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35 CENTS

staTiIoON WHO

PUTS THE
INTO
MERCHANDISING!

“Feature Foods™ is a comprehensive merchan-
dising plus service coniducted by WHO Ratlio at
the point-of-sale in 330 high traffic chain and
independent food stores. Coverage includes all
cities of 3,000 population or mere in 76 of
lowa's 99 counties. It is available, at no extra
cost. to advertizers whose products are sold in
food stores and whose gross expenditure on
WHO Radio is $300 per week for 13 weeks, or
83900 within a 13-week period of time.

HERE'S HOW IT WORKS: Each 13 weeks, experienced ol
WHO “Feature Foods Merchandising Teams®
guarantee you all four of these plus services:

50 ONE WEEK SHELF EXTENDER DISPLAYS
WHO merchondisers make ond ploce oll disploys!

WHO's Feature Foods merchaudising service is
producing big results for many of fhe nation's
finest food manufacturers.

Talk to PGW about putting more “plus™ in
vour lowa advertising with WHO Radic—and
Feature Foods!

WHO Radio is part of
Central Broadcasting Company,

which also owns and operates 36 DAYS OF WEEKEND BARGAIN BAR PROMOTIONS
WHO-TV, Des Moines

High Volume Supermorketsl
WOC-TV, Davenport

for fowa PLUS!
Des Moines . . . 50,000 Watts
Col. B. ]. Palmer, President

P. A, Loyet, Resident Manager
Robert H. Harter, Sales Manager

Affifiote

TS
T o

Peters, Griffin, Woedward, Inc,,
National Representatives
WwWWW. americanradiohistorv.com

MONTHLY REPORTS
Reports from grocers lo you obout your productsf
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The
$2% Billion
WSMpire

DOMINANT
FOR 33 YEARS

WSM.,,FIRST IN EVERY RATED QUARTER HOUR

...SHOWS A 6% INCREASE SINCE 1956

Here's what has happened in 103 County WSMpire in tle 17
months since the last Pulse Study was made:

MONDAY - FRIDAY

STATIONS 6 AM—-12 N 12 N-6 PM 6 PM =12 Mid
WSM a2 a4 52
Station B 23 22 19
Station C 13 12 14
Station D 9 1 10
Station E 7 7 5
Station F 6 5 4q
SATURDAY
wsm 52 50 61
Stotion B 17 14 14
Station C 13 13 13
Station D 7 Q 7
Station E 6 7 oo
Station F a 7 4
SUNDAY

WSMm 61 52

Station B 13 18

Station C 10 13

Station D 4 7

Station E 9 &

Station F a S

In the largest single survey ever undertaken Pulse finds that WSM
has increased its hold on the 103 County WSMpire by 6%...leads in
every rated quarter hour with an average of well over twice the
audience of the next Nashville station.

There is a difference .. . it’s WSM radio

50,000 watts, Clear Channel, Nashville — Blair Represented, Bob Cooper, General Manager.

WWW.americanradiohistorv.com



www.americanradiohistory.com

Tr T 01111 .
475 WEEKLY GET®
! 1 N _.. 1 _f- |

SI'RW T’”" 1R "
UIA 54 ONE-MINUTES

WHIK

the WN Ew of Cleveland

..now featuring THE FIVE WITH A FLAIR
for entertaining... for selling

,f,,ﬁ- - q
r v S 1 & i SV
: ' ,:‘ > rl \;.s;'

Jack Denton Pete Myers Earle Jerris

Ernie Anderson Tom Brown

details from
BUD SIMMEN, General Manager

2
0rBOB EASTMAN &
WHEK is a division of METROPOLITAN BROADCASTING CORPORATION

U.$. RADIO o September 1958
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Eye-opener for advertisers

To get full results from radio advertising, sales and advertising

executives need to understand the complex program elements
which, when properly combined, give Spot Radio its tremendous
selling-power. These elements are clearly defined in the John
Blair Report, LOCAL RADIO PROGRAMMING, recently
published. It is termed an “eye-opener for advertisers” because
it brings into sharp focus the exacting skill demanded of station-

management in creating an overall program-structure that con-
sistently builds maximum audience for the station, and sales
for its advertisers. Hence the book contains a wealth of informa-
tion vital to any executive charged with the responsibility of
moving mass-market goods at a profit. For the complete report,
write John Blair & Company, 415 Madison Avenue, New York
17, N. Y. Price, one dollar.

JOHN BLAIR & COMPANY

Exclusive National Representative for:

New York........ ..WABC  Washington... . WWDC  MiaMi.........cmmrieere. WQAM  San ANtoNio......conmicissne KTSA Wheelmg Steubenville..

Chicago......... ..WLS Baltimore.......... ..WFBR  Kansas City.. .WHB Tampa- St. Petersburg......WFLA  Tulsa.... ’

Los Angeles.. _KFwp  Dallas-Ft. Worth...._..... KLIF- New Orleans.... .wbhsU Albany- Schenectady Troy WTRY Fresno..

Philadelphia.............. WEIL KFJZ  Portland, Ore..........KGW  yamopic Wichita.

DOt .vvecrorn wxyz  Minneapolis-St. Paul.WDGY  Denver............. KTLN oo Shreveport...

Boston......... WHDH Houston.......coevvonneer. KILT Norfolk-Portsmouth- Okmaiis Orlando.... 3
- : Seattle-Tacom KING Newport News......WGH  MVdldwee A <

San Francisco............. KGO Providence. Fall River- oMl e Jacksonville Binghamton.......cccocerseniieres

Pittsburgh. ~WWSW  New Bedford... ... WPRO  Indianapolis. Nashville..u oo WSM 11571 DR —

St Louis. e KXOK  Cincinnati..............c.... WCPO  Columbus.......cooumueee WBNS  Knoxville...occocriiinn. WNOX Bismarck.....co e s

www . americanradiohistorv.com
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Spot: National spot revenue totaled an estimated 593,574,000 for the
first six months of 1958, according to Lawrence Webb, managing direc-
tor of Station Representatives Association. The total, which compares
with $86,770,000 [or the comparable period ol 1937, represents the high-
est first six months ever recorded in national spot radio, he reports.

Mr. Webl notes “strong indications” that the last six mombhs ol 1938
will exceed the first six mounths to bring the total increase over the record
year of 1957 to more than 10 percent. In 1957, total estimated reve-
nue obtained by radio stations through national spot advertising
reached an all-time high of $183,987,000,

Network: Estimated net operating profit of .American Broadcasting-
Paramount Theatres Inc, parent company ol ABC Radio. was 3l,-
183,000 for the second quarter of 1958, a 21 percent increase over the
same quarter of 1937, it was announced by President Leonard H. Gold-
enson. He said that the broadcasting division had shown improvenient
in the second quarter bhut that advertisers were ‘“somewhat cautious”
becawse of “general business conditions.”

Local: A nationwide NAB survey ol stations shows that revenue ol the
average radio station in 1957 was $99,700. Reports [rom stations indicate
that revenue is continuing to rise in 1938. WBT Charlotte, N. C., [or
example, shows a 16 percent increase in national spot advertising in
July over the same month last year. And [or the year ending May, 31,
1958, WTRL Bradenton, Fla,, reporis a billing increase ol more than
10 percent. WTRL’s billings for the first five months of 1958 were
$53,795 compared with $25,920 for the same period in 1957.

Stations: Total stations ou the air, both wn aud hu, increased again in
August—to 3,823, up 22 over July:

Commercial AM Commercial FAl
Stations on the air 3,271 332
Applications pending 112 36
Under construction 105 93

Sets: An all-time high set count ol 142,600,000 as of July 1 is estimated
by RAB. The figure represents an 82.8 percent increase in the number
of radios during the last decade. The radio-in-auto count rose to 37.2
million, says RAB.

Towal radio set production including car radios lor June was 774,424,
according to Electronic Industries Association. Total for six months was
4,961,293, Total auto radio production for June was 235,433: for six
months, 1,464,519. Total radio sales for June excluding auto was 656,
728; for six months, 2,964,338, Transistor production [or June was
3,538,094 (dollar value, 38,232,313); for six months, 18,452,324; (dollar
value, $12,845,056) .

WWW.americanradiohistorv.com
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‘Phenomenal
Results”

at 5:33 A.M.

R. M. Sherman, president «f
The Silent Glow Oil Burner

Corporation. wrifes:

'"'qulipnu.‘nt sales tm]:l_\'" —
after four announcements, mrlt
seheduled at 5:33 A M. — ““far
exveed the cost of the entire
twenty-seven for which we are
scheduiled.”

So

Silent Glow doubled
its schedule.

The Frank Atwodsd Show is on
WTIC. Hartford. Cwrnecticut.
whose 50.000 watts penetrate
every hit of the rich. rich
Southern New Englaund market.

For prompt action contact
Henry I. Christal Company.

for buyers and sellers of radio advertising
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5000 WATTS
N FULL TIM

o
e e
= - -

.* UNDISPUTED

o ‘}Q,V‘ s N
é\' = PULSE ... HOOPER ... TRENDEX

@ A VITAL FORCE IN SELLING

...‘ } (<) ® TODAY'S OMAHA
. ™ ™ .

@® HOOPER—!Iune-July '58 — 8 AM-12 noon 45.1

e ® 12 noon-6 PM 41.9

.. share

L ] PULSE—Juné — 7 AM-12noon. .......... 28

L 12noon-6 PM. .. ... ... 28

.. share

@ TRENDEX—Llotest — 8 Af-6 PM. ....40.8
® share

KMYR...DENVER dominates the 15 station Denver
market, serving over 1,300,000 people with coverage
where it counts. Proof — Hooper (May-June, '$8)
number 1 morning and afternoon; Pulse (May, '58)
number 2 morning and number 1 afternoon. A vital
force in selling today's Denver with 5000 Watts at
710 Kcs. See Adam Young or chat with General
Manager Chic Crabtree.

IF RESULTS ARE A MUST, SO ARE . . .

* KOIL — Omaha

« % % SNOILVLS .ANG ISNW, 3%,

NATIONAL REPRESENTATIVE

the Star stations [N

ADAM YOUNG, INC.

DON W. BURDEN — President

U.S. RADIO ¢ September 19353
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KANSAS CITY ROYALTY—
The sort of prize-winning Here-
fords you meet at the American,
Royal Live Stock and Horse Show
every fall in Kansas City.

KCMO-RADIO. BASIC CBS-RADIO.
810 kc. 50,000 wdatts '

Photo: Americas Hereford Assoclafior

shake hands with the West

»X It begins in Kansas City—home of the American How? With intelligent CBS network programming,
,i"J Royal, citade! of jazz, gateway to the Great Plains. colorful locally-originated shows, award-winning
) \-r And if you want a typically warm Western wel- news and publi¢c service broadcasts.
By come, we suggest you give your product or
5> service a voice on KCMO-Radio. The stakes (and steaks) are big in more®than-a-
£ million Kansas City.

o For KCMO-Radio (with 50,000-watt coverage in

X parts of four states) serves all the community. Ask anyone who's met the West on KCMO-Radio.

K M O - Cltyr Missquﬂ

c: [ | ra . o Joe Hartenbower, General Manager

4 ” R. W. Evans, Commercial Manager
=

b KANSAS CITY KCMO KCMO-TV The Katz Agency R ted nationally by Kafz Ageft
: =17 SYRACUSE WHEN  WHEN-TV The Katz Agency . e”':f:: es‘ ": 'm': 'A"'_’l_b‘ :e ,{h
A oK s A, KPHO  KPHO-TV The Katz Agency ered| N A DERS ot S
= » OMAHA WOW  WOW-TV John Blair & Co.—Blair-TV S i e Tv R ‘
—— TULSA KRMG John Blair & Cox '

WWW . americanradiohistorv.com
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soundings

Court Upholds Right
Of Radio to Report News

Dancer-Fitzgerald-Sample
Makes Fall Radio Buys

Sales-Building ldeas
Featured at RAB Clinics

Expansion Plans Weighed
For WQXR’s Fm Network

Fm Study of Chicago
Planned by Research Firm

Weekend Monitor Adds
Six Holiday Editions

U.S. RADIO o September 1958

Radio’s right to report the news alongside newspapers is gitining ap-
proval by the courts. A New Yark Supretne Court justice ruled that
radio stations could not give a “present tense” accounting of the Patter-
son-Harris championship fight in keeping with the exclusive broidcast
rights that belonged to Telel’rompTer Corp. The court held, however,
that radio stations had the same right to report the news as newspapers,
and as a consequence, three New York stations (WINS, \WOR and
WOV) carried detailed accounts of the fight running a few minutes be-
hind the live action. The information, for the most part, was taken
from wire services.

Fall radio buying activity is under way at Dancer-Fitzgerald-Sample Inc,,
New York. Sterling Drug for Dr. Lyon’s Toothpowder has bought inin-
ute announcements in 20 markets. The campaign will run for 15 weeks
having started August 25th. In addition, Peter Paul has Dbought 1D
packages in nearly 50 markets.

Station managers and owners are coming away with new sales-building
ideas from the annual round of Radio Advertising Bureau clinics. The
sessions started in PPonte Vedra Beach, Fla, on September 4 and will
stretch across the country ending in Princeton, N. J., on September 30.
As in past years, the RAB meetings are being held separately front the
fall regional conferences of the National Assaciation of Broadcasters.

Plans are already under way to expand the WQXR im newwork. The
initial operation encompasses 11 upstate New York stations which,
WOQXR says, serve more than 95 percent of the state’s population.
Transmission is by fm relay entirely, with WQXR-FM serving as trans-
mitting point, “to insure high fdelity sound.” The netwark and the
areas they serve include WFLY-FM Albany-Troy-Schenectady; WRRC-
FM Cherry Valley (Mohawk Valley) ; WRUN-FM Utica-Rome; WRRD-
FM DeRuyter-Syracuse; WKOP-FM Binghamton: WRRA-FM Ithaca;
WRRE-FM Bristol Center-Rochester: WHDL-FM Olean: W]JTN-FM
Jamestown; WRRL Wethersheld-Buffalo, and WHLD-FM Niagara Falls.

Add fm: Mounting interest in fin by advertisers as well as the radio in-
dustry is prompting an fm study of the Chicago market by a major re-
search irm. This is in addition to the PPulse¢ fim study of the Los Angeles
market which was reported in August Soundings.

The growth of out-of-home listening is bringing about a programming
innovation at NBC Radio. Monitor beginning this past Labor Day insti-
tuted a new special edition which will run on six national holidays
throughout the vear.

WwWWW. americanradiohistorv.com
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RECEPTIVITY

Programing on Bortel] Fomily Rodio is pointed toword
oudience participation ond response. Thot's why our
continuous succession of copyright gomes for family
fun . . . thot's why our never-ending streom of response-
producing feoturettes . . . and the thorough locol news
coveroge with names and oddresses.

bartell family radio pus the oudience into o 'mentol focus™
which music ond news clone cannot do.

And with mental focus comes RECEPTIVITY . . . "a dis-
position to receive suggestions’” says Webster . . . a
stote of mind upon which an advertising messoge is
most effective.

BARTELL IT...and SELL IT!

BARTELL ,——
oMmiy kg BT

1760 $@0 FRANCISIO

_ RADIO Kcboa] [wude] | wake
[ I}lST I‘ﬂ COAST . :

AMERICA'S FIRST RADIO FAMILY SERVING 15 MILLION BUYERS
Sold Nationally by ADAM YOUNG INC.

U. S RADIO « Septeniber 1958
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washingion

NAB Analyzes Radio’s
1957 Economic Health

House Amends Radio
Spectrum Study . . .

Reaction by Broadcasters
Suggests Fm Implication

NAB Regionals
Under way Sept. 18

Broadcaster Can Now Attend
Meeting Qutside His Region

Legistative Oversight
Voted $60,000 Hike

Hearings on Barrow
Study Concluded

U.S. RADIO e September 1958

Revenue ol the average radio station in 1937 was $99,700. That was one
finding iu a survey of both large and small stations made receutly by the
National Association of Broadcasters, Approximately 800 usable replies
(rom radio outlets on the air for a minimum of one year were used in
compiling the data. Network o%o stations were not included in the
survey. Other findings on the average radio station’s bank book for
1957: (1) profit before taxes was $9,100 (2) expenses totalled $90,600
(3) time sales veached $100,500 (1) largest prolits were recorded in
markets with a population in excess of 2.5 million.

The [uture of fm broadcasting was raised again in the last weeks of the
85th Congress. A Senate-passed proposal to study the military uses of
the radio spectrum was revised to extend the study to an all-inclusive
general area.

Immediate reaction from broadcasters was a fear that the ultimate con-
clusion of such a broad investigation could well bhe that commercial
interests were not taking full advantage of frequencies assigned to them
and that the government and the military could put them to better use.
Even Senator Charles Potter (R-Mich.), who authored the original leg-
islation, was unhappy with the amendment which came from President
Eisenhower. The House was so divided on the issue that it was finally
taken off the calendar and failed to reach the House floor. (See How
Radio Faved in 85t Congress, p. 30.)

NAB executives will make their annual cross country swing beginning
in mid-September 1o tackle broadcasting problems on the regional level.
The fall meetings get under way September 18 to 19 at the Buena Vista
Hotel, Biloxi, Miss.

A welcome precedent in this series of fall conferences is that a broad-
caster may attend the regional meeting most convenient for him, al-
though the mecting may be outside his own region. Other regionals,
their dates and places ave: September 22 10 23, Bilunore Hotel, Okla-
homa City: September 25 to 26, Challenger Inn, Sun Valley, 1da.; Sep-
tember 29 to 30, Mark Hopkins Hotel, San Francisco; October 13 w0 14,
Schroeler Hotel, Milwaukee; October 16 to 17, Radisson Hotel, Minne-
apolis; October 20 to 21, Somerset Hotel, Boston; October 27 to 28,
Statler Hotel, \Washington.

Voted an additional $60,000, the House Legislative Oversight Subcom-
mittee will extend its much publicized probe of federal regulatory
agencies. The sum will tide the subcommittee over while Congress is in
adjournment. The new grant will increase the total subcommittee
budget to $310,000, In addition to the completed portion of the FCC
investigation, it is believed that more FCC grants are under subcommit-
tee scrutiny and may well be scheduled for hearing during adjournment.

Criticisins of the Barrow Report were outlined for the FCC in a brief
fited by NBC just as the commission closed the hearings on the study
before its August recess. NBC criticized the study for its selection of

wWwWw.americanradiohistorv.com
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ADVERTISERS

IN SAN ANTONIO

NEVER HAD IT
SO GOOD...

Mar-Apr 30.4 May-June 30.6

Apr-May 29.2

OOPS...
It must have been because
programming was so good
our listeners wouldn't
answer the phone.

KONO RADIO’S
HOOPER'- SHARE
IS STILL CLIMBING

MUSIC - NEWS - SELLING! That’s the
secret to KONO'S tremendous growth
in the South Texas market. The kind
of music...the kind of news that
South Texans like .. .it adds up to
SALES—bigger sales than ever before
for every advertiser en KONO Radio.
But don't take our word for it . .. ask
any of the nation’s leading adver-
tisers—they're SELLING San Antorio—

on KONO, of course.

See your H' R REPRESENTATIVE
or Clarke Brown man

Feb-Mar 28.2

Jan-Feb 24.}

Dec-Jan 23.0

850 ke
5000 wails

SAN ANTIONIO

“Ist in PULSE, too. Radio

www.americanradiohistorv.com

WASHINGTON (Cont'd.}

ilustrative cases and noted that no-
where in the report was there any rel-
erence to court decisions thit option
time and must buy practices—whiclt
the report recommends climinating
—ire complctely legal. Cited in
particular by the network was a case
involving WSAY Rochester, N, Y.,
and ltour radio networks. The court
ruled against the station in a 1948
decision which held that option time
practices were not illegal. Other
suggestions advanced by the Barrow
Report include regutation of net-
works by the FCC and severance of
all connections between station rep-
resentative activity and the networks,

940 ke and 1550 kc
Open to Daytimers

A devclopment related w thie Day-
ume Broadcasters Association plea
to the FCC for a longer broadcast
tgy—and Clear Channel opposition
to such a move—arose when the
FCC opened 940 ke and 1550 ke—
both clear channel {requencies—to
daytime outlets. In so doing, the
FCC set these frequencies apart [rom
the regnlations which stall action on
applications related to clear chaii-
nels. These frequencies, however,
are not domestic ‘'clears.” Accord-
ing to an international conununica
tions agreenmient, Canada and Mexico
have priovity on their use. Mean-
while, all conunents are now in on
the FCC's proposal to open up cer-
tiin channels for uses other than
clear channel operation. Deadline
for filing comment wus Angust [5.
The issue, which has been in indus-
try thorn for years, has a top spot
on the FCC agendi when it recon-
venes after a month vacation. The
feeling at the commission is that ac-
tion on the issue may come as soon
as late September.

FCC Shelves Plan
On Class B Fm Allocations

An allocations plan lor Class B
bin stations was abandoned by the
FCC eflective at the end of August.
The 13-year-old “temporary” guide
for allocations of thesc frequencies
was finally scrapped. The FCC said
that the growing number of fm ap-
plications will be simplified by shelv-
ing the necessity of rule-making pro-
ceedings to change the allocations
table.

U. S. RADIO s September 1958
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“No other business was ever com-
pelled to adjust as quickly and as
effectively as radio.”

