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BUILDING PROGRAMS: In October, 1960, ABC Radio made a major program change — introduced "Flair“]
in the afternoon — gave ‘“The Breakfast Club'' a modern sound and put more freshness and vitality into its
News programs.

BUILDING LOCAL RATINGS: Immediate results showed in big and small markets alike with improved
ratings — KMBC, Kansas City — share increase from 23.39% to 37.59%; WWIN, Baltimore — 12 times the audi-
ence versus last year; KALB, Alexandria — led all rival stations 3 to 1 in all time periods; WNDU, South Bend —
“Flair'': Share 46.39% — double the preceding program and 120% higher than the next highest station —
WMNI, Columbus — increased share from 12.0% to 26.09% with Flair and increased share from 6.0% to
15.0% in Breakfast Club.

BUILDING NATIONAL RATINGS: As the new programming caught on in market after market, the
national Nielsen showed ABC Radio up in all program categories (Nielsen, February 1, vs. January 2). “‘Break:
fast Club' +13%, “Flair’’ +409%, Weekend News + 309, Weekday News, +539%.

BUILDING SALES: The end result — the one that means most to slations and advertisers — SALES FOR
THE FIRST QUARTER — Breakfast Club up 11.29%,; Weekday News up 11.09% Five Star Final up 23.3%.

BUILD WITH THE NETWORK THAT I8 BUILDING TOWARD THE MAGIC MARKET QF TH
80's —ABC RADIO.
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An encore for three of
our “personalities.”
Good sports. Attractive
people interested in
the Metropolitan

way of life.

METROPOLITAN
BROADCASTING

5 Fast #7th Street, New York ¢}, N

> @

TELEVISIOX STATIOXNS
WNEW-TV New York. N.Y.
WTTG Washington.D.C.
KOVR Sacramento-
Stockton. California
WTVH Peoria,lllinois
WTVP Decatur. Ilinois

RADIO STATIONS
WXEW New York.N.Y.
WHE Cleveland.Ohio
WIP Philadelphix, Pa.

4 DITISION OF METROMEDIA4,INC
other divisions are:

Foster and Kleiser, Ontdoor ddveertising
operating in Washington, Oregon,
Arizona and California

Worldicide Broadeasting, WRUL Radio

GOWN: LANYIK-CASTILLO, FARIS, PHOTO: PETER FINKX
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WOQXR wins George Foster Peahody

Award, hroadcasting’s highest

honor, for its musical “specials”

and its “total programming of music

...0f the highest order”

In its 25th year as America’s number one good
music Station, WQXR has been awarded for
the second time tlie highest hortor ip radio and
television—the George Foster Peabody Ayward
for distinguished achievement in broadcasting.
It 1s alsa the first Peabody award for radio

entertainment made since 1956.
In citing WOQXR, the Peabody judges saidy

“During 1960 the line ‘For 25 years America’s
Number One Good Music Station’ was more
than a slogan in the case of WQXR, Its ‘musiczl
spectaculars’ and its total programming of
music were indeed of a high order. In recogni
tion, this station has again been chosen for a
Peabody award, tlie first having been presented
in 1949.”
L ] (] L J

Twelve years ago wher they first cited WQXR,
the Peabody judges said that “no station airy-
where has devoted more time or more intel-
ligent presentation to good music tlian has

WQXR." This year's award reaffirms this

J. S. RADIO fApril-May 1961

judgment. And it underscores what nearly 400
advertisers know full well: that WQXR's fine
musjc compels attentive listening and active
response among 1,250,000 families who con-
sider WQXR their finest and most consistent

source of good music.

1560AM 96.3FM

wwWwW americanradiohistorv com
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Now Godlrey
can sell for
you morning!
noon &night
weekdays &
weekends

.with the

new Godirey
Extension Plan *
onthe CBS
Radio Network g
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ODFREY in a varniety of peak
listening times. Godfrey when
men (and wives who work) are home!
Now vou can put Arthur Godfrey's
unrivalled salesmanship to work with
full flexibility. The new Extension
Plan offers the specific audiences
vou want, at strategic timnes, plus the
greatest salesman 1n broadcasting.

DVERTISERS who sponsor one ten-
Aminute segment of top-ranking
Arthur Godfrey Time can npw buy
six_additional program-integrated
Godfrey commercials—as only he
can deliver them—placed where they
promnse to do the most good.

HIS PLAN really extends your

Godfrey Time buy. Typically,
1t just about triples the number of
different people reached and gross
weekly audiences go up almost six
times. And this 1sn’t just more people
reached. This is more people reached
—by Godfrey! It is a most impressive
new advertising opportunity. We’'d
welcome your reaction to it. Call
your CBS Radio Network represen-
tative for full information.
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Latest rating figures* show:

WGN Radio h#s Chicago’s most
favorable image!

WGN Radio reaches more people!

WGN Radio has the highest aver-
age quarter-hour audience for en-
fire week!

WGN Radio is, No. 1 Chicago sta-
fion 1n total audience!

WGN Radio has highest average
hourly share of audience—12 mid-
night—& a.m.

WGN Radio delivers an adult au-
dience! More than 9 of every 10
listeners are adults!

For full facts on why adult listeners
like WGN Radio’s sound, adver-
tising and programming, write to
WGN Research for a study by
Market Facts, Inc., on the images
of Chicago radio stations.

*Nielsen — Dec./Jan., 1961. Pulse —
Dec., 1960, Post-midnight study. Pulse
1960, Audience composition reports.

In Cliicago

WGN RADIO

means quality progrannning
and dedicated community service

Chicago: 2507 Bradley Place,
LAkeview 8-2311
New dork: 220 E, 42nd Street,
MUrray Hill 2-7515

Represented by Edward Petry & Co., Inc.,
except in Chicago, New York, Philadelphia
and Mikeaukee

Membsr of Quality Radro Groap, Inc.

. S. RADIO/April-May 196
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OUNDINGS

news & interpretation

There are indications that some radio advertisers are running counter to the
“flight” trend in radid. Ocean Spray Cranberry Juice, for example, had been buying spot-
tily in short flights in a limited number of markets in New England. Through BBDO Inc.,
New York, the company has just started 52-week buys jr about six rmarkets, inciuding
New England and Philadelphia.

As part of its campaign to alert U. S. advertisers and agencies to the potentia| of
radio advertising in foreign markets, international shortwave station WRUL, New York, is
taking the research bull by the horns. It has launched project INTERCAP (International
Continuing Audience Profile). This will provide a continuing survey of radio audiences in
markets that WRUL reaches (described as two-thirds of the civilized world—Latin America,
Africa and parts of Europe). The reports will feature qualitative and quantitative data and
tan be placed in a loose leaf binder that wil| be provided, First survey results are ex-
pected to the available in August.

Personal missionary on behalf of radio. The Colorade Broadcasters Association's
new effort to stimulate the buying of radio (and tv) time is based on an intra-state public
relations and promotion program. It has retained Dean Faulkner, Denver broadcast pro-
motion man, to act as the organization's spokesman. He will attend business group cop-
ventions and conferences within the state to boost the use of broadcast advertising. The
Chamber of Commercé meeting May 5 in Cdlorado Springs was the second effort in this
new promotion.

Targeting in on other media, as opposed td turning the gun on one's own house, is
something radio is learning to do more of each day. CBS Radio Spot Sales research, going
after magazine money, has provided an analysis of the number of homes in the WCAU Phil-
adelphia audience compared with the homesreached by six ieading consumer magazines.
The eight-county Philadelphia metropolitan area used in the analysis includes: Bucks,
Chester, Delaware, Montgomery and Philadelphia in Pennsylvania and Butlington, Camden
and Gloucester in New Jersey.

Here's what the figures look ]ike:

% OF 8-COUNTY AREA NO. OF HOMES
WAL RATI0 ... cseonscoesocsssseoge css ecsssssssspessesassssssess sengessens 763% 942,000
Good Housekeeping ........covveveeenne. - __ 10.9% __138.480
Ladies HOME JOUMNAD .vvvreriirernneinssreseemsncsssisenrosssssaseensnsnes 13.1% 166,669
R R T ) 183,530
I — 120% 152930
Saturday Evening Post ............ Cmp e R 11.1% 142,012
TIME oo — . T - 6.0% 76,746
Magazine criculation spplicd sgainse 1/1/60 Sales Management Homes. (Contin ued)

U. S. RADIO /April-May 1961
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SOUNDINGS conines

news & interpretation

And speaking of meagazines, radio came in for an unexpected boost in a special study
for Seventeen magazine, based on depth interviews with 4,532 f{eenage girls. It shows that
this vast market, which according to the study represents about $4.5 billion annually, has
its ears tuned to the radio. Frank Boehm, director of research, Adam Young Inz., has pre-
pared a special presentation of the study covering, among other things, the following facts:
Radio led other mass media as the choice of diversion during the day and evening. After
getting up in the maorning, 16.5 percent listened to radio, 14.4 percent read newspapzars and
4.5 percent watched tv. After coming home in the afternoon and until dinner time, 16.5 per-
cent listened to radio, 11 percent watched tv and 5.8 percent read. After dinner until bed-
time, 22.1 percent listened to radio, 10.2 percent watched tv and six percent read for pleasure.

May is radio mionth. And across the country stations are busfly promoting the theme
“the best sound around.” Many radio operators are using the material provided by the
National Association of Broadcasters, including custom jingles produced by Faillace Pro-
ductions; promotion and program ideas; special announcement copy of all lengths; bump-
&r strips; news releases, and mats for newspaper promotion.

Negro-appeal radio is coming in for a big boost on the national scene. With the
appointment of public relations and research counsel by the Negro Radio Association's
bvard of directors, a major image-building push is expected to be launched. The objectives
of the NRA are many: to build advertiser-agency acceptance of Negro-appeal radio, to de-
velop and jmprove programing and to promote and disseminate news about this specialized
medium. The NRA was formed in the fall of 1960. President and chairman of the board is
Francis M. Fitzgerald, president of WGIV Charlotte, N.C.

In the June issue of v.s. RADIO, the lead story will present

an 1m-depth report on radio amd the auto makers, It will

NEXT tell how the Detroit giants use radio and why., A special

featurc of the report will chart each car company’s agencies,

MONTH. account men and timebuyers. Secondly, Governor L.eRoy

" Collins, president of the National Association of Broad-

casters, will reply to the open letter u.s. RADIO sent him this

month. The letter deals wrth the aspirations of the sound

medium and its hopes and needs for the future. Another

feature article will delve into the burgeoning teenage manr-

ket and its implications. A highlight of this analysis covers

magazine rescarch that shows radio is the favorite mass

media diversion for this mulu-billion dollar market. An

appraisal of the new sterco development and what it mecans

to radio will also be presented in the June issue. The story

will sound out comment [roin important exccutives in
broadeasting, advertising and nmanufacturing.

U. S. RADIO/April-May 1961
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talk...

' is only as good as the talker, and the talkers on one New York radio
station bring entertaining and articulate conversation for more than
20 hours a day to America’s largest station audience. A recommen-
dation of your product by these personalities means a marked in-
crease in sales. That’s why, year after year, more advertisgrs use

; this radio station than any other in New York! The next tithe you
buy radio, why not make it the one station where talk gets results —

WOR-RADIO 710 /fm 987/ An RKO General Station
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When 1 was sick and lay a-bed,
1 had rwo pillows at iny head,
And all iy toys beside me tay
To keep me happy all the day

And sometimes for an hour or so

I watched my leaden soldiers go,

With different uniforms and drilis
Among the bedclothes, through the hills

And sometimes sent my ships in fleets
All up and down arnid the sheets,

Or brought my trees and houses out,
And planted citics all about.

I seas the giant great and still

Thar sits upon the pillow-hill,

And sees before him, dake and plain,
The pleasant land of counterpane,

Robert Louis Stevenson
e =)

Maybe it's leaden soldiers. .. or ships in fleets.. . or little
toy cities . . . sent by the WLW Stations to children in hos-
pitals that help Keep them “happy all the day.”

We hope so. Over the past nincteen years, the Crosley
Broadcasting Corporation Ruth Lyons Annual Fund has
collected almost two million dollars for children in thirty-
four hospitals, with last year's record vontribution of over
$315,000.00.

This is more than the policy . . . this is the spirit of the
WLW Stations — to serve their communities in cvery way,
especially to remember those who are forgotten . . . like
the little “giant great and still that sits uponthe pillow-hill.”

Naturally, we are proud of our reputation in the com-
munications industry. Bul we are most proud when our
ratings and statistics, when our business and technology
are pleasantly lost for priceless moments in such lands of
counterpanc,

Yes, this is our pride — but also our privilege,

| WLW-T

Taleuicign
Cincinnati

WiLiwW-¢ WLW-D
Television the Television
Calymbus dynaunic Doyton

Crosley
Stations

wWLW-A wiw-|

felevision
Indianapolis

Television
Aflonto

Crosley Broadcasting Corporation,
a division of Aveco

U. S. RADIO /April-May 1961 13
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- .

AM STATIONSON AIR* . . . .« .. .. ¢ .u....... 3561

FMSTATIONS ON AIR* , . . . ., . . v = s c s o e o+.52. 856

.. 1,115,029
156,394,000
CARRADIOS: . ........v...........40387000
FMSETSINUSE} ... .....%«....%.... 15500000

SETS MANUFACTURED** , . . . « « « « “« 4 v

»

RADIOSETSINUSE . . . . . . ¢ ¢y ¢« 5 a5 o o

L

S — R e, e R e el

AM STATIONS ON AIR: The nunber of am stations on the 2ir at the end of March, 3,561,
represents an increase of five stations over the previous month. Applications pending:
560; under construction: 150.

FM STATIONS ON AIR: The 865 fm stations on the air in March include 17 more than
the previous month. Applications pending; 71; under construction: 206.

SETS MANUFACTURED: Total radio production for February, 1,115,029, includes 307,-
973 auto radios and 50,421 fm radios. Total radio sales, excluding auto radios, is 666,228.
Total radio production cxcceded that of January, the previous month, by 24,956 scts.
However, the cumulative total for 1961 lagged behind the same period last year by 593,-
054 scts. Most of this decline is attributable to a decrease of 534,224 auto radio scts com-
pared with last year.

NETWORK: Standard Brands Inc. leads network advertisers in terms of total home broad-
casts according to A. C. Nielsen Co.’s monthly index for four weeks ending March 5. There
arc 220 broadcasts for a total of 118,641,000 honic broadcasts delivered. Pharmaco Inc.
registers in second position with 260 broadcasts and 110,592,000 home broadcasts delivered.
Following in third, fourth and fifth are R. J. Reynolds Tobacco, Sylvania Electric Prod-
ucts and Time Inc. For total commercial minutes delivered, Sylvania leads with 88,694.-
000. Standard Brands follows with 87,115,000. Pharmaco, Time and International
Mincral and Chemical Corp. rank third, fourth and fifth.

LOCAL: Total sales at KRAK Sacramento for the first quarter, 1961, show an increase
of 27 percent over a comparable period last year, according to Golden Valley Broadcast-
ing Co. Local business showed the greatest gain. increasing 95 percent.

" 0. Mareh, ?*FLA, Februsry, {ILAD estimats.

14 U. S. RADIO/April-May 1961
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utual coverage wraps up the buying dollars
Mutual Radio Is strongest where the buying is biggest. 70% of all
drug store sales and 667% of all food store sales are in A and B markets (ask
Nielsen) —and Mutual now wraps up 66% of its radio audience in these
markets! Mutual covers 87 of the top 100 markets with local affiliates —more

than any other radio network. Got a food or drug store account in the
house? Buy Mutual Radio—and you've got it covered at the point of sale.

MUTUAL RADIO

A Service to Independent Stations .
Subsidiary of Minnesota Mining & Manufacturing Company ,@

h"'_

inhistary.

NTION NAB CONVENTIONEERS! MUTUAL RADIO HOSPITALITY SUITE, E.420 SHERATON PARK HOTEL.
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Salesclerk
ina
$355,000,000*
SUPERmarket

it you onloh
ﬂ yirﬁ'olef

WSPD — number one by
every audience measure-
ment — Hooper, Pulse,;
Nielsen. Alive 24 hours a
day with effectjve pro-
gramming and talent to
bolster your sales. More
national and local adver-
tisers than any other
Toledo station.

*annnal food sales in
WSPD's eirculation area

Let a Katz Representative help
you select the most persuasive
times.

WSPD -Radio
. NBC-TOLEDO
o STORER stution

Nalional Sales Offices:

625 Modison Ave., N.Y. 22
230 N, Michigan Ave.; Chi¢ago T

16

- wanny amaoricanradiahistaryy. caom

TIME BUYS

AMERICAN MEDICAL ASSOCIATION
Agency: Klau-Van Pictersom-
Dunlap Inc,, Milwaukee
Fm has picked up a nice chunk of
business from the AMA, which .is
using the *prestige” f{requency to
gain support for its opposition to
the administration’s old age mecdical
care programs. Fm stations in 40 top
markets started carrying the spots as
of April 24 and 26. Frequencies
reach a peak ol ]00 spots per station
for a maximum six-week period.
Spots are transcribed and take an
unusual tack: the agency selected
professional people —a doctor and
lawyer —and a housewife, among
others, to state why they oppose the
bill and voice support {or the AMA

choice, the Kerr-Mills bill.

The agency suggested fm because
the audience has a high percentage
of well-educated people who are apt,
to be influential opinion leaders in
their communities. Buyer is John
\Wussow.

AMERICAN TOBACCO CO.

Agency: BBDO Inc., New York
Product: Lucky STRIKE

Placements for Luckies have been
made in 50 markets for a start the
last week in April. Frequencies num-
ber from 30 to 60 spots a week. Some
markets are major, others selected.
Transcribed minutes will be on the
air for 15 weeks. Multi-station buys
were ordered. Timebuyer is Hope
Martinez.

BRIOSCHI CO.

Agency: Ellington & Co., New York
Produtt: BRIOSCII TABLETS

Brioschi kicks off anather flight in
May, this one o last for 6 wecks.

e R ]

Frequencies vary by markets, which
svill number from 10 to 12. A maxi-
mum of two stations in each market
will get the schedule. Minute an-
nouncements will be transcribed.
Dan Kane, media director, is making
the placements,

CITIES SERVICE cO.

Agency: Lennen & Newell Inc.,
‘ New York
Product: GASOLINE

On May 7, Cities Service 1961
summer driving campaign will break
in 30 markets. Drive-time is the
favorite for about 30 spots per week
per market. It’s a multi-station buy.
Bob Kelly is the timebuyer.

CRANBERRY ASSOCIATION
Agency: BBDO Inc., New York
Product; OCEAN SPRAY CRANBERRY
JUICE

After monzths of running small
flights in a few New England mar-
kets, Ocean Spray has signed a 52-
week contract for radio spots in six
markets. Starting date: May 1. New
England is still the stronghold, but
schedules have been placed with
Philadelphia stations. The first 13
weeks mark the heavier frequencies
for this one, tapering down after
that unless the advertiser decides on
more. All spots are minutes.

E. F. DREW CO.

Agency: Donahue & Coe Inc.,
New York
Product: T"RI-NUT MARGARINE

Spots opened in 10 markets the
week of April 20 for Tri-nut for a
I3-week campaign. Freguencies hit
4 high of 40 spots a week. The buyer
i Harry Dirando,

(Cont’d on page 74)

U. S. RADIQ/April-May 1961
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Philadelphia’s Strongest Selling Force To 700,000 Negroes...

NOW FOUR TIMES STRONGER!

WHAT's 'big, new 1,000 watt all-directional wallop gives you
the only sure way to reach and sell all of Philadelphia’s Negro
spenders . . . America’s solid third Negro Market.

Now WHAT's prestige personalities are carfying quality
Negro Radio to thousands of new listeners. What's more, you're
looking at the “sellingest” group of air people in Philadelphia,
as scores of local advertisers will verify. Now, by a wider mar-
gin than ever, the strongest selling force you have to command
in more than 26%* of Philadelphia's homes.

WHAT is Negro Radio in Philadelphia!

Represented by John E. Pearson Co. °1960 U. S. CENSUS

GUARANTEEING A SINGLE EQUITABLE RATE TO ALL ADVERTISERS!

U. S. RADIO/April-May 1961 17
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Vil

has New York

in the bag. Proven sale:

results have kept 1
out of every 5 wmca
advertisers on the air
five years or more.
Witica

THE YOICE OF NEW YORK

wbny |
THE VOICE OF BUFFALOD

Pl i

THE VOICE OF NEWS

the straus broadcasting group |

o
. a‘-tms. d
NEW Y0 VOICE
YOM m . ‘HE .
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» Ywg VOICE YORM - YME vOICE
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Art McCoy has been selling na-
tional spot radio for 21 years,
not because he didn't have a
gaping opportunity to shoot at
the tv stars, but because he be-
fieves that “radio today offers
the greatest challenge in crea-
tive selling. Anyone with real
talent should stay in it.”

) He is convinced, too, that
{ national spot radio someday
L . soon will be shooting at the

: stars.

\J Y . "It's an exciting medium.
Ve believe strongly that radio was never imore effec-
e than it is today. If you examine the role of a sta-
lon over the past three decades, you can see quickly
hat radio never before meant as much to its listeners
ud its community as it does today. Radio is closer
o the people it serves and listeners know this.”

Mr. McCoy is quick to challenge the gloom mongers
on the showing of spot radio during the first quarter.

“Radio is no different from any other business. All
usiness activity has been off someswhat. I just saw a
tudy that showed that newspapers and magazines
vere off about 10 per cent for the first two months of
he vear.”

In the quest for increasing expenditures, Mr. Mc-
oy believes strongly that spot radio could stand some
hange.

“The selling of national spot today calls for new
echniques and methods. Based on the results of our
lair Group Plan, I sincerely wish (that other repre-
entatives would do something similar. If there were
hree or four other organizations selling this way, it
‘ould hasten the day when radio’s rocket would rise
nto orbit.

“We know the Blair Group Plan is our future. We
ave split our sales staff in New York, assigning three
salesmen (o the full-time selling of plans (leaving eight
alesmen [or regular spot radio selling).

“This means there are three men devoting all their
fforts to creating new dollars for radio. They are not
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ARTHUR H. McCOY

Executive Vice Presidenl. John Blair & Co.
Winner of the May Silver Mike Award

just presentation men; they do not appear for the sake
of making lectures and talks. They are there 10 present
and ulumately close sales of group plans. These men
are also backed by a seven-person department cover.
ing the other aspects of the BGP.

What are these group plans?

Mr. McCoy states that the “BGP was designed for
million-dollar usage of the medium by logical adver-
tisers, most of whom either have not used radio in the
past or who have not been active for some time.

“We go after a wide range of accounts and tailor-
njake each proposal to show how specific use of radio
can allow an advertiser to zero in on potential cus-
tomers. We also encourage radio buys that are longer
than the present trend to flights.

An indication of the diversity of accounts already
using BGP’s 1s this partial list: Mennen, Accent, Puro-
lator, Beech-Nut Coffee and Continental Casualty,

Through the plan, Blair offers a onestop, group
buy of radio through its own station list. It also has a
list of stations in non-Blair markets that it recommeénds
to suit an advertiser’s needs. This second list is com
piled through a special three-man timebuyer com-
mittee that Blair meets with regularly.

But the heart of the BGP invelves a range of serv-
ices—suggestions for copy platform, media planning
and budget estimating, and marketing and promotion
follow-through. Most of all, the BGP tries to excite
interest in radio through 1is power to move merchan-
dise off the shell.

Mr. McCoy was born in Roseville, Ohio, and was
graduared [rom Northwestern University in 1940 with
a degree in commerce. He joined Free & Peters, pio-
neer representative, in Chicago doing general office
work. (“I wanted to get into radio so badly I was
anxious to do anything.”

In 1944, Mr. McCoy moved to the firm’s New York
office (by this time he was a professional salesman). A
year later he helped found Avery-Knodel, serving as
treasurer and sales manager. He joined Blair in May
1955 as a salesman and about two years Jater was
elected vice president and sales manager. Mr. McCoy
became executive vice president in the fall of 1957.
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LISTEN FOR THE NE

Mel Allen, Betty Furness, Dave Garroway, Wayne Howell, Lindsey Nelson, Bert Parks—these {4
showbusiness persopalities now headline ‘“Monitor '61.” Such ‘“Monitor™ regulars as Mike Nichols:
Elaine May, Bob Hope, and Bob & Ray join them in a dramatically new format for NBC Radio’s popul

weekend network service, which makes wider use of the NBC news department’s world-wide facilitié
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ISOUND OF MONITOR 6.

One new “Monitor” feature: "Ring Around The World"—a series of five-minute commentaries on wc

developments by top NBC news correspondents in strategic spots around the globe. Another: “Weeke

Report”"—A 25-minute study in depth of the biggest news story of the week, New stars,

| new programmmg, new excitement—this is *Monitor '611" NBC RAD'O NETWORK



www.americanradiohistory.com

YOU

ARE
CORDIALLY
INVITED
10

VISIT

U.S. RADIO's

INTERNATIONAL

SUITE
AT
THE
NAB

CONVENTION

G-803

THE SHOREHAM

Surprises

zalore]

22

pendent v¥§
ur article
siderable in
U.S., RADIO

ing Results.

ted in a few
probably pr
experiment

TRADE TALK
In the Maich issue of u. s. RADIO you
encourage readers to submit changes,
questions and comments on How
Good Is Your Trade Focabulary?
1 submit the following additions:
E. O. W.—Every-other-week. A
schedule which is to run only
every other week.
Donpt—The middle portion of
a recorded comniercial pro-
viding background music for
a “live” or recorded insert.
The commercial usually has a
jingle opening and closing;
with a “hole” in the middle
for specific product advertismg.
Wave—Same as flight. The pe-
riod during which an adver-
tiser runs his campaign.
Your magazine is most helpful to
me. [ have clipped the article {or
new personnel in our department.

GLENNA TINKLER
Timebuyer

Tracy Locke Co, Inc.
Dallas

I am writing with reference to your
glossary of radio broadcasting terms
included in your March issue.

I would like to inquire as to the
possibility of reprinting this article
as part of the appendix of ““The Ra-
dio Management Handbook.” This
publicition is in preparation by our
organization scheduted far a late
May relcase.

KIRK 6. WOODWARD

President
Station Seruvices Lid.
Peoria, Tl

I hope the glossary pleases you as
miich as it pleases me, I would ap-

www.americanradiohistorv.com

preciate it if you would send me
eight or J0 copies.

LEONARD F. AUERBATH

General Manager

Ohio Stations Represeniatives
Clerveland

MILNOT AND RADIO

Accolade! Your spread on the Mil-
not radio campaign was expertly
done—as interesting and readable as
the client’s spots are attention get-
ting and listenable. Bob Ogle and
Dolan Walsh (account executives),
enjoying notoriety, are extremely
pleased with the story and have
asked me to obtain 10 additionalk
copies for office circulation and to
send to the client.

We certainly are grateful to you
for your interest in the Milnot story
and the expert job you did in pre-
senting it.

RICHARD T. GREER

Divector of Public Relations
D’Arey Advertising Co.

5t. Louis

PROGRAM SERVICES

We want to thank you for the very
interesting writcup and directory
listing you gave us in your March
issue,

As a result of this writeup we
have received inquiries from stations
all over the country in markets of
all sizes, We were truly amazed! 1
might add that we now caiegorically
helieve that it proves v. s. rAbIo has
its own tevrific image in the industry.

All our best wishes for your merg-
er with sroxspr, another “tops” in
the trade,

HAROLD L. RAPHAEL
ADELE M. PURCELL
Ad Image Inc,
New York

U. S. RADIO/April-May 1961
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LIVE MODERN

If for no other reason than to prove
I enjoy 1. s. Ravio 1 thought you'd
like to know I'm urying to keep up
with modern radio.

Back when I was proipotifig [m in
the '30s, am was “:un])liuul’_c modur-
lation.”

Will somebody some day help me
to ind out how “nemo’” became the
log symbol for “remote pickup’?

ROBERT T, BARTLEY
Comniissioner
rcc

Washington

CONGRATULATIONS

Now that you have had sufficient
time o sift through the multitudes
of congratulatory letters, let me add
another with best wishes and con-
gratulations.

MICHAEL RUPPE IR.

Director of Promotion
WIL S§t. Louis

Please accept this as oul most sin-
cere congratulations for perhaps
what will be one of the most bene-
ficial moves in the coverage of our
trade.

It is with great excitement that
our entire operation received the
news that SPONSOR, U. §. RADIO, CANA-
piaN spoxsor and U. s. FM have
joined forces to provide a unified
service [or all phases of our fast-
paced industry.

DAVID GREEN

Vice President
KXTR (FM) Kansas ‘City

The new [ormat of u. s. ran1o should
really be a blockbuster. It will be
an interesting development to watch.

STEVE SHANNON

Assistant to the

Execttive Vice President

Meredith Broadcasting Co.
Gmaha

Congratulations on your merger
with sponsor. I hope that the new
arrangement brings you all the re-
wards for which you have worked so
hard.

Best wishes from everyone at
B.TS.
PETER P. THEG

Execulive Vice President
Broadcast Time Sales
New York

(Cont'd on page 77)
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of course we're being followed*

1CNUZ

THE LEADER IN HOUSTON +« 24 HOURS
FIRST I[N NEWS + PUBLIC SERVICE AND PERSONALITIES
*BY 1,825,860 PEOPLE!

MEMBER OF THE TEXAS QUADRANGLE
NATIONAL REPS. THE KATZ AGENCY; INC;

* NEW YDRK + ATLANTA * SAN FRANCISCO
* CHICAGD = ST LDUIS * LDS ANGELES
» DETROIT A DALLAS

IN HDUSTDN, CALL DAVE MDRRAIS, JAckson 3.258f

WwWaAL amearicantadiahistanscom
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How WHO-radio services
aid food advertisers in

America’s 14th

LARGEST

radio market!

Feature merchandising services offered
in high-traffic food stores!

WHO - Radio’s Feature Merchandising Services

provide wnmatched in-store attention for
the products of qualifying advertisers.

These outstanding services are performed in high-
volume chain and independent supermarkets in every
city and town of over 5,000 population, in 28 of
lowa’s most heavily-populated counties. These coun-
ties account for 46% of all retail food sales in lowa !

Experienced staff members make a minimum of
480 store calls for your products over any 13-week
period. They work with grocers to assure that your

WHO

products get maximum facings, better shelf positions,
S0 one-week displays of suitable products, and 24-
days of Bargain Bar participation.

50,000-watt WHO reaches 865,350 homes in 96 of
lowa's 99 courities plus a rumber of counties in nen'gl:-

boring states. Only 13 other stations in America offer

you more audience or moré buying power than WHO!

WHO-Radio 1s equipped and staffed to blend your
advertising with professional, "big market” program-
ming. Talk to your PGW Colonel soon about WHO
Radio and America’s 14th Largest Radio Market!

Sources: NCS No. 2 and Palse, March, 1960.

for lowa PLUS!
Des Moines . . . 50,000 Watts

NBC Atilllate
WHO Radio is pare.of Central Broadcastitg Company, which alse owns and aperates WHOIV, [Jes Moines; WOC and WOC-TV, Davenport

Col. B. ). Palmer, President
. A, Loyet. Resident Manager
% Robeee 1. [larter, Sales Maniger

=3~ Peters, Griffin, Wandward, Inc.. Repeeseniaiives
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DEAR GOVERNOR:

U. S. RADIO/April-May 1961

WE are presenting to you here a spécial report about radio—
the “most challenging of all your responsibilities,” and one of the
greatest, but least appreciated of all American media.

It 1s particularly appropriate that we do so at this time.

For you, Governor Collins, the 39th Annual NAB Convention
marks your first appearance before the full NAB membership
since you assumed the presidency of the association.

For us this issue of u.s. RADIO marks the first appearance, under
new ownership and in a new form, of a publication that is dedi-
cated to increasing radio’s power, prosperity, and prestige.

What we propose to outline for you in this letter are our convic-
tions about Tadio’s enormous and distinctive importance, our be-
liefs about what radio, as a separate mediuin, needs and must have,
and our plans for filling these needs and building radio’s future.

We shall welcome your reactions to our remarks. Indeed we
solicit your attention and help in our radio crusade. And we
pledge to you our support in the constructive steps you will take
forthe radio medium in the months ahead.

saanar oagriconradinhiciarn, com
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AN OPEN LETTER TO GOVERNOR COLLINS

Radio’s Distinctive Importance

We believe, first of all, that it is unfortunate
that television and radio are so often and so
carelessly lumped together under the vague
general title of “broadcasting” or the “broad-
cast media.”

While there are sound historical and prac-
rical reasons for doing this (and even sounder
reasons why the NAB should represent both)
the failure to distinguish between radio and tv
usually works to radio’s disadvantage.

As the older and less wealthy member of the
broacdcast family radio too frequently gets short
changed. Its distinctive mission, character, and
importance become blurred. Its unique role
and influence are overlooked and forgotten.

For the record then, let us restate some basic
facts.

» Radio, of and by itself, fs the largest, most
pervasive medium of communjcations which
this or any country has ever known.

e With more than 969, of U.S. homes radio-
equipped and with over 156 million radio sets
in use, radio spcaks to more people than tele-
vision, newspapers, magazines, or any other
medium.

e Therc are in America today nearly two
and a half times as many radia stations as there
are daily newspapers (4,395 vs 1,755) and al-
most cight times as many fadia as tv outlets

(545)

e last year Americans bought over 17 mil-
lion new radio sets, more than twice the nume
ber of tv receivers purchased.

Yet these facts, impressive as they are, do not
begin to tell radio’s story.

Radio’s Role In American Life

Even more significant 3s the umique role
which radio plays in American life. It is at once
the country’s onc great fpersonal medium and

26
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the country’s one great local medium.

Radio, with sound alone, provides a dimen-
sion of conmunication which the more literal
media of tv, magazines and newspaper can
never provide.

Radio’s appeal is to the mdividual, and radio
listening involves a degree of personal partici-
pation which is unmatched elsewhere.

Beyond that, radjo today has becoine the
greatest medium of local and community ex-
pression ever deviséd. It bespeaks the life, news
and special interests of millions of Americans
an hundreds of individual cities and towns.

It 1s, beyond question, the country’s most
democratic and representative medium, and
offers, potentially, more outlets for freedom of
speech, freedom of expression, and the develop-
ment of new local talents than any other.

In an age of alarming trends toward bigness.
consolidation, and conformity, radio stands as
the one great bulwark for the individual Amer-
ican, and the individual American community.

For all these it demands special atterttion,
special respect.

1. Radio's Need for Identity

Unfortunately however, due to the way
which the air media have developed, radio also
faces certain special problems and needs.

First and foremost among these we place the
need for radio and radio men to rediscover and
rcestablish a sense of its own identity.

Radio must redefinc and restate those things
which make it different, special. and unique.
Radio nen must express and emphasize those
1hings which make them, not merely communi-
cators, not mercly broadeasters, but specifically
andt significantly radio operators.

While it is true that within the industry there
arc many cases of joint ownership of radio and
tclevision propertics, by far the largest nunber
of radio stations have no 1¢levision tics,

U. S. RADIO /April-May 1961
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And evenwhen radio and tv outlets are joint-
B owned, there is a decided differenice in the
Beeds, problems, and even operating philoso-
Bhies of the two types of stations.

We propose in u.s. RADIO to point out and

arify these differences—to give radiq man-
gement an increased awareness of its own in-
ividual and distinctive assets and to build,
nong agencies and advertisers, a widened un-

erstanding of radio’s special. virtues.

bmericanradiohistorvy com

We hope that you, in your NAB work, will
also direct your attention to rebuilding radio’s
sense of identity.

2. Radio’s Need for Pride

Second on our list of radio’s needs is the need
for pride.

Perhaps this will surprise you. But we feel
that the day has come when radio men should
feel a reawakened pride in their own achieve-
ments.

During the 1950s when tv was marching
ahead with giant steps, many radio broadcasters
developed an acute sense of inferiority—an in-
feriority that was not justified by the facts but
natural enough in wiew of tv’s spectacular and
well publicized accomplishments.

This sense of inferiority was heightened too
by certain dramatic changes in the character of
the business. The sudden wholesale granting
of radio licenses by the FCC which, between
1947 and 1957, nearly tripled the number of
radio outlets, brought into the industry certain
men not wholly qualifted as operators, and
whose philosophies and practices reflected little
credit on the husiness.

