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Buy Em ...the Dallas tiger now!

The Balabun Station sowing Pala

JOHN F. BOX Jr.
Managing Director

A Texas Quadrangfle Station
K-BOX pallas KONO San antonic

Parker Daggett W NUZ pouston KXOL Ft. worth

General Manager
BALABAN RESEARCH PROJECTION
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CHICAGO!

..reaching more homes per average quarter-howr each week-
day, 6:00 a.in.-6:00 p.n., than any other Chicago station!
The WMAQ davtime reach is 13% greater thar the second
station’s and 16% greater than the third station’s. In Chicags,
the “Sound Of The Sixties™ s the favorite sound of adult listen-
ers, delivering 4 higger buying audience for nore advertisers,
WMAQ+NBC Owned+670 in Chicago*Sold by NBC Spot Sales,

SOURCE: CDE NS, AUGSEIMT., 1w

waany americanradiohistorv.com
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WKBW

LEADS THE NATION

...in BUffaIO By a 2 to 1 Margin
...in New York State
...in the United States

The August 1960 Metropolitan Area Pulse
shows that WKBW has a larger total share of audience
than any other radio station in the top twenty

markets in the United States.

WKBW - BUFFALO - 1520
Represented by

50,000 WATTS +« Clear Channel AVERY - KNODEL

U. S. RADIO « November 1960

www.americanradiohistorv.com
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for a commercial

He’'s starting the day the perfect way, and getting your message via Radio.
Multiply him by millions of listeners at breakfast tables and you’ll know
why advertisers make Spot Radio such an important part of their plans,

KOB et s . Albuquerque WINZ . . ... . Miami WRNL ... ... .. Richmond
WSB ... . ..... Atlanta WISN ... Milwaukee  KCRA S S—— Sacramento

woveee. Buffalo  KSTP .. Minneapolis-St. Paul WOAl ... San Antonio
WGN ...oeooovciiiie. Chicago  WTAR ... Noarfalk-Newport News  KFMB ..........c.ooiovmviinrninens San Diego
WFAA Dallas-Ft. Worth  KFAB ... ... Omaha  KMA _............... Shenandoah
KPRC ... ... Houston WIP ... ....... Philadelphia KREM ... ... ...... Spokan2
WOAF ..., Kansas City  KPOJ i Portland WGTO ............ Yampa-Orlando
KARK oo Little Rock  WIAR ..., Providence  K¥OO ...;iiccoiiiiiinirieneons Tulsa

Radio Division

Edward Petry & Co.; Inc.

The Original Siation
Representatite

NEW YORK * CHICAGO * ATLANTA + BOSTON - DALLAS < DETROIT - LOS ANGELES - SAN FRANCISCO + ST. LOUIS

U. S RADIO « Novembher 1960
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airwaves

o B Emme oy jen

| 11 156,394,000 Sets in Use

| | 15,000,000 Fm Sets in
l Use (NAB Research)

| 40,387,000 Car Radios
[ l (RAB est.)

1,048,406 Sets Made
(August—EIA)

- 3,522 Am Stations

- 763 Fm Stations

U. 5. RiDIO o November 1960

Radio's Barometer

Spot: National spot radio time sales for the year 1939, according to fig-
ures released by the Federal Communications Commission, amounted 1o
S188.1 million. This represented an increase of 9.4 pewcent over the
previous year. Sales to local advertisers totiled $35%9.1 willion, a rive ol
11.1 percent over 1938, the FCC reported. The government agency fig-
bires also showed that total revenues for all non-network-owned stations
were $499.6 million in 1939, a 9.3 percent rise, and profits were $16.9
million, an 1LY percent jump vver 1918,

Network: Pepsi-Cola, lor the liftlr consecntive four-week period. ranked
as the nomber one network advertiser in terms of total home broadcasts
delivered, according to \. C. Nielsen Co.’s monthly index for the period
ending September 4. The firm made use of 588 broadcasts for a total of
186,386,000 home broadcasts delivered. Chevrolet, Midas Inc., Liggett &
Myers Tobacco and R. ]. Revnolds Tobacco rounded out the top five
network advertisers.

Local: Three stations — KCBS San Francisco, WKNB Hartford and
WICC Bridgeport. Conn.—report increased bitlings. KCBS states that
total billings for the first nine months of 1960 were up 14.7 percent over
the same pertod last year. This sales figure, according to the station, also
represents a 7.7 percent gain over the previous all-time high for the
station recorded in 1951. WKNB veports that billings for the month of
Septenmiber were 30 percent higher than the sane period i 1958. Na-
tional spot billings for October exceeded $50,000 at the station for the
first ttme in anv one month., according to WICC’s general manager Ken
Coaper.

Stations: The number of am and fin stations on the air at the eml of
September totaled 4,285, an increase of 31 (20 am and 11 fu1) over the
previous month.

Commercial AM  Commercial FX

Stations on air %.522 763
Under consfrizction 96 2Iv
Applications pending 102 66

Sets: With plant shut-downs for vacations and setting up procduction of
new season models over, total radio production for August rose 1o
1,018,406, including 310,860 auto veceivers. according to the Electronic
Industries .Association. Total radio production for the first eight months
of the vear came to 10,463,285, including 3,991,961 auto sets. This rep-
resents an increase ol over one million units produced as compared to
the same period in 1959, Radio sales, excluding car radios, were 794,608:
eight month total was 5,246,329, Sales 1ot} for same period tast vear
wias 4,357,421 Number of fm sets produced in \ugust was 71,125, The
eight month cumulative total for fim set production was 573,367

www.americanradiohistorv.com
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tor buyers and sellers of radio advertising
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Fvaporated Milk Division Reports on Over
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Arnold Alpert Publisher
Joining Mitch Miller and guests at . NPT
Jonsh Gitlitz Editor Member of Business Publications

his table can be a pleasant and prof-
itable move for an advertiser. Lis-
teners Aind the combination of Mitch,
music, glittering guest stars and a
no-holds-barred discussion of the

Audit of Circulations Inc.

Arnold Farber Managing Editor

Art Editor BPA

Assistant Edigor

Rollie Devendorf

Mary Lou Ponsell,

entire entertainment world fascinat-
ing fare. This special “inside show
business’” flavor gives sponsors the
inside track to a large and interested

audience. In_all radio, Mitch Miller
is the kind of company you keep . -

ONLY
ON CES
RADIO

Florence Snyder
Administration-Production

Office Manager

Secretary to Publisher

Seymour Weber
Jo Ganci

est Coast

Whaley-Simpson Co.
700 Montgomery Building
San Francisco 11, SUtter 1-4583

% Edith K. Whaley
216 S, Vermont
Los Angeles 4, DUnkick 7-6169 & 6}60

U. S. RADIO s putlished monthly by
Arnold Alpert Publications, Inc. Editorial
and Business Office 50 West 57th Stroef,
New York 19, N. Y. Clrcle 5-2170. Chi-
cago. [lL.—1&1 E. Grand Ave. WHitehall
3.3686. Printing Office—3110 Elm Ave-
nue, Baltimore |}, Md. Price 35¢ a
copy; subscription, for US.A, $5 a
year which includes U.S. FM, monthly
publication alsc published by Arnold
Alpert Publications, Inc. U.S. Possessions
and Canada $6 a year for both magatines.
Please advise if you move and give old
and new address. Copyright 1960 by
Arnold Alpert Publications, Inc. Accepted
as controlled circulation publication at
Baltimore, Magyland.

U. S. HADIO ¢ November 1960
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time buys

Bristol Myers Inc.

Grove Laboratories Div.

Ageucy: Doherty, Clifford, Steers &
Shenfield, New York

Proctuct: NMIINTT-RUDB

Originally scheduled for six weeks,
this second Lall flight started Novem-
ber 7 for a run ol five weeks. Min-
ute spots are runuing in the 15 top
markets, on as many stations. As iu
the first flight, 10 spots a week are
in order, all bought in the 9 am. 10
i pam. segment. Al spots are ET.
Frank Finn is the timebuyer.

Buitoni Foods Corp.

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

Product: MACARONI, SAUCES

Foreign language und Negro stu-
tions in New York and New [ersey
are getting the nod for additional
spots in the national campaign
which will wind up December 31,
In New York, three Negro stations
will carry 12 spots per week, three
Spanish will run 15 per week. One
Italian language station in Newark
gets 18 spots per week. All these
schedules, added to New England
and West Coast campaigus already
in progress, will run through the end
of the vear. Marilyn Schiels is the
imebuyer.

Capital Airlines Inc.
Agency: Kenyon & Echhardt Inc.,
New York
Product: NEW JET SERVICE
Heavy schedules in three cities
started off for Capital the last week
in Ociober. Amnouncing new jet
service 1o Miami and Tampa, Capi-
tal added 45 spots per week to it
regular five-per-week schedule in
Cleveland. raised the same schedule
in Pittsburgh 10 36 spots per week.
In Buffalo, 40 additional spots per
week [eature the regular air service
to Miami. Minutes and 10's are the
tickets for this campaign, which will
continue through the end of 1960,
Jeft Green is the timebuyer.

U. S. RADIO ¢ November 1960

Chun King Sales Inc.
Ageucy: BRDO Inc., Minneapolis

Praduct: CHOW MEIN
DIVIDER-IPAK

In a uew campaign concept for
this product, the company weuat on
the air October 31 lor a lour-weck
radio {light that will be followed up
by a tv flight, and a later flight that
will utilize a combination of radio
and tv in the same markets. Major
markers number 10 among the total
market coverage of 30 in this first
flight for radio. Minute spots, re-
corded by Stan Freberg, are sched-
uled during driving times. Although

this food product woukld usually be

aimed at housewives during day-
time, the company believes the Fre-
berg antics will strike the humor ol
male listeners. Timebuyer is Beuty
Hitch.

Consolidated Cigar Inc.

Agency: Compton Advertising Inc.
New York

Product: LA PALINA

An
paign started mid-October for this
cigar. Running in eight markets,
the minute spots will reach frequen-
cies of 24 10 35 per week. Commer-
cials are ET's. Tim Tully is the
timebuyer.

Corn Products Co.

Agency: Donalue & Coce Inc.,
New York

Product: KASCO DOG FOOD

Aflter the barkers' keepers, Kasco
went into 20 markets in New Eng-
land and eastern Pennsylvania early
this mouth. The campaign, first this
vear for radio, is using two stations
in each market for 13 weeks. A total
ol eight spots per week will run on
each station, all daytime minutes.
Harry Durando is the timebuyer.

) {Cont'd on p. 11}
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ll-week pre-Christmas  cam-

CROSBY &
CLOONEY

When Bing and Rosemary signed for their weekday
program, Variety wrote: "CBS Radio Still Makes Like
Show Biz." It's this network’s tradition, of course.
One that attracts audience ... sells for sponsors.
Here, Bing and Rosemary join personalities like
Arthur Godfrey, Art Linkletter and Garry Moore to
offer personal salesmanship unequalled else-
where. In_all radio, this is the kind of company

" ONIY
ON CBS
RADIO

(&35
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FARM EXPERT NAMED DIRECTOR OF
AGRICULTURAL RESEARCH FOR KSTP RADIO

Dr. William E. Petersen, internationally known
Professor of Dairy Husbandry, University of Min-
nesota, has beerr named Director of Agricultural
Research for, KSTP Radio and is now reaching the
important farm family market with two shows
each weekday on KSTP,

From 5:00 to 6:30 A. M.. and from 12:30 to
1:00 P. M., Dr. Petersen presents business and
farm news, market and livestock trends and re-
ports, plus interviews and discussions with visit-
g guests.

Joining Dr. Petersen on these shows is David
Stone. popular KSTP personality and twice winner
1959-601 of the AFTRA award as “Best Farm

Personality.” whaprovides entertainment, weather
and news reports.

Knighted by the King of Denmark. listed ny
“Who's Who™ and “Ameriean Men of Science,”
Dr. Petersen provides the authoritative farm news
and commentary that hutlds farthful audiences.
For information oit availabilities; contact your
nearest Petry office or a KST'P representative.

LIS\

MINNEAPOLIS - ST.PAUL

RADIQ

1500 ON YOUR DIAL
50,000 WATTS

U. §. RADIO o November 1960
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soundings .

Regional Marketing Approach
Stressed in Car-Va Concept

Five Denver Stations Unite
To Form National Spot Group

Paper Work Task Lessened
By SRA Contract Forms

Which Group Holds the Key
To Open the Door to Sales?

Programming Responsibility
Pays Off in National Business

U. S RADIO « November 1960

[T
v

I'he eight radio stations that have combined forces o offer coverage of
Virginia, Nosth Garoling and South Carolima in a single radio package
are betting their dollars on an idea that has heen popping up in recent
years. “We created a single, unitying marker identification, Car-\"a,”
states Robert Teter. vice president-director ol radio, Peters, Grillm,
Woodward Inc, represeutative for the stations, “hecause the area (rom
Northern Virginia to the Georgia line is veally one, contiguous muvkel-
ing tervitory, with a sales potential which ranks among the top markets
iy the country.” Car-Va offers advertisers a single contract and single
rate card. .\ detailed marketing presentation is being civculated 1o
agencies and advertisers,

Iy this sontetiiing new in vadio? Five Denver stations have been hrought
together by the Meeker Co., national representative, for the sale of time
to national advertisers in a group buyv. The advertiser gets one set of
availibilities, one order is involved as well as one billing. The idea
beliinid the move ix 1o build national busiess {or stations [alting short
of the top three in average ratings, and o provide advertisers with a
diversified waudience. Each station in the group is diflerent: \lbum.
classical, country-western, sports aud top 10 & news. While this Denver
Mewropolitan Network is represented bv Meeker, each station continues
to have ity own station representitive,

Station Representatives Association Inc. hails as a “nmjor breakthrough
in the never-ending task ol eliminating time consuming wd costly paper
work™ the adoprion by a number of member firms ol the new SR\ con-
tract Jorms and the contract modification forms. These have been ap-
proved hy the American Association of Advertsing Agencies. By using
the new stundard. the need will be eliminated to issue separate con-
firmation of order forms. The new forms, beginning this month, will
confirm the purchase of spot radio and, when properly executed. twill
becoure the formal contract.

In a vevealing presentation called “Four Keys to Leadership,” NBC
Radio concerns iself with foyr measwves of advertising effectivencss:
Audiences, cfficiency, selectivity and advertiser acceptance. With the
hel» ol .\, C. Nielsen Co. research. the presentation makes the indusiry-
wide noint that the “kev” consumer group in terms ol numbers, buving
power and product tsage is betweent the ages of 35 1o 19, This group,
states NIIC Radio, has more mouney to spend, $103.6 billion. than the 16
to 34 or 50 phus or working howsewile categories. This key group buys
35 percent of the coffee, 36 percent of the cigarettes and accounts for 31
percent ol the mileage put on cars.

Analysing the velatiouship between programming amd sales at Quality
Radio Group's session in New York lust wmwnth, Thomas B, Adams,
president of Campbell-Ewald Inc,, Detrait, said he believes, “There is
a resurgence ol responsibility that translates dsell into programming
that is increasingly good. Some of you are covering the news with a thor-
oughness that wasn’t dreamed of a few years ago. . . . You're moving
towards betier music, more provocative current events discussions. . . .
A few vears ago when we began a national spot campaign, we thought
only in terms pl coverage. . . . Now we're beginning to think in terms
of what DListeners are listening to. how much attention theyv're paying
to what they hear and, finally, itv what kind of atmosphere will our client
find himsell.”

www americanradiohistorv com
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LISTENERS

‘The Big Chief can always attract a big,
attentive audience . . . but nothing like
N WCCO Radio with more listeners than

all other Minneapolis-St. Paul stations
combined!

Besides, WCCO Radio has top ac-
ceptance with a tremendous tribe .
1,022,610 radio families in a 114-county
basic service area.

Watch your Big Chief smile when

yau add WCCO Radio’s lowest cost per
thousand . . . less than one-third the
average cost of all other Twin Cities
stations. It’s a powerful way to take
command of a major market.

WCCO

RADIO

Minneapolis
St. Paul

» Northwest’s only
50,000-Watt 1-A
Clear Channel Station

* Source:
Nielsen Station Index,
July-August, 1960
6 AM-Midright,
7-day week.

Represented by

CBS RADIO SPOT SALES

U. 5. RADIO o November 1960



www.americanradiohistory.com

. The Big

Radio World !

...with audience among top 10 in
America!...and first in Cincinnati!

FOT 38 years now WLW hClS been These WLW spectocular oudience rotings are due 1o fwo
g important factors:

one of the Radio leaders of the Country.
WLW consistently rates among

the top 10 largest audiences of the

more fhan 3500 ROdiO S'rc'rions 2: The WLW programming—o concept of programming
with broad audience oppeal, eipecially in music, information

m America. And WLW also has and news.

the la rg est audience of any So when buying Radio time, ¢gil your W LW repiesentafive.
o : : : : idl
Cincinnati Radio Station. Wl S e

. The WLW World's Highest Fidelity AM transmission—
developed exclusively by Crosley Broadcasting engineers:

WLW AUDIENCE SUMMARY DATA

MARKET COVERAGE No. of Counties Total Homes in Area Radio Homes in Area

Monthly coverage area 334 3,116,800 2,987,910
Homes reached Total % of Total Homes % of Radio Homes
Monthly 1,221,160 39 4]
Weekly 1,067,110 34 36
NCS DAY-PART CIRCULATION. ... ..., Per Week. ...
Once 3 or more 6 or 7 Daily Avg,
Daytime Listener Homes 961,000 692,400 402,380 593,640

Nighttime Listener Homes 624,360 378,050 204,180 338,020

{Source: 1956 Mielsen Coverage Servicef

WLW Radio—one of the dyndmic WLW Stations! Crosley Broadcasting Corporation, a division of Avco

10 U. S RAHIO o Novemnher 1960

bt oriconradighictaon, cam
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time buys

{Cont'd from p. 5)

Corn Products Co.

Agency: Gnild, Bascom & Bonfigli
e, New York

Moduct: SKIPPY PEANUT
BUI'TER

Upstate New York and Florida

stations, 35 in all, got this buy in 11

markets. The campaign, utilizing 60

spots per week in each market, runs

through mid-December. Timebuyer
is Frank Gianatassio.

Cream of Wheat Corp.
\gency: BBDO Inc., Minneapolis
I'rocduct: CEREAL

Markets are still getting in on this
hot cereal’s campaign as cold weath-
er comes into southern states. A to-
tal of 222 stations in 70 markets will
vocalize the Cream of Wheat “Win-
ter Song” when the cold weather
blanket setiles. The winter cam-
paign witlk run through March in
two fights, the second scheduled
January through March. Breakfast
hours, 6:30 a.m. to 8 a.n, are pre-
ferred, but in some markets 6 a.n.
to 8:30 a.m. is acceptable. Campaign,
now in its second full year, depends
on local judgment of weather condi-
tions to schedule five of the 10 spots
per week. Agency reports that sta-
tion cooperation has been “excel-
lent.” Betty Hitch is the timebuyer.

Duffy-Mott Co.

Agency: Sullivan, Stanfler, Colewell
& Bayles Inc.. New York

Product: FRUIT DRINKS

Now in major eastern markets,
Dufty-Mott picks up its first western
market this month. Los Angeles is
the city, and its Arst schedule will go
to six stations, About 50 spots a
week will beamm the wmessage, in a
campaign slated to run for six weeks.
Timebuyer is Steve Suren.

Eastco Inc.

Agency: Lennen & Newell Inc.,
New York
Product: CLEARASIL

A four-market test campaign is on
the docket [or this complexion aid.

U. S. RADIO ¢ November 1960

T'wo arkers have heen selected:
Rocklord, HI and  Scranton, Pa.
T'he teenage audience will he (he
target for 10 spots a week on each
station. Length of the test run has
not been revealed, but a national
campaign is in the works il it meets
expectations. Lou Crossan handles
the timebuying.

Fels & Co.

Agency: ditken-Kynett Co.,
Philadelphia

Product: INSTANT FEL’s NAD-
THA, GENTLE FEL',
FEL’s NAPTHA

The first six months of 1961 will

see staggered renewals of Fel's regu-

lar schedule in 70 markets. Minute

spots  lall in daytime segments.

Length of schedules varies market

by market, but the total campaign

runs January through June. Alan

Bobbe is head timebuver.

General Foods Corp.

Agency: Ogiluy, Benson & AMather
Ine.,, New York

Product: MAXWELL HOUSE
COFFEE

Spots tor the coffee in the can are
perking now in Seattle, Denver.
Colorado Springs and Pueblo, Colo,
The campdign began late last
mionth, with 20 spots per week on
the air lrom [our 1o hve weeks. Two
to three stations in each market car-
ry the messages, all minutes. Sue
Morrell is the timebuyer.

Thos. Leeming Co.
Agency: 1V, Esty Co., New York
Product: BEN GAY, PACQUINS
Approximately 100 markets are in
on the spot activity tor these prod-
ucts. The campaign, started during
the third week in October, will run
26 weeks. Silk and Satin and hand
cream are the Pacquin’s paiv picked
to run with Ben Gay. The three split
a maximum of 20 spots per week in
each market. Traffic minmes make
up this schedule. Jack Fennell hand-

dled the buy.
(Cont'd on p. 13}
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Talk about vintage vears! In
the last three, wine, ale and beer
advertising has increased 206%
on WPAT. The secret? Our pro-
gramming, whose uniquely still
and sparkling properties provide
the perfect setting for any prod-
uct. And, of course, our unparal-
leled vineyard . . . an area of 31
counties in New York, New Jer-
sey, Pennsylvania and Connecti-
cut where more than “17.000,000
people live, work and buy in more
than 5.000,000 radio homes.
There’'s no doubt about it:
WPAT is a peerless seller of
America’s leading labels. Among
them: Ambassador, Budweiser,
Ballantine, Carling, Cinzano,
Gallo, Hensler, Heineken's, Krue-
ger, Knickerbocker, Martini &
Rossi, Miller, Moet, Opici,
Piels, Roma, Rheingold, Ruppert,
Schaefer, Schiitz and Scinuidt. All
of them, in only three short years,
have advertised on WPAT ... the
station with the spirit of success.

WPAT
&
WPAT-FM
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washington

Atmospheric Conditions on
Government Controls Clearing

Developments Indicate Less
‘Starch’ in Federal Actions

More Programming Latitude May
Result from New FCC Stand

Broadcasters Advised to Keep
Public Officials Well Informed

NAB Survey Confirms Radio’s
Trend to On-Air Editorials

Although the atinospheve i1t broadeasting cireles has geuerally beerr one
al apprehension about the possibility ol more stringent governueut ¢un-
rrols, there appean 1o be signs that these fears are without foundation.
Speaking belove a vecemt Fall Counlervence of the National Assaciation o}
Broadasters, Mervill Lindsas, a member of the NAR policy committee,
said that recent government actions “go in 1he dirvection ol emaneipating
hroadaasiers™ from oo vigid controls,

In clocmuenting his opinion, My, Lindsiy referved ta o number ol recent
developments. These inctude: (1) Plans ol the Federal Communicatians
Commision o permit broadeasters to plan their overall programnaing
on the basis ob specific communiny needs rather than fixed percentages,
12) Congressional modification of the Communications Act to give broud-
anters more latitude in dealing with candidates for President and Viee
Presudent. 'The equal opportunity rule was set aside for this vear's presis
dential campaign 1o enable Tull presemation ol the candidates of the twa
inajor parties. (3) Withdrawal of the FCC's policy statement aeliich hael
implied that broadeasters should smnounce the source of records e
ciivert feee tl diuge and usedd for Broudceast purposes only.