This statement is by Robert W.
Samoff, chairman of the board ot
the National Broadcasting Co., who
by birth, training and personal ac-
complishment is in a position to
know.

Mr. Sarnoff has been associated
with radio since his graduation from
Harvard University in 1939. In fact,
his first job was with the radio di-
vision of the New York World's Fair
in the summer of that year.

He has seen, from his own vantage
point, the fortunes of network radio
rise to astonishing heights, descend
to discouraging depths and then turn
around and stage an uphill battle 10
reach pay dirt once more.

The latter development is the one
with which Mr., Sarnoff has been
most concerned since becoming chiel
executive officer in December 1955
when he was appointed president.
He still holds the post of chief ex-
ecutive since assuming the board
chairmanship last July.

Mnr. Sarnoft recalls several attempts
to “revive” the radio network in the
early 1950’s. The effort that is bear-
ing fruit, however, is the one he
guided in the summer of 1956.

Mr. Sarnoff installed a creative
new team in charge of radio opera-
tions; programming was stremnlined,
and new sales concepts were insti-
tuted.

U.S. RADIO e Sepiember 1958

THIS MONTH:

ROBERT W. SARNOFF

Chairman of the Board
National Broadcasting Company

‘No Other Business Faced
The Adjustment Radio Did’

Ar. Sarnoff, who was born in New
York City on July 2, 1918, has had
a varied career in connmunications.

He attended private schools in
New York and also Phillips Acad-
emy, Andover, Mass., from which he
wits graduated in 1935.

In August 1941, after a year at
Columbia Law School, Mr. Sarnoff
served in the broadcasting section of
the Office of Coordinator of Infor-
mation (later the Office of Strategic
Services). In March 1942, he was
commissioned an ensign in the Navy
and served both here and in the
Pacific.

Late in 1945, he picked up the
strings of his civilian career, becom-
ing asisstant to Gardner Cowles Jr.,
publisher of the Des Moines Register
& Tribune and president of the
Cowles Broadcasting Co. After a
year, he returned to New York as a
member of the staff of Look maga-
zine.

Mr. Sarnoff joined NBC in 1948
as an account executive in the sales
department. He then held various
administrative posts in program-
ming, production and fihn. In June
1951, he was elected vice president
and in September 1953, he was ap-
pointed executive assistant to the
vice chairman of the board.

He was elected to the NBC board
of directors a month later and in
December 1953 was named executive
vice president. o o o

WWW.americanradiohistorv.com

it's Simply
a Matter of People!

If all the people in Buffalo (1,340,000),
Providence (705,000), and Nashville,
Tenn. (363,000) got together, they
would atmost total the big, bustling
market reached by WOWQ, the 37th
Radio Market.

If you're buying top radio markets, you
must include . ..
50,000 WATTS

Wow 37th U.S. Radio Market®

FORT WAYNE, IND. Represented by PGW
@@@ WESTINGHOUSE BROADCASTING COMPANY, INC.
*Broadcasting, December 16, 1957

11
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“we get'em. ™\
g uﬁ ') @ |
coming [

and going”

Akrod’s rubber factories
operate arpund the clock
in four shifts. Our
program pattern, very
heavy on local news and
music, keeps people on
CUE going to wogk, er
caming from work, or on
both occasions

We get them. at home, too.
We deliver 11.7% more
hsteners per dollar than
any other station (n

the Greater Akron
Metropolitan Arca.

All this is in a new
color film on the Elliol
stations we'll roll for
you at the drop
of a note to us

or Avery-Knodel.

’ - o
1

WCUE

AKRON, OHIO

THE ELLIOT STATIONS

GREAT INDEPENDENTS «+ GOOD NEIGHBORS

*Tim Elliot, Pres, *‘Jean Elliot, Vice-Pres.

BROV.OENCE, M. L

"WICE
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LETTERS TO

Fm lmpact

[ ¢hink your hm story in the Augusi
isue win excellent. Keep up the good
work. Sooncr or later fm will be recog
nized.

Ray Stone
Timebuyer

Mazxon Inc,
New York

You are to he commended for your
excellemnt treatment of a timely subject
in your article Faluable Plus or Basic
Medivm, 1'we additional peinis would
bhave added much to the impact of the
story. They are: the influente ol edy-
cational 1 starions; the background on
the change in Chicagn to separate T
progranuning,

Regarding the fonwer, the inlluence
sf Roston and New York educational
stations las been important in the sale
of Im receivers and the growth of iy
andiences in these markets.

Harry W. Moore Jr.
Director, Sales Development

WTAR Norfolk, Va.

You hive presented am excellene pic
ture ol [m, Our own indications lead o
the conclusion that the f[ast growing
awarenes of {m is now approaching a
crvstallization point, amd we are grateful
for the support which your article offers
in focining further attention on the ine-
dJium.

We alwe hope that it may smulate
some action on the part of those sta-
tions arvound the country wiuth [m
licenses who have been doing liule or
nothing to contribwie to the develop-
ment of [,

Benson Curfis
KRHM Los Angeles

Weekend Radio Figures

Your \ugust issue’s story, Radio Lis-
tening Remains at Work on the Week-
ehd, deserves praise. It's a good example
of an exciting and imaginative article
based soundly on rescarch—a trick your
maga/ing seems expert at

There v one thing, however, it
causes e some concer. You say, *uli
listening. induding cav radio, is meas-
ured in ternis ol homes.” Although this
iv truc of the figures you have printed,
it is not the way the Nielsen Station
Index reports auto radio.

Since the listening unit we ineasure
is the home, and an auto radio listener
is a part of onc of the homes considered,
adding the auto audience directly to
in-home listening unduly inflates the
count of homes using radio.

U.S. RADIO « September 1958
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THE EDITOR

For this reason it is our practice to
list the auto radio audience as a percent
of llomes using radio. his method al-
lows the possibility that dillerent mem-
bers of a single home may be listening
to radio both at homne and in a car.

T'his correction does not aflect the
article’s conclusions, but the inter-rela-
tion of the auto audience to the in-home
audience must be realized.

Erwin H. Ephron
Public Relaticns
Broodcast Divisian
A. C. Nielsen Ca.
New Yark

Mistaken ldentity

That was a very fne article you did
on Pepsi-Cola—even if you did get
Doug Coyle’s picture over my name.

Joseph Lieb

Vice President
Kenyon & Eckhardt
New Yark

Ed. Note: Our apologies to both gentle-
men from Kenyon & Eckhardt.

Radio Registers

Unquestionably, u. s. rRamo Alls a
veal need in this held. We especially
feel that your Radio Registers is a most
practical feature and could well be two
pages. We would also be interested in
seeing more station and advertising pro-
motional pieces.

George C. Biggar
President & Manager
WLBK De Kalb, ill.

Midwest Market Study

Allow me to congratulate you on the
radio study of the 10 western states
(u. s. rRaDIO, July 1938). A great job.

Ot¢ville Rennie Se.
Pramotion Manager
KOA Deaver, Cala.

Progress Noted

I marvel at the record you have made
in less tham one year. As a “radio oniy”
operator, [ believe you have demon-
strated the need of a publication de-
voted solely 1o radio.

Robert T. Mason
President
WMRN Marion, O.

\Ve particularly appreciate the special
items. such as Teenagers are Radio’s
Small Fry. We use vour magazine regu-
larly and wish you continued success.

Ralph J. Judge
Presidentf

Radio Time Sales Limited
Mantreal, Canada

U.S. RADIO e September 1958

TAKE A CLOSE LOOK AT

LOUISVILLE ‘¥

Programs
and People
That Produce

When you find that happr e¢ombination
of a station with top ratings and

thoroughly documented proof of sales

effectivenexs—you’ve found WKLO

in Louisville, Kentucky and you are

going to make some money for your

elient when you place your advertising
on thiz station.

It takes prople to =ell people. WKLO
personalities deliver the advertiser’s
commereial with convietion, 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 l.ouisville at
the receivers.

SOLD NATIONALLY 8Y:

WwWWW. americanradiohistorv.com

robert e. eastman & co., inc.
NEW YORK, CHICAGO, SAN FRANCISCO
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» DESIGN ITTO FIT
2 “YOUR SELLING PLANS

Sell all around the clock — daytime, nighttime,
weekends —in low-cost, high cumulative schedules.

Associate with famous John Daly and his award-win-
ning 125-man news staff and 22 overseas reporters.

Laeetiea
tonespest?

Cashinon Don McNeill's Breakfast Club audiences,
which make him radio's biggest success story.

Score with play-by-play audiences and with listen-
ers 1o exclusive sports interviews by Howard Cosell.

A
4R .

LI
el A = R PP

Make network cut-ins more effective with ABC's su-
perior inside coverage of nation's top 200 markets.

Use low-cost ABC radio for full national coverage
— “make sure" in areas covered by high-cost media.

There's a place for ABC Radio in every sales planner’s profit picture. Use ABC as your major |
advertising-media buy, or as low-cost protection against lower-than-expected sales from expensive l
media buys. ABC Radio Network and its strategically located affiliates are ready to fit into your ' 1'

plans for sales success —in a variety of ways —whatever your product

ABC RADIO NETWORK

wWwWwW . americanradiohistorv.com -
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New Role for
Radio Research

Agencies as well as industry
show increasing interest

in need for additional data.
Cumulative measurements are

gaining in agency acceptance

U. 5. RADIO o September 1958
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Radio research at times has
the excitable attributes of
being a public official: At
any given moment, it can be damned,
praised and analyzed, dependiug on
a person’s particular leaning.
There is oue thing on which there
is unanimity of feeling — that is,
there is increasing interest in the ap-
plication and need for radio meas-
urement. This is true both for the
agency and the radio industry itself.
Under fairly ideal conditions,
many things are felt lacking in radio
research today:
¢ Out-of-home data.

15
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Lavger samples for quunnitative
material.

Indepth gqualitavive ghata,
Extent of auto histening.

New coverpge survey for vadio.
Reliable measurements for
smaller navkers.

Research linms have been inould-
g new projects toomeet the needs,
\niong the recent developnienits are:

e Pubse has started hirctuding new
product research related o an-
dience composition oS et
work reports.

e Nichen is conducting new re-
rescarch into eut-of-home listen-
and is pressing lor acceptncee
of the cumulative coneept of au-
dience measurement.

s Hooper reports 40 cirrent or-

ders for its new car listening
service,

Questions Asked

The questions ofien asked uve:

Iv there enough quantitative re-
search? And if so, is it heing properly
wsed? \What is really wanted when it
comes Lo qualitative rescarch?

Because of the complex nature of
the subject there are no simple an-
swers.  Generally, the fecling at
agendies is that existing quantitative
data covering the “how many” as-
pects of audience measurcinent is ac-
ceplable.

The subject that really gets kicked
around more than a foothall a1 un
Army-Nowre Dame game is the need
for qualitative research. .\gencies
have long asked for the kinit of data
that will lelp pinpoint the listening

udience in terms ol definite siles
prospects, in addition to existing
quantitative measurements. Much of
this centers around analyzing audi-
ence composition, breaking it down

16

i

oy
e

rTy

Ito sex, age group, anmwrl indsne
range and even nuvital statuos,

It ¢im be salely said that auv least
some of the denmnds lar qualitative
research fall into the aren ol blue
sky thinking. T'his is so if considered
only in the light of the cost iivolved
in ferreting ont comprehensive data
ot this type.

Sales Effectiveness

Another arca that falls  under
qualitativebta is the desive for sales
cllectivencess studies which deal with
the way a canparign influences lsten.
ers ang the ;nllumpllcrc with which
it is received.

An important step in the direction
ol gettinng more qualitative inforur.-
vion has just been taken by the Pulse
Inc. Tn it network reports, it now
includes product data such as the
number of smokers and non-winokers
in the audiciree.

Once thing that rvidio toites have
heen pashiing for some time has been
the use of cumulative audicuce nreas-
weement or the conversion of per
broadeast o1 minute ratings into ca-
mulative totals.

\. C. Niclsen Co. stales the case
simply. In a study in ihe New York
arca, for example, it found thata 2.6
raung per annowicement will reach
56.6 percent of the homes in a month
(unduplicated  cnnulative  audi-
cnee) .

The concept of using cumulative
data has been gaining in acceptance
at the ageney level. Radio Advertis-
ing Bureau has for a long time pro-
moted this concept and has con-
ducted nruch vesearch showing the
build-up in audience.

The significant thing, of course,
about the cymulative approach is
that it lelps measure the way most

WwWWW americanradiohistorv.com

radid is hanght today—eithex inf con-
centrated sawration spot buvs or
p;u'ii('i])nlium network sthedules.

In addition, RAB has performed a
series of awarenes tests which show
the nonpact ol vadio. One such study
wis the promotion in Houston, Tex,,
of & men’s wear e located 1
California. The iest comnisted of 20
nighttinie  announcements  in - one
week over one station, The results
showed thit 12 per cent—or one out
ol cight—of the people could iden-
tify the Calilornia store, which pre-
sumably they never headd of hefore.

An RAB study deading with the
build-up In listeners tried to deter-
nmine the cumulative audience of 10,
20 and 30 radio announcements 1n
36 haurs using two radio stations
(one independent and one alfiliage)
i a market.

The project showed (had using 10
spots, 211 percent of the market's
families were reached 2.1 times each;
20 spots reached 28,9 pereent of the
fanuties 2.9 times cacl, and 30 spots
wrned up 312 percent of the famis
lies 3.8 tines cacl

9 a.m. to 4:30 p.m.

Auother RAB study along similar
lines determined 1he cumulative au-
dience between 9 :un. and 4:30 pau,
conipitring the weekly buildiup with
four-week listening. This is what
RADB found out: During the week
(Sunday through Sawrday), 50.7
percent of all radio homes tune in
an average time of listening ol lour
hours and 2% minutes; in four weeks,
75.8 percent of all radio homes tune
in with an average time of listening
of 13 hours and 33 minutes.

A slighdy different version ol the
cumulative approach employed by
RAB was an examination of the to-
1) audience of fiveminute news

U.S. RADIO e« Sepiember 1958
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. . . The Cumulative Audience .. . by Frequency

No. of Percent of Market How Many
Announcements Families Reached Times Each
10 21.1 2.1
20 289 2.9
30 34.2 3.8

Source: Radio Advertising Bureau cumulative study showing build-up in audi-
ence by frequency in 36 hours using two radio stations in a market
(one independent, one afhliate).

b QT T T 1 AT T U . P AC i ron . I e "

. « « By Frequency and Continuity

No. of Different
MHomes Reached

Average No. of
Broadcasts Per Home

Total Home
Impressions Delivered

Aver. Week 553,000
Four Weeks 1,489,000
Aver. Week 2,879,000
Four Weeks 5,311,000
Aver. Week 8,364,000
Four Weeks 14,245,000

ONE ANNOUNCEMENT
1.02

1.5

10 ANNOUNCEMENTS
2.1

4.6

60 ANNOUNCEMENTS
4.7

1.0

563,000

2,251,000

6,044,000

24,176,000

39,335,000

157,339,000

Source: Measuremeut of specific campaigns on NBC Radio ax reported by A. C. Nielsen Co.

S ¢ 1T 11

broadcasis. The audience ol these
shows was researched on one station
every hour from 6 a.m. to midnight,
Monday through Friday.

In one week, 29.9 percent of the
families listened 10.5 times each and
in four weeks, 51.6 percent of the
families tuned in 24.8 times each.

On the local level, w00, radio sta-
tions have shown considerable enter-

U'. S. RADIO s September 1958

Rl it I L I E R

Tl .

prise in examining and analyzing
their audience.

As part of an on-the-zir contest,
WBT Charlotte, N. C., asked listen-
ers to write in and state where they
were when they heard about the
game. The station states it was able
to analyze 4,000 rewurns showing
where its listeners are:

In a percentage breakdown. WBT

wWwWw.americanradiohistorv.com

M (I

l LT 1 It

found its listeners are in the kitchen,
29.3 percent: bedroom, 23 percent;
automobile, 8.8 percent; living room,
6.5 percent; yard, 5.2 percent; bath-
room, 4.6 percent; porch, 4 percent;
dining room, 3.4 percent; den, 3.2
percent: at work, 3 percent, and mis-
cellaneous, 9.3 percent.

WRBT explains that the latter cate-

(Cont'd on p. 54)
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New Blend
New Package
New Medium
INSTANT

Ehlers Ehlers

8:73)) ) &col"l*'Ei

a
New blend—different pack.
age—change of principal ad-
vertising medium. This is
the threestage rocket kaanched in
the last year by Ehlers coffee Lo cele-
brate the product’s golden anniver-
sary ad 1o send sales soaring into
the stratosphere.

The “Golden Blend,” according
to Albert Ehlers Jr., president of the
New York firm, has been on the
market for six months; the modern-
ized package line was completed in
all outlets last month, and the new
advertising medium—spot radio—
has been on the job for a year.

In that time, he says, canned cof-
fee sales have increased by 19 per-
cent, “and 75 percent of that growth,
we attribute to our radio advertis-
ing.” The coffce company’s assets
have grown [rom $5,000 in 1900 to
S3 million last year. Ehlers now

WWW.americanradiohistorv.com JL
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$300, a

i mifl 609, of Total
) Advertising
IR

,!“ ';:|Ir||'|‘l Budget
bt to Radio

190 1 J1§

Revamps .. . With a
Radio Swiich

Sales up 19 percent for regional coffee maker

after first year of 11-city spot campaign

spends 60 percent of its advertising
budget in radio, according to Ber-
nard Field. account supervisor for
Ehlers at Dowd, Redfield & John-
stone Advertising, New York.

“Ehlers has funnelled $300,000
into radio in the year since it has
shifted its major advertising empha-
sis to the medium,” he states, “and
currently we are spending $4,700 a
week in round figures, adding new
stations frequently.”

This, Mr. Field says, is double
what the coffee company was spend-
ing in the print media the year bhe-
fore the switch to radio. Newspaper
advertising had constituted the back-
bone of Ehlers’ advertising effort
ever since the product went on the
market with the exception of a brief
excursion into television in 1955,

The coffee company — which dis-
tributes principally in New England,

U.S. RADIO o September 1958

New York, New Jersey and sections
of Pennsylvania and Maryland —
channels its entire radio appropria-
tion into sponsorship of five- and 10-
minute news and weather programs,
which are currently being heard in
11 cities over 12 stations on a 52-
week basis, Contracts have been re-
newed for a second year.

Coverage and Audience

“We felt that we could get better
advertising results by switching to
radio,” Mr, Ehlers explains, “and
that morning radio, in particular,
would give us the coverage and au-
dience make-up we wanted.

“Ehlers is interested in reaching
the relatively alert and informed
people who listen to news broad-
casts—including, of course, the cof-

WwWWW. americanradiohistorv.com

fee-buying housewife. We Dbelieve
that listeners tend to pay attention
to this type of program and that
their attentiveness probably carries
over when the commercial is being
delivered.”

Another important reason for
choosing newscasts, Mr. Ehlers con-
tinues, is that being associated with
these programs tends, in his opinion,
to add stature and dignity to the
product image. “We have a good
product and we want people to think
of Ehlers as a quality coffee. Ve be-
lieve radio is successfully putting
this image across.”

Ehlers, which ranks fourth in
point of sales in the New York mar-
ket and second in Albany and sev-
eral other smaller markets, according
to Mr., Ehlers, has risen from fifth
place in New York since last year.
The company anticipates further
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INSTANT

sales jumps as the result ot its new
blend of Colombian coflees. ’I'he
tiste of the public is swinging over
o richer flavoring,” Mr. Ehlers says,
“in keeping with the end toward
luxury living, and this is definitely o
fuller fluvored cotfee.”

Until very recenyly, the Colom-
Irian blend had been packaged in
the old cans which were standard-
17ed, except for labels distinguishing,
the three grinds—regular, drip and
Silex-type.

Campaign Launched

Now that the changeaver w the
mewly designed cans has been o
pleted at all distibution  poinus
Ehlers has lnunched a radio cam-
paign (as of September 1) promot
ing the Colombian blend.

For the last two weeks in Augnst,
all commercial time was emploved
10 introduce the twin cans—red and
gold, and blue apd gold. In addition

John C. Dowd, president of the agency

20
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tg making se ol twa ran fypes i
stead ol one, the company’s new
p;l(‘k:lging intoduced a second. inno-
vaton made powsible by the ini-
proved blend: ‘T'he regular and drip
grituds are now contwained in i single
can (the blue and gold), while the
Silex-type grind appears  in the
other.

Tleis simpslification — along with
the rest ol the Colombian collee
story — s presently being 1old lor
Ehlers by XNavier Cugat, who, the
company believes, is alimost synony-
mons with Latin Mmerica jn e
public mind.

“This is the first time Ehlers has
sed o testimonial on rvadio,” Mr,
Field reveals. “We have previously
relied on the wewscasters to do our
selling job, tauking advantage of their
authoritativeness and local {ollow-
ing.

“We decided Mr. Cugit—who be-
lieve it or not had been drinking
Ehlers long belore we engaged him
—would be the riglit person 10 kick

Albert Ehlers Jr., president of Ehlers

WWW.americanradiohistorv.com

oll aur viesw blengl aual package cun
g’

The Cugat commercials will yun,
tor a 13-week oycle and also leature
Bill Nimmo, who does a straight sell-
ing job atter an introduction by the
twchestra leader.