Violent internecine battles with radio’s ranks

GOVERNOR COLLINS TO REPLY

Just at presstime the editors of U.S.
RADIO received word from NAD head-
guarters that Governor Collins is drafting
a reply to this “Open Letter About Radio.”
His comments will be published in the
June issue of the magazine. We shall alse
welcome letters from other lcaders abont

their reactions to “Radio’s 5 Needs.”’
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AN OPEN LETTER TO GOVERNOR COLLINS

also contributed ta a sense of inadequacy and
shame among many radio men.

And the memories of radio’s supposed “‘gold-
en age” played a part in downgrading the medi-
um in the minds of many engaged in it.

But, as so often happens, such reactions were
grotesque and unjustified. Any fair-minded ob-
server, looking at radio today, knows that the
medium has made tremendous. strides in the
past decade

Radio’s recent achievements in the field of
news, public affairs, community service and
imaginative, creative programing should be
sources of satisfaction to every radio man.

We at u.s. raDIO believe that genuine pride
in genuine accomplishments is a healthy condi-
tion for any business, It builds enthusiasm. It
stimulates progress. And we shall do our best
by presenting the record of radio’s real achieve-
ments to stimulate a healthy respect for the
medium both inside and outside the industry.

We commend this objective to you at NAB.

3, Radio Needs Goals

But if radjo has a right to be proud of past
and present triumphs it must, like any progres-
sive business, set its sights even higher

One thing which has impressed us most in

1. Radia needs more identity
2. Radio needs greater prid?_
3. Radio needs higher goals
4. Radio needs real Ieadership'
5. Radio nieeds a national voice

— "
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our recent talks with leading radio men is thi
not one of them believes that radio has y
achieved more than a fraction of its potenti
as a2 medium of communication, and a medi
of commerce.

They aré¢ constantly looking ahead for n
forms, new programs, new services, new opp
tunities to broaden and develop the indust

A substantial part of the editorial work
U.s« RaDIO will be to describe and report th
new, higher goals which creative radio men
setting for themselves in programing, in pub
service, add in commercial effectiveness.

We are certain, Governor Collins, that tl
matter of higher goals for radio is very closc
your heart, too.

In your Palm Sptring speech you said,
must become involved more effectively in i
proving the kind, quality and diversity of p
graming, and the extent and quality as well
the nature of advertising, and the machin
for assuring effective self-discipline within th
areas."

We are happy that we are working toget
toward such objectives.

4, Radio Needs Leadership

If, however, radio has rcason to be proud
its accomplishments and of the goals which de
cated broadcasters are setting, it has, nevert
less, as urgent a need for strong leadership
you will find in any industry.

And strong leadership within radio’s rank
a ptculiarly difficult problem.

Unlike tv, radio is not dominated by the n
works. Unlike most industries, radio is not ¢
trolled by a handful of big corporations. Ra
today is a huge, diversified business in wh
the individual decisions of hundreds of indi
ual station operators arc its strongest guid
lorce. {Cont’'d on page

U. S. RADIO/April-May
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Falstaffers quaf] own brew, cheer San Francisco Giants and Los Angeles Angels
at exhibition game, Joseph Griesedieck (i clteckered shiyt) is Falstaff president.

REWER'S GOLD IN RADIO’'S POWER

hird-place Falstaff mixes radio brew of sports, national and distributor

spot to stimulate heer flow on estimated $1 million spot radio budget

THE nation’s third largest breweg, intent ofi ihcreasing its position in
the market place, is using a potent advertising brew fermented by a
three-pronged use of radio.

Falstaff Brewing Corp., St. Louis, activates sales with radio through:
[) seasonal sponsorship of major league baseball and professional foot-
ball, 2) year-around national spot radio campaigns arid 3) local radio

in cooperation with its distributors.
One of the fastest risers in the brewing business in the past decade,

Falstaff boosted its sales 3.5 percent in 1960, while spending an esti-

mated §1 million in spot radio.
The company’s radio expenditures outdistanced the average amount

spent by the top 20 brewers, who together plunked nearly $17,500,000
on radio last year. This amount was more than the brewers spent on
magazines and newspapers combined.

J. 5. RADIO/April-May 1961
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Baseball bound, Falstaf] exees arrive in Palm Springs, Galif., for Angels and
Front (I}: Joseph Giiesedicck, Falstaf| president;

Glanis pre-season game.

(radio’s) beginning,’”” says Eugene
O'Brian, account executive at Danc-
er-Fitzgerald-Sdmple Inc., New York,
Falstaff's long-standing agency.

“The company’s radio strategy;’
he explains, “is keynoted by a desire
to reach the young male listener.
This is, implemented especially by
Falstaff's sponsorship of game broad-
casts of two major league baseball
teams and five professional football
teams. &%

“Sports is a natural for a beer
sponsor like Falstaff,” Mr. O’Brian
declares, “but we recognize that rot
all of our potentiil customers listen
1o these broadcasts. To spread our
audience coverage, we have national
spot radio campaigns running all
year long in at least 100 markets.”

And Falstaff doesn’t stop with
sports and national spof: It pene-
wrates even further into U. §. mar-
kets with a comprehensive local ra-
dio program through its distributors.
“We have 170 of the company's 489
distributors cooperating in 52-week
campaigns for Falstaff,” accovding to
Mr. O'Brian.

David Whan, D-F-S acconul exee.; Alvin “Buddy” Griesedieck [r., markel.
ing dir. Back (l): George Holtmann, adlvertasing divector [or the brewery.

For ity aver-all advertising last
year, it is estinated that Falstafl
spent §H1 million, 80 percent of
which was carmarked for broadeast.
The rest went o outdoor, news-
papers and magasines,

“Talsall has used vadio frony its
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Jerry  Branson, Falstall's  media
manager, estimates that his com-
pany “reaches 500 markets through
the distributor program aloue.”

“T'he company has traditionally
placed a0 good slure of its radio
money in sports,” My O'Brian re-

calls. With the move of major leagu
clubs to the West Coast in 195

where Falstaff has been establishin
a marketing stronghold since 195

the brewer hopped aboard the spo

sor line-up of San Francisco Giant
broadcasts. Still a Giants’ spons

in 1961, Falstaff is taking one-thire
sponsorship of all the team’s game
The broadcasts originate with KSF

San Francisco, which feeds them t
19 stations from northern Californi
to Washington State.

This year Falstaff moved into th
American League, signing up fo
one-third of 1the new Los Angele
Angels’ 162 games plus 15 pre-seaso
contests. The Angels’ broadcasts ar
arried by KMPC Los Angeles a
well as a 22-city network coverin
southern Calilornia, Arizona an
Nevada.

KMPC owns tlie rights for the va
dio broadcasts. Owner of televisior
rights for the Angels’ games is KH]J
TV Los Angeles. The combine
rights cost the siations $750,000 fo
the 1961 season.

“We offered the broadcasts i
package degal to sponsors for §I,
200,000, a KNPC spokesman re-
veals. Thus Falstaff, which shares
the games with two other sponsors;
J. .. Folger Co. (through Fletcher
Richards, Calkins & Holden Inc.),
and Brown & Willimnson Tobacco
(through Ted Bates & Co.), pays
$400,000 for its third.

“Falstaff and its co-sponsors signed
wo-year contracts for the .Angels
games,” KMPC reports. “If Falstaft
excreises its opLion, il may sponsor
the games for a third year il it signs
before the final game of the second
season,” according to the station.

In cach game Falstaff uses from
five to six minuges of conimercial
time, scheduled in a three-inning
block. The blocks rotate among the
sponsors. 1f a game goes into extra
inntings, the sponsor of the frst three
innings will wake the 10th inning,
the sponsor of the sccond three s
nings the 11th inning, and so on.

The brewer's arrangements with
KSFO far the Sin Francisco Giants’
games are similin to those made with
KMPC. Both stations are owned by
Golden West Broadeusters.

Falstalf goes on the air with buse-
ball from April through September.
Just as the baseball season grinds 0
a close, e football secason kicks off.

U. S. RADIO /April-May 1961



www.americanradiohistory.com

‘I'nus Falstaff, carrying heavy spon-
sorship of professional football
games, will be on the air with both
baseball and foothall for a few weeks
in September. The foothall season
runs through December. Therefore,
there are only three months—Janu-
ary, February and March—in which
Falstaff does not have regular radio
sports broadcasts.

The games of five professional
foatball teams go to radio listeners
under Falstaff sponsorship: Los An-
geles Rams, San Francisco ’49ers,
Dallas Cowboys, St. Louis Cardinals
and Detroit Lions. The stations car-
rying these games in each of five ra-
dio networks number from 30 to 60.
According to Mr. Branson, “‘Falstaft
sponsors [rom one-fourth to one-half
of each game.”

More than a sponsor’s interest
is demonstrated by Falstaff’s associ-
ation with the St. Louis Cardinals.
Company president Joseph Greise-
clieck, who represents the third gen-
“eration of his family o lead Falstaff,
recently purchased an interest in the
team. His investmment was instru-
mental in moving the club from Clii-
cago to St. Louis.

Sports are not the only radio fare
Falstaff employs to win sales for its
popular-priced beer. Its vigorous 52-
week spot radio campaigns run in
100 selected markets of all sizes.

“The national spot campaigns are
shaped into quarterly efforts. e
usually concentrate our spot budget
on the warm-weather. beer-drinking
spring and summer quarters,” ex-
plains Mr. Branson.

“Frequencies go as high as 150
spots per week per station in some
markets in our heavy seasons,” Mr.
O'Brian says. “In some ol the small-
er markets the number of spots may
number only 20 or 30 per week per
station. But if we buy 150 spots a
week on a station, the frequency
remains that high throughout the 13«
week cycle. We favor scheduling
spots toward the end of the week on
peak shopping days. And we like
weekends, when beer consumption
J1s at its height. We always buy more
than one station in a market.”

D-F-§ has five copywriters serv-
icing the Falstaff account. For the
radio campaigns, they turn out one-
minute and 30-second commercials
which are transcribed for broadcast.
Five men form the account team for

U. S. RADLO /April-May 1961

AMERICA’S 10 TOP BREWERS

(In terms of 31 gallon barvels)

Brewery . 1960 17959 GAIN/LOSS CAI P??I.OSS
Anheuser-Busch, inc. . ...cwovcimivcsincciionen. 8,477,099 8.064,756 +412,343 5.1
los. Schlitz Brewing Co. ...~ 5694000 5863000 .—169,000 — 29
Falstaff Brewing Corp. .. ... _ 4915000 4750000 165,000 35
Carling Brewing Co. ..o 4,822,075 4418484 4403591 9.1
Pabst Brewing CO. ... rreen. 4738000 4,500,000  +238,000 5.3

P. Ballantine & Sons ... 4408895 4,324,563  + 84,332 20
Theo. Hamm Brg. Corp. .. ... ... 3,907,040 3,551,859 4355181 100
F. & M. Schaefer Brg. C0. ................. 3,202,500 3050000 4152500 50
Liebmann Breweries .................. T -« 2850268 2,929,000 + 21,268 8
Miller BreWing C0. .....cocoeree oo 2376543 2358976 4 17,567 7

Copyrightt 1961, Modern Brewery Age.

T'alstaft, headed by an account super-
visor and senior account executive,
There are three account executives.

“Unusually heavy spot campaigns
ran this past January, February and
March,” according to Mr. Branson.
“S8uch a heavy effort at that time of
year is a departure from tlie normal
strategy. But,” he explains, “second
and third quarter expenditures in
1€61 should be as high as last year.”
This would put Falstaff’s national
spot budget above 1960 unless there
is an extreme cutback im the final
quarter.

While the national spot radio
campaign enables Falstaff to achieve
great range 1 its radip advertising,
its distributor program gives the

tompany depth and breadth and pro-
motes goodwill at the local level.
The distributor phase ol Falstaft
raclio is so extensive in scope that it
1s handled by a full-time director of
distributor advertising—Gus Gustaf-
son. He is matched by at least oné
account executive at D-F-S.

“We go into 500 markets with 52-
week contracts,” Mr. Branson says,
explaining that “preparation of copy
and placement of time is handled by
the advertising agency. But the 170
distributors cooperating in the pro-
gram report to Mr. Gustalson at Fal-
staff.”

Distributor markets are not neces-
sarily chosen to supplement markets
where national spot is running, Mr.

{Cont'd on page 75)

FALSTAFF SCORE BOARD

SPOT RADIO EXPENDITURES:

$1 million annually*

SPORTS LINEUP:

Two major league basebal| clubs
Five professional football clubs

NATIONAL SPOT:

over 100 markets

DISTRIBUTOR SPOT:

over 500 markets

FREQUENCIES: 30 to 150 per week per station

GOAL.:

Nation's No. 1 Brewer

‘I-isUmaw
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RADIO’S IMAGE:
a problem
and a challenge

What is the real state of radio? Is it oy the
threshold of its greatest era as its enthusiasts
believe? Or is it a medium in trouble as its
detractors asseri? To yet the story, U.S. RADIO
laanches a series of interviejes with key ageney
executives interested in radio. The first is with

Ed Papazian, viedia executive, BBDO, New York.

R ADIO’S biggest problent is communicating its worth
to communicators. Translated into a question,

“Why is radio, which revolutionized commercial com
muntcations in the '20s, '30s and '40s, unable

today to project its own image to the national
advertising agencies?”

This query is proffered by one who is himself a key
advertising communicator—Ed Papazian, manager of
media analysis and planning, BBDO Inc,, New York—
m an exclusive interview with u.s. RaDIO.

Radio today, he says, 1s a local medium of
outstanding values for national as well as local clients.
But because it is local in nature, “radio’s
biggest problem is communicating its tmage to national
agencies. Jt has no central voice.”

WwWWW. americanradiohistorv.com
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BBDO )juedia team examiies fiuit of labor—S$pot
Radio Pocket Piece. From I: Elizabeth Grief, analyst;
Mr. Papazian, Dorothy Nicholls, assistant to George
Nuccio, broadcast analysis supervisor; Mr, Nuccio.

The BBDO executive, whose job
it is to analyze the usage and poten-
tials of all media for one of the three
largest agencies in the United Siates,
illustrates his arguments with ex-
amples.

“We hear isolated repoits about
radio programing being upgraded
with better music and expanded
news and talk shows. But how do we
know whether this is happening to
six stations or 6002 We certainly
can’t base a media buying decision
on a handful of comments tliat, often
take the form of ramors.

“Local sales successes can be the
most important yardstick of a sta-
tion. But it s a problem to present
this information with authority to
an agency. Nevertheless, local suc
cess stories may be very imporiant to
a national advertiser in terms of rec-
ognizing that a station can produce
resulgs.”

He believes that radio’s share of
the advertising dollar would soar if
the industry were to solve its prob-
lem of getting its message through to
the larger agencies. \Why? Because
radio is already endowed with many
characieristics that nake it an ex-
ceptionally effective advertising ve-
hicle.

“One of radio’s greatest assets is.
its ability 10 ‘profile’ a market,” says
Mr. Papazian. “Depending on lis
product, the advertiser can aim for
young listeners or old, families with
high income or low, men or women.
The advertiser can further use ra-
dio’s ‘profile’ by buying daytime or
nighttime. He can use station per-
sonalities if he tlinks that will ap-
peal o the listeners hie would like (o
reach. He may waut o sponsor a
7 an. newscast neross-the-board o
reach a ‘hard core’ of regulur listen-
ers.

“Radio’s power to ‘profile’ an au-
dience is part of its oft-cliscussed flex-
ihility. It is probably the most flex-
ihle of all media. Tlhis quality also
includes 1adio’s (1) great reach and
(2) coverage. A third way in which
this fictor is important 10 an adver-
tiser is speed, He can get on the aiF
m a week or less if he has (0.

3

“The problem is one of communication.

How can 3,000 stations compmunicete

local images and niarizet facts

without some kind of cendralization?”™

“Another important Rexibility fac-
tor is frequency, a quality importaiit
in terms of the advertiser’s specific
goals. Does he want to saturate a
market with an all-day across-the-
board campaign that may literally
brainwash listeners with facts about
a product?> Or does he simply want
a few effective 10-second spots adja-
cent to women’s shows?

“Along with profile, reach, speed
and frequency, radio can deliver
maximum efficiency. Radio is the
most eflective advertising ineelizm
available tuday among the big four,

“Radin’s efficiency is measured i
terms of cost-per-thousangd. Its cost
ethciency is closely tied to delivery,
more so than spot (clevision.

“Another important radio asset is
a lack of seasonal decline. It is
well-known that television viewing
takes a big dip during the summer
months. 1t is known, but perhaps
not well enough, that although ra-
dio’s in-home audience declines
somewliit in the summertime, radio’s
eut-nf-home  audience  rises  more
than erongh 1o make up for it. This
may be taken o memn that radia lis-
tenmiug is at a peak in the summer.
But acwally it sulters ne audience
loss at any ume hecause ol séason.”

These are some of the important
gualities ol radio—especially spot
radiio—as 1his agency man sees them.
“But what happens,” he asks, “wheir

WWW.americanradiohistorv.com-

we ltave to take all 1he positive
values we know to be true of radio
and support thiem with lacts?”

The advertising agenties have
some facts, he says, but not enough.

“Radio is not being sold properly.
Salesmen run in and out with num-
bers. Everybody seems to be con-
cerned with purely quantitative data
on how many households are being
reachied. 1 would also like 0 know
who these people ave.

“These sume salesmen will come
in with a handful of figures, say on
drive-time listening. Station A leads
station B during drive-time, and so
forth. But this is not important un-
til radio and the importance of
‘auto plus’ is first sold 10 an agency
as a2 medium. What dees the media
man care whether stxtion A has
more listeners from 4:30 1o 6:(0)
p.m. than stations B, ¢, and 1) com-
bined?

“What he really wants 1o know
is—are more people listening to auto
racdios at that 1ime than ave reiling
HC\\'SI)ZII)CTS on Slll)\\'a)'éi, ll'.’lill.\' ;ln(]
buses? Are they spending more time
with radio tan with nagazines Later
it the evening? Will the feliow lis-
tening to his auto radio abo read the
newspaper when he gets homer 1
havertt seen auny studics that 1wouch
on such ('()Illl)ill’i‘i()llﬂ.

“The same is true of magazines.
Magazine salesmen come in with

U. S. RADIO/April-May 1961
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“If radio is going to be the power
that it ouce was, if it’s going to realize
each ounce of its sales poteptial,

it must go out wad sell the big agencies and

bring back the soups and foods.”

similar presentations. Magazine A
leads magazine B. But these things
alone don’t mean anything to us for
overall media planning. We want to
know why radio, tv or magazines
should or should not be used from
a media viewpoint. And we want to
know the qualitative, ‘\What kind of
people read the magazine?' as well
as the quantitative. \WVhat about the
content of the magazine? \What does
it say to its readers?

“Not only are stations and magas
gines guilty ol this kind of negative
selling. Industry organizations rep-
resenting media do the same thing.
Their representatives walk in with
a presentation listing all the reasons
why their medium is best without
giving comparative media values or
backing up their claims. They over-
sell and crusade. I'd rather forget
the ‘big’ numbers and have them
explain ‘What is radio today? Who
listens? Why do they listen?’

“Radio continually undersells it
self by overlooking convincing ways
in which the medium should be soid.
Some stations do themselves and
their medium great harm. When
they lose a schedule they sometimes
run to the agency to bargain and cut
rates. This kind of selling makes
radio look like the bargain basement
of media. It isn’t. Radio is effi-
cient and economical, true, but the
image of bargain basement ‘cheap-
ness’ is one that radio ineptly
stamped upon itself. It is the second
largest medium in number of hours
that people spend withit. Why can’t
broadcasters take these values and
translate them into important na-
tional growth?

“If you look at the revenue curve,
he says, “radio has stayed pretty flal.
Back in 1954-55 it lost revenue. It
has gained since, and more recently
it has accelerated its climb. But its
dollar progress is hardly what should
be expected of a medium of its mag-
nitude.”

Mr. Papazian thinks that radio
must do more than sell itself prop-
erly in order to skyrocket its billings.
Selling is a key step. But the trick,
he believes, is in interesting agencies
in selling it themselves. Outside of
BBDO, Wm. Esty and a few others,
there are few agencies that are active-
ly selling radio to themselves and
their chents.

[Coni'd on page 80)
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Back at the NAB —

David ]. Mahoney, 37, presi-
dent of Good Humor Corp.
who grew up tn advertising.

THE scene: the NAB conventiont
in 1955 in Washington. Radio was
in a state of despair.

And it seemed 1o all observers that
the problem was as much psycho-
logical as it was substantive,

The dam had opened to the
launching of new v stations. Na-
tional advertisers had started their
cxodus from network radio, almosi
overnight upsetting the apple cart
of radio’s cconomy and forcing the
soutid tueditm o begin a complete
re-evaluation of the way it had been
doing business for neacly 30 years,

Radio also saw its gross billings
drop for the first time in its history,
And if this wasn't enough, the cco-
nomie storm that had been rocking
riliv's bulkhead prompted many ex-
perienced hands 1o desert ship in
favar of 1wlevisions bright promise.

Rudio wus an its way ont, thre story
wents)
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Radio men gathered one morning
at the 33rd annual convention for a
“separate” meeting. A young ad
whiz of 31, David ]. Mahoney, had
ventured down from New York ta
talk to them, taking important hours
from his oven newlysiarted advertis-
ng agency.

What could this man, who canghi
ihe inagination of Madison Avenue
by being elected vice president of
Ruthraufl & Ryan at age 27, have to
sity to radio men? Perhaps it was all
a mistake; perhaps he veally was
supposed ur address the tv meeting.

But soon there was no douby in
the minds of listeners as he began:

“First, 1 think I should say thin
vadio is the most heavily used 1me-
dium, dollar for dollar, in our agen-
cy. This statement, in this year of
onr Lord 1955, should establish me
as a sincere fricad of yonr great
nrechimm.

U.S. RADIO previews the

whose rousing uddress at the

“Maybe we like radio so much be-
cause our agency Is 00 young to re-
member the great radio days of the
inrties. All our boys can. do is
measure radio’s present effectiveness
against all comers. It's a new medium
to us—and we find it works. It pro-
duces, ume after time, increased

sales for our chents at a minimum.

cost. And I'm not talking about an-
cient sales figures. I'm talking about
1953—1954—1955.

“In the hey-day of television, we
have seen radio do a better sales job
again and again—under the particu-
lar sel of circumstances we encoun-
tered. I would like to say right now
that we also use television when the
circumstances point toward that
great medium.

“This will not be an anti-tv speech
because I do not [eel that radio’s
problem is an anti-tv problen. The
trials and tribulations of Radio 1955
lie within itself!”

He then outlined five areas ol ra-
dio that he felt needed healthy dis-
cussioh and attention so that radio
could “stand back and say, ‘We've
created a new meditun—and look at
her go."”

“These were the five areas:

o Rate cards—"Are your pub-
lished rates fair for what you have to
offer?” [ they are, he stated, “stand
behind them to all.”

o Progiaming — Mi. Mahoney
called for “a healily injection of
fresh, yvoung hlood,”

e Research — He expressed inter-
ext i oan nduswysupporied rating

U. & RADIO fAprit-May 1961

The1

tone
oy
fidic
e

g



www.americanradiohistory.com

THE GOOD HUMOR MAN

9th convention remarks of ex-agency president David Mahoney,

55 broadcaster meeting in Washington was « radio milestone

iervice, similar to tlie newspaper
ABC.

o Tv psychosis—"Stop selling
»gairist our newer sister and thus
ving the family bonds of radio and
v even closer. . . . Lets put the word
ell’ back into radio.’

s Sales promotion — “Most radio
romotion is a waste of money . .
1eeses from Wisconsin, fruit cake
rom Georgia. . . ."” Instead of mail-
ng gimmicks, he urged radio to tell
t sales story about a successful use
f radio on the station.

Mr. Mahoney concluded by say-
ng, “Think big with the confidence
if selling a desirable product—not
vith fear and trembling, but with
nthusiasm and daring.

“The future of radio is limited
nly by the extent to which those in
he radio profession allow tliemselves
o be intimidated.”

A year later, in 1956, Mr. Ma-
ionecy became president of Good
Humor Corp. His convictions about
adio were not a “sometime thing."”
“he company today places the ma-
or portion of its ad budget in radio.

U. s. RADIO has asked Mr. Mahoney
nce more to evaluate the state of
adio, built around the five points
f 1955, the last time the NAB con-
ention met in Washington,

What follows 1is that analysis.
sased on his experience as an adver-
ser, he states, “\We know that radio
its hard.”

“Six years ago, speaking to an
IARTB convention, I had some
arsh things to say about the state

. S. RADIO/April-May 1961

[ .. RADIO WAS ON ITS WAY
¢ % OUT, THE STORY WENT

To most observers, radio’s problems in 1955 were as much

psychological as they were substantive, True enough, the

sound medium had been handed a number of severe blows

that could be calculated n

dollars and cents. like the

exodus of network radio sponsors and the drop in gross

advertiser expenditures. At

wwwW americanradiohistorv com

the same time, radio was
creating its own problems.
Its Jeadership was fleeing to
tv and the panic was on. Mr.
Mahoney called for radio to

keep a cool head.

_~ in the six years
since the NAB
last met in Wash-

ington, radio has made a busi-
nessdike adjusrment to 1its
own problems and has over-
come many. It's a different
medium today. Mr. Mahoney
observes. and radio is the bets
ter for it. 1n analyzing radio’s
present status, Mr. Mahoney
is quick to stress that from his
own experience, Good Hu
mor spending in radio has
been wise and fruitful

37
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“IT"S A NEW MEDIUM TO US”

“*Maybe ive like radio so much because our agency is too
young to remember the great radio days of the thirties. All
our boys can do is measwre radio’s present effectiveness
against all comers. I’s a new medium to ns and we find it
tweorks. . . . In the hey-day of television, we hurve seen radio
do a better sales job again and again. . .. It seems the radio
industry is spending so wmuch time chanting about the num-
ber of radio sets that you forget to mention the obrvious—
that radio can sell goods off the retail shelf. . . . Let’s ad-
just to our changing markets and forget the wailing. Radio
is a business. Every other business adjusts and radio rates

no favors. Fight to hace radio a separate medinm.”

of the radio business. You’'ll recall
the way things were then: (I) rate
card wars, (2) rigid programing,
{3) untrustworthy arnd self-serving
research, (4) panic in the face of
1v's competition and (5) irrelevanc
and uninspired sales promotion.

“1 felt that I could say those things
irr all frankness because 1 had been
a proven {riend of the industry, and
as I had hoped, my criticism was re:
ceived as constructive. Since that
time, 1've becone a sporsor, one that
has leaned strongly —and 1 think
wisely —on the flexibility of radio
ir advertising our company's prod-
uct, Good Humor Ice Cream.

“I've been asked 1o re-assess my
criticism of the radio industry i the
light of the past six years' experi-
ence. Overall, I'd say that there has
been « spectacular comeback in
many areas; and yet today, from the
cusiomer’s point of view, ratlio is the
most troublesome and uncertain me-
dium he can boy. Let’s analyze eaclt
one af the five points 1 made six
years ago, sce wint's happened in
each arca and make clear what ve-
mains to be done.

“l. Rate Cards. You'll rememDer
the time wheu almost every station

38

had wvo separate rate cards—for lo-
cal and national media—and alt the
prices were ‘asking prices.” Further-
more, they were complicated and
confusing, practically inviting a buy-
er to tear them up and start hard
bargainifig. Radio wasn’t selling ra-
dio, 4t was selling price—and the
pricecutting made the whole indus-
try cheap.

“What's happened ii1 the past six
years? Two very good things: first,
most rate cards have been simplified
to a point just about equal with an
income tax form. This was quite an
improvement. Secondly, high fre-
«uency packages have been intro-
duced 10 the industry. Selling a pack-
age of 60 or 80 spots for a flat fee
lowered costs of selling, induced
many advertisers to try saturation
rathio. campaigns for the first time,
and proved to a lot of skeptics that
‘ampopular’ time slots could deliver
strprising sales.

“That was all o the good. But
after six years, 1 regrec to say that
integrity in a rate card is still a
rarity in our business. There has
been some tightening up, aud a
small percentage of siations mean,
what they say on their rate cards and

WwWWWwW.americanradiohistorv.com

stick to it, but the grear majorit
can be ‘talked t0.! As an advertise
with my first responsibility to m
own company and its stockholders,
am forced to tell our buyers to tak
full advantage of the rate-cuttin
that exists. Nothing would deligh
me more than for those buyers to re
port that stations were holding th
line, with our company as well a
our competitors—because that woul
mean that a simple, honest buy wa
also the best buy that could be mad

“The secoml point still unresohec
under rate cards is that there is still
a local-national duality in prices
Radio is local selling and should
priced accordingly. There shoul
not be one rate for national adve
tisers, one for local. Perhaps it do
cost slightly more to handle nationa
business, with national reps, but
rate for all spots could be set tha
utakes allowances for differing pro
potential. .\t the Good Hum
Company, we come out with over
Havors in the course of a season, ‘Tl
profit in each item varies, buc
price of Good Humor does not—
know that we need all the items ¢
serve and satisfy our public. We'
be foolish to charge 11 cents for

U. S, RADIO /April-May 19
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ranilla Good Humor and 16 cents
or a strawberry shortcake Good Hu-
or—yet that is exactly what is hap-
ning in radio. I submit that you
re losing valuable time and effort
making change.’

“Most importang of all under the

it's just too much trouble for
he advertiser to bargain for, and
hen pay for radio time.

“Haggling over the rate card is
ad enough, but I don't think there
s a business in America today with
s antiquated a system of billing as
n radio. So many stations have a
ariety of forms for invoices, which
ickle in to the advertiser sloppily
ade out and often two to three
ponths late. You have no idea how
luch business is lost because spon-
rs have the ordinary business de-
ire to be billed in a prompt, neat,
niform manner.

“2. Programing. Only half a dec-
de ago, radio was ‘cribbed, cabin'd
nd confined’ by the rigid quarter-
our system. Breaking out of this
attern into a flexible, mobile meth-
d of operation is the greatest stride
dio has made. Making the most of
dio’s unique capability for local

. S. RADIO fApril-May 1961

‘61
“A SPECTACULAR COMEBACK"

service, individual stations have tak-
en on their own identity. No longer
are local stations dominated by a few
personalities; today, the personality
of the station ftself dominates, each
of its performers fitting into the
‘sound’ or pacing of the individual
station. And since stations them-
selves have come individualized, the
individual groups that make up the
audienceé can find a ‘home’ on the
dial.

“This development serves both the
commercial interest and the public
interest. It provides the advertiser
with choice of an audience; it pro-
vides the listener with choice of a
'sound.” And in an age of special-
ists, the new fm stations have carried
out a unique and exciting role.

“But all good developments, un-
happily, lead to abuses. The success
of the news-weather-music-traffic ‘to-
tal service’ concept has all too often
hardened inte a pat formula that
milks an area of its immediate
profits, with little thought for the
future. The scramble for consistent-
Iy high ratings . .. has brought in a
danger to the industry—the specu-
lagor who pays too much for a sta.
tion, squeezes every drop of profit

WwWwWw americanradiohistorv com

¢ Some six years ago, speaking to an NARTR convention,
I had some harsh things to say about the state of the radio
business. ... I felt that I could say those things in ail frank-
ness because I had been a proved friend of the radio indus-
try, and as I had hoped, my criticism was received as con-
structive. Since that time, Pve become a sponsor, one wcho
has leaned strongly—and I think wisely—on the flexibil-
ity of radio in advertising our company’s preduct, Good
Humor Ice Cream. P’ve been asked to re-assess my criti-
cism of the radio industry in the light of the last six years’
experience. Overall, P’d say that there has been a spectac-
ular comeback in many areas....””

out as quickly as he can and who
then sells and gets out. This is the
same breed of cattle as the corporate
raider on Wall Street, always trailed
by suckers who are bound to get
hurt.

“Radio suffered quite a black eye
during the payola scandals, and
made an admirable —and I think
successful — effort to clean up the
mess. The memory of those days
should be a powerful incentive for
every station to keep the community
interest constantly in mind.

“Radio needs more of the kind of
ownership that programs for the
long haul, constructing a station per-
sonality that will make money,
make friends and build long term
equity. In recent years, Metro Me-
dia, Westinghouse and Corinthian
are all good examples of the kind of
investors who have become citizens
of the communities they serve.

“8. Research. Six years ago, most
radio research was defensive in na-
ture, aimed at selling against tele-
vision, conflicting and generally un-
reliable. There have been real im-
provements here. More and more,
radio research became qualitative,

{Cont’d on page 71}
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Checking in at NAB? Be sure to

Nielsen Station Index (NSI) nas been
expanded to include all tv stations in the nation. .

over 560 of them. Here, for the first time, is a com-
prehensive source of station audience facts showing:;
\ tv use seasonally, market by market, station by sta-

tion . . . with time period totals, ratings, audience

composition; and other significant performance data

T'O N‘e sen SL“'tg D . all, validated

T i

Similar information is available for radio in 32 major
market areas which account for the bulk of U.S.
radio listening.

Get the whole story:
Visit Suite A100 in the Sheraton-Park Hotel, in Wash-
ington, D,C., May 7 tqo 11. A
complimentary copy of the new
NSI Directory of TV Stations
and Cities is waiting for you.

Nielsen Station Index

providing actionable facts on radio & tv station audiences
...for markeling decisions

3 a service of A. C. Niefsen Company

2101 Howard Street ~Chicago 45, lliinois

K r/; o
s _ - a3 ) o

" U. S. RADIO/April-May 1961
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- check out the facts of NSI and NCS!

Nielsen coverage Service (NGS ’61) gives
both buyers and sellers of time current information
(projected to 1960 U.S. Census) on which to base

£. sales and marketing strategy. Here, for each station,
(radio and tv) are reliable figures showing:
. T .. . the number of homes reached
.. » county by county
. . day, night; daily, weekly

If you are a buyer of time, NCS ’61 tells you whether
the facilities you have selected cover your market
tas adequately, or need supplementation.

If you are a seller of time, NCS "61 spells out your
station’s strong paints in covering the area it serves.

For dauthoritative answers to:

how many? . . . where? . . . how often?
visit Suite A100 in the Sheraton-Park
Hotel in Washington, D.C., May 7 to
11, or write to the address below.

Nielsen Coverage Service

providing actionable facts on radio & v circulation
...for marketing decisions
a service of A. C. Nielsen Company

/ NCS and NSI are Registered Service Marks of

U. S. RADIO/April-May 1961 41
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A, C. Nielsen Company: 2101 Howard Streets Chicago 45, llilinojs s
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14 viEwPOINTS ON RADIO

Ajan Newcomb, WBT Charlotte, N.C., commentator, gestuves as he describes the station’s
Radlio Maoscow series, recorded nitits of Radig Moscow commentary plus six minuies of reply.

14 broadeasters have
14 different
viewpoints on public

service programing

42

WITH the mounting cmphasis
radio stations are placing on com-
munity involvement, public service
programing is receiving newly-won
{rention.

Representative of the diversity in
vatlio approaches were presentations
heard last nronth in Pitsburgh at
the Fourth Local Public Service
Programming Conference, spansored
by Westinghouse Broadcasting Co.

No fewer cthan 14 individual
broadcasting  executives  uddressec
themselves to such matiers as *What
lies alicad for radio programing in
the commumity?” ind “How should
o radio station handle its rvesponsi-
hility to report the news?”

Mark  Olds, program  nnager,
WNFW New York, asks, “Should a
sation be all things ta all people?”
He tiinks not. He believes o sta«

tion should define the kind of audi-
ence it wants to pursue and then go
after it with appropriate programing.

The practice of comparing various
1ypes of radio should be halied, Mr,
Olds comments. "“The good in each
1ype should be acknowledged and
stations should be evaluated in terms
of how well they succeed in serving
the audiences they are aiming at.”
In selecting programing, Mr. Olds
tlecliues there is no substitute for a
broadeaster’s “owen professional juilg-
ment.”