Coing imta detnd about the FCCS attitude tawards progranmising, Mr
Lindsay said that vadio station operators will Ise able in the Tutire 16
offer broadeasting service reflecting the specific needs of their communi-
ties rather than be limited by artificial percemiage requirements which
olten result in the duplication of already existing services. “'I'he Com-
wission,” he poited out, “will revise ity application tonns to requive
ol the applicant a nargative statement of the measures he has taken, and
the cliore he has made to detentine the aste, needs aud desives of his
ganmuniy or service area—and the mumner in whicl he is woeetnrg
themy”

In another relerence to broadeasting's velations with governumant; How-
ard T Bell, NAR vice president for indostry affairs, said that hroad-
casters “can hest preserve their Ireedom o operate by establishing wider
womtacts and mutual understanding mnung publis ollicials at lacal, state
andt national levels.” My, Bell indicated that broadeasters, il they gre
o continnie to operiaie in the public interest, wust take the olfensive iy
sceing to it that they “remain lree and nnfettered by governneint control,

. . Broadeasters should strive lor greater knowledge on the part of
I)lll)“l" officials of the luncrions, the problems and the activities ol browk
casting. Out of this knowledge naturally flows understanding—and wheit
we are understood there is less likelihood that laws or rules restricting
our freedom will be suggested or adopted.”

Ir has Dbeen generally accepted thay radio stations have been giving
greater emphasis to on-the-air editorials. A survey conducted by the
NAB research department tends to confliem thiy view. According to
the NAR, 61.8 percent of the radio stations veplying 1o a questionnaire.
jiresent editorials on the air. Of this group, 49.6 percent editorialize
occasionally and 12.2 percent vegularlv. Other findings of the survev

(Cant'd on p. 14}
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time buys

{Cont'd from p. 1)

National Cranberry Association
Agency: BBDO Inc.,, New York

OCEAN SPRAY
CRANBERRY JUICE

On the heels of a two-week cam-
paign in 20 markets for fresh cran-
berries, Ocecan Spray will take to the
airwaves for the juice the last two
weeks of this month. From 15 to 20
spots a week are scheduled in at least
three New England markets. John
Neilan is the timebuyer.

Prodaict:

Norwich Chemical Co.

Agency: Benton & Bowles Inc.,
New York
PEPTO-BISMOL

A late November start is predicted
for Pepto-Bismol in 10 to 15 markets
in the West. Stretching over a 30-
week period, the campaign will run
in flights of six weeks, with four
week intervals. At least 15 spots per
week, minutes and 20, will be
scheduled primarily during evening
times. A later campaign is in the
wind for Norwich’s Unguentine.
Handling the buying is Jack Scan-
lon.

Pradhtct:

Prentice-Hall Inc.

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

BOOKS

Back on radio after a vear’s si-
lence, the publisher is on the air in
New York and New Ortrleans for its
book, “Low-Fat Way to Longér
Life.”” Vehicle for the campaign is
a 15-minute program, “Longer
Life.” More books are slated for air
schedules at a later date. Marilyn
Schiels is the timebuver.

Product:

Shulton inc.

Agency: 1lesley Associales, New
York
Product: OLD SPICE

Several markets are being consid-
ered for addition to Shulton’s year-
round 48-market schedule in a pre-

U, 8. RiADIO e November 1960

Christmas campaign.  Exua spots
may go on the air in regular mar-
kets as well.  Joseph Knap, media
director, is handling the buying.

Texaco Co.

Agency: Cunningham & 1Walsh,
New York

GASOLINE

Arm-chair opera-goers in 107 min-
kets can tune in for the Metropol-
itan Opera broadcasts beginning De-
cember 3. The lineup of 108 stations
will be known as the Texaco-Metro-
politan Opera Radio Network, made
up of both independent and affiliate
stations. Broadcasts will be live, a
prime factor in the switch from pre-
vious contract with CBS Radio: some
offiliates broadcast programs on ce-
layed basis. The new hookup will
carry Met broadcasts every Saturday
for 20 weeks. Bill Santoni is time-
buyer,

Product:

Twentieth-Century Fox

ESTHER AND
THE KING

This biblical tale will be told in
350 cities next month. From 30 to
30 spots per week will run for three
weeks before the film opens. Start
dates are staggered throughout De-
cember to coincide with regional
openings. Local theatre owners will
place their own schedules: all cam-
paigns are co-op, with Twentieth-
Centuy Fox picking up half the tab.

Product:

United States Tobacco Co.

Agency: C. ]. LaRoche &
New York
KING SANO
Heavy concentrations of 1D’s on
weekends started last month for this
cigarette. .\ series of six flights uses
Friday, Saturday and Sunday sched-
ules to enlist King Sano smokers in
eight markets. .\ network schedule
is running for King Sano concurrent
with the spot campaign. The time-
buyer is Lionel Schaen. e o o

Co.,

Product:

www.americanradiohistorv.com

WKI.O

lOUISVILLE

In LOUISVILLE
the Big Change
was - and

still is - to

7

family radio

check and double check
your July - August
Nielsen—Monday - Friday
per broadcast
quarter-hours reveal
WKLO first from 6 a.m.
to 12 midnight

plus wonderful weekends

WKLO offers a perfect
audience compositicn
seven days a week for
consumer spendable
income.

robert e. eastman
& CO., me

national representative

AIR TRAILS stations are WEZE,
WKLO, Louisville; WING, Dayton;

Boston;

WCOL,

. Columbus; and WIZE, Springfield, Ohio.

13
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WASHINGTON {Cont'd from p, |2)

mclude:  Stations generally confine
the editorial function to top man-
agement, or the wan in charge of
the news opevation. hy seeking out
opposing views to their editorials,
only one percent of the stations re-
ported they do nol seek opposing
views; 15 percent said they actively
secek opposing  viewpoints. There
was almost complele agreement on
the part ol station. management
that  editorializing is o decided
“plus” incits ellecy on the station.

REACH THE BUYING

Local P. R. Prégram Aids
Get a Thorough ‘Airing*

Keeping  clse  wateh  op  its
“Build Radin  with Radio”  cam-
pitign, the NAB has been reporting
“gratlying progress”  Jolm Courie,
the organization’s manager of puldic
relations, said that there has been
a “snowbaltling aceeptance by men-
ber stations to provide evisp, hard-
hitting  spot announcements  pre-
pared by NAB, Droadeasters will
soon  be rveceiving  prepared  an-
nouncements pn such  specialized
progranmiing as sports vesults, pop-
ki ninsic, editorializing and farm-
ing. According o Mr. Cowrie, these
were “heavy dioices in a recent sun-
vey ol members ou their prelerences
lor future spots”™ Other new :ils in
the prepavation  stage  inchide @
specch  text  called  “Careers Ny
Radio™: a hooklet designed Tor dis-
tribution by stations among civic
aned Iraternal organizatons elting
their publicity chairmen how 1o pre-
pare news itewns for rvadin stations,
and a study guide on radio 1o be dis-
tributed by member stations among
Wonen's organizitions.

HOUSTON AUDIENCE AT THE
LOWEST COST PER THOUSAND

See KATZ for the August, 1960
PULSE and complete
Audience Composition Story

National Reps.:

THE KATZ AGENCY,
INC.

s New York
« Chicago
* Detroit

e Atlanta

* St. Louis

Engineers Blueprint Plans
For Their 1961 Convention

The two recently-appointed subeom-
mitiees of the NAB Broadeast Engi-
neering Conference Committee are
in the process of drawing up plins
lor the 1961 meeting to be held next
May in Wuashington, D.C. Tt has al-
24-HOUR MUSIC AND NEWS Datlas ready been decided that vegistrants
e IN HOUSTON, at the next Enginecring Conlerence
— CALL DAVE MORRIS will attend luncheons specially ar-
vanged for them on all three days

JACksgn 32581 vather than the regular NADB conven
tion alfaivs. One of the subcommit-
tees has been assigned the task ol
sclecting nominees for the Broad-
casting Enginecring Awavds. o o o

* San Francisco
+ Los-Angeles

MEMBER OF
TEXAS QUADRANGLE

14 U. §. RADIO « Noveuber 1960
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New

On January 4, 1961, Governor Le-
Roy Collins will exchange his duties
as chief executive olficer ol the State
ot Florida for those ol the presidency
ol the National .\ssociation of
Broadcasters. Alter a long and ar-
duous six-month search, the -13-mem-
ber Board ol Directors ol the NATD
selectedd the nationally  promiuent
political figure to succeed the late
Huarold E. Fellows as the major
spokesman (or the broadcasting in-
dhustry.

In taking over as the filth tulltime
head of the NAB, and the 17th pres-
went since the organization was
lormed in 1922, Gov. Collins comes
to the job with a distinguislied back-
ground as a legislator and adminis
trator. His outstunding qualities as
a forceful and discriminating leader
were demonsttated to the entire
country  last summer, when Gov.
Collins fulfilled e ditheu't job of
permanent chairman ol the Demo-
cratic Natjonal Convention.

With the broadcasting industry,
and jhe mation. entering a period
that iy filled both with potential
promise and danger. Gov. Collins
will be called upon often to use his
many abilities to uphold and carry
lorward the aims and objectives of
the NAB. These aims add objec-
tives, as expressed by the association,
are “to foster amd promote the de-

. S. RADIO & November 1060

THIS MONTH:

LEROY COLLINS

Newly elected president of the National
Association of Broadcasters

NAB Ends Search for

President

velopment ot the arts of aural and
visual broadeasting in all 1ts forms;
to protect its members in every law-
ful and proper manner from injus-
tices and unjust exactions; to do all
things necessary and proper to en-
courage and promote customs and
practices which will strengthen and
maintain the broadeasting industry
to the end thar it mav best serve the
public.”

Although he has spent his entire
adult life in law and government,
Gov. Collins las demonstrated thin
he appreciates and knows how 10
utilize broadcast media. During his
unprecedented six consecutive vears
as  Floridas  governor. he made
monthly reports by statewide vadio
and television  hookups from  the
state capitol mr “Tallahassee.

A native of Tallahassee, the 31
vear-old Collins has devoted t1wo-
and-a-hall decades to public service.
In each position held by Gov. Collins,
he has carried out his tasks in a soft-
spoken but firm manner, Some in-
sight into the man who will be head-
ing the NADB may be gleaned [rom
his views on leadership. Governou
Collins has said “The only person
who doesn’t step on someone's toes
is the one wha stands still. Leaders
cannot stand still. They must take
vides, stand up and be counted and

keep moving forwiard.” o o

www americanradiohistorv com

was your

Fortunately the mantle of
prophecy is not needed for

hasic business decisions re-

quiring accurate, measurable
information in felevision and
radio. Subscribers don't guess

—with Pulse they know.

21N

PULSE g
o ) RINGS 2
% ' poor- &
=" BELLS W=

lE33Y

730 Fifth Ave.
New York 19

“ULSE, 1n.

INTERVIEWS
JFAMILIES
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INSURANCE
& FOLDING
MONEY

L 28

Assure yourself of complete
coverage in America’s richest
market: advertise on WPAT,
Throughout 31 counties in New
York., New Jersey, Pennsylvania
and Connecticut interest in our
station is compounded daily, and
companies who spend time on
WPAT know it. Time /s money
on WPAT and you can count on
it. That's why insurance and fi-
nancial advertising alonc has in-
creased nearly 40, in three short
years on our station thanks to
advertisers like these: Allsiaze In-
surance, The Bank for Savings,
The Bowery Savings Bank, The
Chase Manharian Bank, Eastman
Dillon Union Secwrities Com-
pany, The Greenwich Savings
Bank, Goodbody & Company,
The B. P. Morton New York Cor-
poration, The New Jersey Bank,
The First National Bank of Jersey
City, Seaboard Finance Corpora-
tion and The Williamsburg Sav-
ings Bank. These are only a few
of the many blue chip insurance
and financial firms that have
banked on WPAT . . . the station
with the jingle of success.

WPAT
&
WPAT-FM

LETTERS TO

Books on the Atr

1 have read with great relish the
article about the Grosset & Dunlap
tadio promotion (see Grosset & Dan-
lap " Discovers’ Radio, October 1960).
Two things stand out inmy mind as
being particularly noteworthy: First,
that von have prescuned all the per-
tinent facts in an objective and in-
teresting numner: and. second, (hat
vou were able 1o grasp the inlora-
tion so quicklv and so avcuraiely,

Al ol us heve at Grosset appredi-
dte vour aitention: we hope ihat
vour readas lave Tound i eqgnally
as réwarding.

Nils A, Shapiro
Advertising Directar

Grosset & Dunlap Inc.
New Yark

Voice of America

Miy 1 ke tris opportunity o
thiank vau for avery niee job in pre.
paring the article on the Voice of
Americ. which appeared in the Sep-
tember issue of 1. s raDIO,

Incidentally, il you have another
copy “Kicking around.” [ would ap-
preciate having it tor tatore reler-
cnce, as the article is quite complete,

R. J. Rockwell
Vice President and
Directar of Engineering

Crosley Broadcasting Corp.
Cincinnati

Would vou pleise send me exura
copies of vour airtide vn the "Voice
of America” that appeaved in vour
September, 1960 edition?

[ thought it was an excellent and,

very mteresting anticle.

Richard K. Burch
Siotion Manager
KBTO

El Dorada, Kans.

Broker Opinibn

I was extremély pleased with your
article on radio trading (Brokers See
Big Year, Seprember 1960). | think
the piece was very well done and 1
want to commend your magizine fox
it, Particukuly, some of the recent
articles I have seen on this subject
have emphusized the nmmnber of st
tons whish hange hands without

THE EDITOR

wany of the valid reasons in your
article. "This gives the impression of
straight tralhcking in licenses and is
unlair to the broadeaster in (liis re-
spect

Joseph M. Sitrick

Blackburn & Campany
Washingtan, D. C.

Well-Measured

I have received and read with in-
terest the article "Radio Measures
Up™ (October 1960).

Congrawulptions on an excellent
L ISHIPRTIIN

Let's hope thae these new, com-
hined eflorts will result im additional
attention amd dollars [ov spot radio,
wlhich are so richly deserved.

Robert H. Teter
Vice Presideni—Rodio

Pelers, Griffin, Waodward, lac.
New York

New Fm Magazine

Cangratulations upanr the first 5+
sue of . s ¥M. 1 an sure you are
on the way to developing something
as successinl and, s much needed as
1. s RADIO,

Del Leeson
General Manager

KPFM
Partland, Ove.

We¢ would like to thauk you for
sending the first issue of v, s. Fy, We
plian o be on the air in November,
and are guite optinnistic over the en-
thusiasm for fin in the Florida pian-
handle as well as nationwide.  We
know that v. s. ganio and . s, £M
will play an imporiny tole in our
eperation,

John L. Hared
General Managet
WPEX(FM)
Pensocala, Fla.

FLaving just completed reirding my
copy and filing it for Tuture refer-
cuce, I would like w add my praise
to that whiclh you have already ve-
ceived. t. s ea s indeed an excel-
lent magazine, filling o great void in
our industry.

May you have continliing growtl
and prosperity.

Jack D. Alexander
Exec. Vice President

Futursanic Productions Inc.
Dallas

U.S RADIO o

November 1960
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rr buyers and sellers of radio advertising

7 10

CONTINENYAL

Negro
Radio
Supplement

=
BROADCASTING

THIRD
'ANNUAL
PPLEMENT

egro

tadio

v WNJIR Y N
1960

No. 1 in the world's largest Negro market. - 1,600,000

w B E E CHICAGO

No. 1 in the world’s second largest Negro market. = 1,250,000

w R A P NORFOLK

The only station for 330,000 Negroes in Tidewater, Virginia.

Represented Nationally by Continental Broadcasting
565 Fifth Ave., New York 75 E. Wacker Dr., Chicago

wwWw americanradiohistorv com
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BEST WAY TO EMBRACE THE NEW YORK NEGRO COMMUNITY...

L

&

-,

If ever two thoughts were synonymous—it's the New York Negro
Community and WLIB.

Metropolitan New York has the largest Negro Community in
America—1,494,000. And it's growing larger every day.

WLIB has by far the largest share of that growing community
in Metropolitan New York. And its fead has grown consistently
year after year.

You can't think of one without the other. WLIB is first in the
Negro Pulse, first in Negro Public Service, first in Negro News.
And it offers more Negro programming than all other stations
in New York combined.

66 "

That's why more national advertisers place more business on
WLIB than on any other station programming to this vital mar-
ket—they know that WLIB has proved itself far and away the
most effective buy. Get the facts. You'll agree it makes sense
to re-evaluate your media schedule

and “LIB IT UP". )

nlEy

- .

Ay =:

Hotel Theresa, 125th Street & 7th Avenue, Néw York 27, N. Y.

o
LTI

EMBRACES THE ENTIRE NEGRO MARKET IN GREATER NEW YORK

aar oo oriconradiohictan, car
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'BIRMINGHAM  LITTLE ROCK SHREVEPORT JACKSON

No. 1 among T1 sta- No. 1 among 8 sta- No. 2 among 9 sta- No. 1 among 6 sta-
tions, latest General Au- tions, lajest General Au tions, latest General Au- tions, latest General Au-
dience Survey. Hooper, dience Survey. Hooper, dience Survey. Hooper, dience Survey. Pulse,
June - July, 1960 — Aug.-Sept., 1960 April-May, 1960 May, 1960 — Hooper,
Pulse, 1960 Aug.-Sept., 1960

McLendon Ebony Radio... the
Nation’s highest rated Negro group

John McLendon, President and General Manager Represented nationally by John E. Pearson Co.

U.S. RADIO » Nosember 1960 (Supplemeny p. 3y 19
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Sing a song of savings with this thrifty trio  *

THE GEORGIA NEGRO GROUP

COLUMBUS
1000 Watts WCLS

1580 ke

Reach high sales at low cost
with the Columbus area™s only
all-Negro progranuned station
with all-Negro amiouncers,
WCLS reaches 387 of the
metro population with top-rated
programs and  personalities.
heaming 100 to a Negro au-
dience. Now in its G6th vear of
catering to Negro buyer-. WCLS
delivers a big market at simall
Ccosl,

MACON
1000 Watts WIBB

1280 ke.
Macon’s only 100" ¢ -Negro pro-
grammed <tation. now in itz
13th year of service to the Ne-
gro community. reachies 437
of the metro population. WIBDB
originated Negio programining
in the Macon atea and has top-
rated personalities with excln-
sive coverage. WIBB Drings

this market to you at Jow cost.

SAVANNAH
WSO K 230 Watts

1230 kc.
I'his fast-growing, popnla-Tated
Station gives you 409 of the
metro population, hicaming to a
1009, -Negro audience 24 hoitis
daily. Now thé only station in
the Savamiah area progrun-
ming to Negroes, WSOK offers
specialized prograwming lo a
speeialized audience with spe-

cial resnlts for advertisers,

“A THREE-IN-ONE BUY FOR THREE-IN-ONE SAVINGS:
TIME, EFFORT, DOLLARS. EARN A GROUP DISCOUNT
OF 5% ON PURCHASE OF TWO STATIONS-10% ON
PURCHASE OF ALL THREE. ONE ORDER DELIVERS THESE
KEY METRO MARKETS: BERNARD HOWARD & CO., NAT-
IONAL REPS.-DORA-CLAYTON AGENCY, SOUTHERN REPS.

20 (Supplement p. 1) U. 5. RADIO » November 1960
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INCREASING EMPHASIS on public service programming by Negro stations is seen in the decision
by KSAN San Francisco te cover "live" beth pelitical conventions: At the Republican session,
KSAN's Marty Dinkins interviews Jule Stratford Rogers, Chicago attorney, who delivered one of

the nominating speeches for Vice President Nixon.

She also served as advisor in campaign.

Negro Radio Embarks
On New Chalienge

Third annual survey by U.S. RADIO reveals progress

in programming, community service and sales outlook

as medium guns for greater national use.

Negro radio has chartered a

bold new course for inself.

On a major scale, this spe-
cialized advertising medium is seek-
g out the advertiser in an effort o
widen his use of Negro radio by
making it an integral part of mar-
Keting strategy —not as something
that should be desigimated for occa-
sional use.

With about 19 miliion Negroes in
the United States having a gross
spendable income of about $19 bil-
lion, Negro radio is of the mind that

U. S. RADIO « XNovember TO60

advertisers should be devoting an in-
creasing share of their efforts to this
specialized audience in a specialized
way on a regular basis.

And the evidence is there that ad-
vertisers are becoming more con-
scious of the inherent opportunities
in such a plan. .Among the com-
pamies and products that devote spe-
vial attention 1o this area are: \Wrig-
lev’s, Pet Alilk, Tareyton cigarettes,
Bristol-Myers’ Mum, Four-\WWay Cold
Tablets, Arrid, Vaseline, Ward Bak-
ing, Esso Fli, Jharmaco, Quaker

www americanradiohistorvy com

Oats. Rewvnolds Tobacco. Colgate
Dentat Cream. Fub and many others.
Rewrns from questionnaires to
. s. Ran’s third annual survey of
Negro radio indicate thay the rate
ol national expenditure in this spe-
cialized medium 15 growing.

The average station that programy
50 percent or more of Negro pro-
gramming reports that it had 34 per-
cent national business this vear com-
pared with 30 percent a vear ago.

The average stution that programs
between 23 percent and 4Y percent

(Supplement p. 5) 21
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® Negro Radio

ol Negro tare reports that it had 23
peveent national business this vear
compirred with 18 percent a year ago.

\nd the average station that pro-
grams up to 25 peveent of the e
1o the Negro andience repoves it hid
ninte percent national business this
vear comparedt with six percent
vear ﬂg().

“Dasically, there are two veasons
for the change i wketing attitude
over the vears.,” savs Don Connell,
vice  president.  Muarket  Research

Corporation ol \nerica, whose firm
has heen conducting Negro market
vesearclr fov nuny ol the leading na-
tionil advertisers,

“Thie st reason 3s (he pressure

SPECIAL MERCHANDISING  display of
WHAT Philadelphia features this in-store sec-
ticn devoted to station advertisers. A special
highlight is the WHAT microphone calling at.
tention te the products seld in the store:

/]
MAN-ON-THE-STREET interview has been used both as a pregram-
ming and merchandising technique by WLIB New York. The sta-
tion's Jack Walker interviews a shopper in the Jagerman super-

market in uptown New York.

22 (Supplewnens b. 6)

The in-store interview has proved
popular with supermarkets and advertisers and the WLIB audience.

ol incveased vompetition lor tlie con-
sumer dollore We have begun v
realive that success #n marketing is
much more difkcule to come by and
when achieved s at best & tempo-
vy advantage Hat must be main-
tained.

"The oiher veason lov 1the chinge
in marketing attitude is the growing
undentanding on pur part of the
sociological, psyehological and vea
nomic lactors that inftuence buving
deaisions, One result ol s -
cveased knowledge s the vealization
that there is no such thing as a single
nutss inarker. There are many mar-
kets made up ol ndividuals witl
similar buving patterns.”

The developments of the past year
Irave locused a penenvating light o
how things will take shape in 1ibe
months abead. Here are same ol the
kes developments:

¢ Formation ol the Negro Radio
\ssociation as an active, vital
sales  promotion ainm ol the
medivm, One ol s primary ob-
jectives is te make  tollscale
presentations on Negro radio a
the adveruser level.

o Rescivch—Importime steps have
already been taken to supply adl
vertisers and agenaes with the
kimdd ol audience and brand ve-
seireh thad they require 1o justi-
v oadditional Negro radio ex-
penditures.

a Progrmunning — Sharp upgrad
ing in ghe qualin ol Negro
radio. Stong conununity serv-
ice, news, bewtey nusic,

from

B ———_———————— Wy americantradiohistorv.com

-

I'he formation ol the Negro Radio
Assaciation is looked upon as one ol
the most significant tdevelopments in
the history of this specialized medi-
nm which waces its beghmings 1o
about 12 years ago,

The NR.A currently his 37 active
chavter members with seveval appli-
catioms pending. At s bhoard ol i
rectors meeting last itonth in Chi-
cago, the following plan of action,
re]un'le(l 10 U Ravto, was set Forth:

I. “Collevtion and corvelation ol
known research data aon in-
come, educiation and consump-
tion ol wmerchandise 1

2ALL research wauerial, hoth
new mud existing, will be certi-
fied by a rvescarch organiza-
tion chosen and used in prepis
ratton for a sellinig presentie
tion in ordertlae Negro-appeil
vadia carni be wld and sold ta
the decisionanakers ol national
agencies anud ddients vesponsis
ble for  the and
spendling ol animportang shuare
ol the ol advertising dollar,
Fhese presentations will alsa
e separately available o nens
ber  stations il - Zssocuue
members of fhe NRAL

Budgeting

“Ultisate comeraial purpose
— The sclection of a man ol
national  reputation and  sii-
tive in tlie broadeast und ad-
verusing will
make presentations to highe
level clientsandagency people”

industry who

\ special membership driye is un-
derway. Manihfy dues start Jasruary
I [Cont'd on p. 24)

AT THE CLOSE of each school year, WENN Birmingham presents
its annual Scholastic Awards of a plaque and watch to both the
winning boy and girl.
makes the presentation to the winners, who are selected after a
competitive examination from among boy-and-girl representatives
10 major Negro high schools in the Birmingham area.