“Sincere Sell’

Fhiers radio :lp[)m:trh is charac-
terized by the company's president
as Usincere sell. We don't like the
terms hard and soft sell, and we oy
just 1o tell our story in a straightfor.
ward munner. We're not high pres-
stre, but we're not too subtle in ouy
approach, cither,” Mr, Ehlers cam-
ments,

“We dan't claim to be motiyation
experts atul we belicve there is en-
tirely too much hallyhoo and too
nny gimmicks in commercials Yo
day. A lot ol Madison Avenue jar-
eon is being tossed around  that
doesn’t meap much o us,

~

é

Bernard Field, DRJ account supervisor
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“We don't use jingles and we
don’t try to startle. We think the
public may find a straight selling job
refreshing at this point.”

Mr. Elhers points 1o this one-min-
ute spot written for WSKN Sauger-
ties, N. Y., and delivered by Bill
Nimmo as an example of this
“straight selling™:

Hi, This is Bill Nimmo.
You know, we're practi-
cally next door neigh-
bors. I've got sSome
acreage over in Ancram-
dale. And when I'm in
New York, I sure miss
the beauty of these
parts. But one thing I
make it a point never to
miss, whether I'm here
or in New York, is that
rich, robust taste of
Ehlers marvelous New
Golden Blend coffee.
Take it from me friends,
for the most exciting
coffee flavor you ever
enjoyed...Sound your "A"
for Ehlers New Golden
Blend—now at your store
in the beautiful new
Ehlers package. The
Blue can marked "Regular
or Drip Grind" is the
one to buy for either
Percolator or Dripolator
use. The Red can is for
Silex-type coffee mak-
ers. Start to enjoy the
luxury of Ehlers New
Golden Blend made with
richer, costlier Colom-
bian coffees. Remember,
neighbors...only the
flavor is extravagant!

Most of the coffee company’s ad-
vertising is devoted to the canned
coffee and to its regular instant cof-
fee. However, Ehlers also makes an
instant espresso—and sells tea, kid-
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ney beans and spices as well, which
are not advertised except by in-store
displays.

Ehters coffee is sold for the most
part by chain stores and supermat-
kets. “One of the biggest marketing
problems we —or any other major
coffee company — have is competi-
tion from private label coffees,” says
Mr. Field. “These are coffees pack-
aged and sold by the chain stores,
generally lower in price and which
are, of course, promoted by the stores
over the other brands.”

Another Problem

Mr. Ehlers points to another mar-
keting problem—getting the stores
to stock enough of his brand so that
it doesn’t run out. “With so many
new products of all kinds on the
market, most stores don’t have
enough shelf space and they run out
of brands bhefore they place their
next order,” he says.

The company and the agency are
working on both these problems.
Plans are being formulated 1o ini-
tiate wherever possible merchandis-
ing tie-ins and promotions growing
out of its radio advertising. Unutil
now, most merchandising has been
confined to standard mailings from
stations.

“We haven’t encouraged promo-
tions because we wanted to complete
distribution of the new cans,” Mr.
Field says. “There didn’t seem to
be much point in promoting a blend
and a package we were about to
abandon.”

Company and agency executives
are now in the process of visiting
the stations to work out suitable
merchandising.

Stations carrying Ehlers’ advertis-
ing at the present time are: WCAX

www americanradiohistorvy com

Burlington, Vi.; WSPR Springfield,
Mass.; WELI New Haven, Conn.;
WICC Bridgeport, Conn.; WTIC
Hartford, Conn.; WCBS and WRCA
New York; WIVBZ Vineland, N. J.;
WMVEB  Millville, N. J.; WSKN
Saugerties, N. Y.; WGY Schenectady,
N. Y., and WAMIP Piusburgh, Pa.
All outlets broadcast between
three and six newscasts a week for
Ehlers, with the exception of
WADMP, which due to a distribution
situation, airs 25 ID’s instead for the
instant regular coffee. Commenrcials
on the other stations promote both
the canned and the instant coffee.

Regional Firm

Ehlers is one of many regional
coffee firms in the U. 8.; in fact, there
are only two that distribute nation-
ally (Chase & Sanborn and Maxwell
House), according to the agency,
While coffee-making is a regional
business in this country, coffee-
drinking is a national habit. More
than 135 billion cups of coffee were
consumed last vear in the U. S., ac-
cording to the Pan American Coflee
Bureau, New York. This represents
a 10 billion cup increase over 1956.
The average coffee drinking adult
consumes between three and 10 cups
of coffee per day and the U. S. im-
ports 20.8 million bags a year to
supply him.

The Ehlers family —which has
been in the coffee business since 1893
—began as bulk hmporters, the firm
originating with Charles Ehlers,
grandfather of Alhert Ehlers Jr., and
his brother, Edwin, who is presently
the executive vice president. In 1908,
Ehlers Grade A label was introduced
to the public—the grandfather of
the Golden Blend which is making
its debut just 50 years later. e o o
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The

|
The problem of how to write
a rate card—alwavs one of
5 the radio industry’s biggest
headaches—is currently causing inore
thiur the usual mitnber of lurrowed
brows in the offices of niany repre-
sentative firms,

While there scems to be general
agreement on the need for structural
changes in rate cards, there is a wide
range of wpinion on what these
changes should be. Two basic phi-
losophies form the core of much rep-
resentative (rinking on the subject:
On the ongc hatid, there is the theory
that rate cards should be simplified
for the benefit of the timebuyer and
in the interest of bookkeeping econ-
omy: on the other hand, there is the
belief that the rate card should be a
ool lor selling instead of a ool lor
buying and that simplicies is not
necessarily a virtue in selling,

Those who favor simplicity urgue
that bulky and complicated cards
make it diflicult for a prospective
client to determine just how much a
campaign will cost. As a result, radio
Representatives differ in plans is hnrting iwsell by making the medi-

um cnmbersome to buy. Additional-
= Iv, these spokesinen say, a great deal
for more effective rate cards. of money and time is wasted on both
the station and agency Jevels in un-
Many are changing to emphasize raveling the skein of billing specifics
woven by the complicated rate struc-
twire.
round-the-clock pumhases' Those who do not emphasize sim-
plicity point out that a rate card’s
effectiveness is measured by whether ¢
it distinguishes its stations (rom

22 U. S. RADIO e September 1958
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Rate Card Riddle

competitors and whether it sells the
station’s audience composition to the
agency and client. Robert E. East-
man, president, Robert E. Eastman
Inc, New York, supports this view:
“The belief in the importance of
simplicity in rate cards is purely phil-
osophical. The proponents of this
school of thought think the card
should be a tool to buy from. In my
opinion, it should be a ool to sell
from with the representative sales-
man acting as interpreter. Our new
package plans will mean a lot, we
think, to the client and the account
executive who think in broad terms
of audience reached.”

U. S. RADIO e September 1958

Effective August 1 at WIL St
Louis and WRIT Milwaukee and
soon to be adapted to other repre-
sented stations, Mr. Eastman’s plan
calls for 14 “sales builders” or pack-
ages, each labeled according to the
audience reached, programs involved
or times of the day or week. No time
in the broadcast week is without a
covering plan.

Mr. Eastman has abolished A, B
and C times on the straight rate
card, substituting the following cate-
gories: ‘“captive housewife times,”
“drive times,” ‘“weekend,” “night-
time” and “"all other times.” He has
intended this to spotlight audience

N2

composition, writing rates to fit the
advertiser's frame of reference, he
explains.

The chief innovation represented
by his 14 plans, according to Mr.
Eastman, is “new packaging for the
product. These labels are the wrap-
pings around radio, and just as other
businesses use their piackages as sell-
ing points, so should we.

“It sticks in the mind of the client
or account executive when he hears
that the timebuyer has purchased
the family plan on WIL, for exam-
ple, instead of a 12 plan—vhich
sounds just like every other radio
station.”

Captive

Housewife

Times

WWW.americanradiohistorv.com
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Afr. Lastman believes that his new
packages will lend themselves 1o ad-
vertising by the stations and to vari

ous station promotions. In addition,

he thinks, advertisers will he able
to use them as talking points with
distributors 10 induce coopelation
in instore displays and. other mer-
chandising eftors.

There are other representatives
who hold a samewhat different view,
however, believing that rate cards

can hest serve the agency, the station
ad the client with less showman-
ship wimd more simplicity, Richard
O Conuell. president, Richard O
Connell Inc., New York, is one rep-
resentative who has long been inter-
csteed in rate card revision: “IH radio
is easy to buy, it will be easy 1o sell,”
he says,

My, O'Connell advarates, i psr-
ticilar, the abolition of discaunts
for continuous buviug on a given

Radio: All Day Through

The primary motive behind the changes in rate vanals s to switeh
emphasis from a eoneentration in a given time period to an extension
of time purehases throughout the day and week. Two examples of
plans recently evolved are the Eastman “Sales Builder” packages aud

Blair's “Satureach.”

The Eastman plans uffer 11 packages including: A Captive House-
wife Plan (9 am. to & pa, Mowday through Fridav); a Driving

Times Special 16 to 9 am. antk | to 7 pan,, Monday throngh Satur- -

day); a Personality PPackage tsales messages seven days a week for

each of five station personalities)

: a Wonderful Weckend lan

(Saturday 9 am. to } pm. and 7t 10 pon., Sunday 10 am. to

6 pm.)

Alsa. a Family Plan (2] one-minute sales messases per week dis-
tributed throughout the broadeast dayi: a Nighttime Special ttwo
sales messages per night, seven nights a week or one anmouncement
nightlv, 7 to 10 pan. or 10 pam. to midnightt: a Day-Night

Circulation Extender (9 am. to 1 pam. and 7 to 10 pm. Monday
through Fridav); a Budget Plan (10 p.n. to midnight Monday
through Saturday—-6 to 10 a.m. and 6 p.m. to midnight Sunday)
a Swing-Shift Value (nridnight to 6 a.m.}; a Rain or Shine Weather
Paekage ( 6 a.m. to 8 p.m. Monday through Friday—8 a.m. to 8 p.m.
Saturday - 9 a.m. to 8 p.m. Sunday).

Plus a Drive Carefully Package (salety, trafhic and road conditions,
610 9 am. and ¢ to 7 pan. Monday through Friday—8 a.m. to
8 p.n. Saturday -9 aan. to 9 p.m. Sunday); a Newseast Package
(five-minute news al 15 past the hour and 15 before the hour—aone
minute and 20 seconds of eommercial time- various times througi-
out dayv), and a Scoreboard Package (during baseball season. latest

up-to-the-minute-scores).

The Blair Satureach Plan divides the day into six time periods;
6109 am: 9% am. to noon; noon to 4 p.m.: 4 to 7 pm.: 7 fo |1
p.m., and 11 p.m. to 6 am. or signofl time. If an advertiser buys
three or more announcements per week in each of these time periods.
according to Blair, he can take advantage of the audience turnover

factor.

)
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statoh. He wouldl cliuiicne the
hookkeeping headaches and expense
mvolved in hguring vebates and
short rates by the Hat vate of all time
segments. In addidon, he would have
figures in round mnmbers w0 make it
emsier loy the veprvesentatvie sales-
man or tinehuyer 1o compute cosfs.

Representatives argue that if a sta-
tion is competitively priced on it
[requency discounts, it is unnecessary
to give a discount for vontinuity.

Frink Bochm, vice president in
charge of promotion, Adam Young
Inc., New Youk, reports that his firn
is in the process of revamping its
cards and that the new cards will
“climinate continuity discounts be-
cause these discounts are too compli-
catedd from 2z bookkeeping stand-
point.” “The remson these discounts
are. no  longer necessary, in Mr,
Boehm's opinion, is that “clients are
now using radio on a sstuation
hasis and realize that o use the
mredium  effectively they must rin
on a continuing bhasis. Discounts now
should be given vn the basis of spots
used per week to keep pace with
gurrent buying trends,”

Adam Young's new cards, Mr.
Bochm says, will also incorporate a
new  package  whereby  advertisers
buying class .\ time nray run one
thivd of their annguncements in
Class AN\ time (driving times) with
out additional c¢harge. "This is de-
signed to encourage clients 1a spread
their schedules, he says.

Also instituting a plan «vith cthe
same aim is John Blair & Co., New
York, whose exceutive vice president,
Art McCoy, says:

“We are after the Dig advestising
dollars where radio is used as the
basic medinm. To do this, an adver
tiser must reach all of radio’s chang-
iug audience. People listen in the
nighttime hours who don't twrn a
set on all day and these listeners buy
just as many products as their day-
time counterparts.”

Blair’s new plan “Sawreach” is
designed, Mr. McCoy says, to cnabile
the advertiser to veach all listening
audiences during the day or week.
The day is divided into six time pe-
riods: 6 to 9 a.m.; 9 1o 12 noon; 12
o4 pm;4to7 pm;710ll pm,
and 11 p.m. to 6 a.m. or sign-off time.
An advertiser buys three or more an-
nouncements tn each of these time
slots per week, thus spanning the en-
Tire broadcast day and taking acl-
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vantage of the turnover ol tadio
audicnce.

Mr. Eastman’s “sales builders” are
also designed to encourage adver-
tisers 1o spread their buys through-
out the dav by waking it financially
expedient to mix the various pack-
ages. For example, il an advertiser
wishes to purchase 24 spots per week
he may split them among several
plans—perhaps six during the cap-
tive housewife period, 12 during
diiving times and six over the week-
end—and still retain the 24-time rate
on each plan he buys.

The inportance of convincing
the advertiser and agency to use all
time segments and reach radio’s mass
audiences is partially due, in Mr.
McCoy's opinion, to “the excelient
job salesmen have done in selling
saturation, They did such a good
job, in fact, that agency people
would demand frequency above oth-
er considerations. \When conlronted
with a limited budget,” Mr. McCoy
says, “they would buy a smaller sta-
tion to get spot volume.

Cover All Stations

“We think Sawreach will tell the
other side of the story—the need 1o
cover all a station’s listeners
thronghout the day and o reach as
many persons as possible with a given
station.

“Radio had exceptionally good
years in 1956 and 1957." Mr. McCoy
points out, “and when a buyer asked
for a time most stations were happy
to give it to him. Driving times be-
came popular and stations just raised
their rates for those periods.

“Now the era of hard sell is upon
us,” Mr. McCoy declares, "and we
are going to have to do more than
just give the buyer what he wants.
We are going 1o have to educate him
about the medium and all its advan-
tages throughout the day.”

The rate card, Mr, McCoy bhe-
lieves, can help do this job just as
it has been doing since saturation
plans were introduced to combat v
competition,

Package plans were initiated to in-
duce the advertiser to buy frequency,
the only buying method enabling
radio to live up to its full potential
as a medium, he says.

Mr. Eastman agrees that package
plans have lent great impetus to the
spot radio business in the approxi-
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Going Up: Radio Rates

According to the Katz Agency, daytime radio rates have increased

3.2 percent in 1958 over 1957, compared with a 1.8 increase in 1957

Wil

each year):

over 1936. These fizures are based on Katz represented stations and
on schedules of 12 onc-minute announcements for 13 wecks. One-
time rates were not used because Katz felt they were “unrealistic.”

Here are tlie results for the past two years {as of January 1 of

Percent Increase Over

Previous Year

= DAYTIME  NIGHTTIME

5 1957 over 1936 +1.87% —5.2%

2 1958 over 1957 +3.2 —0.5 5
ﬁlmlﬂ aall oA My I 0 i | i i ='

mately five years since they have
been in common usage because they
allow the advertiser to buy the medi-
um more efficiently. During this
time, plans have evolved from Gs,
12's and 24's 1o frequencies common-
ly running as high as 60, 72, 84 and
96. Another development has been
1o increase the number of conuner-
ctals [rom minute amouncements to
include 30%s, 20's and ID's.

Back in the pre-television era an
advertiser could buy one announce-
ment on the Jack Benny program
and reach 34 percent of America,
another representative points out.
Alter tv, the advertiser’s thinking
had 10 be revised in keeping with the
new character of radio. In addition
to promoting frequency, package
plans were designed to auwract busi-
ness to a particular station. this
spokesman says.

Cutthroat Competition

“When the number of radio sta-
tions jumped from 800 to 3,200,” he
states, “‘competition became cut-
throat. Stations and representatives
began to use packages to lure adver-
tisers and timebuyers into their own
corner. They began to pile package
upon package always seeking to top
the competition with a slightly dil-
ferent and cheaper version.

“What has happened, as a result,
is such a confusing jumble that agen-
cy people are beginning to rebel.
They are begging for more uniform-
ity and simplicity. They want, in
particular, to have time period classi-
fications standardized and to have
fewer rate differentials for these same
time periods.”

This executive states that since

WWW americanradiohistorv.com

circulation figures are different for
different times ol the day, it would
be impractical to charge a single
rate, “although this would be ideal.”

Mr. McCoy would also like to see
a single rate, but would setle for
“five or six” frequency rates in each
time category.

Daniel Denenholz, vice president
in charge of reseaxrch and promotion,
Katz Agency, New York, feels that
package plans as generally set up
today “fit the current trend of time-
buying practices because the adver-
tiser doesn’t want to buy the same
time every day. He wants to reach
the different audiences that tune in
and out, and packages make it easier
and cheaper for him to spread his
buys throughout the day.”

Mr. Denenholz does not feel that
it matters what terminology is em-
ployed in classifving these times “be-
causc it's the same time hy any
nante.” .

An executive of another New York
representative firm believes that nei-
ther titme classifications nor their
rates can or should be stancdardized
since “the sitwations differ from mar-
ket to market. In some cities, for
example, driving times are longer
than in other towns and draw larger
listening audiences than in cities of
similar size where commuting habits
may involve greater use of public
transportation facilities. \s a result,
both rates and classifications muest
vary according to individual condi-
tions.”

While the exact formula for rate
changes differs, representatives are
showing increased interest in altering
plans to meet what each feels are
the needs of the advertiser and ad-
vertising agency. e o o
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president ol Erwin \Wasey,
Ruthrauft & Ryan Inc, ad-
vertising ageney for Rootwes Motors.
We know you will all welcome the
fact that Hillman is going 1o "take to
the ait’ in July, Not with a new jet
plane, to be sure, but with a series
of 1adio messages directed to your
primary  prospects in  your mar-
SOl . w
With this recorded message, sent
out to niearly 175 of Rootes’ 650 U. S.
dealers and containing samples of iis
new clecuro-transcriptions, Hillman
took its biggest plunge into radio
since the car’s imroduction into the
1. S. murker a decade ago.
Nearlvy 15 percent of the Briush
anto firm's all-media ad buiget for
the six-month period starting Jiily 1

]
E “This s David Williams,

wWww.americanradiohistorv.com

Hillman's Weekend

was to be spent in tour summer
weekends, The campaign called for
saturation spot announcements in
seven major markets. Hillman would
average lrom 15 to 35 announce-
ments a weekend on three stations
i New York, two in Boston. two in
Philadelphia, two in Washington
two in Chicago, three in Sin Fran-
cisco and seven in Los Angeles.
“Play these messages to your or-
ganizazion,” Mr. Williams urged the
tlealers. “Listen to them on the air
and, if possible, supptement them
with your own local campaigns.”
They had only 1o fill out an enclosed
order blank, he said, and the agency
would sewd the transcriptions to
“start your own memorable cam-
Ppaign on one or more of your local
radio stations. When you supple-
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ment  Rootes” national canpaign
with your own local advertising you
will derive the uwmost value {rom it.
We urge you to tie in!”

Why did the agency have to sell
the dealers on using radio to sell
Hillmans?> “A basic reason,” savs
J. T. Panks, managing diector of
Roote. Motors Inc. in the U, S, “is
that dealers are accustomed to seeing
their ads in print. After all, we were
not very well known in the U. §.
until about a year ago and we [elt
paper media would visually present
our product.

“Our dealers are now strong
enough to initiate their own local
advertising and promotional activi-
ties, and national radio gives them
an excellent base to build upon.
Naturally,” My, Panks adds, “we

U.S. RADIO o September 1958

L

Sporadic radio user in past,

English firm finds results with

four weekends of saturgtion spot

kuew we could veach nore prospects
at a lower cost during July and Au-
gust when people spend more time
out of doors aud iu their cars—Iis-
tening 1o portable and car radios.”
Spot radio had bheen used sporadi-
cally by Hillman in various markets
throughout the country to stimulate
sales, according to Mr. Panks. “We
were impressed by radio’s relatively
low cost. We found out in scattered
markets froin Boston ta Wichita to
Los Angeles that you can do quite a
bit of setling with little money.
“And early results of our big sum-
mer weekend saturation indicate
that we again are doing quite a bit
of selling.” Mr. Panks reports that
Hillman sales should reach an all-
time high of 22,500 in this country
for 1958 and that the figure could be
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25 percent higher it more cars were
available (Rootes supplies dealers
in 152 markets around the worldj.
About 13,500 Hillmans were sold
here in 1957 and only 4,300 in 1956.

Dealer enthusiasm for the radio
campaign is also running high, Mr.
Pranks notes. In the major cities,
dealers tied in with the saturation
individually and in pairs. “Reports
from Rootes field men, who made
a special point of checking dealers
on results of the campaign, show
that there has been a definite rise in
floor wraffic attributable to the satu-
ration, And the off-beat, humorous
approach of the messages,” he adds,
“has caused very favorable comment
from prospects.”

There are other reasons for Hill-
wman’s large buy in the sound me-
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dium, reports John Lowden, Rootes
account execntive at EWREKR, “For
one thing,” he reveals, “Sir Williun
Rootes, chavrmun of the board of
the parent company, s very muth in
favor of vadio through results of i
use i England, Ao, he has been
impressed  durving his many  visits
here with the extensive use of radio
advertising by other  automobile
companies and by having seen hirst
hand the success that a hmited use
of vadio had branght 10 Rootes.

