time periods. 
not just the former peak hours of 
7 to 9 a.m. and 4 to 7 p.m. Stations 
throughout the country have em- 
barked upon aggressive programming 
for daytime, nighttime and weekend 
audiences that is geared to selling 

U. S. RADIO October 1958 

needs and has a proven track record 
of results for important advertisers. 

Cost the Same 
"In a recent study by our radio 

research department, we found that 
9.6 percent more radio homes are 
reached between the hours of six and 
10 p.m. than between 6:30 and nine 
a.m. More significant is the fact 
that the cost is virtually the same for 
the larger nighttime audience as it 
is for the early morning hours. To 
put it another way. we found that 
1,000 homes can be reached from six 
to 10 p.m. for 73 cents as opposed to 
80 cents for 1,000 homes between 
6:30 and nine a.m.," Mr. Teter states. 

"As a result of these findings, sta- 
tion programming and industry ef- 
forts to pass the word along to the 

'key man,' many new advertisers are 
using both weekend and nighttime 
spot radio. Li the nighttime group 
are Niagara Therapy, Pall Mall ciga- 
rettes, Sinclair Oil, Blue Bonnet 
Margarine, American Airlines, Fal- 
staff beer and Shell Oil. The week- 
end group, composed of a balance 
between men and women that differs 
in composition from weekday audi- 
ences, includes the Ford Division and 
Ford Dealers of the Ford Motor Car 
Co., Gulf Oil, Texaco, Robert Hall, 
Kiplinger Letters, GMAC and Addi- 
ator." 

A gradual trend over the last 
couple of years towards purchases in 
non -traffic hours has been noted by 
Robert E. Eastman, president, Rob- 
ert E. Eastman f; Co. Inc., New York. 

(Cont'd on p. 80) 

2') 
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Uses Radio to Ease 

Too major problems con- 
front the instant coffee in- 
dusts today and their solu- 

tions are proving more elusive than 
many a company and agency execu- 
tive likes to admit. A partial answer, 
however, for one of the major brands 
-Nescafe -is being sought in its 
advertising strategy where radio plays 
a prominent part. 

These arc the twin problems that 
Nescafe hopes radio will help resolve 
in its favor: (I) Fierce competition 
that is concentrated in the metropoli- 
tan markets where instant coffee 
sales are highest, and (2) public 
prejudice against drinking instant 
coffee instead of ground coffee. 

With 1959 plans in the making, 
radio's role in the Nescafe picture is 
growing. according to hon Cady. ad- 

30 

`Instant' 
Market 
Pressures 

vert ising sit c president, who re- 
veals that next year's radio appropri- 
ations are due for a 130 percent 
boost over this year's. 

u. S. RADIO calculates that the 
Nestle Co.- Nescafe's parent finn, 
rod part of the worldwide Nestle 
group which is reputedly the world's 
lourth ranking food manufacturer- 

s% ill allot nearly half a million dollarY 
next year for radio compared with 
this year's total of almost S300,000. 
These funds will form a national ra- 
dio umbrella for Nestle's other prod- 
ucts as well as its instant coffee, for 
whit h t', s. RADIO estimates a quarter 
of a million dollars will be expended 
compared with $100,000 this year. 

For Nescafe, this year's plans call 
for all radio funds to be invested in 
spot by the product's agency, Bryan 

Houston Inc.. New Volk. As pres- 
ently determined, spot will also gar- 
ner the lion's share of next year's 
radio appropriations, Bates Hall, ad- 
vertising brand manager, states. 

Two -Year Program 

This tyro -year program represents 
an emphasis on spot which became 
necessary to meet efforts by competi- 
tive brands in selected metropolitan 
markets, declares Joseph Scheideler, 
executive vice president, Bryan 
Houston. 

"The selling efforts of other in- 
stant coffees macle it advisable for us 
to concentrate our radio advertising 
this year in 25 major metropolitan 
markets across the country," Mr. 
Scheideler states. 

U. S. RADIO October 1938 
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NESTLE RADIO BUDGET 

{ utarar, 
lillall11111111l 

al!>31111111111(lil l 

.11 

1959 $500,000 

1958 $300,000 

This emphasis on advertising con- 
centration is explained by the fact 
that, according to the agency, instant 
coffee -one of the food industry's 
most fiercely competitive products - 
does nearly 50 percent of its total 
business in only 40 major markets. 
City people, according to Nescafe's 
Mr. Hall, often accept new prod- 
ucts and new methods more quickly 
than their rural neighbors, hence the 
preponderance of urban sales for the 
instant coffee business as a whole. 

Bates Hall (seated left), Nescafe advertising brand manager, meets 
with executives of Bryan Houston Inc. to discuss new commercials. 
Agency men are John Ennis (standing), v. p. and media director. 
and Bob Denning, vice president and Nescafe account executive. 

"In addition, city dwellers are usu- 
ally in a hurry, living at a faster 
pace. so they use more instant coffee 
as a matter of convenience," he says. 

Although sales of instant coffee 
have nearly tripled in the last five 
scars, growing from 45 million to 
120 million pouds, the industry's 
biggest problem is increasing ac- 
ceptability,-getting people to serve 
instant in the living room to com- 
pany as well as to the family in the 
kitchen. 

NESCAFE RADIO BUDGET 

"Psychologically, people still tend 
to think of instant coffee as a quick 
substitute for the ground coffee, in 
spite of the formula changes in the 
last few years," says Mr. Scheideler. 

To combat this attitude, Nescafe 
and Bryan Houston will use com- 
mercials this fall that showcase Nes- 

cafe in group situations. 

First Major Instant 

Nescafe -the first major instant 
toffee on the market back in the 
1930's -has been striving to update 
the product image in all its adver- 
tising efforts. 

For example, this month in two 
major markets the firm is testing for 
both radio and television a new series 
of commerical, by two well -known 
gentlemen. 

Privately, they are known as Bob 
Elliott and Kay Goulding. who have 
had considerable success with ani- 
mated commercial characters. The 
new character, which both the client 
and the agency hope will soon be 
publicly renowned. is one Mr. flan - 
field Nes. 

Demands Perfection 

\fr. Nes, the wealthy owner of 
Nescafe in the commercials. has 
both a heart and purse of gold, but 
he is very particular indeed about 
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the quality of his product and de- 
mands perfection at every turn. 

In addition to the Mr. Nes com- 
mercials, Nescafe is running a spot 
campaign this month in a dozen 
markets placing between 25 and 100 
spots per week per market, depend- 
ing on the total market size and the 
number of radio homes, according to 
John Ennis, vice president and media 
director for the agency. 

Three a Year 

The makers of the instant coffee 
and Bryan Houston have worked out 
a system involving several radio 
campaigns a year in staggertd mar- 
kets. The radio pushes are geared 
to coincide in each market with the 
firm's big sales efforts which rotate 
from city to city throughout the year. 
At times these involve bonus jar ad 
certisemeuts (a slightly larger jar 
containing IO extra cups of coffee) , 

and off -label sales, where reductions 
vary according to what the competi- 
tion is doing. 

The commercials are usually a min- 
ute or 30 seconds in length and are 
placed to reach young married cou- 
ples and particularly the housewife 
between 18 and 35 years of age, ac- 
cording to Emerson Cole, broadcast 
copy chief. "Young marrieds are in 
the buying habit forming stage," \Ir. 
Cole says, "and we want them to 
form the Nescafe habit, naturally. 

Own Preferences 

"Prior to their marriages, most of 
these young people had been drink- 
ing what their parents served and 
are just beginning to form their own 
brand preferences. In addition, this 
age group is less prejudiced against 
instant coffee than their elders who 
formed their opinions when the in- 
dustry was in diapers." 

Mr. Cole points out that Nescafe 
also likes to reach children who sing 
the product song around the house 
... "a built -in commercial," he says. 

To catch these groups, most spots 
are broadcast between six and eight 
a.m.: 11 a.m. and three p.m., and 
seven and 11 p.m. These time 
periods while very general and vari- 
able from market to market, are used 
to catch the family at meal times. on 
the way to work and shopping. and 
in the evening when shopping lists 

for the following day are often pre- 
pared. 

The bulk of the spots are aired on 
Wednesday, Thursday and Friday to 
take advantage of the usual shop- 
ping hours for grocery stores across 
the country, Mr. Ennis says. 

For the campaign this fall, Nes- 
cafe will use new lyrics and arrange- 
ments of the song that's been the 
product's theme for the last two years 
-Irving Berlin's "Let's Have An- 
other Cup of Coffee." To promote 

Vocal group recording "Let's Have Another Cup of Coffee" spots was chosen for 
its "young" sound. Lyrics are built around situations appealing primarily 
to young people and promoting the social acceptability of instant coffee. 
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the social acceptability concept, ly- 
rics will be built around group situa- 
tions- rumpus room gatherings, par- 
ties, vacations, skiing, birthdays and 
home movies, among others- situa- 
tions appealing primarily to young 
people. 

Here k an example of this fall's 
commercials: 

Sound: (Party noise) 
Man: This coffee's de- 

licious ! M- m -m -m, 
and that aroma! 

Woman: Well, thank you, 
sir. It's the new 
self- brewing coffee! 

Man: (Sings) So . . . 
let's have another 
cup of coffee . . . 

Woman: (Sings) Yes . . . 
let's have a cup of 
Nescafe ! 

Bass: . . . the instant 
coffee that brews 
delicious fresh - 
roasted flavor and 
aroma . . . 

Woman: . . . right in your 
cup ! 

Anncr.: Just put a spoonful 
of Nescafe in your 
cup . . . add boiling 
water . . . and 
watch! You actually 
see new self- brewing 
Nescaf e . . . bub- 
bling as it brews 
delicious fresh - 
roasted flavor and 
aroma right in your 
cup. 

Woman: (Sings) If the gang 
has come to meet and 
play games and have 
some fun . . . 

Man: (Sings) Serve the 
coffee that's a 
treat . . . 

Woman: (Sings) . . . and 
you'll make a hit 
with everyone. 

According to John Clark, copy - 
writer on the account, even the 
sound of the vocal recordings is 
"young, right down to the chord 
structure." 

"Radio can do an excellent job for 
us if it's used correctly," Dfr. Cole 
points out. "Out of doors and in cars, 
particularly, it is very effective, but 
you have to remember that in cars 

1 

ti 

Donald Cady, Nestle advertising v. p. 

motor noises and wind noises often 
affect the tone. You lose the base 
almost entirely, so we record with 
this in mind so that the commercial 
retains its effectiveness. For example, 
one of our main copy points is that 
Nescafe is self -brewing, so we have 
just one person saying or singing 
this phrase to make it stand out," he 
says. 

Many Nescafe commercials are 
pre- tested in certain markets before 
they go into general use. "We might 
write 10 sets of lyrics, try them, and 
then decide to throw a couple out," 
Mfr. Cole explains. 

Experimentation with radio is 
nothing new for Nescafe, according 
to Bryan Houston's Mr. Ennis, who 
points to a saturation test under- 
taken by the coffee firm four years 
ago. 

"We were one of the first users of 
saturation radio," Mr. Ennis says, 
"and ran the biggest saturation cam- 
paign ever heard on a single radio 
station up until that time." 

The media director says that the 
instant coffee conducted a test cam- 
paign for more than a year over two 
stations in two markets -WNEW 
New York and WLW Cincinnati - 
to determine the most efficient satu- 
ration level and to test the effective- 
ness of repetition on audiences. 

"We spent about $6.000 a week 
over WNEW and between $3,000 
and $4,000 in Cincinnati and found 
that in these markets 180 spots per 
week [was the most efficient in terms 
of cost per thousand. Beyond this 
point," Mr. Ennis says, "the audience 

Joseph Scheideler, agency exec. y. p. 

increase u.asn't worth the additional 
money expended." 

This test also proved to the 
agency's and client's satisfaction that 
the public was sufficiently aware of 
the Nescafe commercial to make the 
saturation schedule worthwhile. 

"Based on this experiment," says 
Mr. Ennis, "Nescafe expanded its 
use of spot radio into 60 to 75 mar- 
kets and the agency as a [whole recom- 
mended it to other accounts." 

Since that time, the Houston agen- 
cy has measured its saturation sched- 
ules by the number of stations per 
market that are required, with ade- 
quate spot frequency, to penetrate 
nine out of 10 radio homes, Mr. En- 
nis states. 

Nescafe's spot strategy normally 
involves, according to Miss Frances 
Johns, associate media director, go- 
ing into a market heavily for a 
couple of weeks. lightening up a 
little the next two weeks and run- 
ning still fewer spots the last two. 

Three radio stations per market 
are the norm but in peak seasons, 
Miss Johns says, two additional sta- 
tions may be added. 

Research studies and a weather eye 
on Nescafe's share of market during 
and after a saturation campaign help 
the agency to determine what sta- 
tions to buy in what frequency the 
next time around, Mr. Ennis ex- 
plains. 

"Although we generally use radio 
in conjunction with something else." 
he says. "we have found radio to be 
a very productive medium for Nes- 
cafe." 
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... Networks Take 
This Tack In 
Their New Sell 

New tack corresponds with new role: 

A service and entertainment medium, they say, 

that stresses convenience to the advertiser 

sE 

"Let's face it! We never took 
full advantage of network 
radio until tv forced us. We 

were an entertainment medium sup- 
ported by 15 advertisers and now 
we're a service medium supported by 
130. Our job is to provide local sta- 
tions with the things they cannot 
provide themselves, and to make it 
as easy as possible for advertisers to 
buy our product." 

In these words, the head of a radio 
network describes network radio - 
1958. In similar words, top execu- 
tives of the other networks concur. 
Economically, networks have remold- 
ed their product to stress flexibility 
and make it easier for the advertiser 
to buy their wares more effectively. 
They are striving, they say, for the 
following kinds of variety in adver- 
tising values: 

Flexibility as to the length of 
purchase. 
Elasticity in station line -ups. 
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Six-Way Service 

In their efforts to make network service more elastic for advertisers, the networks 
outline six ways they feel sponsors can take advantage of "flexibility ": 

Type 

Introducing new product, brand or advertis- 
ing theme 

Special promotions on holidays for appro- 
priate products 

Concentrating messages on certain days of 
the week 

Promoting seasonal products at the appro- 
priate time of the year 

Capitalizing on fast- breaking product devel- 
opments 

Promoting special events linked to the adver- 
tiser 

Example 

Oldsmobile and Buick fall saturation cam- 
paigns introducing 1959 lines 

Florists' Telegraph Delivery Assn. drives for 
Mothers', Valentine's days 

Scott Paper Co. push of picnic products on 
days prior to summer weekends 

Nor'way and Peak saturations during six fall 
weekends for anti - freeze 

Quick promotion of Chrysler victory in Mo- 
bilgas Economy Run competition 

Fisher Body -General Motors' yearly broadcast 
of Craftsman's Guild dinner 

Adaptability for tying -in with 
special holidays or events. 

To a national audience, the net- 
works state, they are selling estab- 
lished world -wide news operations, 
and programming such as Breakfast 
Club, Arthur Godfrey, Monitor and 
Kate Smith, and sports events of 
national interest. 

To the advertiser, the networks 
say they offer an instantaneous na- 
tional audience. ". -1n advertiser to- 
day can saturate the nation with a 
one -week network buy." declares Ed- 
ward J. DeGray, vice president in 
charge of the ABC Radio network. 
"A few years ago he couldn't do it." 

Flexibility Six Ways 

How can advertisers take advan- 
tage of network radio's flexibility 
and saturation coverage? NBC's 
;Matthew J. Culligan, executive vice 
president in charge of the radio net- 
work, lists six ways: (I) Introducing 
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any new material, whether it is new 
brands or models or whether it is a 
new advertising theme; (2) taking 
advantage of advertising on holidays 
keyed to a particular business; (3) 
concentrating advertising on par- 
ticular days of the week and even 
particular hours; (4) pushing sea- 
sonal products in season; (5) capital- 
izing on fast -breaking developments, 
and (fi) tying -in with special events. 

Advertisers also have the advan- 
tage, networks declare, of regional 
line -ups and "tailored networks." 
However, there is some disagreement 
as to how far this should go. As Mr. 
Culligan states, " \\'e are a national 
operation, and for that reason we 
do not solicit or encourage regional 
networks." Adds Mr. DeGray, " \\'e 
can put any number of stations on, 
but it must be a 'reasonable' amount 
and line -up of stations for a reason- 
able purpose, lest we be treading in 
the spot area." 

The CBS Radio policy in regard 

to split or regional networks "is sim- 
ply that we welcome an opportunit 
to discuss an advertiser's distribu- 
tion problem with him," explains 
Benjamin Lochridge, CBS Radio 
sales manager -of network sales. 
"There is no set policy as to mini- 
mum size of the network, but gen- 
erally speaking it must be a reason- 
able network." 

Mutual Differs 

On the other hand. Lawrence 
Field. MBS national sales manager, 
cites the split network as one of the 
prime examples of network flexi- 
bility. Mutual's operational system 
tailors availabilities to specific needs, 
he states, "whether requirements be 
for full or regional network buys, 
long -term or short." 

The following is a documentation 
by the networks of the various types 
of flexibility: 

I. With any new product or new 
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FLEXIBILITY 

model of a product, an advertiser's 
objective is to achieve consumer 
recognition as quickly as possible. He 
can best do this, say the network 
salesmen, by taking advantage of the 
"speed and saturation coverage" of 
network radio. 

The automobile and automobile 
accessory industries are leading users 
of all networks at this time of year to 
introduce new models and products. 
CBS, for example, will hase Chrysler, 
Dodge and Plymouth on its Impart 
segments for from two to four weeks 
in the last quarter. Also, Oldsmobile 
for seven 5-minute newscasts a week 
for four weeks and Cadillac for five 
5- minute newscasts a week for four 
weeks. American Motors and Jaguar, 
among others, will also be on CBS 
during the fourth quarter. 

"Advertisers," \]r. Luc hridge 
points out, "can determine their 
length of schedule, length of pro- 
gram and type of program pretty 
much to suit themselves." 

ABC's Mr. DeGray: "An ad- 
vertiser today can saturate 
the entire nation with a 
one week network buy. 
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The purchase by Buick of a I3- 
week saturation campaign in comedy 
skits starring Bob Hope on NBC's 
Monitor marks the first use of what 
the network calls "Idea Planning." 
Objectives of the Buick campaign, 
NBC reports, are (I) to get the 
message of the new Buick line to 
motorists s-ia the car radio audience, 
(2) to acquaint the public with 
Buick's new ts- and print themes to 
be introduced in the fourth quarter. 
and (3) to link Bob /lope with 
Buick. 

Relies on Football 

Pontiac, biggest ,automobile adver- 
tiser on ABC. will rely greatly on the 
Notre Dame lootball broadcasts to 
introduce its new models. "Notre 
Dante football is an example of a 

feature that couldn't be afforded 
locally," says \ir. DeGray, "and of 
the network's function of doing 
things for stations that they can't do 
for themselves." 

A four -week full network drive is 
being conducted on Mutual by Gen- 
eral \lotors Corp. for its new line of 
GMC trucks. General Motors had a 

similar saturation campaign on NI BS 

last tall. 
Ii. Tic -ins with special holidays 

keyed to their particular businesses 
and reaching vast audiences have 
brought many advertisers to the net- 
works. The Texas Co. reached lis- 
teners on the nation's roads and high - 
ways with NBC's Monitor over the 
Fourth of July and Labor Day week- 
ends, using thirty -eight 30- second an- 
nouncements in each ease. The 
Florists' Telegraph Delivery Associa- 
tion, with a view to increasing Moth- 
er's I)ay business, scheduled a satura- 
tion campaign of 50 announcements 
on NBC last slay 7 through 10. Park- 
er Brothers inc. has ordered a special 
pre- Christtnas campaign of four 
weeks starting November 24. 

NBC's Mr. Culligan: "The 
fastest way to con.snmer rec- 
ognition is through the net- 
work's speed & saturation.'. 

B. F. Goodrich Co, saturated La- 
bor Day weekend over CBS to reach 
motorists, and Scott Paper Co. took 
30 units per week on CBS prior to 
the Memorial Day and Fourth of 
July weekends to push picnic prod- 
ucts. Pre- Christmas campaigns are 
in the works over CBS for Kevinator 
Division of American Motors Corp. 
and Scripto Inc. Scripto has pur- 
chased 51 Impart segments in the 
two weeks prior to Christmas. 

Hot Weather Products 

Over ABC, the Miller Brewing Co. 
concentrates on I0- second announce- 
ments in news shows during the 
summer "beer drinking" months. 
General Mills Inc. focuses attention 
on hot weather products with news- 

casts on Saturdays and Sundays in 
the summer. Stanley Home Products 
has purchased a 30- minute show the 
Sunday before Christmas featuring 
the Boy's Town Choir for several 

years. 

Tee -Pak Inc., which makes frank- 
furter and sausage casings, used Mu- 
tual to spotlight the use of such food 
products during the Fourth of July 
weekend. The Florists' Telegraph 
Delivery Association has run satura- 
tion drives the week prior to Christ- 
mas and Valentine's Day on slRS. 

III. Manufacturers of grocery 
products are among those, networks 
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say, who use advertising on particu- 
lar days of the week. Most grocery 
shopping, network research claims, 
is done on Thursday and Friday, and 
network radio offers advertisers in 
this category "an easy national buy" 
on these important days. 

IV. Strictly seasonal advertisers 
are also encouraged by the networks 
to try their services. "In pre -tv ra- 
dio, minimum contractual require- 
ments were generally 26 weeks," CBS' 
Mr. Lochridge recalls. Today, he 
says, there is certainly a place for the 
seasonal advertiser as "adaptability 
is the keynote now." 

NBC comes up with a typical ex- 
ample of seasonal saturation. The 
Commercial Solvents Corp., in behalf 
of its Peak and Norway anti- freezes, 
is on the network during six weeks 
that fall within the key periods for 
anti - freeze sales: The weekends of 
September 13, 20 and 27, and Oc- 
tober Ii, 18 and 25. The 246 par- 
ticipations on Monitor are geared 
"to reach millions of motorists at 
the very time of year when they are 
most conscious of the need to equip 
their cars for winter driving." 

V. The networks also declare that 
advertisers can capitalize on fast - 
breaking developments. The ability 
to get national advertising "in 24 
hours by merely making a phone 
call" was illustrated recently when 
Chrysler was declared a winner in 

MBS's Mr. Field: "The split 
network -regional or short - 
term - is one of the prime 
examples of our flexibility." 

the Mobile Economy Run. "Within 
hours" after the official decision, 
NBC was broadcasting the results to 
the nation, and within 24 hours an- 
other Chrysler promotion announc- 
ing the triumph was on CBS. 

VI. In addition, advertisers are 
tying in with special events and an- 
nouncing special offers, network sales 
records show. Examples of the for- 
mer are: Fisher Body Division of 
General Motors, which sponsors the 
Craftsman's Guild Award Dinner 
over CBS every year: Aluminum 
Company of America's sponsorship 
of live coverage of the Motor Boat 
Shows in New York and Chicago 
over NBC and co-sponsorship by 
three regional advertisers of the All - 
Star Football Game over ABC. An 
example of special offers or rates: 
American Telephone R Telegraph 
Co.'s drive over Mutual to promote 
greater use of the more economical 
nighttime -weekend long- distance 
phone calls. 

Tailored Networks 

The split, regional and tailored 
networks are said to provide 
advertisers with the coverage of 
network programming without buy- 
ing a national line -up. NBC, which 
does not "encourage" these line -ups, 
nevertheless declares there are sev- 
eral exceptions "which have a long 
and illustrious history." Three -Star 
Extra, sponsored by the Sun Oil Co., 
is a stand -out example. 

"On the other hand," says Mr. 
Culligan, "we practice complete flexi- 
bility in copy testing via split net - 
works. Many advertisers find it nec- 
essary to use different copy ap- 
proaches in various regions and, in 
some cases. products are known by 
different names in different sections." 

