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| thow...you can still buy Manhattan for $24'

i says Peter (Minuet) Theg - Director of Sales

\r O™ "N un unEm Em e m S S .. . X T Y FF K

K

(Class A, 12 Plan)
The famous Bartell Family Radie Sound fis available

to charter advertisers Noavember 2, when RADIO W-A-D-O
{or W-A-D-O Radio, if you prefer] begins stimulating

respanse in New York City!

SEE Mel Barteil,
Peter (Minuet) Theg
LR b EYYY ) B ARE AR Gt
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MORE NATIONAL ACCOUNTS

WERE SCHEDULED ON

..«IN THE PAST 30-DAYS THAN ANY OTHER
LOUISVILLE RADIO STATION!
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*Why are WXYZ Radio
and WXYZ-TV Detroit’s
Most Popular Stations?

Young in heart and busting out all over,
that'’s the personality of Broadcast House,
WXYZ Radio and WXYZ-TV

are stations with WXYZing?!

Southeastern Michigan is chock-full
of bustling young people who work
and play hard ., . and they buy things

as if money was going out of style!

We know what they like—programming

with WXYZing. And that’s what we
give them. Put WXYZing in your plans!

*Seeing, is believing . . . check your rating books.

The Stations with WXYZmwe

WXYZ Radio 1270
WXYZ-TV Channel 7
ABC—Detroit

Represented Notionally by Johr 8lair & Co. and Blair-TV
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responsibili

Responsibility to the community we serve and fto our adver-
tisers is always first and foremost in our minds. Here, in
Chicago, at WGN-Radio and WGN-Television, quality
and integrity are manifest in every phase of our operations.

Us S RADIO & November 1939
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$641,000,000 °58 Radio
(NAB est.-gross)

142,600,000 Sets in Use

15,000,000 Fm Se's in
Use (NAB Research)

¢

¢ 37,900,000 Car Radios
(RAB est.)

(3.3

Tl

i 1 8,946,044 Sets Made
%! (Jan,-Aug.—EIA)
L 4,063 Stations on Air

I

U.S. RADIO e

Noventber 1959

airwaves

Radio’'s Barometer

Spot: Adam Young Inc. reports that its radio business in October was
the highest billing month in the history of the company. It totaled 15
percent ahead of October ]958, according to Steve Machinski, execu-
tive vice president.

Network: American Broadcasting-Paramount Theatres Inc.'s estimated
net operating profit for the first nine months of 1959 was 26 percent
higher than the similar 1958 period, according to Leonard H. Golden-
son, president. Net operating profit for the period was $5,226,000—
$1.22 a share—compared with $4,142,000—94 cents a share—for the
same 1958 period.

Local: Three stations—\WWMAQ Chicago, KTIX Seattle and WABC
New York——and one group ownership—Taft Broadcasting Co.—report.
increases in billings. Local sales at WMAQ for the first nine months,
were 37 percent ahead of the 1958 period, which was a record year.
Total sales in September were 31 percent ahead of the 1958 month. At
KTIX, the third quarter business was 37.5 percent ahead of the second
quarter. This increase is reported as the biggest in the station’s history.
Third-quarter sales of WABC were 42 percent ahead of the similar 1938
period. Taft Broadcasting Co.’s net income after taxes for the third
quarter was 67 percent above the 1958 period ($248,000 compared with
$148,000) .

Stations: The number of am and fm stations on the air ai the end of
September totaled 4,063, an increase of 21 (11 am and 10 fin) over the
previous month:

Commercital AM  Commercial FM

Stations on the air 3407 646
Applications pending 490 62
Under construction 105 157

Setsy Total radio production in August was 1,009,423, including 279;-
424 auto receivers, according to Electronic Industries Association. Eight-
month cumulative radio output came to 8,946,044, including 3,434,345
auto sets. Total radio sales in August, excluding car radios, was 671,713
units; eight-month total was 4,357,421. The number of fm sets made in
August totaled 42,886, double the figure in August 1958; eight-month
cumulative fm production was 290,862 sets. ¢ »
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now more than ever
- Keystone makes sense

and dollars too .

here’s how:

Keystone has 1075 locally programmed radio stations
covering 54% of all radio homes in the U.S.A.

Keystone has 86 % covérage of all farm markets in the tountry.

Keystone offers plus merchandising tailored to your
campaign needs at no cost to you.

> N

Keystone covers Hometown and Rural America at the Towest cost.

Write for our complete station
list and our farm market survey.
They’re yours for the asking.

San Francisco Defroit Los Angeles New York

Chicago
57 Post S5t. Penobscot Building 3142 Wilshire Blvd. 527 Madison Ave. 111 W. Woshington
Sutrer 1-7400 WOodword 2.4505 Dunkirk 3-2910 Eldorode 5-3720 Stote 2-8900

U. $. RADIO e November 1959
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Another great modern radio station turns to

YOUNGPRESENTATION

Effective November 9, 1959
' Adam Young Inc.

becomes exclusive national representative for

WK

the 10,000 Watt, 850 kc. modern radio station .

well on its way to dominance in

RALEIGH, N.C.

a ADAM YOUNG INC.

‘ Representing all that's modern and effective in radio today

NEW YORK CHICAGO ST. LOUIS LOS ANGELES
3 East 54th 5S¢, Prudential Plara 915 Oilve St. 6331 Hollywood 8ivd.
New York 22, N Y. Chicago 1, 11 St. Louis, Mo, Los Angeles 28, Calif.
Plaza 1-4848 Michigan 2-6190 MAin 1-5020 MONywood 2-2289
SAN FRANCISCO DETROIT ATLANTA
Russ Bldg. (Rm. 1207) 2940 Book Bidg. J182 W Peachireeé
San Francisco 4, Calif, Detroit 25. Mich: Altanta. Ga.
YUkon 6-6769 WOodward 3-6919 TRindy 3-2564
6 1. S. RADIT o November 1959

wwWw americanradiohistorv com
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soundings AN

Cities Service Steps Out
With Renewed Radio Interest

NBC Radio’s Medical System
Harbinger of Special Services?

RAB’s Proposed Building
Can Provide Radio Symbol

CBS-Owned St. Louis Qutlets
Voice Freedom of Airwaves

Coverage Study of Radio
To Be First Since 1956

New BPA Officers
Start Term of Office

U. S. RADIO # Notember 959

The return to radio of Cities Service Co., one of the oldest air-time ad-
vertisers nr the business, chalks up a success story for the medium irr the
form of a radio budget currently estimated at close te §1 million and
expected to go higher next year (see Cities Service and Radio: “Side by
Side,” p. 30). The oil firm, which took a stroll with tv at the turn of
this decade after nearly 30 years of keeping company with the senior air
medium, did an about-turn last year and is now hitting full stride again
in the realm of listener appeal.

With its new plan to provide, through fm multip'lex, a professional
Medical Radio System to doctors’ offices, speculation is popping as to
the next step. Initially, the medical system will reach 16 cities, pro-
viding music and latest medical news and commentary. Di. Chester
Scott Keefer, president-elect of the American College of Physicians and
executive director of Boston University’s School of Medicine, is head
of MRS’ medical board of advisors.

As the building committee of Radio Advertising Bureau continues o
explore various possibilities, it is the expectation that the home for
radio will be established no later than 1961. Actually, the committee is
exploring two alternative ideas: Costs of acquiring a site and putting up
building, and converting an older structure. The bureau feels that the
mew home, in addition to its symbolic value, would be an efficient way
to invest money mow expended for rent.

The extent to whiclr CRS-Owned stations have split their radio and tv
operations was vividly illustrated during election week. KMOX-AM
and KMOX-TV St. Louis took different viewpoints on a proposed Metro.
politan District Plan. The KMOX-AM editorial, by Robert Hvland,
vice president and general manager, opposed the plan and was on the
winning side. When advised ol the dual views, top CBS Inc. brass asked
fhe stations not to use it as a publicity tool, until the story broke in a
‘Str. Louis newspaper.

The firsi Nielsen Coverage Study of radio since 1956 has been planned
by the A. C. Nielsen Co. It is expected to be released by mid-196]

The new slate of officers of the Broadcasters Promotion Association have
started their terms in office, following the fourth annual convention held
in Philadelphia. Gene Godt, sales promotion and advertising director
of KYW-TV Cleveland, was elected president; John F. Hurlbut, WFBM-
AM-TV Indianapolis, first vice president, and Don B. Curran, KTVI St
Louis, second vice president. The BPA voting membership has picked
New Orleans for its 1960 convention, to be held November 14, 15 and 16.

wWww.americanradiohistorv.com
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WPTF

Raleigh-Durham

i, 2
has Greater

Food SALES

than the 12th
Metropolitan
Market

28th Radio Market - WPTF

$541,043,000
28th Metropolitan Market
$193,673,000
12th Metropolitan Market
$479,519,000
/ NATION'S A p
. 28th RI\DIO(l Ve
\ MARKET 3
g mus[u‘-: ;'{/ >
8c: )

30,000 WATTS 680 XC

NBC Afhliate for Rolergh-Durham
ond Eostern Noreth Coroling
R. H. Moson, Generol Monoger
Gus Youngsteodt, Sales Monoger

PETIRS, GRIFFIN, WOODWARD, INC.

Notionof Reprasentatives

time buys

Arrold Bakers Inc

Agency: Kudnev Agency Inc., New
York
Product: BREAD

Supplementing its regulai sclted-
ule of radio, the company is adding
an extra measure of air time in se-
lected areas to continue through No-
vember. Daytime [requencies of 15
1o 35 announcements a week are be-
ing used. Mal Murray is timebuyer.

J. Colonna Bros.

Agency: Gardner Advertising Co.,
New York

Product: ], COLONNA PARME-
SAN CHEESE
J. COLONNA BREAD
CRUAMIBS

On the menu for radio stations
from New England to the Mason-
Dixon line is a schedule of one-mfin-
ute announcements at the rate of 10
to 15 per week for eight weeks. The
campaigw, which started October 21
1s presently on the air in Boston,
Albany, Hartlord, Buftalo, Roches-
ter, Syracuse, Philadelphia, Balte
more and Washington, D). C. Tane-
huyer is Virginia Burke,

Garrett & Co.

Agency: AlacManus, Johnw & Adams
Inc., New York

Product: VIRGINIA DARE
WINTES

With a tip ol the glass to radio,
the campiny is engaging in an eight-
week cnmpaign (10 weeks in Minae-
apolis aml Milwaukee) in 17 mar-
kets that will carry into mid-Decem-
ber and the pre-Christinas social seas
s, In same markets air time is
being used fa introduce Virginia
Dare Royal wine: ia all cases enipha-
sis is on the suitability ol wine lor
all vecasions, Frequency averages 75
amouncemcuts per week via o one-
winute K17, Miss Paule Shapiro 1s
timehuyer.

www americanradiohistorvy com

Hamilten Watch Co.

Agency: N. WV, Ayer & Son Inic,
Philadelphia

Product: ELECTRIC WATCH

Frankly catering 10 a selective
market of “upper incomes,” Hamil-
ton is suggesting this expensive ¢i‘t
item to audiences of 100 goo:l music
stations (am as well as fm) iir 85
markets in an eight-week campaien
which runs until December 18. In
areas not reached by gualitv mnusic
outlets, the company is timing its
announcements for news and/or
weather adjacencies, chiefly in niorn-
ing periods. This is Hamilton'’s third
year of radio usige, its second cam-
paign concentrating on good mnsic
stations (the first was conducted kist
spring) . Derrick Dyatt is timeluyer.