“The timing ol this stmer sat-
wration was abo important,” My,
Lowden dectares. In the past vem
or »o. he points out. imported cars
have suddenly caught on in this
comntry,  Aho, there is o feeling
amohg somie i the industry  that
1959 will be ;i buyer's manket. “For
these reasons, we fre bending every
cffort now to establish Hillman's
quality and name in the mhxls of
the public.”

Is it worth using vadio oy sell a
foreign car? Yes, say the EWRER
media ])cnple, discounting o Ford
vice president’s recent deseription ol
foreign car cuwstomers as o small,
steveotyped group. Benson Ford hacd
descvibed them as “largely in the

widdle and upper mcome group L.
genevally college cducated . . - une
willing lor reasons ol prestige 1o buy
aed car ., . keeping up withe the

Joneses,” FAMWRKR excecutives calf
this “a generalization that s no
longer valid.”

Not a Status Symbol

“A car usedd to be a status symial,”
<itys Mr. Lowden, “and therelare the
connuuity leader wanted a car that
reflecred his p‘];_u ¢ in the commmunity.
But nowadays people are spending
njore and more on luxuries—vica
tions, boats, do-it-yoursell outhts in
the basement—and they are not so
interested in paving a Livge amomti
for a car,

"Trite as it sounds, we're inter-
ested in everyone, Lveryone i3 i
prospect, from the §3,500-0 year nrt
to the S$100.000a-year man.  And
cversone listens to vadio, that's the
thing!™

In his wanscribed message Yo the
dealers, ageacy President Williams
had explained this thesis, declaring
that the July 10 August spot radio
compaign “will be diveaed 1o the
weekend listening awdience, an ay-

David B. Williams, president of EWRER

J. T. Panls, managing dir., Rootes Mofort
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dience with radio sets tuned in o
Kev stations, outdoors as well as in-
doors. Now, these listeners are go
ing to be unusually conscious of any
mewage invelving automobiles be.
cause automobiles play a great part
e theiv hves, pardiculorly in the
summer. And we are sure they'll
Sit up and uike notive” when they
hear such unusual commercials as
this:

"SOUND: APPLAUSE

FIRST MAN: (Enthusias-
tically) Great going,
Bill Carr. By answering
that question correctly
you became the first man
on tv entitled to 200
billion dollars. Now,
here's your choice. You
can take the 200 billion
dollars cash or this
brand-new British-=-built
Hillman car.

SOUND: Man's footsteps.
Door of car opening,
closing, car starting
and driving off to thun-
dercus applause.”

AL the outsel of this campiign
we weie faced with a dilemma,”
states Doug MacNamee, vice presi-
dent and radiotv copy creative di-
rector at EWR&R. “In the shortest
possible time (10 1 30 seconds) we
had 1o give the complete Hillbman
hmage.”

The messages, he explains, had o
have a British {lavor and he arrest-
ing—and still have cvery word orys
tal cleav. This precuded a jingle.
There also had to he “that certun
aura” thal goes with buying a lor:
eign caf —giving the custoiner a
feeling of some discrimination wnd
cood taste without the old “snoh
appeal.” Bat he also had to be 10ld
that it was an econonical, sowasl in-
vesument.

“In other words,” savs Mr. Mac-
Namee, “we had to shoot uwpwards
as wel] as downwards—downwards
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Commercials for Hillman's summer weekend saturation campaign are reviewed by EWR&R's Hillman account group. They are (left to right] Preston
Selvage, asst. account exec.; B. W, Matthews, v.p. and account supervisor;, John Farris, radio-tv copy group head; Douglas MacNamee, v.p. and
radio-tv copy chief, and John Lowden, account exec. They agreed that the more variety, the more effective the announcements would be.

in the sense that it’s a catr that even
with air conditioning sells for only
a little over $2,000. And upwards in
the sense that people who can afford
the highest price car should buy it.”

Mr. MacNammee aund copywriter
John Farris drew up three rules for
the commercials:

¢ The approach must clearly mark
the car as British.

¢ They must be semi-bumorous to
give them some real flavor and
memorability.

e They must stress economy.

At example is liis 20-second spot:

ENGLISHMAN: What makes
Hillman your first
choice amongst imported
cars?

AMERICAN: It gives you
more car for your dol-
lar!

ENGLISHMAN: Right-o!
Rated number one in
England, too.

AMERICAN: Plenty of room
inside—and a big trunk!
ENGLISHMAN: Trunk? Oh,
of course, the boot.
Splendid power unit, too
« +» +« A wizard saloon!
AMERICAN: Saloon? Oh
yes, the Hillman sedan
is beautifully styled.
See your Hillman Sunbeam
dealer today.

U.S. RADIO s September 1938

“This conmercial was designed
for the listener who, because of the
time that he heard it, would have
transportation on his mind. e
knew that the listener, no matter
whether on the beach, on a picnic or
in the house had used transportation
to get 1o this listening post,” M.
AlacNamee points out.

Variety Approach

Another concept Tollowed by the
writing team was that the more va-
riety in commercials the more efiec-
tive (he campaign. “Generally
speaking,” he says, “‘on a low budget
vou usually take one approach and
hammer it home. We wried for va-
riety in order to continue fo intrigue
the same listeners,”

Seven ditterent ET’s went outl to
the 21 stations employed: WNE\WY,
WOR and WPAT in the New York
area; WBBA and W][]D Chicago;
WCOP and WRZAWBZA in the
Boston area; WCAU and WPEN
Philadelphia; WAWWDC and WRC
Washington: KABC, KPOL, KDAY,
KPOP, KFWB, KFOX and KGIL in
the Los Angeles area, and KSFO,
KNBC and KY.\ San Francisco,

“Only with radio would this have
been possible. We received the value
of vrepetition in saturation radio
without the monotony of the same
message repeated verbatim. The pro-
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duction costs of a vaiety of ap-
proaches in any other medium
would have heen forbidding.”

\t the present time, Rootes is sell-
ing five Hillman and two Sunbeam
maodels in this counuy: Hillman
Minx sedan and convertible; Hill-
man Estate four door station wagon:
Hillman Special tour door sedan,
and Hillman Husky two door station
wagon; and Sunbeamn Rapier hard-
top and convertible “family sports
cans,

Hillman, not among the five top
selling imponted cars in 1956, moved
up 1o fitth pesition in 1957 and so
far this year ranks fourth behind
Volkswagen, Renault and the Eng
lish-built  Ford  (estimates  fromy
Automotive News). And although
the switch 1o foreign cars still 1ep-
reseits a very small bandwagon—it
accounts for about 8 percent of the
total market as compared 10 lews than
35 percent in 1957—IHhllman in-
tends to remain on it.

“There never had been any really
intensive use of radio spots belore.”
reflects EWRRRs My, Lowden. “But
with the excellent sales results that
are indicated fron: the campaign. the
rise i popularity of the Hillman
and tlie concomitant rise in the ad-
vertising budget —spot racdio has
cerrainly become a primary Rootes’
medium.” o o o


www.americanradiohistory.com

1

pel TR

oy 2

A )

Ll _,_3 h*‘.

,;llﬁl ( u \
How '

Radio

Fared in

The 85th

Little final action taken
on 80 bills and resolutions

introduced in past session



www.americanradiohistory.com

The second session of the

Birh Congress has adjourned.

For the broadcasting indus-
iy it las been a colortul—if not
enrirely productive——session. Pieces
of legislation bearing on broadcast-
ing were numerous, Hearings were
lengthy and the nme devoted to
them by both government and indus-
try added up to a staggering number
of man hours.

In the final surge of activity that
characterizes Congress when it is
straining to close up shop, major
bills on such immediate natters as
federal aid to education, foreign aid
and social security relegated broad-
cast législation to a back seat . .
thus preserving the status quo.

The chief areas of interest in
broadcasting in Congress were re-
flected in the legislation authored by
members of the House and Senate.
An approximate total of 80 bills and
resolutions on broadcast matters or
subjects related to broadcasting were
written in the past session by 49 rep-
resentatives and 16 senators.

Twenty-four of them were anti-
pay-tv . .. 20 in the House; four in
the Senate.

Twenty of them were bills ad-
vancing recommendations for ethical
codes for members of the legislative
and executive branches of the gov-
ernment . . . 13 in the House; seven
in the Senate.

Nine of them were excise tax re-
peal bills . . . seven in the House;
two in the Senate.

Eight of them were on sports anti-
trust legislation . . . seven in the
House; one in the Senate.

ASCAP vs. BMI .

In addition to these bills, there
was one other major matter of broad-
cast importance that occurred the
past session. This was the ASCAP-
BMI hearings which were the out-
come of legislation introduced in the
previous session by Senator George
Smathers (D-Fla.) making it unlaw-
ful for broadcasters to engage in the
music publishing, licensing aud re-
coriling business.

The Senate Commerce Committee
alsn paid some attention to the ad-
visability of giving the FCC regula-
tory power over networks, a course
of action recommended by Senator
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John W. Bricker (R-O.) in a bill he
wrote four years ago.

Although no new legislation was
introduced in the past session to ban
the advertising of alcoholic beverages
in interstate commerce, the issue is
still alive on the Hill. The “drys”
of the nation continue to crusade for
the passage of such legislation which
would—amongother things—remove
all beer and wine advertising from
radio sponsorship.

In the last session, 169 petitions
related to broadcasting were on rec-
ord. Of that total, 154 urged the
enactment of anti-alcoholic beverage
legislation.

No New Information

The Senate Commerce Committee
heard more pros and cons on the
alcoholic beverage issue in April, but
it’s significant that the House did
not hold hearings presumably be.
cause it felt no new information
would be forthcoming.

Actually, the key to how well the
broadcasting industry fared in the
second session of the 85th Congress
can be found in terms of what didn’t
happen rather than what did.

ASCAP members did not succeed
in convincing a Senate Commerce
Communications Subcommittee that
BMI was bent on wrecking the so-
ciety by excluding ASCAP music
from the air.

Pay tv—which could have spelled
the end of free broadcasting in radio
as well as in television—did not get
a congressional green light.

Professional sports did not gain
exemption from the antitrust laws—
which, if they had, would have seri-
ously limited radio coverage of pro
games.

A proposal to place networks un-
der the direct regulation of the FCC
did not get past the doors of the
Senate Commerce Committee hear-
ing room.

For Dbroadcasters, these were all
plus developments in a controversial
and highly scrutinized industry that
has learned the hard way to hold its
own on Capitol Hill.

The only piece of pertinent legis-
lation to run the hazardous gamut of
House passage, Senate passage and a
final Presidential signature was a
“freedom of information™ bill au-
thored by Representative John Moss
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(D-Calif.). It was passed by the
House in April, by the Senate late in
the session and signed by the Presi-
dent in mid-August.

The bill amiended the 169-year-old
“housekeeping statute” and is a defi-
nite shot in the arm for the cause
of the people’s right to know. The
bill, subject ol lengthy hearings by a
Moss subcommittee, prohibits the
executive branch of the govermnent
from withholding information to the
public. Its passuge serves as a stop-
light to government censorship in
many areas of public inforination.

By far the most dramatic and
headline making hearing in the past
session of Congress was in the Cau-
cus Room of the Old House Office
Building. The House Legislative
Oversight Subcommittee held forth
almost daily on the general subject
of whether or not federal regulatory
agencies were administering the law
as Congress intended.

The Subcommittee, however, did
not close its books with adjourn-
ment. In the last weeks of the session
the House voted an additional $60,-
000 to continue the probe.

FCC Hearings

Until Sherman Adams’ vicuna coat
became a topic of national interest,
the subcommittee, chairmanned by
Representative  Oren Harris  (D-
Ark)) who is also chairman of the
parent House Commerce Commiittee,
devoted its time almost exclusively to
the Federal Communications Com-
mission and alleged misconduct of
its commissioners.

It was a messy business bogged
down frequently in name calling, ac-
cusations and inter-coinmittee wran-
gling. Representative Morgan Moul-
der (D-Mo.), original subcommittee
chairman, soon despaired of run-
ning an orderly investigation and
quit. Bernard Schwartz, chiel coun-
sel and mastermind of the investiga-
tion, was fired.

The FCC appeared and reap-
peared before the subcommittee and
one commissioner—Richard A. Mack
—"“resigned” in early March after
lengthy testimony before a subcom-
mittee not satisfied with his answers.

The outcome of the FCC’s Caucus
Room ordeal was a flood of proposed
legislation to immunize the agency
from pressure tactics from outside
and inside government and to set up
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a code ol ethics which would govern
the actions aid conduct ol connnis-
SIONCTS.

The subcommittee late in the ses-
sion drafted a bill directing the FCC
to adopt a cade of ethies within six
wonths, “I'he hill, originally inwo-
duged by Chairman Harvis, alvo (1)
gives the President specific power o
fire a commiwioncr “lor negleet ol
dury ar malleasianee o office but Tor
no other reason™ (2) forbids com-
missioners 1o accept Chonorariums”
and (3) divects that all parties con-
cerned in cases of adjudication bes
fore the FCC be advised on all com-
munivations and that these be utade
a imatter ol public record,

But Mr. Hurris stalled wo Jong
i reporting the legistation out of
commttee. No caode of ethics hill
pased the 85th Congress.

What might be considered a nega-
tive svictory for opponents of pav-ty
came late in July when the FCC at
the behest of Loth the House auel
Senate announced that it lidd no
plans to do anvthing about author-
izing tests until the next session ol
Congress.  The iswsue, therefore, is
not dead as those who oppose it
would like it to be. 11 has just heen
shelved temporarily. The FCC has
mercly thrown the ball back w the
team on Capitol Hill.

F'ypical of Congresy’ autitinle to-
ward pav-tv was a comment macde In
Representative Thomas Lane (D-
Aliss) when he inroduced anti-pay-
o legislation, “We have never con.
templated such a split personality
for radio. Why then should we foster
it in television?” Lane asked,

n termis of endurance, a Seir
ate Commnnimications Subconunitee,
chaivinanned by Senator John Pas-
tore (D-R. 1), gave the House Legiv
lative  Oversight Subcommittee a
lose Tace, The Pastore subcommniit-
ree heard ASCAP member grievances

inst BMI off and oir from mid-
AY through the end of Julv.
Fhroughout the very 1alky hearings
ASCAP witnesses maintained that
they had no objection 10 the exist-
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cuce of BMI asy long as it was mot
broadceaster-owned. But the subconr
mittee was evidently more impressed
withh BMI westimony  which  coun-
tered that ASCAD mnisic has always
heen dominant on the airwaves and
that the Smathers legislation was un-
necessary anl discriminatory.

\s the hearings concluded, il ap-
peared that even Senator Smuathers
was not overly enthusiastic about the
idea of killing BMI He made an
appearance at only one session. Sena-
tor Pastore simply passed the record
on o the Justice Department and 1o
the FCC and the nratzer was unceres
woniomsly Lrid o rest

No ‘Blsnk Check’

The bDlank thedk  prolessional
sports was hoping lor 1§y the passage
ol legislation exemipting pro sports
events lrom the antitrust law was
torn up in the final days ol the sew
sion belore it was ever signed. “The
Howuse-passed bnll cimne to a grinding
halt in hearings belove the Senate
Anditmne Subcommtittee ol which
Senator Estes Kelanver (D-Tenn.) is
chairman. Had the legislation heen
enacted, spotts interests wonkl have
been in a position 1o silence radio
coverage ol a great number ol loot-
ball, baseball, hockey and basketball
games. This blanketexemption leg-
islation was a substitute for a more
maoderate bill authoved by Represen:
tative  Emanucl  Celler (D.NY)
who advocated antitrust exemption
lor prolessional sports where there
wis a “reasonably necessary” require-
ment flor such exemption.

When the legislation failed 1o
reach the Senate floor, pro baseball
again emerged the whipping bay ol
professional sports. Baseball alveady
enjoys a partial antitrust exemption
as lar as its “internal aftairs” arve
concerned.  But a baseball lobby
wits —and still is — the motivating
force behind the proposed legisla-
tion.

Senafor Bricker again had Irs way
m getting a proposal to place net-
works under FCC regulation on the
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Senate Coinerce Commitiee agen-
da. But that was as fax as the legisla-
tion went in the last session. Coming
as it did so Late in the session, it was
actually a token hearing designed to
extend Inrther the record on a mat-
ter that lras been very thorouglily
considered in 1he pasl.  Network
executives argued that the DBricker
bill is vague and meaningless since
it is apparently intended to give the
FCC power 1o do divectly what it
can now do indirectly through. the
networks’ owned munl aperated sta-
1003,

Congressional mterest in the uses
ol riclio spectrum, fostered in dlie
Senate by Senator Charles Pouter (R-
Mich.)) aned in the House by Repre
sentative William Bray (R-1L), com
tinucd 10 mount in the past sessicm
and culminated 0. a  resolution
adopted unantmously hy the Senate
in late July to create a special (rve-
mait commission to investigate the
use federal agencies make ol radio-te
spectrum space allocated 1o thent.

Both Messrs. Potter and Bray lird
introduced hilts in the first session
ol the 83th Congress wrging such a
study., This was all right with the
White House as [ar as it went. The
President, however, soon alter the
resolution was adopted by the Senate
aml belore Representative Bray's was
adopted by the House, advanced a
recommendation that the study in-
clude non-govermnent as well as gov.
ernnent users ol broadcast [requen:
cies. Chaivman Doerler agreed.

sut the propsect of a general over-
all spectrum study proved so contro-
versial—at least o the past Corr
gressional session—that . died in
the House where it was taken off the
calendar before it even got 1o the
floor.

Taking an over-all view of the
congressional session, not much in
the way ol legislation affecting
broudeasting was passed. When the
86th Congress gets under way after
the sununer recess, the very samne
problems the representatives and
senators left unsettled will be on the
Hill jo greet them. « o o
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Who Did What in the Second Session of the 85th Congress

This is the majority of the broadcast legislation introduced in the second session of the
85th Congress along with the names of senators and congressmen who sponsored the hills.
Except where otherwise indicated. the legislator introduced just one picce of legislation:

Anti-Pay-Tv Bills

Sports Antitrust Legislation

Excise Tax Repeal Bills

Beamer (R-Ind.)
Bray (R.Ind.)
Burdick (R-N.D.)
Dingell (2) (D-
Mich.) S.C.)
Hemphill (D-S.C.)
Lane (D-Mass.)
Lennon (D-N.C.)
Mack (D-IIl.)
Madden (D-Ind.)
Morano (R-Conn.)
Moore {R-W.Va.)
Morrison (D-La.)
Nimtz (R-Ind.)
O’Konski (R-Wis.)
Powell (D-N.Y.)
Rogers (R-Mass.)
Santangelo {D-
N.Y)
Springer (R-IlL.)
] Radwon (R-N.Y.}

House

Celler {D-N.Y.)
Dooley (R-N.Y.)
Harris (D-Ark.)
Keating (R-N.Y.)
Miller (R-N.Y.)
Rogers (D-Colo.)
“alter (D-Pa.)

Senate
Langer (R-N.D.)
Mansfield (D-

Mont. }
Thurmond (D-

House

Tll_\"e (R-Minn.)

Senate

Hennings (D-
Mo.}, (co-spon-
sored by 19
fellow senators)

Senate

Douglas (D-IlL.)
Mansfield (D-
Mont. )

House
Bray (R-Ind.)
Coliier (K-111.)
Machrowicz (D-

Mich.)
Mason (R-I1l.)
Price (2) (D-IIl.)
Morrison (D-La.)

Code of Ethics and Conduct—
In Office Legislation

Miscellaneous Legislation

House

Bennett (D-Fla.)
Celler {(D-N.Y.)
Cramer (R-Fla.)
Derounian (R-N.Y.)
Dooley {R-N.Y.)
Harris (D-Ark.)
Keating (2) (R-N.Y.)
Moulder (D-Mo.)
Reuss (D-Wis.)
Tewes (2) (R-Wis.)
Wolverton (R-N.J.)

Senate

Bush (R-Conn.)
Case (R-N.].)

Javits (2) (R-N.Y.)
Magnuson (D-Wash.)
Neuberger (D-Ore.)
Proxmier (D-Wis.)

House

{a} Abernathy (D-Miss.)

{b) Baker (R.Tenn.)
(c-d) Boggs (D-La.)
{e) Celler (D-N.Y.)
(f) Hays (D-Ark.)

{g) Hosmer (R-Calif.)

() Hyde (R-Md.)
(i} Johnson (R-Wis.}
(j) O'Brien (D-N.Y.)

(k) Thompsen (D-N.]J.)

{c) Udall (D-Ariz.}
(g) Wright (D-Tex.)

(p) Blatnik {D-Minn.)

Senate

{I) Bricker (R-Ohio)
(h) Butler (R-Ohio)
(m} Morse (D-Ore.)
(n) O'Mahoney (D-Wyo.)
(o) Magnuson (D-Wash.)

-

(a)
(b)

(c)
(d)
(e)
(f)

(g)
(h)

U.S. RADIO
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bill amending Fair Labor Standards Act.

bili amending Internal Revnue Code permitting taxpayer to
treat useful life of new property as period equalling one half
of useful life.

bill to speed up use of tv facilities in education.

bill to amend Communications Act to improve certain broad-
cast facilities.

bill amending Clayton Act requiring prior notification of
corporate mergers and acquisitions.

bill which, in amending election laws, would exempt broad-
casters from libel for defamatory statements made by candi-
dates on stations: would eliminate present equal-time pro.
vision.

bill outlawing subliminal perception advertising.

bill amending Administrative Procedures Act.

