or buyers and sellers of radio advertising LR
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35 CENTS

o 1‘:: U S Lb&-e are app%q*uw
,,,15 MthION '[EEI:AGERS iy
25 Mnuoﬂ IN THEIR TWENTIES,A

r,- < %

,.,o MiE.l_fON !N fnemﬁrl-fmﬂis’,iﬁ:ﬁ:‘. »
35 MILI_ION m\THElR,,,f%ms* 4 “'
N 37 &m.uON ovemgomvr
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wr 1-
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-

R ity W\r
The Bartell C}m;p con(:uﬁr‘g[ ﬁ;nm Jadiorh; s"'lhrqnﬂh
ten years ‘of sqmplqugﬁ ll“cnsn'\t;d‘% v&gcoqal #
audience can be -kept )n qJ,JbV A" confifplcus ogram

service of broad 1cccpta‘n£"g‘—,_‘, . SO o

NO AUDIENCE FRAGMENTA‘T]ON
BY PROGRAMING TO SPECIAL GROUPS

THE

BARTELL

RADIO FOR FAMILY LIFE

1340 |a ATLABIR
1369 In PRGENR x

AMERICA'S FIRST RADIO FAMILY SERVING 10 MILLION BUYERS

) Sold Nationally by ADAM YOUNG. Inc. for WOKY The KATZ Agency
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We Really

in SHREVEPORT!

- = o)
el R 7-;_ E
-

A TEXAS TRIANGLE AFFILIATE

KLIF-KFJZ

Represenied by John Blair &

WwWwWw . americanradiohistorv.com

KILT

DALLAS-FORT WORTH HOUSTY

Another astonishing MclLendon success story?
Trendex* tells it sensationally — from las:
among eight Shreveport stations in November
to FIRST in December — a one-month miracle!
Shreveport’s new KEEL has jumped from 4%
of the Shreveport audience in November to
32.7% in December ... next highest station
18.2% . And these are just metro ratings — they'
tell nothing of the way the huge coverage of
KEEL has keel-hauled the 69-county area it
dominates with its 10,000 watts at 710 on the
dial — 1,420,400 population in its half-millivolt
area, KEEL (formerly KTBS), 35 yecars old this
year, and yet as new as tomorrow! In one month,
KEEL has 21% more listeners than all Shreve-
port network stations combined, and 55% more
listencrs than the next highest independent radio
station. Just ask the General Manager, Richard
Wilcox, or your ncarest John Blair man for the
full picture on KEEL.

*Trendex — December 13-19, 1957 — 7 A.M.6 PM
— based wpon a« conclusive sumple of 7,571 calis.

KTSA

SAN ANTONIO

—
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WKAB has climbed to first place in current Mobile ratings.

WKAB is typical of the radio stations sold nationally by Young

Representatives:

FIRST IN AUDIENCE, FIRST IN COST EFFICIENCY.

YOUNG REPRESENTATIVES, INC.

Affiliated with Adam Young, Inc.

New York + Chicago * Atlanta * St. Louis * Los Angeles * San Francisco * Boston

U. S. RADIO o January 1958
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STORER
RADIO
STATIONS

WSPD
L Toledo, Ohia

WJIwW
Cleveland, Ohio

wJdaK
Detroit, Michigon

WAGA
Atlonto, Georgio

wiBG
Philod elphio, Pa.

| WWVA
' Wheeling, W. Virginia

wGeBes
Miomi, Florido

GOING STEADY...
AROUND THE CLOCK!

New to Toledo, but with thirty years’ experience with West
Coast newspapers and radio stations from Juneau, Alaska,
to San Francisco, Juck Shoemaker applies a rich background

to his job as WSPD-Radio night news director.

Previously associated with HIEADLINE

EDITION, WASHINGTON STORY,
WASHINGTON POST (with the late
Earl Godwin), and other network news
features, Shoemaker is now dedicated

to evaluation and presentation of

JACK SHOEMAKER news on the local level.