In the area of public service pro-
graming. the program exccutive be-
licves the most impariant factor is a
station’s “intem,”

Do you just want to be a ‘good
Joe' or do you want to do some-
thing and rreate something? The

U. S. RADIO/April-May 1961
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Methods that “geneval” broadcasters can use lo give  “There is an essential pattern of change in
grealer altention to specielized groups ave radio that is evolutionary,” contributes Dom Quinng
L explained by Arnold Hartley, Key Broadcasting pragram manager, KDKA Pitisburgh.

[0 the right of Mr. Quinn, Ivan Smith, Australian
Wroadcasting Co., believes that
sWmerican radio needs “quality speeclr programs.”

Meark Olds (foreground), program manager,
WNEW New York, declares that a station
should define Uhe audience it wants to reach.
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form ot the public service effort is
not the primary thing.

“We believe in spots. WNEW
pioneered in short-take program-
ing. We sell radio in spot sched-
ules because of its cumulative reach
and we program the same way. We
believe you cair create more atten-
tion through a senes of spots. There-
fore, our public service programing
is done this way.”

There are three different. types of
public interest spots on the station:
(I) routine announcements that an
orgariization provides; (2) spots that
are written and produced by the sta-
tion fox special causes that it wanés
to chanipion, and (3) announce-
ments performed by a station per-
sonality in his owatr individual style.
Mr. Olds cautions that the last type
of spot must feature a cause in whicle
the personality believes if it is to be
effective.

Jules Dundes, vice president arnl
general mnanager, KCBS San Francis-
co, believes that “radio is neither a
business nor an art, but an exciting
mixture of both. Radio must adjust
ta the rapid changes of our tiving™

One of the great challenges to
broadcasters, he says, is how to satis-
fy peaple with changing forms of
radio.

“If listeners ever wanterl more

than wmusic, then they want more
now.”

To 1llustrate, Mr. Dundes refers
to Dimcension, short segments of re-
corded talk designed for integration
into the local schedules of CBS-
ouned radio stations. “It is fore-
ground programing for foreground
listening.”

The elements of Dimension are
talk (but mot chatter) and conver-
sation, he explains. The object of
the program is to provide or discuss
an idea. "It gives a local air per-
sonality a chance to talk intelligent-
ly with his audience (before or after
the recorded piece) adding dimen-
sion to the station and the personali-
b

Dimension takes many different
[orms:

o Celebrity buman interest pieces.

¢ “Year 2,000” — projections on
what life will be like then (for ex-
ample, an interview with ATZT
executive on what the telephone will
be like then).

e Bennett Cerf anecdotes.

o Dorothy Kilgallen intersiews
with “people you'd like to know.”

» “Yesterday's Hero”—interviews
with American heros of yesteryear
and accounts of their accomplish-
ments.

o Dramas— featuring Americam

IVith his back to the camera at right, Jules Duntes, vice presidend,
KCBS San Francisco, outlines the features of Dimension, short
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recorded segments of talk programing on CBS-owned radio stations

WWW.americanradiohistorv.com

portraits and life (for example, Ray-
mond Massey m *“Stonewall Jack-
son”).

AMr. Dundes states that the Dimen-
sion library now has over 1,000 cuts,
not counting special local pieces that
stations make on their own,

Alanr  Newcomb, commentator,
\WWBT Charlotte, N. C., host of the
station’s Radio Moscow series, terms
Russian radio a “formula station.”
He says “it is a carefully planned
format to promote the Communist
line.”

WBT records on tape abous 20
hours of Radio Moscow a week. It
selects the most representative com-
mentary and breaks this down into
five- or six-minute units for on-air
presentation. After each segment,
ihe station provides about six min-
utes of reply to the Radio Moscow
commentary.

Based on his experience in moni-
toring Radio Moscow, Mr. Newcomb
tleclares, “We need some of the com-
munist dedication in serving our
own purposes. Totalitarian radio
has declared war on private radio.
The Communists play on what they
consider our chiefl weakness—no con-
scious coordination of effort directed
towards a single goal. We must as-
sure cooperative effort through en-
lightened self-preservation.”

If broadcasters are going to do
their share protecting the things
America holds dear, they should ad-
mit their “personal involvement and
do something to preserve the profit
and loss statement itsell.”

Ken Draper, program director,
RSTT Davenport, lowa, says public
service shoukl underlie everything
that a radio station does. He pre-
sents a simple lormula that his sta-
ton used in finding out what to
program. “Go to your listeners and
ask thenr what they need and want
from their radio station.”

The station did just that i trans-
forming its farm programing from
a 45-minute block to a streamlined
Accent on Agriculture, m which
markets and prices are siressed in
slort segments.

In the area of public service dis-
cussion programs, Mr. Draper says
KRSTT's Public Forum (daily, 9 Lo
9:55 a.m.) Has created considerable
comment :md has been responsible
{or bringing many necded coni-

(Caut'd on page 83)

U. S. RADIO fApril-May 1961



www.americanradiohistory.com

new world |
of radio
equipment ...

KEYED TO THREE TRENDS

These are the pacesctiers at the 1961 NAB
equipment display: Transistorization,
Miniaturization and station Autemation

I N the continuing effort to refine and stream-
line broadcast equipment, the transistor has be-
come not only the keynote of this year's equip-
ment display at the 39th annual NAB conven-
tion, but also the pivot upon which future
developments are turning.

Linked to this is the trend taward miniaturk
zation—smaller and more compact units, from
the transmitter console to the tape recorder.

Indications are that automation which was
just appearing on the horizon at last year's NAB
meeting 1s now coming into clear focus.

What does all this mean?

It means a greater ease in the handling of
station equipment by non-technical executives.
It means greater flexibility and quality in such
areas as the remote broadcast through the port-
ability of items like the miniature tape recorder.
It means increased operational efficiency in time
and manpawer that can free the broadcaster
from heavy and awkward burdens.

Here is a sampling of products being dis-
played in the new world of radio equipment by
manufacturers and distributors responding to
the u.s. RapD10 NAB survey. All equipment dis-
plays, listed in ftalics as Exhibit space, are at
the Shoreham Hotel. Many of the equipment
manufacturers also have hospitality suites listed
on p. 50,

ELECTRONIC APPLICATIONS’ AKG D-19 MICROPHONE AND ST-200 STAND

U. S. RADIQ/April-May 1961 45
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SWISS MADE NAGRA PORTABLE TRANSISTORIZED TAPE RECORDER

o Radio Corporation of America is highlighting several
new products at this year'’s NAB convention. The
BTA-IR, a 1,000 watt am transmittev, according fo
RCA, *integrates the vavious vequivements for in-
creased power, remote control and Conelrad while stay-
ing within the limits of standard circuitry.” One
special featuve of this transmitter js its easy adaptabili-
ty to remote control operation.

Another featured transmitter is RCA's new 1,000
avatt fnT transmitter capable of handling either con-
ventional or multiplex operations. An added con-
venience of this transmitter is the accessibility of the
exciter which tilts out for easier servicing. The RT-21,
a new professional audio tape recorder, features “an
all-transistor design, easy speed change, interlocked
record operation, variable cue speed control and half-
or quarter-track recording.”

The RT-7, the firm’s new cartvidge tape recorder
features automatic cue, an all-transistor design, re-
mote control, plus interlocked recording and accurate
siming. (Exhibit space Main Ballroom)

» Collins Radio Co. is fealuring its automatic tape pro-
graming cquipmenl along with many of its other
broadcast products. Of special interest is the Collins’
Tostyled and redesigned am and fin transmiiters and
a new threcchannel remote. Because it is self-con-
tained, the new fim transmitter can be adjusted without
taking it off tlse air. Also new is the 20V-3 am transmit-
ter whose key parts are described as easily accessible.

‘Collins states its entirely transistorized 212H three-
channel remote amplifier is “about the size of two
stacked Scars Roebuck catalogs.” It has a built-in
|rhone equalizer on two of the three channels which
allows quick switching between the phono and mike
positions.  (Lxhibit space 31)

o Gates Radio Cé. is [eaturing several mew products
mdlmling an automatic Spot Tape Recortler, a port-
able cartrudge tape productivn unit, a new transistor-
ired plug-in amplifier system and new fm vansmiters
for 20, 15, 10, seven and a half, and five kilowaits.

(1 thie Spot Tape Recorder, remote call-up can be
made on any onc of the 100 tape tracks by meuans of
selection of a digital number froo, scro through 99.
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RCA'S. NEW RT-21 AUDID TAPE RECORDER

The portable tape ustit enables vecording at any station
Tocation.

The new I[m ftransmitters feature such cevelop-
ments as built-in remote control, longer tube life,
lower cost and quieter operation. (Exhibit space 30)

» Ampex Audio Co. is displaying its 351 sevies of radio
broadcast recorders and its 601-2 portables.

The new Ampex 354 model features a dual-channel
chassis that fits into the same space as the single-
channel of the 351 model. This provides “a two-chan-
net console model and a rack mount version that fits
into the same rack space previously occupied by a
single-channel recovder.” The 601-2 portable: two-track
stereophonic recorder accomodates tapes with “50
percent extra playing time” that gives the broadcaster
48 minutes of stereophonic recording time at seven
and a halfl ips. from a seven-inch reel. (Exhibit
space 28)

o General Electric’s custom work for the new WFAA-
AM-FM-TV Communications Center in Dallas is de-
scribed as being of particular interest to broadcasters.
The audio system 1s completely transistorized. A stereo
master control switching facility for am, fm and tv
sound contains 11 steveo or 22 monophonic input
channels. (Exhibit space 29)

» Programatic Broadcasting Service isshowing the latest

'model of its completely automated radio service and

will pravide demonstrations by playing the tapes of
Programatic’s “O-Vation-Music™ programs. The ma-
chine will operate antomatically for up te eight hours
a day. [Exhibit space 5)

o International Transmitters & Antennas Inc. is featuring
its hine of onc and five kw am transmitters; two- and
three-channel and sterco consoles; one, five, 10 and
35 kw [ transmitters; the instant locating. instant
cucing, maximuni capacity Simplexer for station auto-
mation as well as other allied cquipmens. (Exhibit
space 24)

e Fisher Radio Corp. is disphliyitig its new fin tuner,
the Fisher fm-broadeast monitor, model FM-1000. The
tuner can be used for relay reception and ve-broad-
tasting of fm transmissions. Aunother product, the

U. S. RADIO fApril-May 1961
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AMPEX 351 AND 352P TAPE RECORDERS

model X-1000 stereo control and power amplifier will
“handle the most complex music wave forms without
any trace of distortion,” Fisher says. The Fisher Spacex-
pander, model K-10, supplies “the reverberation nor-
mally heard in acoustically perfect concert hall.”

The Fisher fm-broadcast monitor, model FM-200-R,
is the rack-mounted version of the FA-200 wide-band
fm tuner. (Exhibil space 34)

o Schafer Custom Engineefing, a division of Textron
Electronics Inc., s displaying these products: Broad-
cast automation system (Model 1200) providing com-
plete station automation; new Schafer spotter, S-200A;
all new Schafer cartridge recorder 3000; the Schafer
remote control system 400-R, and tlie firm’s major at-
traction, the model 600, new minimum cost*broadcast
automation system. (Exhibit space 21}

» Tower Construction Co. has two new product types.
One is the microwave prebuilt portable buildings that
are shipped by rail or truck already assembled. These
are designed for quick and easy installation. The elec-
trical components are installed before being shipped
from the factory. Tower is also introducing its new
fibre-glass antenna covers. (Exhibit space 42)

o Bauer Electronics Corp.'s 707 model, a 1660/250 watt
am transmitter, is being displayed again this year in
kit form. Other featured products include the “'Spot-
O-Matic” cartridge tape system and a new remote con-
trol system, the SEL model TC-22. (Exhibit space TA)
ment. (Exhibit space 18)

s Standard Elettronits is presenting its new 20 kw fin,
amplifier. The new amplifier can be driven by an ex
isting 5 kw transmitter to effect a total output of 30
kw, To do this, Standard Electronics incorporates
into the design of the amplifier its 5924-A vacuum
tubes which are now i use in all its existing fm equip-
ment. (Exhibit space 18)

« MacKenzie Electronics Inc. is displaying its “Mac-
Kenzie Instant Audio” automated multi-channel pro-
gram repeaters, single-channel program repeaters and
recorder playback units. (Exhibit space 15)

U. S. RADIO/April-May 1961

A sample of the new and
wonderful world of
recoviders, transmitters, and

program repeaters
displuyed at the NAB mect

GATES' NEW 20 KW FM TRANSMITTER (FM-204)

- -

THE MACKENZIE ELECTRONICS “INSTANT AUDIO” PROGRAM REPEATER

o Continental Manufacturing Inc. is introducig an
fm/multiplex modulation monitor. *“Frequency and
modulation of both main channel and sub-channel are
monitored separately and simultaneously,” says Con-
tinental. Other new items include a completely tran-
sistorized fm multiplex receiver designed for fm music
services, and two transistorized audio/PA amplifiers
at eight and 32 watts each. (Exhibit space 23)

¢ General Electronic Laborateries is demoustrating its
Rust remote control system plus one and 15 kw trans-
mitters. According to the firm, the basic features of
the transmitter line include *“a crystal-control modula-
tion system, a field-proven multiplex exciter and sub-
channel combination and direct power output deter-
mination by a self-contaiped wattmeter, (Ex/ubit
space 12)

» Hughey & Phillips Inc. is exhibiting its new tower
lighting isolation transformers, its remote lamp failure
indicator system as well as demonstrations of tower
light control and alarm units. (Exhibit space 4)

» Gotham Audio Corp. is showing its line of Neumann
microphone systems and the Neumann AM-131 disc
recording lathe that features a three-speed synchron-
ous motor drive without belts, gears or chains. (Ex-
hibit spaces 34A and 34B)

47
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Collins creative engineer-design team is about to unveil
three new Collins creations: an AM transmitter; FM
ttansmittersy and a 3-channel remote amplifier. But the
fact that these three broadcast units have so many out-
standing features is the real news. It’s also the reason
the Collins creative team looks so proud in this picture.

COLLINS RADIO COMFANY

ArYr
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The three new pieces of equipment were not only de-
signed at Collins, but will also be Collins manufactured.
This is to assure the quality controls that are respon-
sible for Collins reputation. Obviously, these units

haven’t been unveiled yet — they're still in the crates,
but here are the drawings and some initial information,

CEDAR RAPIDS * DALLAS » BURBANK

}
COLLINS AOW - AR TRA N T e

IelsEsE=Ts=1
P = om— e 1 @

Collins AM TRANSMITTER: completely and conven-
iently accessible throughout because the RF and
audio chassis swing out and the power supply tilts
up so that all components are exposed. The new
AM transmitter's highly stable crystal - a concept
pioneered by Collins — eliminates the necessity for
‘the old-fashioned crystal oven. The transmitter
also features direct forced air cooling, not just
ventilating fans, as in many other AM transmitters.
These are just some: of the features of the new
Collins 20v-3 1,000 watt AM Transmitter. Of
course, one of its biggest advantages is that it's
quality manufactured and custom tested at Collins,
where each component is a personal thing with
Collins engineers,

Collins FM TRANSMITTER: based on the outstand-
ing, time-proven Collins 730 series, the new Collins
250 watt 830B-1 FM Transmitter is shown here
with an accompanying amplifier which boosfs its
power to 5000 watts (830E-1). This FM transmit-
ter has been '*humanized” to make operation
exceedingly simple (its vertical panel construction
150ne of the reasons)-all components are quickly

accessible and all adjustments can be made with-
out taking the transmitter off the air. Each part
has been carefully assembled, tested and inte-
grated into the transmitter, at Collinss You'll also
be surprised at the Collins FM transmitfer's ex-
ceptional efficiency.

Collins REMOTE AMPLIFIER: a compact (about the
size of two stacked mail order catalogs), 3-chan-
nel amplifier that is transistorized throughout. The
212H-1 has a built-in phono equalizer on two of
its three channels to provide immediate cuts be-
tween phono and mikes. Elfminates equalizer and
egualizer pre-amp. This new amplifier also in-
cludes a multiple tone generator: 100, 1000 and
5000 cps for immediate frequency response checks.
Best of all, this remarkable new Collins remote
amplifier is competitively priced.

This, and other new Callins braodzast equipment
will be shawn far the first time at the NAB Shaw,
May 7-10. Far descriptive literature and camplete
specificotions write Callins Rodio Campany, Broad-
tast Sales, Cedar Ropids: lowo

wnana amaoricancadiahictan, cam
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Where They Are at the NAB

A listing of the exhibit space and hospitality suites for: equipment manufacturers and
distributors, radio netwworks und vepresentatives, program serviceg and service groups.

RADIO EQUIPMENT MANUFACTURERS

(All “space” locationts are ir the Exhibition Hall,
Shoreham Hotel; parentheses indicate location of hos-
pitality suites). Aitken Communications Inc., space
25-4; Alto Fonic Tape Service, space 41 {Shertton
Park, C-252-4); Ampex Audio Co., space 2§; Auto-
matic Tape Control Inc., space 6 (Shoreham, F-207) ;
Bauer Electronics Corp., space 7-A; Collins Radio Co.,
space 31 (Shoreham, E-300); Continental Electronics
Mfg. Co., space 16 (Shoreham, E-200); Continental
Mfg., space 23 (Shorecham, G-200); Electronic Ap-
plications Inc., space 43; Fisher Radio Corp., space 34;
Gates Radio Co,, space 30 (Shoreliam, E-100) ; General
Electric Co., space 29 {Shoreham, G-600); General
Electronic Laboratories Inc., space 12 (Sheraton Park,
D-}O~l-G); Gotham Audio Corp., space 34-A & 34-B
(Sheraton Park, B-223-5); Hughey & Phillips Inc.,
space 4 (Shoreham, E-209); International Business
Machines, space 37-A; ITA Electronics Corp., space
24 (Shoreham, G-309) ; MacKenzie Electronics Inc,
space 15; Magne-Tronics Inc., space 37 (Shoreham,
E-709) ; Minneapolis-Honeywell Regulator Co., space
45; Minnesota Mining & Mfg. Co., space 22; Moseley
Assoc., space 35-B; Profit Programming Inc., spaces
35-C & 35-D (Sheraton Park, A-406-8); Programatic
Broadcasting Service, space 5 (Sherton Park, B-423-5) ;
Radio Corp. of America, Maid Ballroom (Shoreham,
G-100) ; Schafer Custom Engineering, space 21 (Shore-
ham, C-404} ; Sony Corp. of America, space 36; Stand-
ard Electronics, space I8; Sarkes Tarzian Inc., space 1
(Shoreham, D-802); Tower Construction Co., space
42; Utility Tower Coa., space 7 (Statler Hilton) ; Visual
Electronics Corp., space 11 (Shoreham, G-609) ; Vitro
Electronics, space 20 (Sheratoii Park, B-523-5) .

NETWORKS

ABC Radio (Sheraton Park, B-220); CBS Radio
(Shoreham, C-500); Keysione DBroadcasting System
{Sheraton Park, D-700-02) ; MBS (Sheraton Park, E-
420) ; NBC Radio. (Sheraton Park, B-320).

RADIO REPRESENTATIVES

Alaska Radio Sales {Ambassador)s AM Radio Sales
(Jeflerson) ; Avery-Knodel (Sheraton Park, E-126-8);
Elisabeth M. Beckjorden (Shorehan); Charles Bernard
and Country Music Network (Mayflower) ; John Blair
(Hotel Washington, 203-06-07); Bolling (Sheralon
Park, B-500) ; Branham (Magflower) ; Broadeast Thme
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Sales (Willard); Henry I. Christal (Sheraton Park,
M-158-60); Devney Inc. (Mayflower); Bob Dore
(Sheraton Carlton); Robert E. Eastman (DuPont
Plaza); Everett-McKinney (Shoreham); Gill-Perna
(Sheraton Park, E-320-22); George P. Holingberry
(Sheraton Park, F-340-41) ; Bernard Howard (Shore-
ham); H-R Reps (Sheraton Carlion, 400); Katz
(Sheraton Park, E-520-22) ; Jack Masla (Statler Hil-
ton); Daren F; McGavren (DuPont Plaza); Meeker
(Sheraton Park, E-620-22); NBC Spot Sales (Shera-
ton Park); Peters, Griffin, Woodward (Mayflower);
John E. Pearson (Hay-Adams) ; Edward Petry (Shore-
ham 100-C) ; Radio-Tv Reps (Sheraton Park, D-600) ;
Paul H. Raymer (Sheraton-Carlton); Roy V. Smith
Assoc. {Ambassador) ; Spot Time Sales & Western Fm
Sales {DuPont Plaza); Vernard, Rintoul & McCon-
nell (Sheraton Park, 489-91); Walker-Rawalt (Shera-
ton-Carlton) ; Grant Webb (Sheraton Park); Weed
(Mayflower) ; Adam Young (Sheraton Park, C-140) .

SERVICES

Associated Press (Sheraton Park;, Franklin Room);
Broadcasy Advertisers Reports Inc. (Sheraton Park,
M-658-60) ; Broadcasters’ Promotion Assoc. (Sheraton
Park, E-330-2); Futursonic Productions Inc. (Statler
Hilton) ; Harry S. Goodman Productions Inc. (Shera-
ton Park, A-211-15); Hal Holman Co. (Shoreham,
A-601) : Lang-Worth Feature Programs Inc. (Shore-
ham, G-509); A. C. Neilsen Co. (Sheraton Park,
A-100) ; Pams Productions (Sheraton Park, B-G23-5);
The Pulse Inc. (Sheraton Park, F-140-41); RCA Re
cordlecd Program Services (Shoreham, D-204-6) ; Record
Source Inc. (Sheraton Rark, M-589-91); Ravmond
Scott Enterprises (\Windsor Park) ; SESAC Inc. (Shera-
ton Park, B-520-22) : Standard Rate & Data Service
Inc. (Sheraton Park, E-120-22) : Richard H. Ulnan
Inic. (Shorcham, C-103); World Broadcasting Sysieni
Inc. (Sheraton Park, M-689-91) .

TRADE PUBLICATIONS

Advertising Age (Sheraton Park. D-200) ; Broadcast-
img and Television Magazine (Sheraton Park, Madi-
son Room); Printers’ luk (Sheraton Park, S-510-41);
Radio-Television Daily (Shorecham, E-100): Sponsor
(Shoreham, G-803) ; Television Age (Sheraton Park,
E-526-8) ; Television Information Office (Sheraton
Tark, A-511-15) ; Tv Gnide-Tv Digest (Sheraton Park,
D-706-8) ; v.s. Ramo and s, ¥y (Shoreham, G-808):
Variety (Shoreham, 13-300) .
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WWRL GIVES 50,000 WATTS,
WHAT'S WATT? THAT'S WHAT!
[asked the Time Buyer) {soid the Time Salesman) 1;‘;

T A S L R A e S R i

OWT WWRL GIVES 50,000 WATTS

Effectlve Radiated Power)

There's a big new sound in fown . . . aimed af New York's big Negro/Puerto Rican market,
And WWRL gets to the heart of this market with 50,000 watts of effective radiated power {thru
high efficiency antenna array) in its major lobe . . . the area where most Negro/Puerto Rican
families live. Remember: your dollar buys sell an WWRL,

New power! Louder & clearer to reach New York's big Negro/Puerto Rican Market

U. S. RADIO /April-May 1961 51
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Coimpetition for the listener’s ear
prompts ad agencies across the coun-
try to seek out special techniques
that create attention, Very often
these methods, because they stem
from an agency’s operating philos-
ophy, actually become an ad, shop’s
hallmark.

Use of humor is currently at tlie
forefront of attention-getting de-
vices. And the way humor is applied
very often represents an agency's
trademark.

A highly defined image can be at-
tributed to Papert, Koenig, Lois,
New York, the talked about adver-
tising firm that has taken such strides
in its short history. An indication of
the tack that is followed in the use
of humor in its creative work is giv-
en by Julian Koenig, the young
agency’s young president and former
copy specialist at Doyle, Dane Bern-
bach, New York. “We don't use a
humorous approach to the copy.
The humor is derived from the re-
ality of the situation; so if we put it
in terms of a human experience, the
humor will take care of itself.”

JULIAN KOENIG s copy specialist
and president, Papert, Koenlg, Lois.
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While he doesn’t deny the value
of humor, Mr. Koenig asserts that
the use of humor can be overdrawn.
“To our way of thinking, hirmor js
only a tool, but the basis of the copy
is in reality. And to this we add good
taste, steering clear of the conven-
tional and hysterical nonsense that Ts
inflicted upon much of today's ad-
vertising. We are trying to avoid the
stereotype and I think we accom-
plish this by showing people as they
really are.”

Humorous effect, as opposed to
affected humor, was the result of a
PKL effort. to sell pickled green
beans.

Last summer, two New Jersey
school teachers went to PKL with
their own home made product, Dilly
Beans. The prime challenge for
PKL was to develop a commercial
program that would introduce this
unusual product into the highly
competitive New York market.

The key 10 success lay in the care-
ful creation of the commercial copy
which was, presented over WQXR-
AM-FM.

DILLY BEAN campaign is typical
of the agency’s creative trademark.

WWW. americanradiohistorv.com

REALITY I[N HUMOR GOOD COMMERCIAL MIX

The radio copy generally features
a man and a woman involved in
cocktail party chatter discussing the
merits of the Dilly Bean:

{COCKTAIL PARTY SOUNDS)

GirL: Do you think Dilly Beans
will replace peanuts and pret-
zels?

Man: I never discuss politics.

AxNcr: We will now have 45
seconds of music to eat Dilly
Beans by.

MUSIC BRIDGE

Axxcr: Dilly Beans are crisp
green beans pickled in vinegar
and dill. If your friendly
neiglborhood grocer doesn’t
have a jar—knock something
off a shelf on the way out.

Because demand far exceeded sup-
ply at the beginning of the campaign
(before PKL, distribution was about
25 cases a week; this figure jumped
lo 1,500 weekly once the campaign
was under way), listeners reported
trouble in finding grocery stores that
carried them. Once again PKL dis-
played its agility in easily adapting
to the situation by coming up with
this one:

SHE: Let’s go byy Dilly Beauns.

He: Great.

Sue: Bundle up.

HE: /t's 90 degrees ontside!

Sue: It may be the middle of
winter before we can find a
store that'’s got them,

HE: We now have 45 seconds of
music to hunt Djlly Beans
awith,

(VOLGA BOAT SONG)

As a tool, humor is fine garnishi-
ment of copy (an example of PRKL's
well-wooled humor: ““Break the smok-
ing habit—eat Dilly Beans). s the
single mcans to the end of selling, it
can smother the advertiser's purpose.

U. S. RADIO/April-May 1961
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EVER\QONE‘S TALKING ABOUT

| Tnl ‘bl ,l,

WFAA - 820 - RADIO

“SOUTHWEST CENTRAL’™. .. a completely new format
with the emphasis on electronic journalism is the key to the
great pew sound on WFAA-820 RADIO in Dallas! Backed by
the biggest advertising campaign in WFAA’s history, all North
Texas is finding a radio “home” that’s informative and delight-
fully entertaining day and night! Originating from our new
multi-million dollar “Communications Center” with all new
equipment, WFAA-820’s powerful 50,000 watt clear
channel voice beams “Southwest Central” to an area of over
5 million people!

NEWS NBC News on the Hour followed by 5 minutes of State & Locaf News!

FEATURES Brief cut-ins all day lohg from WFAA's staff meteorologist, woman's
editor, sports director, farm editor, and other human interest stories.

GOOD MUSIC with aspecial appeal to the young adult, comprising the best of the a]bums
and the current top popular hits.

Your Petryman has an Audition Tape of the New
“Southwess Central” from WFAA Radio . ., Call Him!

Represented by

The Original Station Representatiye r.—s::"’ NLECR " = __‘ uiil “"""‘- 820 RAD'O
BT = Lo ] <9 il Y DALLAS
BROADCAST SERVICE OF THE DALLAS MORNING NEWS _—
U. S. RADIO/April-May 1961 23
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RADIO FOCUS: IDEAS

TELLING workers behind the Iron Curtain a little
about the American way of Ife are these two union
stewards al the Pabst Brewing Co. The Voice of Amer-
i¢a broadcast was recorded at Milwaukee's WTAM],

CELEBRATING the KBIG Santa Calalina promoiion
of Trewax are: (I to ry Harry Fox, Trewax presideni;
Bob McAndrews, station manager, jon Ross of the
Tilds ¢& Cangz agency and jerome Fox, Trewax v.p.

RADIO NEWSMEN George Brown (seated) of WOR New
York and Len 1Vhariman, resident correspondent for MBS, pre-
pare copy for their newscast on the Eichmann trial. The ligh
colored box on IWhartman’s belt is special recetving sel leased
by Israeli government that provides funr separale iranslations.

NATIONAL DEFENSE promation at KTHRIT Houston invelved
the placing of disc jockey Eric Goldmar in a sealed shelter

"._'/ ROSIN ou (he bow and away they go in Portsmornth, N.H,

where WIIEB held its Spring Hay Ride. Over 200 towns-
KTR H OPERATI'?.NRSUWWAL people joined in the fun and festivities. While the station
TUNI rﬂ sponsoved affair, Heast Fuud contyibntions were accepted.

OPERATION SURVIVAL

RADIO FOCUS: IDEAS
continued p. 58
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Michigan Week
May 21-27

New harizons are dawning everywhere in mighty Michigan, center of the dynamic
Great Lakes region. Irt industry, science, transportation, community development, and
other fields, exciting new projects are pdinting the way to even greater economic
strength and vitality:

We invite yaou to march forward with Michigan—to shate in the benefits of its growth
and expansion. A good place to start is the WWJ Stations in Detroit, basic sales media
in the business heart of the state.

W WJ Rabio

Deétroit's Basic Radio Station

=l WWJ-TV

Michigan's First Televjsion Station

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. « OWNED AND OPERATED BY THE DETROIT NEWS

U. S. RADIO/April-May 1961
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| |

Now ready to use...SRDS consumer market

SRDS May issues reflect actual market |
conditions reported in the 1960 census

Now you have at your fingertips the final, authoritative figures based on
the 1960 census (the-once-in-ten-year anchor figures upon which interim-
year population and household estimates will be based.) This consumer
market data in SRDS, current as of January 1, 1961, is selectively com-
piled and correlated for the special needs of pgople who use market data
for media planning.

SRDS Spot Radio, Spot TV and Newspaper books contain latest figures
on population, households, consumer spendable income and retail sales by
states, counties, cities and the standard metropolitan statistical areas, as
well as their new definitions as issued by the Bureau of the Budget.

Panel of media buyers shows strong reliance
on SRDS media/market data and maps

In 1959 a national panel of 250 media buyers was formed to provide
reliable information on the uses to which the SRDS books are put and
to guide us in the development and improvement of SRDS services..

In the spring of 1960, two panel studies révealed the following pattern of
use and indication of adequacy of SRDS maps and market data;

) % wha

SROS Editions Maps op market dafd sections % whd USE ':;’;lﬁa""g

ADEQUACY
Newspaper Mapy ; 904 86.2
Rates & Data Censumer Market Data 83.0 84.1
(N-94) Ranking Tableg N 80.9 85,1
Spet Radio iaps | w 895
Rates & Data Consumer Market Data 94.2 94.2
(R Ranking Tables. ) 90.7 93.1
Spot TV ki 97.8 a7
Rates & Data Censumer Market Data 955 933
[ﬁ,sg) Ranking Tables 921 92.1

From this panel response, it secms reasonable to conclude that, in the
normal process of market sclection and media evaluation, market infog-
mation and media information go hand-in-hand. Having them together
in SRDS is a great convenience to both buyer and seller of space or time.
So it makes sense for a medium to register its whole sales story by adver-
tising its market and market coverage in the market data sections of
SRDS and its special values as an advertising medium on the listing pages.

Note; To correlate USE of maps and data with usor ovaluation of ADEQUACY, orily thesa panolists whw
answored BOTH questionnaires aro recordod horo. This number indicated in chart.

% U. S. RADIO/April-May 1961
WWW.americanradiohistorv.com


www.americanradiohistory.com

~ (lata based on FINAL census reports

J NEW YORK

State, County, City, Metro Area Data
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SRDS | standard Rate & Data Service, Inc.

‘The National Authority Serving the Media-Buying Function
C. Laury Botthof, President. and Publisher @ Wer Cd

5201 Old Orchard Road, Skokie, 1], YOrktown 6-8500
SALES OFFICES: SKOKIE « NEW YORK - LOS ANGELES = ATLANTA,

S. RADIO/April-May 1961
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FOR THE

CONSECUTIVE
YEAR IN

THE GREAT
SOUTH BEND,

INDIANA

MARKET !

5000 Watts . ., The Most
powerful in Northern Indiana

9860 XC

WSBT

SOUTH BIND. |NDIANA
FIRST [N SOUND ADVERTISING

RADIO FOCUS/IDEAS

Cont’d froin page 54
PROMOTION

In an efforr 1o save the central New
York area from a possible unemploy-
ment problem, WONG Oneida went
on the air with an appeal to the
public spirited citizenry. The diffi-
culty arose when it was learned that
the Air Materiel Section of nearby
Griffiss AFB was subject to a shut-
down by the Air Force. A citizens’
committee meeting was held one eve-
ning and the next day WONG be-
gan a 12-hour appeal for signatures
for a special telegram, to be sent to
President Kennedy, describing the
unemployment hazard of shutting
down the section of the Air Base that
employed over 6,200 local civilians:
The station and the committee were
able to attach about 10,000 signa-
tures o the telegram over which, the
station states, “tlie President became
very interested and asked to see.”
. WIP Philadelphia is publishing
its Tunedex (a listing of the top
songs and albums) in braille, for the
benefit of the institutions for the
blind in the area. ... An opportunity
lo win one of 28] prizes is being of-
fered to the listeners of WQXR New
York who take advantage of a “50
words or less’ contest on why they
like to listen to the station. The pro-
motion is being carried via on-the-air
announcements, space ads in several
New York papers and direct mailing
1o approximately 100,000 persons.
First prize is a three-week trip to
Europe. KRAK Sacramento
painted some bus stop beuches thar
promoted the station; then pro-
moted that promotion by asking lis-
teners to write in the location of the
benches. Design on the benches in-
troduces the new logo-type of KRAK.
. . WIBG Philadelphia asked its
listeners to call a specific telephone
number [or a message from Ironwear
Hosiery. The station states that

| 500,000 listeners made calls to the
| number ai a rate of over 6,500 per

comercial. . . . Final tabulation on
the response to WRCV Philadelphia
“Big Band First Anniversary” pro-
motioy showed that 12,511 cards
and letters favoring continuation of
the Big Baud policy were posted to
the station. . . . ‘The heart beats of
a celebrity is the first in a series of
clues given by WOXI Atlaata lo-

WWW.americanradiohistorv.com

wards the discovery of name of the
celebrity. New clues are given daily
in a descending order of difficulty.
Winners get a three-day trip to the
Kentucky Derby. . .. Mother's Cook-
ies of Oakland and KCBS San Fran-
cisco promoted each other at the San
Irancisco Home and Hi-Fi Show by
filling a jar with Mother’s Cookies
and then asking visitors to the
KCBS booth to guess the number of
cookies in the jar, KCBS reports
that nearly 5,000 entries were re-
ceived. Winner was awarded an al)-
expense, three-day trip for four to
Rena.

PROGRAMING

The Eichmann trial, and the “Nan
in Space” probe ave presently lime-
highting radio journalism. Much of
the credit for the fast, accurate cov-
erage that American broadcaster
are giving to the Eichmann trial
goes to the Israeli government for
its arrangement of press facilities
there, especially the four-channel
transistor radio providing trans!
tions. In addition to the network
coverage, many individual station
either on their own, or througl
various services, are devoting a part
of their daily schedules to the tnia
WERE Cleveland reports that it i
using three services (Look, Radio
Press International and Syndicated
Broadcast Features) in its attempt td
give a comprehensive report of the
activities in Jerusalem. Other sta
tions, such as WNEW New Yor
WBZ Boston and CKGM Montreal
have their own newswnen at the trial

. When the “Man in Space” op
ération reaches the countdown stage

has been described as
largest coordinated news teas evel
assembled.” Selection of responsi
bilities in the actual coverage was
made by a drawing. While the radic
coverage will be fed simultaneously
to all networks, cutaways for ing
vidual commentary and news msert
will be permitted. . . . KEX Port
land, Ore., is running a series of
seveiv half-hour commentaries en
titled Countdown jor Tomarrow
In this report, the station says, “peo
ple intimately involved in Proje
Mercury relate how they are p
paring for mun's imminent fir

{Cont’d on page 06

U, S. RADIO/April-May 196
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- QUALITY BROADCASTING
SELLS RICH, RICH

' SOUTHERN

NEW ENGLAND

—

QUALITY IN THE SADDLER'S CRAFT IS REPRESENTED BY THE WORLD FAMOUS SMITH-WORTHINGTON
FORWARD SEAT SADDLE., CUSTOM MADE IN HARTFORD. CONNECTICUT. A HARTFORD FIRM SINCE
r794. THE SMITH.WORTHINGTON SADDLERY COMPANY IS THE OLDEST ORGANIZATION OF ITS KIND 1IN

THE NATION.