September 1958

()
(j)
(k)
)
(m)
(n)
(o)

(p)

bill to prohibit public utilities from deducting advertising
and lobbying expenditures.

bill allowing additional credit for advertising expenses.

bill amending U.S. Code applying to copyright. providing for
selective deposit of recordings of copyrighted works in
Congressional library.

proposal for establishment of intercontinental network linking
U.S. with Mexico and South America.

resolution calling for seven-man Senate Committee to study
independent agencies operations.

bill prohibiting issuance of tv licenses to airlines.

bill to amend Communications Act allowing mergers of U.S.
firms providing radio and cable service, subject to FCC ap-
proval,

bill to label cigarette packages for tar and nicotine content
and empower FTC to inspect all cigarettes.
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RAB Helps Break
Through Radio
Measurement

In its second-quarter report, the

bureau provides increased data

00 spot and network buys

Barrier

Rifinn lveriming  Burean

h iy taking o lig siep toward

v breaking thoough the radio
measuwrement banrier with the relense

of tabular marerial revealing:
e A exleisive list ol ajaul raelin's
chienis,

o The number ol annmoumoeimieiing
they Lnay ey a lavge crims sectii
ol the medinm,

o The leneth of announcements
unedd franging froon HY thiroaagh
0 serondy) .

No. of Announcements Mumber of Programs
(by length in seconds) by length in minutes)

Top 30 Spot 10 20 30 60 5 10 15 | over
Advertisers sec. | sec. | sec. | sec. | min. | min. | min. | 135

1. R. J. REYNOLDS TOBACCO CO. 156 28,716 19 kL

2. FORD MOTOR CO. 373 199 168 | 20345 | 287 b5 130 71

3. AMERICAN TOBACCO CO. 2,168 17.305 T4

4, LEVER BROS. CO. 1,923 | 560 30 | 16014

5. BEST FOODS, INC. 274 50 172 | 14,893 5

6. GENERAL MOTORS CORP. 162 | 375 14,038

7. STERLING DRUG, INC. 176 88 | 11,932 | uom EF!

8. COLGATE.PALMOLIVE CO. 288 11,499 14

¢. TEXAS CO. 18| 282 10312 | 307

10. LIGGETT & MYERS TOBACCO CO. 172 | 392 803 9505 | 1%k

11. SINCLAIR REFINING CO. *32,954 r

12. ANHEUSER-BUSCH, INC. 2,146 | 1.620 176 5.215 2 71

13. PENICK & FORD LTD., INC. 6828

14. AMERICAN HOME PRODUCTS CORP. | 2,134 5,407 kL]

15. FOSTER-MILBURN CO. 5 3l& 318

16. BRISTOL.MYERS CO. £,557

17. SHELL OIL CO. 87 1874 | 1LEIE las poi )

18. CONTINENTAL BAKING CO., INC. 5,381 IR0

19. GENERAL FOODS CORP. 49 36 191 5,148

20. BEECH-NUT LIFE SAVERS, INC. 400 | 1,688 32 3,753

7). STANDARD BRANDS, INC. 4) 4978 21

22. SUN OIL CO. 4967

23. CITIES SERVICE CO. 4934

24. CARLING BREWING CO., INC. 216 | 952 | 3.398 1,263 0%

25. CONTINENTAL OIL CO, 4007 | 394 19

26. PLOUGH, INC. 4584

27. PROCTER & GAMBLE CO. 4,559

28. ESKIMO PIE CORP. 2313 144 3,272

2¢. RALSTON.PURINA CO. 3,834 09 154 7

3C. TETLEY TEA CO. INC. 7 4.38)

*Announcements are shorter then 10 seconds in length.

www.americanradiohistorv.com

U. S, RAINGO = tirp:l:‘m!:rr 14538



www.americanradiohistory.com

o The lengths ol programs pur-

chased.

The data covers nctwork vadio
also, indicating who the clients ave,
but listing only the five leading net-
work nsers as such and grouping the
next 20 leaders without ranking
them. It also covers which networks
and how lllill]y S[illi()lls are <me-
ployed.

Obviously, one ol RAB's ulthnate
goals is 1o provide dollar figures lor
both network and spot. The stum-
bling blocks are many, however,
chiefly the reluctance by the indus.
try 1o relexse compectitive jnforma-
tion.

But Kevin B. Sweeney, president
of RAB, [cels that “the industry is
determined to evolve increasingly
comprehensive data on who bays
what in radio.

“Obviously the availability of this
material will stimuiate increased use
of radio. The urge to counter the
opposition has meant more business
over the year than many a more-
discussed lactor.

“Aside from this straightforward,
practical move,” he asserts, “radio
will continue expanding the data it
makes available because it is in the

best interests ol its clients to do so
and becanse they have asked for the
inlormation repeatedly.”

Highlight lacts ol the 80-page ve-
port, now being issued by RAB, are
that L3 brand advertisers bought
an estimated two million annonnce-
ments in the second quarter of 1958
(the period covered by the survey).
They banght an estimated 90,000
progranns. Among the top 109 all-
media advertsers of 1957, 76 percent
ol those “eligible to do so” (i.e., all
but liquor companies) used radio.

T'hese totals in themselves are not
evidence of increased radio activity,
RAB warns, lor while they are con-
siderably greater than thase reported
in RAB's first quarter study of radio
clients, that was a “pilot study” and
necessarily limited in scope. How-
ever, the bureau adds, other surveys
make it apparvent that the billings
inaease for radio “has continued
thronghout recession 958 after a
spectacular 1957."

RAB states that it sampled more
than 30 percent of spot radio's sell-
ers and had reports from all four
networks. The bureau feels that the
sample is large enough to “assme
that virtualtly every brand using the
medinm is put on record. And, in

the case ol most relatively active
brands, inlonmation is  complete
cinongh to show the luli pattern ol
the brand’s strategy.”

The leading spot radio client in
terms of activity, according to the
report, is the R, J. Reynokly Co,
with the heaviest weight behind its
Cimel and Winston brands, 1n see-
ondd place is the Ford Motor Co.,
whose Ford car got the heaviest
backing. Ldsel, however, accounted
lor one-fourth as many announce-
ments as the Ford brand during the
second (aarter.

“Among the lesser known {acts re-
vealed by the lisg,” savs John F.
Hardesty, RAB vice president and
general manager, i» the (legrce to
which Procter & Gamble has been
moving back into spot radio. Of
key significance also is the heavy use
of spot radio by strong regional com-
panies like White King Soap Co.,
in many cases outdoing national
brand activity in their own distribu-
tion areas.

“For other major national media,”
he says, “competitive facts like thesc
have been on record lor some time.
Progressively, RAB anticipates mak-
ing ore lacts available on radio
activity.” e o o

Second Quarter 1958 Spot Radio
Advertisers—By Category

Rank Category

l. Food and Grocery
Food and Grocery, General
Dairy
Bread. Flour. Cereal
Coffee
Cocking Ingredients, Condiments

ea

Meat, Fish, Fowl

Baby Foods

Food Chains
Gasoline, Lubricants
Tobacco Products
Ale, Beer and Wine
Cleansers
Drugs
Automotive
Toilet Requisites
Confections and Soft Drinks
Agriculture
. Finance
12. Transportation and Travel
13, Miscallaneous
14, Publications
15, Building Materials
| & Religious
17. Clothing, Apparrel, Accessories
18. Consumer Services
19. Household Products, General
20, Pet Products
11, Appliances
12. Watches, Jewelry, Silverware
23. Amusements
. Notions
25. Real Estate, Homes

LR e

=8

TOTAL
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Second Quarter 1958 Network Radio
Advertisers—By Category
% of Total Rank Category 9% of Total
25.0% B Drugs 16.5%
8.2% 2. Automotive 155
4.0 3. Food and Grocery 1.0
3.0 Food and Grocery, General 6.4%
2.7 Bread, Flour, Cereal 27
g: Cooking Ingredients, Condiments 1.0
IIZ Dairy 4
8 Coffee 2
1 Tea .2
1.5 Meat, Fish, Fowl| .
10.8 4, Religious 7.9
8.3 5. Tobacco Products 7.8
7.4 6. Toilet Requisites 73
6.7 7. Cleansers 5.4
6.4 8. Miscellaneous 38
4.2 9. Ale, Beer and Wine 3.7
;g 1C. Confections and Soft Drinks 3.2
2.2 1. Household Products, General 2.6
2:| 12. Publications 2.3
.7 13. Finance 1.9
1.3 14. Transportation and Travel 1.8
1.2 15. Appliances 1.7
1.2 16, Woaiches, Jewelry and Silverware 1.6
[N} 17. Gasoline, Lubricants 1.4
9 18. Consumer Services 1.2
9 19.  Building Materials Il
7 20. Agriculture 1.1
5 21. Pet Products 4
'24 ‘22, Notions 4
1 23, Amusements 2
I 24, Clothing, Apparel and Accessories 2
100.0% TOTAL 100.0%
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Radio News:
imporiant Past,

Vital

Perhaps oo optimistically 1

like to think that | have nol

vet reached that point in life

awhen reminiscence becomes u habit

Akl yet the particular branch of

journmalism to which 1 find myscll

clinging (sometimes rather precari-

ously) is still so voung that even a

practitioner of relatively tender yeurs

can legitimately assume the mellow

l]]l)()(l and manner of a SC:ISO[]C([

veteran. and say. 1 iemember
when. . . ."”

Actuitlly, southful though 1 s,
vadio news veached maturity at a
very carly stage. World War 1T saw
to that.

In fact, the swilr vise ol broadcist
news (o a position ol prominence has
been onc of the great phenomena of
our time. You don’t have to be very
old o remember the early 19307
when theve were almost no news
prograwms on the air at all as we
know theni. As late as 1936, news on
the air was generally limited to five-
minute capsule summaries. At firsg,
there was a notable reluctance on
the part of the press associations o
lel radjo siations make any use ol
«heiv facilities; at one point this re-
hictance became so marked that CBS
even set up ifs own news service,

It seems strange o realize that the
press associations and the newspapers
once thought of radio as a threat to
their position in keeping the people
informed. The limitations of time,
of course, prohibit the comprehen-
sive detail and background that a
great newspaper like the New York

36

Fulture

Times will always provide, Rudio's
crowiIing :u.‘l\':mmgc is that of im-
|u£‘di;u)-——-nl being able to report an
eveni s it happens, or immediately
alterwatl.

Oue of the hirst 1 make [ull wse
ol this immediaa factor was Paul
White, the num who presided over
CBS News in ity formative stages
and who was inswumental in naking
it a great news organization. It was
at the time of the Munich orisis that
White set up the fisse World News
Rowundup, depending in large pan
on direet reports from plices where
the news was happening.

Widespread Acceptance

Earbier this year, we observed the
20th anniversary of this wype of pro-
gram, which has since come into
widespread newwork use. NBC, ABC
and Muaural, as well as CBS, all now
lave similar pragrams on the air.
Their nationwide acceptance by net-
work alhliates is a goad indication
of their continner success.

Over the years, radio news has
also heen noted lor its growing use
ol special events coverage. The sane
Munich crisis which gave birth o
the Roundup was marked also by
samething ahnost unique up o that
time—the wholesale cancellation of
CBS’ regular network programs in
order to make way for detailed spe-
cial coverage of fast-breaking devel-
opments in Europe. Often this cov-
crage ran for hours at a time, with
scarcely a break; and correspondents,
on constant call, literally slept beside
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the nnicrophones. This sort of thing
became so  comnmouplice during
World War Il—und on seme occa-
sions since then—that it is easy lo
forget what a rudical dJeparture it
Awins hhomt normal newwork practice
in 1938, Now it is universally ac-
wepted in times of cuisis.

[ think it is safe o say that this
willingness and determination to
“swarm” over a big story, more than
any other single lactor, established
radio news in the public ind as a
sevions and responsible medinm pf
information.

This—and the quality of some of
the newsmen whose voices became
familiar throughout the country.
Great and enduring reputations were
made quickly in the carly days—by
men like Ed Murreny, whose *This—
1s London™ bhecame onc of World
War IT's hest-known bywords . . . by
men like H. V. Kalwenborn, who
never shied away from analyzing any-
thing, and who still recalls with a
chuckle the time an overseas signal
dropped out suddenly and he found
himsell analyzing a prayer by the
Archibishop of Canterbury , . . and
Robert Trout, the Nawless, knowl-
edgeable reporter with the matchless
sense of timing and the impeccable
ad lib . .. and the late Elmer Davis,
whose memory is revered by all of
us who knew and workedd with him.
I' vividly remember him prowling
around the newsroom at 485 Mad-
ison Avenue, making pencilled notes
for his nightly news broadcast in his
crabbed script, then transcribing
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them on the typewriter complete
with cryptic abbreviations, at the
last possible moment. One night, 1
remeniber, Elmer handed his script
to the editor, and somehow it became
mislaid. Air time came and still no
script, so Elmer strolled into the
studio with his pencilled notes and
delivered the broadcast without a
fluff anyway.

Newsman’s Nightmare

Soine of us remember another oc.
casion, more recent, when the same
thing happened to Bob Trout. In
this case Bob didn’t even have pen-
cilled notes, so he ad-libbed the en-
tire broadcast from memory. Any-
one who thinks this is easy is hereby
invited 1o ry it sometime—jvhen
nobody is listening,

Radio news has indeed had irts
great men and its great days. The
q uestions now are: Are the great days
over? \Where does radio news go
[rom hefe?

My answer to the first question is
a decided “No.” I am happy to plead
a certain amount of personal bias,
burt it seems clear to me that radio
news—or 0 be more specific, net-
work radio news—has a great future,
and I am not setting any time limits
on it. 1 specify network radio news
not because of any prejudice against
local stations, which in many in-
stances have been doing a brilliant
job of expanding the coverage of
their immediate areas. 1 have seen
some Jocal news operations that
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frankly made me envious. And then
[ have seen other local operations
which consisted entirely of the an-
nouncer tearing off the latest five-
minute wire service radio hews sum-
mary and going on the air with it

In general, T think that only a net-
work has the facilities, the staff and
the money 1o provide really first-rate
news coverage of a world situation
which has become increasingly com-
plicated.

But—and here I tarii to the second
guestion—radio news cannot maint-
tain its position merely by standing
still. This is a great temptation, I
know, but the times and the circum-
stances will not allow it. To stand
stitl now is in effect to retreat. The
great danger is that radio news will
simply stick with a formula that has
been successiul up to now, but which
threatens stagnation il it continues.
This is not to say that the fornruia
itself will not continue to pay off
financially, at least at some levels.

However, from a point of view of
public service and responsibility, it
seems to me that now more thair ever
we have a genuine obligation to
keep the public well and thoroughly
informed

As I look at the state of radio news
today, 1 detect some disturbing
wrendds. One of these, 1 think, is the
growing reliance on five-mrinute
shows, which are all very well in
their own way, but do not in them-
selves constitute more extensive news
coverage. .\nother is the tendency 10

WwWWW . americanradiohistorv.com

DALLAS S.
TOWNSEND JR,

Has been wiith CB> News <iuce 1911,
holding a variety of position:: news
writer, news editor, director of <pecia)
events for radio, mamager of v news
broadcasts. tle is now New York anchor-
man on the CBS World News Roundup
(Monday through Saturday, 8 o 8:15
a.m. EDT). He graduated from Prince-
ton U. in 1940 and from the Graduate
Scliool of Journalism at Columbia U. in
1941.

slough off explanatory detail on com-
plicated storvies.

Radio news, especially in the
prime listening hours, 1s faced with
tremendous competition. This is a
challenge which the networks will
have to face with new ideas. and new
treatment of old ideas. T'his means
moie programming aimed at acluly,
intelligeitt listeners, covering unpor-
tant news in greater detzil. It means
more special reports on subjects
which cannot be covered adequately
in regular news programs: For exani-
ple, the one-hour special prograui on
Korean prisoners ol war which Ed
Murrow narated in June.

More Editorializing

It may mean more u.e ol the
right to editorialize, although, as
CBS President Frank Stanton point-
ed out in a speech o the National
Press Club last year, "Editorializing
over the air involves a whole cluster
ol problems that call for much wiser
solutions than we now have. and not
until they are found do we at CBS
leel that we can exercise this sig-
nificant right fully and in the public
interest.” But it certainhv means
greater emphasis on the stupendous
medical, scientific and technological
advances which up to now most of
us have tended to give the once-over-
lightly.

In short. if radio news is to main-
tain the reputation it has built up
over the vears, it has got 1o work for
it, and work hard. 1 feel sure that it
will. o« e @
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focus on radio

A Quick Glance At People, Places
And Events Around Radio-Land

A SOUTHERN BELLE, (8-year-old Judy Carlson of
Birmingham who later was runner.up in ths Miss
Universe contest, is crowned Miss Alabama by Ben
McKinnon, general manager of WSGN which spon-
sored event with the Junior Chamber of Commerce,

’ downtown Hollywood between appeals for a con-

i gressional write-in campaign for another statehood
}p@ our State Od ] bill. KDAY Los Angeles disc jockey Jim Haw-
‘t‘e’ m’ call m cOng thorne {right) and Honolulu disc jockey J. Auku-

€ head Pupule {second from right) led the appesl.

DOWNTOWN VYACATION FIESTA in
Peoria, lll, brings crowds back to the
stores during normally slack season.
WMBD broadcast from the roped-off
three-block zrea that had been turned
into a carnival site by merchants, and !
urged people dowatowa. They came.
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A SILVER ANNIVERSARY gift from AB-PT executives is admired by
President Leonard H. Goldenson ot a testimonial luncheon honering his
25 years in the entertainment industry. Simon B. Siegel. financial vice
president of American Broadeasting-Paramount Theatres, locks on at right.
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RADIO IS EVERYWHERE for sure in Nashville, Tenn., as WLAC's “Lake
Reporter,” Bill Allen, interviews a canceist o7 Old Hickory Lake. The
Saturday afterncon on-the-water interviews with boaters, dock operators
and fishermen include safety hints, weather information, fishing reports.

i

ﬁ A WEATHER REPORT was delivered to
" the door of KBMY Billings, Monf., during
the broadcast of a summer tornado warn.
ing, General Manager Ken Nybo (shown
here} and his staff worked through the
night erecting a temporary antenna; only
cight hours of broadcast !ime was lost,

ANSWERING AN APPEAL by WISN Milwaukee for funds to support
the widow of a local man who died in a heroic rescue attempt, listeners
raised more than $3,300 in 10 days. Mrs. Carl Cramer, the recipient,
accepts a check from Jack Puelicher (left). v.p. of Marshall & lisley
Baak, avd John B. Sozll, v.p. and mgr, of WISN Div. of Hearst Corp.

UsS. RADIO & September 1958

CLOCKS ARE PRIZES for salesmen of KGLO, Mason City, la., who
show Sales Manager Lloyd D. Loers results of a one-month seiling
contest. Prior to the start of the June contest, local radio billings
were already up 2 percent over a vear ago, and the contest is expected
to give the station its bigqest income year. Apparently nobody lost.
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BMI Introduces a New and Timely Program

THE WORLD OF THE MIND

As A COMPANION to its award-winning programs,
“The Book Parade” and “The American Story,”
BMI introduces a new series of timely scripts .
*“The World of the Mind.”

Prepared by BMI with the cooperation of the
American Association for the Advancement of
Sciencé and the American Council of Learned
Societies, “The World of the Mind” is available
to radio and television stations and to public

Radio and television stations will receive sample scripts and
further details in the mails. Please watch for this material. “The
world of the Mind™ series will be available only upon request,

BROADCAST

libraries and local boards of education for broads
cast purposes.

Fifty-two eminent scholars and scientists are
the authors of the programs which are each of
fifteen-minutes duration. The Sciences and the
Humanities are embraced equally in the wide
range of topics which form “The World of the
Mind” — a thorough and painstaking appraisal of
man’s perpetual search for knowledge and truth.

MUSIC, Inc.

589 FIFTH AVENUE, NEW YORK 17, N. Y.

NEW YORK ¢ CHICAGO *

HOLLYWOOD

TORONTO + MONTREAL

U, 8. RADIO
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Alaska:

Land of Opportunity
For Radio and Sponsors

Unique climate coupled with high
buying power is turning ‘49th’
state into potential boom for

the area’s commercial stations

\f = o b,
JUNEAU b2 '-:“?\gf\
5|TKA/§;;N‘U§?;.\
KETCHIKAN — el \

Advertisers’ ‘Untapped Revenue Source”

U. S. RADIO o September 1938

WwWWW. americanradiohistorv.com

As a result ol its impending

statehood, Alaska — for so

long a remote vastness in the
minds of many—will soon becomne
just another state full of “Home-
towns, U. S, A.” for many new resi-
dents and for the advertisers who sell
to them,

But however familiar the .Alaska
of the future becomes, this land mass
twice the size of Texas will retain
a uniqueness of its own, a climate
and a way of life whose qualities
underscore radio’s importance as an
informauon and advertiser vehicle.

Long davlight hours during the
summer months, following confining
and severe winters, attract Alaskans
to the out of doors where they listen
to the radio in their cars and on their
portables. And because of the ex-
wemes in climate, weather reports
assume unusual importance in pro-
gramming allotments.