Appearing personally on WSPD-Radio at 7:05, 9:55, and
11 PM, editor Shoemaker closes a day of 30 newscasts; first in

ralings as are all other WSPD-Radio program categories.*

*Keference: Any audience raling service

WSPD™™

Toledo

NEW YORK— 625 Madison Avenue, New York 22, Plaza 1-3940

SALES OFFICES CHICAGO—230 N.Michigon Avenve, Chicaga 1, Franklin 2-6498

SAN FRANCISCO —111 Sutter Street, San Francisco, Sutter 1-8689

U. 8. RADIO

WWW.americanradiohistorv.com
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airwaves

Radio's Barometer

L Ot S

$385, ;'0' 00 Local
(1988 Est.)
.
G
$95,00000 Network
(1 Est.)
3,717 S¥ons on Air

D Sets in Use

U. 5. RADIO

January 1958

Spot: It is predicied that nattonal spot billings will be 10 percent greater
in 1938 than last year. Laupiasis is placed ou a very strong second-half.
(Sce Outlook "38—~Part 11, p. 22,

Gross national spot revenue is expected to veach 3220 wiillion i 1938,
topping the 1957 recard ol $200 miitlion.

Network: NADB estimates that network vadio advertising expenditures
were up 20 percent it 1957 over 1936, v. s, RApIO estimates that gross
network revenue will be $95 million in 1938, as compared with approxi-
mately $86 million in 1957,

In the past year, the NADB reports. 14 ol the 15 Teading pre-tv advertisers
returned to network radio. This brings to [0 hours and I8 minutes
the total of sponsored hours a week on the four networks, compared 0
89 hours and 17 minutes in 1936.

Local: Locul station revenue. which in recent years totals more than na-
tional spot and unetwork combined, will once again reach a new high.
Gross volume is expected to total $335 million in 1958 as compared with
$357 mllion in 1957,

Stadions: Total stations on tlie air, both am and fm, rose again in De-
cember—to 3,717, a rise ol 27 over November and 52 over October. The

complete station activity looks like this:

Commercial AN Commercial FM

Stations ot the air 3,180 537
Applications pending 354 39
Under construction 109 5l

The vend toward more revenue gains is spotlighted by the Elliog Sta-
tions and other operations. WICL Providence reports that business for
the first month of 1958 is 25 to 30 percent aheud ol the swme period
last vear. The Elliot’s WCUL Akron's December husiness was 31 percent
ahead ol December 1956.

Billings for WABC New York hit a record high during the month of
November, topping November 1936 by 18 percent. February through
November 1957 sales of WII Philadelphia reached an all-time J3-year
high, the station reports. Local sales are currently up eight percent
while national is running 19 pevcent aheud.

Industry-Wide: Total anthorvizations for mm stations stand av 8,300,
FCC Chaimmum John C. Doerfer states in Lis yemr-end veport. He notes
also that commercial {m stations showed their first numericil increase
in nine vears. Not only have applications lor new conunercial fm owt-
lets increased, but for the first time in years. some are in competition.

Morve than 700 fmn stations ave authorized (not all on the air), with
about 600 of these commercial. Revived imterest in commercial fin, Mr.
Doerfer points ouy, is due in large part 1o added income through back-
ground music operations, in which nearly 100 fm stations are engaged.

wWWW. americanradiohistorv.com
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TO GREATER SELLING SUCCESS

50,000 WATT

SPOTS

SPOTY

You
tell
more
people
...you sell
more people

when you use this
powerful combination!

CKLW

RADIO 800kc
GUARDIAN BLDG., DETROIT

+ E. Compeou, Pres.

ADAM YOUNG, INC  National Rep

for buyers and sellers of radio advertising

ADIO

JANUARY - 1958 VOL. 2 - NO. 1
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Qutlook ‘58 - Part | 19

Advertisers and Agencies Point
Wav o Record Radio Year Ahead
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HAVE CHANGED NATIONAL SALES REPRESENTATIVES

NEW YORK

U. §. R4ADIO

ATLANTA

TWO GREAT INDEPENDENTS

The ELLIOT STATIONS -]
/

Both WCUE, Akron, and WICE, Providence—
broadcasting more news...more music...
more often—are now represented nationally
by Avery-Knodel, inc.

“/?C &€ delivers more listeners per dollar than any other
medium in Providence. Fastest growing station in the rich
Providence area-—9255,000 population, 305,000 radio homes.
Aggressive new management...and popular programming...
have made WICE your best buy in this booming market!

Wue consisfently gives more listeners per dollar

throughout the great majority of the day than any other Akron
station. Up-to-the-minute and on-the-spot news, too. WCUE's
1,000 watts of well-programmed power sell to a market of
247,888 radio homes (NCS #2).

Both stations now represented by...