Erskine Faush, station religicus directer,

t' S RAIFIO e Noventber 1960
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The Nation's Best-Known Negro
Personalities “Live” Here!

: gﬂgig Metropolitan Negroes all across the nation know Mary Dee. .. Fatman. .. Bill

Curtis . . . and the great Hot Rod! Now, working in the exciting atmosphere of
WHAT’s ultra-modern facilities, they're at their best. They come *‘alive” to Phila-
delphia’s vast —and still growing —Negro audience (now 686,000).

WHAT’s line-up of stars represents 57 years of combined broadecasting experience.
They know their audience as well as their audience knows them.
They’re PROS! Not neo-broadcasters selected for the sake of “keeping the over-

MARY DEE  head down.”

10AM 101 PM 1f your product requires SPECIAL HANDLING, in-depth selling, a force that
— reaches beyond canned E.T.’s (and every product aimed toward Negroes does),

WHAT’s professional personality line-up is the ONE selling force in Philadelphia

with the audience influence you need,

Call Herb Schorr—TRinity 8-1500—
or any John Pearson office now!

FATMAN
1 1o 4 PM

BILL CURTIS

410 9PM 9 to 10 PM News Sundoy 6 to Noon  Sundoy Noon to 6 PM Phila. 31, Pa.

Represented Nationally by John E. Pearson Company-— New York & Chicago e Atlanta s Dallas e Los Angeles e San Francisco
V.S RADIO o November 1960 (Supplement p. 7) 25
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WRAP

_MELC

THE ANNUAL GET-TOGETHER of the

makeps Council.

WRAP Norfolk Home-
The women are members of the council's board

»vwl *m

of directors. Mrs. Leola Dyson (l) is women's director of WRAP,

{Cont'd from p. 22)

The prime motive lor Lundhing
NRA Is to imorcase mational ase ol
Negro radio, The awodiation  ex-
presses the leeling that, with many
present NRA members receiving as
nmde as 80 pervent national busi.
ness, “stations which get compana-
tvely small national advertising al-
locations have mudds more 10 g
nicdiately.”

What can be done w morease ad-
vertiser use of Negro radio?

Station management points to the
need lor research and educaton and,
perhaps most ol all, the need 16 con-
vince the advertiser that Negro radio
should be included in the wotal ar-
keting approach.

“We find more and more national
advertiseis who are interested in

using  Negro  rvadio,” savs Edwin

YR

ANNUAL CHRISTMAS boxes of food are
WMOZ Mobile, Ala.

21 (Supplemenl p. 8)

presented by
Last year, staff announcers delivered
boxes to about 150 families, one of station's public services.

Estes, president, WMOZ  Mabile,
Alas “Tley must be educated to the
many advanages it ollers in creating
additional  consimer demimd  for
their products. They must also be
educated o the fact dhat 1 most mg-
jor markets, the Negro has an aver-
age income which is comparable in

most ases o the average white
tamily income. With 1hie Negro
heing  clevated betause ol educa-

tional advimurges and with more de-
mand being given o eqnal job ap-
portunity, a desire has heen created
for the average Negro kimily to bin
angl live on a par with the average
white Eamily, Tois aveal opporienity
tor ntany national advertisers o tnd
this new and readyv-built market for
their produces,”

‘The use of the “separate” budlge

LHilanta,

Orleans are interviewed on the air and |
on behind the "mike.” WBOK's "Okey Dokey" presides at this session,

MARQUEE AND FRONT of WYLD New Orleans are often used
for program promotion and merchandising aids for advertisers.

is termed a lallacy

“T'he Negro is part o the wlmle
community and when a budget is set
up o reach a given market, part of
this budget should go to Negro radio
—not a Sseparate’ budget,” siafes
Stan Raymond, president, WAOK
*This has been the greaest
fallacy ol clients and agencies in set-
ting yp a ‘special’ budget to reach
the Negro. This should be a part
ol the whole budger. The Negra is
mtevested in buying products chat
are advertised on other media as
well: but heaving a personal message
iy the client on Jiis vadio station
is not only an invitation o this prod-
uct, but a welcomed sales message.
T'o inerease national bhosiness, | be-
heve an intelligent sales presentation
1o elients interested in increasing

SCHOOL CHILDREN on & field trip to the studios of WBOK New

are permitted to see what goes

(™. S. RADI(J o November 960
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sales is all that is needed. T'he story
speaks lor itsell.”

Development and improvement of
Negro air salesmen are cited as ways
ol increasing national business.

“There is yo question that the
agency and advertiser are more in-
terested in Negro radio.” declarey
John Dyer, general wmanager. WGES
Chicago. “This situation can be im-
proved upon by promotion of Negro
racio by station personnel, by ire-
quent personal calls on both agen-
cies and advertisers. It is our opinion
that the hest approach to cultivation
of the Negro market is by the devel-
opmcent ot good Negro air salesimen.
Continuity of Negro personnel is
most important.  Frequent changes
make for confusion. It takes a lot
ol ume and expense to develop a
Negio personality, to have him ac-
cepted as a vadio {riend in the Ne-
gro community and as an air sales-
man by agency and advertiser. Final-
Iy, the Negro Radio Association may
prove o be a big step forward.”

Copy and media should be hinked
to motivations, suggests a radio ex-
ecutiye.

“The Negro market is a special-
ized market,” sayvs Ed Prendergast,
vice presilent, WBOK New Orleans,
“and the agencyv-advertiser must ac-
quaint himself with the Negro-—his
wants, neecs and environment. \lso,
the Negro must be approached with
specific copy and media keyed to lis
specific motivation pattern.”

Research
Most Negro radio operators readi-
Iy admit that one of their medium'’s

wfy o Ry 4 R B
WINNER OF THE second annual WSRC Dur-
ham, N.C., "Trade Week" scholarship is Car-~
olyn Plummer, who accepts $250 award from
Jim Hayes, station manager. She plans to at-
tend A&T College. Station has Scholarship
Fund which makes additional awards each year.

U. S, RADIO w November 1960

greit needs is research—tocal audi-
ence characteristics and listening
habits as well as such things as brand
prelerence studies.

Many stations report in their ques-
tionnaires that they are looking to
the new Ncgro Radio Assoctation as
one salution 1o their research needs.

“A well-organized. concerted ef-
fort must be put forth by some
group, armed with statistics, {acts
and figures to sufhciently impress the
‘big spenders,” ™ states John McLen-
don, president ol the Ebony Group.
“T'here is a ire shortage of statstics

pertaining to the Negro population
in most areas. ‘The qualitative ap-
proach must be emphasized. The
new Negro Radio Association should
fill this void.”

Many statfons have made unpor.
tant surides in flling the research
gap.

The widely-publicized motivation-
al studies conducted by Dr. Henry
Bullock of Texas Southern Uni-
versity and contributed to by the OK
Group ol Negro stations is recog-
nized as a major breakthrough.
Among the major conclusions of the

over 1,000,000 Negroes

hear these golden horn

personalities . . .

y-

NE
because

in _
South Carolina
only the Speidel

Stations specialize in a

WOIC: (A} Rev. Bowman, (B) Charles Derrick, (C) "Duke of Wax""
WPAL: (D) Rev. Lampkin, (E} Flo Myers, (F) Bob Nichols
WYNN: (G) Rev. O. E. Jackson, (H} “Jim Dandy”, (1) “Johnny Raven"

)

Representatives

GOLDEN HORN STATION'§

SPEIDEL

/ BROADCASTING CORPORATION

=Natl. Bob Dore, Southeast Dora-Claytca

'WOIC

5000 W 1470 KC
COLUMBIA, S, C.

'WPALEWYNN

1000 W
CHARLESTON, S. C.

730 KC 250 w 540 KC

FLORENCE, §S. C.
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Sell 7 Rich
Negro Markets Thru

ROUNSAVILLE RADIO!

The 1,433,000 Negroes in six metropolitan areas covered by
Rounsaville Radio earn a spendable ncome of 824 million
dollars annually. They spend 80C; of their gigantic income for
consumer goods—quality, naome brand products! And Rounsa-
ville Radio is the only medium that reaches and sells thjs vast
consumer group! Rounsaville Radio is patterned to Negro
tastes, programs 100°; to Negroes with Negro talent. All six
Rounsaville Stations are rated Number-One by both Pulse
and Hooper! Get the facts! Call Rounsaville Radio in Atlanta,
John E. Pearson or Dora-Clayton in the Sputheast today!

Personal Letter

Negroes listen, believe — ond most important — respand to
Raunsaville Radio. We feature Negro disc jockeys and person-
alities, schedule progroms the Negro Tikes ond listens to. No
matter whot your budget...no moiter how mony medio you
use...a proper part of your advertising
dollar MUST go to Rounsaville Rodio or you
completely miss the Negro consumer in these
| six importont markets! Try Rounsaville Rodio
} —you'll see! We are one of the oldest and
the largest broadcasters in our chosen field.

ROBERT W. ROUNSAVILLL

mh Owner-President

FIRST U. S. NEGRO-PROGRAMMED CHAIN
FIRST IN RATING IN SIX BIG MARKETS

WCIN 1,000 Wotts (5,000 Watts
soon)=Cincinnati's Only all Negro-
Progrommed Stotion!

WLOU 5,000 Watts — Louisville's,

only allNegro-Programmed Station!

WMBM 5,000 Watts — Miomi-
Miami Beach’s only full time Negro-
Progrommed Stotion!

WVOL 5,000 Watts— Nashville's
only oll Negro-Programmed Stotion!
WYLD 1,000 watts — New
Orleans’ only full time Negro-Pro-
grammed Station!

WTMP 5,000 Waits — Tampa-
St. Petersburg’s only oll Negro-
Programmed Station!

Coming soon—Dallas—Ft. Worth!
BUY ONE OR ALL—DISCOUNTS WITH TWO OR MORE?

ROUNSAVILLE RADIO STATIONS

Peachfree ot Mathieson, Atlonto 5, Georgio

w & A v g .
ROBERT W. ROUNSAVILLE + ‘gl L, HAROLD F. WALKER
Owner-President. ‘ ! ﬁ

Joun E. Pearson Co. R

Nat'l Rep. ‘

(Supplement p. 10)

maoi0o

DoRra-CLAYTON
Southeastern Rep,

V.P. & Nar'l Sales Mgr.
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stdy are thiar dhe Negro has intense
loyalty to brinwds and that he i~ a
buser ol quelity products.

Fiv West Sarvews just feleased tlie
results of ity second study of the Ne-
gro market lor KSAN Sun Francisci
In the hirst study conducied in 1938,
Far West interviewed 581 Negvo con-
stmners (B0 women and T men) .

The second project was conducied
Last May at the annual KSAN Fooel,
Home and Living Show. The inlor
nration s based on 501 random in-
werviews (102 Jevale and 102 male) .

The study examines radio listen-
g habits, sodio-tconomic  status
ad brand prelerences.

Uhe study shows that niotning
hstentirg s sull donvoane, with 134
pereentt listening during the hours ol
6 1o 9 aon. Fveniosg listening (6 10
9 panl) rauks second, with 378 pei-
cent listening during  those  hions,
\ernoon tane-in is thivd, with 17.1
pereent histennrg bedwween the honis
ol 12 10 6 pan.

An amportne faaae ol ale
KSAN-Far West survey rompares 1he
brand prelerences of the J960 sendy
witlt those of the 1958 project. Fhese
prelerences are abo related g the
use ol KSAN. Advertisers are listed
as cither consistent station users or
sutuvation KSAN cliens.,

From 1958 10 16960, Clabber Girl
baking powder, a comistent adver-
tiser, incremed ity use mmonyg Ne-
gro consumers dnterviewed by 13
pereent,

Blue Seal bread, a  saturation
chient, increased iy Negro customers
by 33 percent for the two vears, @
cording 1o the survey.

In education, the percentage o
tdgne who have completed callege
lers 1isen Ivom 34 pereent in 1958 o
L6 percent in 160, a gaint of 35.3
pereentt.

Thase in prolestonal occupations
have jumped lrom 2.7 ;)(‘1'((‘11[ 10
Gl pereenty a 186 percent increase,

several spectal brand prelerenet
studies that have placed controls
sales o test vadio resuls have been
rohediigted lor WDILA Memphis by
the Mid-Souwith  Surveying  Service.
One on hiquid detergents held last
May proved the power ol Negro
richio.

\ lmd precetled v, Clean uito
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the station audience. The event coincides with Louisiana State Fair.

the Mewmphis market by one or two
vears, the study states. Althouglh the
first product never used the station,
Mr. Clean started a moderate schecl-
ule ol 10 spots a week st February.
Here are some ol the results of the
NITUS

01 310 home imterviews with Ne-
gro consumers, 208 stated that they
use u liguid detergent, Of these, 148
said they use Mr. Clean and 50 said
they use the other prodtict.

The next question asked, “How
long have you used your present
bramd?” A wotal ol 13 said they have
been using Mr. Clean lrom two to
six months.

“Did vou switch from smne other
hrand="

A totat of 3t siid they switched o
Mr, Clean from .mnlhel hrand,
while only 11 said they switched
from Mr. Clean 10 another bhrand.

[n addition, WDIA has conducted
m-depth studies on the brand loyalty
ol Negro consumers and their media
preterences.

Programming and Community
Service

Negvo radio programming [are has
seen a major upgrading 1 content
over the past year. And indlications
from station questionnaires are that
this wrend will take on cven sharper
iirection in the months 10 come.

Paul ven Hagel, vice president
and general manager of WRAP
Norfolk, states, “A major vend in
Negro programming has been the
upgrading in disc jockey shows,
itews, commercial content. In gen.
cral, a big job has heen done by most
stations in presenting a more guati-
talive product. Real thought in con-
munity needs and wants presented
it a professional manner.”

Community service programming
15 being stressed.

.l.ﬁ

AS PART OF the annual Negro Day parade fhrough downtown Shreve.

memo to madison

Like any smart people who are doing things. you are lable
to human errors.

Your days and nights are filled with construetive action and
creative contributions to Commeree.

It 1= only natural then, that sometime~ you will overlook an
all-important phase of getting your clients” ~tories to every-
one.

One of the~e errovs that keeps your efforts from getting full-
blown exposure is the failuve 1o use the Broadeast Medium
called Negro-Appeal Radio.

It's the different. exeiting. exclusive way to reach over
18.500,000 Americans on a daily basi~ who -pend over 19-
Billion dollars every year.

Already, many Agencies have experienced the dramatic salex
increases caused by the use of Negro-Appeal Radio. Adver-
tisers and agencies who have properly used this broadea-t
medium have been “on™ for years,

[n spite of all thiz. we. in Negro-Appeal Radio. have ap-

I £ 1Y 1
parently failed to give vou enough convineing information
on the medium.

Be as~ured! This ix being corrected . . . now . . . by the wn-
hed national effort of the outstanding stations helonging to
the nzw Negro Radio Az-ociation.

We are going to give vou and vour chients the
factual reasons why no advertiser can do a con-
plete selling job and still overlook the daily in-
Auence that Negro-Appeal Radio has on the
spending of over 19-Billion dollars a vear.

NEGRO RADIO A
ASSOCIATION R

Temporary address:

P.O. Box 10043 N

Charlotte, N. C.

THOUSANDS OF ON-LOOKERS gathered at the final selection
port, La, KANB has a float that features "Miss Personality,”" selected by of "Miss KNOK" of Dallas-Fort Worth, The latest annual event

was held on the open-air Magnolia Stage at the Texas State Fair.

U. 5. RADIO o November 1960
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CROWNING THE WINNER of the KATZ St. Louis beauty and talent
contesf, Carole Craddeck, is Louise Dunn, who heads her own charm
school. Ruth Swan (r) is the winner of the talent search. KATZ an-
nouncers Lonnie Rochon {t) and Dave Dixon emcee the gala festivities.

“The major wewd in Negro pro-
gramming,” sivs Tharold F. Walker,
vice presulent and  mnational  sales
manager, Rounsaville Suatons, "k
the greatly increased time speut on
community service programming. It
is wo longer suthcient simply 10 pro:
gram unmsic. Negroo stiions st
now higke o real congribution (o the
Negro comnuunity ol any market.
This, of course, his very tngible re-
silts for the stations because suclr

Jdohn E. Bandy

Negro radio hias undergone a year
ol significant progress. Development
ol prograimming, emphuasis on conr
munity service are just twa of the
many things that are happening in
this specialized medium.

Oue example of ihe changes oc-
curring is the announcement by a
a major-market station, WDAS Phil-
adelphia, that it has just appointed
John E. Bandy, a Negto, to a top

g

28 (Supplement ja 12)

community service is the cement ilnre
binds the stwtion and the Negra
population wgether with resulung
healthy increases in the share of Ne-
garo tune-in.”

Auexample of oue type of off-air
connnuinty  service of which  Mr.
Wilker velers is the WCIN Cincin-
nati Goodwill Fund. It just recent-
Iv purchased amd had installed an
automitic ice cube making machine
with a daily capacity of 200 pounds

S0 e s

exeqittive post with the radio outlet.

The station cdescribes the move as
Laving been taken “only a very lew
times” in the history of American
racho.

In making the appointment, Rob-
ert A, Klein, \WDAS general mana-
ger, savs Mr. Bandy will be involved
in Negro marketing problems, ner-
<handising,  station  achninistration
and organizaiion. He will scrve
with the title of assistant to the gen-
eral nanager.

Mr. Bandy, a product ol the How-
ard University Law School, Wash-
ington. . C., was also educated in
Europe and Asia. For seven and a
half vears, he was a top disc jockey
for WUST \WVashington, ‘where he
wias known as Lord Fauntleroy.

Mr. Klein emphasizes tliat among
his mauny duties Mr. Bandy will be
dircctly  vesponsible [lor program-
ming  amt expanding  commpmity
service endeavors.

Y SR AORR  T

STUDIO-ON-WHEELS is used by WWRL New York for on-the-
spot coverage of the area’s Negro communities. A minister, a
priest and a rabbi participated in the tecent dedication ceremonies.

amd o E30-pound capacity storage bi
for the Colored Orphan Home,

In addition, the WCIN Goodwill
Fund is making arrmagements o un-
derwrite the operating costs of the
Negro Sightless Society Hlome, whitlt
has sulfered tor lack ol Tunds, and o
equip a hospital room at the Home
for Aged Colored Women,

‘Fhe nwovernent in the direcéionr of
comnmutity service is underscored by
Francis Fizgerald, WGIN Charlotte:
“We consider the maturity of oper-
ators the latest and greatest major
wend in Negro radio programming.
Now more than ever helore, Negro-
appeal radio is growing toward bet-
ter public service feauunes and edu-
cational  programs, with a 1nore
widespread seuse of responsibtlity (o
tie communities it serves.”

Samuel Feldman, executive vice
president, WEBB Baltimore, jlso
cmphasizes this point: “The major
trend in Negro radio programming
is the recognition of the obligation
which a Negro-appeal station has 1@
the community, This activity is es-
sential in holding the loyalty of the
Negro audience.”

For example, WEBD states it has
been at the lovelront of the city’s
fight against lead poisoning. Joseph
Gordon, director of the Lureau of
health information, told the station
that in “at least 75 percent of the
cases investigated,” the people stated
that they learned about the symp-
toms and chances lor treatment from
WEBDB.

KGF] Ho‘llywnm[ raises This yjyes-
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EXTENSIVE MERCHANDISING plans between station and
client are worked out by executives of WCHB Detroit
with the top local representatives of Ward Baking Co.

OFTEN A STATION teams up with an advertiser to make
an all-out effort at the grocery store level. Here, Bill
Powell of WAMO Pittsburgh and tennis champion Althea
Gibson go on a store tour for Ward Baking's Tip Top bread.

tion about Negro prograimning.
Why does the Negro listen to special-
appeal radio when, as is reported in
that market, he can escape segrega-
tion in schools, employment and hv-
ing conditions, can pntronize any res-
taurant, theater or night club and
can participate in any sport?

The answer: Community inierest
and community service.

“Educational Roundtable gives
the Negro an oppeortunity to hear
the views of his own people on per-
tinent subjects; This is Progress
gives him in dramatized narrative
the {eats of members of his race in
playing prominent roles in the his-
tory and progress of this nation;
Man (or Woman) of the Day points
with pride to outstanding current
achievements of Negroes in the Los
Angeles area and brings each one 10
the microphone. No other source

AN ALL-DAY "open house" was sponsored by
WRMA Montgomery, Ala. to commemorate
the opening of a new YMCA building. The
station did remotes of all the day's activities.

U. S. RBADIO o XNovember 1960

brings to the Negro daily news of ¢
his community and activities.”

A new entry in the field ot Negro
radio programuming is Nationwide
Network Inc.,, New York, which pro-
chuces and distributes transcribed ra-
dio programs exclusively lor Negro
radio. Founder of Natiomwide Net-
work is E. M. Glucksman.

One of Nationwide's presently
popular shows s At Home 1With
Adlma John, a 15-minute weekly
women's show which is now Droad-
cast in 16 markets. The program is
sponsored by Personal Products.

There are several new shows that
are soon to be released. They in-
chude All American News, a daily
national  and  international  news
sunmmany, and Negre Sports History.

In the area ol merchandising. a
great majority ol Negro stations ex-
cel. \WHAT Philadelphia, ftor ex-

f Fl
g N
SR N
g TS b
A A B
MORE THAN 150,000 popsicle sticks sent in
to WEBB Baltimore in less than two weeks are

counted. Sticks went to Baltimore hospitals for
help in rehabilitation of tubercular patients.

in 30Q super markets
supports your . . .

RADIO COVERAGE

of the

NEGRO MARKET

]
HOUSTON, TEXAS
-
ONE EXAMPLE of the merchandising program K c o H

of KGFJ Hollywood is this sample giveaway E
|

Get the story from your

promotion by station personality, Johnny Mag- Jokin Bearser man

nus, on behalf of Arta skin tone cream client.
(Supplement p. 13) 29
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NEGRO

Community Programming

+

SPANISH/PUERTO RICAN

Programming

24

. HOURS DAILY

of Whirl-Wind sales action

WWRL

NEW YORK DE 5-1600
*10:00AM-5:30PM
**5:30PM-10:00AM

30 (Supplewmient p. 11)
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amplé; has just imtroduced an ejr-
Livged merchandising progrpnr thiu
iy called “Complete Selling.”

LUhe stationt offers 16 diflerein seis-
ices 1o national advertsers. \WHNT
awards o budger ol merchaudising
paints tommensuriate with an adver-
tiser’s expengliture. Using o 13-week
Base, the sttgon allots & minimuom ol
150 points for a 31000 ontlay and
maxinnun ol 750 points lor a 535,000
dnve.

The vavious merchandivingg seryv-
ices varny diflerent point qualifica-
vons. For exmnple, Aane Markew'
displavs, 750; instore oadeast in-
terviews, 100 uew product market-
ing assistinee, 1505 maikings jo rade,

200 taxicab posters, 375, e o 8

ON THE DAY of an in-store appearance, disc
jockeys of KDIA Qakland, Calii., spend two
hours or more in the store taping interviews
with customers, giving prizes and helping to
sell sponsors’ products through merchandising.