For CBS, Mr. Lochridge asserts 
that "the two areas of programming 
which we require to be full network 
are Arthur Godfrey and Impact pro- 
grams. Otherwise, the cut -down net - 
work must make sense. Tetley Tea, 
as an example," he adds, "has a dis- 
tribution only as far west as Ohio, 
and is currently using our daytime 
serials on some 125 stations." 

ABC limits its "tailored line -ups" 
to "reasonable amounts and sets of 

CBS's Mr. Lochridge: "Ad- 
vertisers eau determine the 
length of schedule and pro- 
gram to suit themselves." 

stations," with the exception of I)on 
McNeill's Breakfast Club and the 
network news -sold only on the full 
network. The AFL -CIO presents 
weekday and weekend news broad- 
casts utilizing a special line -up where 
its union is most active. 

"Advertisers who have provided 
their own programming, such as 
Sterling Drug inc.," states Mr. De- 
Gray, "are accommodated with re- 
gional line- ups." Sterling presents 
The Sunshine Boys Monday through 
Friday in the central and southern 
states over ABC. 

Network Evolution 

Network radio has evolved from 
an entertainment to a service medi- 
um, although the value of "name" 
personalities is still great. Adver- 
tisers have grown almost tenfold in 
number, although their buys are in 
smaller quantities. Minimum time 
buys have shrunk from 15 or 30 min- 
utes to IO seconds over the years. 

"No other business was ever com- 
pelled to adjust as quickly and as 
effectively," NBC Board Chairman 
Robert W. Sarnoff told tr. s. RADIO 

recently. And with that adjustment, 
network chiefs have been staging a 

fight back to a healthy future -based 
on the tack of flexibility in their new 
sell. 

U. S. RADIO October 1958 37 

www.americanradiohistory.com

www.americanradiohistory.com


Srrioothing on 
Saturation 
Radio 

A growing user of radio, this 

lip balm employs the medium 

to reach the whole family 

Transcriptions of the new Chap Stick commercials are played by Paul G. Gumbinner, vice president and radioty director of the Lawrence C. Gum - 
binner Advertising Agency Inc., for Everett Bond, general manager and sales director of the Chap Stick Co. at Lynchburg, Va. Mr. Bond visited the 
agency in New York to go over final plans for the spot and network campaigns that were scheduled to begin early in the month of October. 
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60S of Total Advertising Budget to Radio 

i, 

Ears are as important as lips 
these days to Chap Stick. 
The makers of the top -selling 

lip bahn are depending on radio to 
reach the listening ears of every 
member of the family. 

Embarking on a new campaign to 
build sales for its fresh package now 
in national distribution and to pro- 
mote wider consumer use, Chap Stick 
is doubling its spot radio budget be- 
ginning in October and is adding a 

network news show. 

With 60 percent of the total adver- 
tising budget going to the sound 
medium, radio is spearheading the 
largest national advertising campaign 
in the history of the Chap Stick Co. 
The remaining funds are going to 
general and specialized magazines 
and point -of -sale merchandising, ac- 
cording to Everett Bond, general 
manager and sales director of the 
Lynchburg, Va., firm. 

"The personalized case will be 
stressed in the campaign," says Mr. 
Bond. "and is one reason why radio 
is being used so heavily. During the 
planning stages, we came to our 
agency with an all- important ques- 
tion: How do we reach everyone? 

Income bracket makes no difference 
with our product; sex and age make 
no difference; occupation makes no 
difference," Mr. Bond declares. "The 
answer was saturation radio." 

The Chap Stick radio buy includes 
spot in about 50 markets, to include 
up to 90 stations, and three- day -a- 
week sponsorship of Morgan Beatty's 
News of the 1Vorld on the full NBC 
Radio network. 

Chap Stick's increased advertising 
activity. says Mr. Bond, is a climax 
to "18 months of product refine- 
ment." The new drive will promote: 

A new swivel case that replaces 
the "push up" model. 
The habit of carrying Chap 
Stick at all times in pocket or 
purse. 

The extensive use made of the 
balm by outdoorsmen as well as 

women and children. 
The personalized case -marked 
so that each member of the 
family can identify his own. 

The national campaign will be 
keyed to the broadened consumer 
theme: "Get that good Chap Stick 
feeling!" 

00 
o 

"With national distribution of the 
new package completed, we wanted 
to use radio wherever we could," 
says Paul Gumbinner, vice president 
and radio-tv director of the Lawrence 
C. Gumbinner Advertising Agency 
Inc., New York. "The usage of spots 
will be pretty heavy, saturation going 
as high as 35 spots a week in some 
markets. The network buy of more 
than 200 stations -as an adjunct to 
the spot operation -gives us blanket 
coverage." 

The Gumbinner agency, whose 
total radio billings will be up about 
20 percent over 1957, is using radio 
very heavily for a number of clients. 
"Some of our clients use radio al- 
most exclusively while for others its 
use has been very strong," Mr. Gum- 
binner says. 

"Occasionally a company salesman 
asks: Why radio? We tell them that 
as far as budgets and costs are con- 
cerned, and the ability to reach more 
people more frequently, radio is still 
tops." 

The very nature of Chap Stick's 
product and clientele makes radio 
a medium of prime importance for 
meeting specialized local problems, 
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the company's Mr. Bond points out. 
"Radio is excellent for us because it 
does an exceptional job in reaching 
the whole family market. After all, 
our product is used by two -year -olds 
and 90- year -olds. 

"ln our desire to have advertising 
follow the flow of goods, our use of 
radio enables us to come in behind 
and pour in advertising support," he 
says. "Spot radio, of course, has the 
ability to get into a specific area at 
any given time when an advertising 
push is needed." 

Mr. Bond cites the example of a 

Nielsen market .survey of several 
years ago that indicated the need for 
more Chap Stick advertising in the 
nation's larger cities. "Radio ful- 
filled that aim, too, to the point 
where we now show a pretty even 

picture from the smallest hamlet to 
New York City." 

Chap Stick has been a steadily in- 

creasing user of the senior air me- 
dium. "Seven ears ago radio was 
tested in New York and the follow- 
ing year in about IO markets," Mr. 
Cumbinner notes. "Our use of the 
medium gradually grew to a pattern 
of about 25 to -1 -1 markets until this 
year. \Ve favored El's or partial 
ET's, primarily on a spot announce- 
ment basis, plus scattered news and 
weather shows where programming. 
tinte :Ind audience factors met all 
our requirements." 

Mr. Guntbinner adds that spot 
radio has permitted Chap Stick to 
employ an elastic budget. "Two years 
ago," he explains, "we increased our 
radio use 511 percent in mid -cam- 

Mr. Bond revues media strategy with Anita Wasserman, timebuyer on the Chap Stick account. 
It was decided that the spot campaign should concentrate on stations where local personalities 
give the product "a boost," and where the messages would reach every member of the family. 

90 

paign. this year we have a reserve 
budget for special situations in any 
area of the country where an increase 
is warranted." 

For a product of such broad na- 
tional distribution, radio's vast cover- 
age is important, says Anita Wasser- 
man, Gutnbinner timebuyer for the 
account. Chap Stick is sold, accord- 
ing to the agency, in practically 100 

percent of the nation's drug stores 
plus super markets, tobacco stores, 
general stores and even gasoline sta- 
tions. 

Important Local Appeal 

"Although radio is a national nie- 
diuut," she declares, "its local nature 
has proved important for our pur- 
poses. Since Chap Stick is sold every- 
where in local outlets, we try to let 
local personalities do the selling. A 
local station with a personality who 
is a good salesman gives a product 
a wonderful boost." 

Miss %Vassertnan says that in choos- 
ing a station for Chap Stick spots she 
favors an adult audience. "We are 
trying to reach teenagers, in addition 
to reaching every other member 
of the fancily. In deciding on a sta- 
tion we, of course, make use of the 
various ratings. l lossever," she states, 
"we like to listen to a station's tapes 
to determine whether it provides the 
right atmosphere to attract the whole 
fancily." 

For that reason also, Chap Stick 
spots are usually confined to morn- 
ing traffic hours up to 8:30 a.m. and 
to evenings from 5 to 7 p.m. "We try 
to avoid having too many spots in 
the daytime because dad and the 
kids might miss them. Participations 
in and adjacencies to newscasts," she 
adds, "have proved the best way to 
reach the mien." 

Miss Wasserman explains that 
while three different spot radio plans 
that stayed within the budget were 
submitted for Mr. Bond's approval 
by the agency, all stuck to "adult 
stations" and "general" time periods. 
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"The father on his way home from 
work, the mother preparing dinner, 
the college and teenage groups catch- 
ing up with the news -all are targets 
for our transcriptions." 

"The basic formats for these new 
Chap Stick transcriptions," Mr. Gum- 
binner explains, "are simulated in- 
terviews with different types of peo- 
ple - engineers, nurses, servicemen, 
housewives -talking in a rather hu- 
man way as to why they use Chap 
Stick and also indicating the wide 
variety of people who can use this 
product. 

"In our magazine ads we picture 
a variety of persons. Radio makes 
the all -family idea even easier to get 
across," Mr. Gumbinner says, "con- 
sidering that a listener may hear as 
many as eight different one -minute 
spots." 

The spots all begin with the an- 
nouncer giving the key phrase, "Give 
your lips that Chap Stick feeling," 
followed by a user's "testimonial." 
The announcer then points out other 
advantages not mentioned by the 
customer. Typical testimonial is this 
one from a mother: 

My boy was always both 
ered by dry, chapped 
lips. He'd lick them, 
which made them worse, 
and wouldn't let me do a 
thing for them. One day 
he noticed his father 
using Chap Stick and 
right away asked for a 
Chap Stick just like 
Daddy's. He carries it 
with him all the time and 
his lips are in wonderful 
shape now. 

The personalized case is stressed in 
this ET by the announcer's sugges- 
tion that "each child should have his 
own Chap Stick, just as he has his 
own toothbrush. Tuck Chap Stick in 
their pockets every day." 

The Gumbinner agency has pre- 
pared promotion kits for stations 
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Mr. Gumbinner puts final copy for the Chap Stick ET's to the test of the stop watch, as copywriter 
Thomas Lisker looks on. Copy stresses the idea that every member of the family should carry his 
own "personalized" Chap Stick, and simulates interviews with various types of people who use it. 

that provide merchandising services, 
"but we do not insist on this help. 
What we are buying is radio," Miss 
Wasserman declares. "If the stations 
offer a merchandising plus, that's 
fine, but primarily we want the sta- 
tion that will sell Chap Stick." 

She points out, however, that the 
kits were prepared after various sta- 
tions "had done such a fine mer- 
chandising job, even when not or- 
ganized to do so." 

Also backing up the radio cam- 
paign will be an assortment of point - 
of -sale display material, which has 
been made available to all retailers 
in prepackaged form ready for mul- 
tiple display use. The merchandising 
material, the agency reports, is spe- 
cialized for each type of store. 

Chap Stick was first produced 
in 1882 but was not heavily pro- 
moted until 1938 when it went into 
national distribution. The first na- 
tional advertising was in magazines. 

During World \1'ar II, the prod- 
uct became popular with men in the 
Armed Forces and was sold in the 
PX's as well as being supplied to the 
government as standard equipment 
in survival kits. 

The marriage of Chap Stick and 
radio, in Mr. Bond's words, "should 
go on and on. We are able to reach 
more people in more places in all 
seasons and weather. And we are 
able to do it frequently and at lower 
cost. The very nature of the product 
makes radio a primary advertising 
medium." 
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I:4 AY DEO 
APPLIANCES INC. 

How Appliance Dealers 
Use Radio 
These retail stores make constant use 

of sound, with the emphasis on sales times 

The corner appliance dealer 
has just been through a )car 
of tough sales and stiffening 

competition. His advertising and 
promotion needs have never been 
greater because today's consumer 
won't buy until he is sold. Many 
dealers are finding that the proper 
use of radio is the answer to promo- 
tional problems. 

There are upwards of 70,000 stores 
in the U. S. that sell appliances - 
products ranging from radios, tv sets 
and phonographs to freezers, washers, 
dryers, refrigerators and ranges. 

In 1957, total appliance sales 
reached $7,885,100,000. So far in 
1958, sales have not measured up to 
the previous year. The exceptions to 
this are new products, which most 

appliance stores advertise heavily be- 
cause of their newly discovered 
utility. 

Among the products that have in- 
creased sales this year are: disposers, 
11.2 percent, and built -in ranges, 15.8 
percent. These are seven- utonth fig- 
ures. 

Some of the items that are down 
this year are: electric clothes dryers, 
14 percent; gas dryers. 15 percent; 
freezers, 5.7 percent, and automatic 
washers, 12.1 percent. 

The appliance dealer, selling the 
finished products of many of this 
country's leading industrial giants, 
has by tradition been a heavy news- 
paper advertiser. In the past, he has 
favored a visual presentation of his 
wares. 

In greater numbers, though, appli- 
ance stores are also showing a de- 
cided preference for the joh radio 
can do. In a u. s. ammo survey, it 
was found that in many cases appli- 
am e stores represent as much as 20 
percent of a radio station's local 
business. 

In place of a picture, many appli- 
ance stores have substituted sound 
in various forms, as follows: 

Heavy spot schedules at sales 
tunes and for special seasonal 
promotions. 
Continuous advertising to estab- 
lish store identification. 
Programs such as news and 
sports to appeal to the man. 
And programs during the day to 
appeal to the woman. 
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Although appliance business is a 

growing category for radio stations, 
many such stores have been long- 
time users of the medium. 

WGBI Scranton, Pa., for example, 
has an account that has been with 
the station 24 consecutive years - 
Eynon Drug Store and Sugerman's, 
two jointly -owned outlets, described 
by the station as one of the largest 
major appliance dealers in the East. 
The station says, "Through the years 
their radio advertising budget has 
increased every six months, war- 
ranted by results. They are currently 
running a heavy fixed spot schedule 
morning, afternoon and nighttime. 
Direct results have been proved 
down through the years with the 
client selling major appliances to 
radio- attracted customers from as far 
away as 100 miles. Fifty percent of 
their advertising budget is spent on 
radio, with the rest divided between 
television and newspapers." 

The results that radio has brought 
many appliance dealers are well doc- 
umented. N. Horowitz R Sons of 
Philadelphia traces a considerable 
increase in this year's business to its 
use of WIP. The company declares, 
"We find that our \VIP advertising 
has so stimulated business that it is 
15 percent ahead of the same period 
last year. 

"In addition, through promotion 
of our 'Six Hour Sales,' we have 
registered the greatest sale in our 
history which totalled $5,800 for six 
hours, almost $1,000 an hour." N. 
Horowitz f: Sons has been advertis- 
ing on the station for seven years. 

Automatic Blankets 

An even more dramatic testimonial 
to radio's effectiveness for this retail 
category occurred nearly a year ago. 
The Electrical Association of Phila- 
delphia, in conjunction with \VIP, 
staged a special radio push for auto- 
matic blankets. Prior to October 26, 
1957, 92 percent of the housewives 
surveyed could not remember any 
advertising for automatic blankets. 
'What followed was an intensive 10- 
day radio campaign. During this 
period, 236 announcements were 
used. Housewife telephone inter- 
views were resumed after the seventh 
day and continued until the end of 
the campaign. On the 10th day, 48 

percent of the housewives could re- 

member automatic blanket advertis- 
ing and 44 percent could actually 
identify radio announcement copy 
themes. 

The problems involved in selling 
appliance dealers are many. Judging 
front replies from stations, most of 
the difficulties revolve around co -op 
outlays. 

As stated by \1 'IRK West Palm 
Beach, Fla., "The main problem is 
that most of the stores can get 75 -25 
co -op for newspapers, but only 50 -50 
on radio. Sometimes no coop for 
radio." 

Red Tape 

\\'S(S \Vinston- Salem, N. C., de- 
clares, "It seems that every manufac- 
turer has a different plan, and often 
too much red tape is involved frr 

securing authorization. It is our 
opinion that most dealers would use 
radio if a clearer and more lucid 
co- operative advertising plan was 
made available to them by the fac- 
tory and /or distributors." 

\Vhat radio can do about it is sug- 
gested by \VSTV Steubenville, O. 
"The radio industry's big job," the 
station declares, "is to sell the factory 
and distributor rather than the deal- 
er. Most dealers want to use radio 
but are enticed into using news- 
papers by large co -op money." 

Another problem that radio is 
facing today in selling the appliance 
store, as expressed by KNOE Mon- 
roe, La., is fighting the argument 
that a store needs advertising with 
visual and demonstration qualities. 

The uses that appliance stores 
make of radio are varied. A very 
popular type of campaign is the spe- 
cial seasonal push involving concen- 
trated and heavy use of announce- 
ments. WFAA Dallas, for example, 
reports that all Westinghouse dealers 
held a special drive in June for room 
air conditioners. The schedule com- 
prised 50 one -minute announcements 
a week. Five other Dallas and Fort 
Worth stations were used as well as 
other area stations, WFAA states. 

In support of the seasonal promo- 
tion, \VINN Louisville. Ky., declares 
that its appliance business today is 
the highest in its 17 -year history. The 
station says that most of its customers 
use heavy concentration when special 

sales wise. As a consequence, 90 per- 
cent of its appliance business is in 
spot announcements. "Most of them," 
\VINN states, "use a wfuinnuu of 
25 spots a week and sometimes as 
high as 200 spirts in a three. or four - 
week campaign . . . with a really 
good story to sell, like a trade -in or 
a beat -the -heat item. 

"Some use such things as whisper 
sales, penny sales and door prizes 
with one thing in mind -the use of 
radio to create and generate interest 
in traffic in their stores, leaving the 
hard selling to the salesman on the 
floor." 

\VFBR Baltimore, Md., also notes 
that most of its appliance business is 
in seasonal promotions utilizing an- 
nouncements. A two-month sale it 
promoted on behalf of automatic 
clothes dryers resulted in an increase 
in sales of as high as 500 percent for 
that item in some of the retail stores 
sponsoring the campaign. 

Another short -runt campaign that 
had results is reported by KXO El 
Centro, Calif. In August. a furniture 
dealer wanted to close out window 
air conditioners in sizes of one- to 
two- and one -half tons. "The entire 
stock of 28," KXO declares, "was 
sold in five days with a 30 -spot pack- 
age. The brief campaign cost $95 
while sales totalled $7,580." 

'Warehouse' Sales 

Two Washington, D. C., appliance 
stores also have had great success 
using heavy saturation radio to pro- 
mote "warehouse" sales, \V \VDC 
states. These sales, the station de- 
clares, are usually pegged during 
normally non -busy or closed hours, 
i.e. late hours in the evening, Satur- 
day nights and all day Sunday. 

WAVZ New Haven, Conn., states 
it has five appliance accounts that 
use special promotions throughout 
the year utilizing announcements. 
"They saturate all day and some- 
times all night, 24 hours per day, pre- 
ferring days, of course." KENT 
Shreveport, La, also notes that the 
majority of its nearly 20 appliance 
accounts use saturation spots on a 
run -of- schedule basis. 

An interesting version of the sea- 
sonal type promotion occurs in many 
communities where work is seasonal. 
For example, WDVA Danville, Va., 
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states that its heaviest appliance busi- 
ness is during the tobacco harvesting 
season. Announcements are used ad- 
jacent to news, farm and women's 
shows. 

The use of radio on a continuing, 
year -around' basis also is popular 
with many appliance dealers, despite 
the fact that the "sales" nature of the 
appliance business makes for heavy 
use of short -run drives. One great 
advantage to continuous advertising 
is developing a constant source of 
customers. KPRS Kansas City, Mo., 
reports that its appliance business is 
on a continuing schedule, based on 
the leads provided by the broadcasts. 
As opposed to announcement sched- 
ules, KPRS says its accounts use I5- 
minute and 30- minute programs ad- 
vertising special reductions, gilt cer- 
tificates and other items for people 
who call immediately. One account, 
the Jenkins Musk Co., selling major 
appliances, started with a 30- minute 
show on Sunday mornings and then 

Any dealer who spends more than ;300 a week 
for 13 weeks on WINN Louisville, Ky., is enti- 
tled to this 24 -sheet pos' -er for a 30 -day showing. 
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added two 15- minute programs on 
Thursday and Friday mornings each 
week from 10 to 10:15 a.m. 

"Creating an equity in a good pro- 
gram property and staying with it" 
is the reason advanced by WHBF 
Rock Island, Ill., for the steady ad- 
vertising on its station of the Iowa - 
Illinois Gas & Electric Co. and An- 
dich Furniture Co. The furniture 
store uses two quarter -hour news 
shows Sunday through Saturday 
while the utility sponsors a 15- minute 
service program called Round the 
Town announcing club news, new 
babies and marriages, Monday 
through Friday, 3 to 3:15 p.m. 

Negro Audience 

According to \VDIA ;Memphis, it 
is vital to advertise continuously if 
an appliance store wants to penetrate 
the Negro audience. Saturation cam- 
paigns and special sales, the station 
says, are not the best vehicles to 
reach this audience. Sales are best 
accomplished by a "steady, constant 
confrontation of the audience with 
the advertiser's naine and message," 
the station states. 

WDIA says that General Home 
Service was its first appliance ac- 
count. "Today, the company is the 
largest volume GE dealer in the 
area." The Memphis market, ac- 
cording to the station, is 42.2 per- 
cent Negro. 

Most appliance stores, of course, 
who advertise on a continuous basis 
also use announcements at certain 
times of the year. KOPR Butte, 
Mont., explains that its appliance 

Regular programs emanate from this mobile 
studio of WDSU New Orleans. It is often 
parked at a store for one or more week. 

accounts "keep their names in front 
of the public on a continuing basis, 
but use spots heavier during sales 
season." 

As for programming, news is by 
far the most popular form of spon- 
sorship. Announcement users often 
place their schedules adjacent to 
nuts shows, too. NVRFD Worthing- 
ton, O., has an account, John Evans, 
that uses seven 5- minute news pro- 
grams weekly. \1'MT Cedar Rapids, 
la., has three 52 -week accounts that 
use three newscasts a week each: 
Modern Appliance (GE) , 7 a.m. 
Tuesday, Thursday and Saturday; 
Snntlekoff's, 8 a.m. Monday, Wednes- 
day and Friday, and Iowa Electric 
Light R Power Co., fi p.m. Monday, 
Wednesday and Friday. 

Because many appliances are used 
by the housewife solely, stores also 
stake a pitch in their ad efforts 
for the woman of the house. WFPG 
Atlantic City, N. J., has an account, 
the Mack Home Appliances, that 
sponsors the Perry Como Show 15 

minutes, six days a week at noon. 
And KGNC Amarillo, Tex., reports 
that when its appliance dealers use 

spots, they prefer a woman's audi- 
ence. And a similar choice is made 
by the appliance stores on KRES St. 
Joseph, Mo., where the times bought 
are 8:30 to 11 a.m. and I to 3 p.m. in 
order to reach the housewife, or 
"commuter's time." 

Although a part of radio's appli- 
ance store business is in support of 
a national promotion by a name 
brand, the major portion is aimed at 
establishing the stole's name and 
location in the local community. As 
a consequence, many stations go out- 
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side their studios and broadcast hotu 
the store in order to promote the 
outlet's location. 

A special Show Wagon is employed 
by \VFIL Philadelphia which broad- 
casts from the site of appliance stores. 
The station says that "dealers find 

that the crowds attracted more than 
make up for the additional cost." 

A Volkswagen mobile studio 
broadcasting from appliance stores 
such as Baker Bros. in downtown 
Los Angeles is used by KBIG. The 
studio on wheels is often parked in 
front of stores and is used as a source 
for disc- jockey programming. 

In Canada, CHUB Nanaino, B. C., 
has had success with its Chubmobile 
and features it as a regular mobile 
show daily on location. The T. Eaton 
Co. department store found a Chub- 
mobile broadcast between 5:10 and 
5:15 p.m., aimed at the peak car 
audience, produced direct sales of 
home freezers the next day. A fea- 
ture of the broadcast was an inter- 
view by a station personality with a 

member of Eaton's staff on location 
in the store. 