QUALITY IN BROADCASTING IS THE HALLMARK OF WTIC TELEVISION AND RADIO WHOSE FIRST

CONSIDERATION 1S ALWAYS THE VIEWER AND LISTENER.

WTIC'TV 3 CBS Affiliate

REPRESENTED BY HARRINGTON, RIGHTER & PARSONS, INC.

WTIC 50,000 watts nec afsiliate

REPRESENTED BY THE HENRY Il CHRISTAL COMPANY

www americanradiohistorv com =
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“In Rochester, N..

People Are
Switching

FROM

“TIRED" Radio

® FOR MUSIC THEY LOVE
® NEWS NAMES THEY KNOW
® COMPLETE NEWS COVERAGE

sasic NBC arriLiate

WVET RADIO, Rochester 4, N.Y.
N

Nat1 Rep.: Robert E Eastman & Co., Ine.

LOCAL RADIO
STATIONS 1IN

That’s what you get

when you buy time on

BIG 5,000-WATT

WEFHR

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.
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| RADIO FOCUS/IDEAS

Cont’d from page 58

flight Tnto outer space.™ The series
was produced by KDKA Pittsburgh.

. WNEW New York ran a one-
hour special entitled Aan in Space
on April 23. Featured was Martin
Caidin, author of 26 aeronautical
books, expressing his views on man’s
space challenge. With the
Civil War Centennial at hand,
WAAF Chicago has begun a four-
vear series entitled Civil War Diary.
Series will consist of daily one-min-
ute capsules of events that occurred
on the corresponding day 100 years

| 2go. . .. WSB Atlanta is program-

ming the same type of series, except
that its capsules will be five minutes
in length. . . . With the advent of
the pleasure-boating season, WTIC
Hartford, Conn., and KING Seattle
are launching marine weather shows.
WTIC is providing a weekend sery-
ice beginning Friday nights while
KING is extending its report to
Thursday nights as well.. . . WBUD
Trenton, N. &]u, has inaugurated a
daily editorial series that will deal
with local problems and activities.
. . .« KFRC San Francisco is now
broadcastng 24 hours a day. . . .
WKLW Providence, R. I, began
broadcasting April 3. The 350,000
watt am station, represented nation-

| ally by Daren McGavren and in New

England by Foster and Creed, has
a dial position of 990 kc. . . . Storer-
owned WSPD Toledo, Ohio, is now
settled in its new quarters contain-
ing three control studios each of
which is equipped, the station points
out, with a new dual-channel con-
sole, tape equjpment and turntables.

BUSINESS SIDE

In addition to programing and oper-
ational changes, the newly-housed
WFAA Dallas has announced the
adoption of a single-rate policy. “We
believe the single rate is fair to all
advertisers,” says George K. Utley,
WFAA station manager. He also
notes that the single rate card in-
cludes various package and discount
plans. , . . A telephone call will per-
mit potential KYW Cleveland ad-
vertisers to hear examples of current
or forthcoming spots being run on
the station. Called *Tele-Check,”
the system has three separate tele-

WWW.americanradiohistorv.com

phone message repeater units utiljz-
ing one announcement per unit.
What the potential customer hears
over the phone is a KYW person-
ality introducing the spot and then
following it with details on schedule,
frequency, audience reached and
other available information. . . .
KSTN Stockton, Calif., has signed
a 52-week contract with the local dis-
tributor for the Douglas Qil Co.
For the first 90 days, the frequency
will be 20 spots a day, with the re-
mainder of the year’s contract run-
ning at 24, The oneminute an-
nouncements are aired on the hour
and begin with a time signal jingle.
Copy runs according to the expected
audience composition; that is, house-
wife appeal for mid-morning and
afternoon times, the masculine ap-
proach for drive times and copy
geared to teenagers during the early
evening hours. . . . The Automobile
Club of Southern California has
taken a 13-week renewal on KNX
Los Angeles for the sponsorship of
CBS's The World Tonight. .. . Spon-
soring the entire schedule of this
season’s Chicago Cubs baseball
games over WGN will be Oak Park
Federal Savings & Xoan Assoc., G.
Heilman Brewing Co. and Magikist
Services Inc. . .. Chip Steak, a type
of frozen minute steak, has taken
13 weeks of the WEBR Buffalo
Sing Along Spell Down broadcast
Sundays from 34 p.m. . The
Katz Agency, New York, has been
selected as the narional sales repre-
sentative for KSD St. Louis and
WAVE Louisville. . . . KQBY San
Francisco and KBUZ Phoenix, both
Sherry Cordon stations, have ap-
pointed Adam Young, New York.
as their national representative.
. . . KSFE Needles, Calif., has se-
lected Grant Webb, New York, as na-
tional representative. . . . Jupiter
Broadcasting Inc. has purchased
WSAL-AM-FM Cinciunati and has
appointed Robert E. Eastman Co,
New York, as national representa-
tve. Ohio Stations Representatives
will handle all Qhio sales , . . WSOC
Charlotte, N. C,, is attempting (o
steny, the tide of depression talk
through its “Business is Good™” cam-
paign. Working with the local Cham-
ber of Commerce and Charlotte busi-
ness men. WSOC is browdeasting
periodic statements and facts and figs
ures on business conditions.

J. S. RADIOfApril-May 1961
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“*CREAM OF WHEAT?” cereal utilizes the efficiency and flex1b111ty of spot
tadio for increasing its total share of the hot cereal market.

Why? .. . Because spot radio sells the cereal market at just the right times
and in just the right market areas,

Spot radio, the exclusive “Cream of Wheat advertising medium,can work

for you too . . . your H-R man will sell you now.
Representatives
*Through BBD&O, Minneapolis m 5 ¢

WWW.americanradiohistory.com
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The simple facts about business magazine |

1 In the 20 years since 1940, advertising dollars invested

=« In trade publications have increased from $64,000,000
to $600,000,000 annually — a rate of growth second only
to television.

2 Readership of business publications, according to Mc-

= Graw-Hill study, is up sharply since 1950. The reason:
Greater demands on the knowledge and ability of busi-
ness executives who must keep up with the pace and
competition of American business.

3 Today a great need exists for alert, courageous, profes-
= sional business publications in every field — publications
that reach their fields.

4 The top book in the average trade field, according to a

» widely-quoted McGraw-Hill study, delivers 66% of the
executives allied to that trade category. The top three
publications deliver 92%. It was noted that an increased-
cost-per-qualified reader and a reduced-degree-of-influ-
ence accompanied each publication in descending order.
The stated conclusion was that it pays to concentrate
advertising dollars in the top book or books for your pur-
poses.

WWW. americanradiohistorv.com
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advertising and readership are these:

SPONSOR tops its field by a much wider margin than
the average leader. A survey (not made by SPONSOR)
based on the full agency-advertiser mailing list of a big
national representative showed SPONSOR ahead of
other magazines with a whopping 89.9% readership. A
recent study of New York ad agency readership con-
ducted by a general advertising publication showed
SPONSOR leading its nearest broadcast competitor by
27% in total readers, but—more significantly —some 709
ahead in the “magazine read most” category.

SPONSOR'S page rate ($625) is about 8% less than the
magazine that rates second in most surveys.

The busy ad executive is kept fully posted and protected
with one broadcast book specializing in the things he
wants to know. Its new SPONSOR-WEEK, added to the
eight yellow pages, interpretive articles in depth, and in-
formative departments, provide agency/advertiser read-
ers with a complete weekly package. SPONSOR serves a
demanding field and works hard to give it the best serv-
ice possible.

Thus, SPONSOR is the one publication fully keyed to your
spot sales objectives. It’s the shartest distance between
buyer and seller.
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RADIO FOCUS: PEOPLE

NEWS ANALYST Dr. John T. Dempsey (1), WJ]BK De-
troit, and John Grubb, program dir., receive award for M.
Denipsey’s news show from civic leader Mrs. Alice Spencer.

PRESENT at creation of 'WPTF Raleigh, N.C., Wolfpack
Sports Network are: (I 1o 1) Roy B. Clogsion and Earle
Edwards of N.C. State College, and WPTF's R. H. Mason.

UNITED Conivnunily Service award

TRIBUTE from Mitch to IWEBR
to WEOL Elyria-l.ovarn, Ohio, [m

Buffalo foi1 the station’s coniribution

1o “Sing Adlong Radio.* Accepting the
nward is WEBIs program director
Bill Schwejtzer who helped start idea.

radio cffort in UCS campaign. Accepi-
ing the award from Weldon Case (i)
is Panl Nukel, IWEQL geneyal manager.

RADIO & Tv Representatives Assoc. of Atlanta presents awards for best produclion
of commercialy to Liller, Neal, Battle & Lindsey pevsonnel. Making presentation is
Bill Melrue (third [rom 1y of H-R Reps. Liller peofiie are (1 (o 1): Pam Tabberer,
iCiliam Neal, Mr. McRae, Clay Seoficld, Charles Hull and Mary Jean Mearows.

gﬁ\/{”

NEW FCC Charrman Newton Min-
ow (1) meets with Ben Strowse, presi-
dent of the Broadcasters” Club of
Washangton, at a special yece plion;

RADIO FOCUS: PEOPLE
continued p. 66
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A F W] L L DECK
of “Musical Sales Effects”

52 new sounds that sell — each a new dimension in sound,
offering distinctive sales and programming possibilities.
Here in a single album are fresh, inventive combinations of excit-
ingly original music and sounds custom tailored for your station’s
personality.

Be sure to audition *‘MUSICAL SALES EFFECTS” and the
other dynamic “DRUMMERS"* discs at the SESAC Hospitality
Suite, NAB Convention.

SESAC RECORDINGS -10 COLUMBUS CIRCLE - NEW YORK

U. S. RADIO /April-May 1961
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RADIO FOCUS [PEOPLE

Conit’d from page 64
AGENCIES

With the merger of Geyer, Morey,
Madden & Ballard, New York, and
Western Advertising, Chicago, Don-
ald J. Powers, senior vice president
of Geyer, assumes the chairmanship
of the new Western Division execu-
tive committee. Western’s president,
Lee H. Hammett, will retain his title.
. . In another move at Geyer, H.
Victor Hollingshead, former media
director of Grant Advertising’s De-
troit office, becomes associate media
director of Geyer's Detroit shop.
» Ogilvy, Benson & Mather copy
specialist, Pierre Garai is now a vice
president of the firm. , . .
Minicus joins William Esty, New
York, as an account manager for P.
Ballantine & Sons. . . . New copy
chief of Ogilvy, Benson & Mather is
David B. McCall replacing David
Ogilvy who vacated the position to
devote his time to executive iatters.
. Curtis Berrien steps into the
newly created duty of creative direc-
tor of Lennen & Newell, New York,

Robert G,

and assumes ‘position of senior vice
president. . . . Hal Rover, formerly
with Compton, is now with Stauffer,
Colwell & Bayles, New York, as vice
president and supervisor of the Lip-
ton Tea account. . . . Norma Strass-
man is now with Chirurg & Cairns,
New York, as broadcast time buyer,
she was previously with Doherty,
Clifford, Steers & Shenfield. . , . Ed-
ward J. Schultz is the new executive
vice president and general manager
of Wengzel & Fluge, Chicago.

REPRESENTATIVES

Appointed to John Blair's Blair
Group Plan staff are Jay Whalen,
formerly of the Katz Agency; Joseph
Knap, previously with Wesley Assoc.
as media director, and Ralph Mc-
Dermid Jr., former -announcer for
the Armed Forces Network in Eu-
rope. . . . Pat Gatto of WHEN-TV
has joined Bob Dore Assoc. as man-
ager of the Chicago office and Jack
Sweeney has joined Dore’s New
York office as an account executive.
Sweeney was formerly with Sann &
Kelley, newspaper representatives.

. Glenn Gilbert is the new man-
ager of the Detroit office of AM
Radio Sales. He comes to AM Radio
from Avery-Knodel, Detroit. . . . A
top level reorganization at Adam
Young, New York has resulted in
the appointment of James F.
O’Grady as executive vice president
of Adam Young Inc., and Young-Tv.
Stephen A. Machinski is now gen-
eral sales manager and vice presi-
dent of both companies. . . . Radio
account executive Robert J. Horen

has moved over to the radio sales

staff of the Daren McGavren Chi-
cago office from Radio-Tv Reps,
Chicago. . . . Jack Burke promoted
to the managership of CBS Radio
Spot Sales, Chicago. . . . Fred Adair,
formerly with MCA, is now manager
of the San Francisco office of Robert
E. Eastman. . . . The Bolling Co.
has appointed Robert S. Hix as the
manager of its Denver othce.

STATIONS

By implication, “prime time” in
radio would imean that there are
(Cont'd on page 68)

) BROADCASTING COMPANY, INC.

MUSIC

NEWS

SPORTS

My brotheris
WTKQO — he's
the champin &«
ithaca, New York'

900 1000 '1100 1300'

E. E. “"Woody™ Erdmon, President

Adom Young Inc., Nufional Representatives

Joel fleming, Vice Pres,-Gen. Mar.

*7 AM to 6 PM average per¢enfage Mar «Apr. '6) Hooper

66

** Apr 600 Pulse
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1961 PULITZER PRIZE
Walter Piston

Previous Pulitzer Prizé winner in 1948

for "SYMPHONY No. 7”

ACADEMY OF MOTION PICTURE

ARTS AND SCIENCES “OSCAR”

“NEVER ON SUNDAY"”
by

Manos Hadjidakis

Best Song of' 196Q. as performed irf the motjor picture
““Never On Sunday"

And congratulations also to these BM| affiliated
writers who were honored by NARAS (National
Academy of Recording Arts and Sciences) for
their recording achievements:

Ray Charles  Miles Davis Gil Evans
Bob Newbhart  Marty Robbins

U. S. RADIO/April-May 1961

déféy \
APRIL AWARD WINNERS

Qver the years BMI has been proud of the honors awarded to the composers
affiliated with it and to the music, the performing rights of which
it licenses...among the honors awarded to music and men during
the month of April, these were outstanding ...

e

0

Y

|

THE GOLD MEDAL FOR MUSIC |
OF THE NATIONAL INSTITUTE u
OF ARTS AND LETTERS .

{Presented once every five years)

Roger Sesszons

1961 GRANTS
OF THE NATIONAL INSTITUTE
OF ARTS AND LETTERS

Halsey Stevens Lester Trimble
Yehudi Wyner

NEW YORK MUSIC GRITIGS CIRGLE
CHAMBER MUSIC AWARD

Elliott Carter

BMI
BROADCAST MUSIC - INC. L
/

589 FIFTH AVENUE : NEW YORK 17, NEW YORK
SERVING MUSIC SINCE 1940

67 |

1 |
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RADIO FOCUS/PEOPLE
Cont’d from page 6

some hours that must be considered
“non-prime.” According to Stephen
B. Labunski, manager of WMCA
New York, in a speech to the Kansas
Assoc. of Broadcasters, there should
be ““24 hours of prime time a day by
putting ‘prime’ ingredients into
every minute of every hour for the
benefit of every listener.” Mr. La-
bunski went on to say that “during
the early days of television, radio
stations emphasized the availability
of vast listening audiences outside

the home—especially in automobiles
—during the 79 a.m. and 46 p.m.
time slots.” But he pointed out that
the concept of radio’s responsibility
has changed—"merely playing music,
reading commercials and giving
the time and temperature represents
a completely inadequate service to
the listener of the 60's. What was
once a sure-fire formula for attract-
ing audience and obtaining adver-
tisers has now become a somewhat
tired and unimaginative routine
utterly lacking in the kind of ac
complishments radio can and should
be making as a major coinmunica-
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WITH MEDIA SELECTION

BECOMING INCREASINGLY MORE
COMPLICATED ., ,

YOUR NO. 1
BUY IS STILL

In San Francisco, as always, consistently

high ratings . , . consistently low cost-per-thousand
. . . all day long or all year long. You're

never ‘out of season’” on KEWB, number one
buy in its third year and currently

delivering 101 odults in every 100 homes,

all paying close attentionl

PULSE: AUDIENCE COMPOSITION
JAN-FEB, 1961
TOTAL RATED PERIODS

national representatives:
The Katz Agency, Inc:

A"SGUND™CTTIZeN "OF “THE BAY AREA
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tions 'medium,” And he added,
“While the fundamentals are all
right, we cannot and must not stop
there and be satisfied with such use
of the airwaves without some better,
more substantial purpose if we are to
be responsible broadcasters and cus-
todians of a public trust.”
Richard. C. Sheppard is the new
manager of WGR Buffalo. He held
the same position with WHANM
Rochester. . Theodore H. Wal-
worth Jr. has been elected vice presi-
dent and general manager of WNBC
and WNBC-TV. He was formerly di-
rector of sales for WRCV-TV Phila-
delphia. .. . John J. Heywood is the
new vice president and treasurer of
the Crosley Broadcasting Corp,,
Cincinnati. Mr. Heywood left the
position of director of business af-
fairs with NBC-TV to join Crosley
firm. . . . Jay Spurgeon has been
promoted from account executive to
station manager at KMEO Omaha.
. . WDTM (FM} Detroit now has
the services of George S. Milroy as its
sales manager. . . . The new KISN
Portland, Ore., sales manager is Don
Hedges. ... . Terrence S; Ford moves
up to the position of promotion di-
rector of WHK-AM-FM Cleveland.
. Dick Kelliher is the new na-
tianal manager of KFRC San Fran-
csco. He was with Adam Young,
New York, as assistant national sales
manager. . W. Lee Roddy has
been named director of sales for
KMLA-FM Los Angeles. . . . Gene
Loffler former general manager of
KCOG Centerville, lowa, is now
manager of KVOY Yuma, Arizona.
. . . Robert Jenkins is the ncw gen-
eral manager of KMNS Sioux City,
lIowa, ... Tom Lawrence [ormerly of
Look magazine has joined the sales
staff of WRCV Philadelphia. . . .
Jeff York is the new general manager
of KSON Samr Diego. . . . New man-
ager of WKNB Hartford, Conn,, is
Willian F. Schinazudt. . . . Bill Fallon
of WICE Providence, R. 1., has been
promoted to the post of national
sales manager. . .. Ronald R. Wren
is the new manager of advertising
ind promotion for KGO San Fran-
cisco.

NETWORKS :

Iin a chiin of Jof adnriaistrative re- .
(Cont’d on page 10) |
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This issue
of U.S. RADIO
is representative of - «
those
to come

If radio
advertising is
important to you

then U. S. RADIO
is, too

U. S. RADIO
ts dedicated to radio.
It probes radio
problems, checks
radio facts, presents
the true imporiance
of radio—
constructively,
forcefully,
impressively. It is
yowr window to
better use of radio.
Its dedication to
radio advertising
is totul and complete.
You need
U. S. RADIO
in your own name.

USE CARD ATTACHED'
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These three Collins dynamic microphones feature the
Dynaflex non-metallic diaphragm. They're handsomely de-

signed, yet rugged enough to take in stride femperature =
extremes, shocks and humidity. The Dynaflex diaphragm
gives you a smooth response over a wide frequency range. >

COLLINS RADIO COMPANY *® CEDAR RAPIDS, IOWA * DALLAS. TEXAS ¥ BURBANK, CALIFORNIA

M-40 response 40-20,000 cps * output —57 db * 9% inches Jong, 1 inch in diameter * 11
ounces. M-J0 response 50-18,000 <ps. ® output —57 db * 6% inches long, 1% inches in
diameter af head * 16 ounces. M-20 response 60-18,000 ¢ps ® output —57 db * 4 inches long,
1 inch in diameter * 3Y2 ounces. For more information contact your Collins sales engineer or write,

LOBSTERADIO
Aowes.

Buying the top "35" Markets?
Then you musf {nclude
‘Lobsterland” — M A I N E

‘ ® Uniform product distribution B
¢ Single Medium Coverage —
LOBSTERADIO 3

® 31 billion Confumer

Spendable Income MARKETS e

® Nearly One Millimn

Consumers
® Ratings as high as 7.¢ PORTLAND
® Rates as low as $27 for BANGOR
minute spots
1 rADIO ENTITY with | ° LEWISTON
LOBSTERADIO 8 TRANSMITTERS| WATHERELE
e CARIBOU
EXECUTIVE OFFICES:
olumbio e REPRES °
(;o:ﬂt::d, ::’m:e :g;‘TB?E':ngiz-g'l‘Colnnellcco. * AUGUSTA
TEL. SPruce 5-2336  CHICAGO, DETROIT, wesT cossts | RUMFORD
MANAGER: MEL STONE Daren F. McGavren Co., Inc. [ SANFORD
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RADIO FOCUS/PEOPLE
Contd from page 68

alignments in sales at CBS Radio,
William W. Firman becomes the
network’s assistant, general sales man-
ager. Cornelius V. S. Knox Jr. re-
places Mr. Firman as eastern sales
manager. Wayne Wilcox, account
executive on CBS’ Detroit sales staff,
takes over the managership there.
George H. Gallup takes over the job
of Pacific Coast sales manager and
Craig Rogers will leave his West
Coast sales job Tor a position on
the New York sales staff .. . Richard
N. Goldstein 1s now director of labor
relations for NBC . . . Walter Porges

has been appointed news editor in |

the ABC Radio newsroom.

INDUSTRY-WIDE

The following 13 broadcasters have
been elected to the NAB radio board
of directors: District 1, Carleton D.
Brown, president, WTVL Water-
ville, Me.; District 3, John S. Booth,
president, WCHA Chambersburg,
Pa,; District 5, James L. Howe, presi-
dent, WIRA Fort Pievce, Fla.; Dis-
trict 7, Hugh O. Potter, general man-
ager, WOMI Owensboro, Ky.; Dis-
trict 9, George T. Frechette, general
manager, WFHR Wisconsin Rapids,
Wis.; District 11, Odin §. Ramsland,
general manager, KDAL Duluth,
Minn.; District 13; Boyd Kelley,
president, KRRV Sherman, Tex;
District 15, B. Floyd Farr, general
manager, KEEN San Jose, Calif;
District 17, Ray Johnson, general
manager, KMED Medlord, Ore;
large stations category, John 8. Hayes,
presidewrt, WTOP Washington, D.C;
medium stations, Willard Schroeder,
presidenf, WOOD Grand Rapids,

| Mich.; smiall stations, Ben B. Sanders,

president, KICD Spencer, lowa: fm
stations, Ben Strouse, president,
WWDC-FM Washington, D. C. . ..
Mr. Strouse has also been named

chairman of tlie nominiting com-

mittee of the Associated Press Radio
& Television Assn. ... Robert Keefe,
vice president of NBC Spot Sales, has
been clected president of the Asso-
ciation of Broadcasting Executives
of Texas. . . . Florence T. Rowley,
retiring libravian of the American
Association of Advertising Agencics,
New York, has been repliced by
Marilyn Modern,

U. S. RADIO/April-May 1961
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THE GOOD HUMOR MAN
Cont’d from page 39

provided more complete comparative
information, and showed cumulative
frequency impressions that surveyed
the degree of coverage of all listen-
ers in a given market. By going in
for fuller breakdowns of markets,
the research area has given the im-
pression of being generally more re-
alistic and objective.

“I'd say, though, that it still has
a long way to go. It is still too diver-
gent; different services will come up
with differing results in the same
markets. Worse, reps will not be
consistent with any service.

“Also, not enough is being done
to tap a hidden source of strength—
the out-of-home listener. There
should be a method developed that
will regularly survey automobiles, as
well as estimate the impact of the
new transistor radios that are sold
by the millions.

“All w00 often, stagons conceps
trate all their big promotional efforts
only during' ‘rating week.” This is a
case of the tail wagging the dog—
rating services being pandered to in
programing—and it fools nobody.

“4. Tv Psychosis. Six years ago,
radio men were hypnotized by tele-
vision. They were either fighting it
or letting it get them terribly dis-
couraged; like some kind of obses-
sion, television was the chief topic
of conversation wherever radio peo-
ple gathered.

“Today, the pendulum has swung
in the other direction, Radio has
demonstrated a capacity to stand on
its own feet. Radio salesmen have
replaced much lost national business
with more local business, often with
advertisers that had never before
used the radio medium. Adversity
bred ingenuity in selling that has
paid off handsomely.

“Time and again radio has dem:
nstrated its selling impact. As a
test, we once inserted a line in our
Good Humor ad copy telling young-
ters nof to ask their Good Humor
man for the secret of the ice cream’s
moothness. That very night, every
ood Humor salesman in the area
demanded that the company brief
them vn the secret—because the kids
atl been pestering them about it
all day long. We know that radio
hits hard.

= S. RADIO/April-May 1961

“But here 1 would like to suggest
that the pendulum has swung a little
too far. In establishing its own
niche, radio has been concentrating
too anuch on just that —its own
niche. The “Tv Psychosis’ has been
replaced by a "Radio Narcissism'—
radio staring at its own reflection of
local impact and flexibility seens to
be disregarding other significant as-
pects of the total marketing picture.

“Radio must put itself in the ad-
vertiser's shoes. If radio can stop
trying to sell only radio—and instead
show how radio’s flexibility and local
impact can add importantly to an
overall marketing plan, then it will
be opening whole new vistas of sales.

“We all know that spot sales are
down sharply in the first quarter of
this year—only the imaginative sales
torce can be expected to do well.

“I would urge radio men to add to
their staffs a marketing group, which
knows how to sell the concept of
radio advertising—and how it fits
the overall marketing plan—io the
advertiser who will welcome a sales
lorce that has his interests in mind,

“5. Sales Promotion. This area
has not seen much improvement over
the past six years. Sales promotion
still consists largely of sending irrele-
vant souvenirs, cute gimmicks and
other items to buyers and reps. Sales
promotion should draw mare heavily
on good research and merchandising
of good comment.

“That's my assessment of where
radio stands in those five critical
areas today. Briefly, I'd say this is
what has to be done right away:

a, Price spots fairly and stick to

your price.

b Be more businesslike ™ bill-
ing—get simple, uniform forms
and get them out on time.

c. Program to get roots in a com-
munity.

- Key your research to your ad-
vertiser's total marketing pic-
ture—show where radio fits in
naturally and significantly.

e. Go after the ‘bright young
men.” In the reeth of tv’s glam-
our, radio must attract the en-
thusiastic young people that
can keep radio changing.

“In sum, we've seen a lot of
changes in the past six years. A lot
riiore is needed. As Bruce Barton
used to say, "When you're through
changing—you're through.""”

WAL aMmMericanradiabictarn, oo

e
Review, please,
the latest survey

of your choice:

Nielsen
»

Hooper
o

Pulse
"

Trendex
-

Verifak
»

Conlan

Unbelievable
unduplicated audience
in the

Louisville Metro Area

belongs to WKLO

Need we say more?

see

voberf e
eastman & co.s ine.

Othér Air Trails Stations:

WING, Dayton, O.

WCOL, Ceolumbus, O.
WIZE, Springfield, O.
WEZE, Boston, Mass.
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NOW we can offer you

PROVEN
RESULTS"

with these

TELE-BROADCASTER STATIONS
v Rartford -R N L] 4

[CONNECTICUT)

IN Los Angeles-

{SPANISH LANGUAGE
MARKET)

iy San Francisco -

{SAN MATEO)
+ TOP RATINGS IN

SO BECAUSE WE
% MORE LISTENERS ST T TV BRI

PER DALLAR PLEASE LISTEN-

¢ SPONSOR PREF-. ERS AND TO
LA pRoMOTE SALES

STATIONS
For facts & figures CALL

A TELE-BROADCASTER STATION W

alWGY...

being listened +to
rather than just
being heard is the
difference between
selling and not
selling. People
listen to WGY
because they like
WGY PERSONALITY
PROGRAMMING.
That’s why WGY
will sell for you
in Northern New
York and Western
New England. 98220

REPRESENTED NATIONALLY BY
HENRY 1; CHRISTAL COMPANY

WGY. .
j | a0 Kw
A GENERAL ELECTRIC STATION
ALBANY - SCHENECTADY - TROY
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NAMES & FACES

Stuart 1. Mackie, formerly a salesman in the
Chicago office of Avery-Knodel Inc., has taken
over the managerial reigns of the Detroit op-
eration. Mr. Mackie started in broadcasting in
1948 in Minnesota, doubling as salesman and
talent. He joined Avery-Knodel in Chicago
in June 1957 selling time for radio. Later, he
moved over to tv sales gaining experience in
that medium. Even while in the service he
put his radio training to good purpose by
aiding the Armed Forces Radio Service in N
establlshmg the first station in Korea to be operated by the mnhtaq Betore
entering the broadcasting arena, he performed sales and public relations
duties for the ‘Chicago Title & Trust Co.

Clifford. J. Barborka Jr. opens the door to his
newly organized Better Broadcast Bureau Inc
on June 1. In doing so, he ends a nine-year
association with the John Blair & Co. as a key
radio executive. The BBB will provide crea-
tive selling services to representatives and
stations as well as programmng and produc-
tion material to broadcasters. Mr. Barborka
joined Blair in 1952 as an account executive
in the Chicago office. In 1955, he became radio
sales manager of that office and two years later
was elected a vice pleslclent In 1959, he moved to the New York office to
organize the creative and marketing services division, an adjunct of the
Blair Group Plan

Harold B. Simpson, media speciahist, has spent
all of his 12 years in advertising with the Wil-
liam Esty Co. From ua beginning in the lower
echelons of the time and space buying depart-
ments of the New York advertising agency,
he has moved up to his current promotion as
associate media director. During the time of
his growth as a media specialist, much of his
expevience has been closely aligned with the
sound. medium. In 1960, Mr. Simpson was
honored with the Silver-Nail Timebuyer of
the Year Award presented to him at the annual luncheon sponsored by the
Station Representatives Award Committee. His education includes a degree
from Colgate University, gng jlter graduittion, {wo years with the U.S. Navy, |

U, S. RADIO/April-May 1961
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Herb Mendelsohn is the new sales manager
for WABC New York. On April 17, he as-
sumed the responsibility for all local accounts
with the ABC flagship station. In the area of
national sales, Mr. Mendelsohn will be closely
associated with the station’s representative,
John Blair & Co. His working knowledge of
the New York market has been gained
through his experiences over the past five
years as an account executive with WINS
Earlier sales experience in another field was
gained through his association with the Hart Publishing Co., where he held
the position of sales manager. A native of New York as well as a graduate
of Queens College, Mr. Mendelsohn and his wife and their three sons live
in Kew Gardens Hills, Long Island,

Walter A. Schwartz, Westinghouse Broadcast-
ing Co.'s new national radio sales manager,
has taken over the position formerly held by
Perry Bascom, who has moved to Cleveland
to take over the job of general manager of
KYW radio. Now that Mr. Schwartz is in
charge of the radio sales managership, his
former position as head of AM Radio Sales’
Detroit oftice has been filled by Glenn Gilbert,
previously with Avery-Knodel, Detroit. Mr,
Schwartz opened the Detroit office in May
1959 and before that was sales manager of WW] Detroit. In addition to
his sales experierice, he was at one time an announcer and also served on
the Air Force headquarters staff in Korea.

Franklin Sisson i5 the new station manager of
WW] Detroit. In assuming this position, Mr.
Sisson makes the transition to radio from tv.
He is the former local sales manager of
WOOD-TV Grand Rapids, Mich. He got his
start in the broadcasting business with WKLA
Ludington, Mich. Among his many activities
in the broadcasting industry, Mr. Sisson has
on several occasions appeared as a public
speaker with the touring panels of the Better
Music Inc. clinics, speaking on the many prob-
lems of station programing and promouon During World War IJ, he was
a special services officer of X Corps in the South Pacific. In addition, he is a
member and former president of the Grand Rapids Optimist Club.

U. S. RAD|O/April-May 1861
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KFAL RADIO

FULTON, MISSOURI
DOMINANT FARM RADIO SERVICE

14 hours of farm radio a week
. . Interesting, pertinent and

factual information and pro-

gramming for farmers,

“Smack in The Middle" of the Cross-
|l roads of the Nation! Dominating a
vast moving audience, travelers, and
vacationers going everywhere all year
| long . «. On U.S. 40, and U.S. 50—
both transcontinental highways, and on
U.S. 54 Chicago to the Southwest.
From Border to Border in Missour;,
KFAL RADIO reaches the great auto-
radio, and portable-radio audience,
with news, information and entertain-
ment. Are you represented here?

Represented by John E. Pearson Co.

KFAL RADIO Te!l: Midway 2-3341
Fulton, Missouri
900 Kilocycles 1000 Watts

O OO0 O A g

looking for more
Business?

Ad-image, Inc. combines cus-
tom-produced singing commer-
cials with a unique sales
plan to nelp you sell new
advertisers. TFor the whole
story write:

‘ ./4cl-image, jnc.

527 MADISON AYENUE.
NEW YORK 22 N. Y.
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commercials

competitive

atWGY...

beirig listened to
rather than just
being heard is the
difference between
selling and hot
selling. People
listen to WGY
because they like
WGY PERSONALITY
PROGRAMMING
That's why WGY
will sell for you
in Northern New
York and Western
New England.

REPRESENTED NATIONALLY BY
HENRY |, CHRISTAL COMPANY
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! TIMEBUYS cConi'd from page’ 16

GOOD HUMOR CORP.

i Agency: MacManus, Jolm & Adains
l
|
i

Inc., New York
Product: iCE CREAM

Good Humeor men donned uni-
forms April I, were followed up by
intensive weekend radio campaigns
beginning April 29 in New York,
New Haven and Hartford, Conn.
Later, Philadelphia and Chicago
will join the campaign. In New York
City, stations will carry as many as
122 spots a weekend. The l4-week
campaign will be split in blocks of
10, two and two. The first 10 weeks
will run through July 4 holiday, then
off two weeks, in for two, off two
again and back m for }wo more,
bringing the campaign to a finish
on Labor Day weekend. Cleveland
will get special campaigns for July 4
and Labor Day only. Each commer-
cial will have some copy hook that
Good Humor can count on to meas-
ure effectiveness of the spot drive.
Estimate of campaign cost: $200,000,
Jack Twitty is timebuyer.

B. F. GOODRICH CO.
Agency: BBDO Iuc.,, New York
Product: TIRES

The tre-maker launched a spring
campaign late in April which is ex-
pected to run for 12 weeks. Some of

| the 20 or 30 markets used are majors.
Moming and evening drive times
were favored. The number ol sta-
tions used runs from one to three in
each market, Transcribed minute
ameuncements have deajer tags.

| Coop money was earmarked for
most of e boy. Marvin Shapiro s
twebuyer.

GROVE LABORATORIES
Agency: Deherty, Clifford, Sieers &
Sheuyfield Tee., New York
Productt ANPMENS MEDICATED 110w UR
Amanen spots acill hit the aipwaves
May 21 in 35 markews. This will be
a single station buy in all markers.
Spols are minutes. et's. Larny Reyne
alds is the buyer.

wwWw americanradiohistorvy com

JOHN HANCOCK MUTUAL LIFE
INSURANCE CO.

Agency: McCann-Ervickson Inc.,
New York

Prodult: LIFE INSURANCE

John Hancock’s spring radio cam-
paign opens in 15 markets on May
29 for a nine-week run. Markets are
scattered; markets on the Waest
Coast are being handled by M-E's
San Francisco office. Minute ets will
run 1n traffic hoursy with some news
and sports adjacencies, as the com-
pany bids for the male listener. Fre-
quencies will hit 10 to 12 spots per
station per week. In the plaiming
stage: a repeat of the same campaign
this fall. Phil Stumbo is timebuyer.