GRAND PRIZE WINNER of Pet Milk Co.'s
gospel singing contest is Sadie Louise Reed
{second from ). She is met at the airport
upon her return from Chicagoe by (I to )2

Willie McKinstry, WJLD Birmingham an-
nouncer; Mrs. Martha Wynn, Pet Milk home
economist, and Mrs. Maggie Simmons. WJLD
held local contest on Lehalf of Pet Milk

WAMO

PITTSBURGH,PA.

NOW 1000 WATTS
Programming to
Pittsburgh’s 250,000
Population Negro Market

SIR WALTER
RALEIGH

BILL
POWELL .

{ PORKY
CHEDWICK

G A
" e

SUNNY e
JIM T ‘

CHARLES
GORDON

News Director

ALEXANDER
MARTIN
NOW 1000 WATTS
ON 860 KC

WAMO

PITTSBURGH
100% Negro Programming

BERNARD HOWARD
NAT’L. REP.
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Negro Radio:
Success

Stories

The following capsules of Negro radio success stories are indica-
tive of hometown advertiser use as reported to U. S. RADIO,

Department Store—Regal Depart-
ment Stoves Inc. of Chirteston, 8. C,,
traces a great deal ot its sules in-
creases to WIPAL.  Heres what
George Fell, manager, expressed 1o
the station: “Last year we sold
around 300 girls” coats and we hoped
to sell more this year. To date, we
have sold 117 which is far more than
we expected to sell. .\nd that is due
to the fine ¢llorts on your station.
As you know, we advertise weckly
in the local newspapers and only on
your station. As the trade in the
store is 98 percent Negro, 1 would
say that your station is responsible
for selling on lay-away plans at least
350 coats. The rest would come from
the newspaper. Whereas, in our oth-
er store in Charleston Heights, the
trade there is 98 percent white and
they have sold around 50 coats, Your
station would have no effect on
them.”

Real Estate—Last Qctober 1, a real
estate firm, Penn-Mooney. advertised
five properties on \WHAT Philadel-
phia. The station reports that all
were sold by October 4, with sub-
stantial down payments involved.

Bread—The Fischer Baking Co. ol
Newark, N, |, came to WNJR New-
ark in March 1959 with the tollow-
ing problem. The agency. Scheck
Advertising, explained that the com-
pany had been losing bread sales in
Negro areas, even though the Negro
population was increasing steadily.
WNJR set up au initial 13-week
campaign of 15 thirtysecond live an-
nouncements per week. The station
arranged for one of its Negro air per-

U. 8. RADIO o November 1960

sonalities to make periodic in-store
appearances selling Fischer’s Butter-
cup white bread and giving out a
Ivee autographed phonograph record
with cvery loal ol Fischer's pur-
chased. ‘The in-store appearances
were announced on the air several
days in advance. At the end of the
[3-week campaigin. Fischer's found
the downward sales wend had been
checked. In lact, there were signs ol
increased orders from grocers. Scheck
Advertising renewed the schedule for
another 13 weeks and requested the
continuance ol the in-store appear-
ances. At the end of that time, the
bread was taking hold and tast be-
coming one of the better sellers. the
station reports. Today, Fischer is
still with WN IR, running 15 thirty-
second  announcements per week
with periodic instore sales promo-
tions.

Drapes—Huntley Furniture, an area
chain ol stores, used a special two-
day campaign on WANN Winstou-
Salem. N. C.. comisting of 25 spots.
More than 400 sets ol drapes were
sold in the two days in the Winston-
Salem store.

Real Estate—Le¢ Mount Corp., Val-
lejo, Calif., reported to KDIA Oak.
land that in a 90-day period Iast
spring, the station was largely re-
sponsible lor the sale ol 70 homes in
the Country Club Crest develop-
ment. The hommes were principally
in the S15.000 range. The radio al-
location on KDL\ averaged S200 a
week.

Service Station—Last July, Texaco

www americanradiohistorvy com

speit 3750 on KYOK Tlouston Im
the grand opening ol Windalls, a
large modein service station in the
heart of the ¢iny’s Negro ncighbor-
hood. “The campaign consisted ol 100
spot announeewenis phis four hours
on caclr ol two days ol rentote broad.
casting feawuring pensonal  appea-
ances at Windalls, Prizes were also
given away at the opening. The sta-
tion declares that Texaco reported
that the volune ol gasoline sold du-
ing the two-day period set a new na-
tional record lor grand openings.

Cars—McGee Mercury ran a sched-
ule on WGEE Indianapolis ol 37
one-winute spats in two days, Fri-
day and Saturday, to close out the
1960 model. During the weekend,
21 new cars were sold. most of wlidh
were credited to the two-day ~ched-
ule.

Shoes—1'he Manchester Shoe Co.,
a Baluwmore shoe store catering to
the Negro market, has been putting
its entire advertising budget on the
WITH Rocket Ship Show (8 p.m. to
midnight) for the pust eight vears.
Recently, the store had a fire sale be-
cause ol a fire in the adjacent build-
tng and purchased additional an-
uouncements bevond their regular
schedlule to advertise the event. The
traffic was so heavy that the store had
to lock the doors and let a few cus-
tonters in at a time, resulting in the
largest single day’s volume in its his-
tory.

Furniture—k imbrell’s Inc., a chaiu
of 25 lurniture stores, has been suc-
cessfully running a Labor Dav sale
[or several yeuars for its Favetteville,
N. C..outlet. This past Nugust, Carl
Ivey, manager ol the Furniture Mart,
a Kiwbrell store in Charlotte. re-
ceived approval from Kimbrell offi-
cials to run a similar Labor Day «ale
for his store. The only advertising
used to promote the special sale was
a HWspot saturation schedule over
WGIV Charlotte for the three-day
weekend, the station states, In spite
of the holiday condition. there was
a line ol people waiting for the Fur-
niture Mart to open at [0 a.an La-
Lor Day. During the course of the
day, Manager lvey stopped counting
the number ol customers after the
500 mark was attained (on regular
days, 50 customers are comidered
very good trafic). W. E. Kimbrell,
chairman of the board, stopped by

[Cont'd on p. 32)
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Latest Negro Pulse (Dallas, Dec.
1959) shows KNOK number one in
every quarfer hour. KNOK is ac-
cepted by the 315,000 Negroes in
Dallas-Ft. Worth, It is their voice.
They listen, trust, identify, and
BUY! And with KNOK’s unique mer-
chandising plan your sales message
gets POP help where it counts . . .
at the cash register. Schedule KNOK
everytime you schedule Dallas-Ft.
Worth,

For 100% Sales Effectiveness

KN -

in Dallas-Fort Worlh

Stuart Hepburn, Presidensf
REPRESENTED BY
BERNARD HOWARD CO.

... Serving
The Greater
Gulf Coast.

WMOLZ

Mobile, Alabama
1000 watts at 960 KW
Nondirectional
year in, year out, always a top-
rated station — Number One on
Pulse morning and afternoon
(August 1960) — First in mer-
chandising and promotion as-
sistance.

Negro Population
248,800

Negro Retail Sales

$169,670.00
WMOZ

First Negro Station

In Market

National Rep. Bob Dore & Assoc.
ISourheasr Rep. Dora-Claﬁyton‘ ‘

l Within 0.5 my
Contour
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Success Stories

{Cont'd from p. 31]

to see how things wecre going angl
staved to help out.

Soap—L.ast vear, WOIC Colubia,
. C.. wity one of many  stations
across the counuy selected lgr the
sin-week Kick-ofl caompaign i Col-
gate-Palmolive’s Spree soup.  The
station reports that one week aliey
the radio portion ol the initial drive
had ended, the agener. McGann-
Erickson. placed an additional 13-
week saturation schedule ou WOIC,
based on pardal assessiment ol the re-
sults ol the inwroductory drive as
well as recognition lor e station
werchandising and promotion sup-
port.  Anotlier 13-week order (ol
lowed, 1then o 52-week  schedule
which s cugrently running.

Bread—\Wurnd Baking Co. v Janu
ary 1959 bought a six-week  tral
schedule on WAMO Piisburgh for
its Tip Top bread. The radio buy,
leaturing  penonality  Bill Powell,
wirs supported by the station, which
worked closely with the local Tip
Top sales orgavization.  Retailers
were alented 10 the campaign by
scheduling personal appearances o
dise jockey Powell. Resulis of the
campaign  werited renewal ol the
contract lor an additional 16 wecks.
ip Tap sales vontinued o grow
rapidly in the Negro arcas. A\t the
cowclision of the 16-week drive, the
dollay volume of the huy on WAMO
was increased 20 pereent and the
contract  inareased o 260 weeks.
\lter this period, the schedule win
renewed [or 13 weeks aca dollar vol-
wne increase of 23 percent per week.

Theatres—L1nuil 1959, 1he Sure
Iheawe in Dadlas and the Grand
Theatre in Fort Worth had heen oe-
castonal clients of KNOK. In the
ball of 1958, e theaters, ‘which are
owned separately. were wrgad  In
KNOK 10 uy a continuous schedule
ol 24 spots per week. Encouraging
results promped each theawe to add
more spots to the schedale. In May
1959, the 1wo theatre owners held a
nieeting and decided that they would
combine theiv advertising as well us
their movie hookings. Four months
aflter combining the schedules, the
theawes increased the KNOK buy to
100 spots per week. And when the
schedule was renewed lust March for
another 52 weeks, the schedule was
jumped o 110 per week (5,720 spots

lov the yenr). Frank Lucchese, twn-
er ol the State Theatre 1o Dallas,
states, “Evert alter (wo years, we are
still getting vew laces at the box
ollice window and radio has proved
to me that it is the only mediom that
cau continue o produce new tustos
miers as well as being the only way
ol covering our entire city plus sw-
rounding suburban areas.” And Wil
liam  1ightower, owner of Forr
Worth's Grand Theatre, states, “Ra-
dio, used properly, is an indispensi
ble medium. The results we have ve-
ceived Trom our continuous sialuri-
tiou apot schedule ou KNOK proves
O e we are using rmli(x‘lu‘mpc'l.ly.'

Snuff—1n o test campaigh Yeccjitly
ruit on WONK] Jackson, Miss, Tube
Rose Snull run a schedule of five
\pots per day, »ix days per week, foz
six weeks. l'nnq a WOK] person
ality aned promoting him as the Tube
Rose Man, the station canvassed
neighhorhovds throughout the city
aud ollered silver dollars 10 agyone
having Tube Rose Snulf i theix
possession when the Tube Rose Man
called at their home. The campaign
wits successiul, repores the station,
ureasing Tube Rose sales 31 pes
vemt vyver the preceding six-week pe-
rienl,

FIRST PRIZE IN the merchandising centest for
Arriba Wine was won by WBEE Chicage. This

station float on behalf of 4the Italian Swiss
Colony Wine beverage was a major factor.

Wine—Suugold Wine ran a cal-
paign on WXOK Baton Ruuge, La.,
for 13 weeks using 96 spots per week.
A “Sungold Wine Treasure House”
was set up exchanging prizes tor spe-
cial  plastic  bottleneck  wrappers.
Sales during the cpaign increased
43 pevcent and the firm renewed for
26 weeks using the same format, The
results promptet) a sister conipany.
the Bawn Rouge Wholesale Co. for
its Gypsy Rase Wine, to sign up for
a 18-weck drive utilizing 120 spouws
per week, {Cont'd on p. 35}
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for youx_'__ N

WIDE NETWORK ..

il KLY

the only-orgahzatnon of its. klnd in. the world

- . for‘over 20{years producm&dexcluswely
' fo_%,she,Negro market

N . RLCII o SN W
“ALL AMERICAN NEWS’;r : : ‘o _
7 . o~
The only. dmly ltcernauonal Negro Badw News Service!
Vital! Exciting! - '

'l

Tape transcriptig_)_ns reac%ng_ the biggest audiences in the Negro Market.

LY

“NEGRO SPORTS .',“?"'9%“" |

- This weekly show: preselqs a strange and unusual. human mterest story
" about Negrn_a?letes who have made spons hwlory

-

“NEGRO UNIVERSITY CHOIRS” = "
s 8 :
This thirty mmute show: wﬁyduces the Imest Negro talent in Amencan music.

.
-ty --:‘

These subjects are produced, edited aud xejeased by the same_ organization which is now producing the
“At Home With' Alma Jol;g” show weekly in 30 radln markels in 14 states. -

These transcribed radio programs are, available to radio stations, spot advertisers, station

representatives, national or local sponsors. " el
LT L v =

o Y .
- < - = & ~
LRI

Price Quotations on Request ..

Phone, Wire or Write for “Pilot’’. Tape '

Q.nd Your R.quost to' I B i,

. *
.A.

NATIONWIDE NE‘I‘WORK. mc. . 1733 Broaqway. ng{ York 19, N. Y.

JUdson 6-7782 N
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RATINGS! Negro Station Key
RESULTSI The flollowin tdormition 1 No. of Hrs.
g
- || & [}
RECOGNITIONI taken from questimnuiires returieec. . Wagah ok Tl
’ by about 100 stations Urn replicd w0 Satip ":3’07;""”9 SV?ZHIY
¥ < e * tation eekly chedule
30 |'O 52% SHARE the third annual 1. s, Rugo survey ol 4
(Los Angeles Negro Market Pulse Negro vadio. Asterisk indicates men- MISSOURI
March, 1960} her of the newlv-lovwed Negro Ra-  KPRS Kansas City 85 100
WINNER OF THE 1959 dio Assoviatton. KATZ St. Louis 142 100
No. of Hrs.
AWARD Negro %, of Toto!  WHBI Newark 22 100
IN THE NATION’S 3RD . Programming  Weekly {Sunday only]
LARGEST NEGRO Station Weekly Schedufe  WNJR Newark 140 o0 ‘
MARKET 50 to 100 Percent NEW YORK
WLIB N York* 23 93
of more than ALABAMA ew York
WENN Birmingham® 93:30 100 NORTH CAROLINA |
WJLD Birmingham®* 133 100 . i
] WEUP Huntsville 85.45 100 e ey " &
g WSRC Durham 92 100
’ WGOK Mobile® 84 100 WAAA Winston.Salem® 98 100
WMOZ Mobile 93 100
WRMA Montgomery® 98 100 OHIO
ARKANSAS WCIN Cincinnati? 98 }oo
’ WABQ Cleveland™ 90 00
KOKY Little Rock® 90 J00 WIMO c|e"ve|‘nd = g5
f CALIFORNIA
- PENNSYLVANIA |
‘(0\\““\ KGFJ Hollywood 164 100 . e . 1
0‘ KDIA Oakland® 141 88 WDAS Ph||_ade|ph|.-; < 147 100 |
KSAN San Francisco® 147 100 \xT:ATO P;\.l’l’e!d)elp"’:‘l: Igi :gg
1T1sburg  ;
DISTRICT OF COLUMBIA . SLINA
A
WOOK Washington 168 100 SOLITH GAE
WPAL Charleston* 85 100
FLORIDA WOIC Columbia® 90 100
WOBS Jacksonville 84 100 WML Flare s 10
WMBM Miami® 126 100
WTMP Tampa* 100 TENNESSEE
WNOO Chattanooga 98 100
GEORCIA WDIA Memphis* 140 100
WAOK - WLOK Memphis® 126 100
s ﬁ'u';::fa = y WVOL Nashville* 126 100
WCLS Columbus 84 100
WOKS Columbus 163 100 TEXAS
WIBB Macon® 90 100
VR 1% gotelamawew i m
ILLINOIS KYOK Houstea® 126 Lao |
WBEE Chicago 7 190 VIRGINIA |
W ;
g TeaE " % WRAP Nerfolk 140 100 !
SOUTHERN CALIFORNIA’S KENTUCKY WANT Richmond 104 100 i
FIRST WLOU Louisville® 98 100 25 to 50 Percent
N LOUISIANA FLORIDA
A D WXOK Baton Rouge® El| 100 WEBY Milton 30 39
WBOK New Orleans* 77 100
ON LY WYLD New Orleans* 126 100 GEORGIA
KANB Shreveport 95 100 S5 Naibiid - -
5 KOKA Shreveport* 90 100 WMGR Bainbridge
All-Negro Appeal Station
B MARYLAND ILLINCIS
I WANN Annapolis 84 100 WOPA Oak Pack* 70 40
24 HRS. A DAY WEBB Baltimore* 90 100
* K % WSID Baltimere 104 100 INDIANA
Transmitter Located in i . = | 37
o bl MICHICAN WGEE Indianapolis 3
Los Angeles Negro Community WCHB Inkster {Detroit] 50 oo MISSISSIPPI
REPS: Bernard lloward & Co, Inc i WROX Clarksdale k., 30
New York, Chicage. Atlanla MISSISSIPPI
Torhet, Allen & C ] WESY Greenville 84 100
5::; ;;3:101::0 e WGVM Greenville 15 &0 NEW YORK
WOKJ Jackson® 97 100 WWRL New York 41:5 254
34 (Supplement . 18) (. S. RADIO o Nuvember (960
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No, of Hrs.

Negro % of Toial

Programming  Weekly
Station Weekly Schedule
SOUTH CAROLINA
WLSC Loris 30 333
WATP Marion 30 333

Up to 25 Percent

ALABAMA
WAUD Auburn 25 20
WTCB Flomaton o 8.5
WJQI Florence 21 Not Reported
ARKANSAS
KBLO Hot Springs 10 10
FLORIDA
WTRR Sanford 11:8 10
INDIANA
WWCA Gary 18 13
KENTUCKY
WMLF Pineville [ .5
LOUISIANA
KAOK Lake Charles* 20 18
KLIC Monroe 31 22

1,053,870

NEGROES

$1,117,793,000
SPENDABLE INCOME

PIEDMONT
PACKAGE

(In North Carolina,
of course)

WAAR
WSRC RADIO

Winston-Salem,
Greensboro, Durham,
Raleigh, High Point

Call Bob Dore
for discoumnt deiails
R [ = T NPT,

U. 5 RADIO o November 1960

MARYLAND

WITH Baltimore 27 19
MICHIGAN

WMRP Flint 65 1o
MISSISSIPPI

WCPC Houston 14 18
WAPF McComb 10 12
WSSO0 Starkville 7 [
WROB West Point 23 20
NORTH CAROLINA

WOCNC Elizabeth City 24 20
WFALI Fayetteville 24 14
WELS Kinston 10 12
WGTM Wilson 17 13
OKLAHOMA

KMUS Muskegon 12 9

SOUTH CAROLINA

WAWS Anderson 26.5 19
WSSC Sumter 24 20
WALD Walterboro 10 8
TENNESSEE

WKXY Knorville L3 15
TEXAS

KMHT Marshall 21 18
KJBC Midland 16.5 18
KMAC San Antonio 12 14
VIRGINIA

WBRG Lynchburg Is 20
WSSV Petersburg 18 &

STORIES (Cont'd from p. 32)

Dollar Store—King's Dotlar Stores,
a large regional chain. opened a new
store in Shreveport. La.. last \ugust
4. Their only radio eftort was
KOKA Shreveport, atthough much
Nore Money wis spent in newspaper
ads to reach the white market. \lter

10 announcements Wednesday after- .

noon aixl six Thursday morning be-
lore the 9 o'clock opening time, the
station reports, Negrocs  outhumn-
bered whites by about 50 to 1.

Canned Milk—Carnation Milk uses
five quarter hours a week on \WABLQ
Cleveland. The radio buy features
the station’s fenale personality, Va-
lenae Minor Williims, who is pre-
sented oy the niother of a real Car-
nation family. WABQ conducts spe-
cial weekend promotions in various
stores. Some ol these have been suc
cessful euough. the station reports.
to move over 125 cises of Carnation
Milk in a single store chiring a two-
dav period. e o o

-
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SUCCESS
REPEATS
ITSELF!

In the Baltimore
Negro market of

380,000 . . .

W-E-B-B

is

1st

AGAIN!

In every Pulse segment . . .
thruout the broadcast day . . .

W-E-B-B is
NUMBER 1

surc

Negt Pu.se, May 1€

100% Negro programming

5000 watts e 1360 ke
Baltimore 16, Md.

Represenied by
Bernard Howard & Co., Inc,

20 E. 45th St., New York 17
OXford 7-3750
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PET MILK conducted a gospel singing contest on the 64 Negro stations used in the current
schedule. The finals were held in a Chicago high school auditorium and drew large crowds.

Pet Milk
Thrives on
Steady
Radio Diet

Steady user of medium for well over

a decade, Pet Milk finds radio best

way to reach the Negro comsumer

0
E *. .. \We use radio becanse
F it seems the best way to
reach the Negro consumer.”
This statement from Rav Maorris,
evaporated milk advertising man-
ager of the Pet Milk Compuny, St.
Louis, gets to the core of why the
firm has been heavily involved in
Negro radio Ior some 12 vears.
Initially starting ouy in a relative-
Iv few wmrarkets, Pet Milk his steadily
mcreased its use of Negro-appeal

36 (Supplement p. 20)

radio based on both the develop-
ment al this specialiced wspect ol the
sound medinm, and the satisfactory
vesults, explains Larl Hotse, account
executive for Pet Milk at the Gard-
ner Advertising Company. Current-
Iy, the evaporated wmilk product is
being advertised in 6l Negro markets
on a vear-ronnd schedule.

“This concentrated use of Negre
radio,” Mr. Hotve says, “is in keep-
ing with Pet Milk’s vertical warket

waana o aricanradigbhictan, com

approach. The three vertical markets
which are being given the most ay-
tentiont by Pet are the Negro, Span-
ish and farm. Of these three,” Mr.
Hotrse continues, “the Negro markeg
gels the largest share of the promo-
tion bidger.”

“The main reason why we buy
Negro-appeal rvadio,” explains Mr,
Morris. “is hecause throughout the
country this group purchases one-
and-one-hall thmes as much ol our
product as do whites. And in the
Southeast and Southwest, this pur-
chase rate goes ap o twice as much.
Another favorable marketing factor
is that the Negro, on the average,
spends more an food than does the
white.”

Changes in 1lte Negro indrket are
making 1t more difheul 1 check the
cffectiveness of media, Mr. Morris
sivs, COwr buving. of necessity, has
tes be done on faith to a large degree.
One reason for this s that store
checks are more dithenlt to take than
cver because the supermarket revo-
Iution has also hit the Soutldr, "Vhis
means that there, too, the ‘monr gl
pop’ stores are dwindling, and that
Negroes are moving out of itheir own
neighborhoods 1o shop i farger
stores. which whites also patronize:

Educatiodal Job

“In addition w trying (o 'keep up
with the shifting Negro market,” he
continues, “we have a major educa-
tional job to do in getting peaple to
use the dry evaporated wilk. Gon-
sumption still wends 1o be higher on
the liquid form. Radio helps us to
do this. And we use radio because
it seems the best way to veach the
Negro  ponswmer,  Circulation  in
print is more difhienlt 10 maich with
ont ads than in radio. And television
is just beginning ta make an impact
in this market.”

Other media @nployed by Pet
Milk 10 reach the Negro audience in-
clude  newspapers and - 60-second
Lilnis shown in motion picture theas
ters. However, Robert W. Vinasse,
a Negro mavket specialist in the Pet
Milk acdvertising department, states
that the selected list of 64 radio sta-
tions now carrving the Pet announce-
ments covers a potential of 90 per-
cent of ghe total US. Negro pop-
ulation.

Also discnssing the rapidly shift-
ing clements thal make up today’s
Negro wmarket, Mr. Vanasse says,

.S, RAPIO & November 1960
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“The market is @ fast changiug oue
s soon as new data or research nn-
terial s compiled, it is out of date.
The populiation is shifting. The
whole way of life is chauging for the
Negro. They have more leisure
time and more money. The best way
we have lound to determine what
the Negro market is really tloing is
to talk to the people in it. And
that's why we use radio to talk 10
them all the time.”