Many of Alaska’s quarter of a mil-
lion inhabitants are either newly-
arrived, on military service or have
seasonal jobs, and as a comsequence
their thirst for news from home is
almost insatiable. Since the pros-
pective 49th state has no morning
or Sunday newspapers and since its
five television stations cannot always
reach certain outlying segments of
the population, radio has asswmned
leadership in personalizing the news.

According to Arthur Gordon, sales

41



www.americanradiohistory.com

{Q HOMETOWN U.S.A.

manager, National Time Siles Inc,
New York, “News is one of the main-
stivs ol most Alaskan broadcast op-
erations and particulm emphasis iy
placed on the Tocal doings in s
and cities throughout the U. s, I
an event occurs in J\tlan, for ex-
ample, the annonncer will stayt off,
‘Back on Peachtree Suweetr. . ..° 7

Of equal importance, he continues,
ave the extensive and Irequent re-
parts on the weather issued by all
stations. My, Gordon, whose finn
represents  KBYR  Anchorage and
KFRE Fairbanks, explainy that de-
tailed weather reports are a necessity
in Alaska not only becanse af the
extrenies in  tempevature and the
seveiin ol the winter clhiate, but
also becanse Alaskans own more air-
phmes per capita than in any other
section ol the workl “There's prac.
ticalh no other way 10 ravel any
distaince.” acconding to Warren Shu-
mai, assistant sales manager, “since
roads olten stop 10 o1 15 miles ot
side o ci”

Now that Alaska is being admiited
o statchood and will consequently
reccive ax moneys formerly going
to the ledecal government, more
roads will be built 4 soon as pos-
sible, he wuvs. I spite of the com
parative  lack  of  highwavs, most
Alaskans own automobiles and use
them {requently during the sunmner
months,

Car radio nid out-ol-home lisien.
ing on portables is a big part of the
ALiskan rachio picture because, conr-
wrany o populan beliel, Alaskan sum-
mers i mest areas are wam il not
liot—with temperatures in the 70's
and low 80'«. “Also,” Mr. Gordon
points out, “the people are very
spovtsmiinded and love the out ol
doors. Alter being cooped np -
ing the cold, sub-zero winter months,
they  burst ouwside when  suniuer
CONICS,

“In addition, between mid-March
and mid-October the diys in most
sections of \laska are very long,” he
savs. "During June, July and Au-
gust there are only a couple of hours
ol dusk around midnight and people
will be out riding e gardening at
H pm.”

Radio advertising, as a rvesuly, has

12

been somewhat seasonal witlt most
advertisers increasing their huys in
the warm-weather months. Another
very important factor has heen the
seisonal influx of construction work-
ers. “Many workers come up only
during the summer and retnrn home
when the climate Hmits building.”

These workers are extremely well
paid—as are all Alaskan job-halders
—and their buying power is con-

COMMERCIAL STATIONS.
IN ALASKA AND
THEIR REPRESENTATIVES!

Anchorage
KBYR

National Time Sales
New York

KENI

Midnight Sun Broadcasting Co.
New York

KFQD

Alaska Radio-Tv Sales

care of . Weed Radio

New York

Cordova

KLAM

Jemes C. Fletcher |r.
New York

Fairbanks

KFAR

Midnight Sun Broadcasting Co.
New York

KFRB
National Time Sales
New York

Juneau

KINY

Alaska Radio-Tv Sales
care of : Weed Radio
New Yark

KINO
Midnight Sun Broadcasting Co,
New York

Ketchikan

KTKN

Midnight Sun Broadcasting Co.
New York

Seward

KIBH

Alaska Radio-Tv Sales
care of : Weed Radio
New York

Sitka

KIFW

Alaska Radio-Tv Sales
care of : Weed Radio
New York

wwwW americanradiohistorv com
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siderable. \crording 1o the anion
wage scales this year, i carpentey 1e-
ceives $4.25 an hour; a plumber gets,
53; a common laborer earns $3.81,
and a waitress teeeives $14 {or an
cight-hour day plus tips.

“While the cost ol living is Tiigher
in Alaska than in the rest ol the
country,” Mr, Gordon says, “wages
keep quite a bit ahead of the cost
spiral. As @ result, numy Alaskans
and scasonal workers are uble to
pite up considerable capital”

According 1o Sales Management's
Sureey of Buying Power, May [958,
the average incowe per houschold in
Alaska is SI2,711. This compares
with an average ol $592% lop the
other -8 states.

Alaska's average per ¢aipita inconie
—the highest in the U, S.—is $2,703
compured o 501,751 for the rest of
the canntry, avcording wr the sime
SQTUT L,

“Fhiy represents o great untapped
source of revenue lor the natronal
advertiser,” My, Gordon declares. He
anticipates that because of Alaska’s
admission to statehood many adver-
tisers, formerly unaware of Alaska’s
potential, will begin Tullcale radio
campaigns there.

“I'he marker Irasin‘t changed sifce
statchaml,” he says, “but the pub-
lawe s awakened new interest
among, advertisers. [ would estimate
that theve awere approxinately 25 to
33 national advernsers 1 Alaskaw
radio helore statchood: by this e
next year, judging lrom inguiries
we've received, thiere shoulel bhe many
more.”

Right now, cigarettes, beer aud
solt drinks do a tot of radio buying.
These have sold well partly due o
the ont-oldoor Living and parvtly—
especially in the case o} beer—le-
cause there is such a preponderance
of men in Alaska.

“Whe average family unit has heen,
much smaller than in the U. S.
proper until the present  time,”
Mr. Gordoii says, “but with state-
hood most experis expect greadly in-
crensed immigration of families as
wel} as single persons. These people
will be in the market for all kinds of
goods and radio can play an inpor-
tant part in selling them.” o o o

U.S. RADIO e Seprember 1938
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commercial
clinic

Cater to the Individual
In Writing Commercials,

BBDO’s Siegel States

When a couturier designs a dress,
he is creating for a select lew—often
for a2 single customer — and he
tailors his  product accordingly.
When a national advertiser creates
a radio campaign, his potential mar-
ket may be in the millions rather
than the hundreds, but like the cou-
turier. if he wishes to sell his prod-
uct he must tailor it—and his com-
mercials—to ring a bell with the in-
dividual consumer,

Needless to say, the copywriter
canhot custom-write for each lis-
tencer, but he can and does write for
groups of listeners, catering wherever
possible to their special tastes. Ac-
cording to David Siegel, copywriter,
BBDO, New York, “IWhenever a
writer sits down at a typewriter he
should have a definite audience in
mind. .\ commercial must be writ-
ten cither for a specific program or a
specific market regardless af whether
the advertiser is buying one station
or 1,000,

Mr. Siegel, who has written for
Lucky Surike, .\ir France and Bris-
tol-Myers, among others, achwits that
personalizing commercials is quite a
trick lor the largescale advertiser
whore product appeals to a wide
cross section of people. While house-
wives and wruck-drivers, teenagers
and grandimothers all may smoke the
same cigarette, he says, you can't
sell then the same way.

Lucky Strike, a long-time user of
radio, solves the problem by prepar-
ing different “banks” of commercials
for the various audiences reached.
For example, there are sets of com-
mercials lor college stations, Spanish
langnage stations and Negro sta.
tions, in addition to popular wmnsic
stattons and conmercials to be heard

U.S. RADIO e September 1958

on sportscists.  The approach to
cach type is different, M. Siegel says,
a variation on the current campaign
theme.

The commercialy written for the
popular music stations tend to be
“straight,” according to Mr. Siegel,
because of the broad audience ap-
peal ol such stations.

David Siegel, BBDO copywriter,

For exanmple, a typical commercial
might open with the noise ol a to-
bacco market and the voice of an
auctioneer followed by Andre Ba-
iuch setling Lucky’s “fine tobacco.”
A short, banjo version of the “light
up time” song would be interpolited
next before the commercial closed
with a spoken tag by Mr. Baruch.

For a Negro station, Mr. Siegel
explains, the sume song would be
recorded by a Negro vocal group
such as the Clovers. The spoken
part of the commercial would be
done almost invariably by the sta-
tion’s disc jockey to take advantage
of his selling ability and following
among the audience. “Those Clo-
vers are really with it,”” he would

WWW americanradiohistorv.com

say. “They sing, swing and make
sense, too. Because when you simoke
a Lucky, you're smoking light. . . .

For the Spanish language station,
the jingle would be introduced by
the local announcer, live, but would
he in a longer version and sung in
Spanish.  The tempo would be
changed to fit the Spanish lyrics,

Commercials for Lucky’s sports
sponsorships ave written to appeal
especially to men and might empha-
size the cigarette’s “honest taste.” A
vocal group vecorded this jingle for
use oh sportscasts this vear:

Never was a man who could
forget

The taste of a genuine
cigarette.

Get the honest taste a
man can like,

The honest taste of a
Lucky Strike.

In addition, testimonials from [a-
mous sports and entertainment stars
are frequently employed.

Copywriters on the Lucky ac-
count, Mr. Seigel says, get a special
kick out of writing for the college
radio stations. “"You can let yourself
go here with a combination of so-
phistication and humor that the kids
really seem to appreciate.” One such
— obviously headed for the Ivy
League stations — leatures “Elihu
Lowell Cabot, goal post maker bv
appointinent to the Ivy League,”
who is interviewed on a program
called “Miscellaneous U, S, .\.!" Mr,
Cabot—whose voice is described as
“a la F. D. R.”"—is noted not only
for his partality to Luckies, but also
for the fact that he made the first
pair of foothall gnal posts. e o e
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station log

Radio News Coverage Focuses
On the Middle East Crisis

Disregarding the loss monany cases
of commercial announcements and
programn vevenue, stations around
the aation have been giving the
Middle East uproar full and often
imaginative coverage.

The United Nations' special es-

sions  replaced  programming  on
many  stations.  WERE Cleveland

aired the sessions on both am and fm
ane also mranged 0 veluy the UN
signal o s A7-»tavion,  loursuate
baseball wetwark and (o local umi-
versity radio stations

WERE cven went as lar as stae
toning girls with portables on sureet
corners 1o keep an interested public
up o date. And jo gauge ditizen
reaction in three major arcas, the
station’s news director joined with
his counterparts of WWDC Wash-
ington il W'\ Milwirkee in a
broadcast.

Coverage ol the Beirut
landings was given a personal angle
by KETE San Antonio, Tex., which
made Arrangemenis o get the names
of the alinost 800 Fexans reported in
the loree.  The station wped the
surprised reactions ol relatives ol the

NMarne

Members
Colifornia Broadcasters Association gathered
at Arrowhead Springs Hotel are [left to right,
first row) Norm Ostby, v.p. MBS; Ben Paschell,
g.m. KFXM San Bernardine; Bob Blashek, g.m.
KCMJ Palm Springs; Lloyd Sigmon, v.p, KMPC
Los Angeles; Ceal Smith, president KFAC Los

of district three of the Southern

Angales. In second row [left to right] are
John Michel, KDES Palm Springs; J. B. Robin.
so1 and Loyel Vickers, KPRO Riverside; Harry
White, KWTC Barstow: R. T. MacKenzie,
KCSB San Bernardino; Marry Voelker, KDES:
Clair A, Weidener and Lee Batch, KCSB, and
Art Holbreok, maneging director of SCBA.
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leathernecks. \WKAP Allenwown, Pa.,
provided a simikiiv seivice, annouunc-
ing the names of Sixth Fleet and
Army personnel from the Lehigh
Vallev arvea and iuterviewmyg soine
ol the relatives.

WSKY  Asheville, N C, put
through telephone calls o vavious
world leaders wo leirn their read tions
1 the crisis. These resulied in: A walk
with Premier Khirushehev's pernsonal
secrctary, a reminder from former
President Truman that he suppory:d
the President’s action in sending the
Marines aud imerviews with French
and  Brivsh  colunmisis.  Although
WSKY could not get through (o
Prime Minister McNillan, i did get
a direct reporc of a BBC poll which
showed the ™mnan in the street” solid-
Iy behind the Brivsh Jamding in
Jordan,

Newtwork affiliates also had the oy
portunity w give the erisis a full
news treatment as the network nesws
stafls went all ont 10 jpovide world-
wide coverage. Newscagts, live UN
])i( k-[l')\, ['('])()]‘l\ hl)ll] OVEIrseus torre-
spondents amd expert analyses pre-
empted many programs (haring the
peaks of the crisis,

Radio Activity

o The [Vorld of the Mind, a sericy
ol programs encontpassing “a wide
range of topics in science and the
humarites,” has been made avail-
able without chavge o stations, )i-
braries and bowrds of education by
Prpadcast Music Ine. The series was
written by more than 30 “outstinyl-
ing \merican scientists and tea hers”
m cooperation with the Americim
Association for the Advancement of
Science awd the American Cenncil
of Learncd Socicties.

e The Nauonal Council of Disc
Jockeys for Public Service Inc., in
associavion with the USO, has serit
10 dise jockeys on a 21-day Europemt
tour to entertain armed forces per-
sonnel and civilian populations.
Making the wour are Paul Berlin of
KNU'7 Housion; Lad Carleton. of

wWww.americanradiohistorv.com

More thaa 590 voles of confideace from lis-
teners to music program of San Francisco
Federal Savings & Loan Assn, are counted
by (left to right) Richard Travis, Knollin Ad.
vertising Agency: Jonathan Schiller of KCBS:
E. Ronald Long, president of the bank, and
Harry Untermeyer, KCBS general manager.

WRKBR Manchester, N, H.; Eddie
Clark of WHDB Kausas City, Mo
Buddy Deane of W [Z-TV Baltimore:
Lot Field of KFWB Los Angeles:
Larry Fischer of KTSA San Antonio;
Plhil McLean of WERE Clevelansl:
Tom O'Biich of WINS New York:
Are Pallann ol KDKA Piusburgh, and
Clark Reid of WIBK Deunit.

e KYW-FM Clevelaud began op-
cravions Auguse 1 as “a fine arts sta-
tion™ featuring classical music. Even-
ally, according o Rolland V.,
Fooke, Cleveland yvice president for
the Watinghouse Bioadeasting Cao.,
the station will provide specialized
progranuning 1o “appraach in sound

. the intelectual life in this aren.”

o KFJI Klamath Falls, Ore., is
celebrating s 33th vear ol broad-
casting, having gone on the air as a
10 watter in 1923, [t now operates
with 5,000 watts in the daytime and
LOOO av night.  The statian was
oviginally licensed by thie Bureau of
Navigation, Radio Departunent.

o FCC approval is Deing awaited
by a cowmpany headed Dby Ben
Strouse, president of WWDC Wash-
ington, D. €., which has purchased
WAMBR Jacksonville, Fla., for more
than S400,000. » o
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Baseball, Mayonnaise
And World Travel Tours

Highlight Radio Promotions

Siation promotion is drawing in-
spiration from economic conditions,
baseball, national and international
affairs ancd even mayonnaise.

For two days the ladies of Charles-
ton, W. Va, searched the down-
town shopping section for a woman
posing as “Mrs. Filbert,” the lady
who makes Mrs. Filbert's Mayon.
naise. \WCHS* broadcast numerous
hints as to her description, identity
and whereabouts. A female shopper
who finally identified her and in-
toned the WCHS catchwords, “You
are Mrs. Filbert who makes the
wonderful mavonnaise,” won a $25
savings bond.

The ladies who entered KING
Seattle’s “Instant Prosperity” contest
were given the choice of a deep
freeze or a vicuna coat as first prize.
The winning lady, with no mention
ol her political affiliation, took the
coat. And KNOE Monroe, La,
fought the recession with a merchan.
dise fair at the local fair grounds.
More than 30 appliance and f{urni-
ture dealers bought advertising pack-
ages which provided for display
areas at the fair.

WVET Rochester, N. Y., lias ini-
tiated a contest in which all players
win —and the prizes are trading
stamps. Contestants submit mythical
shopping lists based on the commer-
cials they hear on WVET. The sta-
tion says it is mailing out almost two
million stamps per week, from 10 to
200 per person, depending on the
size of the list.

Young Sportscaster

A boyhood dream came true for
18-year-old Jan T. Hyde when he
was named winner of the KDKA#*
Pittsburgh Junior Sportscaster com-

*Denotes stations who are memers of the
Broadcasters Promotion Association,

U.S. RADIO o September 1958
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petition. He will have the chance,
along with winners from stations of
the Pirate Baseball Network, to
broadcast a portion of a National
League game. The Atlantic Refining
Co. and the ball club co-sponsored
the promotion.

A better understanding of inter-
national affairs is offered listeners to
stations which are sending out Rand
McNally & Co. “Space Age News
Maps” for a small charge. Two of
the outlets are WDRC Hartford,
Conn,, and WRYVA* Richmond, Va.

WPEN* Philadelphia made itself
heard in Denver recently. The sta-
tion had been pitching a saturation
package to a very large account and
had completed its meetings and pres-
entations, The decision remained
with the account’s ad manager who
was on a western business trip.
When the ad manager arrived in his
Denver hotel room, he found a rec-
ord and record player on his bureau.
He played it, was greeted by all of
WPEN’s personalities with some
hard sell ideas about the station,
and signed the contract on his re-
turn to Philadelphia.

WMGA!I New York, WOWO* Fort
Wayne, Ind., and KDKA* Pittsburgh
are sponsoring world travel tours in
cooperation with local travel serv-
ices. Jerry Marshall of WMGM
gave up disc jockeying to lead 27
listeners on a 17-day European *pack-
age” tour via Sabena World Airways.
The trip was arranged through one
ol his sponsors, the Fugazy Travel
Service. WOWO’s home service di-
rector, Jane Weston, led 70 listeners
from Indiana, Ohio and Michigan
on a 23.day jaunt to Europe via
TWA and the Fort Wayne Travel
Service and KDKA sent three plane-
loads ol listeners the other way to
Halaii under a similar plan. ¢ o
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triple play...
well assisted

Every month, Stondard
Rate's Spot Rodio and
Spot TV books give you
J-way usa-traffic far
your Service-Ads
becouse —

1. the map of your
miarket, and

2. the sialistics on your
market are thers,

right where thay
belong,. with

3. regular listings of

‘rates and data,

This E:vll you o

greal appartunity ho
toke odvontoge of the
triplad use-troffic wiith
your Service-Ads in
appropriate poasilions
near your market dala
and near your listing.

SEDS

Standard Rate &
Data Service, Inc.

e
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Raleigh-Durham

. WPTF

& NATIONS
28th
RADIO MARKET

WARRIET
FRESSLY

Kadboe Graciouwe Lady

“Mother of five . wile
of the President of 2 women's
college . . graduate of Goucher
.. proves you don't nced rock’'n
roll to get big ratings.”

“Harriet Pressly . . ex-
perienced woman's editor . . .
her stamp of approval moves
merchandise. Her program . . . .
a Monday through Friday
landmark . . . . on WPTF since
1943." i

NATION'S /37} g |
28h RADIO
MARKET .27 A

50,000 WATTS 680 KC

NBC Affilate for Roleigh-Durhom
and Eostern North Carcline
R_H. Mason, General Manager
Gus Youngsteads, Soles Manager
" PETERS, GRIFFIN, WOODWARD, INC.

‘Noticno! Representatives
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| AUTO DEALER

Caldwell Ford Co. purchased 3187 worth of extra spots
over WCOV Montgomery, Ala., to be built around CBS®'
Ford Road Show for two weeks. Purpose was to an-
nounce Caldwell’s new location and also to acquaint
the public with the Caldwell name, which had only
been in use for seven months. In the 30-day periog
following the announcements, the station reports,
Caldwell recorded the largest single month in volume
(101 autos sold) in a vear.

o e e AR e 3 o Jep ]

Public Service Co. of Denver placed a 20-second spol
schedule with KFML "to measure the effectiveness,”
as the firm put it, "of the medium." The announce-
ments urged listeners to call Public Service to have
a portable dishwasher placed in their homes on a
trial basis. The client reports that it placed 30
dishwashers on demonstration during the period of
the spots as compared to four during a like period
the year before without radio. Sales have run about
60 percent of demonStration, says the client, which
is also "above any previous year.,"

1 i
| FURNITURE STORE I

-

Schewel Furniture Co. of Danville, Va., spent $203
in a nine-day promotion over WDVA designed to hypo
business with employees of Dan River Mill. A con-
test was held in which several serial numbers of
Dan River vacation checks were read each day over
WDVA. Winners who then registered at the Schewel
showroom received a gift and a chance at grand
prizes. According to the station, Schewel did more
business in the nine days than during the entire
month of July.

e B mcm e r e e e E g eleE gy e e mm i S e e = e e s e E e

Warner Robins Sewing Center of Warner Robins, Ga.,
searching for a method of attracting a list of pros-~
pects for the purchase of sewing machines in this
rural area, put a "mystery tune® on WFPM in nearby
Ft. Valley, Ga. The spots ran for only one day,

10 times in all, and netted the firm almost 50 leads.

T esegm s gm g .-
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report from RAB

Competitive Information
Expected to Spark

Greater Radio Use

This imonth it was possible to see trends
in radio which had never been visible
before. Reuson: RAB's new second-
quarter report on spot and network ra-
dio dients.

Here are some interpretive highlights
from this repore

Top 100 Advertisers: 1 evidence were
needed that the “big boys" are coming
back to radio, RAB now has it. RAB
took Publishers Information Bureau’s
top 100 for 1957 amd compared this list
with its roster ol radio's clients in the
first and second quarter of 1958. Thus
far in the ycar 85.4 percent of the top
100 eligible (excluding liquor firms) to
do so have used radio.