AVERY-KNODEL

INCORPORATED

DALLAS DETRO)T SAN FRANCISCO LOS ANGELES

January 1958

WwWWW.americanradiohistorv.com

CHICAGO
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THAT W(

This year, KFAB-Omaha made the switch to a full-time NBC Radio Network affiliate.
The story of KFAB's progress since its new association with NBC Radio—and KFAB's
coordination of its local programming with the network’s—should prove enlightening
and profitable to everyone connected with radio station ownership and management.
KFAB General Manager Lyell Bremser reports;

+ ““In our present fiscal year, local spot announcements are running 89% ahead of
the same period in 1956.

e “KFAB ratings are up a hefty 23% in all key time periods.

» “KFAB is enjoying new prestige in the community through its affiliation with the
NBC Radio Network.

o ““KFAB audiences have changed. Pulse shows that 90 of today's KFAB audiences

6 U. S. RADIO o January 1958
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RADIO STATION

rkeo wonpers For KFAB

OMAHA, NEBRASKA

-—_g_-:r
-
=

are adults—with adult buying power. And KFAB advertisers are reaping the benefits.

“The Division Manager of Skelly Oil says, ‘I am convinced that KFAB’s new program
structure attracts a quality audience. . .an audience that will buy our merchandise.’

“The Advertising Manager of Kilpatrick’s Department Store states, ‘KFAB has the
. kind of audience—the adult audience—Kilpatrick’s wants to reach.’

“And from the General Manager of Mid-America Appliance Corp., ‘KFAB, with a
good balance of strong local programming and NBC Network programming, makes

an easy-to-listen-to selling program format during the entire day.””

These KFAB successes are typical of what happens when a station programs local
adult-appeal attractions phased in with the vast entertainment, news and service
features of the. ..

RADIO NETWORK

U. $. RADIO o January 1958
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Where there’s a Storz Station . . . there’s immediacy

.. inneeldiacy
which it each
of these

major markels
altracts imore
lListeners fo the
Storz Stations

than 1o any other

| STATION

TODAY'S RADIO FOR TODAY'S SELL
L TODD STORZ, PRESIDENT « HOME OFFICE: OMAHA, NEBR

MINNEAPOLIS-ST. PAUL . . . WDQY

ix first . .. Nbeay average. V'roof: . . Trendex . . . Pulse. Sce Blaiv or General
Manager Jack Thayer.

KANSAS CITY ... WHB

is first . . . All-day. Proof: Metro Pulse, Niclsen, Tremdex, Wooper, Area Nielsen,
Pulze. AH-day average as high as 485% (Nielsen). See Bliir or Gewnepal Manager

George W, Armstrong.

NEW ORLEANS. .. WTIX

is first . . . AN-day. Proot: [looper (24.9¢ . Dulse, See Adior Young op fien
eral Minager Fred Berthelson.

MIAMI ... WQAM

is first .. . Atbday, Proof: lleoper (37.0¢7 ) . . . Pulse . Southern Plorila A rea
Pulse . . . Tremdex. Sed BRlair . . . or General Mauager Jack Sundler.

WDGY Minneapolis St. Paul

REPRESENTED BY JOHN BLAIR & CO.

WHB Kansas City

REPRESENTED BY JOHN BLAIR & CO:

WTIX New Orleans

REPRESENTED BY ADAM YOUNG INC.

WQAM Miami

REPRESENTED BY JOHN BLAIR & €O

U. S. RADIO e January 1958
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soundings AR

Continental Baking
Sets Large Radio Increase

National Agencies, Too
Upgrade Radio Budgets

Nielsen Updates
Radio Measurement

Nighttime Radio Strength
Shown in Industry Surveys

Keystone Predicts
Biggest Radio Year

Ford Maintains
Radio Activity

Growth of Radio Seen
In Membership Increase

U. §. RADIO e January [958

) O

Coutinental Baking Co., a consistently heiavy user ol air medizt, is one ol
the many big national advertisers who is slating substantial increases lor
radio in 1958. The company veports it will hoost its radio spending by
75 percent. (Sce Outlook '58—DPart I, p. 19.)

Indicative of tlte increase in vaglio use by advertising agencies is Guild,
Bascomn & Bonfighi 1nc., San Francisco.  1'he agency repoits that in 1935
its clients spent one dollar for vadia lfor every $20 dolars for tv. In
1956, that ratio was reduced 1o one dollr in radio for every seven dol-
lavs in tv. And for the first 10 months of 1957, that ratio was altered
again o one dollar 1o four dollars.  (See Qutloak, Part 1)

The A. C. Nielsen Co. is ready 1o release the updating of a vadio study
it did abour x year ago. [t will chavt many things, among them the
increase m vadio homes as compared with population and 1adio penetra-
tion by section of country (totalling more than 96 percent [or the -
tion). There also will be weekly cumulative awdience figires comparing
radio o tv.