The programuung format used by
Peu Milk was developed by the firm
and the Gardner agency about three
years ago. It is buile around a 30-
minute transcribed feature that 1s
broadeast between 10 a.m. and noon
every Sunday. “In the more than a
decace that Pet Milk has been using
Negro rachio,” My, Hotze says, “spot
announcements and 15-aninute strips
have been employed at various times.
The decision to return to program-
ming was made in order to help pro-
vidde and control the environment
that Pet felt necessary to most eftec-
tively promote and merchandise the
product on a national basis.”

Amplilying this statement, Mu.
Morris siates, “We believe in bring-
ing the 2udjence 10 the show, as well
as the show to the audience. This is
why we developed a gospel singing
format on Sunday morning. \We hke
to get our program and its connmer-
cials in a block programmed segmeut
because we findd this brings more re-
sponse, as well as receptivity. Negro
stations today carry a great many
commercials. By developing our owir
program, we are able 10 get greater
separation and product ideritifica-
tion.”

Program Features

“The radio program,” Mr. Va-
nase adds, “which is called Sunday
AMorning, blends all of the features
for which Pet is looking. These ave
quier and dignity. with an atmos-
phere 1o which the audience is re-
ceptive. Within the framework ol
this atmosphere, we integrate our
sales message with the program. In
this manner, we have lound it more
effective 1o develop a commercial
that is easy to listen to and has u
high degree ol bLelievability and ac-
ceptability.”

The entertainment aspect of the
weekly progrin is primarily built
around  gospel music.  However
modified jazz is also included “be-

U. 8§, RADIO ¢ November 1960

WINNER of the Pet Mifk qospel singing contest, Sadie Louise Reed [c.), is seen with
{I. to r.) Ray Morris, the firm's product advertising manager on evaporated milk; Miss
Reed's accompanist, and Earl Hotze, Gardner Advertising account executive on evapo-
rated milk. Miss Reed's prizes included, among others, a professional recording contract.

]
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GOSPEL singing competition was tested on KCOH Houston. Station reports that the
promotion drew 15000 pieces of mail, and 4,000 people turned out for the conatest.

cawse Jazz and gospel are basic paris
of the Negro culture,” Mr, Vanasse
says. “htis part of the Negro's way
of life, just as country music is to
the southern or rural white.”

Pet likes to use four commercials
in the half-hour lormat, Mr. Norris
explains. But the program is so de-
signed that three mmutes are lelt
open at the close of each show for
the local use of churches in that par-
ticular market’s Negro community.
Mr, Morris points out that “this
welds us even closer to local people
and their interest.”

A popular Negro pervsonality, Sic
McCoy, a disc jockey in the Chicago

www americanradiohistorv com

area, produces the Sunday Morning
program for Pec Milk through the
lacilittes of his own producuion firm.
Mr. McCoy is also used to deliver the
commercial messages. My, Morris
says that the Negro personality “is
used to talk directly to members of
his own race. In preparing the cour-
mercials for the programs, we use
regular copy and make no copy aleer-
ations because ol this minority
market.”

Various themes are used for cont-
mercials, with some of them employ-
ing an emotional appeal, and others
taking the form ol hints to the
housewile. Here is an example of

(Supplement p. 21y 37


www.americanradiohistory.com

pet milk

the latter approach:

When it comes to cooking are
you always looking for new
ideas?...for new ways to fix
the family meals? Well,
here's a suggestion from the
Pet Milk Company...for a
new meat loaf that's mighty
édelicious...and easy too.
You just mix one pound of
ground beef, one envelope of
dry onion soup mix and one
small can of Pet. That's all
there is to it. The creamy
smoothness of that double-
rich Pet keeps the meat moist
and easy ta shape into a
loaf...and Pet blends the
onion flavor into the meal so
it comes out the juiciest,
most flavorful meat loaf
ever. Better make a note of
the easy ingredients . . .
one pound of ground beef, ore
envelope of dry ocnion Soup
mix and one small can of Pet.
+..mix and shape into a loaf

Of the 64 stations wsed by
Pet Milk. 22 are part of the
Vegro netwrork of the Kevstone
Broadcasting System. Sidnes
J. Wolf, president of KBS (l.),
states that “The nwmber of
Negro-appeal  radio  stations
comprising Keystone’s Negro
a number
whicl is growing in light of the
new and increasing interest af
national as well as regional
and local advertisers in seel:-
g this specialized market as
consumers of their goods and
services.” Mr. Wolf 15 seen
with Edwin R. Peterson. senjor
vice president of Keystone,
checking firm’s transeription

network s 163,

library.

38  (Supplement p. 22)

...and bake 50 minutes in =
moderate oven of 350 de-
grees. Meatloaf that's
mmmighty good...because 1its
made with Pet..,the double-
rich milk.

To support and supplement it ad-
vertising elloris, Per Milk also goes
in heavily lor promotions 10 the Ne-
gro market. The fivm employs a
home econoniist, @ Negro cooking
and  homemaking  specialist,  who
travels all over the country o mecet
and talk with Negro women, *'One
of the most unusual promotions 1o
this market,” My, Vaniasse siys, “in-
volves o set of Ll-vear old quadrup-
lets. They have heen representing
Pet protluces ever since they were
Lorn. They appear in events ol par-
tieulin nmerest to the Negrao cont-
munity.”

PPer recently completed & pramo-
ton whith mvolved each ol the Gl
1adio stations carrying the Sunday
Morning prograne. The event was
called 1the first nagronal  Sunday

Morning Gospel  Singing  Contest.
Liclt radio stationt lield local gospel
singing contests. Each ol the local
finalists was auditioned by tape re-
cordings, with the three top finalists
Leing sent io Chicago for the final
judging by three well-known figures
in the gospel singing and music
fields. The final competition was
held in a high school auditeriun,
with Sid McCoy acting as the emcee.
The winner was awarded a commer-
cial recording contract with i record
company, and a 8250 donation by
e Milk to the church or charity of
her choice. Cash prizes were also
awarded on tlre Tocal station level,
Constntly keeping track of the
swiltly changing patterns of 1he Ne
gro market, Pet Milk and its agerigy
are  conhdent  tlmi Negro-appeal
radio will continue to be tts most
cllective means of reaching (his im.
portant consumer group, .And they
expect 1o continue using radiv as a
primary medium ol advertising. pro-
motion, education and pnblic serv-

e, o o @
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TODAY, PHILADELPHIA, AMERICA’S THIRD
LARGEST NEGRO MARKET, IS THE

13th LARGEST CITY IN THE ENTIRE U.S.A.

RANK CITY

1 New York
2 Chic

2 710,346 7,891,957
3492,945 3,620,962

2,448,018

1,970,358

> 2
(s
[/

¥
s
S

|

/*Includes Entlte-kupulatmn.. :
White and Regro=Note

Decline of-thé Gﬁneral
Populatior-:

aaaaaa
JJJJJJ

~*ncludes: Ngggo P_pulatmn

3 5 Angeles 71 605
adelohia 1,959,966 2071,
{7 Philadelohs  erzs7a 1849 Only! NoteIncrease of
6 Houston '
7 Bgttimore ' ' 206 UQU: S"Tee 1950 FZ;’}
8 Cleveland il " D v
9 Washington y 856,796 '
i e L 40028 araee | YES, THE PHILADELPHIA NEGRO
Hw '
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Represented Nationally by

BERNARD HOWARD CO.

NEW YORK / SAN FRANCISCO / ATLANTA / CHICAGO / 1L0S ANGELES

ALEX KLEIN, National Sales Manager

WDAS, Belmeont & Edgley Rd., Phila. 31, Pa.
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N THE RICH

| LEADS AGAIN IN 1960 |
S.F.- OAKLAND

NEGRO MARKET OF 342,000 .

dgain
l ST\ IN CONLAN SURVEY (sune ‘60, . -Oakand Negro Market

49.2% AVERAGE SHARE OF AUDIENCE |

(June 60, S, F.-Oakland Metro. Area Negro Market)

Z43% AVERAGE SHARE OF AUDJENCE

JOIN THE LEADING MATIONAL ADVERTISERS wHo AgE usine KSAN n 1960

JOIN THE LOCAL ADVERTISERS WHO ARE USING KSAN

IDENTIFY YOUR PRODUCTS AND SERVICES WITH THE PRESTIGE |
KSAN ENJOYS IN THE RICH S.F.-OAKLAND NEGRO MARKET

You'll sell more to Negro families if you use the station

the Bay Area Negro families listen to and accept

the most...
Represented by:

BOB DORE ASSOCIATES
New York Chicage Los Angeles
420 Madison Ave. 435 N. Michigan Ave. 5746 Sunset Blvd
Room 1817 Hollywood, Calit.

DORA-CLAYTON AGENCY WILLIAM J, WAGNER & ASSOC.
Atlanta Seattle
50 Morfgage Cuarantee Bldg 1001 Tower Bldg.

Write KSAN 1111 Market Street, S.F., for your free copy of the
1960 market study “The Negro Consumer”.
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For Botlled Water

Mountain Valley Water Co.
finds radio delivers most

loyal customers; marks ten

years on sound medium

ers is not the easiest thing in

the world o do. There is
plenty of it everywhere for free. But
there are large numbers of people,
who, for reasons of health or per-
sonal choice, buy botiled mninera}
water regularly.

How can a bottler and distributor
of mineral water use mass media,
such as radio, to reach this special-
ized consumer group?

% Selling water to household-

Switch to Radio

The Mountain Valley Water Co.,
New York, first used radio i 1950,
reports its president John Scott, alter
a long history of advertising in news-
papers and direct mail. Atv that
time, the company hought a small
schedule on one New York station,

By the end of 1960, according to
Mr. Scott, Mountain Valley will
have spent $75,000 in radio for the
year.

Mr. Scott explains that each dis-
tributer plans and provides for his
own advertising in his marketing

4]


www.americanradiohistory.com

mountain valiey

area. “Although ave make suggestions
from the home office lor local adver-
tising, the distributor niakes all the
final decisions. In cities where spe-
cial progranmming is not uscd.” he
points out. “the distributor olten
uses spot. Spot is on in Chicago and
Pitsburgh now, and in Detreit our
distributor is using spot on a foreign
language station

“Today, 1 can honestly say that
we have vever used anvthing more
effective than radio,” Mr. Scott as-
serts. Ina 1936 survey, alier six
vears of radio advertising, we found
that e customers acquired through
radio were 10 times better than thase
solicited by orher medin.” he says,

Defming a good customer, Mr.
Scott calls him one who has rear-
dered the pratduct 10 times or mare,
“Our customers who have come to us
through vadio advertising have been,
by a1, our most loval,” he savs.

“Another 1¢ison for owr graduully
expanded use of radio is is relative
econonn as a producer ol sales. From
comparison studies we have made of
new customers gained from various

media, we have learned that we get
22 percent more inguiries per dollur
trom radio,” Mr. Scott points out.

Breaking down the cost per hew
custonter, Mr. Scott reports these fig-
wres: “The average cost-per-customer
from aur radio advertising is $4.11,
against an ever-idl media average of
BYIVE R

Seek New Customers

It secking new ceistomers, how has
1he company wed radio eflectively
o find s most likely prospects for
a product that by nawrve appeals 1o
@ linmited group?

“In face ol the vastly diverse -
ture ol the woutl radia audience,”
My, Scott explains, “we did nat want
to spread onr radio budget over the
broadeast day with scattered spots,
We felt that we would be reaching
oo nrnny Listeners who were not
;:,cnuine praspects for boulded min-
cral water.

“We knew that our nmost lkely
custonters would De health-minded.
»o we looked fov a radio program

that appealed specifically 1o a health-
conscious audience. In 1930, we de-
cicled to buy spots on a program that
had  this kind of lalowing on
WAMCGAM New York.”

The program wis “Living Should
Be Fun,” which 1s now vn WOR
New York and in 28 other UL S, mar-
kets, syndicated by C. F. Produc-
tions, Inc. It v a 2o-minute show
aired five days a1 week hy Carlion
Fredericks, @ nuwrition  specialist
whe guides his listeners toward bet-
ter health witlt tips on diet and
other data.

Mountain Valley now advertises
an the Fredericks program  in sjx
markers, The company buys a year-
ronnd schedule of three o five spots

per week i, WOR  New York,
WOAR Clevelatd, WKYW  Louis-
ville,  WLAW - Cincinnadd,  WJM]

Philadelplia and WIBX Utica, N.Y.

In explaining the (harvacteristics
ol the listeners that make the pro-
aram a good vehicle tor selling min-
cral water, M. Scott points out that
the audience is highly ngelligent
and healih-minded.

MOUNTAIN VALLEY water is poured by hosfess Carol Ashley at New York's Gaslight Ciub. Cempany president John
Scott stands second from right. Mountain Valley Water Co.'s distributors in six markets spent $75,000 in radio this year;
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NUTRITION LECTURE is delivered by Carlton Fredericks (c.) whose program "Living Should Be Fun” is the prime vehicle

for Mountain Valley's radio advertising, Company uses spot schediles in markets where Fredericks' program is not carried.

“The average age of a customer
gained from the program is 10 to 15
years younger than other customers,
This makes him just under 50 years
old, an age when he is more health-
conscious, let's say, than when he was
$5. And when he becomes a customer
at age 50, the chances are that he
will remain loyal to the product the
rest of his life,” he explains.

Live Commercjals

“Each commercial is ilelivered live
by Mr. Fredericks,” he points out,
“which natwurally lends the advan-
tage of associated authority to the
message. He s often  half-way
through the spot before the listener
realizes what is happening.”

To keep a finger on listenership
response, the commercial message
ends with the suggestion to write or
call the company for information on
how to order mineral water. In New
York, a series of special telephone
numbers lead directly to the Moun-
tain Valley main office. Once a sale
is ade, the company is able 1o keep

U. S RADIO « November 1960

tabs on tite consumer’s buying pat-
tern.

*"We have discovered that our in-
quiries come from a highly hetero-
genous group,” says Mr. Scott. “In
New York we have received inquiries
fram people living in Harlenr, on
Park Avenue and the West Side.”

He points o the telephone and
write-in response as a measure ol
radio’s snccess in other markets, Loo,

In WUrtica, N.Y., where Mountain
Valley Water had virtually no dis-
tribution ungl two years ago, M.
Scott reports that it was decided 10
use only radio m that market to
make a concenwrated eflort lor new
customeys. “Alter spots had been
nmning for one year, sales rose to
the point where the zul\'cuising has
become comu:letely self-supporung
and worthwhile o conunue,™ he
NYS.

In Philadelplia, the Mountain
Valley distributor purchased a sched-
ule of spots on the Fredericks pro-
gram after many years of newspaper
advertising. According to the dis-
tributor, Charles F. Craig. “Sales

www americanradiohistorv com

from the radio spots came if at a
rate far superior 10 the rate from
newspaper ads.” He atuributes this
response 1o the station's impact as
well as Mr. Fredericks' personal en-
dorsement period. Mr. Craig has
since stopped newspaper advertising,
and the bulk of the ad budget is now
conceutrated on radio.

Early Start

Mountain Valley got its start back
in 1908 through a chance meeting of
two well-known men who were
strangers to one anather. William
Randolph Hearst, the lamous pub-
lishey, and Richard Canheld, a pros-
perous restauranteur. found them-
selves sharing a table on a railroad
dining car. The two men exchanged
introductions, and Mr. Canfield re-
marked on the peculiar taste of the
drinking water m their glasses. After
a briet discussion. rhey agreed that
what wias needed was a pure, palata-
ble drinking water. Thev put up
equal shares ol capital and lounded
the company. e e e
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question
and answers

THE QUESTION:

Would a ceatral rating systemn be practical?

GEORGE C. NEUMANN,
VICE PRESIDENT
GOOD NHUMOR CORP.,
NEW YORK:

TFoday we are avrapped in 2

vidio rating complex which

y  Bives us pages of conllicting

results. Yet, there seems o be no

major movement o really solve the
situation.

The need 1s dlear, especially with
O NEMY new stations operating and
ciach evolving its own Hstener pro-
file. Cone arve the davs when the
buver could apph his own knowl-
edge ol network shows o the mijor-
iry of dutlets. In today’s tighter mar
ket he must rave veliable local in-
Lsrmation. How tun you criticize
him when he plans to purchase time
in a city and finds that just about
cvery station is in first place? And
cach representative has figures 1o

prove his clainr, Sirce die ontless
are equal in stiding, he umn
rates. Price becomes the measure.
An dndusory -sponsored servige
must be made pracical. Tliere is
oo much national billing at stake
il it is not. Media dolkirs are being
justified lar move closely today by
agencies el advertisers, and indica-
tions are that this “puditing™ will

cOnUNUC 1o Inereinse.

The problem seems as much a hu-
man as g lechnical one. The virious
services were born ux filb specific
needs: Speed, lower cost, depth ol
breakdown, coverage. Lach systenn
argues in its delense so that no coni-
promise seems apparent from this
direction.

Stations, fighting lor budgets i a
highly competitive market, mvari-
ably favor the service which rates
them best. There seems little chance
ol initating reform here, or through
groups the stations control.

I believe the only practical yway (o
lick this problem is through the ma-
jor aclvertising agencies. “T'hey badly
need a reliable measurement uf local
fistenership.

Many technical problems exist
Sampling, speed, depth of informa-
tion. But the industry’'s combined
experience iff the ficld shoutd il
solutions ouce the initiative is taken.

MARVIN RICHFIELD,

MEDIA DIRECTOR

ERWIN WASEY. RUTHRAUFF &
RYAN INC.. N.Y.:

First, let’s exanine whether or not
a rcal need exists [or improved ra-
dio research infornation. 1 believe
the radio industry shoukl sponsor
central rating service. Apparently,
the existing rating services do not
go far enough. Cwrent research is
misteading to clients and agencies,
not on a basis of honesty, but on a
basis of technique.

Advertisers ave less interestetdt in
counting ears and dividing by two
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than in reachiiig sales prospects.
They know radio “works,” Innt they

www.americanradiohistorv.com

aren’y certain thal cost-perspurospect
i terms of actwal sales is competi-
tive to other media. ‘Fhey would
like o know who listens to what angt
how many sales will resulr fram the
act of listening.

How much would axentral rating
system cost and who would pay for
it? I feel certanm 1hat ractio stations
and their represeitatives, together
with leading aclvertising agencies,
would finrd that a tiny percentage of
1otal bilting wouldt be more than ade-
quate for the task. The cost woukl
be move than offset by a resultng
rise in nationat billings. e e e

U. & RADIO « Noventber 1960
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“When you first turn on the radio,
what station do you tune to?""

*Pulse Special Survey, Washington 5 County Metro Area, May 31:June15, 1960

! WWDC FIRST. Greater Washington, D.C. radio listeners tune us
first in preference over the 16 other stations in the market.
Let us help transfer this instinctive preference to your product,

? i D Radio Wastington

1 REPRESENTED NATIONALLY BY JOHN BLAIR & CO.
For full details qn radio leadership, write WWDC or ask your Blair man for a copy of WWDC's new “Profile of Preference.”

And in growing Jacksonville, Fla.— it's WWDC-owned WMBR

L. S RADIO « November 1960 45


www.americanradiohistory.com

focus on radio

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

y &SNy
i t‘:;'t'"t‘ f\)

FOWLE
i UneAR 'A

DOG CHASER title goes to Frosty Fowler (., holding net), KING Seattle deejay. His
duties are “official" for all University of Washington home football games . . . keep
the "Husky” gridiron clear of all dogs. College cheerleaders voted him to post,

STATE TROOPER Frank Dowling pastes first
sticker to police car in Connecticut safety cam-
paign sponsored by WDRC Hartford. General
Manager Victor E. Forker (¢.] and Connecti-
cut State Police Major Leslie Williams watch.

i

L
(A

I
‘?i 'r?éh

e

3

EMPLOYEES of St. Louis ad agency, Batz-Hodgson-Neuwoehner Inc., tune in for broadcast they pur-
chased in honor of agency's 0th anniversary. Time was purchased on all 14 St. Louis stations at noon
to offer congratulations to Earl Batz, Charles Hodgson and Hi Neuwoehner, agency founders,

46 . 8. BADIO o November 1960
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"FOOTBALL was never like this'" exclaims

A L R

COMEDIAN Don Rice (¢.] entertains KFMB San Diego quests after "Operation Jet

y

Roger Carroll {l.J] KMPC Hollywood, as he Scan." San Francisco agency people flew over KFMB covérage area in Pacific South-

passes the pigskin to make Helen Zagorsky
"Miss Football 1960." She won station contest,
and will rule over 1960 football broadcasts,

RADIC DAY luncheon at Los Angeles Advertising Club brings
together guest speaker Bob Light {c.), president of Southern Calif-
fornia Broadcasters Association, Bob Andrews (l.) KBIG Catalina
station manager and J. Neil Reagan, McCann-Erickson v.p.

GRAND OPENING of Martin's Paidt Store, Levittown, N.Y., gets
send-off help from Bob Callan (l.) and Joe O'Brien of WMCA
New York. They broadcast direct from the store to give the open-
ing sparkle for customers bent on "painting it up' with bargains.

west Airlines plane. To right of stewardesses is Don Ross, KFMB's program director.

CARNATION BOUQUET goes to Ginny Conway {l.), McCaan-
Erickson, New York, af 25th anniversary cocktail party given for
buyers at New York's Hotel Roosevelt by KWK St. Louis and WEMP
Milwaukee. Others are [l. to r.) Lou Kennedy, Kenyon & Eckhardt,
John Curran, McCann-Erickson and Bill Jones of Station KWK.

AGENCY MEN Jack Levins and Pete Schulte, Ted Bates lnc., New
York, get honorary citizenship papers from Christopher Columbus.
Miss WCOL Columbus {¢.) guided him throughout New York on
Columbus Day, started with 5th Ave. parade, ended with agency tour.
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FEATURES MOHAWK midgetape PROFESSIONAL 500

Exclusi YU METER for distorti trol t . £
e TAPESPELD: SUA per vecang " cantre World's First Broadcast Quality
e WOW & FLUTTER: 0.3%
o FREQUENCY RESPONSE: 50-10,000; * 3 db Pocket Tape Recorder

ran 100-8000 - - . " -

o OUTg;uTS: 2-One 10mw at 2,000 ohms: Two A Palm.size Engingering Masterpiece that instantly captures
. i“",!u GJ:OEOL:::"';;{ICITY and records any conversation, music or other sound and
equires - P i h 2 E . . .

o Opirofes on a SINGLE battery plays it right back in rich, professional Hi-Fidelity quality
e Completely TRANSISTORIZED for radio broadcasting — TV — and many other business and

o Weighs ONLY 3 Ibs.
e All recordings can be MONITORED personal uses. .
e Optional accessories for every conceivable "
use HEARING IS BELIEVING

For literature and a Free Demonstration in your office, write Dept, USR

= e O bt F

business machines corporation

944 halsey st., brooklyn 33, new york telephone glenmore 5-9570
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hometown USA

® Commercial Clinic
Station Log

® BPA Memo
(Local Promotion)

® Radio Registers

Peoples Broadcasiing
Views on Radio

Report on how this subsidiary
of Nationwide Insurance applies
basic philosophy of parent

company to local broadcasting

REX MESSERSMITH (r.]), farm director of WNAX Yankion, S. D., interviews farmer

attending events at the national plowing contest co-sponsored by the radie statien.

U. 8. RADIO « November 1960
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ganization’s entry into the

feld of broadcasting olten
provide guides to the type ol opera-
tion that will be established and
maintained. In 1946, the Nation-
wide Insurance Company set up the
Peoples Broadcasting Corp. as a
substdiary., The firm had two lunda-
mental objectives in taking this step,
according to Arthur Schofield. as-
sistant to the president of Peoples
Broadcasting. *“Omne was to help
make sure that the channels of com-
munication are kept free and open,”
he sayvs. “The second was to extend
Nationwide's basic philosophy. This
philosophy, briefly, is that through
the American way of life, people can
work together to develop an econ-
omy of abundance that will pravide
a maximum of security and free-
dom.”