Menftholatum Co-

Agency: J. Walter Thompson Go.
New York
Produict: COLBAN TABLETS

A special camnpaign in the York-
Harrisburg, Pa., and Fort Wayne,
Ind.,, markets is now underway. Its
outcome may predicate furiher va-
dio moves by this product. Nancy
Smith supervises the timebuying.

Mertholatum Co.

Agency: F. Walter Thompson Ce.,
New York

Produce: MENTHOLATUN
DEEP HEAT RUB

To stimulate sales circulation in
abuut five major markets, the prad
met 1y taking 1o the air with satunire
tion schedules ranging from 13 10 26
weeks, depending an the nmrwket,
The canpaign starts this month i
three arcas; it was launched earlier
in o locations. Nancy Smith super-
vises the tinrebuying,

{Cont'd en p. 10)

U. 8, RADIO e November 11050
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With Pulse consistently showing WTOP Radio with more
quarter-hour wins than all the other stations combined,

there’s only one way to be important on radio
in the Greater Washington area: use WTOP. ., and be sure!

wiep radlio

WASHINGTON, D.C.
Represented by CBS Radio Spot Sales

operated by THE WASHINGTON POST BRQADCAST DIVISION:

WTOP Radio. Washington, D.C, D P-T Vi henme & Woakhineion, dés
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ALWAYS...
a jump ahead

The vibrant enthusiasm of
staying a jump ahead of our
contemporaries is a vital part
of all personnel at KONO

in San Antonio.

It's an enthusiasm that keeps
listeners” ears keenly tuned
to the times . .. for first

in news ... finest in music.

It's an enthusiasm that keeps
San Antonio’s largest radio
oudience buying at fever pitch .
day after day,

For remdtkable facts about the
“jump-chead” KONO . .. see your

KATZ AGENCY

REPRESENTATIVE

5000 watls & 8460 KC

K O/N O

JACK ROTH, Mgr,
SAN ANTONIO, TEXAS

time buys

[Cont'd from p. 8)

" National Carbon Co.,
. Division of Union Carbide Corp.

~ Agency: IWilliam Esty Co, New

York
Product: PRINE

A new product especially designed

for cold-weather driving is being in-

troduced this month via saturation
frequencies in 80 to 100 markets.
The buy is, in effect, a [our-week ex-
tension of the six-week Presione
campaign which was due to end with
the advent of [rost. A “gas line anti
[reeze,” Primne is reputed to [acili-
tate quick starts and prevent stall-
ing in the [ace of nippy tempera-
tures, Dick Olsen is timebuyer.

Nestle Co.

Agency: William Esty Co., New

York
Product: NESCAFE

Adding the cream to a héavy cam-
paign now underway in major mar-
kets for this coffee is the report that
the account anticipates continuing
its current radio usage “lor some
time.” The schedule includes a com-
bination of minutes and 20s. Phil
McGibbon js tintebuyer.

New York & New England,

Apple Institute

Agency: Charles V. Hoyt Co., New
York

As a timely harbinger of holiday
{are, the iustitute is now engaged in
a pre-Thanksgiving campaign and
contemplating a similar pre-Christ-
mas promotion of its regional prod-
uct. The anticipated December
schedule is Hkely to repeat the pres-
ent pattern—two wecks of saturation
coverage in New England and easi-
ern New York markets. Doug I lumin
is timebuyer.

Original Crispy Pizza Co.
Agency. Ben B. Bliss & Co.. New
York
Prodict: FROZEN PIZZA
Four new murikets will be added
to the «impany’s present radio 1ist

www americanradiohistorvy com

within the next 30 days, the agency
reports. At present, the product is
being advertised aerially in a “con-
centrated saturation” campaign that
started this month in Boston anct
Washington, D. C., as well as a con
tinuing schedule in Miami, Balri-
more and the New England area.

The firm is said to be focusing its

budget almost entirely on radio. Ben
Bliss, agency president, handles the
buying.

Parsons Ammonia Co.

Agency: Hedrick & Johnson Inc,,
New York

Product: PARSONS' SUDSY
HOUSEHOLD AMMO-
NIA, BLEACHETTE
BLUING

Now reviewing resuits from its
1959 usage ol radio, the company
reportedly is preparing an increased
budget for its 1960 buys, which are
due to be transacted in mid-Febru-
ary or early March for the “spring
cleaning” season. Schedules are ex-
pected to be similar to previous
March-May flights of six, eight and
10 weeks, with a possible extension
beyond the heretofore 30 national
markets. After five years of strong
radio use, Parsons is 100 percent sold
on the medium and expends more
than 90 percent of its advertising
budget orr sound alone. Stanton
Hedrick handles the timebuying.

Pharmaco inc.

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

Product: FEENAMINT

About to pack its bags for the
move from DCS&S to N. W. Aver on
Janunary [, the candy laxative will
stay regular with radio on the cam-
paign initiated carlier this fall and
continning until Christnias; its new
ageney will take over :wlministering
the second half of the campaign. due
to start after the first of the year,
Timehuyyer at present is Jeff Fine.

(Cont'd orf p. 12}

I’ S. RADIO e November 1959
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88 IVORIES AND

WSET personalities Harlan Hogan and Jim Gannon team
up on weekdays ta present 55 of the livest minutes in
radio. The program (3:05-4:00} features the casval music
of Hogan at the piano, his conversation with Gannon
that's even more casuval and interviews with most any-
one who walks past the studio

The program is strictly informal, almost disorganized, but
people in South Bend love it. It's an adult show, directed
to the housewife and men driving home from work. Both

5000 WATTS

SOUTH BEND, INDIANA
FIRST IN SOUND ADVERTISING

U. §. RADIO e November 1959

men are experienced radio performers, and do an out-
standing job for advertisets. Their successes far adver-
tisers are legion. Hogan's morning show (10:30-10:45
with Joe Kelly is an equally popular program.

Papular live programs, like the Harlan Hogan show, give
WSBT complete dominance of the South Bend market.
And it's a market that's impartant to natianal advertisers.
The 36 caunties in Northern Indiana and Southern Mich-
igan cavered by WSBT have an annual Buying Income of
3.3 billian dollars! Sauth Bend, the major trading center
of this area, has an average househald income of $7136
+ . . 15th in the nation!

Ta reach this rich market use its radia voice . . . WSBT,
for remaining availabilities on the Harlan Hogan shows,
and far free market data baok, see your Raymer man
or write this station,

Poul H. Raymaqr Company, National Representative
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RCA
THESAURUS
TURNED
THE TOWN
UPSIDE
DOWN'!

What do you want for Christmas?
More Christmas business? Well,
William Holm, General Manager
of WLPO, La Salle, Illinois, got
heaps of extra Holiday billings
with the help of RCA Thesaurus
Commercial Library. He writes:

“Income from Thesaurus
Christmas jingles and effects
amounted to $3221.50. Twenty
jingles and effects were used ta
sell 812 announcements gired
hetween Thanksgiving and
Christmas.”

Feel like celebrating? Write RCA
Thesaurus now for detalls on
building up Holiday business.

& THESAURUS

£5 East 24th Street « New York 10, N. Y.
‘hicago,Nashville,Atlantu, Dallas, Hollywood

12

time buys

(Cont'd from p. I(J)1

Pierce's Proprietaries inc.

Agency: Mogul, Williams & Saylor
Inc., New York

Product: DR. PIERCE'S GOLDEN
MEDICAL DISCOVERY

A healthy prescription ol radio is
on order for this stomachic tonic,
with a six-month schedule now un-
derway on approximately 70 stations
throughout the country. The one-
minute ET’s will be on the air with
a fairly heavy” frequency until
next spring. Joyce Peters is time-
buver.

Point Adams Packing Co.

Agency: Ben B. Bliss & Co., New
York

Producé PEACOCK SALMON

A summertime swing into radio
proved so satisfactory for this prod-
uct, says the agency, that the com-
pany plans another “clambake” with
the medium after the first of Janu-
ary. Prospects are for an expansion
beyoml the New York market in the
proposed second installment of time-
buying. Ben Bliss, agency president,
handles the timebuying.

Royal McBee Corp.

Agency: Young & Rubicam luc,,
New York

Product: ROYAL TYPEWRITERS

Using a sound touch+in 22 mar-
kets, the company unlimbers a pre-
Christinas drive on November 23 10
promote typewriters as a valuable
gift item for the teenager in the
family: The threc-week schecdule,
with 30 to 50 announcements a week
depending on the warket, will be
«irected primarily at parents and
their concern for their youngsters'
educational and vocatioral develop-
ment; teenagers, in torn, «vill be en-
couraged 1o cdevelop w yen for the
Royal machine. Timebuyer is Lor-

1 raine Roggicro.

Shulton Inc.
Agency: TVesley Associates Inc., New
York

1 Product: OLISPICE TOILETRIES

That  last-minute  shopping  list
will gee the benefit of Shulwon’s sug-
gestion via a close-Lo-Christmas rush
of radio tiwme 1o 85 markets. The

WWW.americanradiohistorv.com

spot buy—24 announcements a week
on the average—will start about De-
cember 15 and run for a week. Tt is
designed to augment the company’s
regular spot campaign which will
conunue through December, and its
network radio schedule. Joseph
Knapp, media director, is handling
the buying.

Ceorge Wiedmann Brewing Co.
Agency: Doherty, Clifford, Steers &

Shenfield Inc., New York
Product: BEER

On fap for this brew as of Janu-
ary 1, the agency will assume media
responsibilities heretofore handled
by Tatham-Laird of Chicago. The
account is expected to continue a
strong radio voice in is fivestare
market in the Ohio Valley. Jeff
Fine of DCS&S will assume tiniebuy
ing duties for the account.

Western New York Apple Growers

Association

Agency: Charles 3V. Hoyt Co., New
York

With a taste for radio similar to
that of the New York & New Eng-
land Apple Institute mentioned
above, this regional association iy
also finishing up two weeks of pre-
Thanksgiving radio time and con-
siclering a light campaign to precede
the Yule season. The cyrrent sched-
ule includes “practically every mar-
ket” in western New York plus sonie
in Ohio and Penunsylvania on a basis
of 20 to 30 spots a week. Dong
Humm is timebuyer.

Wheatena Corp.
Agency: Charles V. Hoyt Co.. New
York

roduct: CEREAL

Radio receptionr ar the breakfast
table is giving Wheatena such a
pleasing start to these cold-weather
days that a second flight is expected
io be launched in mid-Jmnmry to
continue until the spring. At pres-
ent, this cereal is wrapping up its
initial ~ seven-week  campaign ol
worning time (between 6:30 and 9
a.m.) which started last mowth i)
nearly 40 wmarkets. Dong untng 4
imebuyer, o o o

U, S: RADIO ®» Noveniber 1959
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Comparison?

. & s .
There is no comparison!