Both the NLC Spot Sales (see Report from Representatives, p. 7)), and
the RADB nighttime radio studies point out the listening power of this
segment ol the day. The RAB survey shows that a motlest schedule of
15 radio announcements broadcast during an average week over a single
station after 6 pan. can veach 13 percent of the homes in a market nearly
twice each, The NIBC Spol Sales study, conducted l))' Pulse, shiows that
the quality of wighttime audiences is on a par with marning audiences.
According to George S. Dietrich, divector, there is a “remarkable sim-
ilarity” between the 6 e 9 aamn. and 7 o 10 pam. audiences.

The Keystone Broadcasting System, a network of mare than 1,000 radio
stations, had ity best year 1o date in 1957, and it's expecting an cven
greater increase in husiness in 1958, “The coming year,” says Sidney J.
\Woll, president, “will be the big radio year of the decade.”

With the 1938 muolel vear. Ford continues its stepped-up radio activity.
In addition te its considerable network expenditures (see p. 26), local
Ford dealers in 1957 spent an estimated 1.5 willion dollars, which should
be at least maintained in 1958,

Radio station participation in mdustry activity 15 pointed up in member-
ship analysis by the National Association ol Broadcasters. This also
rellects the growth of radio. With NADB membership comprised of both
radio and tv, am radio station membership has increased from 1,356 a
year ago to 1,415 in 1938, while tv station membership lias remained
constant at 319,

wWWW. americanradiohistorv.com
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FAMILY RADIO FILLS ‘A NEED . .

that’s why it i¢ accepted by so many so avidly.
People are attracted to the companionable music,
the titillating features.

Ten years of sifting and sampling has demonstrated
that a general audience can be kept intact by a
continuous program service of broad acceptance.
No audience fragmentation by special group
programing.

FAMIILLY
RADIO

Battell Group family radio is a happy union of
the best in broadcasting—creating audience par-
ficipation and entertainment for buyers in six
major markets.

/...and Sl 1/

AT — A——

Sold Nationally by ADAM YOUNG, Inc. for WOKY, The KATZ Agency

snm_mnu,fpuun

e I

AMERICA’'S FIRST RADIO FAMILY SERVING 10 MILLION BUYERS

10 U.S. RADIO e jJanuary 1938
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washington

1958: An Even Bigger
Year for Radio

1958: A Heavy Year

For Regulatory Agencies

FTC to Watch
! Air Ads Closer

1958 On "The Hill’:
Broadcast Problems Aplenty

1958 at NAB:
The Name Is Changed

U. 5. RADIO e January 1958

Al the cupves ave up. Ml the vends are good. “That's the "33 outiook
lor radio in this month of conjecture, prediction, walk of boow and bust,
[t will be a year when certain broadeasting problems bewiing directly on
the public good will make action—legislutive and otherwise—mandatory
in Congress. For broudcasters, their representatives in Washington and
imembers of Congress, it will be a year ol inguiry and debate.

A vear of teverish activity is ahead at the FCC. Lonig hours preparing
for and participating in Congressional hearings are a sure thing for the
Commission stafl which last year devoted some 900 man days to similar
pursuits. Newest wrinkle in the already furrowed brow of the Commis
sion (aund of the Federal Trade Commission) is the full-cress inspection
it must undergo in coming weeks from the House Legislative Oversight
Subcommitiee, chairmanned by Morgan Moulder (ID-Mo.). Thisy group
has been busily gathering all material on regulatory agencies to deter-
mine il they are enacting their respective laws as Congress intends.

At the FTC. 1958 will be a year when closer attention will be paid to
advertising carried on the air. Readying itsell for a mere conceujrated
monitoring program, the FTC radio-tv monitoring unit has recently
installed new broadeast receiving equipment iun its Wiashington head-
quarters. The acquisition will reverse the fonwer FTC wmonitoring prac-
tice of depending for its information on tips from the public and [rom
FTC personnel’s own listening both here and in eight field offices.