HILLS BROS.
Agency: NU 1V, Ayer & SowrInc.,
Piuladelphia

Product: corrEE

A new flight for Hills starts this
month in 191 markets spread
throughout the Midwest and West.
The campaign is scheduled f{or a run
of four weeks. Frequencies go from
i low of 20 to a high of 300 spots
per week in various markets. Mon-
day through Friday is the preferred
ume of week, with early morning
the best time of day. Spots are re-
corded in one-minute and 30-second
lengths. Hills Bros. is i buseball.
taa, taking one-third of Minneapolis
Twins* games: Paul Kizenberger is
the timebuyer.

QUAKER STATE OIL

Agency: Keayon & Eckhrd! Inc., I
New York ]

Produtt: MmoOTOR OIL

Quaker Stue launchies ity annual (
spot radio drive May 22 in 150 mar- |
kets. Two swtions per market will
get the schedules. live one-ninute
announcemernits will be delivered by |
carly moming <. j. “personalities,”
This canpatign will run for 13 weeks,
with frequencies vanging from five |
10 15 spots a week. Lucy Kerwin is |
timebyyer,

]
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FALSTAFF Cont’d froin page 31

O’'Brian ‘makes clear. “It is possi
ble,” he says, “that both a national
spot and local distributor campaign
will run simultaneously in one mar-
ket, perhaps on the same stations.”
Thus, it s conceivable that during
baseball or football seasons, certain
markets and stations may be airing
Falstaft spots from each of the com-
pany’s three programs.

With such coordination and ¢lepth
in its advertising, it is small wonder
that Falstaff has made great strides
in expansion over the last decade.
[ts distribution has grown with the
opening of new plants. And, it is
reported, the company has merged
with or bought out more breweries
than any of its competitors since
1952. Five new plants have been set
in operation since that year.

It was in 1952 that TFalstaft pur-
chased a brewery in San Jose, Calif,,
and started production on the West
Coast. In 1954, the company ac-
quired a plant at Fort Wayne, Ind.;
and began opening new markets 10
the north and east. In 1956, the
company reversed is outward ex-
pansion by purchasing breweries jn
Galveston and El Paso, Tex., a state
where the beer had long been dis-
tributed, In 1957, jt absorbed a
brewery in St. Louis.

Two other plants are operated in
St. Louis, one in Omaha, Neb., and
another in New Orleans, La.

Currently, Falstaff has distriby-
tion west ol the Mississippi River,
in the South; and in certain midwest-
ern states. Its beer is sold in 28
states which encompass 40 percent
of the country’s population. In
1960, markets were opened in the
Carolinas and parts of Florida.

Arr avowed Falstaff goal, stated by
the president i the company's re-
cent annual report, is national dis-
tribution and supremacy in beer
sales.

It is somewhat significant that,
among the top six brewers in the
country, all distribute nationally but
Falstaff, which is in third place. Fal-
staff gained 3.5 percent in 1960, ac-
cording to figures reported in AMod-
ern Brewery Age.

Expansion of Falstaff's marketing
area has proceeded according to a
patiern established early in the com-

U; S. RADIO/April-May 1961

sales thinly to cover a wide area, the
company has concentrated on sales
in depth fairly close to the poimnt of
production.

When popularity of the product
made it necessary to ship greater dis-~
tances, another brewery would be ac-
gquired to service newly-won terri-
tory. Through this stepping-stone
method of consolidating gains, then
reaching out, Falstaff has maintained
a steady growth. In 1960, company
sales reached a record fgure of 4,-
911,196 barrels, an increase of 165,-
000 barrels over 1959. Gross sales
lotaled $154,083,666 for 1960, a jump
of §4,651,4]9 over rhe previous year.

For advertising, it is estimated,
Falstaff spent approximately $2.21
per barrel. About one-tenth, or §0.20
per barrel, was spent on radio.

Third-place Falstaft also runs
third in the number of advertising
dollars spent. [ts outlays are expect-
ed to grow; the addition of the Los
Angeles Angels’ games to its sports
line-up has already boosted the 1961
budget considerably.

By strengthening 1ts advertismg
program and opening more markets,
Falstaff's immediate goal is to in-
crease sales by 500,000 barrels this
year. Its long range goal: to become
the United States’ biggest brewer.

pany’s history. Rather than spread |

DON'T MOVE
THAT DIAL!
| want to hear
KAKC...
Tulsa's
QUALITY

station

There are many definitions of the word. “quality” but
it all boils down to an opinion of the majority of the
people. While quality means one thing in one place,
it may mean an entirely different thing in another.
In Tulsa a majority of the radio listeners have pre-
ferred the new KAKC for over 4 years and still do!
Yes, in Tulsa Quality means the new KAKC. The
listeners know it and so do the advertisers. who use
the new KAKC. Why don't you use it too?

Hi, I'm K. A. Casey ... here to offer you the
quality radioc “buy™ in Tulsas Call your Adam
Young representative and see for yourself.

KBEA[RBEY-FM
KANSAS C|TY

KIOA
DES MOINES

wwWwW americanradiohistorv com

A Pustc l!m(m STATION

KAKC
TULSA
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alWGY...

being listened to
rather than just
being heard is the
difference between
selling and not
selling. People
listen to WGY
because they like
WGY PERSONALITY
PROGRAMMING.
That's why WGY
will sell for you
in Northern New
York and Western
New England.

REPRESENTED NATIONALLY BY
HENRY I. CHRISTAL COMPANY

WGY .«
ah 50 KW

A GENERAL ELECTRIC STATION

982-20

le

ALBANY - SCHENECTADY « TROY

Cuisine Exquise . . .

Une Atmosphere Elega
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OPEN LETTER
Cont’d from page 28

Theie is much: to be said for thjs
state of affairs. Indeed we believe
that it is the healchiest possible state.
But we also recognize that the enor-
mous decentralization of radio’s
power makes it very difficult for the
industry to act with authority and
decision when broadscale and far-
reaching matters are at stake.

15 years ago, when 889 of the na-
tion’s 1,062 stations were network
affiliates, the networks spoke for the
industry. Today, with over 2,200 ra-
dio stations independently operated,
and both network schedules and in-
fluence much reduced, ito such lead-
ership is possible.

Indeed, the varying and often con-
flicting opinions and convictions of
today’s radio station men, seem
sometimes to foster a permanent
state of disagreement.

Yet we are convinced that a strong
healthy industry must have avail-
able. when necessary, structures
through which strong leadership can
be exerted.

We believe that the NAB is poten-
tially the strongest single source of
radio leadership. Ve say this with
due respect for the vital role RAB
lays on the dollars and cents front.
We were happy to note that in your
Palm Springs speech you said:

“NAB is not as representative of
our American radio broadcasters as
it should be. We now have only a
bare majority in our membership.”

We are delighted to know that you
are stepping up the drive to make
NAB more truly representative of
radio, and that you will devote in-
creasing attention to structuring the
NAB so that it can provide the kind
of leadership which radio needs.

5. Radio Needs a Voice

Finally, we are convinced that ra-
dio, more than any other mediym
and certainly mote than tv, needs a
powerful, vibrant, and trily national
voice of its own.

The bhuit fact is—radio’s story
has not been told adequately in
many quarters which are of primary
importance to the medium.

Radio today receives only $675
of the country’s $12 billion advertis-
ing budget. Its volume of national
advertsing dollars is just shghtly

wWWwWWw.americanradiohistorv.com

ahead of that spent for billboards or
trade publications.

Its prestige among certain large
nalional advertisers and agencies is
very high. But there are far too
many important advertising accounts
and advertising men who are not
sold on the medium.

Furthermore radio selling, because
of the decentralized, even fragment-
1zed nature of the industry, tends to
emphasize only specific stations,
groups or networks, rather than the
overall virtues of the medium.

We do not mean fo minimize the
much fine work that is now being
done by stations, station represen-
tatives, trade associations, and trade
papers in radio promotion.

But we are positive that much
more is needed.

Radio’s story must he told on a
broader scale. And it must be told
in depth. That, as we conceive it,
is the special mission of u. § RADIO.

U. 5. RADIO will present in coming
months a continuing series of in-
depth studies on radio usage by ma-
jor American industries—the auto-
motive business, the food business,
the drug business, for example.

We shall provide meaningful facts
and figures on al] phases of radio re-
search, and propose to keep ahead
of the field in significant reporting of
radio research activity.

The pages of v. s. Rap10 will be
studded with important case his
tories of commercial successes ob-
tained through the radio medium.
And we shall aim to provide, with
every issue, a variety of useful sales
tools which can be employed in tell-
ing and selling the radio story.

Finally, u. 5. RADIO will be a cru-
sading publicaton. We shall fight
and fight hard for radio’s welfare on
every industry front. We shall not
hesitate to praise whenever we find
things to praise. On the other hand,
we shall not hesitate to criticise any
persony ar institution, outside or in-
side the indusmy, who seems to be
acting contrary to radio’s best in-
terests.

This, Governor Collins, is our
credo. This is the foundation on
which we are building u. s. rRADIO.
And we shall look forward to pub-
lishing in our next issue your reply
and reactions to these remarks.

U. S. RADIO/April-May 1961
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LETTERS Cong'd from page 23

EDITORIALS AND TALK

I read with considerable interest
your article entitled Editorializing
Results in the February issue of u. s.
rRADIO. I thought 'you might be in-
terested in a few facts concerning
what has probably proved to be one
of the most extensive experiments in
editorializing by a radio station in
Canada.

The reaction of the public to our
daily editorials, broadcast for the
past 18 months, has been so great
that we have created a special de-
partment to handle correspondence
and to meet requests for texts.

We have editorialized on every
imaginable subject and more than
500 copies of these editorials go out
every week in response fo requests.

Yes, we at CJMS certainly agree
that “editorializing gefs results!”

LOUISE De BROIN
CIA S
Montredl

I was delighted to see your fine ar-
ticle in the February issue of u. s.
RADIO on the subject of “news and
talk” expansion in station program-
ing. We have a prime interest in the
subject because for years we have
projected a.concept of “talk” in New
York.

Since 1956 our programing has
consisted of “talk” shows, and we
believe we pioneered the concept,
still prevailing, of the 15-minute
news-on-the-hour broadcast. Our
other segments are almost totally oc-
cupied with personalities, reports,
interviews and conversations. As a
maiter of fact, berween the hours of
8 am. and 4 p.m. not a record is
spun on WOR.

We are tlelighted 10 see by your
article and by other studies that our
approach to programing is no longer
a phenomenon, but a trend that is
spreading rapidly.

MILTON ROBERTSON
Director, Press ¢

Special Programs
IPVOR New York

Thanks for the wonderful coverage
in your great public affairs issue.
ALICE KOCH

Promotion Manager
KMOX St. Louis

U. S. RADIO /April-May 1961

/ TA\... proudly announces
/ncamremsieo\ 2 COMPLETE fing  of

BROADCAST EQUIPMENT

AM

All Powers— 25 Watts
to 50KW. Dependable
High Level Modula~
tion. High Efficiency
Circuitry. Automatic
recycling. Remote Con-
trol, Power Cutback,
Conelrad.

FM

10 Watts to 35KW. Su-
perior Phase Modula
<tor, No Neutralization
Controls Required.
Modern Long Life Ce-
ramic Tubes. Muitiplex
and Remote Control.

AUDIO

Consoles — Single,
Double, Triple Chan-
nel; Stereo; Turne
tables; Transcription
Equipment; Amplifiers
—Limiting, AGC, Line,
Remote and Monitor-
ing; Microphones; Ter-
minal Equipment; Test
Equipment.

AUTOMATION

Guaranteed to be the most practical radio
automation system ever devised. De-
signed and manufactored entirely by

1TA, Inc.

All 1PA Products Feature the Following:

Fconomically Priced [l Free installation Supervision [ Silicon Power Supplies
Conservatively Rated [ !nstantaneous Field Service
Fieid Proven Conventional Circuitry [l Standard Parts
Accessibility of all Componenfs [l Flexibility of Application

INCORPORATED

A Complete Broadcasting Service”

BROADCAST DIVISION

130 EAST BALTIMORE AVE, LANSDOWNE, PENNSYLVANIA

CLurbrook 9-8200

Offices—Dallss o Los Angeles ¢ Sacramento o Cincinnati & Chicago

# MNew York ¢ Philadelphia » Atianta

www americanradiohistorv com
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“ ..a total commitment

deS|gned to
enslave a total world”

JEFFERSON STANDAR BROADGASTING GOMPANY

CHAHLES W GRUTECHAIELD BaE JLLiAN BRICE Gualt
ERLCUTIVE VICL-PAESIOENY CHARLOTTEC & NGATH CARCLINA

March 10, 1961

AND CEMCRAL MANAGES

Mr. Norman R. Glemnn
Editor & Publisher
SPONSOR

40 East 49th Street
New York 17, New York

D'eat Norman:

Bnclosed i3 an exact copy of a letter which a young Communist
sent to a friend of his back in the United States.

The letter appeared in "Presbyterian Survey'" - - a very fine
publication of the Presbyterian Church. In reproducing it,
the editor made one of the most profound and thought-provok-
ing observations I've ever read. He said, '"We think this
letter shows more graphically than any editorial what total
compitment means.'' He went on to say, "Are we as committed
to the truth as this young Commnist and millions like him
are committed to an empty hope?"

To a great majority of people in the Free World, particularly
people in America, this kind of dedication is upheard of.
They simply cannot believe that the architects of Commmism,
Karl Marx, Lenin, et al, could possibly have such influence
op any human being. I feel that to defend and protect free-
dom as we know it today, it is imperative that all people in
the Free World understand the inner feelings of those who are
determined to destroy it. I am hopeful, therefore, that you
= - through your widely read publications - - will give the
enclosed letter as much publicity as you see fit.

We simply must convince Americans and as many of our friends
in the Free World as possible that Communism is by no means
just another political party. It is a form of religionm...

a complete dedication......a total commitment designed to
enslave a total world.

Sincerély yours,

L L
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A y0lll|g commumst Writes . . . “what seems of fitst importance to you is ta
me eithef not desirable or impossible of realization. But there js one thing about which |
am in dead earnest—and that is the socialist cause. It is my life, my business, niy religion,
my hobby, my sweztheart, wife, and mistress, my bread and meat. | work at it in the day-
time and dream of it at night. Its hold op me grows, not lessens, as time goes on. I'll be in
it the rest of my life. It is my alter-ego. When you think of me, it is necessary to think of
socialism as well, because ]'m inseparably bound to it.

“Thereforg, | can’t carry on a ffiendship, a love affdir, or even a conversation without relat-
ing it to this force which both drives and guides my life. | evaluate people, books, ideas,
and notions according to how they affect the socialist cause and by their attitude toward it.

“] have already been in jail because of my ideas, and if necessary | am ready to go before
a firing squad. A certain percentage of us get killed or imprisoned. Even for those who
escape these harsher ends, life is nb bed of roses. A genuine radical lives in virtual pov-
erty. He turns back tq the party every penny he makes above what is absolutely necessary
to keep him alive. We constantly look for places where the class struggle is the sharpest,
exploiting these situations to the limit of their possibilities. We lead strikes. We organize
demonstrations. We speak on street corners. We fight cops. We go through trying experi-
ences many times each year which the ordinary man has to face only once or twice in a
lifetime.

“And when wé're not doing these more exciting things, all our spare time is taken up with
dull routine chores, endless Jeg ‘work, errands, etc,, which are inescapably connected with
running a live organization.

“Radicals don't have the time or the money for many movies of concerts of T-bone steaks oi
decent homes arid new cars. We've been described ag fapatics. We are. Our lives are
dominated by one great, over-shadowing factor—the struggle for socialism. Well, that's
what my life is going 6 be. That's the black side of it. Then there is the other side of it.
We Communists have a philosophy of life which no amount of maney could buy. We have
a cause to fight for, a definite purpose in life. We subordinate our petty personal selves
into a great movement of humanity. We have a morale, an esprit de corps such as no
capitalist army ever had; we have a code of conduct, a way of life, a devotion to our cause
that no religious order can touch. And we are guidéd not by blind, fanatical faith but by
logic and reason, by a never-ending educaticr of study and practice.

“And if our personal lives seem hard or our egos appear to suffer through subordination
to the party, then we are adequately compensated by the thought that each of us is in his
small way helping to contribute something new and true, something better to mankind.”

reprinted from the
PRESBYTERIAN SURVEY

A SERVICE OF SPONSOR PUBLICATIONS INC.

WAAMAL americanradiahictan, com
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WANT A STATION

STRONG ON NEWS?

Our complete staff of 22 includes three
full-time are college
graduates, These specialists are sup-
ported by full coverage of the Asso-
ciated Press;
and cooperation of the entire repor-
torial staffs of The Roanoke Times, The
Roanoke World-News and the news staff
of WDBJ-TV, Give your advertising
extra impact. Use WDBJ, CBS in West-
ern Virginia!

newsmen who

a reciprocal agreement

And here’s a real big bonus?
When you buy WDBJ you get
Both AM and FM

WDBJ - vises

80

AM ® 950Kk ® 5000 walts
FM ® 949 Mc. ® 14,350 watts

7> PETERS, GRIFFIN, WOODWARD, INC.
Natienal Representatives

ONE OF NEW YORK'S
FINER HOTELS

On the city’'s most famous
thoroughfare. 5th Avenue in
exclusive Washington Square.
Spacious single rooms from 310
daily. With air-conditioning from
$12-$14. Lavish 2 & 3 room apart.
ments with serving pantries
Television available.

‘SPECIAL RATES
on a monthly
basis. Additional
substantial
savings, on
unfurnished and
tfurnished
apartments

on lease.

Write for descFfiptive brochure
N Scheinman, Managing Direcfo

‘?ﬁl\Avemm

Hotel
24 FIFTH AVENUE a1 91h STREET

RADIO'S IMAGE
Conl'd from paege 35

“If radio is going to be the power
that it once was, if it’s going to re-
alize each ounce of its potential, it
must go out and sell the other major
agencies.

“What's more, radio has got to get
more advertisers. It must bring back
the soap and the food advertisers.”

But to get the big advertisers and
agenicies back in its barnyard, Mr.
Papazian thinks that radio has to
give the decision-makers the facts
that will do them the most good.

‘Nobody knows enough about ra-
dio,” he contends. “Which counties
are covered by each station? How
many homes are reached? The most
recent survey that gives us this in-
formation is already five years old.
That is the Nielsen Coverage Study,
NCS £2, 1956. (Ed. note: NCS #3;
61 is now in preparation, scheduled
to be released this summer. At last
report 329 stations and 38 agencies
are cooperating in the radio study.)

‘What agencies are faced with to-
day is using NCS '56 and uying to
interpret its research in terms of to-
day’s advertising needs. Now, how
can an agency sell a client a valid
campaign on these terms? It just
isn’t good business.

“Furthermore, the problem is one
of communication. How can 3,000
stations local in nature communicate
their various images and facts about
their audiences and markets without
some kind of centralization?

“As an example of this problem
on a small scale, let me cite some
agency reaction to Hooper showings
of fin listening. Hooper is beginning
to show some fm stations with high
tune-in in some markets. But what
does this mean to an advertiser, ex-
cept for the fact that fm is gaining
some strength? Unless there is a sur-
vey that shows relative strength and
audience characteristics from market
to market, the Hooper fm showings
don’t mean a thing for the medium
as a whole.

“There is the same sort of irregu-
tarity going on in am radio, too. 1f
you muhiply these problems into na-
tional terms, think of the mass con-
fusion it causes among agencies and
advertisers when they must make
sound media decisions on this con-
flicting and unrelated ntformation.”™

WWW.americanradiohistorv.com

The question arises: IVhat infor-
mation would agencies like to have
that they don’t haue know?

Answers the mecia analyst:

“There are definitely facts missing
that could be supplied. Here are
some of them:

"One—\Vhere does the station go?
What is its coverage area® Here
again the last nationwide survey
done on this was NCS *36.

“Two—How many homes are
reached per spot or per station?

“Three—What kind of person lis-
téns to radio? Is he young or old;
does he have a high income or low?
Ave listeners men or women? Do
they own cars? How many are in the
family? Do they smoke cigarettes or
drink beer? And how much? Where
do they live—in the suburbs, in the
city, on farms? WWhat are their occu-
pations? How do they get to work?
The list is endless. And it is impor-
tant, because the ‘profile’ of a radio
station’s audience can be perhaps
its most important selling point next
to efficiency. And, in a way, radio’s
profile contributes to its efficiency
because the advertiser can pinpoint
the consumer.

“Four—We are missing consisten-
cy in radio research. Auto listeming
measurement is not adequate.

“Five—\We would like to have in-
formation on programing. We hear
about the new trends in programing,
but only in bits and pieces. Program-
ing can be tremendously important
to the advertiser. He may prefer to
be associated with certain programs
in order to reachi certain listeners.

“He may want programs that asso-
ciate well with his product. Beer ad-
vertisers have traditionally sponsored
sports; auto manufacturers may like
sliows that may deal with auto care
tips or weather forecasts; household
products usually go with women’s
programs; and so on.

“But programing is niore of a
problem to the buyer than anyone
else. When faced with the conflicting
mrmbers story, he ought to go 10
programing to aid his decision. If
he has the tiine, he can call in the
rep and get a tape and listen to it.
But in a big buy, he just hasn’t got
the time to do this. Too few buyers
make a practice of this now. I think
that more of them should.

“Six—Sales success stories on the

U. S. RADIO/April-May 1961
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local level could be very important
to the agency. They have a legiti-
mate value to a mational advertiser
in relation to station sales ability—
provided, of course, that the success
stories can be validated.”

BBDO last. year billed approxi-
. mately $15 million in radio. How
has the agency persuaded clients ta
use the medium to this extent?

“Many of BBDO's clients are pre-
sold on radio,” Mr. Papazian ob-
serves. ““They have used it before,
they know 1t works and they like it.
For instance, Campbell Soup spent
over §! million in spot radio in
1960. It has used radio consistently
for some years. Campbell’s can reach
2 high share of its market with radio.
The company produces many kinds
of soups in cans. Every time it runs
a commercial on a product, it is in
effect adding to its overall ad fre-
quency at a very efficient cost to audi-
ence ratio.

“Other BBDO clients that are
steady radio. advertisers are Ameri-
can Tobacco, Cream of Wheat,
Pepsi-Cola, Bristol-Myers and du
Pont.

‘“These aie not the adyertisers that
present a problem for radio. It's the
advertisers who are not using radio
that we should talk about.”

BBDO has various ways of per-
suading clients to use radio. One of
its most recent efforts was the com-
pilation of radio facts in a 19-page
booklet, the “BBDO Spot Radio
Pocket Piece.” The booklet, first
prepared on radio by BBDO, was is-
sued this spring by the agency’s me-
dia planning and analysis depart-
ment.

As Mr. Papazian puts T, “The
booklet explains and explores spot
radio as a medium, establishes some
principles and ground rules. It gives
radio’s basic message in terms that
an advertiser will find practical.

“BBDO has done very well in
selling radio because we have a
strong media department. Without
a media department that is first in-
terested, and second, large enough to
gather the facts, this couldn’t have
been done.”

Agencies have changed their meth-
ods of using radio in the past 10
years, Mr. Papazian notes. “They
are buying miore and more in
flights. Very few are buying radio in

{Conl’d on page 82)
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CRUSADER!

At home she's as

gentle as a lamb...

But when aroused

this gentle persuadér
Becomes a crusader. ..
Building sales for your
statipn—and your clients.

Find out why at .. .
Mayflower Hotel,
Washington, D.C.
NAB Convention, May 71-11

Hire a

Rolls Royce
Limousine

For just a trifle higher cost, enjoy
the luxury of a chauffeur-driven
1961 Rolls Royce. Special theatre
and shopping rates. Airport and
pier service. Inquire about cor-
porate and personal charge
accounts.

Buckingham Livery ">

349E.76th St.,N.v.C. YU 8-2200
$9 per hour: Diners Ctub honored:. f,

)
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'WCOL
FIRST

in Columbus

1st in News
1st in Public Service
1st in Ratings

THE NEW

(Pulse, Nov. '
Hooper, Dec.-Jan.’8

24 héurs a day broadcasting
1230 am 92,3 fm
The Capital Station

Columbus 15,
Ohio
Represented by:

arobert . eastman a» €O, .

INTRODUCING THE NEW

* DRYDEN-EAST

HOTEL

i
i 39th SL, East of Lexinglon Ave,
1

NEW YORK

Salon-size rooms » Terraces * New
appeointments, newly decorated =
New 21" color TV » FM radio » New
controlled air conditloning » New
extension phoneés in bathroom ¢ New
private cocktail bar * Choice East
Side, midtown area * A new concept
of service. Prompt, pleasarnt, un-
obtrusive,

Single $15 {o $22 Suites {o $60
Special rates by the month or leasd

Robert Sarason, General Manager

ORegon 9-390Q
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RADIO'S IMAGE
Conld from pdge 81

52-week or even 26:week contracts.
One of the reasons for this, he ex-
plains, is that radio i1s flexible. I&
can be wused during off seasons, for
speaial promotions, for maximum
saturation in a short period. Another
reason he points to is that radio is
a quick buy operation, “Agencies
can use it that way . .. 1n and out.”
A further reason, he claims, is that
it is econoinical to use radio this
way.

“Network radio has changed. too;
m the way it is being bought. It has
changed so radically that advergisers
are buying it just as they buy na-
tional spot. In other words, it is
rare, for an advertiser 10 sponsor a
network program. He either takes
announcements in news shows or
participations in other network pro-
grams. But there is almost no such
thing as a 52-week half-hour spon-
sorship as there was in the old days.
And with rthe adsent of the AMonitoy
type of program, advertisers are more
flexible in their use of network than
ever before.”

In spite of the fact that radio has
inherent values for advertisers; there
must be some partially valid reasons
why radio has not made more rapid
gains in the past decade:

As Mr. Papazian sees it, three fic-
tors contribute to the lag in growth.

“The first is a lack of knowledge
about radio, hence a lack of interest
on the management level.

“A second reason, which bears
heavily on the first, is the conflict
among the rating services.

A third factor is copy—the argu-
ment of the visual versus the aural
approach. There should be more
research along this line. It repre-
sents an undercurrent in agency and
advertiser thinking, but no one has
been too specific. 1f there has been
research on video-audio, I havey’t
seen it.”

The second factor, the ratings dis-
parity, has long been with the broad-
cast media. It is as true of television
as it is of radio.

“The mediumm is depedent upon
the rachio research services to get the
facts on its imdience.

“Bur {he services ure failing to

| measure spat radio eflectively be-

capse of limitations imposed upon

WWW.americanradiohistorv.com

them from various sources: 1) the
competitive factor (surveys must be
paid for, and if all services performed
the same funcdon, all but one would
be useless, they argue); 2) the cost
factor (ratings people say that sta-
tions won't pay for the comprehen-
sive studies that are needed on a reg-
ular nationwide basis; agencies say
they won't pay for them either); 3)
uniformity (uniform ratings aud re-
search, from market to market, can-
not be effective unless all or a ma-
jority of stations subscribe).

“Ad agencies can and have brought
pressure to béar on ratings services.
In certain cases they have forced the
adoption of techniques, for instance,
the ‘total area’ homes reached con-
cept. But, by and large, the agencies
don't feel it is their responsibility to
carry the ball.

“They feel it js media's responsi-
bility to pay for studies. And fur-
thermore, they feel that the over-all
problem is one that belongs (o the
rating services tliemselves. There
must be a satisfactory compromise,

“We certainly need the facts. Yet,
the research services can't economi-
cally bear the brunt of collecting the
kind of information we need. Some-
one must pay for it, or they would
go bankrupt.

“I don’t know avhat the answer to
the ratings complex i1s. A central
rating system would be a valuable
thing if it had the ful support of
the broadcast industry. But a cen-
tral service is 1ot practical, because
ratings are a competitive thing. The
second, third and fourth place sta-
tions would be unlikely to sign for
a central survey. Financially, it could
kill them.

“There is another ¢thing about
spot radio that confuses the adver-
tiser and that is rates. He cannot
understang why, {or instance, in mar-
ket ‘A," one of the country’s largest
markets. a spot will cost $30. But in
Market 'B,” an equally large marke,
a spot costs cansiderably more.”

Broadcasters, rationalizing their
position, all too often relate radio’s
chances for growth to the fate of
television andd other media.

“Tt's up 1o radio to sell itself and
stop fghting against all other con-
ienders. 1o sell its own values and
stop waiting for another media 10
falter.”

U. S. RADIO /April-May 1961
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14 VIEWPOQINTS
Cont'd from page 44

munity reforms, {o the public’s at-
tention.

The show is keyed to phone calls
from listeners on local problems.
Community leaders are present at
the station and answer listener ques-
tions as well as those asked by the
station. Mr. Draper states that Pub-
lic Forum creates debate and argu:
ment and gives people a chance to
express themselves., “I think this is
especially important because of the
trend towards one-newspaper towns,”

Arnold Hartley, executive vice
president, Key Broadcasting Man-
agement Inc., New York, believes
all broadcasters should give atten-
tion to minority groups.

In focusing his remarks on the
specialized market in radio, Mr,
Hartley declares there are two pub-
lic service responsibilities involved:
(1} o assist the group to make its
full contribution to democracy and
(2) to preserve the cultural strength
of the diverse group.

He offers the following sugges-
tions for “general’” broadcasters:

» Acquaint yourself with special-
ized groups in your market. Learn
where they are from and what their
regional differences are.

e Acquaint yourself with circum-
stances that brought them here.

o Acquaint yourself with their
music and try to integrate some of
it into your schedule.

o Let the specialized groups know
you are interested and try to have
them participate in your discussion
programs.

e Let your public service effort
have special meaning for specialized
groups.

e Know ¢he leaders of these
groups in your communiiy and look
out for “specialized” names in your
news stories.

Ivan Smith, Ausiralian Broadcast-
ing Co., who has spent 18 months in
the United States, believes the ur-
gent meeds of American radio are
“quality speech programs.”

He says, “Radio is one of the per-
forming arts. It can perform many
things thai cannot be done on other
media.”

He believes that drama has a vital
place in American radio. He offers

U. S. RADIQ ) April-May 1961

as an example “Death of a Wom-
bat,” an original radio drama that
has attracted world-wide attention.

My, Smith says existing resources
are not being fully utilized. He
states American racio is not making
full use of writers and editors that
could keep a steady flow of new
ideas and literature coming into the
station.

He suggests that broadcasters dis-
tinguish between the concepts of a
mass audience and a wide audience,
and speculates that only five percent
of the audience can mean a lot of
listeners when translated into people.

In the area of news, the following
challenge is handed to electronic
meclia by John McClay, general man-
ager, WJZ-TV Baltimore: “Like it
or not, we have the job of helping to
provide the fundamental basis of a
free society, an informed electorate.

“In the face of this awesome re
sponsibility, how can we inform?”

Erwin Canham, editor, Christian
Science Monitor, believes the impor-
tant job is “to get information into
people’s minds.”

On the subject of gimmicks in
news presentation, he says, “Gim-
micks do not make the contributior
to impact that ideas do. And ideas
need explaining, not headlines. I

would not rule out gimmicks en-

tirely, however, because news should
be presented interestingly. But their
use should be done with responsi-
bility.’

One of ihe great problems in elec-
tronic news, Mr. Canham states, is
giving relative value to news stories,
so that the most important story
comes first whether it be interna-
tional, national or local.

He cautions broadcasters against
re-writing because that can change
the meaning. *“‘Re-writing should be
done only by rthose with adequate
backgrounds.”

As for the practice of using per-
sonalities to deliver the news, the
newspaper editor comments that
broadcasters “must not let showman-
ship run away with the basic respon-
sibility of reporting the news.”

Sandy Jackson, assistant manager,
KOIL Omabha, takes up the case of
many of the nation’s music-and-news
broadcasters who are faced with the
responsibility of news presentation
against a background of ratings sur-
wival.

WWW americanradiohistorv com

“It is a practical job to try to trans-
late responsibility for news into our
format. We believe in news. We do
not think that comprehensive news
is necessary. People want to be en-
tertained through radio:

“We are an entertaining station
and we make our news entertaining.
Our station has six minutes of news
on the hour. In addition, there are
hulletins and frequent weather re-
ports throughout the hour.”

Dr. Wilbur Schramm, director;
Institute for Communications Re-
search, Stanford University, Palo
Alto, Calif., comments on a study
dealing with the impact of interpre-
tation in radio news.

During the study, a straight five-
minute newscast was read to one
group; a second group heard the
five-minute newscast with 15 per-
ceni interpretation added to it.

The results, Dr. Schramm declares,
show that the second group remem-
bered 30 percent more through in-
terpretation. The Stanford research-
er also comments that based on his
observations “gimmicks detract from
believability.”

Julian Goodman, NBC vice presi
dent, news and public affairs, be-
lieves that many necessary ingredi-
ents are lacking in news personalities
today. Broadcasters must build, he
declares, a "national fund of peo-
ple” who can cover a story, write it
and report it on the air.

Similar feelings are expressed by
William Monroe, news and editorial
director, WDSU-AM-TV New Or-
leans, He seriously questions the
value of “a non-newsman masquer-
ading as a newsman.”

The theme of the WBC confer
ence —the changing community,
changing craft and changing would
—has this application for radio.
Dom Quinn, program manager,
KDKA Pittsburgh, states, “There is
an essential pattern of change in ra-
dio that is evolutionary. It is par(
of the changing craft.”

Donald H. McGannon, WBC
president, concludes that broadcast-
ing must be used as a force within
the community “to help achieve a
good life, not merely reflect it.,” The
real job lies ahead, he declares, in the
new and better programs listeners
will enjoy,
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EDITORIAL PAGE

|

PARTICULARLY GQOD TIMING

THE editors of the new u.s. RADIO are especially happy that our first issue will be seen
first by those broadcasters and other industry members who are assembled in Washing-
ton for the 39th Annual NAB Convention.

We think this is particularly appropriate timing.

There is no group more deeply concerned with the health and welfare of the
radio medium, than the many farsighted radio station operators within the NAB
membership.

There is no body of men whose opinions we respect thore deeply, and whose
support we solicit more earnestly.

The new us. rapIO is your publication, and it is only fitting that you should get
the first glimpse of this exciting’ new product.

Our editorial credo for the amagazine is expressed in full in the “Dear Governor
Collins” article on page 25. We urge you to read it carefully.

This first issue is aimed, quite frankly, to the industry, and to those within the in-
dustry. We have deliberately included a number of articles which are of primary in-
terest to radio broadcasters.

We shall continue to do this in the upcoming numbers of u.s. RADIO, but there
will be a gradual shift in emphasis in twa directions: first, more and more storics will
be featured which have, as their basic audience, agencies and advertisers who use the
radio mediury, And, we will have an increasing number of “meat-and-potatocs”
articles, featuring facts and ftgures which cin be used in radjo selling.

Typical of this secone type is the comprehensive roundup on *Radio and the Amo-
inobile Business” which will appear next month.

For this first issue, however, we are presenting to the industry the new u.s. Rabio
as the first real prestige publication which radio has ever had, the only authentic voice
that 15 devoteil solely o radio’s welfare.

We, like you, are proud of this great siedbim

U. S. RADIO/April-May 196
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MERCHANDISING IS LIKE THE

' .WHEN SHE WAS 600D
SHE WAS VERY, VERY GOOD,

KSTP Radio believes that advertisers should receive strong,
consistent and professional merchandising support for their
advertising campaigns in the vitally important North-
west market.

To this end KSTP maintains a full-time merchandising
and promotion staff working closely with each advertiser
to create, develop and implement the selling aids which
most effectively add to the success of his campaign.

Among the activities which have made KSTP
the Northwest’s leader in merchandising are the
exclusive KSTP “FEATURE FOODS MER-
CHANDISING PLAN" and "FEATURE DRUGS
MERCHANDISING PLAN' which provide spe-
cial in-store displays and product-checks in 200
top-volume super-markets and 65 key drug out-
lets in the Twin City area. Bargain Bar displays
it key chain and independent food outlets every
week include coupons, samples, registration for
prizes, distribution of product literature and
demonstrations by the KSTP hostess in attend-
ance. Each activity is designed to move yout
product from shelf to shopping basket—the final
link in the chain startest by your advertising on
KSTP Radio!

Tn addition, KSTP's expert merchandisers turn out shelf-
talkers, banncrs, window streamers, bus cards, posters;

AND WHEN SHE WAS BAD
SHE WAS HORRID!"

mailing pieces, survey facts and figures relating to your
sales problem and special promotions by the score. There
is no charge to the advertiser for these services ‘which are
offered at the discretion of the station.