'Most Impressive' 

\VDSU New Orleans also has a 

mobile studio that it parks in front 
of appliance stores for one or more 
weeks. The station has its regular 
programs emanating from the on -the- 
scene locations. The zone manager 
of the B. F. Goodrich Tire Co., 
whose stores sell appliances, last June 
called attention to the results this 
type of show produces. "The port- 
able broadcasting station that you 
parked ... in front of our store was 

most impressive and did a lot to 
stop traffic and draw attention to 
our sales promotion." he said. 

The case for radio as an effective 
ad vehicle was summed up for \VEJL 
Scranton by the appliance depart- 
ment manager of Scranton Talk. "As 
one of your oldest and well- satisfied 
clients, we are happy to say that we 
get maximum return on every adver- 
tising dollar we spend on your sta- 
tion. We know that in addition to 
getting maximum return on adver- 
tising, the good will and cheer . . . 

could never be measured by any 
yardstick." 
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How Appliance Stores Use 
llie following is a listing of what 

dealers are using, based on returns front 
stations in this mail questionnaire satn- 

pliJig: 
ARKANSAS 
KOKY Little Rock: Seasonal spots (early 

and late morning, noon and between 
4 and 6 p.m.) 

CALIFORNIA 
KBIG Avalon: Year- around saturation 

spots plus two quarter -hour record shows. 
KXO El Centro: Spots in early morning, 

9 a.m. to 5 p.m. and Sunday afternoon; 
news, sports and music programs. 

KFRE Fresno: Spot announcements in 
traffic times and around women's pro- 
grams plus news program sponsorship. 

KLAC Los Angeles: Daytime, traffic and 
Sunday spots; record, news and weather 
programs. 

CONNECTICUT 
WAVZ New Haven: Saturation seasonal 

spots all day (and often all night). 
DELAWARE 
WTUX Wilmington: Early morning and 

late afternoon seasonal spots; five- minute 
news program throughout the year. 

DISTRICT OF COLUMBIA 
WWDC Washington: Year- around spots, 

especially heavy for "warehouse" sales; 
pre -game baseball program. 

FLORIDA 
WIRK W. Palm Beach: Continuing spots 

in the morning and disc jockey partici- 
pations. 

ILLINOIS 
WOPA Oak Park: Continuing saturation 

spots and programs. 
WHBF Rock Island: Year -around pro- 

=_ grams - two quarter hour news shows 
and a quarter -hour service program, 
Round the Town. 

IOWA 
WMT Cedar Rapids: Saturation spots for 

special sales; year- around news programs - three times a week (7 a.m., 8 a.m. and 
Fr 6 p.m.). 

KANSAS 
KTOP Topeka: Year -around and seasonal 

spot schedules, mostly daytime. 
KFH Wichita: Spots for introduction of 

new lines. 

KENTUCKY 
WINN Louisville: Heavy spot concentra- 

= tion for special sales, schedules ranging 
it from 25 spots a week to 200 in a three- 
-1 or four -week drive. 

LOUISIANA 
WJBO Baton Rouge: Year -around and sea- 

E sonal spots near newscasts and soap 
operas; news program sponsorhip. 

KNOE Monroe: Year -around spots in short 
flights, preferring 9 a.m. to 4 p.m. 

WDSU New Orleans: Year -around and 
seasonal spots. 

E KENT Shreveport: Saturation spots; music 
programs. 

KWKH Shreveport: Spots to supplement 
national promotion. 

MARYLAND 
WFBR Baltimore: Seasonal spots for spe- 

cial promotions. 

E 

e 

Radio 
MASSACHUSETTS 
WEZE Boston: Monthly announcements; 

news and five -minute personality pro- 
grams. 

MISSOURI 
KPRS Kansas City: Year -around 15- and 

30- minute programs on Thursday, Fri- 
day and Sunday mornings. 

KRES St. Joseph: Year -around and season- 
al spots aimed at housewife and during 
commuter's time; news, market and 
weather programs. 

KXOK St. Louis: Seasonal spots during the 
day. 

MICHIGAN 
WKMI Kalamazoo: Year -around and peak 

season spots; 15- minute disc jockey pro- 
gram from a store three days a week. 

MINNESOTA 
WCCO Minneapolis: News twice a week 

from 10 to 10:15 p.m. 
MONTANA 
KOPR Butte: Year -around spots. 
NEW JERSEY 
WFPG Atlantic City: Spots plus 15- minute 

music show six days a week at noon. 
NORTH CAROLINA 
WSJS Winston- Salem: Year- around and 

seasonal spots day and night; weather 
reports and news programs. 

OHIO 
WSTV Steubenville: Year -around morning 

spots and news programs. 
WRFD Worthington: Year -around satura- 

tion spots (20 to 40 a week); five- minute 
news programs for 52 weeks. 

PENNSYLVANIA 
WFIL Philadelphia: Year- around and sea- 

sonal spots; five- minute news programs. 
WIP Philadelphia: Year -around spots 

aimed at male audience; feature and 
music programs. 

WEJL Scranton: Year -around spots; music 
and news programs. 

WGBI Scranton: Year -around spots, morn- 
ing, afternoon and evening adjacent to 
network shows. 

TENNESSEE 
WDIA Memphis: Year -around spots; pop- 

ular music and Gospel programs. 
TEXAS 
KGNC Amarillo: Spots to reach the female 

audience; news programs. 
WFAA Dallas: Seasonal spots, 7 to 9 a.m. 

and 3 to 5 p.m. 
KFRO Longview: Year -around and season- 

al spots; three 15- minute programs a 

week. 
KTEM Temple: Year -around and seasonal 

spots near news and weather shows; 
news programs. 

KWFT Wichita Falls: Year -around satura- 
tion spots; morning news and western 
disc jockey programs. 

UTAH 
KSL Salt Lake City: Year- around and sea- 

sonal spots, daytime near network shows. 

VIRGINIA 
WDVA Danville: Year -around and season- 

al spots throughout the day adjacent to 
news; news, farm and women's programs. 

CANADA 
CHUB Nanaimo, B. C.: Year -around spots 

adjacent to news and Chubmobile shows; 
news, sports and musical programs. 
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How Automobile Sellers 
Can Better Use Radio 

The following are excerpts taken 
from the Master's thesis of Howard 
)ammo, research analyst for the Ra- 

dio Advertising Bureau. This sum- 
mary follows a review of the 116 -page 
project by the editors of u. s. 'Gunn. 

In many markets throughout 
the country, automobile deal- 
ers are radio's most impor- 

tant local customers. Yet a survey 
conducted by Fact Finders foi Radio 
Advertising Bureau reveals that 44 

percent of metropolitan automobile 
dealers do not use radio as effectively 
as they can. Results such as this 
indicate that perhaps dealers arc not 
taking proper advantage of radio's 
assets. To remedy the situation, sta- 
tions must aid and guide dealers in 
staking better use of the medium. 

Every dealer has unique marketing 
problems and advertising objectives. 
There can be no stereotyped ap- 
proach in buying radio. An analysis 
of dealers' radio buying habits, how- 
ever. does indicate that advertising 
objectives might better be accom- 
plished if dealers consider the follow- 
ing: 

1. Dealers confronted with station 
selection should not be swayed 
by quantitative factors only. 

2. The prime driving hours are 
not the only strategic time 
periods to reach the adult male. 

3. The female audience exercises 
a great deal of influence in 
brand selection. 

4. Because of radio's cumulative 
affect, a dealer with a consistent 
advertising effort can do an effi- 
cient advertising job despite a 

relatively light schedule. 
5. A favorable dealer image can 

be developed by radio person- 
alities and through the creative 
use of music and humor. 
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6. It is sound strategy for dealers 
to reinforce the psychological 
impact of their advertising by 
setting up a merchandising pro- 
gram at the point -of -sale. 

Mien current radio buying tech- 
niques are related to the medium's 
qualities, the following are the points 
on which the dealer's approach to 
radio falls short. 

"Prime Time" Blindness 

Although the automobile has mass 
appeal, it carries a selective price tag. 
Most dealers regard the adult male 
as the !mime decision maker in the 
selection and pun lase of a new car. 
Accordingly, their advertising is 
scheduled to reach this prince pros- 
pect. 

Radio salesmen can produce reams 
of research proving that radio which 
primarily is a mass medium can be 
utiliied on a selective basis to pin- 
point prime proppe( ts. Audience 
composition figures and listening 
habit studies are used to point out 
that mimic adult stales can be reached 
during the 7 to 9 a.m. and 4 to 6 p.m. 
prime driving hours. As a result, an 
analysis of New York dealers' sched- 
uling pattern shots that 8.12 percent 
of total program minutes and 40.2 
percent of total announcements are 
scheduled within four hours of the 
18 -hour broadcast clay. This "prime 
tinte" blindness has its pitfalls. 

The male prospect does not con- 
fine his listening time to the prime 
driving hours. A glance at the ac- 
companying table reveals that sub- 
stantial listening takes place during 
every day part. In fact, on the aver- 
age quarter hour in the New York 
metropolitan area an automobile 
dealer can reach more males between 
6 p.m. to 12 midnight than in any 
other six -hour day part. For example, 

between 6 p.m. and 12 midnight it 
is possible to reach 582,806 male lis- 
teners on the average quarter hour; 
between 6 a.m. to 12 noon there is 

an average of 559,737 male listeners; 
from 12 noon to fi p.m. there arc 
464,002 stale listeners tuned in on 
the average quarter hour. 

Don't Overlook the Woman 

Dealers also have a tendency to 
overlook the inllucncc of the women 
in cluxisiug the fancily automobile. 
'l'he current thinking of most auto- 
mobile marketing men is to regard 
women as having a definite influence 
in the choice of color, style and com- 
fort features of a car, but it is be- 
lieved that men select the make of 
the car. Dealers have concentrated 
on reaching the male prospect and 
have virtually ignored the female 
audience. 

Recently, surveys have been made 
which point out the influence of 
women in the selection of brand and 
where that brand should be bought. 
The wife is mentioned in 63.3 per- 
cent of new car purchases as having 
played an important role in selecting 
the new model. The husband is men- 
tioned in 78.3 percent of cases. Re- 
search such as this indicates that 
both the adult female and male 
family members play an equally im- 
portant role in car selection. 

If dealers are interested in reach- 
ing the female, then daytime schedul- 
ing, particularly during the late 
morning hours, will be most produc- 
tive. For example, during the aver- 
age minute of any weekday morning, 
at least 24.5 percent more women are 
listening than in any other (lay part. 

Consistent Ad Effort 

The examples of radio's efficiency 
and ability to reach mass audiences 

U. S. RADIO October 1958 

www.americanradiohistory.com

www.americanradiohistory.com


are impressive. The average dealer 
rarely can afford to schedule 200 an- 
nouncements per week. In fact, 25 

announcements per week would be 
regarded as a heavy schedule by New 
York dealers. 

The average New York distributor 
schedules 12 spot announcements per 
week. The average dealer scheduling 
program segments buys six segments 
weekly. If these schedules are typical, 
dealers cannot hope to reach pros- 
pects on a mass basis unless they 
advertise consistently. 

Analysis of New York Broadcast 
Advertisers Reports reveals that most 
dealers buy radio For only unusual 
and seasonal sales events. Of the 
New York automobile dealers on 
radio, only three Chevrolet dealers 
maintained consistent advertising 
schedules for more than six months. 
The bulk of distributors utilize radio 
advertising in a sporadic manner - 
especially heavy for introduction of 
new models. While this can be 
sound strategy, it requires a great 
quantity of announcements to be 
effective. 

Dealers can get more consistent 
results, however, if they extend the 
duration of their campaigns. The 
cost economy of radio enables a deal- 
er with a limited budget to maintain 

consistent advertising pressure over 
longer periods of time through fre- 
quency discounts and package plaits. 

For example, a schedule of 200 an- 
nouncements in one week reaches 
53.3 percent of a market's radio 
homes. A schedule of 25 announce- 
ments per week for four weeks 
reaches 49.3 percent of a market's 
radio homes. 

Personalize Commercial Messages 

The ability of radio to implant 
memorable messages and for listen- 
ers to associate these messages with 
the visual product symbol is a tribute 
to radio's psychological impact. 

Key to the creation of a showroom 
image through sound is the local 
radio personality. Almost all sell- 
ing is personal and the announcer 
aided by music and sound effects can 
develop an appropriate showroom 
image. 

In a recent Pulse study. 90.5 per- 
cent of people interviewed could 
name a local radio personality in 
their broadcasting area. Almost two 
thirds were aware of the product ad- 
vertised on these personality pro- 
grams. Seven out of IO indicated 
that they would try a new product 
recommended by their favorite per- 
sonality. Radio listeners also react 

When and Where Do Men Listen? 

Males Above 
$7500 Income 

Professional 
Men 

Working 
Men 

Young Men 
(25 -35) 

% listening 
in week 

Average hours 
per weekday 

% listening daily: 
6 a.m. to noon 
Noon to 6 p.m. 
6 p.m. to midnight 

Favorite 
programs 

Favorite 
listening post 

93.3% 

1 :42 min. 

75.0% 
58.8% 
36.7% 
32.3% 

Music 
News 
Variety 

Automobile 
Kitchen 
Bedroom 

90.4% 

1:32 min. 

73.2% 
56.0% 
30.2% 
25.8% 

News 
Music 
Variety 

Automobile 
Kitchen 
Bedroom 

92.4% 

1:59 min. 

75.0% 
58.0% 
32.2% 
30.7% 

Music 
News 
Variety 

Automobile 
Kitchen 
Living room 

93.4% 

1:36 min. 

75.7% 
57.4% 
35.6% 
27.9% 

News 
Music 
Sports 

Automobile 
Kitchen 
Living room 

Source: The Puise Inc. "Listening Habit Surveys," published by RAB. 

cnu,t' Ily to what they hear on the 
aural medium. In a study to deter- 
mine why people use various media, 
radio was found to involve listeners 
emotionally through the use of 
sound. Listeners who had bought 
products advertised on radio men- 
tioned three reasons why radio 
helped them make a buyingdecision: 
The merchandise had value, sound 
was used effectively to create product 
appeal and the human voice of the 
local personality made the offer be- 
lievable. 

Imaginative Station Selection 
Dealers adhere too rigidly to for- 

mula buying in their selection of 
radio stations. Costs and ratings are 
only two aspects of station selection. 
There are other dimensions to con- 
sider. Motivational researchers have 
discovered that each station develops 
a distinct station image in the mind 
of its listeners. The station's au- 
thority and popularity play an im- 
portant role in determining how lis- 
teners react to commercial messages. 

It has been recommended, there- 
fore, that dealers not be swayed by 
impressive numbers or psychological 
terminology. A station must be 
evaluated solely from the point of 
view of the dealer's marketing goals. 
The ability to reach real prospects 
for his make of car, not merely lis- 
teners, is the ultimate measure of 
efficient station selection. 

Use Merchandising Support 
One basic problem facing adver- 

tisers today is the increased competi- 
tion for consumer attention. With 
the average family exposed to 1,518 
advertising impressions per clay it is 

getting increasingly difficult to 
achieve memorable advertising im- 
pressions. Moreover, soon after ex- 
posure advertising messages tend to 
be forgotten and obscured by many 
other daily events. 

Favorable product images associ- 
ated with the original advertising 
messages are more readily recalled at 
the point of purchase, if consumer 
memories are refreshed with posters, 
banners and other merchandising 
techniques. 

Most radio stations are ready to 
cooperate and aid advertisers in set- 
ting up an effective merchandising 
program. 
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focus on radio 

A Quick Glance At People, Places 

And Events Around Radio -Land 

CN 

VANCOUVER'S BEARDED WONDERS gather for CKNW's centennial 
beard contest. Contestants -here vying for the bushiest beard in the 
province -numbered more than 500. Other categories were: Most 
colorful; best mutton chops, van dyke and goatee; most unique; curli- 
est, and longest. In a close contest, the champion won by a hair. 

LUNCHEON AT TWENTY -ONE is the high spot of the day 
for these representative and agency executives, some of the 
128 entertained by KOIL Omaha and KMYR Denver. Watching 
a presentation for the Star Stations are (left to right): William 
Ko <ta. Denver advertising executive; Thomas Dooley, Adam 
Young Inc., New York; Jeff Fine. Robert Widholm, Sam Vitt, 
Stuart Eckhardt, all of Doherty. Clifford, Steers and Shenfield, 
New York; Gloria Maheny, J. Walter Thompson, New York; 
Edward Green, Doherty, Clifford Steers & Shenfield, and 
Arthur Pardoll, Foote, Cone, & Belding Inc. of New York. 

14 

FINDERS KEEPERS ARE the watchwords in the WCPO Cincinnati 
hidden treasure contest. David Smith (left) and Robert Piaget (right) 
demonstrate where they found one of the $1,000 cash certificates 
concealed by the station for the promotion. Looking happy but 
envious are Olan Stigers (left), Gordon Potato Chip executive, whose 
firm sponsored the competition, and Pat Crafton, station manager. 

HOUSEWIVES PROTECTIVE LEAGUE takes a coffee break as nearly 
100 key agency personnel turn out for presentation in New York 
featuring HPL directors from four major markets. Chatting with 
Galen Drake (right), an original member of the HPL program, and 
HPL General Manager Ed Wood (left) is Victor Seydel, radio 
and tv director for Anderson & Cairns Advertising Inc., New York. 

www.americanradiohistory.com

www.americanradiohistory.com


THE MARINES LAND at WILD Bostcn to issue a cease 
and desist order to disc jockey Tod O'Hara who spent 
42 hours airing a recording of Fever by Peggy Lee. The 
marathon platter spin brought over 5,000 telephone calls 
and several hundred telegrams into the station while 
Mr. O'Hara remained locked in the control room. Accord- 
ing to General Manager Peter P. Theg, the disc jockey 
"just liked the record." Marine sergeants called "halt." 

KFJI BELIEVES IT set a marathon record when disc jockey 
Larry Jones broadcast continuously for 169 hours and 15 

minutes in celebration of the station's 35th anniversary. 
This feat for the Klamath Falls, Ore., outlet tops the 
previous record of 168 hours, KFJI declares. Listeners who 
came closes+ +o estimating how long Mr. Jones' powers of 
endurance would last received prizes from the station. 

PULCHRITUDE PUSHES PROMOTION for the newest Balaban station, KBOX 
Dallas. These pretty young ladies help open the station by proving that radio can 
look as well as it sounds, and attracted much attention to the new entry on 1480. 

SINGLE GIRL LIKES it that way as she wins a weekend cruise to Nassau 
from WQAM Miami. Gloria Hall, winner of the station's Bachelor Girl 
contest, receives her tickets here from General Manager Jack Sandler. Miss 
Hall had to submit an unusual or useful household hint, in addition to picture. 

DENNIS THE MENACE contest to create public awareness 
of public safety is won by Rich Kinney, who is shown with 
his prize, a polka dotted car. The campaign, conducted 
by KIOA Des Moines, called for listeners to guess which 
car parts were missing or defective from 102 clues broad- 
cast. Rich answered 100 right to defeat 3,800 entrants. 
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FOR RADIO ONLY 

With this issue, u. s. xnnto makes ils debut. 

We would not be human if we did not feel a 

Iegrec of excitement and exhilaration. Vet this is 

confined under the weight of a more profound 
thought that no trade publication deserves the 
right of existence unless it fulfills a need. unless 
it can logically serve the industry to which it is 
dedicated. 

The history of radio and of the broadcasters 
and advertisers who have had faith in it is truly 
one of the greatest success stories of our time. 
Radio is a separate and distinct advertising me- 
dium: it has its own place in the sun and cer- 
tainly should not fall in the shadow of tv. Like 
magazines and newspapers in the print field, 
radio and iv are just as competitive for the ad- 
vertising dollar. To those who have fought long 
and well for these recognitions, we now add for 
the first time since the advent of tv the voice of a 

radio only trade publication. 

Today radio stands stronger than ever, and 
all indications point to a tomorrow that trill 
dwarf today. Those of us who live too much 
subjectively must appreciate that thought radio 
people know and understand radio's tremendous 
story, this same story constantly must be made 
known and understood by those who think less 
subjectively about radio. These are the people 
who use and consider radio in their advertising 
plans. 

THE WHOLE OF AMERICAN LIFE 

Is there any other medium of communication 
that so encompasses the whole American life 
as does radio? We submit there is no other. 

For all practical purposes, radio is in every honte 
of our country, two or three sets in each more 
often than not. On the highways: Radio. On 
the beaches and at the resorts: Radio. And as 
we note in the transistor article (page 25), 
inexpensive transistor sets will become like "ash- 
trays" ill the average household. And still the 
most tremendous development is yet to corne .. . 

more correctly, it is here. 1Vhen the Army Signal 
Corps releases the wristwatch radio to the Amer- 
ican public, radio truly tsill be everywhere! 

Radio is the mass medium to reach the whole 
of America. But in its very preponderance, radio 
is the most flexible of all media. Whether the 
advertiser uses spot radio or network, there are 
many, many different formulae that can be 
applied to reach all the population or any seg- 
ment of it, according to the nerds of the product 
. .. anything from "pop" to fine music, from 
soap operas to Shakespeare. N ight or day. What- 
ever the need, radio stands ready to fill it. 

TO THIS WE ARE DEDICATED 

t, s. enuto, an analytical and idea magazine 
for the buyers and sellers of radio, will devote its 
entire energies to this vast field of radio. Articles 
and features on the planning and buying of 
radio advertising, delving into the why's and 
how's in the succesful use of all radio, will be 
supplemented by regular departments present- 
ing in concise form the significant news and 
trends of the radio industry. u. s. RAnMO will 
be applauded by some at times, criticized by 
some at tintes. It will make its mistakes, it will 
make its points. It will constantly strive to help 
buyers and sellers of radio advertising in the use 
of the medium. 

To this we are dedicated. 

Editorial U. S. RADIO October 1957 
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CBS Radio 

52 

Effective October 15 

robert e. eastman & co, inc. 
national representatives of radio stations 

NEW YORK: 
527 Madison Avenue 
New York 22, N.Y. 
PLaza 9 -7760 

CHICAGO: 
333 N. Michigan Ave. 
Chicago, Illinois 
Financial 6 -7640 

SAN FRANCISCO: 
Russ Bldg -Room 1043 
San Francisco, Cal. 
YUkon 2 -9760 
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hometown USA 
Commercial Clinic 
Station Log 

BPA Memo 
(Local Promotion) 
Radio Registers 

L. A. and Scranton 
Retail Stores Find 
Radio Made to Order 

Pleased with the way radio 
has been moving goods off 
the shelves, two retail outfits 

are allotting sizable chunks of their 
budgets to the sound medium. Wide- 
ly separated in location, they are 
nevertheless very close in advertising 
philosophy -having used radio since 
the turn of the decade. 

In Scranton, Pa., the Globe de- 
partment store is sponsoring three 
programs per week plus eight Sun- 
day newscasts, and in Los An- 
geles, the Sally Shops are relying on 
radio for the major part of their ad- 
vertising effort. 

The Sally Shops -a chain of 15 
outlets scattered around the Los An- 
geles area - now put 75 percent of 
its advertising budget into radio, 
according to John Bainbridge, gen- 

West Coast Sally chain (15 shops) 

spends 75 percent of budget on radio. 

Scranton's Globe department store 

has been a steady user for eight years 

eral manager and account executive, 
Tilds &- Cantz Advertising, Los An- 
geles. 

The clothing chain, which caters 
to women and teenagers, uses 16 

spots and 17 radio programs per 
week in the Los Angeles market on 
stations KBIG, KDIPC and KFWB. 
This represents an increase in ex- 
penditure of 10 percent this year 
over last. 