Although this philosophy i ap-
plied in all PBC stations. it i» point-
ed out. the specific manner in which
it is implemented varies with the in-
dividual community being served.
Starting with WRFD Waorthington,
0., in 1946, Peoples has since ex-
panded ity radio operations to in-
clude WMIMN Fairmont, W. Va_
WTTM Trenton. N. J.: WGAR
Cleveland, and WNAX Yankton,
S. D.

“Each ol these stations has a per-
(Cent'd on p. 50)

]
% The reasons behind an or-
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{\ HOMETOWN U,S.A.

sonality and program service of its
own,” M. Schofield states. “WNAX
and WRFD are essentially wide area
farm stations. WG.AR serves a ma-
jor metropolitan market with a bal-
anced prograin service ranging {rom
symphony concerts to  protessional
foothall broadcasts, The program-
ming of WTTN rellects the fact that
it i+ located in the state capal ol
New Jersey and, therefore, has a re-
sponsibility for programs that con-

l
Now you can listen

centraie on the local and stde po-
litcal and governmental scene. Tn
the case of WMDMN,” M. Schofield
continues, “there are a number of
programns of special interest to win-
ers and the mining industry, since
this is the key industyy in the com-
wunity being served.”

\s turther evidence that each of
the PBC statons tailors its operation
to the specific requirements ol the
commumity, Mr. Schofield, says tha,

and compare

before you buy
the rich Syracuse
N. Y. market

at our
expense

tune in by
telephone

Get the prool of WFBLL leadership! Make a personal survey of
station programming in Syracuse—by telephone. Call WFBL. col-
lect at any time ol day or night 10 hear the live broadcast of the
moment by any. or all stations. We think you'll agree with local
listeners and acvertisers; the most enjoyable good music, the best
news reporting in Central New York is heard on WFBL. 1t delivers
the audience you want to sell. Listen, compare. Prove it to yourself.
Phone HOward 3-8631 collect. Ask for Sponsor Listening Service.

WEFB

FIRST

IN CENTRAL

radio

5000 WATTS DAY AND NIGHT

NEW YOREK

REPRESENTED NATIONALLY BY GEORGE P, HOLLINGBERY CO.

50

aamadeaekicakiadichistorny . com.

one outlet is arr independent station,
one i1s an affiliate of the Mutul
Broacleasting System and the remain-
ing radio stations are Columbia
Brodacasting System afliliiies.

“Despite these differences,” he de-
clares, “the PBC stations have muclt
in comman—all of them aperate un-
der the basic broadcasting concepts
and  standards  which  hive  been
cvolved by Peoples. These concepfs
may be summarized as follows:

“I. Radio broadcasting is an im-
portant medinmm {or news and in-
formation.  Therelore, cach stationr
nmst niaintain a strong and vigor-
ous news department responsible for
disseminating news and information
to its community and state, as wefl
as coverage ol natiomwal and inter:
national news,

“2. Lach smrion nmst hecome a
part of the community and get to
know the people of that commu-
nity. To lacilitate this, e¢mployees
are given ume to actively serve in
various local organizations.

“3. Entertainment segments  at
FBC stations are designed 1o appeal
to all members of the family,"™

In keeping with the public’s grow-
ing interest in mews and informa-
tion, the PBC management has been
carrying on a definite program o
give the news divectors of its varions
stations a first-hand  knowledge of
important nadonal and internation-
al Iappenings.  “The stations have
sent their newsmen to every part of
the world,” Mr. Schofield says.
“There was a PBG reporter on the
scene during the Hungarian upris-
ing. When the Near East betune a
trouble spot, a PBC man was dis-
patched to the area. Several PBC
newsmen were sent (o Russia, and

| several were accredited correspond-

enis to the Atomic Energy Comnrit-
lee meetings in Switzerland.
“Although each of the newsmen
covers an event primarily for his
individual station, lie continues,
“tapes ol siories ol particular inter-
est and importance arc macde avail-
able to the other PBC radio outlets.”

Supplementing its direct program
service, and the individual efforts of
its employees, PBC stations are also
deeply involved in many commu-
nity projects. Mr. Schofield explains
that each station makes financial
contributious to schools, colleges

U. S. RADIO e November 1960
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and cultural institutions in the areas
served, as well as sponsoring college
scholarships,

As another example, PBC, on be-
hall ot WRFDB and WGAR, presents
awards to finalists in high school an-
nouncing and program contests hekd
under the auspices ol the Ohio High
School Speech League and Ohio
State University. In stull another
vein, WGAR has contributed 310,
000 10 the Cleveland Symphony for
a number ol years 10 help delray the
costs of an annual series ol public
concerts.

“A particularly interesting exam-
ple of the various ways and means
in which a station can enter into
many lacets ol the community is
found at the site of WRFD, which
services the Columbus, O., area,”
Mr. Schofield asserts. “PBC has
turned over some 260 acres to be
used as a public picnic grounds and
recreation area. Thousands ol men,
women and children make use ol
these facilities throughout the year.

Cultural Contribution

“The \WRFD site is also the home
ol the Playhouse-on-the-Greei, which
is the only professional summer stock
theater in the Columbus area. PBC
believes that making this lacility
available helps make a contribution
to the cultural environment ol the
community. In another step to add
new f{acilities to the community, as
well as to attract new business into
the area,” Mr. Schofield continues,
“another portion of the \WRFD tract
will be the site of a large motel with
special facilities for organizations
holding sates meetings and conven-
tions.”

A much publicized event conduct-
ed by a PBC siation was the nation-
al plowing contest sponsored by
WNAX Yankton. Held late in Sep-
tember, the affair drew some 160,
000 people who had the opportunity
to hear the two presidential candi-
tlates make speeches, as well as in-
spect a display of larm equipment
said to be worth more than $5 mil-
lion.

“All of these activities, we feel,”
Mr. Schofield concludes, “help to
demonstrate the basic approach to
broadcasting taken by the Peoples
Broadcasting Corp.” o o o

. §. RADIO ¢ November 1960

Hooper Says:

from7 AM to 6PM WKM!I's share

is greater than all other stations

(AM & FM) heard in Kalamazoo
—put together!

VIKMI

NO.1—BUT GOOD!

Call our BTS Rep. for the Scoop

VIKMI

Kalamazoo, Michigan

5,000 Watts. 24 Hours a Day

Western Michigan’s
Most Powerful Independent

L)
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commercial
clinic

Commercials With Jazz Make

Listeners Bright-Eyed, Not Bleary

As o sales weapon, G comierciil
st nieet one test ol battle tliu
ntikes i ruly stand o as elleciive:
Do people veally listen? I the an-
SWOT 15 Ves, L cnnpngn s ol] solid
ground.  And it ats "ne”” that an
swer poses another question: Whay
can he done about it?

Ofiten suggested, of course, is the
standind cure-all of miking the coni-
mercial “dillerent.” One num who
has some delnite Teelings on how to
get listenership from a conumercial
15 Alexdnder  “Sascha™  Burland,
president of C Hewr Services Inc,
New York.

“One way to get the andience o
witke up and listen is 16 use jaez 48
the minical background,” he  ex-
plains, noving that he has used this
method successtully in producing a
number of radio spots.

“lasr has a beat and emotional
quality that gets under the <kin of
people,” My, Burland poins ou,
“and alter all, that’s whin the adver-
tiser wants w do in his conunercial,
get under the skin of people.

“For vears,” he says, “jingle and
copy writers turned out the ‘Lit-'em-
overthe-head' type of commercial.
Demands by advertisers lor ‘hammer-
ing’ the sales message were sirpported
by the supposition that ifvitation, as
well i repetition, was necessary i
order to sell.

“Because adeertisers tend ro imi-
tate one another, the airways were
full of the saume type commercials.
Naturally, with all the commencialy
sounding alike, they tended to cancel
cach other out.

“As a result, there was ¥ shify o
an entertaizing spot, a commercial
that would elate vather than irni-
tate,” he recalls. “The idea was 1o
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tacrce people plemsanty oward a
product.”

With the advent ol the so-calleld
“enterenpentt”  conmmmercial, N,
Burkund explains thar another prob-
lent developed: “Commercials with
jingles than entertain compete with
the popular nisic played on a st
tion. I'lic two ave battling tor listen:
ers on their own howme ground: Eie
terinmment.”

Ele adds dat “she annsic ol the
teguiar program fare is written, pro-
ducad and parlormed by the 1op
artists in show business, nad  the
only way o5 holel the listener's atten-
tiem over long enough 1o hear the
commercial is to use an exciting com:
bination of sonmls,”

Although the fype of music he
writes depends on the cnnpaign aml
product,  Mr. Buwland  prelers 1o
work with jass.

“Jars s the only vmsic that i
raly Amenican in characier. It s
our own lorm, mt borvowed o
thar ol asodier tultare. For s
1cason, it clicits ai emotions] re-
spounse rom peaple that no otlivr
type ol misic can simulate i such
i broad scale. Jazs has aanass appes]
asowell s a class appeal. When
wentified with 3 product in @ conn-
mercial, it stands our agatust other
commercials as wetl as most popula
1ecords,” Tre says.

Whenever possible, M. Barland
likes to “salt” the words in a com-
wercial with a subtle homor. He
lecly that this adds to the palatabil-
ity of thie message by making it eveur
mare entertaining.  “Here, too, s
absolutely necessimy to be imagina-
tive. Nothing is so old or se dead. as
stale bumor,” he asserts.

“Tt s olteri Much better 1w pit-
tluce the radio conmercials in my ad
campaign belore the print ads have
been phaied,” My, Burland  sug-
gests. ““The long-lavored habit of
mapping the prine strategy belore
the broadeast iy putinoded.

A print ad aury be seen only once
by a veader during o cunpaign, de-
pending o how many nagasines,
and which riragazines he reads. On
the other hand, the simpe person may
have steady listening ad  viewing
habits that expose him repeatedly 10
the broadeast message. So ic numkes
much more sense 1w work vu the
jingle and copy tramework at the be-
ginning, g cory the theme over
o pri ke o sanpaign ol more
nuity.”

Commercial Contest

An internadonal contesi lor the
best rachio angd  televiston  conmmer-
dials iy mmder wiry, spomsored by fhe
Hollywood Advertising Cluly

Advertisers, agencies, produacers of
Foromdeast cammercials and stations
may - enter the  competition  Tor
awirds, 1o be presented during Ad-
vertising Week, Febrauary 5 through
L1, 19,

Awards will go o mrlia commer-
cidls in séven classes: Local o gne
nuoket coummezrcials ol any lengih
or types; musical connnercials of one
minute or more, and 30 et 20 sec-
ouds; and spoken commercials ol
minute, $0- and 20-second duration.
A gramd prize will be avardod re-
gardless ol category.

Although the competition isworld-
wide, radio entries must be in Eng-
Jish, transcribed wt 33 1/8 rpom.

Deadline fov catries is Deceinbet
31. ®e e
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New 93-county Pulse
confirms historic fact

of WHO's impact
in furm homes!

WHO Radio coverage area
is America’s 14th largest radio market!

ACH year since 1938 the "lowa Radio Audience

Survey” has proved 50.000-Watt WHO Radio

to be the great favorite of Iowa farm radio families.

Listenership of our Farm News programs has always

topped those of the next two, three or four stations
combined!

1960 is no exception! Proof is in the new 93-
County Area* Pulse Survey which covered an area
served by more than 85 radio stations.

WHO Radio farm ratings are phenomenal during
the periods when farm families listen most to radio
(6 a.m.-8:30 a.m., Noon-1:30 p.m.. 5:30 p.m.-7:00
p.m. — Monday through Saturday). For example,
WHO Radio’s share of farm homes using radio

exceeds that of the next three stations combined in
70% of all quarter hours surveyed. It exceeds that
of the next two stations combined in «// quarter hours.

But the farm radio audience accounts for only
28.4% of all homes reached by 50,000-Watt WHO
Radio in this tremendous 93-county area. WHO
Radio’s showing among urban radio families is
equally spectacular.

Ask your PGW Colonel about all the up-to-date

facts on WHO Radio — serving America’s 14th
largest radio market!

*This area includes 689 (93 of 137) of the counties in which
WHO Radio has 109 or more NCS No. 2 penetration.

WHO

for lowa PLUS!

Des Moines .

« « 50,000 Watts

NBC Affiliate

which also owns and operates

| WHO Radio is part of Central Broadcasting Company, I

WHO-TV, Des Moines; WOC-TV, Davenport

Col. B. J. Palmer, President
P, A. Loyer, Resident Manager
Robert I1. Harter, Sales Manager

&-ﬁ’?uers. Griffin, Woodward. Inc., Representatives

www americanradiohistorv com
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SILVER
SPOON
IS

NOT

ENOUGH

She may be born with “advantages™ and
raised with love —but there still can be
plenty lacking. That is. if the school she
goes to isn’t good enough. Crowded class-
rooms. undualified teachers. outdated
cquipment. inadequate curriculum —any
one af these can shortchange your child's
education and her future. Look into the
qualily of the schools she’ll attend — work
through vour local committees or your
School Board for their improvement.
Dovsn’t she deserve the best?

FREE BOOKLET! NMeasure the
quality of education of-
fered tn your child's
school. Find out how il
compares wilth the besl in
the counltry...how you can
make il beller. For your
ropy=am! [ree guidance on
many school problems—
wrile: Better Schools, 9 Eost
40th Street, New York 16,
New York.

Yardsticks
for
Public
Schools
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station log ',@
—

> News:

Evidence ol activity by stations to
stimulate industrial grawdh, and en-
courage students fto enter broadeast
journmalisui coincided recentdy with
cloris of a natienal advertner to
highlight radiv’s  contributions 1o
physical education.

In Sacvamento, KRAKR d the
Sucrimento Clinnber of Comunerce
have worked out a coaperative proj-
ect o atract industry to the com-
nunty.

RRAR stall members wrote and
produced i 12aninute dramatization
of the city s seen through the cves
ul i wpical resident Lamily. The re-
cording covers the social lite, schowd
systent, recreational Lacilities, hous-
ing. business and industrial aspects
ol Sacramento.

the Chamber ol Cammerce s
nutiling the recondd 1o key figures
industrial develapent areles i all
parts ob the country.

\ corporate cllort 1o promote cour-

TIME CAPSULE marking 25th anniversary of
WLEU Erie, Pa., gets copy of U. S. RADIO
held by model Joan Prybor. Capsule's home
for 25 years will be Erie's new shopping mail.
It will be opened on station's 50th anniversary.

- _anana o oriconradiohictarn, oo

e
-

munity anterest ollers writers and
prodacers of radio broadeasts in the
hekl ol physical education a $1,000
award fram Americar Machine &
Fouadry Co. The award will be
wide o the best broadeast during
FI60. as part of Nattonal Recreation
Meontdr observance, June 1961, The
judges will Jocus on broadeasts call-
ing atention 10 needs lor improved
phvsical recreation services, individ-
wals aod groups working in this area
aud the overall physical recreation
sttuation,

Seeking gnidmice (rom rroadcast-
ers, high school cditors and their
renlyy advisers converged on the
studios of WS Adanu last week
for the sccond anmal WSHE News

Broadeasting  Contlerence. News
broadeasting  demonstrations  were

given by the station’s news leany
with fculty members ol the Univer-
sity ol Georgias Henry W, Grady
School of Journulisime participating.
Secking 1o lurther education in the
communications  fielkd, the ronler-
cnce is loltowed by a contest open to
students who attended. Stndents sub-
mitting their various interpretations
ol confercuce hunctions are cligible
lor a first place prize of o year's col
Tege (uition.

> Programming

The rend towinrd greaer vartety i
local program  content received 3
boost Torward recently when WTM]
Milwaukee veported it had broad-
cast some L9000 “Viguette” features
since January. The 60-second “Vi-
gneues” range from houschold tips
and cooking hints to  handyman
wdeas, current events and sports fea-
wires. WM ['s 18 announcers and
personalities tape lrom 10 o 12 fea-
tares, with three or four recovdings
each week. About 1,000 ol the "Vi-
guettes” broadcast so far were live
news [catures. The stalwin reports
increasecdd enthusiasmm for the Vi

: [Cont'd on p. 55)
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WITHIN A STONE'S THROW ]
OF COMMUNICATIONS ROW! I

One of New York's
most desirable locations

MADISON AVENUE
AT 52nd STREET

A Bigger and Better

HOTEL
Just steps from anywhere. ..
now with 500 individually deco-

rated rooms and suites — and
completely air conditioned.

The magnificent new

BARBERRY

17 E. 52 st.

Your rendezvous for dining
deliberately and well...
open every day of the week
for luncheon, cocktails,
dinner, supper.

PLAZA 3-5800 = TWX: NY 1-138

U. S. RADIO

November 1960

STATION LOG (Cont'd from p. 54]

guettes” Irom both listeners and ad-
veriisers.

A school bus safety program has
been inaugurated by \WSEN Bald-
winsville, N. Y. Master schedules of
bus operations in five suburban
school districts in the Syracuse area
aid in pin-pointing exact locations
of buses when announcements are
aired. Motorists are cautioned to
watch for buses unloading pupils.
The program, sponsored by a brake
repair service, originated when
\WSEN learned that the five districts
transport 24,000 pupils daily, pick-
ing many ol them up on heavily
traveled main highways.

» Public Service

A move to establish closer contact
with community problems was made
recently by WBAL Baltimore. The
station formed a Community Ad-
visory Council to stimulate public
service coverage. Council members
include Gov. ]J. Millard Tawes,
Mayor J. Harold Grady of Baltimore
and various religious leaders and
heads of civic groups. The council
will keep the station informed of
public service needs through meet-
ings and special contact during the
year.

Another station tapping sources
of public service, \W|BK Detroit re-
cently enlisted ideas from local citi-
zens. The station invited more than
100 Detroiters—250 business, labor
and civic leaders as well as 300 lay
citizens—to select the most vital
civic needs of the community.
W]JBK’s community projects depart-
ment will take cues from the replies
for special public service programs.

Newfoundland’s three school dis-
tricts started the semester this fall
with full rosters of teachers afier a
six-month teacher’s exchange pro-
gram on CJON Si. Johu's, the sta-
tion reports. Over 600 applicants
1esponded 0 the broadcasts of
schools seeking teachers and teachers
seeking jobs.

A weekly series of broadcasts by
public schools in Norfolk, Neb.,
marked its 35th anuiversary on
W]JAG Norfolk this fall. The series
went on the air in 1925 at the urging
of Dr. Allen P. Burkhardt, superin-
tendent of schools, the station re-
ports. o e e
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CONFECTIONS |
& |
SWEETMEATS |

Candidly, can you think of any-
thing sweeter than a 952% in-
crease in business? That's how
much candy and confections ad-
vertising alone has increased in
only three short years on WPAT.
What a comfit we are to the men
who make and market America’s
finest confections! Or any other
product, for that matter. Our mu-
sic, so sweet, so low, provides the
perfect setting for your sales mes-
sage. Dexterously designed to de-
light listeners throughout 31
counties in New York, New Jer-
sey, Pennsylvania and Connecti-
cut, it’s the most mellifluous
sound in America’s largest mar-
ket. And how it sweetens sales!
Ask the makers of America’s
leading confections. Ask Fanny
Farmer, Ferrara Candy, Loft
Candy, The Roxo Candy Com-
pany, Schrafft's (Frank G. Shat-
tuck Company) and William
Wrigley. In three short years, all
of them have advertised on
WPAT . . . the station with the
flavor of success.

WPAT
&
WPAT-FM
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BPA memo

Houston Media Unite To
Promote Sixth Largest City

In a rate spirit of cooperation, elev-
en Houston, Tex., media, including
seven  radio  stations, tamed o-
gether recently 1o promnate Houston's
new position as the sixth Lirgest city
i the country.

Houston stations in on the proces-
sion were KCOH, KILT, KNUZ,
KPRC*, KTH'T, KTRH and KXYZ.
who shared expenses for the wational
advertising  campaign  with - The
Houston Post and three wlevision
stations,

Prime targets of the twoanonth
campaign were national advertisers,
space and thme bwyers, who were
wld «af Houston's aew  position
through wide wedia coverage. Ads
appeared in The New York Times
and seven major advevtising (rade
magazines. Outdoor and direct-mail
plined a part in diseminating the
news ol Houston's vise to “No, 6,7
the position reached alwre 1960 Cen-
sus tabulations.

Desks of dinte wtl space buyers
were {lowled with  six-inch  steel
rulers carrying the Houstou mes-
sage. T'o denote each inch, the rulers
hear a 6" instead ol the usual des-
ignmation ol progressive numbers.

For its outdoor cumpaign, the
Houston group went right w dhe
hemrt of Times Square, New York,
purchased space on a 68 by 12 foot
bulletin board, The hoard was seen

by willions of passers-by, including
time and space buyers, from the
World Series through Election Day.

Gull Swate Advertising  Agency,
Inc., Houston, represcuted the me-
dia group.

High in the Sky, He Gets
Response from 150,000

11 Ted Brown, WAMGM New Yark,
thought cars  hacd wings, he lost
month Lound out if they could fly.

He was suspended for six days,
three hours and 31 minutes in a 1961
station wagon, held 34 feet from the
ground by a giant  comtruction
crane. From his precarious  pereh,
he okl listeners on s ntoniing
shaw that they guuld have the sia-
tionn wagon lree il iliey guessed how
long he would stay up.

Over 150,000 entries were  re-
ceved lrom Listeners and visitors wy
the ~ite, according (o the sgtion

‘Piggy Bank’ Contest Draws
Heavy Mail for Coins

More han 1,500 ¢ards aned létens
vach  week  floaded  the  desks
WEBN* Indiaaapolis, repores the
station, w1 My receut “Piggy Bank”
contest.

During each of WFBNM's four disc
jockey  progranis, an assorunent of
coins win dropped. into the piggy
bank. Listeners were asked 1o guess
how auch moaey woukl be i (he

LINING up to sign contracts for joint campaign to promote Houston as the natien's sixth largest
city are (seated, L to r.} Jim Richdale, KHOU-TV; Leon Jaworski, president, Houston Chamber
of Commerce: W. Howard Baldwin, The Houston Post; Hal Vester, KTHT; (standing, I. to r.}
Seymour Cohen, Gulf State Advertising: Bobby Meeker, KCOH; Cal Perley, KXYZ: Frank
Stewart, KPRC; Willard Waldbridge, KTRK-TV; Tom Jacobs. KTRH; Kirt Harriss, KPRC-TV;
Bill Weaver, KILT: Dave Morris, KNUZ; and Adie Marks, Gulf State Advertising, group's agency.
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bank at the end of 3 month.

The winner who cime closest won
the bank and cash. Each time coms
were dhopped in ihe bank, their de-
nomination was announced, the st
tion says,

Air Media Form Association,
Spur Local Retail Sales

Jompeting  stations i1t Medfovd,

Ove., vecenuly locked arms o formy

the Broadeast Media Association, an
alliance to stimulate sales through
conperative ellorts.

First project of the hve rauit sta-
gons and one v outlet was a yecent
two-hour simulcast to promote the
Fall Greater Medlord lavvest Festi-
val, i annual sales event sponsoved
by Mediord merchants. Radio sia-
tions involved in the simulcast, zill
mentbers of the BMA, were KN ED,
KBOY, KDOV, KWIN aund KY|[C.
They simultaneously broadcast -
sic and entervainment, dedicating va-
rious segments to [ringe communi-
ties within listening reach, Conmmer-
cial time was sold (0 the Greater
Medford Retarl Merchants” Associ-
ation, as well as to local businesses.
Messages promoted the values uy
sale during the festival,

Both merchauss and broadrasters
were enthused with resules, accord-
g to Ray Johnson, KMED general
wanager and secrewary-treasarer  of
the BRNA.