The fact is:
WRVA-RADIO, Virginia's Largest Single Advertising Medium *
| REACHES MORE PEOPLE AT LESS COST THAN ANY OTHER MEDIA IN VIRGINIA

' *WRVA-RADIO’S COVERAGE
OF VIRGINIA INCLUDES:
Retail Sales . & 5 . . 54.2%
Food , . . g 49.2%
Automotive Sales . ’ . 52.5%
Gasoline 4 54.4%
Drug : 47.5%

C

S

+ WRVA - BADI0—

REPRESENTEDR BY PETERS, GRIFFIN, WOODWARD, INC,

U. §. RADIO & November 1959
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Audience

———

Profile #1

How much money did you spend
for food and groceries
in the past seven days?

WWDC Homes Total Sample % WWDC above or

below Total Sample
Less than $21  Z21.4% 26.9% —20.5%
$21829 29.4% 32.4% ~ 9.3%
$3039 _31.8% 31.0% +21.9%
$40 and over 11.5% 9.7% +18.6%

What kijud of people are WWDC listeners? We know from PULSE rating surveys that they
give us the greatest total share of audience in the Washington, D. C. metropolitan area. But
we wanted to know more about them personallv—so we had PULSE do a special Audience
Image Study. The profile that emerged is most revealing. Take the matter of groceries,
215,763 WWDC homes spend $30 or more a week for food. .. 40.5%, above the total sample
average. Doesn't this give you food for thought? (Next month: TRAVEL).

RN
p'nl" - g
fﬁ)‘_" ‘:- QA
s ;\" i ‘J
N

Radio Waslijugton.. . . the staiion thar keeps people in mind

REPRESENTED NATIONALLY BY JOHN BLAIR & £O.

wwWwW americanradiohistorv com
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washington

NAB’s Revenue Study Confirms
Radio’s Competitive Nature

Where the Revenue Picture
Tells a Different Story

Conference Hears Research
Behind Farm Radio Power

U. S. RADIO & November 1959

In fts annual round of fall conferences, the National Association of
Broadcasters’ study on average revenues of radio stations still has the
industry talking. For one thing, the study confirmed the intense compen
tive nature of the radio business today.

While the number of radio stations in the past 13 years has increased
245 percent, revenues have increased only for the average station serving
the largest and the smallest markets. Stations that serve a market of one
million or more had an average per station revenue in 1945 of $596,900,
compared with the corresponding 1958 figure of $819,000. This is an
increase of 37 percent, NAB states.

An average per station increase is similarly registered for stations in the
smallest markets. Serving a market of between 10,000 and 25,000, average
station revenue was $71,000 in 1945 and $107,200 in 1958, an increase of
50 percent. And those stations serving a market of less than 10,000
averaged $53,500 in 1945 compared with $87,500 in 1958, an increase of
64 percent, according to NAB.

But between these two extremes, where competition and the number of
new stations have made their greatest impact, the revenue picture for
the average station is a completely different story. Stations that serve
a market of between 500,000 and one million in 1945 had an average
revenue of $573,100, compared with $455,500 in 1958, a decrease of 21
percent.

Similarly, stations serving a market of between 250,000 and 500,000 had
an average revenue of $360,800 in 1945 and $320,100 in 1958, a decrease
of 11 percent. Stations in markets of between 100,000 and 250,000 had
average revenue of $268,700 in 1945 and $209,100 in 1958, a decrease
of 22 percent. And stations in markets of between 25,000 and 100,000
had average revenues of $143,700 in 1945 and $140,800 in 1958, a decrease
of two percent, The study was revealed by Charles H. Tower, manager
of NAB's broadcast personnel and economics department.

The penetration and power of farm radio were backed up by research at
the NAB conference. A report by the National Association of Tv-Radio
Farm Directors showed that the average farm family listens to radio 26.5
hours a week. It also stated that just about every farm family owns at
least one radio set, and that more farm families own four or more radios
than those that own only one set.

The farm report, which was delivered by Robert Palmer, Cunningham
% Walsh Inc, New York, said that spot radio is a logical choice for ad:
vertisers seeking to sell the farmer because “while agriculture may be na-
tional, farming by its very nature is a local proposition. Different prod-

{Cont'd on p. T8}
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BEST SELLER IN HOUSTON. ..

American Airlines
Americon Lamb Cavncil
Armavr Company
Arthur Murroy
Baker’s Mair Tanic
Ben-Goy
B.C.
Blackberry Julep Quickrail
Blue Cross
Borden’s Evaparoted Milk
Broma-Seltzer
Busch Bovorion Beer
Codilloc
Camel Cigarettes
Champian Spark Plugs
Chevroler
Cook Book Bread
Cream of Wheot
Dash Dag Foad
Ecanomics Laby
Eveready Batterjes
Falwaft Brewing
Feenamint and Chooz

Falger’s Coffee

ford Cars
Ford Trucks
Gillerte Safety Rotor
Harmel Packing Cao.
Hastess Danuts
Jdanes Bloir Paint?
Kuhn Point Company
Lodies Hame Jaurnal
Lane Star Beer
Mercury
Mexsono Powdiy
Mrs. Baird’s Bread
My-T-Fine
Notional Airlines
No-Daz
Oak Farms Dairies
Odorono
Pacquins Hand Cream
Poll Mall
Peacemaker Flour
Pearl Beer
Poll Porrat Shoes
Prestane Anti-Freeze

Houston's: 24-Hour
_ MuSic and-News

Ralston Corn Chex
Rayto
R.C. Cala
Red Heart Dag Foad
Riviera Cigareties
St Joseph Aspirin
Schlitz Beer
Seven-Eleven
Shuitan Desert Flower
Hand and Bady Lotien
Sitk ‘N Satin
Sincloir Qil
Southwestern Bell Telephone
Stonback
Swell
Swifts Meory
Tompa Nugges Cigars,
Tennessee Life Insurange
Texas Srate Opticol
Trany-Texas Airwayg
Trig
Winsion Cigaretret
Wrigleys

National Reps.:

THE KATZ AGENCY, Inc.

® New York
® Chicaga
& Detrait
® Atlonte

® Sr. lovis

® Son Francisco
® Lot Angeles
® Dallas

IN HOUSTON, CALL DAVE MORRIS JAckson 3-2581
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WASHINGTON [Can¥d from p. 15}

ucts are raised and grown in differ-
ent parts of the United States.

You can focus a lot more sharply on
certain farm problems with spot
broadcasting.” The report explained
that a radio station’s program sery-
ice to farmers is based on its farm
divector's frst-hand knowledge ol
problems in the station’s listening
area, on visits and nterviews with
farmers by station personnel, and on
the larmers’ confidence in the sla-
tion, “Raglio may not be what's
keeping the nation’s five and one-
quarter million farm families down
on the farm, but radio is proving to
be a big factor in keeping the farmer
prosperous and happy.”

The Sound of Radio
Controlled by Government

In another vein, the NAB conference
heard a special tape presentation on
what radio would sound like il con-
trolled by government. Delivered
by William Carhisle, manager of sta-
tion velations, the presentation was
described as “not-too - tongue - in
cheek.** It was made to emphasize
the need for a strong business asso-
ctation ud complete compliance
with tlie WAR's Standards of Good
Practice for Radio Broaccasters.

Example Cited
Of 'Government’ Newscast

An example of the presentation is
this excerpt [rom a news report [rom
a mythical station that replaced the
Awmerican svstem of free broadcasi-
ing with yi government svstem: News
—*"*We rearet that we have not as vet
received our anpraved edition of the
news [ram the Federal Bureaun ol
Broadcast Cemsorship.  Stay tumetl,
though. it may wrrive any day at am
hour. Amd. as vou know, at 9 o'clock
we will bring you a solid hour ol
news ol real interest—news from the
Depariments of Commerce, luterior,
State, Agriculture, Jnstice and cadh
ol 26 other agencies ol vour gavern
ment. ™™

Other porticns of the tape presei
tation dealt with other aspects of
station Jare, such  as government
mmerciials. o o o

TN RADIO e November 1859
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PEOPLE
work—play—LIVE

by RADIO!

[ wHo
PrOGRAM
SCHEDULE

WHO Radio Reaches From 18% to 35% of the Total Radio Audience
in 93 ‘“lowa Plus” Counties, Sign-On to Sign-Off!

INNING or primping, radio enterfains

and informs her — even when she can't
take her eyes from the job at hand. There’s no
time to interrupt her daily chores for reading
or viewing. Radio sells more economically, more
contpletely, niore often.

WHO is the big-audience radio station in
lowa. It is aggressive, alert, alize —and it
invests tremendous amounts of time, energy
and money to attract and £eep the big audience.

The 93-county area Pulse Report (Feb.-
March, 1959) gives WHO Radio from 18%
0 35% of the total radio listening audience
— first place in every quarter hour sur-

veyed — the balance being divided among
88 other stations!

You «can SELL “lowa Plus” through WHO
Radio — where you get the very hest pro-
gramming in the State. Ask your PGW
Colonel for the details on Jowa's believable.

big-audience station.

for lowa PLUS !

Des Moines « ¢+ . 50,000 Watts

NBC Affiliate

Coi, B. ). Palmer, President
P. A. Loyet, Residen: Manage
Robert H. Harter, Sales Moanoger
WHO Radio is pact of Central Broadcasting Company,
which 2150 owns and oDPerates

@ WHO-TV, Des Moines; WOC-TV, Davenport
D - Peters, Griffin, Woodward, Inc., National Representatives
U.S. RADIO o November 1959 7
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to se/l .
the most
5 < 3

Hoos;\erg}
be sure \
your product
iIs cook¥

in the g

Moty

P
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INDIANAPOLIS

® Want a greater cumulative
audicnce for ydur saturation
spot campaign? Like to get
morc attention . , , pull a bigger
response to your ‘program . .
increasc sales ?

Then check WFBM first—
where every minute is a selling
minute! Greater program vari-
cty mcans morc pulling power

. . gets more audience turn-
over hour after hour.

Ask us how WFBM can scll
for you in this big, rich midwest
market !

Represented Natlonally by the KATZ Agency

13

the

Joe Gans, an agency president who
has built his career by successfully
predicting broadcasting trends-to-
come, now declares that five years
hence the word radio will probably
be spelled most often with just two
letters—f{m.

By specializing only jn the broad-
cast media, his agency, Joe Gans &
Co., New York, is in a position to
guide advertisers who require this
kind of concentrated service. Serv-
ing advertisers throughout the
United States and Canada, the
agency's client list includes such
firms as Time Inc., American Herit-
age and Norkon Pharmacal.

Mr. Gans is credited with buying
more national fm time in the past
vear than any other agency. He also
has been called in 1o consult witly
other agencics on their fin buys,

Wit fm on the upswing, Mr.
Gans feels that "the race will go to
the swift” where station profits are
concerned, and that it is already higly
time fun hegan doing a iore eflec-
tive selling joli.

To this end he applauds the estab-
lishment last Septemiber of the Na-
tional Association ol Fm Broadcast-
ers 10 replace the old Fin Broadcast-
ers Association which, he leels, failed
to gain snflicient station backing.

“Lethargy has been the curse pre-

WwWWwWWwW.americanradiohistorv.com

THIS MONTH=

JOE CANS

President
Joe Gans & Co.

Broadcast Media Specialist
Cites Job Ahead for Fm

—

venting (in frowmn realizing mare of
its full potential to date.

“What fm now needs,” he says,” 15
a barrage of staristics and informa-
tional material similar to thar put
out for am by Radio Advertising Bu-
recau and for newspaper, tv, direct
mail and outdoor media by their re-
spective associations. In addition,
the new fm association must have
100 percent support from all fm sta-
tions in the country.”