The Sally stores have been grad- 
ually increasing their use of radio for 
the last seven or eight years and, 
according to Marvin Zuckerman, 
owner, "We are of the opinion that 
radio has contributed substantially 
to the growth of our firm. Because 
of the scattered location of our 
stores, we have determined that we 
can reach more potential customers 

at a lower cost with radio." 
According to Mr. Bainbridge, the 

retail chain uses spot schedules on 
two metropolitan and one out- 
lying stations plus programs on 
the metropolitan outlets. The spots 
are scheduled from as early as 6:85 
a: in. to as late as 5:45 p. m. The 
early morning announcements are 
designed to catch persons leaving for 
work at an unusually early hour and 
regular driving times are heavily 
bought by Sally because "this is ob- 
viously a choice radio buy in such an 
automobile- congested area as South- 
ern California," declares Mr. Bain- 
bridge. 

Sally's program schedule includes 
five -minute participations in music 
programs on the weekends to catch 
beach -goers, in addition to an 8:15 
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HOMETOWN U.S.A. 

a. ni. news program for prestige iden- 

tification. \tr. Bainbridge reports 
that the clothing chain also pur- 
chases a noon -time program on a 

country music station "which we find 
exerts considerable influence over 
many of Sally's customers in the 
eastern sections of Los Angeles 
County." 

The agency changes Sally's copy 
each week and uses a series of 15- 

second recorded playlets to lead into 
the live co ercials. When an- 
nouncements concern such items as 

bras and girdles, the client employs 
a Los Angeles feminine personality 
to record the entire spot. 

The Sall shops originated in 1938 
with one store in El Monte, Calif. 
Several more are presently under 
construction, Mi-. Bainbridge states. 

Tilds R Gantt indicates that overall 
radio billings for their agency have 
increased in the last year by approxi- 
mately $200,000. "While we certain- 
ly do not discount the importance of 
other media." says Mr. Bainbridge, 
"we have found the proper use of 
radio to he most effective for many 
of our clients, both old and new. 

"We are very proud that Sally 

. 
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Shops was chosen last spring as the 
recipient of the Southern California 
Broadcasters Association's first award 
for consistent, intelligent and suc- 
cessful use of radio advet wising," Mr. 
Bainbridge states. 

In accepting the award, \lr. Zack. 
erntan of Sally paid high tribute to 
radio's advertising impact for the re- 
tailer: "When we open a new store 
we find the area practically pre -sold 
because of our constant and contin- 
uing use. We find that the perscnt- 
aliied impact tells our story tthcn 
and where it counts." 

The Globe Story 

-Three thousand miles away in 
Scranton, the Globe department 
stoic -the largest in town -also lech 
that radio tells its story when and 
where it counts. 

"Radio is given a very specific job 
to do in our merchandising pro - 
grant," says William W. Davis, ad- 
vertising director, "and its accom- 
plishment of that job is certainly a 

big contiibuting Butor to the $10- 
to S20- million volume we realise per 
)ear." 

Nearly all of the Globe store's ra- 

Sally Shops executives are on- the -scene of one of their shows as they visit KBIG Avalon DJ 
Carl Bailey. Standing left to right are owners Marvin, H. Lew and Ted Zuckerman, store mana- 
ger Jo Tuttle and Mrs. H. Lew Zuckerman. Sally also uses KMPC and KFWB Los Angeles. 
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All available Sunday newscasts on WEJL Scran- 
ton have just been purchased by the Globe 
Store. adding to its large radio use. Sealing 
the bargain are Cecil Woodland. WEJL g.m. 
(left) and Globe's President John A. Noble, 

dio money goes into three programs 
on WEJL. "Programs fit naturally 
into our scheme of building loyalty 
for the store as a whole by creating a 

loyal following for the shows." slr. 
Davis says. "And at the sanie time 
we can feature whichever depart- 
ment and whatever item we want." 

In its eighth consecutive year on 
the station, Globe sponsors a full 
hour sic and news program heard 
from nine to 10 a. nt. six days a Week 
called Globe Store Showcase, This 
show has been on the air since 1950 
and the results were the chief reason, 
according to \\'EJL, that the store 
recently purchased another full hoar 
per clay between two and three p. tit. 
for the PM Globe Store Showcase. 
In addition to these programs aimed 
at the housewife, the department 
store sponsors the Athlete of the 
tI'eek program during the school 
year to reach the male audience. 

To cap its radio purchases, Globe 
has just signed a contract, WEJL re- 
ports, for eight 5- minute news shows 
each Sunday. 

"We use radio more to sell the 
whole store rather than to saturate 
our programs with specific merchan- 
dise. We think it is very effective in 
selling our slogans, like 'Scranton's 
largest store' and 'Scranton owned, 
Scranton operated,' ' " Mr. Davis ex- 
plains. 

\Ir. Davis and the radio station 
work together in the planning of 
commercial continuity and change 
copy almost daily to keep it up to 
date. 

U. S. RADIO October 1958 

www.americanradiohistory.com

www.americanradiohistory.com


iÌ 

RADIO 

reaches more 
OKLAHOMA HOMES 

than any other 
RADIO STATION 
in OKLAHOMA' 

OKLAHOMA CITY 

U. S. RADIO October 1958 

By any measurement 

The WKY Television System, Inc., WKY -TV, Oklahoma City 
WTVT, Tampa -St. Petersburg, Fla.; WSFA -TV, Montgomery, Ala. 
Represented by the Katz Agency 
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commercial 
clinic 

'Around the World' Theme 

Used by Schick Razors 

To Hone Radio Commercials 

One day last spring a gentleman 
named Warren Schloat took his wife 
and children to sec Mike Todd's epic 
"Around the 1Vorld in 80 Days." A 

few weeks later a SI million deal 
was announced between dike Todd 
Jr. and the Schick Safety Razor Co. 
involving exclusive national rights 
to the picture's characters and music. 

Mr. Schloat, vice president and as- 
sociate creative director for Schick's 
agency, Compton Advertising, New 
York, was looking around for a new 
campaign theme for the razor firm 
and "four or five days after I saw 
the picture it carne to me. 

"\lost new ideas are combinations 
of old ones," says Mr. Schloat. "and 
it occurred to me that proper use of 
the 'Around the 11'orld' theme and 
characters would make an ideal all - 
media campaign for Schick." 

Mr. Schloat and his staff have 
adapted the thence to radio by side- 
stepping the principal characters in 
the movie. Passepartout and Philleas 
Fogg, and utilizing instead various 
third parties whom they might meet 
on their journeys. The commercials 
are introduced by the theme music 
from "Around the World" followed 
by a vocal group singing: 

Around the World in 
Eighty days 

You'll see the ways that 
Schick is praised 
For faster, safer 

shaves. 

Then the international character 
who may be an Indian, a Chinese or 
a South American extols the merits 
of Schick in his own accent before 
singing: 

56 

Avoid the cut 
Avoid the nick 
Get a fast, close shave 
With a safe new Schick 
Schick safety razor. 

An :n nouncer closes the commercial 
with a straight pitch. 

"A radio commercial should do 
three things," \lr. Schloat says. "It 

Warren Schloat. Compton v. p. 

should attract attention, hold atten- 
tion and make the sale. We think 
the Schick radio spots do just this. 

"They attract with the familiar 
music front 'Around the World.' 
They hold the listener's interest, we 
think, through the integration of the 
theme with Schick's selling message 
in the lyrics, 'Around the world in 
80 days you'll see the ways that 
Schick is praised....' The sell comes 
in the announcer copy at the end 
and in the 'avoid the nick, avoid the 
cut' jingle just preceding." 

Mr. Schloat sees no limit at pres- 
ent to the length of the campaign he- 
cause of the infinite variations that 
can be brought to bear within the 
present format. "We can introduce 

new characters as long as there are 
countries left. And they should con- 
tinue to sustain interest with their 
different accents and national char- 
acteristics." 

The Schick company has a year's 
contract with the Mike Todd Co. 
with an option to continue after 
that. While buys have not vet been 
completed for the radio campaign, 
Compton reports that the commer- 
cials will blanket the U. S. and 
Canada shortly. 

Radio has also been a regular part 
of the Todd firm's promotion of 
"Around Me World." According to 
the Todd office, "Radio has formed 
the bulk of our advertising effort for 
the movie in the last six months." 

There are several reasons for this 
emphasis on the sound medium, one 
of the most important being the pic- 
ture company's interest in reaching 
families in their cars -who may be 
about to drop in on a movie. 

Radio is also excellent, in the 
firm's opinion, for the subsidiary pro- 
motions tied in with the filet, such 
as selling the record album of the 
soundtrack. Spots are bought in disc 
jockey shows promoting both the film 
and the recording. 

In addition, the Todd Co. reports, 
radio is ideal for advertising the vari- 
ous playdates of "Around the World" 
from city to city. "We are not so 
interested," the firm declares, "in 
promoting the movie itself because 
most people are familiar with it by 
now. What we are doing on radio, 
principally, is announcing its indi- 
vidual engagements across the coun- 
try." 
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"Ask 
John Blair 
How we stay 

way up here" 

wbns radio 
9/ in Columbus, Ohio 
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station log 
Local Station News Staffs 

Cover the World Community 

Two stations that have reported the 
celebration of their 38th anniver- 
saries illustrate the growth of radio 
into the nation's primary noes 
source. 

KNX Lox Angeles. celebrating it 

38th anniversary last September III. 

will operate a reciprocal news ex- 
change with XEI. Mexico Citi. Sig. 

nificant political, social, economic, 
sports and entertainment news will 
be exchanged on a regularly sched- 
pled basis. KNX traces its origin to 
:1 five -watt transmitter operate! by 
Fred Christian in his Hollywood 
home in 1920. He was assigned the 
KNX call letters in 1924. 

The lifetime of \\' \1'J Detroit 
spans the history of radio broad- 
casting. Originally equipped with a 
20 -watt transmitter, \\'\\'J says it 
broadcast "the first program" -news 
bulletins combined with election re- 
turns -on August 31, 1920. Other 
firsts claimed by \\'\\'J: the first 
sportscast, September 1920; the de- 
but of Fannie Brice, December 1921: 
the first orchestra organized exclu- 
sively for radio, May 1922, and the 
first play -by -play football broadcast, 
October 1921. 

From \\'\\'J's news bulletins, local 
news operations have grown to real h 
even beyond the leaders of the U. S. 

Keeping ahead of the news, a par. 
ty of five p'eople's Broadcasting 
Corp. newsmen flew to Geneva, Swit- 
zerland, to cover the U. N. meeting 
on the peaceful uses of atomic en- 
ergy. Stations involved are \\'G.1R 
Cleveland; WRFD Worthington. 
Ohio; WNAX Yankton, S. D.; 
WTT\I Trenton, N. J., and W\1MN 
Fairmont, W. Va. Before returning, 
they will visit Amsterdam, the Brus- 
sels World's Fair, Zurich and Lon- 
don. The team will broadcast night- 
ly to the five U. S. stations. 

WCCO Minneapolis will put the 
watchful eye of radar on guard to 
pick out tornadoes and other storms, 
and will make its equipment avail- 

Raoul A. Cortez (left), president of KCOR San 
Antonio, is given plaque by the San Antonio 
Missions of the Teas League for "presenting 
baseball broadcasts at a great personal loss to 
help preserve baseball in the community." Ball - 
club's pros., Marvin Milk's. makes presentation. 

able to the l'. S. scathes Bureau in 
the Twin Cities which luck this serv- 
ice, the station states. The raclai' in- 
limitation trill be carried to listeneis 
on all weather reports .zed special 
bulletins will flash warnings of se- 
vere storms within a 300-mile radius 
of the Twin Citicti. lkro.al(asts will 
start as soon as federal licetíscs ate 
approved under FCC rules. 

The station Manager and sports 
director of \\'DE \\' \\'csthcld, Mass., 
packed tape recorders with their 
boot+ and blankets as they headed 
for Army Reserve summer training 
at Camp Drum, N. V. .1 series of 
four 15-minute programs resulted, 
keeping \\'estfield informed alxlut 
the various phases of its unit's train- 
ing. The tapes were also used on the 
NBC weekend dlwiitoi program. 

Quick action by a \ \'111' Charlotte, 
N. C., newsman brought an end to 
unhealthy conditions caused by 
heavy rains and frequent flash floods 
in the Charlotte area. After resi- 
dents of the area had onnplained 
that a North Carolina Highway Com- 
mission construction project was 
causing the flooding, WBT's Grady 
Cole secured medical help and then 
placed a telephone call to Governor 
Hodges in Raleigh. The governor 
flew to Charlotte the next day, exam- 
ined the arca and in one clay work 
began toward the elimination of the 
flooding conditions. 

k 
Other examples of radio newsmen 

getting there first: ,1 \\'ERE Cleve - 
la tul swinger was driving near a play- 
ground just as a Piper Cub plane 
swooped down to make a forced 
landing. While the boys playing 
baseball scattered, AVER E's reporter 
dashed to the unhurt pilot to get a 
statement and phone in the first 
knowledge of the incident to the 
newsroom. The station then called 
the police rescue squad. \\'l'ON had 
two reporters on -the -scene of a 520(1,- 
000 fire in downtown Pontiac, Mich., 
within five minutes of the first alarm. 
They stayed! on to describe intermit- 
tently for the next two hours the 
collapse of the building, the work of 
the firemen and the reactiou of the 
owners. 

RADIO ACTIVITY 

The Marketing Rcfetence Bu- 
reau of San Francisco is publishing 
a monthly index designed for refer- 
ence and research use by advertising 
personnel and mass media research 
departments. The service will act 
as an aid in finding, reading and 
utilizing articles and information ap- 
pearing in leading racle journals. 

\\'GL! and \\'TE \1, new :un -fin 
operation in Babylon, N. Y., have be- 
gun program tests on a full -tinte 
schedule, the stadons announce. 

Its "Drive With Care" safety spots win a 

citation for Sinclair Refining Co.'s president, 
1'. 8. Kimball (center), from Joseph P. Kelly 
(right), commissioner of the N. Y. State Bu- 

reau of Motor Vehicles. Arthur Hamilton, 
WRCA New York station manager, looks on. 
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STORER 
RADIO 

STATIONS 

WSPD 
Toledo, Ohio 

WJW 
Cleveland, Ohio 

WJBK 
Detroit, Michigan 

WADA 
Atonta, Georgie 

WI BG 
Philadelphia, Po. 

W W VA 
Wheeling, W. Virginia 

W GBS 
Miami, Florida 

U. S. RADIO October 1958 

GOING STEADY 
21 years ago, Ohio's ace newscaster, Jim Uebelhart, 

joined WSI'D Radio. IIe's been heard at the same time, 

without interruption, ever since: 

at 7:00 AM, participating -20 years 

at 8:00 AM, same sponsor -20 years 

at 12 Noon, participating -20 years 

And at 9:00 AM and 1:00 PJI. 
participating, for 11 and 10 years. 

News 0irecte, JIM UEBEIHART 

SHARE OF AUDIENCE? From 53.7 to 75.71* 

For 37 years, news has been \CSI'D Radio's proudest feature 

(30 times a day), prepared and delivered by an able, 

completely staffed news department. See Katz or Storer 

sales offices for news availabilities. 

C. E. Hooper. lur.. April Ara June, 1958 

WS PD RADIO 

Toledo 

NEW YORK -625 Madison Avenue, New York 22, Plaza 1.3940 

SALES OFFICES CHICAGO -230 N. Michigan Avenue, Chicago 1, Franklin 2.6498 

SAN FRANCISCO -1l l Suner Street, Son Francisco, Sutter 1 -8689 
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"Riding 
a winning 
horse" 

Emmet R. Gemine, Jr., presi- 
dent of The Gem Van and Stor- 
age Company, writes: 

"This makes about 25 families 
that we moved to Florida in the 
last 60 days that called us only 
because of Bob Steele. 

"Called ou several new tragic 
managers ... not one that (lid 
not retention Bob Steele. 

"WE KNOW THAT WE ARE 
RIDING A WINNING HORSE 
... 1958 should be the best we 
have ever liad." 

The Bob Steele Show is on 
WTIC, Hartford, Connecticut. 
whose 50.000 watts penetrate 
every bit of the rich, rich 
Southern New England market. 

For prompt action contact 
Henry I. Christal Company. 

60 

HOMETOWN U.S.A. 

DPA memo 

Radio Promotions: 

On Land, on Sea 

And in the Air 

\ \1'FBM Indianapolis disc jockey 
and a local hi -fi dealer gave listeners 
an opportunity to forget the cares 
of the day and get down to some 
really important business -guessing 
the number of "hot (logs" it would 
take to stretch from the \CFB \t stu- 
dios to the appliance store four 
blocks away. The winning guess was 
just one half a frankfurter awat from 
the actual distance of 5.22814, meas- 
ured with a 10 -foot string of wieners 
by D.) Chuck Breece. \1Tß\1 reports 
that the winner got a year's supply 
of frankfurters and a hi -fi set: \tr. 
Breece got a sore back and the string 
of used hot clogs. 

.\ S10.000 catch floated within 
reach of Southern California week- 
end bathers in September. Nearly 
1,600 plastic bottles containing cash 
and gift certificates were dropped 
offshore by KD.1\' disc jockéys near 
beaches in the station's listening area. 
Each bottle was labelled "KD.\V 
Booty' Bottle" and hehl up to SI00 in 
cash or gift cards. KD.1\' emphasiicd 
safety in driving to the beaches dur- 
ing promotion of the contest and 
indicated that bottles would be float- 
ed only near patrolled beaches. 

\\'1ìßC Flint. \fish.. and 30 ad- 
vertisers have sponsored jointly a 

campaign and contest aimed at safer 
and more courteous driving. Partici- 
pating sponsors display posters and 
distribute courtesy pledge cards and 
windshield safety stickers. Listeners 
who send in the pledges may be 
called by the station and asked for 
their definitions of automobile cour- 
tesy. Awards ranging from SlO to 
S200 arc given for the best answers. 

KMOS St. Louis built good will 
in the community while solving the 
problem of replacing its vacationing 
disc jockeys by inviting prominent 
citizens to pinch -hit during the sum- 
mer. The presidents of Mercantile 

*Denotes stations who are members of 
(PA) Broadcasters Promotion Association. 

Trust Co., Union Electric Co., St. 
Louis Medical Society and a former 
mayor who now heads the Chamber 
of Commerce spun the records and 
introduced the selections. They did 
not deliver any commercials. 

The "kidnapping" of 58 San Fran- 
cisco tintebuyers and agency execu- 
tives was carried out by KOFY San 
Mateo, Calif., when the guests ar- 
rived at fr p.m. for what had been 
described as a "night on the town." 
The "town" turned out to he Reno, 
Nev., and the party lasted until eight 
the next morning. The group was 
flown from Oakland Airport in a 
private plane; niet at Reno by the 
mayor; provided with "credit cards" 
for dinner, a show and gaming, and 
pajamas, razors, hair nets, cold cream 
-and even vitamins. 

Visitors to Nebraska's State Fair at 
Lincoln had an opportunity to oper- 
ate the all -electric voting machines 
that attracted thousands to the U. S. 
pavillion at the ilrussels World's 
Fair. Installed by WOW* Omaha, 
the machines gave Nebraskans an 
opportunity to vote on the next Pres- 
ident, legalized bingo, a state sales 
tax and other questions of state in- 
terest. Results were tabulated daily 
and announced during \VO\' news- 
casts. 

\1'CPO personality Bill Dawes was 
"won" by a Cincinnati couple in a 
letter -writing contest. The subject: 
\1'Iiy we would like Bill to serve us 
Sunday breakfast. The station sup- 
plied the food and Mr. Dawes, and 
reports indicate that nothing burned. 

Station \tanager Dave Froh of 
\VILS Lansing, Mich., broadcast from 
a jet bomber flying at 600 m.p.h. to 
call attention to the job being done 
by the Michigan Air National Guard. 
Two broadcasts were made, one of 
five minutes and one of 10. They 
were separated by a 15- minute period 
of promotional announcements call- 
ing attention to the flight. 
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MEET ME .N ST. LO OIE, L00IE 

CLIP OUT AND MAIL 

U. S. RAD/0 October 1958 

AT THE 

Lio 
SEMINAR 

0 

SALES PROMOTION * AUDIENCE 

PROMOTION * MERCHANDISING* 

PUBLICITY * PUBLIC RELATIONS * 

COMPETITIVE MEDIA PROMOTION 

* TRADE PAPER ADVERTISING 

These are the top subjects to be studied in 

depth at third annual BPA Seminar, Chase 
Hotel, St. Louis, November 16 through 19. 

Most of the top broadcast promotion brains 
in the industry will be bustin' with ideas for 
stations big and small, in big markets and 
small towns, radio and TV. 

If you've got a stake in broadcast promotion, 
you'll want to meet us at the Chase. 

Full and partial registrations are available 
now. You can inquire at BPA Headquarters, 
190 North State Street, Chicago, for informa- 
tion on individual sessions. 

Mr. William E. Pierson 
Broadcasters Promotion Assn , 190 N State Street, Chicago 1. l llinois 

Please reserve places for me at the BPA 
Seminar at the Chase Hotel, St. Louis, Missouri, Novem. 
ber 16 through 19. My check is enclosed for full regis- 
tration- $35.00 

NAME 

ADDRESS 

CITY STATE 

/ will make my own hotel reservation. 
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most 

HAPPY 
SPONSORS 

select these fine Radio Stations 

Supermarkets and appliances. transit +mice 
and banking .. f he East Coast tu Hono- 
lulu most Ilapps Sponsors and aat s cheer 
for Lang-Worth jingles! 

KBUR, BURLINGTON, IA: 
DAVID STEINLE REI'OI {TING- 
Img- \\'orth Radio !holster jingles r plotz 
a hard -hitting liadiu package for Benner Tea 
Compooys 3t supermarkets. introducing 
the sponsor .. reaching frequently into 1.,-W's 
hag of jingle tricks to push special sture pro- 

KCB(:, DES MOINES, IA.: 
DON l' U R I) V REPORTING- 
Radio Hucksters presided the right selling 
jingle for a famous national brand, Amara 
Air Conditioners. KCBC wrote and sang its 
own lyrics oser a Lang-Worth instrumental 
theme, followed by hard sell copy. Sponsor: 
Amami Distributor and Brarks Radio & Ap- 
pliances. 

KGU, HONOLULU, I1. 1.: 
BUI) ZIMMIERMIAN REPORTING- 
1 louolulu Rapid 'ramit through llolst & 
Male, Inc. uses a smartly produced spot 
series on KGU based un 1. \\'s "You Don't 
Need a Parking Space.. Huckster plus per- 
suasive lise tops, tags and sonud effet -i-.. 
KGU reports ad agencies using its produc- 

e facilities more frequently since sub- 
scribing to the jingle sen ici-. 

KAU'L, YORK, NEB.: 
JERRY BRYAN REI'ORTING- 
KAR'L sold an additional 100 spots monthly 
to York State Bank for its new Charge Ac- 
count Sers ire. Tho secret: Radio Huckster 
jingle production plus a cut -in plan for par - 
ticipatiug merchants. By coincidence, the 
jingle title- "Esenbody's Ilappy!" 

These and many other progressive sta- 
tions combine their top production and 
sales know -how with RADIO HUCKSTERS 
& AIRLIFTS to win most happy sponsors. 
Let RADIO HUCKSTERS & AIRLIFTS make 
the difference to your station. Contact- 

LANG -WORTH 
FEATURE PROGRAMS, INC. 

1755 Broadway, New York 19, N. Y. 
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HOMETOWN, U. S. A. 

radio 
registers 

RESTAURANT 

O'Brien's Restaurant in Waverly, N. Y., purchased a 
schedule of six announcements per week for a nine - 
month period over WEJL Scranton, Pa.- nearly 100 
miles away. Total cost of the spots was approxi- 
mately $1,000. According to WEJL, O'Brien's credits 
the station with a 15 percent increase in business 
over the previous year, which had been the best in 
the restaurant's history. The spot schedule has been 
increased, the station says, and is now running on a 
continuous basis. 

j REAL ESTATE BROKER 

Highbaugh Mortgage Co., advertising on WAVE 
Louisville, purchased 25 ten- second announcements to 
promote the sale of 23 houses priced at $9,100 each. 
Highbaugh cancelled the remainder of the schedule 
after 24 hours when every house was sold, the station 
reports. "It looked like we had 10,000 people out 
here," said L. Leroy Highbaugh, the developer. 