Station’s Exhibit Booth
Center of Heavy Balloting

WHBC Canton, O., added an extra
touch of promotion to its display
hooth at the city's recent Decade of
Progress Exposition.  Visitors who
registered at the booth got a chance
to bid for an am-Tm radio by guess.
ing the number ol public service an-
nouncements \WHBC broadceast dur-
ing the 1950%. Nearly 25.000 people
stopped 1o make an estinte 1 an
attempt to come closest to the ac-
tual mnnber, 71,007, the station ye-
I)OTIS. e o 0

*Denotes stations who are rmerﬁbersr of
8PA (Broadcasters’ Promotion Association)
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; ...and
. there are
those

who
- will swim

|. TO THE FIFTH ANNUAL CONVENTIOIN

A ROADCASTERS PROMOTION é‘%} SSOCIATION

| X SHERATON CHARLES HOTEL
. NOVEMBER 14-15-18 ‘ NEW ORLEANS, LLA.
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A legend in his own tzme. A per-
sonality without peer. Philosopher,
story teller, news maker, catalyst,
he brings to each listener an imme-
diate sense of personal participa-
tion. As if that weren't enough, he
Just happens to be the greatest
salesman in broadeasting history.
In all vadio, Godfrey is the kind of
company you keep . . .

DIy
B} BBS
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radio
registers

e ATR CQOLER 1

Gough Industries, Los Angeles appliance distributors,
ran campaign for Alpine air cocolers on KBIG Los
Angeles. Running from June through September, 10-
second time-and-temperature spots were aired hourly
when predicted temperatures for the day were 85-de-
grees or higher. Although Gough sells other air
coolers, according to the station, the Alpine unit
advertised on KBIG showed a sales increase of 20 per-
cent more than the other cooler lines.

1 AUTO DEALERS ¢

)
1
|

e Y L T T T T T Y

Seven members of the Virginia Chevrolet Dealers Asso-
ciation purchased a $2,500 one-day campaign on WAVY
Portsmouth. According to the station, there were
one-hour remotes from each of the seven showrooms,
plus a saturation spot campaign, for a total of
thirteen-and-one-half hours of air time. Objective
of the air effort was to help introduce the 1961 line,
All the participating dealers, the station reports,
indicated they had their biggest opening in years.

nee=Sow

WOMEN’S FA‘\SHIONS

Bonwit-Teller has been running a 52-week spot campaign
for two years over WHLI Hempstead, Long Island, N. Y.
Averaging 30 spots a week, the announcements are used
to promote Bonwit's Manhasset branch, and highlight
sales and special events. The first campaign fea-
tured a cashmere sweater clearance. The net result,
according to the station, was a better than 45 percent
increase in sales of this one item over the previous
year. This summer, Bonwit's reported over $5,000 in
fur sales to customers who mentioned hearing about
the sale over WHLI, the station reports.

I e e s e e T P R R R R R DY L L L L L)

SUPERMARKET L comtamm iy o

Food Fair Stores purchased a one-day grand opening
campaign for its new outlet in Richmond, Va., over
WLEE. A station personality broadcast directly from
the store. By the time the store was ready to open
to the public, the station states, the large parking
lot was nearly full. Other merchants in the shopping
center also purchased an afternoon remote broadcast.
As a result of the one-day effort, Food Fair signed

a 13-week contract, WLEE reports.

XTI TR T R R L B g £ L B 1)
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report from RAB

Study Indicates Transistor
Radios Used Year-Round

Winter is here, and transistor sets—
usually considered primarily a winm-
weather medium — have gone in-
doors. Up to now, media men, who
accept without question the boom-
ing popularity of transistor sets in
swwnmer, have had no evidence of
their in-home, cold weather effective-
ness.

But now, a new study reveals that
transistor set listening stays high re-
gardless of the weather.

Recently, to coincide with fall-
winter time-selling, a report was is-
sued by the Radio .\dvertising Bu-
reau based upon an extensive month-
long survey made last January by
The Pulse, Inc., in the New York
County Metropolitan area, when
the average mean temperature was
a trigid 34 degrees.

The survey documents the impact
and importance of transistor sets in
winter. The Pulse discovered that:

o About half (49.8 percent) of all

transistor set owners listen to
their sets during an average win-
ter dav.

The Pulse survey proved that tran-
sistor sets aren’t neglected in coid
weather. On the contrary, when cold
weather forces people to stay in-
doors, transistors’ easy maobility makes
them ideal room-to-room compan-
ions. (Incidentally, The Pulse re-
ported that even in the coldest
weather, transistors continued to get
some out-of-home use.)

Of course, the news that people
use transistor sets in cold weather is
miportant, but it isn’t the complete

| release this month.

———NATIONAL SALES TREND OF THE MONTH———
A major innovation may be in the works for motion picture ad- '
| vertisers. Major film makers are reportedly watching a new plan,
based upon RAB recommendations, which is now being field-
tested by a big film studio, The plan works like this: A number
I of stations in key markets across the U. S. were given a specific
dollar figure, and asked to return with complete proposals for
‘ local radio advertising on an important new motion picture.
Station ideas may include promotions, publicity stunts, unusual
l commercials and schedules—in short, what stations would do if
! they had a free hand to promote the picture. The best sugges-
| tions—in the judgment of RAB and the film maker—uwill be
acted upon with radio buys when the picture is put into general

story. Pulse also charted the amount
of winter listening to transistor sets.
The results:
e Transistor set owners report lis-
tening to their sets an average
ol one hour and eight minutes
during the average winter day.
To put this point in perspective:
This time alone (which does not, of
course, include adclitional time spent
listening to other home and auto ra-
dio sets) is considerably more than
the 40 minutes newspaper readers
spend reading all of their daily pa-
pers, the RAB points out,
Transistor listening, again prob-
ably because of the mobility of the
sets, maintains a high level all
through the broadcast day. Accord-
ing to The Pulse:
¢ 38 percent tuned in between 6
a.m. and noon; 28.7 percent be-
tween noon and 6 p.m., and 33.3
percent used their transistors
between 6 p.m. and midnight.
This ground-breaking study is con-
sidered extremely important now—
because of the growing popularity of
these handy, compact sets. The chart
documents the startling increase in
sales of Japanese transistors alone
since 1957:
1957 — 641,000
1958 ........... 2,200,000
1959 4,000,000
This study makes it clear that
transistors — already a  recognized
part of the American summer scene
—are a functional sales weapon and
another big plus for radio 12 months
out of every year. e o o
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BAGKGROUND

Edward R. Murrow presides over
a major innovation in news pro-
grams. Every Sunday he and crack
CBS News correspondents abroad
examine the week's most signifi-
cant news in a 25-minute interna-
tional “conference call.” The ob-
jective: to impart fresh insight into
the meaning of the news. In all
radio, Edward R. Murrow is the
kind of company you keep . . .

ONLY
ON GBS
RADIO
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“ TOP RATINGS IN
AUDIENCE

RO pROGRAM T0
PER DOLLAR
* SPONSOR PREF. , P

ERENCE AFTER <
TRYING “BOTH" UMUIE

WCOL,

in
Columbus,
Ohio
Advertising is a true invest-
ment. It must be based on
sound judgment. In Colum-
bus, you get maximum re-
turns on your investment
when you advertise on the
New WCOL!
The New WCOL offers the
largest listening audience
at lowest cost*. Don't spec-
ulate with your dollars. In-
vest in New WCOL Blue
Chip advertising for great-
est returns.
*(You invest in the largest
share of audience for less
than half the cost per
thousand listeners of other
media. Ratings and CPM
figures on request.)
24 hours a day broadcasting
1230 AM 92.3 FMi
The Capital
Station
Columbus 15,
hio

The New

Q%

Represented by:
a"robert e. eastman s €O., wa

GO
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report from

representatives

Station Merchandising Studied

In NBC Spot Sales Survey

The role station merchandising does
and or should play in broadeisting
hias been explored by the NBC Spot
Sitles Timebuver Opinton Panel. .\
QUESTIONIEITE Was scitl o a group ol
ageney people covering a varicty ol
subjects.  Included were  questions
about the nnportmce of merchandis-
ing, how merdinndising should he
paid lor, the most valuable merchan-
diring activities and reporiing the re-
sults of merchandising efforis. e
cording 1o the representative firm,
62 percent ol the respondents were
cmploved by agencies whose billings
are m excess of S1oanllion, with the
rentaining 38 percem working lor
agencies with hallings under tha
aImnoting.

Discussing the importange ol sta-
von merchandising, the stdy
showed thar “Apparendy, merchan-
dising services oflered n radio sta-
tions have a greater ipact an agen-
cies billing under 31 million.
More than three out ol foar respond-
ents in this rategory stated thag they
always or lrequently consider the
services olicred by stations  when
setting schedules, Six out of 10 (63
pereent) respondents [rom agencies
bitling over >tomillion alwavs or lre-
quently comsider station wmerchan-
dising when buying.”

Probing rhe atitndes ol the ve-
spondents as 1o how the costs af sta-
tion merclimdising should be haun-
dled, the survey revealed that only
10 percent [elt that a station was
justificd in asking an advertiser to
pay at ¢ost. Some 57 percent indi-
vated hat theve was justification in
asking, the advertiser to share the
Cont,

Tlic panelists weve also asked to
bist  the wmerchandising  activities
which they comsidered most viluable
in the order of their tmportance.
The results were as follows:

L. Instore displays
Calls on trade
Mailings to trade
On-air tie-in spots
Media tie-im ads
Billboards, posters yie-ins

S o w010

yananar oo oricanradinhictar, cam

“Since tle panelists rimk “vills o
the wade’ as the second most valo-
able activity a station can engage in,”
the repory stated, “it stnds 1o reason
that they would be in favar ol
having a merchandising specialist on
the station stall.  Nlmost eight out
ol 10 (78 percent) stated that they
would recommend that stations em-
ploy such @ person (0o make trade
calh. However, only slightly over
hall (85 percent) did not object to
having a station merchandising spe-
clalist contact their clients with re-
gard 1o a schedule. And 43 percem
defnitely did not want to have their
clients contacted.”

A imporiant drea inf ahich yrany
ol the respondents lelt stations were
heing rentiss wis that of reporting on
merchandising. Only 56 percent ol
those replying smd that vadio sta-
tons do an adequate jobot reporting
assistance. “Fhe importance of sub-
mitting a comprehensive report vl
merchandising  assistance,” the re-
port stated, “is underscored by the
Tact that aver 90 percent ol such ve-
ports gre turned over o clients and
account executives—ithe very people
that statton management wants most
to impress.”

One aspect of station merchandis-
ing which brings ont a diflerence of
opinion wamong broadcasters, as well
as advertisers, s the question ol
whether or not the practice might
become a 'prim:n‘)‘ rather than i sec-
ondary reason for buying time on a
station. One of the questions put to
the panclisis was, “In order o 1=
erease distribution (or for any rea-
son), have you ever bought on the
basis of merchandising first, audience
seconud 2 Over one-thivd (38 percent)
ol those replying said that they hiad
made a purchase on the basis of mer-
chinxdising.

In oftering the results of the sur-
vey, NBC Spot Sales pomted out
that they were “not meant to be pro-
jected to the total of several thou-
simd persons engaged divectly, or in
directly, in the purchase of broatl-

cast tine.” o o o
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report from
agencies

Agency Checklist Gives Media
Buyer Criteria for Station Image

The sentiment is increasing among
media people to pay more attention
to a station’s “image” when making
a buy. Ratings and other purely
quantitative lactors, although [ar
from neglected, are being given less
consideration, according to Peter
Theg Winters, president ol Ueter
Winters Associates, New York.

“The word ‘image’,” he says, “con-
notes an intangible. It means difter-
ent things to diflerent people, and
has so far eluded the measurer’s rule.
How, then, can timebuvers take into
important consideration a station’s
image when the word iwsell has a
vagie neianing?”

An agency man who directs the
buying from his own shop. Mr.
Winters has compiled a list of check-
points that help him to gauge sta-
tion image.

Image Checklist

“To a timebuyer or media execu-
tive, a station’s image is the total of
his own impresstons and attitudes of
the station. They may be tavorable,
unfavorable or completely absent.
And in the whole spectrum of media
buyers, the composite image repre-
sents countless subjective [eelings,"
Mr. Winters observes.

In an attempt o bring a station
image into sharper focus. Mr. Win-
ters recommends evaluating 10 im-
portant segiments of a station image.
In the following list, each factor iy
given a numerical value by Mr. Win-
ters in accordance with its impor-
tance in the image scale.
¢ Does the sitation command

respect as a community

leader? 15
e Active in local affairs as evi-

denced by public service

awards? 8
e Conform o accepted indus-

try codes of good practice? 5

e Cooperative with agencies,
fair in it dealings, promnpt
in service? 6
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Have the Dbest  [acilities,

equipment and plant in the

interest ol alert broadcasting?

¢ Experienced personnel, with
technical knowledgeability
and follow-through?

e Maintain its rate structure,
evincing integrity and ma-
turity?

e Seek to avoid extremes in
programming, scrving it
audience in good taste?

e Avoid pitch commercials,
barter, I.I, and rrade busi-
ness? 11

e Integrate iself into com-

munity affairs by editorializ-

ing on affairs of community

importance? 7

Total 100

““The building of a positive station ;
image cannot be accontplished over- |
night,” Mr. Winters asserts. “It iy
a yearround challenge o employ
the necessary practices and stick with
them.”

Performance Factor

He regards askance the popular
theory that a station’s image reflects
from its programming alone. Per-
formance is the most important fac-
tor in building a positive image.” he
says.

“Although programming is impor-
tant, a station that proves its reli-
ability through performance in the
community and ethical practices in
the industry to earn a stature that
programming alone will not pro-
duce,” Mr. Winters remarks. “The
program format will neither achieve
nor deny station status.”

To project its status, Mr. Winters
concludes that a station must con-
sider wrade advertising and public
relations essential.

www americanradiohistorv com

C PANATELAS

@

X

If king-size billings are your
aim in America’s largest market,
you need WPAT . . . Metropoli-
tan New York’s reigning good
music station. The long and the
short of it is simply this: WPAT
gets results. That’s why tobacco
products advertising alone has in-
creased more than 348% in only
three short years on our station
and that’s only one of the many
advertising categorics that has
shown record-breaking gains on
WPAT. The rcason? We smoke
out listencrs in 31 counties
throughout New York, New Jer-
scy, Pennsylvania and Connecti-
cut . .. an area where more than
17.000,000 people live, work and
buy in more than 5.000.000 radio
homes. America's leading tobac-
co men know it. Among them,
count the men who make and
market Benson & Hedges, Camn-
els, Clesterfields, Dukes, General
Cigars, Hit Parades, Kents, L &
M’s, Lucky Strikes, Newports,
Oasis, Old Golds, Pall Malls, Par-
tiaments, Tareytons and Win-
stons. In the past three years, all
of them have found out that
Greater New York's best drawing
station is WPAT . . . the station
with the aroma of success.

WPAT
&
WPAT-FM
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WVET Radio
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ROCHESTER — PARIS |~ " 1oKYO
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BUENOS AIRES'

ROCHESTER, N.Y.

ONLY SECONDS AWAY
FROM ANY NEWS CENTER
ON FACE OF THE GLOBE

WITH COMPLETE

NBC NEWS |

COVERAGE

WVET-RADIO —~ROCHESTER 4, N. Y.
National Representative
Robert E. Eastman & Co., Inc.

KFAL RADIO

FULTON, MISSOURI

Prime radio service to
four principal cities
of Central Missouri.

e COLUMBIA

e JEFFERSON CITY

e MEXICO |
e FULTON

Today’s News Right Now!

Direct line to Washington,

New York, and Foreign Capitals

six times daily. Rapid Reporting

of Missouri and Regional News thru
KFAL News Bureau, roving reporters
& stringers, backlogged by reliable
United Press International.
Mid-Missouri depends on KFAL
RADIO NEWS. Your finess choice for
Sponsorship and limited adjacencies. |

Represented by John E. Pearsen Co. |

KFAL RADIO MIDWAY 2-3342
Fulton, Missouri
900 Kilocycles 1000 Watts

report on

Agéncy Timebuyer Reviews Fm

Advantages for National Campaigns

“Fim s not the casiest comeept iy
the world to sell 1o a chient because
its yesurgenee is still relatively new,”
reports Margot Teleki. timebuyer w
Reach McChintop & Co.. New Yok,
This  statement,  wpical  ob - those
heard from other buvers, opens the

way lor funther commmeit (for full
detarly, see 1.5, ra) e
Bt the meve Jact (it tin s as

yet unexploited is an hoportant
point in selling it o a natioial ad-
vertiser. Fm can be sold etther as an
excellent  supplemeniavy  buy  or
cven as a prie buy.”™ she points sut.

First ol all, oane must define the
term Doy daxy advertisers, Usoally,
one awociates b with sovictly ‘good?
long han™ manic, This not
true. There are simuleasts, M
which the same  prograniming s
Ivoadcast on am and fm. There are
also many stations thar simulecast
during the dayvtime wid break into
separvate [ prograwming at nighu,
comsidered w be prime howrs for [y,

or is

L),

“Fheve are also I stations—bhoth
those separmtely  programmed  and
those that are simuleast—lhat play
a broad range of popula music and
jars.

“The prinie arguwment for hying
fm is reaching a dillevent segnient of
the audience that could not he
reached thvough any other broadeust
medinm at a compavable low cost.

“As yer, since it is hard for an hn
station to sell anything but concept
—and Tm veally nust be sold by
concept singe thie numbers ;ire not
vet a lactor 1o justily the huy—the
anl vamains low.

“Another argument [or tommer-
dial fm is the quality of presentation
in addition 1o the purer sound and
superipr reception. Although fm s
fast becoming more commerdial be.
cause of greater acceptance by adver-

. . X

tisers, theve is appreciable separation
on [m stations between commerdials,
and, especially, berween competitjve
products.

“Anadvertiser can tike advantage
ol the lact that only @ handbid of
national advertisers ave asing .
He can establish an excdlusive Dran-
chise in the time periods and pro-
gramming desired.

" Mont ageneies like o believe that
fim is aiming iis programming at the
adult audience. In faa, bothh audi-
ence rescarch and resemch on the
purchase of Im sets or [ home
cuipment indicate thae the hm i
dio  enthusiast a consumer of
above-average purchasing potential.
It s this argument thae has stiveed
the intevest of national agencies aipd
advertisers.

“Most im stations will not accept
anything but live conmumercial copy
OF NIOre CONServiative transeriptions,
For the kind of audience hn reaches,
this scems to be more ol an asset
than a liability. Live inessages de-
Hyered in a dignified manner can
have enovmous impact, especially if
they are given adequite spound-
ing protection,

“Iit the tmmediate haurve, those
advertisers best suited 10 derive the
most benelit from Im advertising afe
fim set and equipment manufactuy
crs and  distribuiors, auiomaobiles,
airlines, luxury type foods, better
heverages, recards and books.

Iy

“A long-range prospect list for {m
would he tmich more extensive.

“There is every reason to belicve
that within ihe next few years fnr
will reach new heighis. On is own,
fin will become increasingly impor-
tant because of its inwrinsic values,
Important national advertising cam-
paigns on fm are just beginning to
happen. More will follow,” predicts
Miss Teleki.

November 1960
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If you're like most of us, you'd take the
job with the more tempting salary and
the brighter future.

Many college teachers are faced with
this kind of decision year after year. In
fact, many of them are virtually bom-
barded with tempting offers from busi-
ness and industry. And each year many
of them, dedicated but discouraged, leave
the campus for jobs that pay fair, com-
petitive salaries.

Can you blame them?

These men are not opportunists. Most
of them would do anything in their power
to continue to teach. But with families
to feed and clothe and educate, they just
«can’t make a go of it. They are virtually

WHICH JOB WOULD YOU TAKE?

forced into better paying fields.

In the face of this growing teacher
shortage, college applications are ex-
pected to double within ten years. '

At the rate we are going, we will soon
have a very real erisis on our hands.

We must reverse this disastrous trend.
You can help. Support the college of your
choice today. Help it to expand its facili-
ties and to pay teachers the salaries they
deserve. Our whole future as a nation
may depend on it.

It's important for you to know more about what
the impending college crisis means to you. Write
for a free booklet to: HIGHER EDUCATION,
Box 36, Times Square Station, New York 34, N.Y.

)

N
- - =~ i HIOHER EDUCATION
Sponsored as a public service, :ﬁ:

in co-operation with the Council for Financial Aid lo Educalion

1SING
: %
Ay
(&)
1“’l-'r.‘ Pt
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Two separate magazines that really cover the whole field of radio

Oune $5 subscription will bring you both magazines each month for one
vear. Simply fill out subscription form below and mail to:

TR T Al [H

For future articles that really “dig™ into the depths of radio broadcasting
. be sure you see cach monthly issue of U.S. RADIO and

and advertising .

US. FAL.

Enter Your
Subscription
Today
$5 for 1 year
Includes both
U.S. RADIO
and
US. FM

U. S. RADIO

For buyers and sellers
of radio advertising

v. s. FM

Devoted exclusively to FM Broadcasters

and advertisers

BB ESONOS0GCEBEEE CnBdOOREdEBEDACDREODOOCODOUOSESOoBEADRGCENDES

ASSSEEEsSEs eSS SsfaaasdEsNasREaUEAaUREEaS

SRR MO R T VF 3000 000000

Subscriptions

Arnold Alpert Publications, Inc.
50 West 57th Street

New York 19, New York

Arnold Alpert Publications, hic¢, Subscriptions
50 West 57th Street
New York 19, N, Y,

Please sec that 1 receive cach monthly issue of U.S. RADIO
and U.S. FM—Dbotk for one year for one subscription of $5.

Name .. . ... _

Company .. . ...

Type of Business ... ... .. —

T Cempany or
[J Home Address

City — n e e Zone ... State.__..__ ..

Please Bill [J Payment Enclosed []
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LOCAL RADIO

STATIONS

That's

IN

what you get

when you buy time on

BIG 5,000-WATT

WFHR

WISCONSIN RAPIDS

with full time studios in

MARSHFIELD AND
STEVENS POINT

BIG Coverage at Lowest Cost-

Per-Thousand . . . 20 Years of

Local Radio Service

WFHR

WISCONSIN RAPIDS, WISC.

Phone HA-3-7200
Represented by Devney, Inc.

Cuisine Exquise . .

. Dans

Unhe Atmosphére Elegante

575 Park Avenue at 63rd St
NEW YORK .

ks

Lunch and Dinner Reservations

!‘ Michel: TEmpleton 8-642Q

1

-

g

USSR A o | gty
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 report from
'networks

» CBS:

The modified PCP, approved ve-
cently by the network’s atfiliates, will
g0 into eflect November 28.

hr addition e expanded news
service of [} niinutes on the hour
and five op the half-hour, as many
as 200 special leatnres a year are
planned.  Among the five-minute
features are a daily “Our Man in
Paris” report, and a special Washi-
ington human interest feature.

The changes were¢ motivated by
fwe factors, according to Arthwr
Hull Hayes, president: (1) doulbn
about hitare popularity of daytime
dramas. (2) a desire for increased
news service; (3) a sharp growth of
local news stafls; (4 increased cov-
erage ol local sports on weekends:
(3) requests o reduce the 30 hours
of network shows i order to pro-
granmt. more tme locally.  Network
programs will run 24 hours awgl 15
niinutes per week wnder the new
plan,

Turning o network - to.- station
comutunications, CBS announces
that its new NetALERT system will
go into operation by June, 1961.
NetALERT will make it possible lor
local radio stations, whether on or
oft the air, to be alerted to receive
urgent news bulletins, and wvn-the-
SPOL 1ews coverage.

> ABC:

Clearances [or ABC’s Flair rose 1o
90 percent within two wecks afier
the program went on the air, Rob-
ert Pauley, vice president i charge
ol the radio newvork, reports. With
258 stations carrying the rogriam
feature, Mr. Pauley termed the clear-
ance “the best i years.” Only ex-
ception—the 23-vear-okt Don Mac-
Neill’s Breakfast Clubh, aired on 267
ARBC affiliates,

Among the new wlent added o
Flair: Wayne and Shuster, H. Allen
Smith, Hermione Gingold, Law-
rence Galton, Fernande Lamas, Bet-
ty Walker and Arlene Frimcis.