Betting on future treids in radio
and tv, as well as helping establish
many which are now in vogue, is
nothing new for Mr. Gans. He
started his own agency 14 months
ago after a long and distinguished
career as vice president and radio-tv
director, first at Thwing & Altman
Inc. and then Maxwell Sackheim
Inc., both of New York.

He was one of the original sup-
porters of weekend radio back in
1948 when Saturday and Sunday
time spots were going begging, and
he was buying considerable earls
moruing time for clients as early as
1950, long before it became the most
sought after niche in radio.

Since his agency’s inception. about
30 percent ol his hillings have been
in fm, with the remaining 70 per-
cent almost equally divided hetween
wm radio and (v, e e e

U. 8. RADIO e November 1959
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breakfast. Chicago’s Olson Travel
'Organization offered overseas tours at
|li52’000 per ticket on its 40-minute pro-
gram of semi-classical music featuring
Norman Ross, Saturdays,7:15t07:55 a.m.

100 travelers with $2,000 each...

All it took was a little traveling music—
on WMAQ. In this case, literally before

LY

In four short weeks, Olson sold out com-
pletely —100 tickets for a gross sale aof
$200,000. And one year in advance!
This 1s just one more example of how
WMAQ reaches the quality buying mar-
ket in the Midwest. It’s every bit as easy
for you to find the buyers you're looking
for anytime, morning, noon or night, on..

M é Q NBC Owned « 670 in Chicago +« Sold by NBC Spot: Sales
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J‘a}:(‘.‘ : Mmm, Cookies

§ " Would you like to (You are) to be commended for
obtaining, analyzing and presenting
the facts in a most readable and en-

- s A tertajning article (i\lotlrm’s Cookies
Gift Subseription at Top of Golden State Sales, Sep-

To U. S. RADIO? tember 1959).

Robert L. Whitehead
Account Executive

ild, 8 i L
. .. at 1/3 Off Regular R S A

give your friends «a

3
I « . .
\\\\\\\\\\\\\‘\ \\ Subscription Price P ol

S : i 1s) article was cextiremely n-
§\ M \\ . $2 Instead of $3. teresting. It stated factually what
§ \\ . many of us in the radio business
N $2° § And a Gift Card have been saying for years regarding

N N B
N N\ . | the proper use of radio and its ef-
\\ _ § * Which Will Be Mailed | fectiveness in creating retail and
\\\ ¥ \\\§ . consumer acceptance. 1'd appreciate
HOLIDA & To Each Recipient. it very much if you would send me

RATES & ‘10 ies of 1l : icl
\ o | 10 copies of the article.
N

| Bob Fox
Generol Soles Monoger
KRKD los Angeles

NS
\\\\\\\\\\\\\\\\\\\\\‘\\\

TO RECEIVE . . . or have your friends receive U. 5. RADIO

at the Special Holiday Rate Mail this form NO 'V! ‘ Bon Appetite
I enjoyed reading the story tre-

gemmean - Femssmsmesaanscan S ] ey 8 s = AT v | mendously (Can Food Adwvertisers
: + | Use Radio Diei? September 1939).
! 3 , : o
: I. S. RBRADIO : ?(l::r)aoethnnks for vour excellent

] o%-
E 50 West S57th Street ' Lo il

3 President
2 New York 19, N. Y. v Smi;h (green/‘and Co.
T X : New York
: Name Title i
i ]
L Company ‘ ,
3 + | Wheel Dealing
h) Address - - 3
' ; ’ » « . Your excellent coverage of
! City R Statg + | the Petry survey of automobile deal-
i eaipan e oo ] ) e e SIS RS e orers e wewm== | €rs (Report from Representatives.
g y | September 1959) .. . wus handled in
' [ — Title ¢ | the thorough manner that we really
¢ - ! | appreciate,
f . | AP1
- Company —— i Bill Steese
X % Promofion Director
L Address - X Edword Petry & Co.
X City Zone State _ i Ny T
3 = [}
T L]
Lessovéisnnssssssnsncsns rPelieases s e sesesessEne® wpeesesep=seesasss y
! + | Plage in the Sun
. 1
' : i : - U HAVE SELDOM SEEN MORE

Ordered b . include meiin this offer [ - L .

; e | ACCURATE JOR OF REPORT-
y Company ' | ING (The Sound of Suuny Ratio,
: Address ¢ | Septewmbet 1954) .
: v Bob Light
. ’ = President
:- Please Bill D Pa_ymenr Enclosed D { S::u'!herr:v Colifognio
' : Broodcosters Assn,
: Note! If you have additional names please attach list 5 Los Angeles

20 U. 8. RADIO ¥ Novemiber 1939

wwWw americanradiohistorv com


www.americanradiohistory.com

THE EDITOR

Birthday Presents

Congratulations on your second
year in business, The progress is
tremendous.

Robert E: Eastman
President

Robert E. Eastman & Co.
New York

You aré to be commended on the
splendid progress made . in so
short a time,

Ralph Evans
Executive Vice President
Central Broadcasting Co.
Davenport, la.

They have beén a big two years.
You've certainly made some wonder-
ful progress.

Dr. E. L. Deckinger

Vice President & Media Director
Grey Advertising Agency Inc.
New York

Your publication is "TOPS! Keep
up the good work.

B. J. Parrish
Manager
KOTN' Pine Bluff, Ark.

I wish to, if I mtay, pat your maga-
zine on the back. It's the best. . . .

Kenneth C. Delp
General Manager
KLIN Liacoln, Neb:

It’s been ouir privilege . . . to
watch you grow and become more
meaningful to the industry with each
issue.

Bartell Family Kadio stations
salute you and hope for many more
years of growth together.

Morton J. Wagner
Executive Vice President
Bartell Family Radie
San Froncisco

Newcomer

I am a fairly recent reader of your
magazine, having graduated in re-
cent months fromn tv ro radio. I've
found u.s. rab10 to be invaluable,
Next to our customer's checks, it's

your magazine that I look forward

to in the mail.

David G. Hainhes
Manager
KORA Bryan, Tex.

U. S. RADIO « November 1959

WERLO

LOUISVILLE ¥y

Before you buy, check

grand new),
brand new

,

with three times as many

listeners as one year ago.*

In Louisville it's the trend, friend.
All details yours for asking your
nearest Robert E. Eastman office,
or Bill Spencer, WKLO.

*Trendex—August '59-'58

SOLD NATIONALLY BY:

@ robert e. eastman & co., inc.

2r
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“WRC Radio has been making friends and customers for Peoples Drug Stofres for over a dec-
ade. The ‘Sound of Quality’ has furthered our reputation for dependable values and friendly

service.”-Clayton R. Sanders, Advertising Director; Peoples Drug Stores Int. Another testi-
monial for the results ’

WRC » NBC Owned

derived through regular use of the “Sound of Quality” on

980 in Washington, D.C. Sold by NBC Spot Sales
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Are Agencies
Underselling Radio??

Survey shows that although agencies

believe radio is effective, they

admit to selling medium short

In casting a critical eye at

the visage of radio, Agency

Row becomes uncomfort-
ably aware of a wart on the end of
its own nose.

That wart is clearly highlighted
by answers to U. s, RADIO’s recent
poll of 27 adveruising agencies. The
survey, conducted as a corollary to
last month’s investigation of what
advertisers think of the listener’s
inedium, provides a composite view
of radio as seen by leading national,
regional and local concerns head-
quartered from New York to Cali-
fornia, Minnesota to Texas. Ii also
affords a revealing insight into the
beholder as well as the beheld.

Agencies, according to agencies,
are underselling radio.

Pointing the finger at their own
fraternity, 77.8 percent of the ad
makers polled declare that agencies
Five radio the short end of the stick.

U, S. RADIO s November 1959

In the opinion of one agency spokes-
man, “Few agencies know how to
link up radio with other media for
roncentration.”

Says another, shifting thte brunt
of the responsibility back to the me-
dium itself, “Radio is undersold by
most advertising agencies because of
client apathy and confusion due to
instability of rates, claims and. pro-
gramming.”

The self-indictment on the part of
the agency business is especially
telling in light of answers provided
to the same question last month by
advertisers. The majority of the
companies who foot the bills are also
convinced agencies undersell the
“sound” approach, but less over-
whelmingly so (51.3 percent).

Despite the manner with which
Agency Row promotes radio to its
clients, it appears firmly convinced
of the medium'’s effectiveness. Of the

WWW.americanradiohistorv.com

agencies queried; 74 percent say ra-
dio is effective, 26 percent say it is
difficult to gauge, and none says it is
ineffective.

(This compares well with an ad-
vertiser response which registered a
firm positive vote: 82 percent said
it was effective, 12 percent said diffi-
cult to gauge, and six percent said
ineftective.)

Radio is not only effective, it is
“extremely effective, particularly for
retailers,”” according to one reply.
Others clarify their affirmations with
such remarks as “with good adver-
tising copy” and “it all depends on
copy, saturation and on-air treat-
ment.” One, in allowing that radio
is effective, adds that it js ‘‘poten-
tially much better.”

In reply to the questionnaire as a
whole, D. E. Leonard, media direc
tor at Fuller & Smith & Ross Inc,
New York, takes a highly optimistic

23
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agency view

view ol the field of radio. (See Q& 4,
p. ) It is now facing a period
which 1 teel will be phenomenal,”
he savs, “the period of its greatest
growth, it deeper saturation and
penetration of the active American’s
evervday life, and full recognition
ol its ‘out-ol-hame’ as well as ‘in-
home' benefits.

“In tlie areas of progrmnming,
sales eftectiveness and research, I
feel all are in good shape now, bur
all can be improved upon.”

The survey leaves little doubt that
agencies view radio more harshly
than the cliemts wha pay the bills,
They seem to teel, however, that
part ot the responsibility belongs tp
radio sales eftarts.

How do you regard radio
as an advertising medium?
Effective . « . 74%
Difficult t¢
gauge . : . 26%

Ineffective . . None

More than half (55.6 percent) of
the agencies surveyed Dbelieve the
medium’s own representatives must
share their blame for understating
the value of aerial advertising.

(Ot the advertisers similarly ques-
tioned last month, 47.8 percent be
lieved this to Ise the case.)

In their turther appraisal ol the
cut ot radio’s coattails, agencies reg-
ister some stinging criticisims of what
they consider 10 be the medinm’'s
worst teatures. Their remarks may
expliain 1o sante extent the disparity
between their prolessed taith in the
elfectiveness ol raglio, vet apparent
reluctwice 1o encourage clients in its
use. In a nuishell, they iuter, radio
is great in the 30-vard dash but it

dossu’t pertorm a very  palished
1ango,
Piogrannuing  and  research, -

cotding 1o the agency view, are ri-
N0’y primiy wouble spots. Of the
i1 percern ol aopondents who
made spedial comments in addition
10 completing their questionnaires,
ntore than thiee fourtlis singled out

29

vne or the other, or borh, tor casii-
gation. \Warns one critic, “Radio
should remember what happened to
the public image of car dealers.”

In answer to specific questions,
18.2 percemt ol the agencies polled
consider programming to be poor.
Another 37 percent consider it ade-
quate, only 7.4 percent consider it
good. Another 7.4 percent hold that
the guality vaxies considerably from
station to station.