Our files are full of letters from advertisers who appre-
ciate dependable,quality merchandising assistance. If you'd
like to know more about it, conjact a K.STP represenrative
ot your nearest Petry office,

50,000 watts, 1500 kc.

“the sound of the sixties

WWW. americanradiohistorv.com I
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WANTED
FORMATION

page 5

NEW SALES
AS FACTS |
page 6
. CAPSULES
| SUCCESS
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U. S. RADIO

For buyers and sellers
of radio advertising

v. s. Fim

Devoted exclusively to FM Broadcasters
and advertisers

Two separate magazines that really cover the whole field of radio

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

Subscriptions

Arnold Alpert Publications, Inc.
40 E. 49th Street

New York 17, New York

e b e e e A

For future articles that really “dig” into the depths of radio broadcasting
and advertising . . , be sure you see each monthly issue of U.S. RADIO and
US. FM.

S EsEpASASNASASaS seNeECEeBEw T uesmEBEBm SCeEsEsssEsEsEEmEES ¥
; Arnold Alpert Publications, Inc. Subscription
Enter Your ; 40 E. 49th Street
Lo » New York 17, N. Y.
Subscription :
¥ Please see that 1 receive each monthly issue of U.S, RADI
Today E and U.S. FM—Dboth for one year for one subscription of $5
$5 for 1 year n Name ... _. Title ...
L]
- Company ...
Includes both .
& Type of Business -
U.S. RADIO . O Company or
and E“ O Home Address =
®
x City . - Zoné. . State_ .|
U-S‘- FM :L

Pl

) Bill ment Enclosed
w¥n\w americ ‘F]?gdloﬁllstog.com Pay e osed [J


www.americanradiohistory.com

: r 2l FORE MOST

FCC Action on Stereo Fm broadcasters got the go ahead last month. after months ol telibera-
Cenerates Industry Activity tion and testing by the FCC, for muliiplex stereophonic breadcasts.
Optimisim is running high that stereo will mark one ol [m’'s greatest
breakthroughs in its drive 10 be recognized as a separate medium. .\l
vertisers are approaching the new developments with a note of caution,
but they, too, are hopelul that stereo will add new dimension to the fm
audience and force to the medium. Many broadcasters will ury to be on
the air with stereo by June |, FCC-approved start date. Others are wait-
ing for the stereo set buildup among listeners. One thing s sure: the
arrival of stereo places fm apart from all broadcast media. Its past iden-
tification with quality programing is now enhanced by the added virtue
of sound dimens’on. (See stereo report, p. 3.)

BPA Gives Pm Recognition A new fm category has been established by the Broadcasters® Promotion
With Annual Promotion Award Association in its first annual awards for on-air promotion excellence.
*\We recognize fm’s rapid and dramatic gfowth as a separate and distinct
medium of contmunication,’” states BPA. “To judge am and fm on-the-
air promotion within the same category is no longer realistic.” \Winners
will be announcel at the BPA meeting in New York, November 6 to 8.
Miss Dorothy Sanders, \WWLW-D Dayton, heads the awards cominittee.
President of BPA is John Hurlbut, promotion manager of WFBMI, Ln-

ianapolis.
Latest EIA Figures Show Current production figures released by the Electronic Industries Associa-
Fm Output to 91,778 in ‘61 tion show that for the first two months of 196! fm set output reached

91,778 units (11.357 in February and 50,421 in January). The two-month
fm output in 1960 totalled 96,677, according to EIA. This association is
the only authoritative source in calculating the movement of fm receivers,

Medical Association Takes Tlie American Medical Association’s. c:lmpafgn to influence public

To Fm o Influence Opinion opinion regarding medical care for the aged has taken to fm in about 40
markets from coast to coast. Through Klau-Van Pietersom-Duniap Inc,
Milwaukee, the transcribed spots will run for six weeks, having started
the last week in April. The agency selected fm because of its quotient of
influential opinion leaders in respective communities. The spots feature
the voices and opinions of professional people. Frequencies run as high
as 100 per station for the campaign.

Station Finds Merchandising By arrangement with three groups of Kansas City retail stores, KXTR

Has Important Place on Fm has launched a merchandising service for advertisers. Included n the
drive is a show card promoting the product and the scheduled time of
sponsorship on all-classical KXTR. This card is for use in dealery’ win-
dows, showcases and adjacent to cash regisiers. The station also is making
available 1o clients a mailing list of listeners.

U.S. Fif &  Aprii-May 1961
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LETTERS

Sales Toal

1 personally would like to thank
you for printing the FM Siation
Key. I think that it is a boon to
all fm broadcasters. I would like o
see a complete list printed of all
U.S. fin stations. ;

We do use your magazine as a
sales tool, and are waiting for the
day when you can expand the size
of rhe magazine.

David W. Chase
Sales Manager
KDVR-FM

Sioux City

Agencies” Viewpoints

Let me congratulate you on a fine
magazine, U. s. FA. This is some-
thing that {m broadcasters have
needed. I was especially interested
in the comments expressed by Mr.
Joe Gans and Mr. John Heston in
the February issue regarding the
agencies’ viewpoint onn fm and fm
programing.

Thank you for giving ihe fm
broadcasters something (o sink our

teeth into.

Ernie Forrester
Director of Operafions
WWOL-FM

Buffalo

Separate Publication

May we add our congratulations
for the start you have made with
your publication, u. s. Far? We rec-
ommend ils continuance as a sepa-
rate publication.

Sid Roberts
Manager
WFMF
Pittsburgh

Thanks

Thank you very mnuch for listing
us in your splendid publication
which 1 enjoy rcading very, very
mucls.

J. C. Kellam
General Manager
KTBC-FM

Austin, Tex.

New Facility
WPNTFM sow transmits Troin

its Lacility atop thte Chrysler Tower
in New York City. We feel thm
this iy an important move for us t@
make and one whichh  will increase
service 1o bott oup nidience andd
advertisers.

John Burt

Direclor of Adveilising

WPAT.FM
New York

VOL. 2 — NO. 4

APRIL-MAY
1961
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Hos tlo broadcastersand ad-

vertisers view the future of

fm in light of the recently
approved multiplex stereophonic
system? Will it suddenly lift the
medium into its long-awaited place
in the sun? Or will the advent of
stereo be passively accepted by the
public and advertisers?

To gauge the climate of response
in the advertising and broadcasting
community, u, s. FAr has interviewed
acvertising agency executives and
broadcasters on the future of fm
with stereo.

Reaction has been mixed. Some
readily admit that they are not ade-
guately enough informed on stereo
to project opinions. Others emit
tremendous  enthusiasim, insisting
that stereo means a real break-
through for fm. Still others are
autiously optimistic, preferring to
“wait and see.” A few claim that
tereo’s effect on fm’s status as a
edium will be virtually njl, Buy

. 8. FM  « April-May 1961

Stereo—
New Vista for Fm?™=>

Agencies and broadcasters have mixed
reactions to stereophonic’s

and qualified optimism noted

no one thinks that stereo will have
a detracting influence.

How does Madison Avenue think
stereo will help sell fm 10 adver-
tisers?

“Stereo will spark much more fm
interest,” says Nancy Smith, time-
buyer for J. Walter Thompson Inc.,
New York, on the Pan American Air-
ways account. “Stereo is the excite-
ment the medium has been looking
for. The FCC's indecision on stereo
systems has probably held people
back from buying sets. When stereo
receivers reach the market, these
people will be there to buy them.
The stereo record industry has had
sich a boom that I'm sure the same
people who buy the records will
want fm stereo receivers. They are
interested in better reproduction of
soundl. If the switch to stereo catches
on with listeners, then advertisers
will take more interest. We have al-
ready found fm to be an excellenl
medium for Pan Am advertising-"

www.ameticanradiahistarnveaom- o .
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blessings for fm in days to come; encouragement

At Young & Rubicam Ifc., New
York, American Airlines media buy-
er, Don Hinton, holds the view that
“stereo is not going to have much
effect on advertisers. Stereo gives fm
an added ‘plus,” but I don't think
the public understands stereo thor-
oughly enough to appreciate it. The
cost of converting monaural equip-
ment to stereophonic will hold up
listener enthusiasm for a while.”

Ar. Hinton believes, too, that a
listener will not stay with a program,
even in stereo, if he doesn’t like the
music. He will switch his dial until
he gets programs he likes—whether
they be stereophonic or monaural.

“Young & Rubicam,” he says,
“looks at fm as a separate medium,
Research has shown this. \We recom:
mend it to some advertisers. But our
acceptance has not reached the point
as yet when we will tell our adver-
tisers to pull out of am and adver-
tise on fm only.”

Richard Goldsniith, timebuver

e e
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stereo

T. Mitchell Hastings Ji.

for Ben Sackheim Inc, New York,
who has recently placed fm sched-
ules for Lightolier in Dallas and
Chicago, has this to say: “Stereo will
stimulate buyer interest in fm.

“But I don’t think the coming of
stereo will change the fm audience
character. The listener will still be
in a select, high income group.
Therefore, fm’s virtues for an ad-
vertiser will remain the same as be-
fore.”

Margot Teleki, timebuyer at
Reach, McClinton Inc, New York,
agrees with Mr. Goldsmith. “Stereo
won't make that much difference.
The fm listener is tlie same fm listen-
er, with or without stereo.”

An agency executive who concurs
with this opinion is Joe Gans, presi-
dent of Joe Gans & Co., who has
guided such clients as Harper’s maga-
zine to fm. “How stations program
is far more important than whether
they broadcast in stereo or not. Fm
is there now for any advertiser who
is intercsted. Stereo will not make
enough difference.”

Another agency man, John Heston,
N. W. Ayer & Son Inc.,, New York,
although hopeful that stereo will
win new audiences for fm, likens the
new dimension in sound o the
plight of color television. “Color
tv has been held back by its cost and
lack of technical perfection. Black
and white is there and the viewer is
satisfied with it. Fm sterco may have
the same problem. The cost factor
is important here. It may be five
years before the real eflect of stereo
will be felt in fm.”

Jut'what about broadeasiers? How
have they imerpretedt the sterco
news?

WJBR Wilmington, Del., one of
the first stations to experiment with
stereophonic broadcasting in the
Delaware Valley, reports excitement
and enthusiasm from .its listeners.
John B. Reynolds Jr., station execu-
tive, says that “audience reaction has
been tremendous, Listeners have
been ringing our phone throughout
the day, asking how soon we expect
to broadcast with the new system and
wliere they can get receivers. Sev-
eral companies, especially distribu-
tors of hi-fi equipment, have ex-
pressed interest in taking commer-
cial time. We hope to be on the air
with stereo by June on 'WJBR and
ot our Baltimore outlet, WRBS”

Mr. Reynolds ventures that cost

John Heston

will not be too great a factor in
stereo acceptance. “Granco is one
manufacturer that expects to put a
set on the market for less than $75.
By this Christmas, we should see a
large number of homes with stereo
receivers.”

In New York, Elliott M. Sanger,
executive vice president, WQXR, ex-
presses the opinion that “stereo will
be good for advertisers if audience
acceptance is adequate. WQXR
plans to install the necessary equip-
ment for stereo broadcasting as soon
as it is available. Ve shall use the
system on many live and recorded
programs when sufficient receiving
scts arc in the homes of our listeners,”

Many broadcasters think it is too
carly to evaluate tlie significance
sterco contains for fm. Among theni
is T. Mitchell Hastings Jr., president
of the Concert Network, who is also
executive vice president of the Na-
tional Association ©of Fm Broads

WWW. americanradiohistorv.com

casters and regional director of the
group’s district # 1.

“Stereo will reach its full impact
only if the set manufacturers go into
full production and promote the re-
ceivers with wide-spread advertising.
Then broadcasters will be able to
realize the full potential of stereo
because it will have a substantial
audience with the necessary receivers.

“The door has been opened [or a
promotion on the scale that greeted
television when it entered the mar-
ket. If the manufacturers get be-
hind it, the public will pick it up.
At present we have plans to install
stereo equipment, but it will be a
while before we broadcast.”

From the Midwest comes this re-
action from Will Collier Baird ]r.,
vice president, WFMB Nashville:
“There has been no excitement here
among our listeners. I feel that if
we go stereo it will be necessary for
the stereo record manufacturers to
purchase time Yo stimulate listener
interest. 1We tried am-fm stereo
broadcasts for a 13-week period once
before. There was some listener in-
terest, but virtually no advertiser en-
thusiasm. \We finally dropped the
program.”

Mr. Baird has recently been elected
a regional director, district #3,
NAFMB.

So goes the reaction. There will
be much discussion and conjecture
during the next few months. From
every quarter COmes encouragement
over the stereo development. If the
fm industry is united in its efforts to
promote stereophonic multiplexing,
it may well be the one big break-
through that will put fm over the
top.
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Readers of u. s. Far, when

queried on whether to ton-

tinue the magazine separate-
ly or combine it with u. s. RADIO,
have agreed on one thing:

“Either method is o.k. with me. I
just want the fm information con-
tinued,” explains one broadcaster.

Final returns to a questionnaire
survey of readers are still being tal-
lied. But at press time, those who
favor continuing u. s. F3 as a sepa-
rate magazine are out in front 75 to
69 (total tallies counted so far, 144).

The group that favors separate
publishing seems to be more vocal in
its advocacy.

“I am wholeheartedly of the firm
opinion that it would indeed be a
great injustice to the fm industry to
combine U. s. Far with any publica-
tion. Fm is a separate medium, well
gualified to stand on its own merits

. U. 5. Fa was one of the major
factors in the decision of my partner
and I to go into fm,” one [m’er
writes.

And another thoughtful comment
has this to say:

"“We believe that to succeed fm
must be a completely separate pro-
gram service, Locally, we try to stay
awav from the word ‘radio’ and to
sell fm as a separate medium, a sep-
arate sound and a separate audience
The onlv connection that our fm
has with modern am radio is thar it,
too, is based on electromagnetic ra-
diation.

“Bv the same reasoning we feel
that v. s. F r should be a separate
ublication—a magazine that is only
nterested in fm. instead of being a
ack section of an am magazine.”
The heaviest response asked for
ore information about advertiser
nd agency use of the medium, both
ational and local. This took many

U.S. FM « AprilMav 1961

forms, including success stories, agen.-
cy comment on fm, reports on spe-
ciallycreated fm campaigns and
continuing listings of fin time buys.
Other subjects mentioned for cov-
érage included (in order of re-
sponse):

e Station stories—reports on the
operations of different types of
fm stations (how they are pro-
gramed and sold).

e Research and sets-in-use calcu-

= . 1

FM INFORMATION WANTED

o Reports on advertiser-agency use
of fm

e Research and sefs-in-use figurgs

e Programing ideas and sources

e Station operation case studies

« Technical reports on equipment

e Audience and sales promotion jdegs

U e, e i t

FM BOXSCORE
Those favoring separate magazine—175

Those favoring combining with
U, S. RADIO—69

lations—facts on the fm audi-
ence and methods of determin-
ing fm homes.

o Programing — sources of pro-
graming of national stature,
new station program ideas other
than good music formats.

e Technical information—reports
on equipment developments in
station operation and stereo and
'multiplex developments.

e Promotion—ideas for audience
and sales promotion.

Many stations presented in detail

some of the things they thought
should be done.

WAAAAL A aric oo chio bk o o

Most Wanted
Fm Information

Survey among readers is close between those
who want separate publication and those

that want it combined; but all agree they want
the fm information to continue

One broadcaster states; “Here's
the information we need:
“Quotable quotations from broad-
cast leaders stating how well fm is
progressing. Definitive articles on
how to measure the fm audience, ar-
ticles on how to get a mail or phone
response out of the usually non-vocal
fm audience, set production figures,
ratio of fm stereo versus am stereo
sets being sold, complete rundown
on fm-am receivers available, infor.
mation on fm car radios. . . . What
are some new programing ideas? . .
“We have never noted a discusston
of automatic program service versus
live programing. . . . What about
stereo? . . . Suppose a station is build-
ing a music library. Which is the
smartest investmerit? What records

are available? . . . How do you mer-
chandise fm?”
And another station manager

would like to see “a consfructive ar-
ticle on what some markets have
done ta get fim set retailers on their
side. After all, this is a two-way
profit street and we don’t see many
fm retailers flocking to the fm band-
wagon in support of the medium.”

Another fm'er writes: “In our
market, we find that fm operators
have been sadly negligent in keeping
clients, prospects and agency people
informed as to the progress of our
medium. We have found agencies
with no sets-in-use figures, no con-
ception of the programing and not
so much as a rate card. No wonder
everyone's screaming about not get-
Ying agency business. You can’t get
it by osmosis.

“p. s. ¥y has been great about ré-
laving information of promotions,
success stories and statistics. . . . We
certainlv hone that the publication
can continue to grow and tell the fm
story where it need be told.”
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oM . = = tool that provides research facts for .
ot e advertisers and agency men. j
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Rl 3 data chart, a spinner scheel of figures I
<% on fm penetration in 25 markets (
. S . and on listener profiles.
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5213 The new Pulse penetration figures
] 3 . - - -
gﬁ 8 indicate a steadily growing market,
]

from Pittsburgh with a 30.1 percent,
through Westchester County, New
York, with a high of 61.4 percent.

- w e > wew

In the area of listener identifica- 1
tion, the highest percentage of listen- P
F M 's N Ew ers fall into the professional, execu- u
tive, proprietor group (29.2 percent). 1
And coinciding witli that figure, the b
largest segment of listeners (33.1 per-
SA I Es A I D cent) are in the $7,500 and up brack-

‘ et. The table model is the most
popular of fm receivers, accounting "
for 46.1 percent of all veceiver types. "

These are just a few of the many §°

figures that the chart provides. All :
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W estchester County, N. Y, 61.49, Cleveland, 0. 36.1 3,

New York, N. Y. 53.5 Delaware Valley 37.6 _

Boston, Mass. 50.1 Providence, R. 1. 35.7 P

Los Angeles, Calif. 418.9 Buffalo, N. Y. 34.8 i

San Francisco, Calif, 47.3 Albany, N. Y, 37.1 By

Portland, Ore. 46.1 Kansas City, Mo. 33.3 d

Chicago, I1l. 42.9 Trenton, N. J. 329 -

San Diego, Calif. 42.5 Bakersfield, Calif. 32.4 b

Rochester, N, Y. 41.9 Miami, Fla. 31.7 by

Orange County, Fla 39.1 Houston, Tex. 31.2 i

W ashington, . C. 10.3 Pittsburgh. Pa. 30.1 »
Columbus, O. 37.4 Cincinnati, Ohio 30.6

Philudelphia, Pa, 36.3
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of the chart information is listed on
these two pages.

Another major effort on the cur-
rent NAFMB agenda is a compila-
tion of statistics on fm station oper-
ation. Realizing the industry-wide
need for reports of the sort that will
provide concrete information on how
the business is run, the association
has conducted a survey designed to
characterize the fm station image.

The fm industry survey is being
prepared by the John B. Knight Co.
of Los Angeles which is sending con-
fidential questionnaires to all the fm
stations in the country. The wide
range of questions cover such areas
as sales, stereo and multiplexing,
personnel, use of program services
and other pertinent information. Re-
sults of this survey are expected to
be covered in the June v. s. Fa1.

Regional Directors Chosen

The following fm broadcasters
were recently elected by mail ballot
to fill the posts of the NAFMB re-
gional directorships: Districte 1—
(Me., N. H., Vi, Mass., N. Y., Conn.
and R. 1), T. Mitchell Hastings of the
Concert Network. District 2—Pa.,
N. J., Del,, Md,, Dist. of Columbia
and W, Va)), John Reynolds, \WW]BR
Wilmington. District 3—(Va., Ky,
Tenn. and N. C)), William Baird,
WFMB Nashville. District 4—(S. C,,
Ga., Fla., Ala., Miss,, La., Ark., Puer-
to Rico and the Virgin Islands),
Frank Knorr, Jr., WPKM Tampa.

District 5—(Mich., Ohio and Ind.),
Harold Tanner, WLDM Detroit.
District 6—(Mo,, Ill., Iowa, Wisc.
and Minn.), Bill Drenthe, WCLM
Chicago. District 7—(Tex., Okla.,
Kan., Neb., §. D., N. D., Mont.,
Idaho, Wyo., Colo., Utah, Nev,
Ariz. and N. M.), Lynn Christian,
KHGM Houston. District 8—(Cal,,
Ore., Wash., Hawaii and Alaska),
Arthur Crawford, KCBH Los An-
geles.

It will become the responsibility
of these men and the officers to con.
tinue the leadership fm needs.

U.S. FM = April:May 1961
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PULSE LISTENER DATA

CHARACTERISTICS PER CENT

Age of Listeners

18 and under 15.4%

18-34 30.5

3549 36.6

50 and over 17.9
Listeners’ Income

Under $3,000 7.8%

$3,000-$4.999 23.2

$5,000-87,499 33.0

$7,500 and up 35.1
Occupation of Listeners

Professivnal, Executive, Proprietor 29.29,

Sales, Service, Clerical 24.8

Craftsmen, Operators, Laborers 23.9

Housewives 38.0
Listeners’ Education

College Graduate 26.7%

Some College 18.4

High School Graduate 37.1

Some High School 89
Place of Listening

Living Room 52.1

Bedroom 19.2

Kitchen 12.6

Den 7.6

Dining Room 4.5
Type Set Listened To

Table Model 46.1%

Console 27.9

Combination with tv 15.5

High Fi Components 11.2
When They Listen

6 a.m.—9 a.m. 17.5%

9 a.m.—Noon 15.4

Noon—6 p.m. 22.9

6 p.m.—9 p.m. 42.6

9 p.m.—Midnight 29.6
Listenn in Place of Business 10.9
Listen Only to Fm, Never to Am 19.9
OO O AT 0 o T EOO 0 G0 A

Source; NAFMB Data Chart
Vi

www americanradiohistorvy com
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FAVORABLE MENTIONS

Investment Firm — In Texas, where
they do things in a big way, a Hous-
ton investment firm landed a §2 mil-
lion account thanks to its sponsor-
ship of three weekly half-hour pro-
grams of ballet music.

The investment firm of Beebe,
Guthrie & Lavalle, Houston, was one
of KRBE Houston’s original adver-
tisers when the station went on the
air in 1959. This loyal affiliation
with KRBE has paid off for the com-
pany. So Mr. Beebe sent the station
a letter of appreciation:

‘A large percentage of our new

KEYNOTING the San Francisco Bay Area's
"FM Menth" is this billboard promotion, one
of nearly 50 other billboards, plus news-
paper, tv and local hi-fi dealer tie-in cover-
age. The San Francisco Fm Association spent
$50.000 to bring fm message to Bay Area [is-
teners. Pictured are: (| to r} Gary Gielow
KPEN; Al LeviH, KSFR, and Pat Henry, KJAZ.

ADVERTISER Charles J. Greoley (ri, mana-
ger of Miller's Greenhouse, talks over recent
fm timebuy with Arthur Owen, WMTW Poland
Spring, Me. Miller's has signed til forbid pact.

business since 1959 is directly aturib-
utable to fm advertising, in our opin-
ion. We know this because clients
have told us They came to us through
our programs, because of favorable
name recognition in cold contacts,
and because of direct comparisons
between our fm advertising and aur
use of other media.

“An explanation of the latter may
be in order. Some time ago, we tried
am radio with the result that we re-
ceived many inquiries, but the qual-
ity was such that the accounts were
small and not too profitable. We

WWW. americanradiohistorv.com

have tried newspaper advertising on
a long-term basis but have found the
cost excessive with rather poor re-
sults.

“As a.comparison, we know of one
$2 million account and several other
large accounts, as well as many
bread-and-butter accounts of average
size, directly attributable to KRBE.
We have a lawyer who has sent us
several clients because he personally
enjoys our programs. We have con-
sistently had people of substance tell
us that they enjoyed our programs,
and we regularly receive letters of
inquiry which have been productive.

“It may be of interest that with
most of our advertising dollars in
KRBE we enjoy a large percentage
of favorable name recognition
among the people we want to sell.

“My partners are unanimous in
their enthusiasm for KRBE and jus-
tifiably so since the less than $2,000
we spend each year for KRBE adver-
tising has brought us demonstrable
and substantial returns in goodwill
and profit.”

In Texas fashiorf, the manager of
the station took this success in stride
stating that though he was elated
with the results of the invesiment
firm’s sponsorship, it was but an ex-
ample of the station’s selling power.
Another instance he pointed out
“was the flling of a small bookstore
m an isolated section of the city with
customers after only four or five spat
announcements.”

Greenhouse—\Vhen the manager of
the Miller Greenhouses in Portland,
Me., wanted to move a large stock of
high-priced tropical plants in order
to make room for his spring line of
flowers, he chose fm as the medium
most likely to bring in the sales. He
bought a four-week schedule of 30-
second spots at a rate of 15 per week,
over WMTW-FM Poland Spring,
Me.

Within a week the plants were
moving at a greater rate than ex-
pected, and orders came in from as
far away as 200 miles. Even more
encouraging, the station reports, was
the risc in the greenhouse’s sales av-
erage. Previously, the average sale
was $3.21, bur with the fm campaign

U S. FM « April-.\[:\y 1961
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that figure rose to more than $40
(most of the plants advertiséd sold
for around $20 or more).

The manageér of the greenhouse
carefully checks over the “soft sell™
copy before it goes out over the air
because, as he puts it, “the audience
has enough judgment to decide what
they do or do not want.” Apparent-
ly, enthusiasm has not waned. He
has signed a ’til férbid contract ‘with
the station.

Fiir suppait

“I like fm radia because: In pro-
graming, in commercials, in quality
of music, the first consideration is
given to the listener as a person.”

“I like fm radio because: I have
confidence in the sponsors who pre-
sent programs that respect the wishes
and sensibilities of their listeners.”

“I like fm radio because: It offers
exactly the programing I once
bought a good radio to listen to, and
omits what usually caused me to
turn it off.”

These three comments on fm are
representative of hundreds of similar
replies to the KLSN Seattle contest,
“I like fm radio because.”” The sta-
tion set out to determine why, not
just its own listeners but all fm set
owners liked the high frequency
sound medium. KLSN ran two dif-
ferent spots with a frequency of five
a day for six weeks. One spot de-
scribed the contest rules and time
limitations, the other promoted fm
car radios.

As in the majority of fm contests,
the prizes were by no means extrava-
gant. Five weekly winners received
Ip records. The grand prize winner
got an am-fm car radio installed.

Of the hundreds of entries re-
ceived, the station reports that less
than half were from Seattle, the rest
coming in from the surrounding
area. 55 per cent of the responses
were sent in by men, indicafing fm’s
strong male listenership.

Of the various feasons for liking
fm, “quality programing” accounted
for 61.2 percent of the responses;
next was “fidelity plus static and in-
terference free reception” with 38
percent, and ‘“discriminating adult
presentation” with 22.4 percent.

U.S. FM g April-May 19561
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fine music
18 hours a day through. ..

HERITA

Heritage offers every broadcaster a flawless blend
of careful programming, preductjon, commentary
and the world's finest automation techniques,
together with national representation, to

offer perfection in modern broadcasting.

See us
at the
N.A.B.

L A DIVISION OF INTERNATIONAL

e —

USIC, INC., Bellingham, Wash._ -

WWW americanradiohistorv com

21
MARKETS
throughout
the Nation

broadcast

HERITAGE MUSIC

Los Angeles
Chicago

San Francisco
Boston
Washington
Baltimore
Minneapolis
Buffalo
Cincinnati
Kansas City

Seatfle

San Diegd
Atlanta, Ga.
Denver
Portland, Qre.
Memphis, Tenn.

Grand Junction, Colo.

Montgomery, Ala.
Dallas

St. Louis
Mitwaukee

Nationally

represented by

HERITAGE

REPRESENTATIVES

Seattle

MA 3-0620
New York

TN 7-0295
Los Angeles
DU 5-6401,
San Francisco
X 7-2682
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Fm Station Key :(:Fs:;(,\m: KFRE)

Counties: (2; ERP: 70,000 w
Prog. (Sep.): S, pop, s-¢l, cl, shw
Glendale

KUTE

Counties: 7; ERP: 23,800 w
Prog.: Shw, s-cl, pop, nws, wthe

These statistics and other data contained herein are taken from reports
received by us from FM stations: They are believed by us to be accurate
and reliable, but, of course, cannot be guaranteed. This issue of U.s. FM

ancludes returns from 432 fm stations. The Fm Station Key will be ‘
Indio-Palm Springs

KCHY-FM (Am: KCHY)

National Rep.: Tracy Moore and Hal Holman
Counties: 2¢ ERP: 25,000 w

Prog.: Pop, '8, con, flk, shw

augmented each month as information is réported by additjonal opera-
tions. See box below for abbreviations. Stations not: listed are advised

to send in the necessary information.

Los Angeles

KBIQ {Am: KBIG}

National Rep.: Weed

Counties: 7; ERP: 110,600 w
Market Pen.: 48.9%, (Pulse 6/59)
Prog. (Sep.): St, pop, iz, shw, flk
KFMU

National Rep.: Heritage Stafioris
Lounties: 3; 58 kw

Market Pen.: 31.3% (Polttz 1960)

Prog.: Cl, con, op, nws, jz

Abbreviations

Rep.—representative; ERP—eflective radiated Power! pen.—peneftation; prog.—pro-
gramming; where there is an am affiliate, sep.—refers to the fm being separately pra-
grammed and dup. refers to the fm station duplicaling the am programming? c/—
classical; con—concert; op—opera; s-c/—semi-classical; pop—popular; st—standards;

shw—show; fAk—folk; jz—jszx; nws—news; wihr—weather; dr—drams; irfvw—inter- KMLA
National Rep.: Alberf Chance

ews e ity sml—sniodes e § :
view; émfry—commentary; rel—rteligious; spris—Spo educ—ediicstionsl program Counties: &; ERP: 80,000 w

ming; disn—discussion.

ALABAMA

Albertville

WAVYU-FM (Am: WAVU)
Counties: 15; ERP: 4,700 w

Prog. {Dup.}): Pop, nws, wthr, &prts

Birmingham

WAPI-FM (Am: WAPI)
National Rep.: Henry |. Christal
Counties: 47; ERP: 72,000 w
Prog. {Dup.]

WILN (Am: WJLD)

National Rep.: Forjoe
Counties: 28; ERP: 23,000 w
Prog. (Dupd

Decatus

WHOS-FM [Am: WHOS)
Counties: & ERP: 2.35 kw
Prog. [Sep.}: St, pop;, shw, cl, spris

Sylacauga

WMLS.FM [Am: WMLS}
Counties: 4: ERP: 693 w
Prog. (Sep.): St, shw, pop, wthr, ¢l

ALASKA

Anchoroge

KTVA.FM (Tv: KTVA]
ERP: 750 w

Prog.: Cl, con, op, s:cl, shw

ARIZONA

Phoenix

KELE

ERP: 18,000 w

Prog.: Country & Waestern
KITH

Counties: 7; ERP: 5,000 w

Prog.: S, s-cl, shw, nws, rel
KYEW

Prog.: Cl, shw

10

Tucson
KFMM

National Rep.: Good Music Broadcasters

Counties: 3; ERP: 7.200 w
Prog.: Cl, con, s-cl, st, dr

ARKANSAS

Jonesboro [

KBTM-EM ([Am: KBTM)
National Rep.: Barns-Sniith
ERP;: 8,000 w

Prog. [Dup.}: St, spris, nws, wthr, con

Little Rock

KMMK
Counties: 52; ERP» 31,000 w
Prog.: Music

Osceola

KOSE-FM (Am: KOSE)

Counties: 12: ERP: 2,200 w

Prog. {Sep.): Cl, s-cl, st, pop, spris

Pine Bluff

KOTN-FM {Am: KOTN]

Counties: 19; ERP: 3,200 'w

Prog. {Dup.): S-¢l, st, shw; con, pop

CALIFORNIA

Alamedo

KJAZ

National Rep.: Albert Chance
Counties; 6; ERP: 1,000 w
Prog.: Jz

Beverly Hills

KCBH

National Rep.: Walker-Rawalt
Counties: 8; ERP: 75,000 w
Market Pen.: 48.9% (Pulse)
Prog.: Cl, con, s-cl, op, shw

El Cajon
KUFM
Counties? |; ERP; 3.5 kw

Prog.: Cl, con, op, s-cl, nws

www americanradiohistorv com

Market Pen.: 48.9%, (Pulse]
Prog.! Con, shw, st, nws, pop
KNOB

National Rep.* Modern Media Fm Sales
Counties: 7; ERP: 79.000 w
Market Pen. 49.1% (Pulse)
Prog.:

KRHM

Countiess 8; ERP: 58,000 w
Market Pen.: 48.9% (Pulse)
Prog.: Pop, st, iz, flk, shw

Oxnard

KAAR (Am: KOXH)

National Rep.: Forjoe

Counties: 2; ERP: 10,000 w

Prog. [Sep.]): Nws, cl, shw, s-cl, st

Riverside

KDUO

National Rep.: Good Music Broadcasters
Counties: 5; ERP: 72,000 w

Market Pen.: 50% {Pulse. 1958}

Prog.: S-cl, ¢l, con, op, rel

KPL)

ERP: 1,570 w

Prog.: S-cl, st, shw, nws, wthr

Sacramento

KCRA.FM [Am: KCRA]
National Rep.: Petry
Counties: 14; ERP: 11,000 w
Prog. [Sep.): St, pop, cl, con, shw
KHIQ

Netional Rep.? Albert Chance
Tounties: 14; ERP: 17,300 w
Prog.;: S-cl. el, nws, wthr, rel
XJIML

National Rep.: Walker-Rawalt
Counties: 5; ERP: 2,700 w
Prog.: Cl, con, shw, s-cl, comtry
KSFM

National Rep.: Meeker Co.
ERP: 60,000 w

KXRQ

National Rep.t W. S. Grant
Counties: |1; ERP: 35,000 w
Prog.: Pop, iz, shw, s-cl, f|k

Solinas
KSBW-FM {Am: KSBW)

Counties: &; ERP: 18.5 kw
Prog. (Sep.}: Cl, pop, s-cl, con, op

U.S. F)l & April-May 1961



www.americanradiohistory.com

FM STATION KEY {Cont'd]

San Bernarding

KFMW

National Rep: Heritage Stations
Counties: 8; ERP: 30.000 w
Market Pan.: 31,3% (Politz 1960}
Prog# Cl, con, op, nws, j

San Diego

KFMB-FM {Am: KFMB}

National Rep.: Petry

ERP: 18400 w

Market Pen.: 39.4% (Pulie 10/59}
Prog.: St, shw, nws

KFMX

National Rep.: Herifage Stations
Counties: |; ERP: 30,000 w
Market Pen.: 40%, {Pulse}

Prog.: Cl, con, op, iz

KFSD-FM {Am: KFSD)

National Rep.: @XR Nétwork
Counties: 8; ERP: 100,000 w

| Market Pen.: 39% {Pulse)

Prog. |Sep.}): Cl, con, s-cl; st op
KGB-FM {Am: KGB}

National Rep.: H-R

Counties: 1; ERP: 37,000 w
Market Pen.> 39.4% (Pulse 1D/5%})
Prog.: St, pop, s-cl, cl, shw

KITT

Countiesy |; ERP: 54,000 w
Market Pen.: 40% (Pulse)

Prog.: St, shw, flk, pop, s-cl

KPRI

National Rep.: Fine Music Hi:Fi Broadcasters
Counties: |; ERP: 25,000 w
Market Pen.: 42.5% ({Pulse)
Prog.: Pop, st shw, cl, s-c!