1 

I DRY GOODS STORE I 

Marx's, a dry goods store in Clarksville, Tex., had 
to clear out all of its summer dresses ranging in 
price from $5.95 to $24.50. Marx set up a One Cent 
Sale offering a second dress for one cent with every 
purchase. All advertising was done with three days 
of Spot announcements over KCAR. At the end of the 
sale, KCAR states, Marx's had only 20 dresses on 
hand, having sold more than $250 worth. 

HOME BUILDER 

Cannady Construction Co. purchased six spots plus a 
15- minute remote broadcast over HUMA Pendleton, Ore., 
to promote an open house at the model home of a new 
housing development. The spots all ran on a Sunday 
morning, with the remote starting at 1:30 p.m. At 
the 2 -to -9 p.m. open house, more than 200 persons 
attended and most of them, the station says, indi- 
cated they "heard about it on radio." 
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You'll have to do a lot of research 
to beat this kind of development 

With the field of physical science front and center in all minds today, consider 
the prominent part played by Metropolitan Washington. Our biggest business 
firm, the Federal Government, has become a virtual partner with American 
industry in research and development. In 1956 Federal funds financed 49% of 
all national expenditures in this direction. Research and development organiza- 
tions in or around Washington, D. C. employ some 35,000 persons. Ours is now 
the nation's sixth largest scientific and technical labor force. Whether America 
is at peace or in a cold war, these people seem certain to stay -and to grow.* 

Staying and growing right along with them will be WWDC, Radio 
Washington. According to PULSE, month after month, we're 
FIRST in the hearts of our local countrymen-6 A.M. to midnight, 
Monday through Sunday. And you can't do any better than that! 
We have a simple formula - to be a listenable station to our 
audience, and a promotional station to our hundreds of national 
and local advertisers. The mutually happy result- ever -increasing 
listeners for us, ever -increasing sales for you. 

WWDC adio Washington 

*Economic Development Committee, Washington Board of Trade REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 
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1190 ON YOUR DIAL 

WLIB - has more Negro listeners 
than any other New York radio sta- tion 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- 
larly scheduled basis every hour on 
the half hour 

WLIB only New York station 
devoting 87% of its broadcast time 
to Negro programming. 

Harlem Radio Center Hotel Theresa 

2090 Seventh Ate.,,N. Y. 27, N. Y. MO 61800 
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report from RAB 

Radio's Non -Prime Time 

Can Pinpoint Sales Prospects, 

RAB Studies Testify 

Although die demand is strongest for 
radio's so- tailed "prime hours,' there k 
increasing evidence that for the first 
time advertisers and agencies are taking 
a hard look at non-driving periods. (Sec 
Is Spot Breaching ;Von-Driving Hours, 
p. 27.) 

there is h to be said, RAR notes, 
for the nun- traffic hour campaign be- 
cause it can pinpoint prospcctisc wstu- 
nters. 

Family Purchasers 

Housewives, for example, as the pur- 
chasing agents fur their families, often 
control the oa.sh and make the bulk of 
the buying decisions. (Studies show that 
women influence as h as seven out 
of ten of men's clothing purchases.) 

One of the best tintes to reach the 
housewife, RAB states, is while she's 
Rasing that second cup of coffce alter 
the breadwinner and y gstets have 
gone oll to school. \\-bile she's making 
the beds. bathing the baby, driving to 
the supermarket. Reach her in the non - 
prime time between 9 a.m. and 1 p.m., 
the bureau declares. 

R \B. in a report developed from data 
supplied by March 1957 Audimeter re- 
ports of the National Nielsen Radio In- 
dex. reveals that over half of all radio 
hushes can be reached from 9 a.ut. to 
1:30 p.m. during the week. And in four 
weeks the "reach" of radio is half again 
larger still. 

Enroute to Shopping 

Furthermore, the 9 a.nt. to 4 p.m. 
periods allow an advertiser to deliver 
sales messages adjacent to times when his 
products are being used and even while 
women are enroute to do their actual 
shopping. For manufacturers of food 
products, drugs, soaps, cosmetics and 
cigarettes (all of them big sellers in 
supermarkets), this is particularly im- 
portant. 

\\'ith urban women exposed to 200 or 
more advertising messages in an average 
clay. the advertiser who reaches these 
ladies just before they go shopping is 

likely to get his point across most effec- 
tively. With this in mind, RAB asked 

,\d%ertest Research to study the adver- 
tising media exposure to women shop- 
ping in supermarkets in four metropoli- 
tan areas: Buffalo, Kansas City, New 
Orleans and San Francisco. These cities 
were chosen because they arc covered 
well by all advertising media. 

,\ total of 13.714 wontcu were inter- 
s iewed as soon as they entered the store 
to determine what advertising media 
they had been exposed to for more than 
15 minutes that day before they arrived 
at the mrket. Advertest found that 
radio in this non-prime time pericxl pro- 
vides advertisers with the opportunity 
for h greater "today" exposure to 
women than any other medium. 

And to reach the women who buy 
90 percent of all household supplies, 
who by 62 percent of all hardware, who 
generate 89 percent of all home remodel- 
ing, who have 65 percent; of all savings 
al counts and who outnumber and nut - 
live men -you don't have to play "follow 
the leader" and stick to radio's prime 
tinte exclusively, R.\B declares. 

Weekend Attention 

% %'cckend radio. RA II puinn rut, has 

attracted advertiser attention. In some 

mat kets, the bureau states, radio listen- 
ing on weekends is higher than peak lis- 

tening during "traffic" hours Monday 
through Friday. (See Radio Listening 
Remains nt Work on the Weekend., 
r s. RAmo, August 1958.) 

There are many advantages to week- 

end use, RAB declares. Rates are no 
higher than weekday rates; in fact, most 
stations offer special packages which 
make their weekend rates lower. For the 
advertiser who wants to reach the whole 
family, there are more listeners per home 
on weekends. For example, RA II says, 

the A. C. Nielsen Co. reports in "Di- 
mensions of Radio and Television Cir- 
culation" 1.7 persons listening per home 
during the morning weekday hours 
compared with 2.3 on Sunday morning. 

Advertisers bent on reaching a specific 
target, taking advantage of the buyers' 
audience when tinting is important. en- 
joying a favorable cost -per- thousand buy 
will find great advertising potential in 
the so- called non -prime radio time. 
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as basic as the alphabet 

c2J 

I J 

EGYPTIAN 
Of the mony word -signs in the 
Egyptian system of writing, 
the one picturing the human 
hond is considered to be the 

oncient oncestor of our letter I. 

PHOENICIAN 
In the greot eostern Mediter- 
roneon seaport of Tyre, the 
Phoenicions used this mork 
(probably derived from the 
Egyptians) os their letter yod 
(hand). 

GREEK 
After the ten -yeor Trojon 
Wor, the Greeks odapted the 
Phoenicion atphobet to their 
own speech. In the process, 
yod became iota. 

ROMAN 
The descendonts of Romulus 
and Remus borrowed the 
Greek iota and made it their 
letter I. In the Middle Ages, 
a voriont of I become our 
letter J. 

Historical dota by 
Dr. Donald J. Lloyd 

Wayne Store University 

Important for Michigan 
sales and profits 

Seventy per cent of Michigan's 
populotion commonding 75 
per cent of the stole's buying 
power lives within WWJ's doy- 
time primary coveroge oreo. 

U. S. RADIO October 1958 

In planning fall -winter radio campaigns, make 
WWJ your basic buy in Michigan. Here you enjoy 
the profitable combination of efficient coverage, audience 
loyalty, and station character of the highest order. 

Inquire now about WWJ's Hugh Roberts, Faye 

Elizabeth, Dick French, Bob Maxwell, and Jim DeLond - 
about the WW1 programs originating at Northland and 
Eastland Shopping Centers -about other WWJ salesmaking 
features. It's the basic thing to do! 

WWJ ItADIO 
Detroit's Basic Radio Station 

Owned and operated by The Detroit News 
NBC ARiliote 

Notional Representatives: Peters, Griffin, Woodward, Inc. 
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POWER 
\to 

penetrate! 
1 

1 

POWER ... 50,000 watts 

of it ... PROGRAMMING 
. . news and music all 

day long. That's the secret 

that's made CKLW such o 

powerful penetrating force 
for advertisers selling this 
region. Best buy for you, too. 

ADAM YOUNG, INC., J. E. Campeau, 
Notional Rep. President 

GENERAL OFFICES 
GUARDIAN BLDG , DETROIT 

(di 

report from 
representatives 

More Market Information 

Is Needed by Agencies, 

Meeker Researcher States 

The factors that rcalk make a tfi.tint- 
tion between one station in a market 
and another are all too often ignored, 
declares Mimi son Zcluwit., its :nth di- 
rector for 'Ilse Meeker Co. Radio. she 
suggests, should be .old in terms of the 
needs of an individual product and the 
marketing plans of that pronitut. 

"Rating, sets-in-use figuras and cost 
per II and are very .:doable." she ad- 
mits. "but olds as an indication 01 the 
effectiveness oI a station. It is the re- 
gnmsibilits of the agents, rcpresentatise 
and statioti tu studs the mat ket mure 
thoroughly." 

The timebuscr is not at fault. Mrs. 
son Zclowit/ i. quick to point out. "Ile 
has neither the time nor the data net 
essays to make the best maint iou. It is 

the job oI the station to supply to the 
reprtsentatise the same Chia that it. 
local salesmen solve, a job that all too 
many stations lait to do. Rs arming its 
represent:nisi- with rpaifit market in- 
formation, it stakes 1 ' than jtst 
an availabilities carrkn." 

'The types oI information that stations 
should make a constant effort to assem- 

ble. according to Mrs. yon Zclositi. 
should revoke :round the actual Iising 
habits of the people in their comnmnity. 
Stations should include breakdowns of: 

The working boon of the major 
industries. 
The store hours :mal shopping 
nights. 
The store type.: supermarket. chain 
store. local grocers. 

The c petition. including other 
media (e.g. what time does the 
newspaper come out?). 

Programming and talent. 
"The representatise is then in a I - 

tion to anal),e this material in terms ul 
the needs of the particular account he 

is servicing. 
"The Meeker Co. represents a stab ou 

in a town where most of the workers ar- 
rive at their jobs by 7 a.m.," Mrs. on 
Zelowiu notes. "Therefore, driving times 
in this town are probably different front 

Mimi von Zelowit:, Meeker Co. 

whets. \1'ít1 the specific information 
nn working horns. we and the advertiser 
might be missing a lot of sales. 

"1 {set minor details Stith as the hour 
that school lets out are important. Per- 
haps mother is assay hoot her radio pick- 
ing up the children, or perhaps she is 

r cling for them by automobile and lis- 
te g. There are so many factors that a 

rate crud or a rating book cannot reveal." . 
Mrs. von Zelowiv asserts that repre- 

sntatises should concentrate on "true 
marketing information." It adds "im- 
measurably." she says, "to the effective- 
ness oI a radio buy." 

RECENT APPOINTMENTS 

I liIJ'' / Phoenix to .\dans Young Inc; 
\'l'TII Baltimore and 'LEE Rich- 
mond, \'a., to M(Gavreu -Quinn Corp. 
(in all markets except New York City); 
\\'1.\\' ( :intinn :ui to -Tracy \loure }t 

Associates, Los Angeles. for the West 
Coast; \\',\l'O Chattanooga to (:ill - 
Perna Inc.; \\'.\. IB ,'ortester, Mass., 
\'EEI' Pittsburgh, Pa., and \VSAV Sa- 

vannah, Ga., to Robert E. Eastman t< 

Co.: ICI'.\ \I Portland. Ore., to 'lite 
Meeker Co.; \\'DOIS Cleveland to 
Broadcast Time Sales; XE \IO Tiju:uta. 
Mex., to W. S. Grant Co.: \\ ORC Wor- 
cester, Mass., to Richard O'Connell Inc.: 
\'A IC I' Louisville to ,John Blair R Co.; 
\'ABJ Adrian, Mich., to -John E. Pear- 

son Co.: WKAB Mobile, Ala., to Venard, 
Rintonl R McConnell Ina., with Adam 
Young Inc., Atlanta, as southeastern rep- 
resentative, and \\'BB\I -FM Chicago to 
(:BS Radio Spot Sides. 
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POET 
Serves POE... 

Gene Piet, the new Record show star 
at RADIO WOW, Omaha, wanted 
everybody to know his name. So, 
(because everybody loves pie!) Gene 
served homemade pie to 5,000 of his 
WOW Radio listeners! 

We're predicting everybody will love 
Piet, too, and very soon. 

Gene's new show in heavy traffic 
tune -in time (4 to 7 p.m. weekdays) 
inherited a fat 8 (102- county) area 
rating among the 560,000 
Radio WOW families. 

Watch this rating grow! 

We suggest radio buyers get aboard 
NOW! 'It'll be easy as PIE to pay out 
with (Gene) PIET on WOW Radio. 

See your Blair man 
NOW for availabilities. 

Regional 
RADIO WOW 

MEREDITH 

ST pT 1 O N 

FRANK P. FOGARTY 
Vice President and General Manager 

BILL WISEMAN 
Sales Manager 

JOHN BLAIR 8 COMPANY 
Representatives 

OMAHA, NEBRASKA CBS AFFILIATE 

WOW and WOW -TV, OMAHA KPHO and KPHO -TV, PHOENIX 
WHEN and WHEN -TV, SYRACUSE KCMO and KCMO -TV, KANSAS CITY 

Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 
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You'll sell more 
in the nation's 14th 

largest 

market 

because 

LASCELLES 
SELLS 
on 

"Musical Clock" ---- 

014 
MON. -SAT. 

6:15 -10:00 A.M. 

i 

YL 

DILL SELLS I 
on "SOUND ON" I 

t 

MON. -FRI. 

1:30 -6:30 P.M. 

KELLY 
SELLS 

on "MIKE 55" 

MON. -FRI. 

1 1:00 A.M. to 

1:30 P.M. 

10:00 P.M. to 

1200 MIDNIGHT 

Experienced Record 

Show Hosts - mature 
in voice, ¡udgemen 

and Salesmanship. 
Write for ová labilities. 

WGR 
RADIO 

BUFFALO'S FIRST STATION 

Reps. Peters, Griffin, Woodward, Inc. 

EliSYMBOL OF SERVICE 

A TRANSCONTINENT STATION 
C WRCt -TV, Rochester WGR Radio, 'WCRTV, 

Buffale WSVA Radio. WSVA.TV, Rarnsonburr 
WNEP -TV, SerantonWilkes -Barre 

68 

report from 
agencies 

Webb Sees Spot Radio 

Sharing in Increasing 

National Agency Billings 

National agency billings are headed for 
a higher plateau this tear over last, a 

poll bt the - lnteriutn h.ociatiou of Ad- 
Rerti.iug Agent it,. inch( at s, and .pot 
radio is cxpcttetl to retcict :w iutteas- 
ing share of these hinds. 

. \cotcling to Lawrence Vebb. manag- 
ing director. Station Represeutatites As- 
sociation, 'Athertisiug managers have 
been increasing their spot radio budgets 
throughout the tear. and we anticipate 
that slot radio will be up as tutu as 

10 percent this tear over last. 

10 Percent Gain 

"For the first six months of this year, 
spot j ped 7.8 percent over the first 
half of 1957 and we believe the IO per- 
cent gain will be realu cd by tear's end:" 

-1 he AAAA's note that out of a total 
membership of 335 agent ics. more than 
two thirds (225) have replied to titis 
survey of business vol - covering the 
first six hs of this year plus esti- 
mates for the second six months. Ac- 
cording to the assotiatiou, its members 
place almost exaclt three- fourths of all 
national advertising in all media. 

-Agencies reporting a rise in business 
for the first six months of this tear over 
the first half of 1957 total 113. with the 
range of increases waning between 0.5 
percent and 131 percent. Eighty -one 
agencies say business was off (from one 
to 60 percent). while 30 reveal a contin- 
uation of the status quo. One agency did 
not reply. 

Second Six Months 
Estimates for the second six mouths 

of 1958 compared with the latter half 
of 1957 show 100 optimists (front one 
percent to 125 percent) and 61 pessimists 
(from one percent to 50 percent). Sixty - 
one think business will be "the saine;" 
three did not answer. 

AAAA declares that no significant dif- 

(creuces from the general pattern exist 
ill relation to sire groups. 

Geographically, all sections of the 
country shore 'e ups than downs for 
the entire %c:u- 1958, cxtcpt for the East 
Central reg' , which includes Detroit, 
Cleveland. Cincinnati. Dayton. Pitts- 
burgh and other Michigan and Ohio 
cities. There agcntics report downturns 
for the whole year. 

The nu,st optimistic region. actording 
to AA AA, is the Western division, pre. 
tinting by more than three to one that 
billings will be up during the second six 
months of 1958 over 1957. 

In the Eastern region. 32 agencies esti- 
mate an increase in billings for the sec- 

ond half of this year versus the same 
period last scar. Twenty -eight believe 
billings will be down and 23 that they 
will remain the same. 

In the Central set don. 35 agencies ex- 
pect au nit rease while only 15 anticipate 
a downturn in billings. Twenty two 
think they will remain the saute and one 
agcucy expressed no opinion. 

Increases and Decreases 

For the first six months of this year 
versus the same period in 1957. II East- 
ern agencies reveal an increase in bill- 
ings while 26 report a decrease. Fifteen 
say their billings were the saute. 

Only eight East Central regional agen- 
cies report an upswing in January to 
June billings this year compared with 
14 that reseal a downturn. Four of these 
firms report the same billings. 

The picture brightens for the Central 
region with 90 agencies billing more 
during this saine time period com- 
pared with 23 billing less. Ten agencies 
stayed the saute. 

Out 1A'est, 24 agent ies went up in bill- 
ings as opposed to 18 that experienced 
a slowdown, with only one remaining 
the same the first half of this year corn- 
pared with the first half of last 
year. 
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An advertisement from SRDS addressed especially to the readers of U. S. RADIO 

"... and the representatives' tool kits get bigger 
and better each year." 

With these words, Mildred Fulton cued her train of 
thought at the outset of an interview by a field 
reporter engaged in Standard Rate's continuing 
study of advertiser and agency buying practices. 
Miss Fulton went on to say: 

"Yes, there definitely has been substantial progress 
made in the information that stations have been 
giving us. More facts, more about their audiences 
-facts that help us arrive at recommendations more 
quickly- recommendations we are more satisfied 
with. After all, we have to be in a position to defend 
them. 'sell them', if you will. Now you might even 
say that the stations are giving their men better 
sales tools and in turn help us to he better salesmen 
for our recommendations. And, as I say, these sales 

U. S. RADIO October 1958 

"(The media 

representatives' 

sales tools 

are the agencies' 

sales tools..." 
says Mildred Fulton (Mrs. George Backus), 
Broadcast Supervisor, 
McCann- Erickson, lnc., New York. 

tools seem to have improved all along the line. For 
one thing, their coverage analyses are much better. 
They give us a better picture of their audience com- 
position and viewing habits. They are giving us 
better service on things like merchandising. Many 
stations are doing a very good job on this score 
and our clients appreciate it. All this is above and 
beyond a wealth of good information of the statis- 
tical type. 

"And speaking of statistics -the trade publications, 
too, have recognized our need for more and better 
data. For instance, the addition of maps and market 
information to STANDARD RATE & DATA has done 
much to make our jobs easier. And in that connec- 
tion. I would like to see the stations put more of 
their own information right in Standard Rate. We 

(confirmed on following page) 
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fronlinued from the ornvding page! 

use SRDS constantly. For instance. factual market 

information is something we need, particularly in 

ternis of a station's coverage area, the TV homes 
they cover. Really there are a lot of things that 
stations do put in Standard Rate where they are 

extremely handy to refer io. We appreciate any- 
thing stations do to make our job of gathering and 

compiling facts quicker and easier. 

"You can imagine the tangle w: get into when we 

are working with coverage maps, rate cards and 

program schedules, no two of which have the same 

S 11010 ICTS 

BIRMINGHAM a0 

W B R C; ,.,,,, 

"" 

1 n I = _ 
tttIr - 

rar- 

11..1 .... s...., 

ALAI/Ala 

Spot TV FACTS I. the 
BIRMINGHAM TELEVISION ARIA 

SIM ., 
4 1111 11114{ w».: 

bp. mop gem. 
_ 

111 

.1SO 1.11 MI tong 

WBRCTV ... Y..% 

.te` nr f.r 16r 

Spot TV FACTS for the 
COLUMBUS TELEVISION ARIA 

.M r n141 u4Am, .1a u, 
mop roe em 

wir 111 m:» 
MI WS IMAI 

Iv. woo 

SIS SM. 

WTVN-TV.,.., ., 

5ryI T.4..... SI.t 
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COLUMBUS 
DIO 

WTVN' 1t PIS 

II.:,..1 

MI - 
TICYIM.S tr. 

O 
WM= MIMI. Nord 

IOW %Ma 
MMIM'tn 

WTVN ,D4 
rolo 

size. layout or sequence of information. Here, let 
me show you a file on program schedules in just 
one state. Sec. there aren't two alike and look at that 
variety of sizes. layouts. folds and shapes. Some 
printed -sonic mimeographed. Not that I care how 
they are printed. if they'd only get into some sort 
of standardization so that when you're working 
with a pile of them you can run down them and 
get the information quickly the way you can in 
SRDS." 

Hundreds of field interviews like the call made on 
Miss Fulton have sharply defined the main points 
that agency and advertiser executives alike say they 
look to lind in Service -Ads when they're using 
Standard Rate to select markets or media. Of the 
many useful Service -Ads you'll find each month 
in SRDS a few arc reproduced on this page. 

Service -Ads in SRDS help agencies 

and advertisers buy space and time 
These Taft Radio and TV stations. WBRC Birming- 
ham, \VTVN Columbus and WKRC Cincinnati use 

these Service -Ads in SRDS SPOT TV and SPOT 
RADIO to give buyers of time maps of their cov- 
erage areas. market data, program information. 
facts about the merchandising services they make 
available to advertisers. All arc linked to their 
basic "Top Taft station" slogan and their Katz 
Agency representation. 

SPOT TV FACTS Iw the ü 
CINCINNATI TELEVISION AREA 

~n1vM111111« 
MS 

1.14 

uuT PAM 

oun n1M4IS no moo won 

MOM 7Ir mM- 1111t4 

WKRC-TV tt»..I ... 

:am lhia`a 6fT 
Si M T.I..... 5111..1 

WO? DIO tc 
CINCINNATI 

pDiO vIC 

WKRC 
Mop 

.......;' : «I..., = 

WKRC 
SSD 14 - 

SRDS Standard Rate & Data Service, Inc. 
The national authority serving she ¡sedia- Guying Junction 
Walter E. Botthof, Publishet 
1740 Ridge Avenue, Evanston, Ill. 
Sales Offices: Evanston, New York, Los Angeles 
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report from 
networks 

Bright Sales Picture, 

Stereophonic Sound 

And 30th Milestone 

The discovery of network radio by the 
younger. timebuyers, plus the general 
easing of economic strain on a national 
basis, has accounted for a rosy outlook 
for sales in the coming months, accord- 
ing to John Karol. CBS Radio vice 
president in charge of sales. 

He explains that "the young timebuy- 
ers, who might never have tried the me- 
dium because they were born a few years 

too late," have discovered radio during 
the recent period of "tight money." 

With more than $4 million in fall 
business already "in the vaults," he 
notes, the signs for last half billings are 
"extremely bright. We see favorable eco- 

nomic news all around us and on the 
horizon, so a surge in network radio 
advertising is materializing as a result. 

"To the pioneer salesman of radio," 
Mr. Karol says, "the comments of top 
agency and sponsor people who came 
into radio as a result of the 'tight 
money' feeling have been most reward- 
ing. Many of them have told me that 
network radio's flexibility and economy 
are outstanding in this age of tv con- 
sciousness." 