Edward F. Ritz, vice president of
media  at
fap Inc, Milwaukee, acknowledges
radio’s potential but takes a different
view ol its actual operation. “In any
one of the areas covered by the ques-
tions one can find outstanding radio
properues well managed. avith good
aggressive representation and good
programming. Unfortunately, these
stations are in the minority, for there
are a far larger number who do a
mediocre or poor job all the way
from management down.”

Asked whether they think radio
programming shows tmagination,
only 7.7 percent ol the respondents
say ves, another 19.2 percerit say “in

AR
What do you think of the

job radio management is
doing tpday?

Good . . . 21.5%
Adequateg . . 43.7%
Poor . . . 34.8%

agm

some Jfstances,” 23 perfent say it
shows nome. All radio program-
ming sounds the sante, in the opin-
ion of 16.2 percent. Another 19.2
percent qualily that statement with
“a lot sounds the sante but there ave
some notable exceptions,” 7.7 per-
cent say it varies by station, In sev-
eral instances, respondents gave dual
answers to this guestion.

tAdvertisers evinced considerably
more approval. or at least tolerance,
ol programmirg in their majority
opinion—i1.7 percent said it was
wlequate, 168 percent said iy wwas
voad.)

The sound medinm is sl (rying

www americanradiohistorvy com

Klau-V"anPietersom-Dun-

to learn what—and low much—
agencies want in the way ol research.
Following a year of new research
projects on quantitative and quali-
tatve aspects of radio listening—as
well as new research on specialized
radio listening, such as tarm and Ne-
gro radio—the listener’s mediunr is
still making slow progress in. proving
the point to agencies.

Radio research therefore is still
regarded with misgivings by the ma-
jority ol agency people queried: 13.5
percent consider it good, whijle 67.3
percent say it is poor and 19.2 per-
cent term it adequate.

As to whether available radio re-
cearch compares favorably with that
of other media, 76.9 percent of the
respondents say no.

(The agency view thus expressed
is at odds with that of advertisers.
From the company's side of the
fence, radio research looked goecd to
16.7 percent and adequate to 50 per-
cent; it compared favorably with
that of other media, according to
52.4 percent.)

Management

I the area of radio management,
a majority believe it is doing an ap-
propriate job, although they state
hrmly there is room for hinprove-
ment. Of the respondents, 43.7 per-
cent think management is doing an
adequate job, 21.5 percent rate it as
good, with 34.8 percent saying it is
poor.

(This contrasts with the opinion
voiced by advertisers, 38.2 percent
ol whom held that radio manage-
ent was doing a good job and 43.7
percent of whom caled it adequate.)

i this question, as well as sev-
eral of the others, the ballots are
marked with split votes and inargin-

SN HENEY=

What do you think of
radio research today?
Good . . . 13.5%
Adeguate , « . 19.2%

Poor . « . 67.3%

al explanations,  One  respondent
allocales  his answer 1o mdicate
“abaut 30 percent good, about 30
percent fair, the balance poor.” An-
other savs managemelit is adequate
“Inu sporly.”

{’. §. RADIO o November 193590
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Delving into the subject ol pro-
gramming at more length, agency
spokesmen take time to comment in
some detail on this aspect of radio.

“Lots of stations are doing some
very clever things which show good
thinking,” Hal Gardiner, owner-
manager of Gardiner Advertising
Agency, Salt Lake City, contends re-
garding promotions and on-air tech-
niques. “The most important thing
that radio needs is to shut off all the
unnecessary vak.

“There is nohing wrong with loud
noises on radio if there is some con-
trast with quieter segments.”

Academic Training

Says William Allen Peck, copy
chief at Richard Carr Inc,, San An
tonio, Tex., “What tadio needs is an
intensive program to get men with

college degrees in radio-tv produc-

tion, journalism and related fields,
and then encourage them to dream
up new ideas in radio programming,
the more enterprising the better.”

Ll

Does available radio re-
search compare favorably
with research available
in other media?

FES ~ o « B9.1%

No « a« a 76.9%

Gene F. Seehafer, media super-
visor at Needhamn. Louis & Broiby
Inc, Chicago, declaress

THOSE SURVEYED:

New York
Young & Rubicam Inc
Foote, Cone & Belding
J. Walter Thompson Co.
Grey Adyertising Agency Inc.
Erwin Wasey, Ruthrauff & Ryan Inc.
Richard K. Manoff Inc.
Fuller & Smith & Ross Inc.
Joe Gens & Co.

Chicago
Leo Burnett Co.
Needham, Louis, & Brorby Ine.
Grant Advertising Inc.
Keyes, Madden & Jones
Wright-Campbell & Suitt Inc.

-
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“A more favorable media image
is one step towards improving ra-
dio’s effectiveness, for it helps in-
crease time sales and build audi
ences. Bigger audiences, enhancing
product sales potential, are abo a
direct function of improved pro.
gramming and improved selling.

“The radio networks continue to
do an excellent job in providing
news services for affiliates. But the
same imagination in network news
programs must also be injected into
the stauon’s own local news shows
and, further, throughout the sched-
ule.”

Pointing to current efforts being

made to improve programming, Mr.

What do you think of

radio programming today?
Good . . . 7.4%
Adequate « . . 37%
Poor . « . 48.2%
Varies by

station « « » 7.4%

Seehafer adds, "The recent group of
station image studies that have been
reported to us indicate that at least
1 small group of radio management
people are aware of the need for all-
around improved programming and
are seeking research guides to im-
prove the personality of their sta.
nion, and thus enhance the effective-
ness of radio.

"More specifically, thev seek to
manage a station that reflects such

Philadelphia

Gresh & Kramer
The Clements Cox

Pittsburgh
Ketchum, Macleod & Grove Inc.

Baltimore
W. B. Doner & Co.

Detroify
D. P. Brothet & Co.

Milwaukee
Klau-Yan Pietersem-Dunfap [nc:

Minneapolis
Camgbell-Mithun Inec.

WwWwWw.americanradiohistorv.com

favorable attributes as authoritative-
ness, {riendliness. reputation, re-
spectability, believability, modern-
ness, and sincerity. To avoid being

Do you believe radio is
undersold by most adver-
tising agencies?

Ye9 £ v 77#8%

No « « « 22.2%

Do you believe radio is

undersold by its own

salesmen?
Yes o« 5
Y % e w

55. 6%
44.4%

tagged as ‘over-commercialized,” alert
station nianagement should main-
tain both a quantity and quality
rontrol oyer commercials. Quality
contro]l not only keeps borderlime
proclucts off the air, but eliminates
loud, shouting, irritating and poor-
taste messages.”

Bill Murphy, nmiedia divector at
W. B. Doner & Co., Baltimore, savs,
“I think radio has made itself »o
sppealing to advertisers that it is en-
ormously over-commeercialized. Anv
effective use in the face of this dis-
advantage demands the maximum
creative effort of agencies.”

Adds F. C. McCormack, timebuy-
er at Ketchum, Macleod & Grove
Inc.. Piusburgh, “In too many ma-
jor markets, there is very little ‘cre-

{Cont'd on p. 58)

St. Louis
D'Arcy Advertising, Co.
San Antonic
Richard Carr Inc.
Dallas
Rogers & Smith Advertising Agents lInc.
Salt Lake City
Gardiner Advertising Agency
Los Angeles
Tilds & Cantw Advertiing

Seattle

Botsford, Constantine & Gardner Inc.
Mille#, Mackay, Hoeck & Hartung Inc.

9
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How Kiplinger Wins

Publisher of monthly Changing Times and weekly
Washington Letter spends more than $500,000

in radio annually. Tapes its own programs for

use on ‘talk’ stations in 50 markets

7 /,,’ TUE RIPLISGER %asiNGTON 1§ TTOR
Changing 1 , i
. S W
{imes -
7 . (&
g /.k i ‘5_;’ %
BTSSR

HOW TO SPOT A BARGAIN

Trees for the yard

5 %kat ol vou de when you retire?
Stock rights, werranis & aptions
Picrares for yosr walls

Defend yourslf sgainst stutistics
D you buve a safe-deposir dax?
Chaos i the butcken

This monthly magazine, dealing with house- Weekly newsletter, four pages of news and
hold money management problems, uses a trends for businessmen, is allotted about
taped 15-minute program in 50 markets on $75,000 a year of the total radic money. It,
about 100 statiens. Show is usually aired on too, uses a 15-minute taped program that is
Saturday or Sunday mornings. |t is also try- aired in five major cities on weekend morn-
ing shorter programs, mid-week evenings, ings. ‘Letter’ was first Kiplinger publication.

% S. RADIO e November 1939
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Subscribers

A vyear-around radio adver-

tiser, which claims it has a

fool-proof ratings system, 1s
currently staking more than $500,000
annually—or approximately 20 per-
cent of its advertising budget—on
the conviction that the stationis
which do the most talking also do
the most selling.

After eight years on the air, the
Kiplinger Washington Editors Inc,,
publisher of Changing Times maga-
zine anid the Kiplinger Washington
Letter, is convinced that the sta-
tions that bring results for it are tlie
talk outlets—in particular the ones
that spotlight news and public af-
fairs with solid 15-minute coverage.

According to Robert Day, account
executive for the Kiplinger agency,
Albert Frank-Guenther Law Inc,
New York, “After years of trial and
error, we find that we get the best
results from this type of station and
our only regret is that there aren’t
more of them.”

So successful has radio proved, Mr.
Day declares, that at the present
time Kiplinger gets half of its short.

U. §. RADIO é November 1959

termm trial business for Changing
Times from the sound medium’s
listenership.

During the past five years, the
client has kept pace with the radio
results by increasing its original
$200,000 investment to the more
than half a million cited above.

The Kiplinger organization,
whose publications probe the depths
of business, finance and commerce,
spends most of this money for a 15-
minute program on tape called
Changing Times. Designed to help
the average man make the most of
his paycheck, the show gives hints
on how to buy better value and keep
from wasting imoney. Favorite audi-
ence-getter topics include tax advice,
new car cata, gyps and dodges to
steer clear of, and what to do ithen
you can’t afford to pay a bill.

Heard in the top 50 markets (ex-
clusive of Baltimore and Washing-
ton), Changing Times is broadcast
weekly, usually on Saturday or Sun-
day mornings over approximately
100 stations. In its most profitable
markets, the shoy is aired in differ-

ent versions fwo or three times a
weekend.

Kiplinger rates its programs’ pull-
ing power by tabulating audience
mail response. Each Changing Times
commercial asks that the listener
send in two dollars to cover a trial
subscription for the monthly maga-
zine. If the money accompanies the
order, the respondent receives a
dividend in the form of a digest of
previous. Changing Times articles.
If the money is not enclosed, the
listener is advised not to pay if he
isn't satisfied with the first issue.

“By far the largest number of sub-
scribers do pay eventually,” states
Harry Hites Jr., Kiplinger sales di-
rector, “and the cash-charge ratio
runs about 50-50.”

Mr. Day points out that his client
has had time to develop considerable
radio experience for judging stations
in relation to cash-on-the-line results,
and has now culled a list of reliable
standbys which form the nucleus of
the magazine's radio buys.

“The reason why these talk sta-
tions do so well for us is two-fold,
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Kiplinger

we think,” savs Mr, Day. “First of
all, the peuple who tune in stations
that give weight to news, intelligent
discussion and public affairs are
probably going to be interested in a
magazine that also emphasizes these
things. But, in addition, ave feel
there is a plus value in the fact that
this type of broadcast operation in-
duces the listening habit. If you've
been hearing the news or a panel
political discussion, for example,
vou've developed a mental attitude
towards listening to the voice on the
radio and not towards tuning it out
between musical selections.”