What does this *“return to radio™ by
the blue chip clients imean to advertisers
and agencics? RAB believes that aware-
ness of what the other lellow—especially
the big fellow—is doing means adver-
tisers are going to be jumping into
radio faster.

For example, Procter & Gamble is
now using spot radio with enough in-
tensity to rank as the 27th largest spot
radio client during the second quarter
of 1958. RAB says you can look for
many packaged goods firms to be im-
pressed and influenced by what the Cin-
cinnati soapmaker does. But an inter-
esting sidelight is that big companies
like I’ & G may actually have been in-
lluenced by regional brands which have
been outspending somie of the nationals
in their own territories.

Commercial Length: At press time,
RAB hadn’t completely tabulated its
second-quarter report, but these iimpres-
sions were gleaned from those who had
worked most closely with the data. Over-
whelmingly, 60second commerdials are
the favorite. It was believed that tabu-
lation would Dear out the strong impres-
sion that 10-second announcements were
second most often used. The 20-second
and 30-second lengths are both used on
only a minimal basis over-all—ulthough
a few advertisers seem to we them fre-
quently,

Program Buying: RAB estimated that
a minimum of 90,000 programs of vary-
ing tengths were purchased by national
amdl regional advertisers in second quar-
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ter ol 1938. Because of the monumental
detail work necessary to put its repont
together, RAB had not gotten to the
job of breaking down the programs by
length at press time, But, again on the
basis of strong impression by those who
compiled the report, it’s clear that five.
minute programs are most often bought.
Second-ranking category, RAB is sure,
is the half-hour program although it is
a small segment of the total. The lead-
ing form of five-minute program, RAB
points out, is obviously the news show.

Network Lineups: In years past, radio
networks required certain minimums
from buyers. The policies varied with
the network but station lineups tended
to be long and national {with excep-
tions). In recent years, much attention
has been devoted to the concept of net-
work llexibility—shorter-term contracts,
shorter-tength networks and so forth.
Inspection of RAB’s list of network cli-
ents and the number of stations they
buy, however, indicates a tendency to-

card unifornity in munber of stations
ordered by most of the better-known
national advertisers.

Job of Convincing

Sidelights: Radio still has to convince
some advertisers that it can sell their
products even without the aid of a pic-
ture.

However, inspection ol the list ol sec-
ond-quarter advertivers reveals how
many advertisers who have traditionally
relied on pictures now also use radio—
and paint pictures imside the minds of
listeners. For example, two brassiere
manufucturers use radio—and usually
women'’s foundations advertising is built
strongly around a picture of the garment
—with or without a model and with or
without dreams ol ronance.

The RAB second-quarter client list,
which is available to national advertisers
and agencies, is the second in a series
of such reports to be made available by
RAR. It is based on a one-third sample
of the industry (see RAB Helps Break
Through Radio AMeasurement Barrier,
p-31). e 0 @
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—— RANKS

1th

IN THE NATION

in per family income

($7,339.00)

Source: 1957 Survey
of Buying Power

COLUMBUS
GEORGIA

3 county metropolitan area

USES THE LOCAL
& NATIONAL FAVORITE

RBL

TELEVISION:

COMPLETE DOMINANCE
o MORNING o AFTERNOON e NIGHT

o 97 39

QUARTER
HOURS
Atea Pulse—May, 1957

RADIO:
LEADS IN HOMES

DELIVERED BY 55 %

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

WRBL

AM — FM —
COLUMBUS, GEORGIA

CALL HOLLINGBERY CO.
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POWER . . . 50,000 watts

of it ... PROGRAMMING

. ., news and music all

day long. That's the secret

that's made CKLW such a
powerful penetrating force :
for advertisers selling this
region. Best buy for you, too.

ADAM YOUNG, INC,,
National Rep.

GENERAL OFFICES
GUARDIAN BLDG., DETROIT

J. E. Compeau,
President
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' report from

representatives

Triple-Spotting
Is Generally Avoided,

H-R’s Paul Weeks Argues

‘Radio has no tipple-spotting problem,”
deddares Paul R, Wecks, vice president
and a parmer of H-R Representatives
Inc., New York.

“Even during peak commercial loads,’
he states, “a knowledgeable radio an-
nouncer finds it easy to break up a com-
mercial sequence with a bit of straight
cntertainment. .\ time check, station 1D
jingle, a diverting ad lib or topical joke
and a potential wiple spot is nipped in
the bud.”

As a retort to-recent charges made by
agencies, Mr. Weeks savs, “It's a rare
station that will place three spots back
to buck alter a newscast or record witly-
out breaking the puace with the latest
weather forecast, a waffic veport or an
‘on the way to the stidio” anecdote,

“One of the highest ratedt independ-
ents in the country, which is frequently
in a sold-out condition, can point with
pride to its record of only one double
spot each broadeast (day. This double
occurs immediately preceding the cight
o'clock news. In spite of this station’s
formidable conunercial load, it almost
neyer neecls a couble, let alone a triple,”
Mr. Weeks declares.

“There are those who mav say,” he
continues, “that this is semantic quib-
bling; that while there is not a literal
triple-spotting problem in radio, there
is a serious ‘over-commercialism,’” espe-
cially during peak listening hours.

“Buz I stand pat. Radio has no over-
commercialization problem, either,” Mr.
\Weeks avers.

“Good radio has one common de-
nowminator: good sound. To be enter
taining, to be an effective sales medium,
radio must have good sound, And good
sound is by no means destroved by a
heavy commercial load prolfessionally
handled—on the contrary, it is enhanced
by the commercial content.

“Commercials, well handled, provide
balance w6 radio programming,” Mr.
Wecks declares.

“The ‘formula’ stations know this
avell,” he states, “One such group owns
a station which is now under-commer-
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dialired. “Thin station constantly simu-
lates commerdials with sahites to this
and that, promotions and the like 1o
provide balance. “T'hey very logically
want their station to soungt heavily com-
mercialized.

“We nnist ot lose sight of the fact,”
M. Weeks continues, “that the majority
of radio listeners consider sales messages
highly entertaining and look forward
to hearing their favorites.

“Each season,” he states, “has its own
cause celebre. "T'his year it is triplespot-
ting and its companion in arms, ‘over-
commercialization.” "U'hese phrases have
become emotional triggers, capable of
vaising the hackles of nearly everyone
in broadeast advertising. {And it seenis
that the very advertisers who insist on
‘driving times only' are making the most
vaciferons objections.)”

Mr. Weeks asks, “Why is it so gener-
ally supposcd that two commiercials run-
ning back o back will have memora-
bility, whereas one more added o the
seqquence will lull the listener into ob-
livion?

“The reason,” he states, “is that no-
body really knows exactly what affects
human retentiveness, Psychologists teil
i3 that retention is influenced by a
great many factors other than the num-
ber of different impressions received
within a given period of time.

“Memorability is strongly influenced,”
Mr. Weceks says, “by such considerations
as the degrees of motivation inherent in
the advertising appeal, the pleasantness
of the subject matter, the emotional im-
pact of the message, the context of the
prograin vechicle, the personality of the
announcer and his emotional associa-
tions.

“The most successtul radio program-
ming in each market carries the heaviest
commercial load, aired by the stations
often accused of ‘ever-commercialism,’ ”
Mr. Wecks declares. “But such program-
ming attracts large audiences because
its sound is good despite, or more
likely because of, the entertaining com-
mercials they carry.” o o »
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A. C. Nielsen Company reports

WLW radio audienc
among TOP 10 in America

The full scope of the WLW AUDIENCE

MARKET COVERAGE No. of Counties Total Homes in Area  Radio Homes in Area
Monthly coverage area 334 3,116,800 2,987,910
Homes reached Total % of Total Homes 9%, of Radio Homes
Monthly 1,221,160 39 4
Weekly 1,067,170 34 36

NCS DAY-PART CIRCULATION............PER WEEK. ...

PR R A

Once 3 or more bor7 Daily Avg.
Daytime: Listener Homes 961,000 692,400 402,380 593,640
Nighttime Listener Homes 624,360 378,050 204,180 338,020

[Source: 1956 Nielsen Coverage Service)

Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnali, Chicago, Cleveland « Saiss Representatives: NEC Spot Sales:
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc,, Atlanta, Dallas.. ... ... Crosley Broadeasting Corporation, a division of Ayco

U. S. RADIO e September 1953 49
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TO MEET HEAD ON
A NEED THAT EXISTS
IN THE RADIO FELD

TODAY ... g
N -

* U.S. RADIO

for the buyers and sellérs of
radio advertising

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

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

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

WIL RUN AGAIN

I a recent fetter to Bovd Lawlor, Mid.
West Sales Manager  for  Connnuniy
Club Services [ncoiporateds John Box,
J1. of the Balaban
stations stated 1hat
“Comummity  Club
ASwands hais enabled
us W prove  just
how cilective radio
can be. We are ns-
ing CCA on ali
thiee of onr sta-
tions and will kick
Oofl our second am
paign ar WIL in
Seprember.

In addition 10 be-
ing a tremendons
public service fac-
tor, Community Club  Awards enables
us to bring clients into radio who have
not previousty inctuded radio in their
budger. C.C.\ means greater prestige, b,
more important, it means morc dollais
from new business.”

COMMUNITY CLUB

AWARDS
PENTHOUSE
SUITE
527 Madison Ave.
New York 22, M. Y.
Pkone: PLaza 3-2842

NAB ASSOCIATE MEMBER

John Box, Jr.
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report from
agencies

Baltimore Agency Executive
Seeks Exchange of Datg

On Radio Station Profiles

A Baltimore advertising agendy with 74
perceut ol s broadeast billings in radio
is tackling the problem ol qualitative re-
search with 4 station evaluation gues
tourrrire that s being mailed wa oad-
anters in ouwl-ol-town markets.

Marshiall  lawks, yadio-tv  director,
Fanery Advertising Corp.. reporis tha
the results obtained in the three months
singee the questionnaire  was initiated
have in several cases caused the ageney
to alter ity buving schedule.

Emery, windt bills nearly 82 million a
vear, 25 percent ol it i radioety, has
heen concerited for some time, Mr,
I bawks states, with ahe lack of “knowl-
cldge in depth about radia stations i
aut-ol-town markets,

“1 can by vime Lairly incelligendy in
Baltimore, hut I lack any such sureness
when t buy in other markets,” he aays,
“We mnse have this depth ol kinowledge
and a total Lomilianity with markes and
staitions 1o buy imelligently,  Ratings
must be tempered with  judgmaenrt by
shpewal timebivers.”

\s o step toward greater fmnjliarity
with station profiles, the Faery ques-
tionnaire is designed 10 show an ac
curate pictne ol their programniing,
their news, their service and their sporis
caverage,”

Mr. Ilawks reports that so [ar the
evitluation form has heen sent to aps
proximaecly halfl a dosen markets where
Lmery's largest radio client, the Family
Finance Corp., is considering  buys.
Among them are Adaimna, Phitadelphia,
Miami and Salt Lake City.

The information received has proved
valuable cnough to induce Mi. Hawks
to suggest that other agencies undertake
a similar program ou a kind of recipro-
cal trade basis.

In a speech belore ithe annual meet-
ing of the Afhliated .\dvertising Agen-
cies Network in Baltimore Jlast nontl,

WwWww.americanradiohistorv.com

Marshall Hawks, Emery Ad Agency,

Mrvo tlawks proposed  trie aneinber
azencies make a broadeast media sty
in then own cities which they would
make available on vequest (o eir gl
Jeanues b1 other nurkets.

At Emery, we would like to sce every
miensber make a detanled and  facnal
stucdy of lus own market that would an-
swer the lollowing questions: What are
the ratings: What is cacl station's pro-
Mez o Wha are  outstaiding  person-
alities on the local scene and what prod-
wcts do they sell best? What are the audi-
cnce composition and socio-cgonomical
profiles ol each station:”

Such sttidies would dovetail with the
stated aims of the ANAN, according 10
Mro Hawks, which indude “providing
an iterchauge of advertising  services
andl informuition on & world-wide scope.”

AMNAN i an organization ol 50 inde-
pendently owned agendes with oflices
A0 anajor U, S, cies phis Japan,
Canada, Hawaii, Golombia, the Philip-
pine  Islands and  Australin, It was
lormed to provide dients of member
agencies with the supplementary adver-
tising, merchandising  and  marketing
services of sipilar organizations in other
areas.

“If such an exchange of information
were instituted,” says Mr. Hawks, “we
conld use it in conjunction with ratings
data. Lowest cost per thousand is, of
course, important, but we are just as
hiterested in finding ont the answer jo
the question: lowest cost per thousand
of what?’ e e @
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(Aesop updated)

In days of old the birds decided to set up a king.
The Peacock valued himself for his gay feathers and
" put in for office. The eyes of the silly multitude were caught
by his rich feathers and the majority declared for him. Just
as they were going to proclaim him, the Magpie stepped
forth and asked: “Your majesty, we have chosen you king
and have put our lives anmd fortumes in your hands. There-
fore, if the Eagle or the Vulture should make a descent upon
us, how do you intend to defend us against them?” This
brief question drew the audience into just reflection, and

they resolved to make a new choice.

So it goes with many radio stations. They preen their

feathers in the hope of catching the eyes of advertisers and

; &\; % agencies. But that’s just feathers, friends, just feathers—
W ,
s {
] .-' ( L] L]
\ / 3 -}S Moral: pick a W Station
) R

Radio Baltimore Radio Boston

WCAD wWCoOP

Radio Chicago Radio Memphis

WJJD WMPS

REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES, INC.

U.S. RADIO e September 1938
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For complete
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Reprints

U.S. RADIO

50 West 57th Street,
New York 19, N. Y,

52

report from
networks

szap

Stepped-Up Sales,
Growing Affiliations

Reported by Networks

NBC racked up $3.800,000 v ner reve
nue during a three-week period in Au-
gust, “representing the greatest volume
of business for such a short period of
time since the fall of 1936, according
o Williane K. McDanicl, vice presideut
for network sales.

Two 52-week owders {or more than
S1 million—by Warner lPaunbert Phar-
mieentical Co, for Anahist and  the
Mogen Divid Wine Corp.—led  the
sales  activity.  Renewals  came  from
Lewisdllowe Go. for Tums, Brown &
Williamson Co., Gillette Safety Rusor
Co., Climon Engine Corp., Morton Salt
Co., A. PP Parts Co., GMC T'ruek Divi-
sion, Lever Bros. Co., U. S. Steel Corp.,
Carter oducts Inc. and Andrew Arkin.

Abo, in what NBC ¢laims o be “the
largest promaotion for an anti-f[reeze in
the history of newtwork radio,” the Gowm-
mercial Solvents Corp.. manuofacturers
of P'eak and Nor'way, will sponsor nu-
merous “Star Dust™ segments ol Moni-
tor. A total of 246 aunouncements over
six weekends it September and October,
key times for anti-lrecze sales, will be
utidized.

A dasen other orders wotaling $725,000
ur net reveimue were announged earlier
by Mr. McDaniel.

Hertz Promotion

At one ruble and 40 kopeks each. post
cards were wailed (roin the Soviet Union
by Robert ‘Irout to 1,500 Hertz Auto
Rental Dealers in the U. S. The CRBS
promotion wis designed 10 let the deal-
ers know that their parent company had
puvthased sponsorship of Trout's eve-
ning newscast, which he will resuine
aflter his tour of Russia.

Other large purchases of CRBS timne
have been inade by Miles Laboratories,
American Tobacco Co. and Standard
Brands Inc. Miles has renewed one
news program and added another for
a §1 million-plus buy, according to John
Karol, vice presidlent in charge of sales.
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I'he purchase marked 1he second com-
secutive year of network sponsorship
with CBS, Mr. Karol says.

Contracts with American Febacco anl
Standard  Brands totalled more than
$600,000 in new Dbusiness. Standard
Brands will add a weekly quarter hour
to its preseut sponsorship schedule and
American Tobacco, Tor Tareyton ciga-
veutes, picked up 11 Fmpact segments.

Other new names on the CBS sponsor
list are Foster-Milburn Ca., Food Spe-
cialties Ine, Cowles Nagazides Ine, and
Renmusit flome PProducts.

Record ABC Manth

ABC reports the signing of 13 new
advertisers in addition to two rencwals
and extension of sponsorship by another
advertiser. . Witly  this  aunouncenient,
John . White, dircctor of netwark
siles, states that sales in fuly wepped
previous highs for the like month of the
past five years.

Six advertisers sighed for Dot Kes
Neill's Breakfast Clih during the month.
They are: The Angostura-Wupperman
Lorp.. Magla Praducs Inc., The Men-
tholatum Co., C. 1I. Musselman Co.,
Puritron Corp. aud J. A. Wright & Co

Signing for news broadcasts were
Cadillac Motor Car Division of General
Motors Corp., Heltone Hearing Aid Co,
antl the GMC Truck & Coach Division.

MBS Affiliation News

In the second quarter, 18 siations
have joined the Mutual Broadcasting
Systein and 43 afhliates have renewed
contracts, according to Annangd Ham-
mer, MBS president-chairman.  Inde-
pendents joining Mutual afe WDOK
Cleveland; WZIP Cincinnati; WTMT
Louisville, Ky.; WPEG Jacksonville, Fla;
WAND Canton, O.; WLV Livingston,
Tenn.; KBLO Hot Springs, Ark.; WTAL
Tenn., and WDSR Lake City, Fla. Nine
others were reported previously in thig
column. « o o
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report from
Canada

Canadian Radio Stations
Push for Power Increases,

Donald Cooke Declares

There is a trend in Canada at the pres-
ent time toward radio station power
increases, according to Donald Cooke,
president of Donald Cooke Inc., New
York. and representative lor 22 Cana-
dian stations.

“The frequencies are there and many
stations e taking advantage of their
present prosperity to improve their (a-
cilities.” he says. Mr. Cooke expects the
extended coverage to draw new adver-
tising both locally and nationaily.

“Our best year for Canadian sales was
1957," he declares, "and the first six
months of this year have shown a fur-
ther billings increase on every station
we represeut.”

Mr. Cooke also notes that many Ca-
nadian stations are charging higher rates
parthy as a result of heavier business
and. in some cases, to meet the cost of
raising their power, “a very expensive
proposition.”

Justified Increases

In Montreal, Toronto and Ottawa,
three ol Canada’s five largest markets,
rates on Mr. Cooke's stations have risen
approximately five percent, he savs.
Rate increases can be justified, in his
opinion, because of the tremendous
reach of the medium.

\s of a year ago. according to the
Dominion Bureau of Statistics, there
were 4,033,000 Canadian households, of
which 3.844,000 owned radios. More
than 2.8 million of these homes pos-
semed one radio; 739,000 had two. and
188.000 had three. There were. then,
only 161,000 households without radios
in Canada.

Radio stations themselves are increas-
ing in number with a total in Jannary
1958 ol 200. of which 24 belong 1o the
Canadian Broadcasting Corp. and 176
to private broadcasters. This is opposed
to 119 radio stations in operation in
1935

U.S. RADIO e September 1958

\While the number of these stations
applying for power increases cannot be
made public, according to the Telecom-
munications Branch ol the Deparunent
of Transport, Ottawa, all iwndications
are that a significant percentage are
seeking power hikes and that most of
them will be granted.

Power Boosts

Mr. Cooke reports that six of his Ca-
nadian stations have recently been
granted power boosts by the CBC:
CKVL Montreal has jumped from 10,000
watts to 50,000: CHLO St. Thomas,
Ont.,, CHUB Nanaimo, B. C., and
CKLG Vancouver, B. C., have gone
from 1000 watts w 10,000 CKTR
Three Rivers, Que., and CFAM Altona,
Man., have jumped from 1,000 watts t0
5,000.

Among the reasons for the trend to
higher wattage is that the radio indus-
ty is anticipating advertiser demand
for increased coverage. Since many cities
in Canada are now too small to support
television stations (there are only five
cities in the dominion with more than
100,000 persons), radio people feel that
atlvertisers and agencies are going to
rely more heavily on the sound medinm
as population and consumer demand
increase.

Attract Business

In addition, stations are interested in
power increases for competitive reasons,
hoping to attract business to their par-
ticular operations because of their wider
coverage. Due to the relatively small
number of stations in Canada and the
widely dispersed population, stations are
trying to blanket groups of outlying
towns to inchide as many people as pos-
sible within range of their signals. e o o
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KFAL RADIO
FULTON, MISSOURI

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

® MEXICO
¢ COLUMSBIA

® JEFFERSON CITY

The real measure of KFAL-Ads is
found in RESULTS! Cash Register
Results! I you are “Survey Cons
seious™ . . . then a good lonk at
NCS#2 wiH show 1hat of Stations
heard throughout Ceniral Missouri,
KFAL is on top of the ~jtnation with
more listeners per Daily Average Day-
time Cireulation than any other Cen-
tral Missouri Station regardless of
power! Low Cost:Per-Thousand Fam.
ilies and High Effectiveness means
KFAL-RADIO every time!

Contact—
WARREN STOUT. National Sales Manager

KFAL RADIO Tel: 1400
Fulten, Missouri

900 Kilocycles 1000 Watts

L
h-l-:
£

BOY-AR-DEE

¥

Top-drawer advertisers
are buying WGN

You're in good company when
you join sinart time-buyers who
seleet WGXN to sell millions of
dollars worth of goods for top-
drawer clients. Exeiting new
programming in 1958 makes
WGN’s policy of high quality
at low cost even inore attrac-
tive to you.