San Fernando

KYFM

Counties: |; ERP; 860 w
Markat Pen.: 48.7% (Pulse]
Prog.: Pop; sh shw, s-cl, disn

Sad Francisco

KAFE

National Repft QXR Network

ERP: 100 kw

' Prog.: Cl, op, s-cl, shw, nws

KBAY

National Rep.: Heritage Stafions
Counties: 8, ERP: 30,000 w

Market Pen.: 47.3% (Pulse}

Prog.: Cl; gon, op, iz

KEAR

Counties: 24; ERP: 82,000 w

Market Pen.: 47.3%, (Pulse 9/57)
Prog.: Rel, intvw, disn, educ, wthe
KOBY-FM (Am: KOBY)

National Rep.: Peters, Griffin, Woodwaid
Counties: 10; ERP: 10500 w

Prog. {Dup.): S-cl, &t, pop, ¥hw, nws

TWELVE YEARS OF
BETTER MUSIC IN

THE NATION'S _
CAPITAL! ===

WASH-FM

Affiliated with QXR Network

U. S, FM & April-May 1961

KPEN

National Rep.: Fine Music Hi-Fi Broadcasters
Counties: 8; ERP: 120,000 w

Market Pen.: 47.3%, (Pulse}

Prog.: Cl, s-cl, pop, st, shw

KSFR

National Rep.» Good Music Broadcasfers
ERP: 100.000 w

Market Pen.: 48% (Pulse 1958)

San Jase

KRPM

Counties: |; ERP; 4 kw

Prog.: Cl, s-cl, op, flk, emfry
KSJO

Counties: 1&; ERP: 500 w
Prog.: St, shw, s-ci, con

Saf Luis Obispo

KATY-FM {Am: KATY|

National Rep.: Meeker

Counties: 3; ERP: 3:8 kw

Prog. [Sep.): S-¢l, &b, con; nws, emtry

Santa Barbara

KRCW

National Rep.: Walker-Rawalt
Countiesr 3; ERP: 18 kw
Prog.; Educ, op, shw, st, con

COLORADO
Colotado Springs

KFMH

Counties: 26:; ERP: 23,000 w

Market Pen.: 25% [Pulse 3/60)

Prog.: Cl, com; s-cl, st, nws, shw, jz. wthr

Denver

KDEN-FM (An: KDEN)

National Rep.: Heritage Stafions
Counties: 12; ERP: 30,000 w
Market Pen.: 38.5% (Pulse 6/60)
Prog. {Sep.): Cl, con, op, s-¢l 2

Manitou Sptings

KCMS-FM [Am: KCMS}

National Rep.: Fm Media

ERP: 22,000 w

Market Pen.» 25% (Pulse 3/60)
Prog. (Dup.)! Shw, con, st, s-cl, fz

CONNECTICUT

Brookfield

WGHF

National Rep.: Fine Music Hi-Fi Broadcasters
Counties: 7; ERP: 20 kw

Market Pen.: 39.7% (Pulse |2/58]

Prog.: Mood, st, s-cl; jz, el

Fairfield
wJlZZ

Counties: 207 ERP; 9,000 w
Prog.: Jz

Hartford

WCCC-FM (Am: WCCC)
National Rep.: @XR Network
Counties: 7; ERP: 6.8 kw
Prog.: Cl, s-cl, con, shw, it

' WDRC-FM [Am: WDRC]

National Rep.: Peters, Griffin, Woodward
Counties: 12; ERP: 20,000 w
Prog.: Pop, nws

WHCN

ERP: 7,000 w

Market Pen.: 39.7% (Pulse 11/58)
Prog.: Cl, con, s-cl, op, shw
WTIC-FM (Am: WTIC])

National Rep.: Christal

ERP: 8 kw

Prog.: Cl, con, op, s-cl, shw
Meriden

WEMI

wwWwW americanradiohistorv com

ERP.: 20,000 w
Prog.: St, s-¢l, shw, con

New Haven

WNHC-FM [Am: WNHC)
National Rep.: Daren McGavren
Counties: 3; ERP: (2,500 w

Prog. [Sep.}: Con, el, s-cl, shw, op

Stamford

WSTC.FM |Am: WSTC)

National Rep.: Everett-McKinney
Caunties: |; ERP: 850 w

Market Pen.: 30% (Pulse] )

Prog. [Dup.}: Nws, wihr, pdp, Bhw, con

DELAWARE

Wilmington

WDEL-FM [Ama WDEL}

National Rep.: Meeker

Counties: 21; ERP: 20 kw

Market Pen.: 37.6% (Pulse 5/40)
Prog. (Sep.}: Cl, s-l, pop, shw, nws
WJIBR

National Rep.: Fine Music Hi-Fi Broadcasters
Counties: 22; ERP: 20,000 w

Market Pen.: 445% {Audience Analyts}
Prog.: S-cl, st, nws, ¢cl, wihr

DISTRICT OF COLUMBIA

WASH {Am: WDON)

National Rep.: @XR Network
Counties: 37; ERP: 15,000 w
Market Pen.: 4% (Pulse 12/56§
Prog. {Sep.): Cl, con, s-cl, shw;, nws
WFAN

National Rep:: United Broadeasting
ERP: 20,000 w
Prog.: Latin American music

(For abbreviations, see box, p. 10)

}

5000000 0

Denver's Most Powerful
FM Station

KDEN

99.5 Megacycles

Serving 63,117 homes in the
Denver Metropolitan area.
KDEN-FM is a Heritage Good
Music Station, programming 18
hours of music daily—music de-
signed for our listeners’ taste.

KDEN-FM

30,000 Watts

1601 West Jewell Avenue
Denver 23, Colorado

or icontact

International Good Music
New York — Chicago—Los Angeles

*Pulse, Inc., June, 1960
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EM STATIOH KEY {Cont'd)

WGAY (Am: WOMR)

National Rep.: Grant Webb

ERP: 20,000 w

Prog. (Sep.): Flk, nws, rel, disn
WGEMS-FM {Am: WGMS)
National Rep.: Avery-Knodel
Counties: 23; ERP: 20,000 w
Prog.: Cl, con, op, 3-cl, nws
WJIMD

ERP: 20,000 w

Prog.: S-cl, shw, con, nws, wihr
WTOP-FM (Am: WTOP)
National Rep.: CBS Spot Sales
ERP: 20 kw

Prog.: S-cl, st, cl, pop, nws
WWDC-FM {Am: WWDC]
National Rep.: Blair

Counties: 12; ERP: 20 kw

Market Pen.: 40.3% (Pulse 1959}
Prog. (Sep.): S-cl, st, cl, pop, fws

FLORIDA

Coral Gables

WVCG.FM {Am: WYCG)

National Rep.: Broadcast Time Sales
Counties: 7; ERP: 18.5 kw

Preg. (Dup.]: Con, s-cl, nws, ¢l, wthr

Fort Loudérdale

WFLM

National Rep.: Fine Music Hi-Fi Broadcastery
Counties: 3; ERP: 3,500 w

Prog.: 5%, <l, s-cl, shw, op

WWIL-FM (Am: WWIL)

National Rep.: Rambesu-Vance-Hoppler
Counties: 5; ERP: 31,000 w

Prog. [Sep.): St, scl, con, shw, jz

Jacksonville

WMBR-FM [Am: WMBR)
National Rep.: John Blair
Counties: 9; ERP: 40,000 w
Prog. (Sep. after 4 pm}): Pop, st

Gaihesville

WRUF-FM (Am: WRUF)
National Rep.: Thomas Clark
Counties: 16; ERP: 12,000 w
Market Pen.: 31.7% (Pulse 1956)
Prog. (Sep.): Op, st, con, shw, cl

Miami

WWPB

National Rep.: @XR Network
Counties: 5: ERP: 9, 200 w
Preg.: Cl, s-cl, con, st, shw

Miami Beach

WMET-FM {Am: WMET)
Counties: 4: ERP: 13,000 w

Prog. (Dup.): Pop, st. shw, iz, nws

O#lando

WHOO-FM [Am: WHOO]

Ratienal Rep.: Hollingbery

Counties: 9; ERP: 59,000 w

Prog. (Sep.): Cl, con, s-cl, sty jz, nws, wthy

Pénsdecla

WPEX

National Rep.: Good Muilc. Brosdcasters,
Woestern FM Sales

Counties: 5; ERP: 2,500 w

Preg.: Cl, s-cl, st, shw, iz

Sarastota

WYAK

National Rep.r Rejke & Mahafley
Counties: §; ERP: 2,730 w
Prog.: Cl, s-cl, pep, st |1

12

Tampa

WDAE-FM [Am: WDAE]
National Rep.: Katz
Counties: 16; ERP: 65,000 w
Prog. {Dup.): St, shw, flk, con
WFLA-FM {(Am: WFLA)
National Rep,: John Blair
Counties: 34 ERP: 46,000 w
WPKM

National Rep.: Good Music Broadcasters
Counties: 7; ERP: 10,500 w
Prog.: Pop, st, shw, s-cl, {z

GEORGIA

Athens )
WGAU-FM [Am: WGAU)
National Rep.: John E, Pearson
Counties: 25; ERP: 4,400 w

Prog. (Dup): Std, {1, nws, shw, wihr

Atlanta

WGKA-FM {Am: WGKA)

National Rep.: Gbod Music Broadcasters
Tounties: 10; ERP3 9.4 kw

Prog. {Sep.): Cl, &cl, shw, op, flk

WSB-FM [Am: WSB)

National Rep.: Petry

Counties: 204; ERP; 49,000 w

Prog. (Dup. & sep.): Pop, st, nws, wihr; jnfvw

Augusta

WAUG-FM {Amr WAUG]

ERP: 9,000 w

Prog. {Sep.): Cl, s-cl, pop

WBBQ-FM [Am: WEBQ)

Counties: 31; ERP: 19.3 kw

Prog. (Dup.): $t, pop, nws, sportt, intvw

Columbus

WRBL-FM {Am: WRBL)
National Rep.: Hellingbary
Counties: 50; ERP: 21.2 kw
Preg. (dup.): St, cl, con, op, disn

Gainesville

WDUN-FM {Am: WDUN]
National Rep.: Thomas Clark
Counties: |1; ERP: 300 w
Preg. (Dup.): Pop, nws
LaGrange

WLAG-FM [Am: WLAG)

National Rep.: Indie Sales
Counties: 8; ERP: 2.3 kw

Prog. (Sep.): St, nws, spris, shw; wthr

Marietta

WBIE-FM [Am: WBIE)
Counties: 21; ERP: 3.5 kw
Prog. {Dup.): Pop, st, shw, spris, nws

Newnan

WCOH.FM (Am: WCOH)

National Rep.: Barnard Ochs
Ceounties: |1; ERP: 330 w ‘
Preg. (dup.]: Nws, wthr, st, pop, <l

Savannah

WTOC-FM {Am: WTOC])
National Rep.: Avery-Knodal
Counties: 24; ERP: 8 kw

Preg. {Dup.)

Toccea

WLET-FM (Am: WLET)
National Rep.: Thomas F. Clark
Counties: 10: ERP: 730 w

Preg. (Dup.}: Nws, st, spris

IDAHO

KBOI-FM (Am: KBOI]
Counties: 17; ERP: 17.5 kw
Prog. [Dup.)

www americanradiohistorv-com

Lewiston

KOZE.FM {Am: KOZE)

Netional Rep.: Gill-Parna
Counties: & ERP: 903 w

Prog. (Sep.}: S-cl, st, shw, jz, nws

ILLINOIS

Anna

WRAJ-FM (Am: WRAJ)

National Rep.: Bernard Howard
Counties: 6; ERP: 1,000 w

Prog. [Sep.]: St pop, nws: wihr spri

WJBC-FM (Am: WJBC)

National Rep.: John Pearson
Counties: 13; ERP: 15300 w

Prog. [Dup.): St, pop, shw, nws, wthe

Chaompaign

WDWS.FM (Am: WDWS)
Counties: 11; ERP: 27,000 w
Prog. (Sep.): Pop, st, shw, nws; i

Chicago

WCLM

ERP: 60,000 w

Prog.: S-cl, iz, st, hawaifan

WDHF

Counties: 9 ERP: 52,000 w

Market Pen.: 42.4%, (Pulse 10/59)
Prog.: Pop, shw, s-cl, st, flk

WFMF

National Rep.: Walker-Rawalt
Counties: 15; 33,000 w
Prog.: St, s-cl, shw jz, nws.

WFMT

Counties: 38; ERP7 29,500 w
Market Pen.: 42.4% (Pulse 10/59]
Preg.: Cl, op, dr, nws. intvw

WKFM

National Rep.: Modern Media Fm Sales

Counties: 38; ERP: 50,000 w

Market Pan.: 42.4%, (Pulse)

Prog.: St, s-cl, shw, aws, wthr

WNIB ]

Counties: 10; ERP: 11 kw

Market Pon.; 42.4% (Pulse)

Preg.: Cl, con, ix, op, shw

WSBC-FM {Am: WSBC)

National Rep.: Devney-Q'Connell; FM
Unlimited

Counties: 5; ERP: 27,400 w

Prog. {Sep.): Cl, fik, {x, dr. nws

WXFM

ERP: 32,000 w

Prog.: Cl, s«¢l, pop, s shw

Decatur

WSOY-FM [Am: WSOY]

National Rep.: Weed

Counties: 19; ERP: 30,000 w ‘
Prog. (Dup.): St, shw, nws, s«l, cf

Eftinghgm

WSEI
ERP: 20 kw .
Dup. programming of WSOY-FM Decatur

Elgin

WRMN.FM [Am: WRMN)
National Rep.: Devney-McConnell
Counties: 5; ERP: 1,000 w
Prog. (Sep.]: CI, con, s<l, st, nws

Evansten

WEAW-FM [Am: WEAW)

National Rep.: Good Music Broadcasters
Counties: 6; ERP: 180,000 w

Prog. (Sep.): S-cl, st, shw, con, nwa

(For obbreviotions, see bor, p. 10)
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FM STATION KEY (Cont'd)

Harrisburg
WEBQ-FM (Am: WEBQ)

Counties: 11; ERP: 4,200 w
Prog. (Sep.): Sprts, nws, wthr, edue, cl

Jacksonvitle

WLDS-FM (Am: WLDS)

National Rep.: Holman

Counties: 5; ERP: 9 kw

Prog. [Dup.): Spris, pop. nws, st, pub. sevc.

Litchtield

WSMI-FM [Am: WSMI]
Counties: &; ERP! 6,i00 w
Prog. {Sep.):: St, nws, spris.

Mattoon

WLBH-FM (Am: WLBH)
National Rep.: Hal Holman
Counties: 12; ERP: 23.000 w
Prog. (Dup.)

Mt. Carmel

WSAB (late fall sfart)
Counties: 12; ERP: 37.4 kw
Prog.: S-¢l, <l, con, st, shw

M¢t. Yernon

WMIX-FM (Am: WMIX)

National Rep.: John E. Peafion

Counties: 40; ERP: 50,000 w

Prog. {Dup. days, sep. nights): Pop, st; nws,
spris

Paris

WPRS-FM [Am: WPRS)

Counties; 7; ERP: 1,000 w

Prog. (Dup.)u St shw, pop, Aws, wihr

Quincy

WGEM-FM (Am; WGEM]
ERP: 8.9 kw

Prog. {Dup.)

WTAD-FM {Am: WTAD]
National Rep.: Branham
Counties: 23; ERP: 27 kw
Prog. (Dup.}

Rock Island

WHEF-FM (Am: WHBF)
National Rep.: Avery-Knodel
Counties; 14; ERP: 39 kw

Prog. {Sep.): Con, scl, st, shw

Springfield

WTAX-FM {Am: WTAX])
National Rep.: Gill-Perna
Counties: 12; ERP: 4.7 kw
Prog.: [Sep. early evenings)

INDIANA
Bloomington

WTTV (Am: WTTS)
National Rep.: Meeker

Counties: 54; ERP: 37.2 kw
Prog. (Dup.): St, nws, fIk, spris, cl

Columhus

WCSI-FM (Am: WCSI)
National Rep.: Thomas Clark.
Counties: 12; ERP: 760 w
Prog. (Sep.): St, shw, tprts, B-cl

Elkhart

WTRC-FM (Am® WTRC)
National Rep.: Branham
Counties: 13; ERP: 9.7 kw
Prog. {Dup.)

Evansville

IKY-FM JAm: WIKY]
Nafional Rep.s John Pearson

U. S, FM « April-May 1961

Counties: 34; ERP: 34 kw
Prog. (Dup.): St, shw, s-cl, con, cl

Fart Wayne

WPTH-FM

Counties: 20; ERP: 44.4 tw
Prog.: St, shw, pop, iz, s-cl

Hammond

WYCA

Counties: 5¢ ERP: 31,000 w
Prog.: Rel, nws, s-cl, spris, wihr

Indianapolis

WFBM-FM (Ani: WFBM)
Counties: 50; ERP: 51,875 w
National Rep.: Walker-Rawalt
Prog. {Sep.): St s-cl, ¢l, jz, cmiry
WFMS

ERP: 4.5 kw

Prog.: St, shw, pep, s, cf
WIBC-FM (Am: WIBC)
Counties: 40; ERP: 24,000 w
Prog. (Sep.): Cl, s-cl, con, iz, opf

Madison

WORX-FM [Am! WORX)

National Rep.: Hil Best

LCounties: &; ERP: 350 w

Prog. {Dup.): St, s-cl, spris, shw. con

Marion

WMRI-FM (Am: WMRI]

National Rep.: Burn-Smith

‘Counties: 27; ERP: 31,000 w

Prog. {Sep: S-cl, s, shw, nws gprie

Muncie

WMUN {Am: WLEBC)
MNational Rep.: Hal Holman
‘Courities: 17; ERP: 14.4 kw
Prog. {Sep.): Programatic

Richmond

WKBY-FM [Am: WKBY)
National Rep.: Everet-McKinney
Counties: 20; ERP: 23,000 w
Prog. {Sep.): Pop, s-cl

WGEM

Counties: 23; ERP: 32,000 w

Prog.: Cl, con, s-cl, st, jz

Terre Haute

WTHI-FM [Am: WTHI)

National Rep.: Bolling

Counties: 20; ERP: 7,400 w

Prog. (Sep.}: Cl, con, op, s-cl, pop

Warsaw

WRSW-FM {Am: WRSW]

Counties: 60; ERP: 34,000 w

Prog. {Dup.): Cl, con, s-cl, pop, nws

Washington

WFML (Am: WAMW)]

National Rep.: Hil Best

Counties: 14; ERP: 14,000 w

Prog. (Dup.}: Sprts, nws, st, pop, shw

10WA

Des Mcines

KDMI

ERP: 115,000 w

Prog.: Rel, sacred, nws, wthr, cl
WHO-FM (Am: WHO)

National Rep.: Peters, Griffin, Woodward
ERP: 25 kw

Prog: {Sep.]: St pop, shw, s-cl, nws

Muscatine

KWPC-FM [Ams KWPC),

National Rep.: Yenard, Rintoul & M¢Connsli
Countiess 77 ERP: 780 w

Prog. (Sep.): Spris; con, s-cl; nws, st
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Sioux City

KDVR
Counties: 11; ERP: 3,000 w
Prog.: Cl, s-¢l, iz, nws, wthr

KANSAS
Salinos

KAFM
Counties? 9; ERP: 3.6 kw
Prog.: Cl, eon, s-cl, pop, sf

Topeka

KTOP-FM (Am: KTOP)
National Rep.: Heritage
Counties: |; ERP: 3,200

Prog. (Sep.): Cl, con, op; nws iz
Wichita

KFH-FM
Counties: 12} ERP: 10.6 kw
Prog. (Dup.)

KENTUCKY
Hopkinsville

WKOF {Am: WKOA}
Counties: 10; ERP: 3.73 kw
Prog. (Sep.); Pop, st, shwy nws, spris

Louisville

WLYL

National Rep.: Walker-Rawalt
Counties: 16; ERP: 35,000 w
Prog.: Cl, pop, s-cl, shw, flk

Owensboro

WOMI-FM {Am: WOMI]

National Rep.: EvereH-McKinnqy
Counties: 14

Prog. {Dup.): Cl, can, op, nws, spris

Paducah

WKYB-FM [Am: WKYB]
National Rep.: Bolling
Counties: 40; ERP: 32,000 w
Prog.: S-cl, pop, st, nws

LOUISIANA

Baton Rouge

WBRL {Am: WJBO])
Counties: &4; ERP: 2,450 w
Prog. {Dup.): Cl, s-¢l, pop, st, nws, wihr

{For abbreviations, see box, p. 10)

Check the

HERITAGE
AM-FM

STORY . ..

at the N.A.B.
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FM STATION KEY {Coni'd]

New Orleans

WDSU-FM (Am: WDSU)

National Rep.: John Blair

ERP: 42,000 w

Market Pen.: 24.1% (Pulsel

Prag. {Dup.): Pop, 3 shw, con, cls-cl, nws
WWMT

National Rep.: Goocd Mufic Broadcasteis
Counties: |78 ERP: 48,000 w

Prog.: St, s-cl, shw, cl, con

Shreveport

KWKH-FM [Am: KWKH)

National Rep.: Henry I. Christal
Counties: 6; ERP: 17,000 w

Prag. {Dup.): Pap, flk, nws, sprts; wthr

MAINE

Bangor

WABI-FM (Am: WABI)

MNational Rep.: George P. Hollingbery
Counties: 7; ERP; 6,100 w

Prog. (Sep. nights): St, cl; shw, con, nws

Caribou

WFST-FM {Am: WFST]) i
National Rep.: Devney O'Connell and
Daren F. McGavren

Counties: 2; ERP: 250 w
Prog. [Dup.): Shw, st, s-cl, con, nws

Lewiston

WCCU-FM {Am: WCOU]

National Rep.: Devney-Q'Connell
Counties: 8; ERP: 13,800 w

Prog. {Sep. nights): Cl, shw, con, s-c|, op

Poland Spring

WMTW-FM
Counties; 36; ERP: 49.] kw
Prog.: Cl, con, s-cl, op, nws

Portlond

WLOB-FM {Am: WLOB)
Counties: 4; ERP: 3,700 w
Proq. (Sep.): Programatic

MARYLAND

Annapolis

WXTC (Am: WANN)
Counties: 25; ERP: 20,000 w
Prog. [Sep.): Cl; con, s-cl, pop; st

Baltimore

WBAL-FM [Am: WBAL)
National Rep.: Spot Time Sales
Coaunties: 33; ERP: 20,000 w
Prog. (Sep.): Cl, s-cl, shw, flk, iz

WLDM

NOW

165,000 watts

=-DETROIT -

14

WFMM

Natioal Rep.: Walker-Rawalt
Counties: 30; ERP: 20,000 w
Prog.: S-cl, st, {lk, <l op
WITH-FM (Am: WITH]
National Rep.: QXR Network
Counties: 31; ERP: 20,000 w
Market Pen.: 33.7% (Pulse)
Prog. [Sep.):C, con. nws, op; s-cl
WRBS

MNational Rep.: Fine Music Hi-Fi Broadcasters
Counties: 30; ERP: 20,000 w
Prog.: Cl, s-cl, st, nws, wthr

Havre De Grace

WASA-FM [Am: WASA]

Counties: 5; ERP: 3,000 w

Prog. {Dup. days, sep. nighis): St, pop. shw,
nws, wthr

Westminster

WTTR-FM (Am: WTTR]

Counties: 5; ERP: 4,600 w

Prog. (Dup.]): $t, s-cl, pop, nws, wthr

MASSACHUSETTS

Boston

WBCN

Counties: 32 ERP2 25,900 w

Market Pen.: 50.1% (Pulse 2/59}
Prog.: Cl, con, s-cl, op, shw
WCRB-FM {Am: WCRB)

National Rep.: Broadcast Time Sales
ERP: 3.3 kw

Market Pen.: 50.1%, [Pulse 2/59)
Prog. (Dup.): Con, cl, s-cl, nws, shw
WHDH-FM {Am: WHDH)

National Rep.: Blair

Counties: 25; ERP: 3.3 kw

Prog. (Dup.): Pop, st, nws, spris, wihe
WXHR [Am: WTAQ)

Mational Rep.: QXR Network
Counties: 9; ERP: 20,000 w

Market Pen.: 50.1%, [Pulse]

Prog. {Sep.): Cl, con, shy, nws, intvw

Combridge

WHRB-FM {Am: WHRB)

National Rep.: lvy Network

Counties: 3: ERP: 796 w

Prog. (Dup.): Cl, jz, nws, spcl evnts, spris

Springfield

WMAS-FM [Am: WMAS]
National Rep.: Bolling

Counties: 3; ERP:z 1.35 kw

Prog. [Dup.}: Pop, st nws, spris

Worcester

WTAG-FM [Am: WTAG]
National Rep: @XR Sales
Counties: 15; ERP: 10 kw

Market Pen.: 33.7% (Pulse 1959)
Prag. (Sep.): Cl, con, s-cl, op, nws

MICHIGAN

Bay City

WBCM-FM {Am: WBCM)
National Rep.: Hollingbery
Counties: 20; ERP: 41,000 w
Prog. {Sep.): S-cl, cl, st, con, op

Coildwater

WTVB-FM |Am: WTVB)

Natienal Rep.: Donald Cocke
Counties: 8; ERP; 7,900 w

Prog. (Dup.): Pop, sprts, s-cl; cl, st

Detroit

WABX
Counties: 14¢ ERP: 36,400 w
Preg.z Cl, con, s-¢l, op

WWW.americanradiohistorv.com

WDTM

National Rep.: Good Music Broadcasters
Countjes: 20; ERP: 61,125 w

Prog.: Caon, nws, cmtry, ik, shw

WLDM

National Rep.: Walker-Rawal$
Counties: 6; ERP: 20,000 w
Prag.: St, shw, a-cl, ¢l, con

wmMUZ

Counties: 8; ERP> (15,000 w

Prog.: Sacred music, s-cl, cl, rel, nws
WOMC {Am: WEXL)

Counties: 20; ERP: 61,000 w

Prog.: St, shw, s-cl, nws

WWJI-FM [Am: WWJ)

National Rep.: Peters, Griffif,. Woodward
Counties: 26; ERP: 50,000 w

Prog. (Dup.): Nws, pop, st, can, ¥-cl

East Lansing
WSWM
MNational Rep.: Walker-Rawalt

Counties: 10; ERP: 30,000 w
Prag.: Secl, cl, nws, shw, 12

Grand Rapids

WJEF-FM (Am: WJEF)

National Rep.: Avery-Knodel

Counties: 32; ERP: |15.00Q w

Prog. (Sep. after 7pm)

WLAY.FM (Am: WLAY)

National Rep.: Everett-McKinney

Counties: 7; ERP: 1750 w

Prag. [Sep. and Dup.): Cl, con, s-<l, pop; st

Holland

WJBL-FM [Am: WJBLJ
National Rep.: Walker-Rawal#f
Counties: 23; ERP? 37,000 w
Prog. [Sep.]

Inkster

‘WCHD {Am: WCHB)

National Rep.: Bob Dore
Counties: 4: ERP: 34,000 w
Prog. (Sep.}): Cl, s-cl, pop, st, Hk

Kalamazoo

WMCR

Counties; [5* ERP: 38 kw
Preg.: Cl, con, educ, nws, op

Mt, Clemens

WBRB-FM 1Am: WBRB]

National Rep.: Donald Cooke
Counties: 4; ERP: &1 &w

Prog. [Sep.]: St, disn, emtry, pop, fiws

Saginaw

WSAM-FM [Am: WSAM|

National Rep.: Everett-McKinney
Counties: 6; ERP: 1,700 w

Prog. {Dup.): St. shw, nws, wthr, spris

Sturgis

WSTR

National Rep.t Masla Assoc.
ERP: 1,000 w

Prog. {Dup.)! Pop, nwé.

MINNESOTA

Brainerd

KLIZ-FM [Am: KLIZ)

National Rep.: Walket-Rawall
Counties: 7; ERP: 15,000 w

Prag, (Sep.}: S-cl, st, nwsi cl, apris

(For obbreviotions, see box, p. 10)
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FM STATION KEY (Cont'd)

Minneapolis

KWFM

MNational Rep.:Walker-Rawalt, QXR Network
ERP: 22.5 kw

Prog.: Cl, s-cl; jn nws, st

WAYL

Counties: 8; ERF: 10 kw
Prog.: S4, shw, iz, flt, spoken word

WLOL.-FM (Am: WLOL)
National Rep.: Heritage Stationg
Counties: 5; ERP: 9.7 kw
Preg. [Sep.}: Cl, con, ap, s-cl; [#

WPBC.FM (Am: WPBC)

National Rep.: H-R

ERP: 5.4 kw

Prog. [Sep. nights): Cl, con; s-cly st shw

Saint Cloud

KFAM-FM {Am: KFAM)

National Rep.: John E. Pearson
Counties: |1; ERP: 15,000 w

Prog. (Dup.): St. nws, wthr, sprts, disn

MISSISSIPPI

Jackson

WJDX-FM (Am: WJDX)

Naticnal Rep.: Hollingbery

ERP: 39 kw

Prog. (Sep.}: Pop, sty s-cl, spris, ré|

Laure!

WNSL-FM [Am: WNSL)
National Rep.: Grant Webb
Counties: 34; ERP: 4,700 w
Prog.: St, shw, pop, s-cl, <l

MISSOUR!

Kansas City
KCMK

National Rep.t Good Musit Broadcasters

Counties: 8; ERP: 35,000 w
Prog.: St, wthr, j1, thw, pop
KCMO-FM [Am: KCMO)
Counties: 54; ERP: 65,000 w

Prog. (Sep.]: St. s-cl, cl, shw, nws
KXTR

National Rep.: Walker-Rawalt
Counties: 18; ERP: 58,200 w
Market Pen.: 35.2%, (Pulse]

Prog.: Cl, con, nws, flk, s-cl

St. Lou's

KADI (Am: KADY)

National Rep.: Broadcast Time Sales
ERP: 24,700 w

Prog. (Sep.): St, s-cl, shw, cl, nws
KCEM

National Rep.: WalkersRawalf

ERP: 96 kw

KMOX-FM {AmaKMOX)

National Rep.: CBS Spot Sdles
Counties: 4; ERP: 47.3 kw

Prog. (Dup.)

KSTL-FM [Am: KSTL}

Counties: 88; ERP: 78.000 w

Prog. (Sep.): St, store casting
KWiX

Counties: T14; ERP: 25.5 kw

Prog.: St, pop, nws, spris, 3-cl
WIL-FM [Am; WIL) (Not on air yet]
National Rep.! Eastman

ERP: 22 kw

U.S. FM « April-May 196)

Springfield

KTTS-FM [Am: KTTS)

Mational Rep.! Weed

ERP: 9.1 kw

Prog. [Sep.}: Pop, s, s-cl, cl, iz

NEBRASKA

Kearney

KHOL-FM

National Rep.: Meeker
Counties: 19; ERP; 56,750 w

Prog.: St, shw, con, nws. wthr

Lincoln

KFMQ

National Rep.: Walker-Rawalf
Counties: 7; ERP: 363 w
Prog.: Cl, s-cl, st, iz, disn

Omaha

KFAB-FM [Am: KFAB]

National Rep.: Petry

Counties: 50; ERP: 58,000 w

Market Pen.: 12.4% (Pulse 12/59)
Prog. (Sep.): S-cl, st, shw, nws, wthr
KOIL-FM {Am: KOIL]

National Rep.: Good Music Broadcatters
Counties: 32; ERP: 3,400 w

Prog. (Sep.): S-cl, pop, st, shw, nws
KQAL

National Rep.: Walker-Rawal#

ERP: 70.000 w

Prog.: Cl

NEVADA-
Reno

KNEV
Counties: |4; ERP: 35,000 w
Prog.: St, B-cl, con, cl, shw

NEW JERSEY
Asbury Pack

WHTG.-FM (Am: WHTG)

National Rep.: Grant Webb
Counties: 12; ERP: 1,000 w

Prog. [Dup.): St, shw, s-cl, nws, wthr
WILK-FM {Am: WJLK]}

Counties 3; ERP: 1,000 w

Preg. (Dup.): St, pop, nws, w)ﬂtr‘ intvw

Bridgeton

WSNJ-FM (Am: WSNJ)
National Rep.: Thomas Clark
ERP: 9 kw

Prog. (Sep.l: Clr con, op; 5-cls pop, OXR

Dover

WDHA

Countiesy |4; ERP* 675 w
Prog.: Cl, cony op, nws, wthr

Long Branch

WRLB )
Counties: 1'2; ERP: 1 Tw
Prog.: St, s-cl, cl; shw, con

Paterson

WPAT.FM {Am: WPAT)
Countisy: 31 ERP: 4400 w
Progz [Dup.) Sty s-cl, shw, cly %z

Red Bank

WFHA

ERP: 1,000 w

Market Pen.: 56% (Pulse)

Progs Pop, st, shw, s-cl, iz, nws, wthr, dr,
intyw; spris

{For abbreviations, seé box, p. 10)
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FM STATION KEY (Cont'd)

NEW MEXICO
Albuquerque

KHFM

National Rep.: Modern Media Fm Sales
Counties: 6; ERP: 1,500 w

Prog.: Cl, con, s-cl, st, nws

Los Alaomos

KRSN-FM [Am: KRSN)

National Rep.: Bob Dore (East]
Torbet, Allan & Crane (West]

Counties: 4; ERP: 4,600 w

Progq.: Cl, s-cl, op, dr, nws

NEW YORK

Babylon

WTFM {Am: WGLI|

Counties: 8; ERP: 15,000 w

Market Pen.: 56% [Pulse)

Prog. (Dup.): S-cl, st, nws; shwy con

Binghamton

WKOP-FM [Am: WKOP|

Counties: 9; ERP: 33 kw

Market Pen.: 17% (Pulse 1957)
Prog. [Sep.): Pop, st, shw, educ, nws

WNBF-FM [Am: WNBF}
ERP: 4.6 kw
Prog. (Sep.): Cl, con; op, s-cl, shw.

Buffclo

WBEN-FM (Am: WBEN])
MNational Rep.: Henry |. Christal
Counties: 17; ERP; 110,000 w
Prog. [Sep. and Dup.)

WWOL-FM [Am: WWOL)
National Rep.: Heritage Stations
Counties: 2; ERP: 750 w

Market Pen.: 34.8% (1960 Pulse)
Prog. (Sep.): Cl, con, op, jz
WYSL-FM (Am: WYSL)
National Rep.: McGavren

Counties: 8; ERP: 5,000 w
Prog. (Sep. nights]: Disn, s-cl

Corning

WCLI-FM [Am: WCLI)

National Rep.: Donald Cocke

ERP: 14,000 w

Prag. (Dup.}): Cl, educ, con, s-¢l, shw

We're tovering the

WORLD

with

SOUND ... .

beautiful sound’

HERITAGE

Hear it at the N.A.B,

16

Garden City

WLIR

Counties: 4; ERP: 1,000 w
Market Pen.: 56.7% (Pulse[
Prog.: Shw, st, <l, jz. nws

Hempstead

WHLI-FM {Am: WHLI)

National Rep:: Gill-Perna

Counties: & ERP: 1,000 w

Prog. (Dup.): St, pop, s-cl, nws, wtht

Hornell

WWHG.FM (Am: WWHG)

National Rep.: John Pearson

Counties: 23; ERP: 8,300 w

Prog. (Dup.): Pop, st, nws, spris, edue

Jamestown

WJTN-FM [Am: WJTN]
National Rep.: Venard, Rintoul & McCennell

Counties: |5
Market Pen.: 33.7% [Pulse 1959)
Prog. [Sep.): Cl, nws, com; s-cl, wthe

New Rochelle

WVOX-FM [Am: WYOX]
National Rep.: Bolling

Counties: 7; ERP: 1,000 w

Prog. [Dup.): Shw, st, cl, nws, wthr

New York

WABC-FM [Am: WABC]
National Rep.: Blair

Counties: 17; ERPs 1.5 kw
Market Pen.: 53.4% (Pulse 7/60)
Prog. [Sep.): Cl, con, s-cl, shw, flk
WNCHN

Market Pen.: 53.4% [Pulse 7/60)
Prog.: Cl, con, s-cl, op, shw
WOXR-FM [Am: WOXR]
National Rep.: Raymer

ERP: 11,000 w

Market Pen. 53.4% (Pulse 7/60)
Prog. (Dup.): Cl, nws, con, op, s-cl
WRFM [Am: WWRL)

Counties: 20; ERP: 20,000 w
Market Pen.: 53.4%, (Pulse 7/50)
Prog. [Sep.): St. cl, con, s-cl, op

Niagara Falls
WHLD-FM (Am: WHLD)
Nationsl Rep.: Headley-Read

ERP: 46,000 w
Prog. {Sep.); Cl, con, s-cl; shw, sf

Oleon

WHDL.-FM [Am: WHDL)

National Rep.: Everett-McKinney
Counties: 9; ERP: 43000 w

Prog. [Sep.): Cl, con, op, wthr, educ

Patchogue

WALK-FM [Am: WALK]

National Rep.: Grant Webb

Counties: 20; ERP: 15,000 w

Prog. (Sep. nights): St, s-cl, ¢, shw, nws

Peekskill

WLNA-FM [Am: WLNA)

National Rep.: Grant Webb

Counties: 23; ERP: 20,000 w

Prog. (Sep. nights): Cl, s-cl, st, pop, shw

Plattsburgh.