Things are reallty huinming on Capitol Hill where the Congress recon-
vened Jan. 7. This is the second session ol the 85th Congress. 1t is aiso
an election vear. Legislation ol major interest to radio brouadcasters,
which did not pass in the first session, runs the gamut from praposed
FCC regulation ol radio and v newvorks to the ever curvent cries of
temperence groups to ban advertising ol alcoholic beverages in interstate
commerce. In all, some 20 bills affecting the industry are in comuiitiee
hands ou the Senate side, and nearly three times that number ave on
committee agenclas in the House. Among sigmilicant industry problems
which will harrass Congress in the current session are:

@ Daytime Broadcasters \ssociation petition for a longer broadeast
day which the Senate Small Business Counuittee feels has heen too
long ignored by the FCC.

® A proposed study of the use ol the radio spectrun.

® The Cammunity Broadceasters Association fight or power tincreases
for Class -1 stations now operating at a maxinmum ol 250 watts,

@ .\ suggestion that fees be charged lor licenses to operate broadcast
properties.

Underscoring the equal footing of radio and tv, NARTH this month
again became NABL—National Association of Droadeasters. The indus-
uy welcomes the change. It is one which clearly reflects the internal
structure of the assoctation where a vice president for radio and one [or
tv function under the president. Radio membership in the association

11
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Sales are rocketing to new heights in
Son Antonio . . . when the pitch is made
over KONO Radio.

National and local advertisers alike
have found there's nothing faster than
sound — the sound of their messoge
supported by KONO'S great D-J's.
Thot's the sound that's heard oll over
South Texas ... the sound that has
sold more advertisers (and customers
for advertisers) than ever before in
KONO's 31-year history.

Get the sound fact on San Antonio —
call your

H-R Representative

or Clarke -Brown man

8B40 ke 5000 wotts

www americanradiohistorvy com

washington [contd)

Ly outnumbers v, Broadeasters
overwhelmingly voted lor the name
change, with mail ballots showing
1,227 members in [favor ol the shorter
version. Only 35 opposed it

There’s No Place But Up for Radio

At NAR, 1957 ended with a re-
sounding announcement that it was
tadio’s best year to date. Assunung
the accuracy of the theory that what
is past is prologue, theie is under-
standtable optimism heve that 1958
will be brighter stitl. Substandiating
this e the lollowing year-end fig-
ures Irom the association:

@ I8 million out ol 19 million
Amierican homes have at least
one radio.

@ 77 million people listen 1o the
radio during an average day,

@ Iu 1957, 11 of the leading 15
pre-tv advertisers returned o
network  radio  bringing  the
total sponsored hours a week
oun the four networks to 14
hours and 18 minules, a {6 per-
cent hike over 9565 89 hours
and 17 minutes.

EIA Shares the ‘Up’
Trend Sentiments
Radio's general vitality and good

health shows up again at the Elee-
tronic  Indostiies  Association,  In
1957 an estimated 15.3 million radios
were manmulactured — a gain ol Y
percent over the 13.9 million output
in 1956, "T'he indusuy in the year
just past sold 11.7 wmillion radios
compared with 13.3 million in 14956,
according o E1A.

CONELRAD Role 1s Expanded

A broadaast plan to he used only
in the event of enemy attack is heing
put to other uses with an FCC de-
cision to employ CONELRAD as a
future meins ol alerting the public
to approaching stonns. 1t's now a
must Jor all broadcast stations (o
partidpate in CONELRAD. In the
[uture the U. 8. Weather Burcau will
control the emergency warnings. In
making the CONELR.AD announce-
ment, the FCC emphasized that sta-
tions ave allowed to participate in
the storm warning system only dnr.
ing their authorized operating hours.

U. 8. RADIO o January 14933
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Radio’s step-ladder climb in billings
is no surprise to Kevin I, Sweeney,
president of Radio Advertising Bu-
reau Inc. This dynamic spokesman
for the senior air mediuni is only
amazed that volume isn't yet three
times what it was in 1930, He knows
that the potential is there and he
knows, too, that this leat will be
achieved—"or else we shouldn't be
in business.”

But Mr. Sweeneyv has one word of
stern advice for those on the radio
side who have an interest in the ad-
vancement of the mediumm. Radio
forces must be competitive against
all other media and not against
thenwelves, the RADB head points
out. He says the trouble is that
“some people can’t get their cyes
over the trenches.”

Aside from the fact that radio is
continually creating new business,
Mr. Sweeney sounds the battle cry
by stating that “for radio to fulfill
its real potential it must take away
from, the haves.” His remarks are
aimed at imedia—imagazines, news-
papers, television and the rest.