Because sa many stations are not
now geared to 15-minute segments,
Kiplinger is trving for the first time
this autumn an experiment with a
five-minute format on a limited basis
in a few markets, but says it is too
early as yet to pinpoint results.

The publishing house is also buy-
ing into fm at the present time, hav-
iig a schedule of 12 spots per week
on the Cortcert Network. The an-
nouncements run ‘two-and-a-half
minutes and play during the eve-
ning hours.

The third “first” for Kiplinger
this fall is the extension of its 15-
minute program into mid-week dur-
ing evening time, principally be.
cause of the shortage of suitable and

WHAT KIPLINGER SAYS ABOUT ITS

1.

selling.’

Half of

s

sufficieint weekend availabilities. Ac-
cortling to Mr. Day, the results here
are good so lar.

Kiplinger’s last-but-not-least radio
venture is its $75,000-a-year sponsor-
ship of a second quarter-hour seg-
ment designed to promote its [Vash-
ington Letter, a lour-page trend-
spotter anmed at all businessmen.
This show is heard on half a dozeir
stations in New York, Los Angeles,
Chicago, Detroit and Boston. It also
follows the “helpful hint” format of
the Changing Times program and
is similarly aired on weekends in the
morning hours.

According to Mr. Day, the major
departure from the Changing Times
program lies in the fact that none
of the information contained in the
actual Letler 1s used on the air,
whereas the magazine's articles are
frequently the basis for Changing
Times scripts. This difference is
due to the weekly Letter’s confiden-
tial nature.

Commercials for the Washington
Letter ask the listener tomail in four
dollars for a year’s subscription and
offer no dividend.

These shows are also taped. and
have been on the air for just one
year. Mr. Day says they are particu-
larly beamed at the young junior ex-
ecutive and feature a “philosophi-

T AT

shori-term irial

subseriptions

cal” approuch 1o such topics as “len
ways to get ahead.” To date, they
are “pulling in a very satisfactory
number of patd subscriptions,” the
AF-GL account executive notes.

Two circumstances combine to
play an unusual role in Kiplinger's
radio activities, according to Mr.
Day. Since the publications accept
no advertising and cannot be bought
on newsstands, the radio commer-
cials take on added urgency—the
only way you can receive the Letter
or Changing Times, they point out,
is by subscription.

The reverse side of the coirt which
sometimes boonierangs against the
client, Mr. Day declares, is Kip-
linger’s policy of telling the truth
as the publisher sees it—regardless
of whose toes get stepped on in the
process.
~ “Since we take no advertising, we
can afford to sav what we please,”
Mr. Day states. “\While this works
to our advantage, there have been
times when stations—which do have
other clients—have felt they could
not go along with Kiplinger’s policy
of letting-the-chips-fall-where-they-
may. This has sometimes meant the
agency had to look around for an-
other buy.”

An example of a controversial ar-
ticle from a station point of view
would be one from a recent issue of
Changing Times entitled, “Those
New Auto Finishes . . . Supposedly
They Make Waxing and Polishing
Obsolete . , . But Do They:” 1

RADIO USE

‘Stations thatl do the most talking do the most

for

‘Changing Times® are from sound medium,

did five years ago.

and women.

are specially taped,

nouncements.
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It spends three times us much in radio today as il
Radio programs are designed 1o reach both men
Almost all its radio use is through programs that

It is experimenting, too. with nighttime fur an-
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Kiplinger's answer was in the
negative aud a station carrying au-
tomobile advertising might also have
had a similar answer . for Kip-
linger. In order to minimize this
kind of difficulty, the agency tries to
avoid referring to such controyersial
articles in its scripts.

The agency tapes four different

Changing Timmes programs each
week, using two announcers, Ed
H:rt and Don Baldwin. Mr. Hart

also does the Washington Letter
show. Two men are used, according
to Mr. Day, because their varying
styles can be suited both to the in
dividual script involved and also, at
times, fo what seems to be most
popular in certain markets. Mr.
Baldwin features a rapid-fire, factual
delivery, swhile Mr. Hart is “more
the philosophical type.”

Both programs are aimed at at-
tracting men and women, Mr, Dayv
says, and are scheduled when both
sexes tend to be at home. Although
one might normally expect men to
be more interested in saving money
and in business affairs, Kiplinger has
found that women are a big help in
“getting their husbands interested in
the publications.”

Early Radio Use

When Kiplinger frse went into
radio years ago, Mr. Hites explains,
“we started trying to sell two-dollar
trial subscriptions with spot an-
nouncements. li was a complicated
offer—one of those ‘Tell us no ox
we'll bill you for two dollars’ deals.’

“It fell flat on its face. I think we
spent more money answering com-
plaint correspoadence than we took
in.

“Then a mnew agency, Albeut
Frank-Guenther Law with Bob Day
as account executive, decided to go
for inquiries because we felt the
magazine was good enough to sell
itself if we could get it into the cus
tomer’s hands,” Mr. Hites declares.

“And it worked out pretiy well.
We bought one-minute spots and
station breaks, pulled in hundreds
of thousands of inquiries and man-
aged to book a very respectable per-
centage of them as long-term sub-
scribers.

“We didr't hit the real jackpot,
though, until five years ago. We
worked up our 15-minute Changing
Times editorial program, then went
back to selling a two-dollar trial sub-

U.5 RADIO »
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Robert Day, Account Executive
Albert Frank-Guenther Law Inc.

Ed Hart
Announcer for ‘Letter’ shows
and oné of two announcers for
‘Changing Times' programs

scription, and we've beew happy witly
the action from that formula ever
since.”

Mr. Hites also points out that it
is much more profitable to concen-
trate on selling those who clearly
understand that they are going 10
pay Kiplinger two dollars, rather
than mailing three or four efforts to
lofs of people who are just curious.

The cost-per-order to Kiplinger,
My, Hites says, is “almost idenatical”
when radio is compared to direct
mail—which still gets the bulk of
the publisher’s advertising dollars.

The Kiplinger organization—now
world famous and emploving several
hundred persons—started in 1923
"“with a serviceable pair of legs, a
typewriter, a mimeograph imachine
and postage stamp money.”

1t was the brainchild of a 32-year
old journahlist from Ohio, W. M.
Kiplinger, who had already become
a crack reporter for the Associated
Press in Washington, and later 2

compiler of business reporés lor a
New York bank.

Deciding that he svould like to
extend this type of reporting service
to all businessmen, not just the cus-
tomers of his bank, Mr. Kiplinger
stayed late at his office one night,
typed out a page of items and la-
beled it the Kiplinger Washington
Letter.

Years later, the several hundred
inexr on liis mailing list had grown
to many thousands and the Kip-
linger firm had expanded with the
publication of Changing Times. the
Agricultural Letter, the Tax Letler
and the Florida Letter (dealing with
money-making opportunities in that
state) .

“Radio,” according to Mr. Day,
“is helping Kiplinger to go right on
broadening its circulation base—
which is precisely why we are spend-
ing three times as much in radio to-
day as we avere five years ago.” e s o
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CITIES SERVICE AND RADIO:

‘Side by Side’

O
D 0 A2 ' e
00 Spending almost $1 million
OOOL annually, the gas and oil firm finds
0 O(,,t radio gives it a boost with gas

consumers and gas dealers
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Harmonizing on a well-re«

membered melody, Cities

Service Co. and radio are
singing a new commercial duet—one
that offers a built-in description of
their recently resumed partnership
in advertising.

“Side by Side™ provides the tijne
for the oil company’s latest commer
cial to go on the air in its 38-state
marketing area. That title aptly
sums up the present and recalls the
past regarding Cities Service and ra-
dio. Indications are it portends the
future as well.

One of the nation’s major petro-
lewn producers, the firm at present
spends what is believed to be close
to $1 million annually in radio.
It is now studying plans for a 1960
advertising program which may in-
crease that figure appreciably;

Although the tune is the same, the
lyrics and tempo of “Side by Side”
in its Cities Service rendition reflect
a change in time and climate since
the company first linked arms with
the listener’s medium.

Today, according to Ellington &

U. §. RADIO
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Mobility of sets enables the sales message

to reach both potential customers and

individual dealers at their places of business

Co., New York, agency for the ac-
count, the company’s commercials
are broadcast in periodic flights, usu-
ally of six weeks’ duration, and may
average 3,300 announcements a week
over approximately 125 stations
from the Atlantic to the Rockies.

For years Cities Service was the
oldest continuing advertiser on the
air, first as sponsor of band concerts
from Carnegie Hall in the mid-
1920’s, then of the Highways of Mel-
ody program in the 1930s and later
of Band of America with Paul Laval.
It parted company with the listen-
er's medium in the early 1950%, after
long association, in order to venture
out with newly-arrived television on
an evening timetable.

In 1958, however, cocking an ear
to the powerful new sounds of sell-
ing coming from radio across the
country, the oil firm took another
look at this old friend, whose shape
had been considerably restyled in
the ‘interint and whose advertising
ability appeared even moye appro-
priate than befote to the current au-
tomotive era.

The reunion that resulted is prov-
ing to be a satisfying one for both
parties, according to Ellington & Co.
Working closely with Tom DeBaw,
Cities Service vice president in charge
of advertising, the agency has pro-
vided an increasingly strong accom-
paniment of spot radio for the ac-
count during the past two years.

The agency cites two double-bar-
reled reasons for using radio for its
ou client:

8 The basic economic factors of
radio allow coverage of a maxi-
mum number of areas at a maxu-
mum level of frequency.

e Mobility of sets enables the
sales message to reach both po-
tential customers and individ-
ual dealers at their places of
busrness.

“An important secondary factor 1is
being able to reach dealers as well
as customers with our commercials,”
says Burke Crotty, agency vice presi-
dent in charge of radio and tele-
vision. “Hearing the advertjsing sup-
port they're receiving from the com-
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side by side

In flights of six weeks® duration, Cities

Service averages 3,300 anuouncements

a week over about 125 stations from

the Atlantic to the Rockies

pany while they're right on the job
helps them get the most from it, and
is good psychology, too.

“Radio is the logical medium ta
use to reach the service station op-
erator at his place of business.”

Outlining a typical Cities Service
campaign, Dan Kane, broadcast
media directorrat Ellington, explams
that the company utilizes flights
averaging about six weeks in length
and broadcast over “two or three
stations in a given market area.™

Driving times—especially morn
ings between 7 and 8 a.n., depend-
ing on market characteristics—are
selected for a concentration of one-
minute announcements on Wednes-
tlays, Thursdays ard Fridavs. Comes
the weekend, reminder II’s are used
instead, “about every half hour”
botlt Saturday and Sunday to catch
the more varied pattern of traffic as
well as a broad crosssection of the
in-home audience.

“Our chief concern is veaching the
largest possible number of listeners
whether or not they're actually be-
hind the wheel when they hear our
commercials,” Mr. Kanc declares.
“Buving worning trafiic times is a
logital step hecause listening in gen-
eral is veaching a peak at that tine,
and the highway listener is a bonus.”