WGN-RADIO

CHICAGO, IUNOIS
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RADIO RESEARCH {Cont'd from p. 17}

gory includes attic. airplane, bicycle,
boar, chicken house. dcave, doctor’s
office, fire 10wer, greenhouse, prison
camp, swamp, telephone booth and
wactor.

Conle.\l AMTNOUICCINENTLS WeIC »at-
teved throughout the WEBT schedule
from 3:15 am. to 1:15 a.m. over a
two-week period,

Another example ol what strtions
are doing and can do 10 examine
qualitatively their audience is illus-
trated by WQGY Schenectady, N, Y.
\lso as part of a contest, 1,107 de-

tailed guestionnaires were mailed to
women who had entered a game on
the Martha Brooks Show (9:15 to
10 aan. weekdavs). .\ ot af 188, o
4108 pereent, ol the questionaives
were rewarned.

Among the things WGY was able
to lemn about the listeners 10 this

program  were o percentage hreak-
downy on age. vanges ol annuat in-
come, marital  status, educational

level, size of family, sex ol ¢hildren
and age of dhildren.

In addition v this persoual data,
the station also inquired as 10 the

, 8 years ago!

//An‘d“*'Pd'lse\,g\h‘tside the U.S.A.
employs stanrc_l_'glnrd Pulse techniques
originated 17 years ago —used in

oy Alaska and inf 222 U. S, markets

’
(.(/',"J; last year
g .
% Naturally Pulse’s trained interview specialists “speak
TELEVISION *x the language™—have a special grasp of local conditions.
AND RADIO x For Pulse interviewing in the home is done by women
who live nearby. No phone calls. no mailings, no
) ¥ “traveling crews.” Solid—mature, responsible probing.
FPUBRTO RICO K Therefore, if you are interested in our newest, proudest
. 4 49th state, with its high standard of living, amazing |
S e S =i x income, startling growth, possibly Pulse ¢an serve you.
K= RSN AW S WL x With standard data for television and radio — or for
special research assignments—the complete facilities of
TEL NS ¥« the Pulse International Division are at your disposal.
o= = . 4 For instance, interviewing in Puerto Rico and Mexico
SO LA % is conducted by a Spanish-speaking staff; in Hawaii
x Pulse interviewers are adept in dealing with the 85%
of the population that is non-Caucasian — Japanese,
Standard %« Filipino, Chinese, Hawaiian, etc.
| Pulse Data 4 We invite your inquiry, can serve you abroad with the
and ¥ same high standards that prevail in our U.S. operations.
Special Studies *

lakes the

in the

Just phone for facts:
INTERNATIONAL DIVISION
JUdson 6-3316

Nothing

ploce of
INTERVIEWS

home

730 FIFTH AVENUE
NEW YORK 19, VEW YORK

ULSE, Inc.

LOS ANCELES « CHICAGO ~ LONDON

www americanradiohistorv com

radfio listening habiis ol s female
audience.

WGY discovered where in  the
house its audience is listening and
what the listener is doing at the mo-
ment: it lound ont how nuny days
of the week listeners e in to
Martha Brooks and what feaures of
the show are prelerved. Among other
things, \WGY also lemned how long
its listeners have been tuning in o
the show: what products or services
advertised on the show did they buy,
and daoes the husband or a male
relative also liste.

Specific Results

Specifically, the station Jearned
that 59.7 percent of listeners to this
program are between the ages ol 20
and Il 81LY percent ol the temale
audience is married; the largest sin-
gle share, 36.8 percent, had an :n-
mul incomne ot between 33,000 aird
85,000 while the nexa largest shave,
26.6. percent, had an income ol be-
tween 55,000 apd S7,000,

Most of the women who veplied to
the survey, 76.3 percent, gencially
listen to Martha Brooks in the kitch-
cu. The remainder generally listen
int the living room, 10.3 pereent
bedroom, 5.1 percent; dining 1oom,
17 porcent: bamn, .1 percent, andd
hasemen, .| pereent

The Lugest single share ol won-
en, 30.1 percent, e doing dishes
while the next largest share, 22.7
pereent, arve irvoning. Other listen-
tme activities include: laundering,
19.2 percent: cleaning and dusting,
105 percent: baking, 2.3 percent;
bathing the baby, £ percent; driving,
1.9 percert, among other activities,

Aboul 6.6 percent ol the listeners
declare they are “just listening.”

The increasing auention being
paid radio vesearch, on both the
national and local levels, is indica-
rive of the need to keep pace in
measuring the expunding mediune.
New steps are being taken to pm(lucc
additional data that will hnther
enhance radio’s role as the
meditrm, o o o

1S

; radio % J rodio ‘

2 .in Denver in Son-Froncisco,
{ A -

5 v &
)
‘Kos"e

e oE € i il

i — B -
SEE YOUR PETRY MAN
Mid-America Broadcasting Company

U. § RADIO e September 1958
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as basic as the alphabet

Henrl of the

U. S. RADIO

Michigan Market

Seventy per cent of Michigan's
population commanding 735
per cent of the siate’s buying
power lives withinWWlJ's day-
time primary coverage area.

e September 1958

po—
[

tion word-sign for hank was
the forerunner of our modern
letter H.

EGYPTIAN
Twentieth century scholars
tracing the origin of writing
believe that the ancient Egyp-

PHOENICIAN
The people of Tyre squared
off the form and used it to
represent the first sound of
cheth {fence). It was so written
on the famous Moabite Stone
dating back to the ninth cen-
tury B. C,

GREEK
When sea-rovers carried their
writing to the shores of Greece,
the Hellenes sdopted the sign
and used it to represent their
vowel eta.

ROMAN

In the city of seven hills, the
H was altered somewhat. But
since the Romans used the
Greek E to represent the efa
vowel sound, they gave H the
sound we employ today.

Historical data by
Dr. Danald J. Llayd, Wayne Siale Universily

Hard sell or soft sell, make WWJ your number
one Michigan radio station. Dealers and distributors
like WW)J because they know it moves merchandise. Listeners
like the station because it gives them modern radio at its best.

Start your fall radio campaign here—with the
WWJ Melody Parade, with the WWJ features originating
at Northland and Eastland Shopping Centers, with sales-
minded personalities like Hugh Roberts, Faye Elizabeth,
Dick French, Bob Maxwell, and Jim Deland. It's the basic
thing to do!

WW.J raDIO

Detroit’s Basic Radio Station
Owned ond aperated by The Detroit News
NBC Affiliate

mr —

Nolional Representalives: Pelers, Griffin, Woodward. lnc.

wWwWw.americanradiohistorv.com
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the NUMBER ONE
STATION

0
1
:/
-

MINNESO T

Dututh
L]

.
Supcrior

Minneapolts o

IN THE SECOND
LARGEST MARKET IN
BOTH MINNESOTA AND
WISCONSIN

WEBC

DULUTH « SUFERIOR

See your Hollingbery man
In Minneapolis . . .
See Bill Hurley

WORTH CRQWINF ABOUT!!!

,
N

- -

7

WREN
DILIVERS FOR

26° LESS

PER 1000 HOMES

Take the avefage metropolitan
audience ratings of all four
Topcka stations, Project those
ratings against the Radio Homes
Served {Nielsen). WREN's cost-
per-thousand is only $1.00
o« .. 26c less than its necarest
competitor! And WREN's all-
tamily programming delivers you
a better quality audience, too:
Check with George P. Holling-
bery.

'WREN

5000 WATTS - TOPEKA, KANSAS.

56

radio
research

Hooper Breaks Ground
For New Building;
Nielsen Sets Move in N. Y,

I'he growth of browdeast research and
measurementt is dramatized by 1wo moves
scheduled for this fall. C. E. Hooper
Inc. has broken grownd for a new build-
ing in Wilton, Conn, and the A, C
Nielven Co. v preparing (o move into
new offices in New York.,

Hooper's modern wwo-strs building
will be [our times as large as the present
plant at Naorwalk, Coun,, the firm states,
and will house about 530 employces. In-

creaxed working arca witl be provided

for the production, staistical and Reld
supervivory anits. There will zlso be
space for a printng phang,

Hooper concmplates a grand open-
ing “in the hrese part of November.,” The
building will e locauted on 1lighway 7
in Wilion.

Fhe entire Niclsenn New York office
will occupy new quarters on the 15th
and 16th floors of 575 Lexington Avenue
an or about September 15. Moving are

the nalio amd w deparunents, the (ood
al elrug units mud the conpon clearing
house.

Total Reack

Brivtol-Myers Co. iu a lour-week June
ne(work campaign riang up 109.881.000
total  commercial  minutes  with 242
broudants aived. “U'hese reached 14,245,
000 ditlerem hoies

These facsy are from an amilysis for
U. » Raio by the A €. Nielsen Co. w0
illustrate its vevised method of reporting
network ratings—from a bhreakdown by
programs 10 ouc by sponsor campaigns.
The revisions in the Niclsen Radio In-
tlex were pur into effea last Seprember
because of “changing patterns in net-
work radio advertising.”

The cumulative approach is ‘dcsigued
10 give the sponsor an indication of the
total veach ol his package on an individ-
ual neework for aspecific caompiiglt. oee

Nielsen Radio Index
The Commercial Reach of Network Audience

AUDIENCES REACHED

No. Broadcasts

No. Different
Homes Reoched

Sponsor Aired
Bristol-Myers Co. 242 14,245
ford Div.—Ford Motor Co. 104 13,004
Midas, Inc. 170 12,558
Brown & Williamson Tob. 170 12,558
California Packing Corp. 127 11,416
Chevrolet—General Motors 68 10,969
Plough, Inc. 110 10,374
Ex-Lax, Inc. 9N 9,927
R. J. Reynolds Tobacco 104 8,587
Automotive Djv.—Amer, Motors 88 8,488
Hertz Corp. 79 7,892
Swift & Co. 48 7,892

No. Comml. Min.

Total Commercial
Minutes Delivered

Sponsor Allowed ‘000
Ford Div.—Ford Motor Co. 215 143,180
Bristol-Myers Co. 181.10 109,881
Wm, Wrigiey, Jr. Co. 120 82,794
Brown & Williamson Tob. 127.5¢ 75,923
Midas, Inc. 127.50 74,792
California Packing Corp. 95 57,884
Chevrolet—GCeneral Motors 85 49,364
Plough, Inc. 88 44579
Ex-Lax, Inc. £8.20 43,173
Swift & Co. 59.50 42338

) JUNE 1958

WwWwWwW.americanradiohistorv.com
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IT ONLY

Y-

The complete domirance of WSPD radio is illus-
rated by the fact that SPeeDy has more audience
than ali other Toledo siations combined! This
leadership is one that has been inaintained through-
out the 37 years of WSPD's broadcasting to this
billion-dollar market. With imaginative public in-
lerest programming, 24-hour news rveporting, top
talent ard features, and contimious audience pro-
motion, SPeeDy continues to make sure that in
planning any radio advertising campaign. take
WSPD and vou take Toledo!

) National Representative: The Katz Agency
*C. k. Hooper, june Juls 1958 National Sales Director: M. E. McMurray

625 Madison Ave., N.Y. » 230 N. Michigan Ave., Chicago

Storer Radio

WSPD WJIwW wJBK wiBG WWVA WAGA wGBS
Toledo Cleveland Detroit Philadelphia Wheeling Atlanta Miami
U. 8 RADIO « September 1938 57
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names and faces

Noting the Changes Among

The People of the Industry

AGENCIES
DANTEL AL PACKARD, vice president and marketing divee

tor. and RAY | MLAUER, vice president and assistaunt creative

director, named to the board of divectors of Gever Advertising
Inc., New York. Alo, 1. C. MacGl ASHAN and WRIGHT
NODIXE named viee prosidents,

DEAN LAXNDIS appointed vice president in charge ol Midwest
opertions of Compton \dvertising Inc.

WILLIAM KING JR., vice president and dirccwr, appointed
bead of West Coast oprerations by Kenvon & Fokharde o
Ao ALIN BLATCHILEY appointed a viee president in the
Chicago office.

FHOMAS M. MORTON, marketing account executive at
William Fay Co. New York, appointed a vice president.
1HONMAS P. CROLIUS and 1HEXRY S JAWCOBSON, ac
count supervisons, eleaed vice presidents by Readh, A Clin-
ton & Co., New York,

LYNDON W, GROSS, tormeranedia divector of the Compton
Vgency, San Francdisco, has joined Guidd, Bascom & Bonfigli
huc. San Francisco, ina similar post.

ARTHUR STAFFORD, an account excentve, mamdd assistant
manager ol the San Juan, Pucrte Rivo. ofhee ol McCanm-
Evickson Ine.

EVELYN KONRAD, formerly an editor of Sponsor, named by
Bryvan Houston Inc, New York, as its public relations ¢on-
sultant. Vo, CARL AW, PLENLVTY R, appomted an acconnt
oxccutive and ROBER T AVATRKRINS named associate nurket:
ing ditecror by the agency.

PETER RIPPS. formerly merchandising ngnager of Resvhn,
las jeined Ogilvy, Bepsan & NMiuher e, New York, as ac-
LONNL SUPCIVisor,

DAVID ALDRICH., loreriy of Look and Newswerk, has
joied hetchwn, Macleoad & Grove Inc. New York, as public
relations acconnt executive.

STATIONS

ROBERT J. SULLIVAN. forier ditector ol program pioino-
von and merdumdising at GBS Radio. named divector ol
promotion and advertising by Corinthian Brouadaasting Corp.
JAMES E. BAILEY, vice president, and REGGIE MARTIN
appointed nmanaging divectors of WAGA Atdanta and \WSPD
Toledo. O., respectively, by Storer Bromleasting Co.

GEORGE R, COMITE promoted to general mauvager and
vice president of WM J-AMOLV Milwaukee. Ao, ROBER
J. FIEISS promoted o manager ol both stations. NMr. Cone
replaces WALTER J. DAMM who will retire,

PAUL G, OFRILEL. former general execurive at \Waestinghouwse
Broadcasting Co., New York, appointed general manager of
WEZAVBZA Boston-Springlicld.

FRED I WALKER and DONALD D, SULLIVAN. peneral
managers ol W ITTAL Trenton, N. [ and AWNAN Yaukton,
S. D.orespectively, elected resident vice presidents of Peaples
Broadcasting Corp.

JAMES P IIENSLEY appointed vice president and general
manager of WEEP Prtsburgh, e had heen sales manager of
WEBNKM Chicago.

HOWARD FAVHEELOCK promatcd to general manager of
\WKNE Keene, N. H.

[ERRY GIASFR promoted to gencral manager of WENO
Madivon, Tenn,

STANLEY N, RAPLAN, former sales maunager of \WIL. St
Louix. named asistant to e vice presidint ol the Balaban
Stations.

DICK MORRISON named general sales manager of KBON
Dalias. Tle had been sales manager of WNOFE New Orleans.
BERNIE STRACHOT A, formerly ditv sales manager of the
Miller Brewire o Nljlwaukes, vare] asieral sales managtr
of WRIT Milwaukee,

WILLIAM McKIBBEN, former commercial manager of \WDEL
Wilmington. Del,, named assistant 10 the vice president ol
WISt Louis,

- -
Comte Ripps Strachota

ROBERT A BURKFE, formerly eastern siles manager  of
Adam Youung Inc., has joined Gordou Biroadeasting o, as
general sales nrnfager ol KBUZ Phoenix and KVOA Tucson,

REPRESENTATIVES

LOUES FoALLEN and TOM O'DE X appoined 1o the radio
sales stall of 1R Represemtatives Ine,, New York,

GEORGE BEAVERS. tormerly commuericpd manager of WGP
Brookfield Conu,, has joined the New York sales stall of
Broadeast 1 une Sales.

RAICHARD [ DUNNE, lormer v witdi the sales stall ol WINS
New York, has jotued the sales stall ol Adam Young Ine,
THIONAS KO ITARDY, Jormal a senior timebayer at Dona-
e & Coe Tu appoinied o the vational sales stafl of Aaery.
Knodel Inc., New York,

GEFORGE PONTE, former sales represeumtative for \WKNDB
Hartford, Conn., named 1o the New York radio sales stafl of
Peiers. Grillng, Woodward Ing,

NETWORKS

DR, ELMER W, ENGSTROM, senior vice president and
dircctor of RCA, elecred 1o the NBC hoard ol directors,
TTAROLD 5. CRANTON named diredor of sales developiment
and vesearch tor ABC Radio.

WILLIAM 5. BROWER JR. named manager o Fiograii pro
motion and werchandising for CRS Radio.

RAY DINZ, lorimerly national  progrant director for ABC
Radio, nanred director of the station services gdleparument ol the
Mutual Broadeasting Sustem.

CHET YOUNG and MARSHALL KEELING haye joined
NBC Radio as account executives.

INDUSTRY-WIDE

JOHN F. ACKERMAN, former vice president and manager
ol WKI'T Garden City, N. Y., named director of Community
Club Surveys, a research division of Commruoity Club Services.

J%3

Heusles Sullivan Karlan

AN

Blatehley

U. S RADIO s Seprember 1958

WWW americanradiohistorv.com



www.americanradiohistory.com

U.S.RADIO...

the monthly magazine for buyers
and sellers of radio advertising

It has been predicted that “in 1962 radio alone will
be doing $1.4 billion .. . double the current figure.”

Radio is the mass medium to reach the whole of

America.

U. S. RADIO stands ready to fill the needs of advertiser~ in their use
of radio. An analytical and idea magazine for buyers and sellers of
radio advertising, U. S. RADIO devotes its entire energies to this vast
field of radio. Articles and features on the planuing and buving of
radio advertising, delving into the whys and hows i the successful use
of all radio. are supplemented by regular departments pre-enting in
concise form the news and trend: of the radio industry.

The Only Magazine Devoted 1009, To Radio Advertising

To Receive
U.S. BADIO
Regularly

Each Month,
Mail In This
Form, NOwW!

U.S. BADIO SUBSCRIPTION
50 West 57th Street
New York 19, N. Y, |

Please see that | receive LT.L w. ";—l ’)’()

1 YEAR S3 [] 2 YEARS S5

Name Title

Company

Type of Business

O Company or
[0 Home Address
City Zone State

PLEASE BILL O PAYMENT ENCLOSED O

wlww . americanradiohistorv.com [
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EDITORIAL

... lied to radio’'s growth

60

RESEARCH PROBLEMS

The iucreasing attention being given rugio re-
searcli problems is signihcandy tied o the growth
ol the wmedium.

In addition w the quangacive thta, there
s a pressing need lor more qualitative rescarch
The lawer s a technical wav of describing re-
search thut helpy pinpoint definite sales pros
Pects.

What is needed is lurther comprehensive awdi
euce composition data that includes age group
income range, among many other things. Re-
search of this type not only will prove inviluable
to agencies in selecting their radio buys, hut it
will aiso help the radio industry by expanding
the kaown dimensions of the product ic sells.

Lhe problem of who is going 10 pay for the
high cost involved in producing detailed intor-
mation ol this twpe is completely unsettled.

WISHFUL THINKING

A veterun media execuiive at [, Walter
Iiompson Co. believes that any worthwhile
research project would be supported by the
agency, Not all agencies, however, feel this way.
As a result, sowe of the demands Jor additional
data unfortunately lall in the category of wisl-
ful thinking.

A research project that is needed today is a
coverage survey that will show the distribution
ol sets throughout the home o a county-by-
county basis.

A study of this type would illusirie the re-
gional differerices in listening patterns that would
be of prime importance to users of radio time.

\dmiuedly, this would he a costly veuture.
But what benehits it would reap.

Lase year, for example, 15.3 million radin sets
were sold—more than in any other yeir: since
1047,

The distribution of these sets across the coun-
try by home location should be ol vital impor-
tince to today's tmeboyer who is making today’s
radio purchase.

PINPOINT THE LISTENING

‘o presem, tliere are total mational estimates
showing the number of sets in vavious locations.
ol the home. But a county-by-county breakdown
would graphically pinpoint where the listening
is done.

We believe the next time a national coverage
sacvey for radio s undertaken, the distribution
ol sets throughout the home should rank as i
portane as the geographical spread across the
nation.

PROMOTION 1DEAS

r. s, rapio has received mimy requests from,
all segments ol the industry for a colunui de-
vired w promotion ideas.

As we round out our first year ol pablishing
and beginning in this issue (see r. 15), we are
presenting just such a leatare. The Broadcasters
Promotion Association, whicly was launched ap-
proximately two years ago, has been a major
[actor in the increasing attention being paid by
the broadceasting industry to promotional efforts.

We hope this column wi]l be an important
step in the exchange of sound ideas that will aid
in the building of audiences and will be of
value and interest to advertisers and agencies.

U.S. RADIO e Seplember 1958
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MORE NATIONAL SPOTS

WERE SCHEDULED ON

...IN THE PAST 30-DAYS THAN ANY OTHER

LOUISVILLE RADIO STATION!
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In jusf 8 shari days of Balaban balanced ptograming . .. enjoyable music . . . bright happy}

personalities ., . actian central news . . . 24 hours a day . .. Wonderful KBOX has pul “Dallas

in Wonderland.” The air i3 filled with wondertul commenis.

SOID NATIONAL[Y BY:

Robert E. Eastman & Co., Imc,

NEW YORK, CHICAGO, SAN FRANCISCO
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