WEAV.FM [Am> WEAV)
National Rep.: Jack Masla
Counties: 6; ERP: 3,700 w
Prog. (Dop.}

WWW americanradiohistenscam

Poughkeepsie

WKIP-FM [Am: WKIF)

National Rep,: Jack Masla

Counties: 5; ERP: 2,300 w

Prog. (Sep.): Cl, con, s-¢l, nws, shw, QXR

Rochester

WCMF

ERP: 1.35 %w

Market Pen.: 49.2% [Pulse 1959) |

Prog.; Cl, con, op, s-cl, st shw, folk, in rel;
disn

Syracuse

WONO

Counties: 8; ERP: | kw
Prog.: S-cl <l, shw, iz, con

Utica

WRUN-FM [Am? WRUN)
National Rep.: QXR Network
Counties: 12; ERP: 4300 w
Prog. [Sep.}: @XR

White Plains

WFAS-FM [Am: WFAS)

Counties: 3 ERP: 1,000 w

Market Pen.: 61.4% [Pulse)

Prog. [Dup.): S-cl, con, pap, nws; wihr

NQRTH CAROLINA

Burlington

WBAG-FM [Am: WBAG)

National Rep.: Walker-Rawalj

Counfies: 9; ERP: 2,800 w

Prog. (Dup.): Pop, st, nws, sprts, wthe
WBBB.FM [Am: WBBB)

National Rep.: Thomas Clark
Countiest 102 ERP: 3.8 kw

Prog. {Sep.): Spris, st, pop, nws, educ

Charlotte

WSOC.FM [Am: WSOC])

National Rep.: Peters, Griffimy Woodward
ERP: 35,000 w ‘

Prog. [Dup.J; St nws, pop, whhe, spris
WYFM

Countiesz 12; ERP: 3,800 w

Prog.: Ck con, secl, shw, wthr

Durhom

WDNC-FM (Am: WDNC)
National Rep.: Paul H. Raymer
Counties: 30; ERP: 36,000 w

Prog. (Dup.): Cl, pop, st, shw, niws

Forest City

WAGY-FM [Am: WAGY)
Counties: 7; ERP: 3,333 w

Prog. (Sep.): St, s-cl, nws, spr3, pop

Gastonio
WGNC-FM (Am: WGNC]
National Rep.: Continental

ERP: 11,000 w
Prog. (Dup.]): St nws, pop. wihr, spris

Greensboro

WMDE
Counties: 9; ERP: 5.8 kw
Prog.: S-cl, cl, st, rel; emtry

Leaksville

WLOE-FM {Am: WLOE)

Counties: 12; ERP: 13,500 w

Prog. {Dup.}: S-cl pop, st, nws, wthil
Programatic

Lexington

WBUY-FM [Am: WBUY)

National Rep.: George Hopewell
Counties: 4; ERP: 300 w

Prog. {Dup.): Spris, st, pop, nws, wihr

{For abbreviations, s¢e box, o- 10)
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FM STATION KEY (Cont'd)

Mt. Mitchell

WMIT

National Rep.: Walker-Rawalt
Counties: 85; ERP: 36,000 w
Prog.: Cl, con, op, s-¢l, st

Raicigh

WPTE-FM [Am: WPTF}

National Rep.: Peters, Griffin, Woodward
Counties: 32; ERP: 50 kw

i Market Pen.: 27.2% (Pulse)

Prog. (Dup.)! Cl, con, op

Rocky Mount

WFMA (Am: WCEC)

National Rep.: John Pearson

Counties: 29; ERP: 33,000 w

Prog. [Sep.): Pep, shw, spris, nws, wihp

Salisbury

WSTP-FM (Am: WSTP|

National Rep.: Walker-Rawalf

ERP: 15 kw

Prog. (Dup.}; St, nws; wthr, rel; spris

Sanford

WWGP-FM [Ami WWGP),

ERP: 490 w

Prog. (Dup.]: St, nws, flk. shwy wihr

Statesville
WFMX {Am: WSIC)
National Rep.t Good Music Broadcasters

ERP: 3,000 w
Prog. (Sep.]t Con, B-cl, sk shw, disn

Winston-Salem

WSJS-FM {Am: WSJS)

National Rep.: Peters, Griffin, Woodward
Counties: 36; ERP: 15,000 w

Prag, (Dup): CI, s-cl, st, shw, hws

OHIO

Akron

WAKR-FM [Am: WAKR)
National Rep.: McGavren
Counties: &; ERP: 5,000 w
Prog. [Sep.]: Shw, con, op, s-cl, nws

Alliance

WFAH-FM (Am: WFAH)
National Rep.: Grant Webh
Counties: &; ERP: 1,000 w

Prog. [Dup.|: Spris. st, s-cly con; 2

Conton

WCNO [Am: WAND]

National Rep.: Walker-Rawal{

Counties: 28: ERP: 27,000 w

Prog. (Sep.): Pop, s-cl, st, shw, £l
WHBC-FM (Am: WHBC)

‘National Rep.: Yenard, Rintoul & McConnell
ERP: 15,000 w

Prog. {Dup.): 5, pop. scl, nws, spris

Cinc¢innati

WAEF

National Rep.: Walker-Rawalt
Counties; 13; ERP: 4.8 kw
Market Penz: 29.1% [Pulse}
Prog.: St, s-cl, iz, <l, nws

KRC-FM (Am: WKRC])

ational Rep.: Good Music Broadcasters
ounties: B; ERP: 15500 w

rog. (Seps]: Ci, s-cl, shw, con, st

. S. FM ¢ April-May 1961

Cleveland.

KYW-FM [Am: KYW)

Counties: 27; ERP: 21,500 w
Market Pen.: 33% (Pulse)

Prog. (Sep:)r Cl, con, s-¢l, shw, ap

wCuYy

National Rep.: United Broadecasting
ERP: 20 kw

Prog.: Jz

WDOK-FM {Am: WDOK|
National Reps: H-R

Counties: 7; ERP: 34,000 w

Prog. (Sep.)= Cl, con, op, s-cl, shw

WGAR-FM (Am: WGAR)
National Repa Christal

Counties: 12; ERP: 31,000 w
Prog. (Dup.}: S¥, shw, cl, con, &-cl

WIW-FM [Am: WIW)

National Rep.: Kak

Counties: 5; ERP: 2.B kw

Prog. {Dup.): $1, shw, nws, edug, con

WNOB

National Rep.: Walker Rawalt
Counties: 24; ERP: 135,000 w
Market Pen.: 36.1% (Pulse)
Prog.: S.-cl, shw, st, pop, nws

Columbus

WEBNS-FM [Am: WBNS)

National Rep: John Blair

Counties: 20; ERP: 54,000 w

Market Pen.: 37.4% [Pulse)

Prog. [Sep.): Cl, con; op, s-cl, pop; st,
shw, iz

WITVN-FM (Am: WTVYN)

National Rep.: Good Music Broadcasters
Counties: 10; ERP: 26 kw

Market Pen.: 37.4% (Pulse 2/60)

Prog. (Sep.}: Cl, con, s-cl, pop, st
WVKQ-FM [Am: WVKO)

National Rep.: Venard, Rintoul & McConnell

Counties: 33; ERP: 52 kw
Prog. [Sep.): Nws, s-gl, st, shw, jz

Dayton

WHIO-FM (Am: WHIO)

ERP: 20,000 w

Prog. (Sep.): Con, st cl, nws, wthr
WIFE (Am: WONE)

National Rep: Headley-Reed
Counties: 16; ERP; 24 kw

Prog. {Sep.): Quality music

Findlay

WFIN-FM {Am: WFIN)

National Rep.: Thomas F. Clark
Counties: 20; ERP: 8,200 w

Prog. (Sep.)t St, 3hw, cl, 3-cl, con, spri3

Lancaster
WHOK-FM {Am: WHOK)

Counties: 4: ERP: 16,000 w

Preg. [Sep.): S-cl, pop, st. nws, tpats
Lima

WIMA-FM (Am: WIMA)

National Rep.: Daren McGavren
Counties: 20; ERP: 15,000 w

Prog. (Sep. and Dup.)s Pop, st, news, wthr,
spris

Middletown,

WPFB-FM (Am: WPFB}

Prog.: [Sep.) Spris, pop, Bf, nwi, wthr
Oxford

WOXR
Counties: 6; ERP: 600 w
Prog.: St; popy shw, flk, ref

WWW ameriecantadiaohictanicaom.. .

Partsmouth

WPAY-FM {Am: WPAY)
National Rep.; Devney-O'Connell
ERP: 7 kw

Prog. (Sep.): St, Ton, y-¢l; shw

Sandusky

WLEC.FM {Am: WLEC]

National Rep.: Yenard, Rinfoul & McConnell
Counties: &; ERP: 6,000 w

Prog. (Dup.): Pop, nws, sprts, wthr, sf

Toledo

WMHE

Counties: 10; ERP: 10,000 w
Prog.: St, s-cl, shw, cl, con

Youngstown

WKBN-FM [Am: WKBN)
National Rep.: Paul H. Raymar
Counties: 2&; ERP: 50,000 w
Prog. (Dup.)

OKLAHOMA

Oklahoma City

KEFM

National Rep.: Good Muste Broadcasfers
ERP: 3.7 kw

Prog.: Pop, cl, shw, jz, wthr

KYFM

National Rep.: Walker-Rawalt
Counties: 10; ERP: 1,500 w
Pfog.: St nws, shw, spris, cl

Stillwater

KSPI-FM (Am: KSPI)

National Rép.: Themas E. Clark
ERP: 4,000 w

Prog.: (Sep.] St con, {1 tpris, nws

Tulsa

KIHI

Counties: 8; ERP: 2.95 kw

Prog.: Cl, s-cl, pop, shw, iz

KOCW

National Rep.t Good Music Broadcasters
Counties: 6 ERP: 1,500 w

Prog.: Cl, s-cl, pop, shw, iz

KOGM

Counties: 83 ERP: 4.] kw

Progx Fop, 8t cl, shw, s-cl

OREGON

Eugene

KFMY
Counties: 3; ERP: 3,600 w
Prog.: St, s-cl, cl, shw, Jz

Portland

KEX-FM {[Am. KEX)

National Rep.: AMRadio Sales
Counties: |7; ERP: 57,000 w
Prog. (SepJ; Cl, con, s-cl, up, nws
KGMG

National Rep.: Heritage Stations
Counties: 15; ERP: 68,250 w
Market Pen.: 30.3% [Politz 1940]
Prog.: Cl, con, op. nws, iz

KPFM {Am: KPAM)

National Rep.: Weed

Counties: 22; ERPz 33,000 w
Prog. [Sep.): CI, s-cl

KPOJ-FM [Am: KPOJ)

National Rep.: Petry

Counties: 11; ERP: 4.4 kw
Market Pen.: 46%, (Pulse)

Prog. {Dup.}: Nws, st, pop, spris
KQFM

Counties: 11; ERP; 12,7 kw

Prog.: S-cl, st, pop, shw, educ

{Far obbreviotions, see box, p. 10)
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IN TiME oF FEAR !

In Times of World Turmoil and Fear The People
turn to the One Great Squrce of Assurance and Peace,

THE BIBLE

You tan render no greater service to your audjence
i these trying times of doubt and uncertainty than to
present

daily bible readings

HOMER GRIFFITH well known marrator of “The
Friendly Philosopher” programs reads from the King
James Version of The Holy Bible without cominent.
Three minute condensations of all the great promises.
prophesies, and teachings from the Books of Moses to
Jesus and the Apostles.

Now Available

Ou Mylar tape tn 13 week series Jor releasc on @
three, five or seven day per weck schedule.

Send 85.00 for audition tape (the first week’s
programs). Deposit fully refundable upon return of
tape ar eredited to your first purchase.

HOMER GRIFEITH

FM STATION KEY [Cont'd)]

PENNSYLYANIA

Allentown

WFMZ

National Rap.: QXR Network
Counties: 20; ERP: 4.8 kw
Preg.s Cl, nws

Altoona

WFBG-FM [Am: WFBG)
Countiss: 35; ERP: 33 kw

Prog. (Sep.): S-cl, <l, st, con, op
WYAM-EM (Am: WYAM)
National Rep.: Weed

Counties:. 3: ERP: 360 w

Prog. [Sep.]: S-cl, 3¢, hw, el con

Beaver Falls
WBYP-FM [Am: WBYP)
ERP: 164 kw
Sets: 100,000
Prog. (Dup.}

Bloomsburg

WHLM-FM {Am: WHLM]
National Rep.: Raymer

Counties: 10; ERP: 10,000 w
Prog: {Sep.): St. ¢on, nws; wthr, iz

Harrisburg

WHP-FM (Am: WHPL

National Rep.: Bolling

Counties: §4; ERP: 1.8 kw'

Market Pen.: 13% (Pulse 5/60)
Prog. [Sep.): St, nws, cmiry, cl, disn

Hozleton

WAZL-FM (Am: WAZL]
Nationa! Rep:: Raymer
Prog: {Sep:)

Johnstown

WJIAC-FM {Am: WJAC]

National Rep.: Meeker

Counties: 25; ERP: 8,300 w

Market Pen.: 28.5% (Pulse 4/40)
Prog. {Dup.): St, pop, nwi, sprs, con

Loncaster

WDAC

Counties. 9; ERP: 15 kw

Proq.: Rel, nws, con, ¢l, s-¢)
WLAN-FM (Am: WLAN)

Natienal Rep.: Headley-Reed
Counties: 4;: ERP: 7.2 kw

Preg. {Sep.]: cl, con, s-cl, nws, shw

Philadelphia

WDAS-FM (Am: WDAS)
National Rep.: QXR Sales
Prog. [Sep.): Cl. ©OXR Network

WFIL-FM (Am: WFIL)

National Rep.: Triangle

Counties: 33; ERP: 6,300 w
Market Pen.: 37.6% [Pulse 1960)
Prog. [Sep.): Con, s-cl, st, shw, {p

WFLN.-FM (Am: WFLN)

National Rep.: Good Music Broadeasters
Counties: 22; ERP: 20 kw

Market Pon.: 37.6% (Pulse 5/60)

Prog. {Dup.): Cl, con, nws, s-cl, wthr

WHAT-FM [Am: WHAT)

Countias: B; ERP: 20,000 w

Maiket Pen.: 17.5% [Pulze)

Prog. {Sep.): J2

WIBG-FM {Am: WIBG]

National Rep.: Katz

ERP: 20 kw

Prog. (Dup.): Pop, nws, st, wthr svce info

.0, Box 32, Redlapds, California

(For abbreviotions, see box, p. 10}
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| FM STATION KEY (Cont'd)

WIFI

National Rep.; Walker-Rawalt
Counties: 28; ERP: 20,000 w
Market Pen.: 37.6% (Pulse 6/60)
Prog.c. Pop, st, shw, nws, Wthr

WPEN-FM [Am: WPEN])

National Rep.: Gill-Perna

Counties: 28; ERP: 20 kw

Market Pen.: 37.6% (Pulse 6/60)
Prog. (Sep.): St, shw, nws, pop, emtry
WOQAL

Counties: 24; ERP: 20 kw

Market Pen.: 36.9% (Pulse 5/60)
Pregs Pop, st, shw, s-cl, cl

Pittsburgh

KDKA-FM {Am. KDKA]

Counties: 40; ERP; 47,000 w

Market Pen.: 25% (Pulse}

Prog.: {Dup) Cl. s-cl, op, shw, con
WAZZ (Am: WAMO)

ERP: 5 kw

National Rep.: Hi-Fi Music Broadcasters
Prog: Jt

WCAE-FM {Am: WCAEY}

National Rep.: Daren McGavren
Counties: 30; ERP: 30,000 w

Prog. (Dup.}: Pop, nws, wthr, con, spris

WKJF-FM

National Reps» Walker-Rawalt

Counties: 19; ERP: 40,000 w

Prog.: Pop, nws, wihr, con

WLOA-FM [Am: WLOA)

National Rep.: Good Music Broadcasters
Counties: 52; ERP: 68,000 w

Prog. {Dup. to 5 p.m.}: St, s-cl, con, cl, nws

WPIT-FM (Am: WPIT)

ERP: 20,000 w

Prog. [Sep.}: Rel, forgn lang
WWSW-FM (Am: WWSW]
Mational Rep.: Blair

ERP.: 50.000 w

Prog. [DupJ: Pop, cl. &-¢cks spris disn

Red Lion

WGCE-FM [Am: WGCB)

ERP: 20,000 w

Prog. [Sep.}: Cl, con, kxl. sf, shw

Scranton

WGBI-FM [Am: 'WGB[]

National Rep.: H-R

Counties: 22; ERP: T8 kw

Prog. (Dup.): St, nws, sprts, wihr, iz

'Shenandoah Heighfs

WPPA-FM {Am: WPPA)
Counties: 5; ERP: 2.8 kw
Prog. {Dup.)

Sunbury

WKOK-FM (Am: WKOK])
Counties: 10; ERP: 4400 w
Prog. [Dup.)

Warren

WRRN {Am: WNAE])
Countjes: 15; ERP: 3200 w
Prog. {Dup. days): St, spris. ows

Wilkes-Barre

WBRE-FM (Am: WBRE}
National Rep.: Bolling
Counties: 21; ERP: 22,000 w
Prog. {Dup.): Nws, wihr, sf, shw
wWYZZ

National Rep.: Walker-Rawalt
Counties: 30; ERP: 3.1 kw
Prog.: Cl, con; s-cl, sk, op

U.S. FM e April.May 1961

York

WNOW-FM [Am: WNOW)

National Rep.: Radio-TV Representatives
Counties: 12; ERP: 1.2 kw

Prog. (Sep. after 8 pm); St, nws, shw

RHODE ISLAND

Providence

wLOY
Counties: 5; ERP: 3.4 kw
Prog.: Shw, st, pop, iz, sl

WPFM
National Rep.z @XR Network

ERP: 20,000 w

Market Pen.: 35.1% ({Pulse)
Prog.: Cl, nws, shw, ir flk

WPJB [Am: WEAN)

National Rep.: Yenard, Rintoul & McConnell
Counties: 13; ERP: 20,000 w
Prog. (Sep.): Cl, nws

WXCN

National Rep.! Adam Young Fm
ERP: 20,000 w

Market Pen.: 35.1% (Pulse 10/58)

Prog.; CI, con, s-cl, opr shw

SOUTH CAROLINA

Andersor.

WCAC-FM [Am: WAIM]
National Rep.: Devney-O'Connell
Counties: 20; ERP: 6,400 w
Peog.: (Dup.)

Charleston

WCSC.FM (Am: WCSC]

National Rep.: Peters, Griffin, Woodward
ERP: 50,000 w

Prog.z Cl, s-cl, st; popy nws

Columbia

WCOS-FM {Am: WCOS)
National Rep.: Meeker
Counties: 24; ERP: 5,300 w
Prog, (Sep.}: Cl, iz, con, op, s-cl

Greenville

WESC-FM {Am: WESC]

National Rep.: Headley-Reed
Counties: |l; ERP: 12500 w
Prog. (Sep.}): St, shw, con, s-cl, pop

WMUU-FM {Am: WMUU}

Nationsl Rep.: Beattie

ERP: 840 w

Prog. {Dup. unfil sunset}s Cli com op, s-cl,
rel

TENNESSEE

Chattanooga

WDOD-FM {Am: WDOD}
ERP: 12.6 kw
Prog. {Dup.}: Pop, nws. <l

WLOM
Counties: 53; ERP: 33,000 w
Preg.: Cl, con, s-cl, jz, shw

Gallatin

WFMG
Counties: 10; ERPa 3,200 w
Prog.: Pop, st, icon, Shw, s-cl

Jackson

WTJS-FM (Am: WTJS)
National Rep.: Branham

www.american.ta.dmh.lsmnamm—_l-' 1

- ployed . .

ERP: 50,000 w
Prog. (Dup.}: Nws, pop, sprts, st, rel

Knoxville
WEBIR-FM (Am: WBIR}

Counties: 37: ERP: 3,300 w
Prog. (S&p.): St, shw, pop, s-cl, nws

Memphis

WMCF (Am: WMC]

National Rep: John Blair

ERP: 300,000 w

Prog. [Sep.): 51, shw, w¢l, glr con

Noshville

WFMB

National Rep.: Walker-Rawalt

Counties: 10; ERP: 3.4 kw

Prog.: Cl, con, s-cl, iz, st

WSIX-FM (Am: WSIX)

National Rep.: Peters, Griffin, Woodward
ERP: 30,000 w

TEXAS

Amarillo

KGNC-FM [Am: KGNC}) .
National Rep.: KATZ

Counties: 18; ERP: 14.6 kw

Preg. (Sep.): CL st, s-cl, shw, nws

Austin

KHFI

National Rep.: Good Music Broadcasters
Counties: 5; ERP: 780 w

Prog.: Cl, s-cl, op, st, shw

(For obbreviotions, see box, p. 10)
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MEMO TO ALL
WHO BUY TIME:

Where else can you buy time
with no waste coverage than
in FM?

1. An adult audience in the
age of accumulation.

2. An audiente with the
money to buy.

The FM audience are the
people who are NOT unem-
YOUR BEST
MARKET TODAY,

THE NATIONAL ASSOCIATION
OF FM BROADCASTERS

“Dedicated to the promotion of FM™
103 000 00O RSO S
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FM STATION KEY {Cont'd}

KTBC.-FM [Am: KTBC)

National Rep.: Paul H, Raymer
Counties: 29; ERP: 94 kw

Prog. [Sep.]: Pop, st, k-cl, cl, nws

Dallas

KCPA
National Rep.: Walkeg-Rawalf
Counties: 20; ERP: 4.83 kw

KIXL-FM [Am: KIXL]

National Rep.: Broadcast Time Sales
Counties: 8; ERP: 20.5 kw

Prog. {Sep. nights): St, nws, wthyy shw, pop
KRLD-FM {Am: KRLD}

National Rep.: Branham
Counties: 58; ERP: 59 kw
Prog. (Dup.): Pop, s-cl, cl, nws, di

WBAP-FM {Am: WBAP)

National Rep.: Peters, Griffin, Woodward
Counties: 27; ERP: 52 kw

Prog. [Sep.): Con, s-cl, sk, shw, wthe
WRR-FM {Am: WRR)

National Rep.: Adam Young Fmi
Counties: 123; ERP: 68,000 w
Prog. {Sep.}): Cl, con, op

DiBoll

KSPL-FM 1Am: KSPL)

Counties: 8; ERP: &5 kw
Prog. [Sep.): St, shw, s-cl, rel, con.

El Pasq

KHMS

National Rep.; Wastern Fm, Modern
Media Fm

Counties: 3; ERP; 2,550 w

Prog.: S-cl, ¢l, &, con, shw

Fort Worth

KFJZ-FM (Am: KFJZ)

National Rep.: Blair
Counties: 16; ERP: 28.1 kw
Prog. (Sep.): Shw, si, pop, nws, wthr

Gainesyille

KGAF-FM {Am: KGAF)

ERP: 215 kw
Prog. {Sep.): Popy st; nws; wthr, shw

Harlingén

KELT {Am: KGBT)

Counties: 4; ERP: 3 kw
Prog. (Sep.): St, s-cl, con, shw, |z

Houston

KFMK

Counties: 25; ERP: 10.5 kw

Market Pen.: 30.9 {Pulse 1/50]

Prog.: Pop, st. shw, j2, wthr, nwe s-gl. fik.
intvw, rel

KHGM

National Rep.: Good Music Broadcasters
Counties: 14; ERP: 49,000 w
Prog.: S-cl, shw, con, st nws

KHUL

Counties: 9; ERP: 15,500 w
Market Pen.: 31.2%, [Pulse *50)
Prog.: Pop, st, nws, wthr, shw

20

KRBE

Counties: 88; ERP; 79,100 w
Prog.: Cl, con, %el, op, rel
KTRH-FM. [Am: KTRH]

Counties: 17; ERP: 29,500 w
Market Pen.: 30.9% (Pulse 1/80)
Prog. [Sep.}: S-cl, pop, cl, st, shw

Lubbéck

KBFM

Counties; 9; ERP: 3.6 kw
Prog.: 5t, shw, s-ch jz, ¢l
KRKH

Counties: 15; ERP: 3 kw
Prog. Pop, cl, s-cl, shw, op

Port Arthus

KFMP
Counties: 5; ERP: 3.2 kw
Prog.: Pop, cl, wthy, nws rel

Sain Anftonio

KEEZ

National Rep.: Good Music Broadcasters
Counties: 17: ERP: 17,300 w

Market Pen.: 22.2%; (Pulse)

Prog.: St, shw, s-cl, pop, cl

KISS {Am: KMAC)

National Rep.: Weed

ERP: 12.9 kw

Prog. {Sep.): Cl" 1, shw

KITY {Am: KONOJ]

Counties: 13; ERP: 4,400 w
Prog. {Sep.): St. pop, cl, shw, sl

Waco

KEFC

Counties: 13; ERP: 4,400 w
Prog.: Cl, con, s-cl, st, nws, wthes rel

UTAH

Salt Lake City

KLUB-FM {Am: KLUB)

National Rep.: Hollingbery
Counties: 5; ERP: 15,000 w
Prog. {Sep.): Cl. s-cl. st, shw, nwg

VIRGINIA

Charlottesville

WCCV-FM (Am: WCHYV)
National Rep.: Thomas Clark
Counties: 23; ERP: 3.4 kw
Prog. {Sep.): Cl, con, nwg, wthr
WINA.FM [Am: WINA)

Counties: 13; ERP: 620 w
Prog. (Dup.]: Pop, st, nws, ¥-cl, spris

Fredericksburg

WEVA-FM (Am: WEVA)

Counties: 19, ERP: 5.1 kw
Prog. (Dup): St pop. nws, tpris, con

Harrisonburg

WSVA-FM [Am: WSVA]
Counties: 11; ERP: 7.2 kw
Prog. [Sep.)

Martinsville

WMVYA.FM [Am: WMVYA)

National Rep.: Bob Dare

Counties: 8; ERP, 2,900 w

Prog.: (Dup.}: St, pop, nws, wthr, spris

www americanradiohistorv: com

Norfolk

WYFI

National Rep.: Fred Smith
Counties: 20; ERP: 13,500 w

Prog, [Sep.}: s-cl, pop, st, shw, ik

Newport News

WGH.FM {Am!: WGH)
National Rep.: Blair
Counties: 20; ERP: 37,000 w
Prog. (Sep.}): S-cl, sk shw, con, educ :

Richmond

WRNL-FM {Am= WRNL)

National Rep.: Petry

ERP: 50,000 w

Prog. (Dup.}): Spris; nws; wthr, st, shw

WRVA-FM [Am: WRVA] 4
National Rep: Peters, Griffin, Woodward
Counties: 46; ERP: 25,000

Prog. [Dup.): Cl, con, s-cl, op, thw

Roanoke

WDODBJ-FM (Am: WDBJ)

National Rep.: Peters, Griffin, Woodward
Courties: 27; ERP: 14,350 w

Prog.: [Dup.] S-cl, pop, st, shw, fik

WRYC

Counties: 20; ERP: 8,700 w |
Prag.: Cl, s-cl, jz, op, nws

WSLS-FM (Am: WSLS) |
Counties: &&: ERP: 21,100 w |
Preg. {Sep.)x St, shw, com, %-cl, cl

Staunten

WAFC.FM {Am: WAFC)
Nattonal Rep.: Thomas Clark
Counties: 19; ERP: 500 w

Prog. (Sep.): Pop, cl, iz, educ, con

Winchester

WREL [Am; WINC)
ERP: 22.2 kw
Prog. {Dupi): Sprisi papy nwsy wihr

WASHINGTON
Bellingham

KGMI _

National Repw: Heritage Statiens
Counties: 11; ERP: 14,500 w
Market Pen.: 30.3% [Politz 1960)
Prog.: Cl, con, op: nws, |z

Seéattle

KETO

Counties: 10; ERP; 17,700 w
Market Pen.: 21.3% (Pulse 2/6d)
Prog.: St shw, nws, wthr, iz

(For obbreviotions; see box, p. 10)
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FOR

QUALITATIVE AUDIENCE

|
SERVING

SEATTLE, TACOMA

AND ALL OF WESTERN WASHINGTON

KLSN

Call Walker-Rawalf
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KSFM [Am: KGDN)

Mational Rep.: Western FM Sales
Counties: J5 ERP; 170,000 w

Prog. (Sept.): Cl, con, s-cl, nws, rel

EGMJ

Mational Rep.: Heritage Stations
Counties: 14; ERP: 71,000 w
hiarket Pen.: 30.3% (Poliiz 1940}
Preg.: Cl, con, op, nws, iz

KING-FM [Am: KING)
Hational Rep.: Blair

Counties: 37 ERP: 156,000 w
Prog. (Dup.}: C), op, i, flk, shw

KISW

Hational Rep.: Hi-Fi Music Broadcasiers
Coundies: 13; ERP: 105 kw

Pregs Cl, con, op, cmiry, dr

KLSN

Mational Rep.: Walker-Rawalt
Counties: 13; ERP: 19,000 w
Preg.: Cl, con, s-cl, shw, jz

KMCS
ERF: 175 kw
Prog: St wihr, ik

Spokane

KREM-FM (Am: KREM)
Matianal Rep.: Petry
Cauntias: 23; ERP: 4,800 w

KELY-FM [Am: KXLY)
Mational Rep.: H-R
Counties: 7; ERP: 2,000 w
Preig. {Sep.}: Cl, s-cl, iz

Tacoma

KTHT-FM (Am: KTNT)

Mational Rep.: Weed

Cauntiess 7; ERP: 10,000 w

Frog. (Dup.): Pop, st, jz nws, wthr

HTWR

Elational Rep: Fm Unlimited
Counties: 3; ERP: 10 kw
Prag.: Disn, rel, emtry, dr, s.cl

WEST VIRGINIA

Beckley

WEEW [Am: WJLS)

Ciounties: 55: ERP: 34,000 w
Prog, {Sep.): Cl, con, op, s-cl, st

Charleston

WHERNA

Coanfiess 15; ERP: 2,600 w
Preq. (Sep.): Cl, con, op, s-cl, st

Huntingtan

WKEE.FM {Am: WKEE)
Mational Rep.: Raymer
Counties: 437 ERP: 53,000 w
Frog. {Dup. and Sep.):

Wheeling

WOMP-FM (Am: WOMP)
HMaticnal Rep.: Hollingbery
Countiess 12; ERP: 10,000 w
Preg. [Sep.): 54, shw, s-cl

il_!"T.SEDHEIN

Eau Claire

Wial HM: WEAQ)

Maticnal Rep.: Hollingbery

Courtias: |1 ERP, 60,000 w

Prog. (Dup.}s Mws, st, spris, disn, shw

Pop, si, {2, nws, wthr

Fort Atkinson
WFAW

Counties: 4; ERP: 3,000 w
Prog.: Nws, pop, st, shw, spris

Madison

WIBA-FM {Am: WIBA)

National Rep.: Avery-Knodel

Counifes: 15; ERP: 11 kw

Frog. {Dup.}

WISM-FM [Am: WISM)

National Rep.: Radio-Tv Representatives
Counties: 9; ERP: | kw

Prog. {Dup.}: Pop, nws, wihr, st, emiry
WMFM

Counties: 6; ERP: 7,500 w

Prog.: St, cl, s-cl, flk, disn

WRYB

Counties: 5; ERP: 3.9 kw

Prog.: Rel, s-cl, cl, educ, intvw

Milwaukee

WFMR

National Rep.: Good Music Broadcasters
Counties: 5; ERP: 22,000 w

Prog.: Con, cl, s-cl, op, dr

WISN-FM {Am: WISN)

National Rep.: Edward Petry
Counties: 5; ERP: 3,600 w

Prog. [Dup.}: S-cl, st, shw, wihr, nws
WMIL-FM {Am: WMIL)

Counties; 5; ERP: 25,500 w

Prog.: Con, s-cl, st, shw, jz, wthr, spris
WTMJ-FM {Am: WTMJ)

National Rep.: Henry |. Christa!
Counties: 12; ERP: 2,800 w

Prog. [Sep.): Si, cl, s-cl, shw, jz

Racine

WRJIN-FM {Am: WRJN}
Counties: 3; ERP: 15,000 w
Prog. {Dup.): S-cl, st, shw, pop, nws

Sparta

WCOW-FM {Am: WCOW)
National Rep.: Rambeau
Counties: 18; ERP: 16,000 w
Prog. (Sep.): St, nws, wthr, spris

Wausau

WLIN-FM {Am: WSAU}

National Rep.: Meeker

Counties: 18; ERP: 20,000 w

Preg. {Dup.): Pop, s-cl, nws, spris, wthr

Watertown

WTTN-FM {Am: WTTN)

National Rep.: George Hopewell
Counties: 5: ERP: 10,000 w

Prog. {Dup.): Con, s-cl, nws, st, inivw

West Bend

WBKV-FM {Am: WBKY)
National Rep.: Walker-Rawalt
Counties: 9; ERP: 18,000 w

Prog. {Sep.}: S-cl, con, st, shw, el

Wisconsin Rapids

WFHR-FM {Am: WFHR)

National Rep.: Devney.O'Connell
Counties: 10; ERP: 2,100 w

Prog. (Dup.}: Pop, st, shw, spris, nws

PUERTO RICO

San Juan

WPRM
Counties: 5; ERP: 17,500 w
Prog.: S-cl, si, cl, con, shw

(For cbbreviotions, see box, p. 10) |

FM Grows
92% in '60*

50,000 homes added
in Golden Sound Circle

e

It is more than coincidence that
this great growth occurred in the
first year of WFBM-FM’s oper-
ation. Planned variety program-
ming, outstanding news-in-depth
coverage and day-in-and-day-
out promotion have focused more
and more attention on FM.

Now WFBM-FM “Golden Sound
of the Middle West” .

@ Reaches amarket 0f 237,557 select
FM Families

® Dominates a 51 county area
where retail sales total more than
$2 billion.

This is the select market for your
product . . . just ask Walker-
Rawalt, Inc.

Based on 1960 FM sat sales in WFBM-FM coverage area.

WEBRN ||

“"GOLDEN SOUND OF THE MIDDLEWES ™

Mid-America’s most powerful commercial FM station
A Service of TIME-LIFE Broadcast
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SROADCASTERS:

Central Indidna boasts one of the more rapidly expanding FM audiences
in the country.

Modestly enough, we at Sarkes Tarzian, Inc., feel responsible for a certain
measure of the FM success in this area. For, it’s no coincidence that much
of FM’s tremendous growth in Hoosierland has occurred since the

Sarkes Tarzian FM receiver came on the market.

We had long believed that the big drawback to FM expansion was the high
receiver cost. So, the Tarzian engineers went to work and came up with

a HicH-QuaLIty . . . Low-Cost FM receiver—drift-free . . . seven tube
electronic circuit » » + beautiful styling . . . attractive color combinations.
We immediately began promoting this set through our existing broadcast
outlets in Indiana—FM.. .. AM . .. and TV. The results were just as

we had expected. Here was what the public had been looking for—a
low-cost, American-made, FM radio with ALL the high quality
performance features.

Now Hooslers aren't the easiest people to sell, but they do recognize a true
bargain ‘when they see one. And, we're happy to report that they’ve been
snapping up these Tarzian FMs almost as fast as we can supply them,

You can boost your own FM audience in the same manner with this
Sarkes Tarzian FM recelver. If you're interested in more details, call or
write for specifications and quantity discount prices. And, also ask about
our combination AM/FM set.

BROADCAST EQUIPMENT DIVISION
CDNSUMER 2RODUCTS SECTION

[SARKES TARZIAN INC

east hiiside drive « bloominglon, indiana
edison 2-7251

WWWwW.americanradiohistorv.com
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