Althongh the man of the house-
holit generally decides what anto-
motive prodicts will be used in the
family car, he adds, Cites Seryice
commercials gdon’t resivice their ap-
peal o him alone. “We feel,” says
the broadeast media direcor, “that,
family opinion is impartnt.”

Rederring e recent “Last Word”
study by the Radio Advertising Bu-
reaun regarding  gmsoline boving

habits, Mr, Kane notes that the sur«
vey, “conducted subsequent to our
adopting this pattern, bears out that
tlris is the right approach—we're do-
ing even somewhat better than the
level the bureau predicted.”

The survey disclosed these salient
facts, according to RAB:

e Radio reaches more gasoline sta-
tion customers than any other
medium before the purchase is
made—better than a ffth more
customers than newspapers,
more than twice as many custo-
mers as television and maga-
zines combined.

e Radio gets more time in with
gasoline station customers be-
fore the purchase is made—corr
siderably more rime than is
spent with all other media com-
bined.

» Radio delixers the “Just wword”
to gasoline station customers
before the purchase is niade. It
reaches more than three times
as many customers within 30
minutes as all other media com-
bined.

o Automobile radio alone is as
important as any other single
medium, accounting for nearly
two-thirds madre of the total ex-
posure time of gasoline station
customers  thawr  the second-
ranked niedium.

Use of a radio “fliglit patern”
gives Cities Service the advantage
of concentrating its radio buys in
specific periods of time and thus
broadesting a “stronger voice,” the
Fllington agency points out,

“Through  bunching eur an-
nonnceinents both as po davs i the

www.americanradiohistorv.com

week and weeks in the year, we ap-
proach more of a saturation level,”
says Mr, Kane. “This wouldn't be
the case with a sustained effort of
lesser frequency.”

Another consideration which the
oil firm feels gives further value to
use of radio in flights is the Cities
Service calendar of promotional
events. Schedules on the listener's
medium are timed to coincide with
such promotions.

Antique Prints

“One promotion, for example, was
our offer ol antique car prints suit-
able for framing,” Mr. Kane recalls.
“The listener was invited to go imo
his nearest Cities Service station, and
without obligation fill out a card re-
questing that the prints be sent lo
his home—which they were, withoui
charge. An appreciable part of our
air time was devoted to publicizing
tlre offer, and the volume of requests
was so gratifying we subsequently
conducted promotions offering ain-
tique locomotive prints aud then
antique steamboat prints.”

Tying in with the seasons, Cities
Service advertising copy also reminds
the automobile driver of the time to
switch to anti-freeze in the fall, the
need for snow tires in the winter,
and the approach of warm weather
which calls for a spring check-up and
chunge of oil.

In general, Cities Service believes,
there are no wide scisonal fluctia-
tions in its over-all sales. Product
emphasis is changed to suit the
weather, but the radio schedule con-
tinues in its patterm regardless aof
which way the wind blows.

The company supplies gas stations
with “TRA"—that is, tires, batteries
and “accessories” such as anti-freese
and other petroleum by-products—
as well as gas and oil

Local stations—Dbaoth Cities Service
antd radio—are high on the list of
important factors in the ageney's
campaign  planning. according o
My, Kane. Ciues Service stations, he
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explains, are located throughout the
East and Midwest, in 38 of the 50
states of the Union,

"At frequent intervals we send
out promotion kits to the radio sta-
tions we're using,” the broadcast me-
dia director continues, “providing
thent with suggested copy for mail-
ing pieces, layouts for window
streamers and other materials en-
abling them to work more closely
with local outlets for Cities Service
products. In this way, we present
constructive ideas to the broadcaster,
who can take it from there.

“We've had extremelv favorable
response to these kits, and a very
high degree of usage.”

The latest commercial for the
company, set to the tune of “Side by
Side,” has received a degree of un-
expected promotion, too, he notes.

“One air personality played the
newest jingle through and was so
intrigued by it that he commented
it was better than some of the popu-
lar records received by the station.”

Wide Range

The agency describes the series of
musical announcements as using the
basic tune in a wide range of tem-
pos, from cha-cha to hoe-down. In
each case the words are virtually the
same, but the instrumental and
rhythmic variation gives the effect of
a completely different commercial
for each version, Mr. Kane says,

The lyrics go like this:

For economy out on the high-
way

Cities Service is my way

For a luxury drive

Make your car come alive

At the green and white sign.

High Note

Unsolicited comments from sta-
tions and listeners voicing apprecia-
tion for the jingles have led agency
and client to consider they've hit a
new high note of harmony in their
present campaign. And theyre con-
sidering, as well, the next step to-
ward a melodious 1960 in concert
with radio. ’ )
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Tom DeBow

Cities Service V.P.

Burke Crotty
Ellington V.P,

Dan Kane

Agency Broadcast Media Dir.
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Mushrooming
Markets

Spread of population beyond city lines
poses new marketing area concepts.

Media challenge: Is radio best bet
for local interests of outlying areas?
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THIS IS BOSTON MEGATOWN

The following figures compare the standard metropolitan area
of Boston with what Westinghouse describes as Boston Mega-
town (differences hetween the two are explained in story below).

SMA

Population 3.041.5
(thousands)

Total Homes 874.6
(thousands]

Retail Sales $4,089,353
{000}

Food Sales $1,125.808
(000)

Drug Sales % 135799
(0001

Effective Buying Income $6,349,496
(0007

Supermarkets 453

Automobile Registrations 866,059

£1956)

MEGATOWN
53194

1,548.9
$6,700,858
$1.868,464
$ 218,256

$10,467,587

823
1,577,058

Sources: Sales Management Survey of Buying Power—for Market Data,
American Weekly—for Supermarkefy

As scientists experiment with

the phenomena of the space

age, the dawn of inter-plane-
tary travel does not seem far away.
And with it, the travel confine-
ments that man has known since
Columbus’ discovery are steadily dis-
appearing.

In a more provincial way, the
forces of modern-day travel and com-
munication are also changing previ-
ously-defined local boundaries set up
by federal and state governments.
(Radio, of course, has never fol
lowed the artificial limitations of
metropolitan and county lines, Iz
is because of this transcendant pow-
er of the radio wave that the medi-
um—even to the smallest station—
is considered interstate commerce.)

Today’s split-level mode of living
is bringing about new appraisals of
what a market actually is. The term
standard metropolitan area has re-
ceived the heaviest bombarding
when used as a marketing unit. (It
was conceived as a statistical meas-
ure,) This bombardment from
many sources is being done certain-
ly not out of displeasure with the
U.S. Government, but rather out of
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the realities of modern marketing
needs—that the distribution and
sales areas of a community are no
longer confined to fixed boundaries.
Two somewhat similar area con-
cepts +were revealed by diferent
sources in the same week last month:
e Westinghouse Broadcasting Co.
has a plan called Megatown,
defined as a giant community
area that is “infiuenced by and
tied to a dominant central city.”

¢ WBT Charlotte, N. C, has
labeled its idea the Total Mar-
ket Concept, with virtually the
same base,

In addition to these, however, oth-
er ideas that have been advanced
previously include relatively simple
concepts, like recognizing the shift
of population beyond city lines ta
sprawling suburbia. Then, there are
more complex approaches, like J.
Walter Thompson Co.’s interurbia
ideal and Adam Young Inc’s “ad-
vertiser area” concept (see The
Young Proposal, April 1959). And
recently, an agency executive pfo-
ferred a plan that would create; for
national business only, one market
out of the Baltunore, Md.-Washing-

Voaa Lo aricanradiobicton L cam,

ton, D. C., area.

The extent to which these con-
cepts gain acceptance vary accord-
ing to individual markets, Some of
the factors that must be considered
in applying these ideas are geo-
graphical terrain, power of compet-
ing stations, distribution of popula-
tion, spreading of shopping centers,
and development of highways and
communications media.

I. Megatown

As for the Megatown idea, West-
inghouse believes there are perhaps
15 or 20 U.S. markets that have the
necessary characteristics,

According to Melvin Goldberg,
director of research, “Megatowns
are, in effect, regional urban areas
which have been brought about by
sharp increases in population, new
highways, mass housing extending
far beyond city lines, huge shopping
centers on former farm land, and
expansion of industry with great
technological advances.”

Megatowns have three population
rings—the central city ning, the
metropolitan ring and the satellice
ring.

The ability of broacicasy media to

35



www.americanradiohistory.com

markeis

reach beyond the metropolitan
limits of a city provides the natural
values that conform well awith this
marketing concept.

An example of the statistical
spread can be found by comparing
the standard metropolitan area and
what Westinghouse calls the Boston
Megatown.

The standard metropolifan area
of Boston, according to Westing-
house, is confined to four counties.
The »Megatown ‘“community” in-
cludes 11 counties in Massachusetts,
eight counties in New Hampshire,
four counties in Rhode Island, two
in Vermont, and one each in Con-
necticut and Maine. (For a com
parison of the market figures be-
tween the two units, see chart, p.
33.)

The role of medra in Megatown {s
affected by the mobility of its resi-
dents, Mr. Goldberg declares, This
involves mobility of transportation,
communication, and customs and
habits.

In transportation, Mr. Goldberg
points out that people no longer
measure distance in miles, but rather
“in the fourth dimension, time.
They live 10 minutes [rom the shop-
ping center; not five miles.”

As for communications, the re-
searcher states that with electronic
media, “people are no more than a

fraction of a second away from any-
where else in Megatown.” In terms
of customs, Westinghouse states that
residents in outlying areas essential-
1y have a community of interest with
the central city over such matters as
employment patterns, taxation and
finance, family relationships, high-
ways and traffic, civic pride and
problems, and entertainment and
sports.

At the same time, however, Mega-
towners shop nearer to their homes
for all types of products, many of
which are sold by branch outlets of
central city stores, Westinghouse
says.

An example of the way Megatown
has influenced retail sales is provided
in the Pittsburgh area. According
to Westinghouse, retail sales from
1954 through 1958 for the entire
Pittsburgh Megatown increased nine
percent. ““However, closer analysis
shows that retail sales in this period
actually decreased five percent in the
central city, while the remainder of
the Pittsburgh Megatown  (the
metro and satellite rings) showed an
iocrease of more than 13 percent.”

Il. Total Market

Another "area™ plan, the Total
Market Concept, was devised by
\WBT Charlotte, According to Rob-:
ert Covington, station vice president,

research-promotion, “There is a
basic change today from a city mar-
keting concept to an area marketing
concept.”

He cites two major developments
that are leading this trend. “The
first is the dispersion of industry,
the change from one great plant to
a number of smaller plants through-
out the country, generally located in
smaller cities and towns and, in
some cases, even in the rural areas.
The second factor is the movement
of people from large cities to the
suburbs and rural areas. This move-
ment has almost reached the force
of an explosion.”

AMr. Covington states that the
standard metropolitan areas were
not designed as marketing areas, but
nierely as units for the collection of
statistical data. “However, the re-
cent addition of the word statistical
may be one indication that the
standard metropolitan  statistical
area is not intended as the final an-
swer to geographical marketing.”

He then outlines whar he feels
are two limitations to using the
SNISA as an effective tool in market-
ing. In the first place, he says, the
SMSA is tied to county lines (except
in New England) and U. S. counties
vary greatly in size. As an example,
he declares that two SMSA’s with
one county each can vary as greatly
as Charlotte, with 552 square miles,
and San Bernadino, Calif.,, with
22,000 square miles.