Stereophonic Network 

Stereophonic music is being broadcast 
by ABC to radio and tv audiences in five 
different cities on The Plymouth Show 
this fall. Called a "first" by the network, 
the innovation gives true stereophonic 
sound without expensive extra equip- 
ment, ABC says. The new broadcast will 
feature Lawrence 11'elk on both ant and 
tv. Radio and television receivers in the 
home should be placed seven to 10 feet 
apart, the network points out. 

The broadcast is limited to five cities 
only because of telephone line clearance. 
according to John White, director of 
national sales For ABC Radio. "Right 
now the show goes stereo to Chicago, 
New York. Detroit, Los Angeles and 
San Francisco," he [totes. "As soon as 

we get the telephone lines cleared, only 
the number of tv stations will limit the 
operation." 
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Long -Run Show 

The National Farm and House Hour 
marks its 30th anniversary on NBC Ra- 
dio and its 14th year with the same spon- 
sor- Allis -Chalmers Manufacturing Co., 
makers of farm implements. 

Now broadcast on 175 stations of the 
NBC network Saturdays from 12 to 
12:25 p.nt. EDT, the program informs 
people in urban as well as rural areas 
about the latest developments in Ameri- 
can agriculture. 

Compared to this long -run show, a 

station affiliated with NBC for one day 
when businessmen in Loris, S. C., raised 
the money for a special I75 -mile tele- 
phone line to connect 1VSLC with the 
network. The arrangements were made 
so that six Monitor features recorded 
previously in Loris dealing with the 
growing, storage and auctioning of to- 
bacco could be heard in the town. 

Hurricane Warnings 

The fou- major networks. the Amer'. 
can Telephone & Telegraph Co. and the 
Florida State Broadcasters' Association 
have cooperated in organizing a 144 - 

station hurricane warning system for 
Florida. A Mutual circuit links WKAT 
Miami Beach with AT &T's main control 
center in Jacksonville. From that point 
all network stations in Florida are fed 
via special broadcast long lines. l'he 
plan is called by the participants the 
answer to a three -year search for a work- 
able warning network serving the bulk 
of the Sunshine State. 

Keystone Affiliates 
The Keystone Broadcasting System 

has added eight new affiliates, bringing 
its total to 1,047, reports Blanche Steine. 
director of station relations. The outlets 
are: KRKC King City, Calif.; KNEZ 
Lompoc, Calif.: KUBC Montrose, Colo.; 
1\'CHK Canton. Ga.: KANO .moka, 
\fins.: KNYT Newport, Ore.; WA1M 
Anderson, S. C., and KWYR \\'inner, 
S. C. 

KOA- Radio... 
your best 

Western Salesman! 

Because KOA- Rodia's copoble 
management has established and 
maintained listener respect far the 
station and its advertisers far more 
than 33 years! 

Because KOA -Radio covers Denver 

and the big, wide West. You need the 

power of 50,000 watts ta blanket the 

rich Western Market! You reach the 
whole market with KOA- Radia. 

Because KOA- Radio's program 
ming is tailor -mode to the interests 
and tastes of the oreo. Skillful local 
and NBC programming combine to 
give listeners what they want, when 
they wont it! 

Because KOA -Radia hos always 
shown devotion to the public welfare, 
it is highly respected and has top 
stature in its community. 

Because KOA -Radia SELLS' Make 
your od budget work harder...more 
effectively! Use KOA- Radio! 

One of America's groat radia stations 

Represented nationally by 

HENRY I. CHRISTAL, INC. 
USR 10 58 
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KFAL RADIO 
FULTON, MISSOURI 

Prime radio service to 
four principal cities 
of Central Missouri. 

COLUMBIA 
JEFFERSON CITY 
MEXICO 
FULTON 

TOP SHOWS for TOI' PRODC(TS of 
rem to Women ... 

"Oser the Coffee- Caps" 
with Art Dugan 
7:35 A31 -8:00 AM 
31 lai thru Salurdas 

"In the Knott.' 
with Ron Lutz and Jo Christian 
9:05 A \1.10:00 AM 
31 las then Frida. 

Limited participation.. 
Unique programming with feature 
iotcreld L. the hallmark of 
KFAL-RADIO 

Represented by John E. Pearson Co. 

KFAL RADIO Tel: 1900 

Fulton, Missouri 
900 Kilocycles 1000 Watts 

CCA PROVIDES IDEA 
In a recent letter to Mr. Jerry )laws' 
Into Mountain Sales Manager of Coati 

' Club tiers ices Incorporated, Mr. 
(.elegy II. Iiaske0, 
General Manager 
of Station kNF.I5, 
Scottsbluff. Nebras- 
ka. stated that 
"C(.\ !chides an 
'idea' to present to 
potential clients -a 
tangible plan. 
which in our case 
brought new 
account, into the 
fold %lost of 
these accounts were 
interested primari-. 

George H. Haskell 
ly in reaching wool- 
en, and of course that's' an important 
factor in CCA. 
All in all. I believe CCA to be a good, 
clean. promotion for a station in almost 
any market -and for the CCA sponsor- 
and for the many civic and church 
groups. It helps to know too, that the 
Weekly and final award money has been 
of great value to needy groups and in- 
stitutions." 

COMMUNITY CLUB 
AWARDS 
PENTHOUSE 

SUITE 

527 Madison Ave. 
New York 22. N. Y. 

Phone: PLaza 3 -2842 

NABASSOCIATE MEMBER 

report on 

Growing Interest in Fm 

Spurs Research, Promotion 

And Calls for Information 

Interest ill ht, is grossing -and with this 
interest has tonic a demand ion e 
research and infurnla ' . Stations, wade 
associations. equipment nu lacturcrs 
and new Its pr it groups all have 
been active in attempting to panicle the 
needed data. 

.\ big boost for the medium cause 

when Electronics Industries Association 
agreed to release a monthly tabulation 
of firm factory 'multi( t¡ iii . These figures, 
as well as other significant fun tIcselop- 
nzents from around the counns. will he 
carried in this col as a regular fea. 
tore. 

The first figures available from EIA 
are for the month of July when fm fac- 
tor production totalled 11.816 sets. Fig. 
tires mucus( the to January 1958 are now 
in preparation at E1.\ and will be ;wail. 
able within a month, an E1.\ spokesman 
sass. 

\Ianufacturers. in general. have been 
showing greater interest in the fns and 
high-Ft fields. Raymond W. Saxon. vice 
president and general manager. RCA 
\'ittnr Radio fc "Vic tiu5la" Division, told 
o. s. Luna: "Public acceptance of our 
new line al stereo.orthophonic high - 
fidelity instrument has been more en- 
thusiastic than we antic ipatetl when the 
sets were first announced in .jute." 

"We arc convinced that (hard- hitting 
plains which are already under way will 
give added momentums to the promotion 
of these fine instruments." t1r. Saxon 
states. "Such lute promotion of 
this ;Avant al medium of entertainment, 
ii supported by other firms. will also 
mean increased revenue for broadcast- 
ing stations throughout the country." 

There are I:I2 fm sets per fin home in 
the Boston area, and their owners spend 
more than four hours a day, six clays a 

week, listening to then:, according to a 

survey of hat listening patterns con- 
ducted by \VBL -FM. Questionnaires sent 
to 966 listeners who had responded to a 

previous merchandising offer brought a 

response of better than 66 percent, and 
indicated that the "average' listener is 

36 years old and in the upper -middle 
income bracket. The breakdown on 

[shat kind of sets they listen to shows 
50.1 percent with component sets, 19.6 

percent with package sets. 

And I:I'I"I San Diego reports that a 

Pulse survey nl the metropolitan area al 
that city reseals that 36 percent of its 
homes possess Ito receivers. Rased on the 
latest census figures of dwelling units, 
this [could meant IIhtl,(100 homes with 
fut, K1.1 l' says. 

.\uother San Diego station, XFSI) -F \I, 
marked its second : -crsa y of sepa- 
rate "flue music" progr;llll g in high 
ftdtlity by iitseuting a specially pro- 
duced stereophonic broadcast. KFSD -A \I 
pre- empted regular program for 
one and one -half hours to make the 
fin 'am birthday .stereocut possible. 
I FS!) Ixgan stereocas(ing in October 
I956, just a month alter separate fns pro - 
grnunling was started. using stereo tapes. 
For the ; ersary show, stereo records 
were used. 

'Shakedown Period' 

Recause K1'\'.itl Cleveland is going 
through what it calls a "shakedown 
period" 01 progr: g and formait 
testing, the station has rejected all com- 
mercial sales. Advertising will not be 
acceptai. according to Rolland V. 
Tooke, Cleveland site president for the 
1Vestinghuuse Broadcasting Co., "until 
we are sure that we can deliver an audi- 
ence to ourselves and our clients." KYW- 
l-M is set up as a "fine arts" station with 
"both music for 'longhairs' and talk for 
'eggheads.'" 

On the technical side, an amplifier 
that tra the sun of both stereo 
tracks in such a manner that a listener 
with a single fit set receives a "lull and 
complete monaural tape or disc signal," 
has been tested by \VB AI -Fa \I New York. 
Developed by Crosby Laboratories and 
Standard Electronics, the installation 
features a full 15,000 cycles on both the 
stain channel and its 50kc multiplex 
sub- carrier. Broadcast stereo has usually 
depended on am and fit, fin and tv or 
am and tv. WBAI's stereo broadcasting 
will be completely compatible, the sta- 

tion claims, for monaural listeners. 
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U. S. RADIO'S ANNUAL 

EDITORIAL INDEX 
OCTOBER 1957 - SEPTEMBER 1958 

AGENCIES 

N. W. Ayer's Best Year 
pN. W. Ayer's Philip Morris 

success Apr. 26 
BBDO Doubles Network 

Radio Nov. 46 
B & B's Rich: Fewer 

Commercials July 57 
Baltimore Agency Data 

Exchange Sept. 50 p Burke, Dowling Adams Delta 
Airlines success June 30 

pCunningham& Walsh's'I'exaco 
success July 18 

D -F -S Fall Buys Sept. 7 

oD'Arcy's Budweiser success Feb. 18 

oDowd, Redfield & Johnstone 
Elder's coffee success Sept. 18 

oEWR & R Hillman success Sept. 26 p Ehrlich, Neuwirth & Sobo's 
Waverly success Nov. 24 

oEsty's Pacquin success Nov. 22 
pFoote, Cone & Belding TWA 

success Dec. 32 
oAlbert Frank -Guenther Law's 

Bache success Mar. 22 
oAlbert Frank -Guenther Law 

increases billings June 50 o Guild, Bascom & Bonfigli 
Heidelberg Beer success Aug. 38 

oGuild, Bascom & Bonfigli 
Ralston success Jan. 30 

Gumbinner: Modern Radio 'star. 34 
6K & E Pepsi success Aug. 30 
oLake- Spiro- Shumcan Plough 

drugs success July 22 
oLiller, Neal. Battle & Lindsev's 

Colonial Store success May 16 
Mathes: Billing 1958 Ian. 48 d Mathes Canada Dry success Dec. 26 

ciMogul's National Shoe success May 28 
óOgilvy's Tetley Tea success June 22 
dSawclon's Robert Hall success Feb. 30 

Silvernail Retires Apr. 60 
JWT's Canadian Study July 61 

óJ1VT's Ford success Jan. 26 
0'1' & R's Beech -Nut success Oct. 27 

Mo Pg 

Feb. 46 

ASSOCIATIONS 

AIMS Convention 
AWRT Meetings 

June 46 
June 46 

Associations Cont'd. Mo Pg 
BPA Activities 

Nov. 9, May 5, July 53 
CARF's Audience Measurement 

System Apr. 53 
CARTB Convention May 80, June 55 
CBS's Stanton: NAB Award Feb. 7 
Day -Time Broadcasters 

June I I, July 9, Sept. 10 
Flint Association Adds 
Stations \lay 72 
McGannon: RTES President June 9 

NAB 1958 Convention 
Apr. 34, May 37, June 34 

NAB Editorializing Study Aug. 9 
NAB: Census -Set Count June 9 
NAB's Meagher: Reviews 

Progress Nov. 55 
NAB Measuring Technique 

Feb. 7, Mar. 39 
NAB Membership up Jan. 9 
NAB Name Change Jan. 11 

NAB Promotion Plans Feb. 10, Aug 9 
NAB -RAB Promotion Aug. 9 
NAB: Radio's Best Year Jan. 12 
NAB Regionals 

Oct. 12, Nov. 12. Sept. 9 
NAB 1958 Predictions July 9 

RAB Measurement Report Sept. 34 
RAB: Sales Clink Format June 9 
Radio Symbol Oct. 12. Mar. 7 
Single Side -Band Dec. 11 

SRA Standard Form Jan. 47 

PAUTOMOBILE AND 
ACCESSORIES 

Automobile Dealer 
Jan. 45, Feb. 43, Aug. 59, Sept. 16 

Automobile Parts June .17 

Chevrolet Dealer Mar. 43 
Co-op Advertising Apr. 19 
Ford Jan. 26 
Hillman's Drive Sept. 26 
Rambler Mar. 18 

Used Cars Ian. 45, May 73 

OBANKS, INVESTMENTS, 
INSURANCE 

* American Banks 
* Bache Investment Broker 
Finance Company 

Feb. 23 
Mar. 22 
Mar. 43 

BROKERS 

Broker's Survey 1957.1958 
Me Pg 

Mar. 26 

PBUILDINGAND 
CONSTRUCTION 

Home Builder 
Ranch Homes 
Realty Company 

Feb. 43, April 45 
July 54 
Nov. 40 

CANADIAN RADIO 

CARF's: Audience 
Measurement Apr. 53 

CARTB Convention May 80, June 55 
Canadian Audience vs. U. S. Nov. -18 

Canadian Radio Week May 80 
Elliott Haynes Rating 

Technique Jan. 50 
International Surveys Rating 

Technique Feb. 48 
McDonald's Rating System Mar. 49 
Private Networks urged Aug. 68 
Push Power Increase Sept. 53 
Rating Systems Dec. 48 
JWT s Study July 61 
Trends Oct. 58 

CLOTHING 

Ladies Clothing June 47, Aug. 59 
Men's Clothing Nov. 40, Dec. 42 

National Shoe Stores May 28 
'Robert Hall Feb. 30 

COMMERCIALS 

BBDO's Siegel: Individualized 
Commercials Sept. 43 

B &B's Rich: Fewer Commercials July 57 
Blair Survey May 5 

Indicates feature length article, ¢ Use story 
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Commercials Cont'd. Mo Pg Food and Beat agis Corda. Mo Pg (.met niacin Con rd. Mo Pg 

Bob & Ray Success July 52 Budweiser Beer Feb. 18 \I ultiplcsing Dec. II, Aug. IO 

Coca -Cola: Coordinate, National 
Local June 15 

Canada Dry Dec. 26, Aug. 59 
Colonial Stores Super Market May 16 

Ness's Reporting Sept. 7 
I'al Ty- 1:11ect on Radio 

Grey's Leok : Local copywriting Cooklrcnrk.s \lay 73 Oct. I1, Mar 10. Sept. 31 

' lar. 11 Donut Shop July 54 Public Proceedings Cos erage 

Hard and Solt Sell Nov. 19 Ebler's Cutlet Sept. 18 Ban Dec. 12 

Live vs Calmed Jan. 43 (: rotors Store Oct. 16 Radio & the Satellites Nov. 11 

National Advertisers at NRCA Oct. 18 Ileiddlwrg Beer Aug. 38 Radio \luoitoring 
News Shows Feb. 41 Ogilvy Ups Spending May 76 Nov. I I. Feb. 33. Apr. IO 

Nucoa Uses Sublima' Sound May 71 l'epsi.Cola Aug. 30 Radio on Capitol I lilt 1958 Ian. I 1 

Pepsi's Product Image Aug. 36 Ralston Cereal Ian. 311 Remote Control Ruling Oct. I1 

l'I's 1/cc. 39 Restaurant I)rise -l'n Oct. 16 Senate ''raise, Networks May 7 

Selling: Institutional approac h Apr. 43 Rhciugolcl April 7 Senate Vetoes Set, Excise 'Fax \Iav 8 

Sinclair Safety Spot Campaign Oct. 51 Tetley Tea June 22 South American Broadcast Link Aug. 9 

Triple Spotting Sept. 48 1%'I1n1i :sale Grocery- \latch 13 Spectrum Studv Dec. 11, Sept. 9 
Sports Coverage Aug. 9 

ÓDEPARTMENT STORES 

Department Store Roundup 
Feb. 42. April 22. \lay 11, Oct. 9 

() DRUGS AND COSMETICS 

o FURNITURE, FLOOR 
COVERING, DECORATION, 

UPHOLSTERY 

Furniture Store Sept. 16 

l'aserly Fabrics 

n HARDWARE AND 
APPLIANCES 

Co -Op Adsertising Apr. 19 
Store, Oct. 16. Nov. 40. Dec. 12, Feb. 

Noy. 21 13. %pr. 45, May 73, June 47. 
July 54, Sept. 46 

'GASOLINE AND OIL 
Co -op .lclsertising Ps". I!I 

Pal q Lotion- Ben -Gay Nov. 22 
''Itarnuacy Apr. 45 C :o -Op Advertising Apr. 19 
l'harntico July 7 Gasoline :nul Stir Sunhats June 26 

Plough Drug, .July 22 I tsaco July- 18. Apr. 7 

FARM RADIO 

Economy & Efficient Dec. 16 

Keystone Analyes Markets Dec. 17 

keystone Seeks Rural Markets Apr. 31 

RAR Farm Study lug. 7 

GOVERNMENT 

Alt Ad%ertisiug 
Mar 10. Apr. Ili, June I I 

ASCAP -11\11 Controycny Feb. 9, 
mar. !I, Apr. 9, June 11. Sept. 31 

()HOME FURNISHINGS 

Home Furnishing Stole 
I loure Furnishing Buy 
%l'ctlgewm n l 

(JEWELRY 

Jan. I5 
Ian. -19 

Ort. 31 

Credit Jewelry Chain Jan. 45 

FM RADIO 

Baltimore Ad Tae Apr. 50 
Barrow Report -Bricker Feb. 9. \Jar. 

9, .lpr. ft, June I I. July III, Sept. 9 
Broadcasting Legislation Feb. 9 
Broadcasters Traffic Campaigns \lay 8 
Census: Set Cousin June 9. July 9 

LOCAL /REGIONAL RADIO 

Applications 
Chicago Study Planned 

Sept. 10 
Sept. 7 

Chain Store tIeuthaluiising July It) 
Cigarette Advertising June 12 

Bartell's Formula Feb. 42 

Civics or C:iuunicks Oct. 43 

EIA Set Count 
Enigma 
Future 

.July 9 
Aug. 31 
Dec. 22 

(:fear Channel Issue Aug. 9. Oct. 1 I 

Conclrad Jan. 12. \lay 8 
Cross appointed FCC C:ouuuissioner 

Cc nnuunit> Club Services Aug. 53 

Grey's Leokunt: Local Copywriting 
Afar. 41 

\lultiplesiug Dec. 11, Aug. 10 Apr. 7 Institutional .lpproaclu to Sides Apr. '13 

\IRS's FM Stations Jan. 49 Daytime Broadcasters Oct. 11, Listenership Jail. 41 

*Profile Dec. 25 June 11. July 9, Sept. 10 Local Itusine,s Barometer 
Pulse Analyses NV FM Nov. 9 Dill's Plan for new Agency Apr. 9 See AIRWAVES each month 
Spectrum Study Sept. 9 EightsFifth Congress Sept. 30 Merchandising July 48 

ll'QXR's Network Sept. 7 FCC -FTC Budgets 1959 May 7, July 9 Program Innorations Nov. 39 

FCC 1956 Revenue Figures Feb. 9 Promotion TI ccliniques /Growth 
FCC: Programming Aug. 10, 12 1/et. 37 

FCC Report Indicates Radio Raclin Month June 43 

Study Oct. 11 Stations Combat Current 
FCC Strutini,ed Oct. I1, Mar. 9, May Economy May 72 

.)FOOD AND BEVERAGES 7, June 12. Aug. 10, Sept. 9 & 31 Stations Increase Salesmen May 69 

F \1 Applications Sept. 10 Store Disc Jockey Convention 
License Fee Dec. 12 Feb. 42, Apr. 41 

'Beech -nut Oct. 27 Moulder Inquiry Nov. I', Feb. 9 '\'BC's Baltimore Conference Apr. 37 

Indicates / enture length article., ¢ Use story 
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o MISCELLANEOUS 
PRODUCTS 

Dance Studio 
Flower Shop 
Greeting Cards 
Luggage 
Movie Theatre 
Paint Company 
Sewing Center 
Sewing Machines 
Teen -age Dances 
Theatre Drive -ln 
Variety Store 

Mo Pg 

Mar. -13 

Feb. 43 
May 73 
Nov. 40 
June 47 
Dec. 42 
\ug. 59 

Sept. 16 
:\pr. -15 

Oct. 46 
Dec. 42 

NAMES: BYLINES /AWARDS 

Charles S. Beardsley Nov. 13 
Harold E. Fellows Apr. 12 
Grey's Deckinger Counsels 

Radio Jan. 33 
Gumbinner: Modern Radio Mar. 34 
H -R's Pellegrin Challenges 

Ratings Feb. 45 
Marion Harper Jr. Feb. 11 

Donald H. McGannon Mar. 11 

Don McNeill Dec. 13 
N.\B's Aleagher Reviews 

Progress Nov. 55 
James G. Riddell July 13 

SRA's Webb: Representative 
Analysis Aug. 48 

Robert W. Sarnoff Sept. 11 

Frank Silvernail Oct. 14 
Dr. Frank Stanton May 9 
George B. Storer June 13 
Kevin B. Sweeney Ian. 13 
William L. Wernicke Aug. 12 

NETWORK RADIO 

*ABC New Network Concept Jan. 34 
ABC Revised Format Apr. 7 

BBDO Doubles Network Radio Nov. 46 
Barrow Report- Bricker Feb. 9, Mar 9, 

Apr. 9, .June 11. July 10. Sept. 9 
CBS' D.indes: 1957 Gains Feb. 47 
CBS' All About Women 

Presentation June 9 
CBS Increases Billing Apr. 52 
CBS' Karol Discusses Program 

Types Mar. 48 
CBS Motivation Research Dec. 47 

*CBS Traditional Program 
Format Mar. 30 

Canadian Private Networks Aug. 68 
Edward J. DeGray Heads ABC May 78 
Armand Hammer .assumes MBS 

Presidency Mar. 7 

Hoare Furnishings Buy Jan. 49 
Keystone Analyzes Farm Markets 

Dec. 47 
Keystone Seeks Rural Markets Apr. 31 
Robert E. Kintner Heads NBC Aug. 7 

MBS Adds New Department \pr. 7 
MBS FM Stations Jan. 49 

Indicates feature length article, 01 

. \'elm o,k Radio Cont'd. 
MRS New Formtat 
M BS '1 raffia Study 
NBC/ABC Sales Up 

NBC's Block Programming 
NBC Foresees Break -even 
NBC Sales Up 
Network Barometer 

See AIRWAVES each month 
Network Billings June 51 

*Networks' Advertisers May 26 
Networks Up Billings Aug. 66 
New Network Affiliates Feb. 47, Mar 

18, Aug. 66, Sept. 52 
1958 Potential Dec. 47 
Ohio University Honors 

Networks June 51 
Philco on ABC Jan. 49 
Programming Review Oct. 56 
Pulse Qualitative Network Data 

Aug. 72 

Mo Pg 
Dec. 28 
May 78 
Jan. 49 
Feb. 26 
May 78 
Apr. 52 

Review Promotion, Profits, 
Programs 

Riddell Assumes New Post 
Sales and Affiliations Up 
Sarnoff -NBC History 
Robert W. Sarnoff Promoted 