On the business side; the network

www americanradiohistorv com

reports that Bel Mont Papers, Inc.,
andd  McGraw-Edison Co., for it
Awerican Laundryy  Machinery L
dustries Division, have signed for the
Breakfust Club. Esquire, Inc., Cnor-
tis Circulation Co. and Vitmin, Cor-
poration of America have bonght
partcipations on Weekday News.

KOY Phoenix, Ariz., hay become
a tull-time ABC athhiate.

» NBC:

New business activity at NBC is
highlighted this month by the adkdli-
tion of the Wm. Wrigley Jr. Co. 10
the network's roster of advertisers.
The neuvork reports net business
volume for the period October 3
throngh October 3! in excess of
$1,500,000. For September, net rev-
cnue figures veached $1,600,000.

» MBS:

An appeut to broadcasters o estab-
lsh more clear-cut identity among
stations was made by Chartes King,
station relations director tor Mutual,
in a talk delivered 1o the New Jer.
sey Droadeasters Association recent-
ly. “The stations that count.” he
said, “are those who deliver more
than the same sound on the dial.”

He pointed to the personal iden-
tity that many news commentators
have with a listener, pointing out
that their voices certainly make a
greater impact on dial position than
a disc jockey announcer who may
move frow station to station in the
sane cominunity.

Comparing “name” newscasters on
radio with Dby-liners in newspapers,
Mr. King explained they have the
same value—to establish recognition
of the wriler or hroeadcaster as one
with autherity aidd swrength, a sale-
able personality that buikls circula-
tion. "“The name is identified with
the station and is the last word for
meaning and impact m news,” he
cmphasized,

New Mutual atfiliates: KQBY San
Francisco, KBUZ P’hoenix, KRAK

Sacramento. o o »
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COMBUSTIBLES
&
ILLUMINANTS

Adpvertisers who want to kindle
intercst among Metropolitan Ncw
York's millions and ignite sales
in America’s largest market know
that all roads lead to WPAT.
Serving listeners throughout 31
counties in New York, New Jer-
scy, Pennsylvania and Connecti-
cut is thc business of our station
and the men who make and mar-
ket America’s Jeading gasolines
and oil products know this kind
of servicc means sales. That’s
why there’s been a cracking
477% increase in this category
alone in only three short years
on WPAT. Motor oil, fuel oil,
gasoline, by-product or any prod-
uct, WPAT gets results. Drive
the direct route to America’s
most densely populated market.
Follow the signs. Follow the lead
of advertisers like these: Ameri-
can Qil, Atlantic Refining, Cities
Service, Crown Petroleum, Esso
Standard Qil, Gulf Oil, National
Carbon, Qil Hear Council of New
Jersey, Shell Oil, Sinclair Refin-
ing, The Texas Company and
Tidewater Oil. They’re only a few
of the many leading makers who,
in the last three years, have ad-
vertised on WPAT . . . the sta-
tion with the spark of success,

WPAT
&
WPAT-FM

report from
Canada

Sociologist Firids Radio’s
Impact Highly Impressive

Alter a year's researclt imo ridio’s
impact, a Canadian sociologist has
found that he “had grossly underes-
timated the (astes of the lisienmng
audience,

“I've lounind vadio’s impact cery
unpressive,”  Prolessor  lan Camyp-
bell, Mownt Alliance  University,
Sackville, N. B, wold broadcasters at
a recent meeting o 1the Atlintic As
sociation ol Broadeasters.

His findings come from a stdy
vow being mide for CKCW Monge-
ton, which appointed him last vear
1o make a survey of its audience andt
report onaradio’s impact.

“1'ee spent an average ot an howr
and 15 minuotes inlerviewing listen-
ers lrom a vandom population sam-
ple in Moncton,” he reported, “and
expedt to spead another year ta com.
plete the veseavch,”

Concentrate on Housewives

He has concentrined much of his
investigation on the listening habits
of the housewile and others o an
autempt to lewrn haw, when and how
much people listen o the radio.

“I am convinced that during cer-
tain time scgments we i learn to
predict the types ol listeners and
what they are doing. For instance,
housewives niav have their sets tuned
n ar 9:30 aam, but many of them
arc involved with housckeeping ac-
tivities that prevent them giving
their full attention to what they hear
‘The radio may e in the kitchen and
the lousewile in the living room
running the vacuum cleaner.

“My interviews have revealed that
between 10:00 and 10:20 a.m., most
housewives ave sitting down drink-
ing coffee. With the radio turned
on, this time they are ypeally hsten-
ing,” he concludes.

Citing an example of how the in-
terviews have reflected on program-

ining, M. Campbell 1o w day
time dranr.

“I wis anuized 1o discover how
many listeners wanted to hear day-
time drama. CKCW had dropped
its soap operas five or six years ago.
Now the sution has veinstated a pro-
gram lrom 10 to 10:15 aan. Another
progranr goes on now at 11:30 aan.
It was found that long featuves were
wasted e times when housewives
were ‘umed-in’ rather than Listen-
ing,” he points out.

AV C:nnphell"s research alsa ex-
plores listening 1astes in relation to
cconomic strata, he explained, giv-
ing what he calls au “impressionis-
tic” view ul 1he audience.

“It was surprising (o fund chat a
large nmumber of people in a low-in-
comic category were anxious for more
news and commentary,” he reveals
“Although these people da not rep-
resent the nwjority ol this groyp,
they constitnte a large part.”

Stations in the Atlantic area can-
not afford 1o be as highly specialized
as those in larger Cimadiin nenkets,
he remarks. “However, the more
knowledge a station has of s andi-
ence, the more effective its program:
ming.”

BBG Asks Stations’ Opinions

Canadian broatlcasters were urged
recently to send theiy suggestions
and recounmendations lor changes i
the radio regulations o the Dourd of
Liroadcast Governors.

Dr. Andrew Stewart, drarivman of
the BDIG, asked lor n])iniu'ns on
three phases of broadcasting:  The
desire for ore satislactory  pro-
gramming, including station promo-
tion: more diversification in, pro-
grammiing, and a better dispersal of
advertising messages during the
broadcasting period. ¢ » «
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Standard Rate & Data Service, Inc.
announces a new concept
in service to the advertising industry

BARNARD, INC. s

a complete
advertising ’ media ’ market
research center

specializing in the application of
electronic computers and offering:

= media analyses

by type, market area coverage,
advertising / sales ratios

= media analyses

by population, consumer spendable
income, retail sales, etc. (in specific
product lines)

= consumer studies

by mail questionnaire and/or per-
sonal interviews

= readership studies

the exclusive Advertising Impact
Measurement technique developed
by SRDS

An important step in a program for
developing automation and elec-
tronic data-processing techniques
has been taken by STANDARD RaTeE
& Data SeRvICE, INc. with the acqui-
sition of BARNARD, INC., twenty-year-
old tabulating and research service
firm. As a result, integration of the
facilities and extensive data accumu-
lated by the two organizations will
provide a complete advertising/
media/market research service from
one central source.

U. S. RADIO e November 1960

Services like these

Complete market analyses by Metro
Area Rankings in population, Con-
sumer Spendable Income, C.S.1. per
Household, Retail Sales, total and
specific product categories—all from
SRDS’ authoritative Consumer
Market Data, up-dated twice a year.

Your advertising coverage percen-
tages summarized for each of your
product sales areas, by product—

your coverage applied to household /
population/retail sales of your prod-
uct category within your salesareas—

your advertising expenditures ap-
plied against product sales by area,
by medium, and an advertising /sales
ratio produced for each—

vour advertising/sales ratios, per
thousand population, with the per-
centage of change for the current
year, previous year, and a 12-month
moving total—

circulation coverages—by counties—
within your selected product sales
areas, for every newspaper (daily,
weekly, and Sunday, A.M. and

phone, wire or write—

BARNARD,

(An SRDS affiliate)

P.M.), every magazine and Sunday
supplement—plus TV and radio sta-
tion coverages in these same areas.

BARNARD is now completely organ-
ized to handle extensive consumer
studies, including consultation and
formulation of objectives, sample de-
sign, preparation of questionnaires,
mailing or interviewing, tabulating
and preparation of complete presen-
tations with a thoroughly experi-
enced and highly conscientious staff
of account supervisors and IBM-
trained technicians.

Additional new techniques and
services are also planned to imple-
ment SRDS’ concept of “growth-in-
service” to the advertising industry
through electronic data-processing.

In brief, with this new centralized
service you can get high-speed,
economical help in advertising eval-
uation and scientific budget appor-
tionment — “‘before-the-fact”—and a
precise means of measuring and
evaluating advertising sales results
by products and markets — “after-
the-fact.”

INC.

432 Park Avenue South * New York 16, New York « MUrray Hill 9-6250

www.americanradiohistorv.com

67


www.americanradiohistory.com

South Bend’s

Your
Best Bet

Put the odds in your favor — pick
the South Bend market. With a
Mectro Area houschold income of
$7553 South Bend whips the state
average of $6127 by many, many
lengths. And this is only one part
of the South Bend marker. Project
this basic area to the 36 Indiana and
Michigan counties covered by
WSBT, and it parlays into an arca
with over $3.5 billion buying power!

WSBT is the area's favorite . . . dom-
inates every 15 minute segment of
every broadcast day from South
Bend. The leading station in onc of
the midwest’s richest markets. So
put your products in the winner's
citcle; pick the South Bend market.
and its dominate station . . . WSBT.
Call your Raymer man for complete
details. He'll trot right over.

Ask Paul H. Koymer, National Represenfotive
5000 WATTS

SOUTH BEND, lNDlANA
FIRST IN SOUND ADVERTISING

68

radio
research

Broadcast Research Needs Major
Overhaul, Says Pulse Executive

Broadcase research is in need al an
overhaul because it is our ob gear
with the requirenents ol maodern
selling and buying of national spae,
according o Dr. Svdney Roslaw,
president of The Pulse, Inc.

[n a speech belore the Omaha Ad-
vertising Club, he asked “Whit can
the broadeaster hope lor under pres-
cut ratings research?” With tune-in

L below 20 percent shared by us many

as HF ta 20 stations in some markets.,
the hroadeaster is handicapped when
he tries 1o ingluce the advertiser o
buy vonerush hour times, he pointed

ouf.

“And what about the buver of
time? Does the quanter-hour rating
tell i how elflective hiy advertising
message may be? With the trend
away Irom fixed posidoir buying,
with the advantages inherent in fre-
quency and totality ol mpressiom,
how can the timebuyer justity his
purchase ol broadeast tinae only em
ratings?”

In order v make the total broad-
cast day more protdoctive w buyers
and sellers, Dr. Rostow indicated
that research is needed in thiree areas
—requency, veadr and quakity.

“Since the advertising message is
spread across the periods ol time, the
average nirting ol the ume peviod
will suffice, vacher than quarter-hour
ratings.

Using five spots distributed across
a tuee-hour periad as an example,
Dr. Roslow maintained it is not nec-
exsary to know five individual rap
mgs. “lt is sulhcient o know thit
the average raiing at any moment in
the three-hour period is a certain
size. The five spots may be mulu-
plied by this rating to yield the
measure of {frequency of impres-
sions.”

Calling auwention to reach as a re-
search area that needs development,
Dr. Roslow statedl: “The advertiser
should know the total number of un.
duplicated impressions delivered, or

the wtal of yuduplicated persons ax
homes drat teceive the advertsed
message. We need 1o do additional
developtuental  research 1o
some understanding of how mamny
spots distributed across a broad time
period are needed wx achieve the cu-
mulipove vr reach ol Lthe tie span.”

obtain

Turning ta measurement of ¢ual-
ity, Dr. Roslow explained that such
vesearch wanld enalsle the advertiser
moearhy the audience with the great-
ost nusher of potential custsuers
{or the product advertsed.

“Do the qualities of this audience
nutch the quatities or characteristics
of potential customers tor tvlign the
product is designed?”

“Suppese you ave ant advertiser 1
the automodive field. Would it mean
imything 10 know that in g given
market 35 percent do not own aulo.
imobiles—but that on one radio sta-
tion only 21 percent do ot own
autos? Would reach and frequency
(keeping cost in mind) be best ap-
plied o this station for products like
tires, gasoline, seat ¢overs, paint jabs
and accessories?”

Qualnative research cam be valu-
able 1o management, Dr,
Roslow suggested. Research of the
audience’s opinion of various sta-
tions in a marker can be used by
managenent to detenmine whether
they are reaching their goals, he said.

station

“For example, ir 1 New England
market, 14 percent ot the popula-
fion wanted one station retained
while only three percent expressed
such a vote tor dre Taste station.

“Do you operate a station in which
people have confidence? For exam.
ple, il conllicting news acconnts
were aircd over several stations,
which one would be believed? In a
survey ol one market, 26 percent
would believe the highest station
while only two-antd-a-hall percent
would believe tre lase station,” ve:
ported the Pulse executive: o o o
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Farm Lots ... Meetings, Too

Wading through stockyards, feedlots, attend-
ing county farm meetings and dealer sales
meetings, KCMQ Farm Director George Ste-
phens and Farm Reporter Paul Pippert
gather the news where it happens...when
it happens.

By objectively analyzing, interpreting and
reporting all agricultural events, farmers
within our 200-mile-wide area gain greater
insight on markets and new farm develop-
ments.

That's why farm folk (and thousands of
decision-making absentee farm. owners liv-
ing in Metropolitan Kansas City) consider
KCMO-Radio and KCMO-TV “musts” for up-
to-the-minute farm coverage.

Beaming out at maximum power, KCMO-
Radio (50,000 watts, reaching 800,070
homes) and KCMO-TV (100,000 watts, in-
vited into 616,940 homes) give you our en-
tire area potential of 2,320,499 cash cus-
tomers at low cost-per-thousand.

% AREA POTENTIAL

D@Wf% @W/ Dﬂ @TV-Radio-FM

E. K. HARTENBOWER, V. P. and Gen, Mgr,, R.W. EVANS, Radio Sta. Mgr., SID TREMBLE, TV Sta. Mgr.

Represelted Natiorially by Kafz Agency

A Meredith Station Affiliated with *‘Better Homes and Gardens' & YSuccessful Farming' Magazines.
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names and faces

Noting the Changes Among

The People of the Industry

AGENCIES

George C. Reeves, manager, J. Walter Thompson Inc,
Chicago elected vice-president.

Radford Stone, Harvey M. LaTerre, formerly ol NBC,
and Ken Shaw, Paul Bures, previously with ]. Walter
Thompson Inc., New York, appointed to media depart-
ment, Ogilvy, Benson & Mather Inc, New York.

Ruy Passman. div. of radio. 11 and motion picuure dept,
and Alvin Kracht, former associate media director, both
uamed vice-presidents by J. M. Mathes Inc., New York.
Albso at Mathes, M. J. Holmes Jr,; formerly asst. mer-
chandising manager with Rheem Manulavturing Ce.,
appointed media buyer.

Havold Miller. formerhy v.p. in charge ol media, BRenton
& Bowles Inc, New Yok, elected v.p. and awociate

STATIONS

Cal Culver, lormer staiton manager, KFYR-TV Bis.
marck, N. )., named station maifager by KBOM, Bis-
marck-Mandan.

Dwight Case, lormerly gen. sls. imgr.. KRAK Sacramento;
William Holuyser, previously with KFRC San Francisos
Sam Posner, formerly gen. mgr., KBAY-FM San Fran-
cisco, named account executives at KQBY San Francisco.
Stuart C. Burr, salesman lor Edwards Co., g, named
sales accouint exec. at KRLA Los Angeles.

Dick Stone, account exec., Avery-Knodel Inc., New York,
and Don Huber, account exec,, Curtis Advertising Co.,
New York, named to sales stalf, WABC New York.
Janew Bvers, previously advertising and sales promation
mgr.. KYW Cleveland, appointed advertising manager
for Crowell:Collier Droadcasting Inc. and KFWT 1ol
lywoodl.

George S. Dietrich, formerly with NBC Spot Sales, ap-
pointed. station manager., WNBC New York,

Donald R. Rupert, account exec.,, WRIT Milwaukee.
promoted to sales manager,

Joliy Rhys Evans, previowsly accoum exec.. KIRO Se-
attle, becomes nitional sales manager, K BCS-F) Seatrle,
o general nanager, KRID Mason City, la.

Mrs. Shirley M. Ouw, formerly sales manager, promoted
to general manager, KRID Mason City, la.

Edward R. Roaney, formerly with Cincinvnati Suburban
dell Telephone Co., named account exec. at WKRC
Cincinuati.

Sheldon Engel 1amed general imanager, KXIV Phoenix,
Ariz.

Judith Lawten, formerly asst. dir., radio-ty, Vance-Faw-
cett \ssociates, Hawait, becomes statioyr manager, KNDI
Honolulu.

E. C. Hughes, account exec. witli KIEV Glendale, Calif.,
named iiccount exec. at KLAC Los Angeles.

’\ P
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media divector by Grey JAdvertising Iuc, New York.
Samucel B, Viw, vop. at Doherty, Chifford, Steers & Sheir-
fiel<] Inc.,, New York, '.uppoinled media director; Jane
Haeberly appointed producer, vadio and tv department
William M. Schuick, tormerly direetor ol new products,
Colgate-Palmolive Inc, numed v.p. and dir. ol marker-
ing at Donahue & Coe Inc, New York. Agetey also
apponrted Lawrence D, Gibson, Tormer wmarketing re-
search director with \American Molasses Co., to v.p. autl
research director.

James AL Jordan, formerly with Bartell Broadeasiing Ca
Inc., San Francisco, and J. €. Danielson, Torm  new
agendy, Jordan Danielvon Advertising, San Francisceo.
Jack Cantwell moves [rom Compton Advertising Ine,
New York, to Sullivan, Staulfer. Colwell & Bavles Inc.
New York, as viee president.

REPRESENTATIVES

John Faleetta, previously asst. dir., siles promotion TR
Representatives Tue, New York, named to heawd promo-
ton-publicity «eparmment, ‘T'he Bolling Co. Inc, New
York.

John 8. Hughes promoted Trom sales stafl to asst. siles
mgr. lor vadio, wmird Donald F. McCarty, [ormerly with
S. E. Zubrow lInc, Philadelphia, named to radio sales
stall, Avery-Knodel Inc., New York.

James A Gunn, previously with Z1IV TV Filns, named
v.p., Feltis/Gunit Inc, Portland, Ore, ollice of Felus/
Dove Dever/Cannon Inc., Seattle.

John AL Garland moves lromm New York retail sales divi-
sion, Scott Paper Co., 1o sales stalf, Denvey-O'Connriell
Inc., New York.

Mort Basseti, fommerly with Forjoe & Cd, New York,
named exec. v.p., Broadeast Tiume Sales Inc.

NETWORKS
Craig Rogers, KNX Los Angeles account exec., becomes
Pacific Coast Network Sales Manager, CBS Radio.

INDUSTRY-WIDE
John Boesel, formerly account exec,, promoted 1o vice
pres., broadeast div., A. C. Niclsen Co,, Chicago.

Dale Woods, formerly regional manager with Radio Ad-
vertising Burcau, New York, named div. wmgr, RARB
menmber service departntent.

Eliot S. Baker, lormerly with enginecring producis div.
ol RCA, named marketing manager, industrial and gov-
crnmental broadcasting div, Induswial Transmiters &
Antennae Inc., Lansdowne, ’a.

George C. Wewmore, formerly stalf engincer, Page
Creuts, Steel and Waldschmitt consulting  [rm,  ap-
pointed broadcast  consuliant  coordinator by Collins
Radio Co., Dall:is.

_‘ \." A &
Baker Rupert Cartwell Wetmore
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MICROPHONES

—a type for every requirement

Check your microphone requirements, today. Do
you have one for each purpose — remotes, an-
nounce, interviews, boom, general purpose? Use
the handy order coupon to order any microphones

you need.

FINEST QUALITY MICROPHONE

Standard microphone of the industry. the
RCA 77-DX offers full range frequency response
with a choice of three pickup patterns. Avail-
able in a satin chrome finish for radio and a
iow gloss gray for TV, it will offer years of
rugged dependable service. $180

PERSONAL MICROPHONE
Ideal for Remotes

Wherever a small inconspicuous microphone is
needed the BK-6B can be used. This 2.3 ounce
unit offers excelient reproducfion for every
speech application both in the studio and in

the field. $82.50

HIGH-FIDELITY UTILITY MICROPHONES

General purpose BK-11A microphone is the
modern version of the very famous 44-BX. 1t
is ideal for every studio use, especially live
music pickup. The BK-11A is an economical
high performance unit designed for years of

NOISE-REDUCING BOOM MICROPHONE

Here is the highly directional BK-5A micto-
phone for TV boom use. Its pickup pattern
effectively reduces noise while offering full
range highest quality pickup of the ‘desired
source. The BK 5A is also an excellent choice

rugged service, $125

for control room use. $165

COMMENTATOR MICROPHONE

The BK-1A is a fine microphone for interviews,
panel shows, and all general announce work.
Its Tugged construction and ifsensitivity to
wind and mechanical vibration make the BK-1A
ideal for outdoor remotes. $75

in Electronics

The Most Trusted Name

® RADIO CORPORATION OF AMERICA

ORDER NOW BY MAIL!

Order any of these five microphones for prompt delivery.
Send check or money order with your order and micro-
phones will be shipped prepaid. Mail your order to RCA,
Audio Sales, Broadcast and Television Equipment Division,
Building 15-6, Camden, N.J. Use coupon below.

RCA, Audio Soles, Braadcast ond Television Equipment Divisian, Dept. N-337
Building 15-6, Comdeny N.J.

Please tend the units checked. Check enclosed []

]177-bx (] BK-6B ] ek-11A [ Bk-1A [ BK-5A
Address.
City — Zane State

Enclase remittance with-arder ond sove shipping charges.

|
|
{
|
| Send ta
|
|
|
i
|
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EDITORIAL

. « » Negro radio gains

‘OPERATION BOOTSTRAP’

The past year Tus been one ol the most sig:
nificant in the history ol Negro radiv. This
specialized medivm, swhich traces its beginnings
to only 12 or more years ago, is undergoing what
«an be termed “operation bootstrap.”

In a quiet, unheralded way, Negro radjo nuan-
agement has wkerr the imuative ot only to
widen ity appeal o national advertisers, but 1o
strengthen the link with its Hsteners through in-
creasedd community service progrinmmning g
activities.

Not that business (local or national) iy ofl.
On the contravy, questionnaire returns [ront
v.s. kamo’s third annual survey of Negro radio
shows that aif impressive year in advertiser ac-
cepiance has been achieved (see Negro Radio
Embarks on New Challenge, p. 21)

NATIONAL STRIDES

Like niost radio, the majority of business for
the average station is from locil custoners (see
capsule success stories, p. 31). But important
strides continue 1o be made eaclt year at the na-
tional level.

Representatives who handle Negro stations me
not only satisfied with the results achieved this
vear, but they are optimnistic 1o the point that,
they feel “the surface hias only heen scrawched.”

They are convinced that their efforts direcied
at agencies and adverusers will pay off handsome-
ly in the months to come.

A major need at the madonat level is more
definitive and  authoritative research,  Here
again, however, positive action is being taken
by a4 number of stations.

In the mauer of programming, # majority of
stitions report o new emphasis is being put on
counmunity service programming and projects—
“the cement that binds statdon to audience.”

A new “professionalism™ nr the sound «af Ne-
gro stations is the way one executive zlescribes
what is happening. This invludes better news
coverige, more selective music and tighter pro-
duction.

LAUNTHING OF NRA

But af mene ol these things had happened,
this past year would still be recorded as one of
the big ones. \Why?

Because it marks the formation of the Negro
Radio Association, formed last August, and a
dues-collecturg organization ellective January 1.

Not yet olf the launching pad, the NRA holds
great promise, as any plinr for concerted aciion
does.

The early days ol any association, however,
are always the most difficule. The initial chart
ing of objectives andl the lining up of wember-
ship are among the many problems fhat are cer-
tain to be meL

The NRA appears to Itave heen well received
by stations. U. s. Ravio helieves the goals are
well-conceived and the tunfug is righ.

U. S RADIO
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