The second hmitation, and prob-
ably the most critical, is that the

The Total Market Concept of WBT Charlotte, N. C., is broughi 1o New York agency attention by Robert Covington, vice president,
research-promotion. Present are (| to r}: Arthur Pardoll, Foote, Cone & Belding Inc.; Paul Marion, WBT sales manager; Mr. Coving-
ton; Phil Kenney, Kenyon & Eckhardt Inc.; Bill Hinman, Lambert & Feasley Inc., and Richard Puff, Sullivan, Stauffer Colwell & Bayles, Inc.

36

wwWwW americanradiohistorvy com

U. S. RADIO « November 1959



www.americanradiohistory.com

percentage of population living irr
SMSA’s “varies violently” from state
to state. “In Massachusetts,” Mr.
Covington says, “98 percent of the
population lives in SMSA's, but in
other areas, such as North and South
Carolina, 60 per cent of the popula-
tion—or 3,600,000 people—live out-
side SMSA's.”

To illustrate the point, Mr: Cov-
ington declares that within a month
when the city limits of Charlotte are
extended, it will have a city popula-
tion of 200,000. “Although this is
not large as U.S. cities go, Charlotte
actually has more people within a
radius of 75 miles (2,216,600) than
live in a simular radius in Atlanta,
Minneapolis, New Orleans or Kan-
sas City.”

Supporting this Total Market
Concept, Mr. Covington states that
WBT studied two phenomena that
he feels justify this view—the flow
of customers from the area into the
city and the flow of salesmen out
of the city into the area.

“A study of 16,000 charge ac-
counts, doctor bills, airline reserva-
tions and other evidence of area
citizens using Charlotte facilities
proves that one out of every three
‘customers’ comes from outside the
SMSA. The percentage ranges from
20 percent to almost 50 percent in
some department stores. It is about
one-third for airline reservations.
At seven performances of the ‘Ice-
capades’ in the Charlotte Coliseum,
60 percent of the customers came
from outside the SMSA.

“As for outflow, Charlotte-based
salesmen of wholesale grocers regu-
larly travel 85 miles outside of the
city. Salesmen of Charlotte whole-
sale druggists regularly travel 75
counties outside the city.”

HI. Media Challenge

The challenge to media that the
Megatown and Total Market con-
cepts represent is enormous. Can
radio, for example, effectively serve
the various area communities with
local news and information?

Certainly, air media have the
greatest opportunity because of their
natural values, For example, WBC
states that 50 daily newspapers in
the Pittsburgh Megatown include
Pittsburgh stations in their daily
program logs.

At the same time, according to
WBC, Pittsburgh newspapers have
circulations that are more closely

U. S. RADIO o«
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MEDIA IN PITTSEURGH MEGATOWN

Total Households
1,331,600

Newspaper ‘A"
317,000

Newspaper ‘B’
282,000

Newspaper ‘C’
214,000

Radio Homes
1,300,000

Tv Homes
1,224,200

Reader’s Dfgest
250,099

Look
163,442

Ladies’ Home Journal

143,375

Life
139,301

Saturday Evening Post
118,497

Sourcé: Sales Management (1959}

ARF [1959). Compiled by Westinghouse Brdadcasting Co.

tied to the central city. For exam-
ple, according to 1957 statistics,
WBC says there are 1,300,000 radio
homes in the Pittsburgh Megatown.

Newspaper A circulation is 317,-

000 homes; newspaper B, 282,000,
and newspaper C, 214,000. Although
total radio homes actually cannot be
compared with newspaper circula-
tion, the spread between the two
represents the difference in poten-
tial.

But what stations that attempt ta
cover the Total Market and Mega-

nan o nriconradinhictary com

town area must prove is: Are their
operations geared in a way that they
serve the interests and tastes of the
people in this giant complex?

Among the things WBT has been
doing is to interpret local news
events from outlying communities
in terms of the “Charlotte-centered
area.”

And Westinghouse, cognizant of
broadcasting’s role, has undertaken
steps '‘to initiate, recognize and en-
dorse Megatown and the responsi-
bilities it entails.” )
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LISTENER LOYALTY PROVES THAT...

Radio Has

Radio is perbaps the mosr

democratic of all media.

Market by marker, the choice
in listening fare—and the competi-
tion for audience—inakes rival local
media look like a lunily circle meet-
ing.

\geucy brass maintain thae, to
them at least, radio sounds the same
(vee lead story, p. 23). However, lis-
teners (remember thew?) give every
indication  that  radio  tnllitlls the
French ideal of wive la difference,

\ relatively new area of radio re-

cach e study of duplicatdon in
chence g stations i the same

shoos it whether pr re-
lecvion ol music, the
tation ol news,
otton  tech
the
nee’”
tre)n
]l
Ot

The 'Difference’

What these studies show 1s that
the radio listener is essentially loyal
to one or possibly two stations.
Therefore, if an advertiser’s main
job is to reach as many different
|eople as possible, two or more sta-
tions in a market are necessary.

In a study conducted for Meeker
Co. and its represented station in
Seattle, KXA, A. C. Nielsen Co. fig
vres show that duplication in awdi-
tnce hetween stations of different
programming s inconsequential.
And, surprisingly, the duplication
between audiences of similarly pro-
grammed stitions is minimal.

For example, the duplication in
weekly audience between the good
mnsic station aud the leading op
10 seation at the time of the survey
was antly 1.7 percent of the total com-
Lbined cumulative audience of the
two,  Lhe duplication between st
tions of siniilar programnring -— in
this <ase, two top 40 stations
renchiad o rdlatively tow 6.3 percent.

wwWwW americanradiohistorvy com

According to Lucian Chimene,
director of station relations for J.
Walter Thompson Co., New York,
“This study confirms what we have
lelt for some time. If you want to
pyramid your unduplicated audi-
ence, you need more than one sta-
tion in a market.

“Of course,” Mr. Chimene con-
tinues, “a lot depends upon the
product and the situation. But if
you want to veach large numbers of
Jifferent peonle at the same time,
this approach would be most de-
sirable.”

As an example, My, Chimene
cites it subject of cutrent interest at
his agency—the introductiont ol new
Furd cars.

The Mecker-KXA study evolved
from a pilot survey conducted in
Ociober 1938, using the March-
April 1938 Nielsen veport.

Ae that time, it was found that the
degree of duplication was minimal
between the station (i good music

U8, I e Nnveniher l!?:')gl
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Duplication in audience study shows

that each station has its own listeners.

Overlap in different homes reached is small,

even among similarly-programmed stations

outlety and a iddle-of-the-road
programmed station. These results
were achieved by calculating the
cumulative ratings of four difterent
schedules of 30 spots each; divided 1n
different proportions between the
two stations.

Encouraged by these findings,
Meeker decided to test the duplica-
tion effect even further — by using
four stations.

In order to gain as much data as
possible on the subject, the same
March-April report was used as the
base. Mimi von Zelowitz, research
director of Meeker, states, “The date
of the report is not significant be-
cause we are not measuring the rel-
ative popularity of stations. What
we are trying to learn is simply the
extent of overlap in audiences be-
tween stations that are programmed
(1) similarly and (2) differently.”

In this latest study, five schedules
were set up, using 30 spots per week
per schedule divided equally be-

U. S. RADIO « November [959

tween two stations in each serfes,
The schedules included spots from
Sunday through Saturday and were
proportioned 70 percent during
traffic times and 30 percent non-
traffic times.

The individual spots were rotated,
with no two spots at the same time
on any day on any station, thus al-
lowing maximum opportunity for
duplication to manifest itself.

The first schedule — comprising
the middle-of-the:road station and
the leading top 40-~had 3.2 percent
duplication; schedule two—combin-
ing the leading top 40 station with
the next ranked wp 10 outlet—
showed a 6.3 percent overlap in the
number of different homes reached;
schedule three—testing the audi-
ences of the middle-of-the-road sta,
tion with the good music station—
scored a 5.6 percent duplication;
schedule four—comprising the sec-
ond-ranked top 40 station with the
good music outlet—turned up 2.7

wWWwW.americanradiohistorv.com

percent overlap, and schedule five—
crossing the leading top 40 and the
good music operation — registered
the lowest duplication of L.7 per
cent:

“Although the results of this study
cannot be projected to other mar-
kets,” states Miss von Zelowitz, ““we
helieve that similar situations exist
in almost every radio area. Each
radio station has its own audience.
The degree of duplication will vary
to the extent that two stations of
the same type will duplicate more
than two dissimilar stations.

“For the buyer of spot radio, the
implication is clear,” she declares.
“While cost efficiency is important
both in terms of cumulative audi
ence and total impressions, two or
more stations per market are need
ed if the buyer wants to accumulate
the maximum different audience.”

Amid criticisms of sameness in ra-
dio, listeners are showing that they
know there is a difference. o o o
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question
and answers

THE QUESTION:

W hat are the praspects for radio’s

WALTER TIBBALS ANSWERS:

The question of the future

prospects for radio program:.

ming is extremely interest-
ing at this particular time, especial-
ly in regard to networks.

Take a look backwards first, to get
a proper perspective on it: With the
prominence of network television,
radio was thought to be dead a few
years ago. Actually, it had never
gone away . . . it was merely saying
the wrong things at the wrong times.
So radio examined itself and found
that if it was going to live in the
future, it was going to have 1o live
with television and with newspapers
and magazines, and become a force,
not in competition to television, but
as a separate medium.

Thus, the face of radio changed
ivhen the network shows, as we knew
them, became no more. Radio then,
as a result of its examination, started
to provide the things that television
could not readily, or as frequently,
provide. These things were music,
news, weather, sports and time.

Why Music?

Music had very little place in 1ele-
vision. News, weather and sports
were televised at a time determined
by the tv networks. Instead, radio
presented these at timnes when radio
found it could best reach the lis-
tener.

The radio star, as we knew him
belore television, had cither gone o
television itself, or retired to his wal.
nut ranch or his antique shop, de-
pending on wether he lived in the

10

further development in the future?

Mr. Tibbals, vice president, radio-
tv production, Norman, Craig &
Kummel Inc.,, New York, declares
that radio’s future is as “bright” as
any other national meduun if, with
mmagination, it tries to do the things
it alone can do best

West or East, and there emerged on
the radio scene a new star, the disc
jockey, He sold goods, he was an
expert on music, curremt events,
weather, he was pleasant and he
could tell time.

The most important thing he pro-
vided was useful pieces of informa-
tion at the time when people could
use them. In other words, radie
adapted itself to the audience. It
then started back on the road to be-
mg a major advertising force.

It is certainly reasonable to as-
sume that the disc jockey at a local
station will stay where he is and be
as successful as he is today. It is also
certain that the networks can pro-
vide a different type of programming
not possible to produce locally. The
local d.j. is, at present, fractionaliz-
ing the audience in his appeal to
fhe younger age element, and while
{t is an enormously salable segment,
there is room for other progrant.
ming that the networks can provide.
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Network disc jockeys do not seem to
be able to compete successfully with
the disc jockey who s a local per-
sonality.

However, radio networks can pro-
vide broader and better news cover-
age than the local stations can af
[ord, and present it along with oth-
er features that are more attractive,
Monitor is a good example of this
on NBC. On the other hand, Bob
and Ray on CBS is programming
that will eventually be extrapolated
into future radio programming of
the light, no-plot, comedy type.