Nov. 47 
Apr. 52 
Sept. 52 
Feb. 29 
Aug. 7 

NIGHTTIME RADIO 

Advertisers' Awareness 
CBS Study 
Commercial Reach 

Dialing :\fter Dark 
Male Trends 
\1cGannon Report 
NBC Study 
Nightime Radio Up 

*Radio- Active 

Mar. 44 
May 5 

Sept. 56 
Apr. 15 

Oct. 9 
Feb. 7 

Jan. 47 
June 51 
Oct. 23 

OUT -OF -HOME RADIO 

*Car Radio Dec. 9, Feb. 15 

Christal's Politz Study 
NIBS Traffic Study 
Pulse Approach 
Transistors Further Role 

%Iar. 7 

May 78 
Oct. 60 

June -18 

PROGRAMMING 

*ABC New Concept Jan. 34 
ABC Revises Format Apr. 7 

ASCA P -BM I Controversy Feb. 9. 
Mar. 9, Apr. 9, June II. Sept. 31 

Blair's McCoy: Spot Trends Nov. 43 
Blair Study Aug. 7 

*CBS: Traditional Format Mar. 30 
*Editorializing Survey Nov. 27, Aug. 9 

FCC: Programming Aug. 12 

Formats May 20 
Katz: Audience Building May 75 

*Keystone Seeks Rural Markets Apr. 31 

Local Innovations Nov. 39 
\IBS New Format Dec. 28 

tse story 

Programmding Cont'd. Mo Pg 
NAB's Meagher Reviews Progress 

Nov. 55 
NBC's Block Programming Feb. 26 
Netts Past and Future Sept. 36 
News Repining Sept. 7 
News Shows: Couu,euials Feb. 41 
l' l's Dec. 39 
Review of Network 

Pragrauuniug Oct. 56 
South American Broadcast Link Aug. 9 
Sports Coserage Aug. 9 
Standards Aug. 10 
Summer Radio Jul 60 
\\'coing -Teenagers Oct. 9 

PROMOTION, SALES 
TECHNIQUES, 

MERCHANDISING 

Broadcast Time Sales 
Canadian Radio Week 
Chain Store Merchandising 
Civics or Gimmicks 
Coca -Cola Coordinates 
Community Club Services 

Future Sales Opportunities 
Grand Olé Opry Contest 
Hollingbery: Selling 

Manufacturers 

Jute 49 
\Lay 80 
July 10 

Oct. 13 

June IS 
Aug 53 
May 13 
Aug. 50 

Aug. 62 
MBS Merchandising Program May 5 
Merchandising July 10, 

'Feb. 
July 48 

NBC Know Your School Project 47 
National Radio \Icnth June 43 
Picture History May 42 
RAB Sales Technique Dec. 44 
Stations Combat Current 

Economy May 72 
Stations Increase Salesmen May 69 
Station Management Know -How 

Feb. 39 
Sumpter Radio July 60 
Techniques R Growth Dec. 37 

PUBLIC SERVICE 

Disaster \\'arning and Aid Aug. 58 
Editorial Campaign Saves 

1,000 Jobs June 46 
Education Aug. 58 
Middle East Crisis Sept. 44 
Political Time Aug. 58 
Safe Driving Campaign July 53 

Safety Council Award June 46 
Stone Warnings 

Dec. 40, Mar 42, Apr. 14 

WBC's Baltimore Conference Apr. 37 

RADIO EQUIPMENT/ 
SYSTEMS 

Christal's Direct Wire Hook -up Apr. 18 

EIA 1957 vs 1956 Figures Jan. 12 
Multiplexing Dec. II, Aug. 10 

Set Count See AIRWAVES A\'ES each issue 
Single Side -Band Dec. 11 

Transistors Oct. 25. Mar. 7, 
June 19, June 48. July 7 
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RADIO RATES AND 
EXPENDITURES 

%Uteri Fraud- Cuenther Law 
Increases Billings 

(:o -op Advertising 
FCC: 1956 Figures 
Future Sales Opportunities 
:lathes Billing 1958 
Network Billings 
Networks 1958 Potential 
Networks lip Billings 
1958 Increase 

1958 Outlook 
1957 Estimates 
1957 Revenue 
N. 'X..1ver's liest Year 
Rate Card Riddle 
Rate Chiseling 
SR.1 1937 Es ate, 
I exam Rheiugold %penditng 
l' g Estimates Spot 195657 

Me Pg 

Jute 30 
Apr. 19 

Feb. 9 
Mat 13 

Jan. 18 

June 51 

Dec. -17 

.1 ug. 66 
Luis 55 
tan. 19 

Nos. 54 
Sept. 9 
Feb. 16 

Sept. 22 

July 56 
Apr. 3 
%In. 7 

Jurte 38 

RADIO RESEARCH 

Ad Vol 1957 ss 1936 Feb. 3 

Agent Data Exchange Sept. 30 
Alaska Sept. 4 

All Time Periods Values Jan. 46 
Audience Sleasurement Jan. 9, 41, 

Feb. 7, Mar. 39, 52, .Apr. 53. June 56. 

Aug. 72. Sept. 12. 3 I. 56 
Clarke R. Brown: Separate Rate 

Cards Apr. 48 
CBS :Motivational Study Dec. 17 
Canadian .Audience Ss U. S. Nos. 48 
Canadian Rating Systems Del. 18. 

Jan. 50. Feb. 48, Mar. 49 
Can Radio Dec. 9, Feb. 15 

Dialing .After Dark Mar. 15 

Ese i Ear 'Fiuiebuying Study Slat. 6 
FM- Chicago Study Sept. 7 

Fall Busing July 13 

HR's Peliegrin Challenges Ratings 
Feb. 45 

H -R: Rating Needs Nov. 52 
Hooper Nielsen moves office, Sept. 56 
Hooper Research Revenue .Aug. 7 

17 

!I 

30 
62 
12 
I8 

15 

Karr Estimator Jail. 
Market Study Nos 

Slid- \West Market Study Jul 
:lultiple Rating Sers ice, July 
NAB Figures Jan. 
National .Advertiser, at NRAC Ou. 

Need for Additional Data Sept. 
Network. Profit. Promotions, 

Programs Nov. 47 
New Sets -Nest Locations Slas 5 

Radio Research Coor'd. Mo Pg 

New Trends Sept. 47 
Nigh time false, aas. 1I 
Nielsen Technique Dec. 52 
1958 Outlook Jan. 19 
Picture History May 12 
Promotion Creates Rating 

Problem Jan. 52 
Pulse: Out of Home Listening Oct. fm 
Pulse Torgrant Identification Mar. 7 
Pulse (tualitatise Network Data 

Aug. 72 
Pule Report, Networks' 

Ratings Feb. 32 
Radio-Ac tits Oct. 23 

Rate Card Riddle Sept. 22 
Rate Card Simplification Aug. 61 
Rating Services May 88 

Representatives Selling 
Ten h n iq ues Dec. 19 

Set Sales in l's .lreas Jul' 7 
Station, ( :oust see AIRWAVES 

each issue 
Summer Radio Apr. 46 

Teenager Survey Slav 71, ule 26 
Trends in Canadian Radio 'On t. 58 
l'oung Examines 'I'ralfic -Time On t. 32 
Young Repon jam. 17 

REPRESENTATIVES 

Riait Commercial Survey Slaty 5 
Blair I!istor) Apt. 19 
Blair Studs .Aug. 7 
Branham 511th Anuisersars Sias 75 
Broadcast Time Sales Selling 

Ten lnique June 49 
CBS Spot Sloth atiou Research Dec 47 
Christal's Polit/ Study Mar. 7 

' Eastman Rates Sept. 22 
Ilollingbers: Selling Iamulacturers 

. %ug. 62 
11R', Pclkgrin Challenges Ratings 

Feb. .15 

11R Stresses Rating Needs Nov. 52 
Katy Audiente Building May 75 
%vers-Knadel New Role Dec. 19 
NBC Spot Sale, Survey Aug. 46 
Pearson 1958 Outlook Mar. 15 

Petr) Expanded Role Dec. I9 
l'C\1 ", Spot Guide Mar. 45 
Push Power lin masc. Sept. 53 
Radio .Tv Reps' Peggy Stone: 

Ratings July 62 
Rate Chiseling July 56 
Selling 'l echnigne Dec. 19 

SR.A Standard Form Jam. 47 
SRA's \Webb: Rep Analysis Aug 48 
Triple Spotting Sept. 48 
Venard Opens New Office Apr. 48 
1'ereard: Multiple Miscounts May 75 

Indicates feactire length article, o Use story 

Reprints of this Index are available on request. Please write: 

1 

Relnesrnralives Gourd. Mo Pg 

Walker Changes Name Apr. 48 
11'estinghouse Represents Own 

Stations July 7 
Young Examines Traffic Time Oct. 52 
Young's Listencrship Survey Mar. 7 

()SMOKERS' REQUISITES 

Philip Morris 

SPOT RADIO 

Bernard: Multiple Discounts Slay 75 
Bernard Sells Sinclair 
Blair's :)(Cos: Trends 
Buitoni Foods Credit Radio Slay 5 
I)FS Fall Buys Sept. 7 

Domestic Foreign .Airlines Nov. 12 
Future Sales Opportunities May 13 
Kati Estimator Jan. 47 
Slunthlt Barometer 

See AIRWAVES each month 
NBC's Honolulu Report Feb. 45 
NBC's Saks Survey Aug. 46 
NBC's'Fimcbuying Opinion Panel 

Mar. 45 Apr. 56, June 19 
l'CC11 "s Spot Guide Mar. 15 

Representatives Selling 
Technique, Dec. 19 

Sinclair Safets Campaign Ott. 51 
SRA's 1 %'chb: Selling Dec. 45 
Triple Spotting Sept. 48 
WII''s National Spot Data Feb. 7 

Young Estimates Spot 1956.57 June 38 
Young Report Jan. 17 

API'. I8 
Nov. 43 

()TRAVEL AND 
TRANSPORTATION 

Delta 
Domestic Foreign Airlines 

T11'A 

June 30 

Nov. 42 
Dec. 32 

WEEK -END RADIO 

imreased Billings 
Listening High 
Listening Sleasurcment 
Monitor .Adds 
R.AIB Study 

U. S. RADIO 
50 WEST 57th STREET NEW YORK 19. NEW YORK 

TEL: Circle 5 -2170 

Feb. 1-1 

Aug. 27 
Sept. 12 

Sept. 7 

Aug. 60 

two 
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A. C. Nielsen Company reports 

WLW radio audience 
among TOP 10 in America 

The full scope of the WLW AUDIENCE 

MARKET COVERAGE 

Monthly coverage area 

Homes reached 

Monthly 

Weekly 

No. of Counties 

334 

Total 

1,221,160 

1,067,110 

Total Homes in Area 

3,116,800 

of Total Homes 

39 

34 

Rodio Homes in Area 

2,987,910 

% of Radio Homes 

41 

36 

NCS DAY -PART CIRCULATION PER WEEK 

Daytime Listener Homes 

Nighttime Listener Homes 

Once 

961,000 

624,360 

3 or more 

692,400 

378,050 

6 or 7 

402,380 

204,180 

(Source: 1956 Nielsen Coverage Service) 

Doily Avg. 

593,640 

338,020 

Network Affiliations: NBC; ABC; MBS Sales Offices; New York, Cincinnati, Chicago, Cleveland Sales Representatives NBC Spot Sales: 

Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas Crosley Broadcasting Corporation, a division of Arco 
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the NUMBER ONE 

STATION 

IN THE SECOND 

LARGEST MARKET IN 

BOTH MINNESOTA AND 

WISCONSI N 

WEBC 
DULUTH SUPERIOR 

See your Hollingbery mon 
In Minneapolis . . . 

See Bill Hurley 

WREN DELIVERS FOR 

26c LESS 
PER 1000 HOMES 

Take the average metropolitan 
audience ratings of all four 
Topeka stations. Project those 
ratings against the Radio Homes 

Served I Nielsen). WREN's cost - 
per- thousand is only 51.00.. . 

26c less than its nearest com- 
petitor! And WREN's all - 
family programming delivers 
you a better quality audience, 
too Check with George P. 

Hollingbery. 

WREN 
5000 WATTS TOPEKA, KANSAS 

78 

report from 
Canada 

13 -Year Study 

By Canada's BAB 

Shows Radio's Growth 

1 he number of new radio houtcs in 
Canada has increased 25.1810 in I958 
over 1957 bringing total homes to 3.955.- 
0(N1. the Broadcast .\dvertisill g But eau 
of forma() reports. 

Situ 1916. when the bureau first 
started to keep track of such ligures. 
radio hontes hase increased more than 
une third Iront 2.21 I.3tN1, 

Its a stucl of radio rate :und t in o1a- 

tion trends over the past 13 'cars, the 
Ii \B reports that the average one- - 

ute announcement rate in Class .\ time 
for all 171 private ( vial stations 
iu Canatla has remained almost t ant 
the past year. fu I957, the ascrage cost 
of s on all station, %vas .S10.95 
compared with .111.!11 this veau. Fur this 
one -tear lxrifxl. the iiuntbet of amt sta- 
tions also has grown with eight new ones 
g g on the air fut the lint tittle. 

Since 1916, the average une -minute 
autruxnrtcttrctt cost has risen b) 55 per- 
cent compared with :ut increase in radio 
hontes of 81 percent. The u her of 
tommenial am stations is up b) almost 
76 per(ett. 

In actual figures. the average 
minute commercial (chi in I916 was 
S7.(11. . \nt stations on the air then 
totalled 99. 

It is interesting to note that one of 
the largest jumps in radio 1 -s oc- 

curred between 1953 and 1931 when 
radio tuas at its lowest ebb situe the 
scar. In I953, there were 3.582,008) radio 
hontes. according to B.\B. but by the 
following year the number had climbed 
to 3.718.1)00, an increase of 166,011(1 ra- 

dio hontes. Rates during the sanie pentu( 
(average one minute) were increased 
29 cents. 

BAB Survey 

A Study of Radio Rate and Circula- 
tion Trends on Nit ate Commercial Ant 
Radio Stations from 1916 through 1958 

--Class .\ Time-follows: 

'ear 
No. of 

Radio 1I 
No. of 

Stai ions 
Av. Gol, 

Otte ST 

1916 2.2I.1.3(1(1 99 $7.01 

1917 2,8(0.0111) 1181 7.44 

11118 2.8711;100 113 7.74 

11119 3.247,1881 1211 7.90 
195(1 3.275.0(1(1 12G 8.12 

19,11 3,375,1100 132 8.73 

1952 3.454.1110 134 9.33 

1953 3,582,180 135 9.75 

1951 3.7.18,11(8) 113 111.01 

1955 1807,11111 155 111.39 

1956 3.877.000 159 111.70 

I957 3.130,001) I 6 111.9:1 

19:18 3,955,110(1 17.1 10.9-1 

BBM Sets Survey Date 

F the Bureau of Broadcast \leas - 
',retuenl, Toronto, c i the a e- 

ntemt of its fall surst.)' dates. November 3 

through November 9. The ratings serv- 
ice will conduct its semi-annual, nation. 
wide stud} of audience measurement b) 
ballot. For the first time this fall, RBA( 
will tabulate the lull seven days o1 the 
survey week. Pres. .4y. the lino has 
been measuring only lour day's during 
the prescribed study period. 

Bli \I also reports the admission to 
membership of five additional firms, 
bringing total subscribers to 317 agen- 
cies, St:ItiUlls. advertisers and representa- 
tives. 1'he new members are: Donahue & 
Coe Ltd.. Montreal: (.islaunn- Reynolds 
Ltd., Toronto: f and)- Rulards Adver- 
tising Ltd., Toronto and Montreal; 
TI puiiJaetersei Advertising Co. Ltd., 
Toronto, and Trans Ocean Radio & 
Television Representatives, Toronto and 
Montreal. 

.\ nun -profit orgamirtion, BB \1 draws 
its governing board equally from adver- 
tisers, agencies and stations. 
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ALL- CANADA 

RADIO 

and 

TELEVISION 

LIMITED 
ACt,representing Canada's leading Radio & Television Stations 

Distributors of the world's finest Radio and Television Programs 
MONTREAL TORONTO WINNIPEG CALGARY VANCOUVER 
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In San Francisco, audienrty respond to 
KORY's musical formula beamed to San 
Francisco families. From New fork to 
San Francisco, advertisers know that KOlY 
motivates the market! 
If )our favorite time is "Ilappy Dass are 
fiere Again,' played by thousands of ring. 
ing cash registers . then its time you 
called your Petry Man. He'll show you 
the rating facts and gist you the big rea- 
sons to bus KOltt in San Francisco' 

, 

B BY 
, 

S10an 

000 
Francisco 

watts 

Sit in with your PETRY Man 
In Denver i s KOSI- 

in Greenville, Miss.- WGVI%l 

Mid- America Broadcasting Co. 

e 4clue4tKe ` DON'T Z. 

,e ON 
SOMETHING YOU HAVEN'T 

LOOKED UPS, 

SPECIALIZED NEGRO 

PROGRAMMING 

With 100% Negro programming per- 
sonnel, KPRS is effectively directing 
the buying habits of its vast, faithful 
audience. Your sales message wastes 
neither time nor money in reaching 
the heart of its "preferred" market. 
Buying time on KPRS is like buying 
the only radio station in a community 
of 128,357 active prospects. 

1,000 W. 1590 KC 

K.PRS 
KANSAS CITY, MISSOURI 

For oroifobil,ties roll Humboldt 3.3100 

graresentd Nationally by- 
'3ónn t rearsen Cem,ny 

80 

SPOT ¡Cony d from p. 29) 

This is particularly significant dur- 
ing the nine to four times when ad- 
vertisers are trying to reach the scorn- 
en while they are thinking about 
household products and shopping 
for them. Mr. Eastman does not be- 
lieve advertisers are yet ready to buy 
nighttime in bulk except as part of 
package deals that eutphasiie other 
time spans. I le does feel, however. 
that weekend is coining into its own 
"ss'hen the family is available both 
in and out of the home." 

'Incubation Stage' 

"Weekend and all non-traffic times 
have always drawn a certain moiler 
of orders," says John Tormey, ra- 
dio sales manager. Avery- Kntxlcl 
Inc.. New York. Ile believes, hott- 
ever, that radio is "in the incubation 
stage of selling substantial amounts 
of non -traffic hours." 

\Ir- Tommy states that if an ad- 
s'crtiser wants to do a complete job 
in a market -which is usually his 
aim -he should use all time spans on 
radio to reach as many potential 
listeners as possible. "Nighttime ra- 
dio. in particular." he says, "is a 

sleeping giant that has not yet been 
exploited." 

Kati's \Ira Kellner further_ points 
out the import:ulc: not only of 
Feat hing unduplicated audiences 
during those hours, but also the 
value of selling to an attentive audi- 
ence that is relaxed and receptive. 
\Ira Kellner predicts a sharp busi- 
ness upturn in 1959 that %sill benefit 
all media. "'l'he obvious plat e for 
an advertiser to go will be where the 
competition is lightest ... - on the 
radio in the evening." 

More Daytime Buys 

Mr. Kellner also expects a rise in 
daytime buys next year that will con- 
firm an already developing trend. 
He cites a study clone by his firm 
this year on a station in one of the 
nation's top IO markets: "We broke 
up the clay into three categories - 
6:30 a.m. to mid -morning, mid-morn- 
ing to 3:30 p.m. and 3:30 p. nt. to 
7 p, in. -and sound that while nearly 
50 percent of the station's spots were 
placed before IO a. m., a full 25 per- 
cent were bought during non -traffic 
hours in the middle of the day up to 

(Cont'd on p. 82) 

TO 

MEET 

HEAD 

ON 

A NEED 

THAT 

EXISTS 

IN 

THE 

RADIO 

FIELD 

TODAY 

* C S RADIO 
for the buyers and sellers of 
radio advertising 

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

ISSUED MONTHLY 

ONE YEAR $3.00 
TWO YEARS $5.00 

WRITE CIRCULATION DEPARTMENT 

U.S. 1tADIO 
50 WEST 57th STREET 

NEW YORK 19, NEW YORK 
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Now there are TWO! 
BIRMINGHAM 

BERKLEY 

OAK PARK 

ROYAL OAK 

WXYZ 

WARREN 

CENTER LINE 

VAN DYKE 

ST. CLAIR SHORES 

ROSEVILLE 

- _ 
UI. 

11 1 I Rs 

PLYMOUTH 

m DEARBORN 

] Map marks some of the locations 
11 of WXYZ's mobile studios during 

the past three years. Double 
coverage means double the kind 
of radio Detroiters prefer! 

ALLEN PARK 

DETROIT 

í/ 

U. S. RADIO October 1958 

wxyz -radio doubles its cover- 
age of detroit with the addition of 
another mobile studio! 

Three years ago WXYZ kicked off an entirely new concept of radio 
broadcasting ... a studio on wheels ... originating regularly scheduled 
programs from Detroit's busiest intersections. 
This dynamic broadcasting technique has become so much a part of the 
"listening life" of Detroit that WXYZ has added another studio on 
wheels ... doubling its mobile coverage of the "City on Wheels." 

In addition to its two mobile studios, WXYZ broadcasts regularly seheduled pro- 
grams from 3 permanent booths located at major suburban shopping centers. A 
total of 9 hours of broadcasting per day originate from these remote studios. 

wxyz -radio 11270 Detroit 
"DETROIT'S MOST MOBILE STATION" 

AMERICAN BROADCASTING CO. 
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NOW ... 
Reprints of selected 

articles and 
features in 

U.S. RADIO 
are available in 

the above form. 
Other articles and 
features in 

U.S. Radio can 
be reprinted 
for your use 

at nominal cost. 

For complete 

details write- 

Reprints 
U.S. RADIO 
50 West 57th Street, 
New York 19, N. Y. 

SPOT (Coned From p. 80) 

3:S0 p. nr. This equalled the 25 per- 
cent purchased between 3:30 p. nt. 
and 7 p. m., a time period that in- 
cludes the afternoon drive hours. 
Compare this study with une which 
we stade on the same station two 
ycars ago, where only It) to 15 per- 
cent of cite dus time ,Po15 were placed 
during the non- talfuc times, and we 
sec that twiddle -o1-the dal buying has 
increased tonsiderabis." 

Anodic' representative agrees that 
nun- trallir buys are on the rise, and 
credits this to advertiser faith in the 
medium as a %dude. "Radio station 
salesmen and representatives have 
done such a good job selling the 
sound medium in the last several 
scats." he says. '.that clients who 
want but can't get saruatiou in 
chive times ate now turning to other 
tintes of the dus 'adieu than aban- 
don the rated' 

Drive Time Bind 
He also points out that the radio 

industry brought the "drive tint 
bind" on itself oser the past few 
)ears. "When tel canne along 
and radio people were looking for a 

competing sales point, we soi/cd upon 
the out -ol -hotte audience that tv 
couldn't reach. We pounded the ad- 
vertiser and age's() people over the 
heat! with this so hard and so long 
dial it boomeranged by im!irec Fly 
underselling the rest of the date." 

Blair's \h. \IcCos believes that 
one way to remedy titis situation is 
by pointing out tu agencies and ad- 
vertisers that many groups can be 
readied in non- t-aflu hours that in 
many crases are unavailable to the 
radio client. He cites America's 21 

million working women, in par tic u- 
lan, who are only at honte during the 
eve gs. and also points out that 
there are mante truck drivers and 
%un king men who are on the road at 
night. 

Reaching Executives 

Mt. Mt Coy believes that evening 
radio is important to reach snub 
groups as merchandising men. house- 
hold product executives and grocer) 
store personnel who arc influential 
in arranging utcrchamlising cam- 
paigns and ntaking distribution 
decisions. 

Mr. McCoy thinks that all times 
of the day can benefit "most adver- 

tisers whit tuse radio. To use radio 
most effectively the client must 
reach all radio's audiences." In this 
connection, Blair has developed a 

plan named Satureach (see Rate 
Card Riddle. September 1955) that 
calls fur an advertiser to purchase 
equal announcements in six tinte 
segments throughout the day. Pack- 
ages like titis enable a client to reach 
nearly everyone listening to the sta- 
tion. he points out. 

.\ variation on this theme has been 
developed bs \VHI)II Boston whose 
around-die-clock package calls for a 

one -minute spot every hour during 
the clay. Depending upon availabil- 
ity. the ,puts can be broadcast in a 

single date or rotated throughout the 
week. In this manner, \Ir. \1c Coy 
says, 90 percent of the radio hautes 
are reached each ,week. , \dvertisers 
who have used the plant include ac- 
tunnts as varied as a discount house, 
an amusement punk. a deli: turent 
store and a soft drink company. 

Specifics of Plans 

In selling around -the -clock plans. 
Blair has generally found it more 
c11c'ctirt to use a dillcrent approach 
with the tintebuycr than with the ad- 
vertiser. \Ir. McCoy reports. Tinte - 
buyers like to have the specifics of 
plans set before them, he says. If a 

buyer has asked for traffic tintes and 
the representative is trying to sell 
hint other periods in addition, the 
latter will probably be more success- 
ful, says Mr. :McCoy, if he develops 
alternative plans showing combina- 
tions of drive times with other times. 
The cost savings over buying only 
traffic hours also should be illus- 
trated. 

A Broad Approach 

For the advertiser who hasn't the 
time generally to deal with individ- 
ual plans, au broad approach often 
works- illustrating the large and dil- 
Icrent audiences reached by atrountl- 
the -vinek purchases. 

Before clients begin to buy non- 
traffic tinte in large quantities, a vast 
selling job must be done by stations 
and representatives to show agencies 
and advertisers that radio is an effec- 
tive selling vehicle 21 hours a day. 
"Such a program has been under- 
taken in tnany quarters. Now all we 
need is for the spark to ignite," \1r. 
McCoy declares. 
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AMERICA ALWAYS OUTPERFORMS ITS PROMISES 
We grow so fast our goals are exceeded soon after they are set! 

7 BIG REASONS FOR CONFIDENCE IN AMERICA'S FUTURE 

I. More People -Four million babies yearly. U. S. popula- 
tion has doubled in last 50 years! And our prosperity curve 
has always followed our population curve. 

2. More Jobs -Though employment in some areas has fallen 
off, there are 15 million more jobs than in 1939 -and there 
will be 22 million more in 1975 than today. 
3. More Income -Family income after taxes is at an all -time 
high of $5300 -is expected to pass $7000 by 1975. 
4. More Production -U.S. production doubles every 20 
years. We will require millions more people to make, sell and 
distribute our products. 
S. More Savings-Individual savings are at highest level 
ever -$340 billion -a record amount available for spending. 

U. J. RADIO Oi whet 1958 

6. More Research -$10 billion spent each year kill pay off 
in more jobs. better living, whole new industries. 
7. More Needs-In the next few years we will need more 
than $500 billion worth of schools, highways. homes, dura- 
ble equipment. Meeting these needs will create new oppor- 
tunities for everyone. 

Add them up and you have the makings of an- 
other big upswing. Wise planners, builders and 
buyers will act now to get ready for it. 

FREE! Send for this new 24 -page illustrated 
booklet, "Your Great Future in a Growing 
America." Every American should know these 
facts. Drop a post card today to: TIIE ADVER- 
TISING COUNCIL, Box 10, Midtown Station, 
New York 18, N. Y. 

83 

www.americanradiohistory.com

www.americanradiohistory.com


NOW 

AVAILABLE! 
Brochure Containing 

COMPLETE DETAILS OF 

WVET'S EXCLUSIVE, 
PHENOMENALLY 

SUCCESSFUL TOP VALUE 
STAMP PROMOTION 

PROGRAM 

For Information 

Contact: BILL SCHUBERT 

WVET 
R A D I O 

ONLY Station In The Nation 
That Gives TOP VALUE Stamps' 

17 CLINTON AVE. SO. 

ROCHESTER 4, N. Y. 

In the leadership spotlight 

Top- drawer advertisers 
are buying WGN 

You're in good company when 
you join smart time -buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer drawer clients. Exciting new 
programming in 1958 makes 
1\'GX's policy of high quality 
at low cost even more attrac- 
tive to you. 

WGN-RADIO 
CHICAGO, ILLINOIS 

radio 
research 

Nighttime Radio Audience 

Is Very Much There -Pulse, 

Nielsen Studies Testify 

Just short of seven million .\nteritans 
listen to radio every ancrage minute- 
at night -:Intl 63.I percent of all U. S. 

Iunnt% ac tuned in to nighttime radio 
(.%er% week. Mime figures published by 
A. C. Nielsen Co. help track the myth 
nl the absent nighttime radio audicnte. 

Now. survess of the Iis \ugclts area 
In The Pulse lut. ;old tepxtrted by 
KNX. bane Will down :ut) remnants of 
that idea in this West (:oast market. 
1 g the la( h unraveled. according to 
I:NX, is that mort that a half million 
adults (21 and over) listen to radio in 
the average quarter hour between 7 and 
19:30 p.nt. \fonda} through Friday. An- 
other is that the asertge I. Angeles 
radio station reaches almost half (1 i 

percent) of its c 'e weals aulicn(c 
between 6 p.m. and G ;t.tn. 

"\\'e hope that the measurement of 
nighttime radin disposes of some of the 
broad. tin( led generalities many ad- 
vertising people have about it," declares 
P. It. Hillman. advertising and !mum). 
firm manager of ICNX Los Angeles. 
'.I'tople -mai p(o)ple-do listen to 
nighttime radia. .1 lid these people ate 
of the saune axial, eduuttiomal and eco- 
nomic status as tv viewers. 

"Furthennole," \1 r. Hillman states, 
"these listeners are to he 'mind in met - 
ropolitan auras where tv variety and 
coverage is at its optimum ... where tv 
has its strongest programs :nid largest 
audience." 

Nighttime radio in the Ian Angeles 
market compared to daytime radio, 
newspapers and tv offers smile surprises. 
For one thing, Pulse audience composi- 
tion figures (per IOU homes) show that 
the average bis Angeles nighttime lis- 
tening home has 13 percent more listen- 
ers, 11 percent more adult listeners and 
64 percent more men listeners than the 
dapLinie listening honte. 

C pared tu evening newspapers in 
Los .Angeles, nighttime radio reaches 
more homes in the average 7 to 10:30 
p.m. quarter hour than the leading eve- 
ning newspaper reaches with its entire 

circulation. Pulse also reveals that night- 
time radio reaches more homes than day - 
lime tv -17.2 percent to 15.1 percent. 

Compared to nighttime s, radio's 
:nu lie use during the average quarter 
hour lrom 6 p.m. tu midnight is better 
than one third the sire of tv's. Pulse 
breaks the ligures down this way: 

lu the early evening ((i to 8 p.m.), 
radio reaches more than 45(1,(11)(1 

Los Angeles homes. or more than 
20 per(etrt of the market. This 
audience is Ill percent of tv's. 

In ' I -eve g (8 to 10 pan.), 
against tv's toughest competition, 
radio still reaches almost 20 percent 
of the market. 'This audience is 

over nue tpt:nter of (S's. 

lu the pane evening (111 p.m. to mid. 
night). when less audience is avail- 
able, iv suffers the severest loss. Ra- 
dio's audieme is again 40 percent 
Of Los Angeles tv's. 

Who Listens? 
KNX points out that these figures, 

combined with Nielsen 1957 figures on 
"who listens-?" to air media, make a 

strong case for nighttime radio advertis- 
ing. 

The station states that these Nielsen 
figures reveal that Iron) G p.m. to mid- 
night, 95 percent of the radio audience 
is adult, and reasons that "if adults buy 
and use your product, the advertiser can 
profit with the economical effectiveness 
of nighttime radio." 

This reasoning is further bolstered by 
Pulse figures for another \Vest Coast 
market showing no significant economic 
or educational differences between the 
daytime and nighttime audiences. In- 
come level for San Francisco listeners 
breaks down this way: Upper -24.6 per- 
cent daytime, 26.9 percent nighttime; 
upper- middle -28.1 to 23.5; lower -mid- 
dle-24.6 to 23 9, and lower -22.7 to 
25.7. Figures for educational back- 
grounds of listeners are equally as close 
between daytime and nighttime. 
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ONLYPULSE 
ELIVE 

100% 
WHOLE 

SAMPLE 
Of the three major television services, Pulse 

alone delivers the complete sample contracted for -a pre- determined sample of high accuracy. 

Unlike mail- diary, meter, or telephone methods 
that miss millions -the educationally handicapped 
millions unable to cooperate in paper work; the 
indifferent millions who refuse the chore of record 
keeping; the millions who lack telephones -Pulse 
alone uses direct, face -to -face interviewing right 
in the home. 

Since 1941 Pulse has developed accredited tech- 

Pulse rings doorbells 
intervieivs families 
in their homes 

niques of sampling, a tremendous operation, the 
largest known to the broadcast industry -in fact, 
the largest sampling outside the U. S. Census. 

Looking at a typical example : you have a night- 
time Television Network program? Pulse's sample 
"Base 6,000" for your show means that Pulse in- 
terviewers actually talk with 6,000 different fami- 
lies about your show. This sample of identical size 
-but different families -is repeated next month, 
and the next, and the next, a staggering cumulative 
total. No panel bias, no inertia. 

In an interesting new slide presentation, we 
have compressed the essential Pulse pluses. See it. 
Let your own judgment, not hearsay, decide 
whether or not your firm can use this vital assist, 
profitably. We reported 222 different U. S. markets 
last year, more this year. Please write. Or for an 
appointment at your own best convenience, phone 
Judson 6 -3316. 

Nothing 
takes the 

place of 
INTERVIEWS 

in the 
home 

Largest Scientific Sampling 
"Only U. S. Census talks with more families" 

730 FIFTH AVENUE 

NEW YORK 19. N.Y. 

UNSE, Inc. 
LOS ANGELES CHICAGO LONDON 
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names and faces 
Noting the Changes Among 

The People of the Industry 
of the plans board. nauned heat) of ail tieatisc service. at 
BRIM. New York. 
NI. \\' I' \11 l' %\l. \N appointed manager 01 tomnter( ial prtxluc- 

' it the radi4i-1v department of Ogilvy, 'lemon] $ Mather 
Inc , New York. 
E. J. COLLINS, formerly with Foote, Came ft Belding, (:hi- 
(ago, has joined Compton \eltrtisiug Im., Chicago. as crew 
lise group head. .\lso. C. II. RII.I.II'l' has joined Compton's 
treatise department. 
111.RIIFR 1' S'101 I, recently associate media director of Lest- 

sen & Newell, has joined kenyon \ Ftkh:rdt Inc. as media 
manager in Los Angeles. 
IOIIN ROI II, previomsl) ssith Ro) S. Durstine lut.. appoint- 
ed an a(4o1mt exec tithe at Ilitks & Greist lilt., New lurk. 

AGENCIES 
W..I.I ER CRAIG. site president in (barge of i adliu n lue 

Norman. Craig \ kunnmcl Ire.. New York, sunned to the board 

01 directors. The agent also appointed W.\i. i ER TIIil.\I.S 
cite president and general manager of ratlio -tc department. 
WI1.1.1.\ \I C. l'.\NK. vite president and account supers ism. at 

Reach, \ItClinto1 \ Co., New fret. named tu the board rid 

directors. Also. \VII.I.I.\ \I II. FINE, formel es« tithe editul 
ill Gond housekeeping. unused site president and dire( tor ill 
market development. 
\\'I1,1.1.\ \I F. J )IES alI)IN)1IIlttI exccutice si(c pres.idsnt at 

Paris \ l'eart Inc., New York. and GEORGE R. GIBBON 
named a cite president. 
RORER I I . FORI-: \I X. ext.(tithe vice president in change 

STATIONS 
\It 1 111'8. \I. LOLCI IIN. site president and had of \1' \I(: \I 
New 1Irk, (let ted to the briard of directors. 
GEORG). W. \R \IS I RUNG. general manager nl \ \ "1 IX 
Nest Orleans, named eneunive site ptesitlent ill the Slot/ 
Broadcasting Co. 
JOSE I'll T. CONNOLI.1', site president in charge ut 
l'hilaclelphia. named general manager. 
It \l \IONI) \\'. \VFLPO I F. Lamed) with NB( :: owned sia 
rictus and spot sales division. tumult cite president and gel 
era! manager of \VItC. \'- . \ \I =1' \' Philadelphia. Ile sintecds 
1 I.OYD F. YOI)ER. named sire president and general 111:111. 

:Met of 1t'NIiQ- \\' \r,\Q Chicago. 
J \(:I. KEINER. Ioniser's with the representatisc finis of 
Edward Petry. R Co. Int., New York, named station manager 
of kF \111 Sat Diego. 
DON \'. SIIOE:\f.\KFR. former promotion and merchandise 
manager at KI. \R Omaha. named general manager al K1. \IS 
I.intoll). Nell. 
RORER l' E. \iI1 (:11E1.1.. general manager of WIN/. \Bani. 
and BERN. RD P1.-1 L0I.1) I named vite presidents of Rand 
Broadcasting Co. 
BOB Mt \'. \Y, former co -owner and manager ill I:GF.N Tulare, 
Calif., named general matage' of K \\'G Stockton. (:alit. 
ROBERT F. Oi HIVE R named manager and R. RFISIN- 
GFR named director al promotion and marchand' ' g at 
WISH Indianapolis. 
C.\RI.OS F. \IONT. \NO promoted from sales manager ro 
station manager of KOOL Phoenix. 
ROBERT' A. BARRI-:R promoted to station manager at 
K'l'OP Topeka, Kans. 
JOSEPH K. MIKI'I'. \ formerly tre; r of Capital Cities Tv 
Corp., tamed to newly treated post of comptroller for the 
Westinghouse Broadcasting Co. 
11ERB \\'IXSON, formerly general manager of KGEE Bakers - 
frehl, Calil.. named sales site president of KGB San Diego. 
\IURlt \l' SECHER appointed sales and advertising manager 

doe \ \'arid \ \'ide Broadcasting System and its international 
shurrsasc station \1'It(IL. 
\RCI111 S. GItiX. \I.DS manned sales manager ul \ \'DI.\ 
\Icmpltis. 
l' \X Sll \FFl.lt. formed) with Peters (:Blin 11'uadscard Iw., 
( :hitago. appointed sales manager of \1'0C- . \ \I -F \I l'\' Daven- 
port. l a. 

MIS 11. Sll(>E\I.tkFR, Tonner eastern sales manager lur 
\ponsor, named national sales manager ill 1t'1.5 Chicago. 
NI RS. i.OUISE. \1'. \IORItIS promoted hour the local sales 

dep.mument to head the national sales department 01 \VD.\K 
Columbus. Ca. 
\II 1.\'IN \I. Ii \I1.1' mimed program manager 
Boston- sin inglield. Ile held a similar Ix)st at 1.1 ?X Portland. 
R \l' 'I IIRNER named station manager and I I. \RR\' \\'. 
MOORL named sales manager by \V'1 \R Norfolk, \'a. 

REPRESENTATIVES 

Rici 1. \itl> J. 11-.1.1.111 - :R. preciously manager of the Sam 

Front issu alite ul Adam Young hic.. Hawed midwestenl man- 
ager. Ili, successor is FR. \NK .\. \ \'. \'l'ERS, formerly al the 
Ness York sales stall. 
(:11 \RL1:S I)UNIB.\R. lurm er general sales manager of \\'ERl: 
(:leseland, mauled :m atctnnt executive with 10hn Blair R Cu. 
JE:. \NNE l'l'I.E has joined the sales stall of Bob Dore Asso- 
t fates. New York. 

NETWORKS 

\LYI"l 11E\1' J. CUL LIG.\N, lice president-NBC Radio net- 
work, and I'.. \. ' Buchi)" SUGG, site president-NBC's owned 
stations and spot sales division, dented executive vice pres 
dents by the NBC hoard of directors. 
JULES IIERBU\'E.\UX, fouiner site president and general 
manage[ of 1\'NIRQ- \1' \IA(2. Chicago, named to newly treated 
frost of NBC vice president, central division. Also, NOR \IAN 
S. LIVINGSfON, director of NBC Radin network programs, 
named NRC direi tor of radio program sales. 

Connolly 

Sfa 

.1 rms)rong Mords Ariaur Craig II', 11,4 
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WNAX-570 BZ+WBZA 
YANKEE 

K C 

TEXAS TRIANG,t WMAQ WGR,(]'E . .WGN- L"pÑGt-w rt2GtZGCLi i rnm W FBM 
Plough, Inc., Stations! AMERICAN .KFWB \, KXOL BROADCASTING 

NBC 
¡ 

NETWORK 
1 -- wXb .6 F WHIG Pulse ring, doorbell' 

R4Dtn DE Ko WOW ta,Nl),o W IA 
ADAM YOUNG KS D 

MvA% BapgOtee__ 
SMpir 
w 

r 

KPRS 
. CJIY tíOV. 

REN 

U. S. RADIO os usE pali 

by the radio industry to reach the decision- makers 

RADIO 800kc w 
UM LDG., DETR rp WESTINGHOUSE 

WDAY 01-T1 aOo WINS BROADCASTING X 
COMPANY, 

CI WAU 
A CORINTHIAN STATION 

wTxLI 
M^i.---. KOBIf 

JOHN 
BLAIR 
F. COMPANY 

13.7. Q NO'R hIAT F COLOR ETWORK 

K-J O E An TRAILS NETWORK 

the monthly magazine devoted 100% to radio advertising. 

U.S. RADIO 50 West 57th Street, New York 19, N. Y. 
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EDITORIAL 

.. muscle -flexing 

A HEALTHY RECORD 

\icclia in general this past year have felt the 
pin( h of tighter -drawn advertising belts. For the 

st part, this has led progressive sales manage- 
ment into a liard -sell campaign for business. 

Radio has more than kept pace. This Inrm of 
muscle-flexing has produted tar radin a generally 
healthy record. 

The Station Representatives Association, 
buoyed b) the record $91,571,0011 taken in by 

national spot for the first six months, believes 
that indications point to an even bigger second 
half. New- season business for the radio networks 
is bigger than it has been for many years. And 
a survey by the .\uterit an .\sox iation of Adver- 
tising Agencies shows increasing billings pro- 
jet tel for the last half of titis year. 

FIRST ANNIVERSARY 

In line with this nntscle- Ilcxing is t . s. R.urur 
which this mouth celebrates its lrst anniversary. 
Through out first 12 issues (sec tontprcltensiyc 
index, p. 73) we have endeavored to cover 
through research and analysis the breadth and 
depth of the radio business. 

But even more important is what lies ahead. 
To keep pate with the expanding radio and ad- 
vertising fields, t. s. 'cynic) has focused efforts on 
enlarging and relining its news coverage and 
analytical features. 

As part of own muscle- building, two new 
features have been added beginning with this 
issue. One is a report on 1m activity (sec p. 72) 
charting the continuing developments in this seg- 
ment of radio that is steadily gaining in recog- 
nition. 

The other new feature is called Time Buys 
(see p. 10), a presentation in tapsule form of 
new and upcoming radio buys by advertisers. It 

covers both spot and network purchases and 
comprises reports that emanate front the agencies 
thtutseIvcs. 

IfPil 4111'a10, a third new feature which started 
last month, is a report on radio station promo- 
tion ¡u tivity (see p. 60) . 

TO THIS WE ARE DEDICATED 

Out sights for the second year are set just as 

high as they were at launching time a year ago. 
As we stated then in our first editorial: 

l'. s. R.wur, an analytical and Idea magazine 
for 1hr buyrrs find sellers of radia, :MI devote its 
entire energies to this vast field of radio. Articles 
and features on the planning and buying of 
radio adverti.sing, delving into the why's and 
how's in the surcrssful use of all radio, will be 
supplemented by regular departments present- 
ing in concise forer the signifiant nues and 
lmods of the radio industry. v. S. KA DR.) will 
br applauded by .corne nt times. criticizer! by 
some at livres. It will make its mistakes, it will 
make its points. 11 cri!! constantly strive to help 
buyers and .sellers of radio advertising in the use 
of Mr median. 

BEYOND DRIVING TIMES 

There is growing evidence that spot advertisers 
are staking greater use of nun- traffic times. More- 
over, radio industry leaders foresee a real break- 
through in this form nl business (see Is Spot 
Breaching \'on- !)riving Hours ?, p. 27) . 

Anthem research continues to show substan- 
tial listcnership during non -driving hours. It's 
been a long campaign trying to gain acceptance 
for this research. But it appears that the light is 

finally beginning to shine on portions of the 
broadcast day that have been too long in the dark. 
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FRESH... EXCITING ...AND "EXCLUSIVELY" YOURS 

...A NEW, MODERN RADIO GAME! 

lUCKY LYR 
THE FUN SHOW WITH THE THRILL OF A CONTEST AND LURE OF A PRIZE 

...ROCKET YOUR 

RATINGS WITH 
THIS LIVELY, 

CAPTIVATING 
PROFIT PACKAGE 

TAILORED TO 

YOUR NEEDS! 

cg 

BETTY JOHNSON 

Here's a bright, new client -catching idea 
that'll wallop your competition! It's Lucky 
Lyrics -a powerful money -maker polished to 
sparkle with mass listening appeal. The best 
"programming" since the phonograph record ... 
the best audience builder since "Mister Whisper" ... the best sales sparker since the singing jingle! 

Complete with super- simple format, Lucky Lyrics 
can be a lively insert integrating your own star WDSU 
deejays, or a saleable smooth five- minute hypo KJ BS 
to pep up the day's programming. Here is WIL 
radio at its profitable best! WRIT 

DENISE LOR 

JACK HASKEII, 

FEATURINGS NGINGOALLET MEOFAVOR TES 

NOW BOOKED BY THESE LEADING STATIONS! 

Catchy favorite tunes plus easy -to -play contest 
fun spark tremendous audience response ... build huge 
in -store traffic! Packed with station and sponsor goodwill 
and profit potential, Lucky Lyrics is a budget priced 
spearhead for your aggressive sales and station 
promotion plans. 

K DYL 
KXYZ 
WTAR 
KBOX 
KYES 
WLEE 

New Crlean 
San Francisco 

.. St., Louis 
._Milwaukee 

Salt Lake City 
Houston 
Norfolk 

.... Dallas 
Roseburg, Ore. 

R chmond 

11111PRODUCED 8Y / 

11MPVANTAGE ENTERPRISES DIVISION COMMUNITY CLUB AWAR 

OE 
PE NTHOUE QUITE 

.PARK- MILFORD. INCORPORATED 
7 MADISON AVENUE 

NEW YORK.NNEW 
YORK f. NEW YORK -P 

E SHOW ON ABC rV 
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POSTCARDS... 

we got 

postcards 

from listeners 

to Regional 

/CRAG Tulsa 

all wo said was "drop us a yard" 

and wo got 87,312 postcards! 
l'RMG- 5-0,000 IVATTS 
TULSA, O/(LA.c/OMA 
O 5 MtiM CONTOUR 740 KC. 

KANS. 

I UISA 

OKLAIIOMA 

MO. 
During our one week "Big Surprise" 

promotion July 1 through July 7, 

these KRMG personalities offered table 

model radios to lucky listeners. Despite 

the modest prizes, they received 87,- 

312 postcards . . . proof of Regional 

KRMG's big coverage, audience re- 

sponsiveness and superior salesman- 

ship. These personalities can generate 

sales for you, too. Frank Lane, General 

Manager, or your nearest John Blair 

Representative can tell you how. 

KANSAS CITY KCMG KCMO -TV The Katz Agency 
SYRACUSE WHEN WHEN -TV The Katz Agency 
PHOENIX KPHO KPHO -TV The Katz Agency 
OMAHA WOW WOW -TV John Blair & Co. - Blair -TV 

TULSA KRMG John Blair & Co. 

Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines 
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