Mr. Sweeney has been chief execu-
tive at RAB since January 1954,
after having joined the group in No-
vember 1951 as vice president in
charge of sales and promotion. As
guiding hand of the organizaiion
that has done the most to promote
and stabilize radio through its most
pressing days, Mr. Sweeney notes
certain changes in RAB's approaches.
In the first place, there is no longer

U. 8. #4DI0O e January 1938

THIS MONTH:
KEVIN B. SWEENEY

President of
Radio Advertising Bureau

Leads the Way

In Promoting Radio

the need to sell advertisers on the use
of radio. a> was the case trom 1951
through 1934, 1t’s now a matter of
getting a larger share of the budget.

Alr, Sweeney’s basic feeling about
media selling is that it requires “a
rational, logical approach to selling
what you have.”

Most of Mr. Sweeney's radio logic
was acquired in one of the most
fruitful cities the medium knows—
Los Angeles. This was the place of
his birth, on Decemnber 22, 1916;
the scene of lhis education, having
graduated from the University of
Southern California, and the start of
his radio career.

His first industry job was as a
member ol the sales promotion de-
partment of CBS in Hollywood
shortly after college days. tn 1942,
he moved over to ABC as western
division sales promotion manager
and later was named assistani to the
western division vice presideut. After
two vears of war-time service as a
Naval aviation officer. Mr. Sweeney
became general manager of HPL
Programs, a group of local partici:
pating programs. in 1948, when CBS
purchased the rights to HPL, Mr.
Sweeney became general sales man-
ager and later top operating execu-
tive of KFEAM-TV Los .Angeles.

My, Sweeney’s activities arc as wide-
spread geographically as the medium
he is promoting. Supported by 850
stations, four networks and I3 rep-
resentatives, Mz, Sweenev travels
about 70 percent of the time. o o o

wWWW. americanradiohistorv.com

RANKS
1th

IN THE NATION

in per family income

($7,339.00)

Source: 1957 Survey
of Buying Power

COLUMBUS
GEORGIA

3 county metropolitan area

USES THE LOCAL
& MNATIONAL FAVORITE

WRBL

TELEVISION:

COMPLETE DOMINANCE
¢ MORNING o AFTERMOOMN e NIGHT

o 9739 &

QUARTER
Area Pulse—May, 1957

HOURS
LEADS IN HOMES 55
DELIVERED BY (4]

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

WRBL

AM — FM — TV
COLUMBUS,; GEORGIA

RADIO:

CALL HOLLINGBERY CO.

i3
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"KOBY, Naturally, Mr. Hooper I

in Can Franciceo

Pulse Agrees - KOBY No.
Station 6am to midnight!

When the facts are bared — Hooper, Pulse, and Nielsen
agrece KOBY is the dominant first in America’s sixth larg-
est market! For example, September-October Pulse shows
a 16.2 overall average share . . . nearly 20% higher than
the number-two station. Top this off with KOBY's aud:-
ence Composition Percentage in San Francisco-Oakland
of 81% adult listeners, average 6 am to midnight. No
wonder KOBY turns over products . . . not audience!

HOBY 10000 watts -l e
Qan Francisco ie KOBYland !

SEE PETRY FOR KOBY San Francisco
and KOS!I, Denver's No. 1 overall.
station 6 am Yo 6 pm

MID-AMERICA BROADCASTING CO.

wWwWw . americanradiohistorv.com

LETTERS TO
THE EDITOR

Radio Guidebook Needed

Your new exclusive radio magazine is
wonderluel.

Te secmn o lot of radio peaple left
tadio tor che glimwour ol v, tecling radio
was gong . . . dead.

Even the aade papers ol radio went
the same way nd radio wis left without
a voice, and it wirs too bashlul 1o speak
up for itself. So radio suffered, not for
lack of awdience, but from gossip. Gos.
sip by people who did not figure out the
facts. Tt was not v that hurt radie; i
win radio’s poor management ol itsell;
it was 1adio failing to train its people
to do the tull rudio job.

.1« Now under your sponsorship those
of 1is remaining pioncers of radio should
be called together to set down into a
hook or hooks a text ol our vewrs of
experience as it guide to those now in
angl those 10 come o riudio,

W. L. Gleeson
President
KICO, El Ceatro, Cal.

Spot Spending

IHere at Silton's we hine all read awd
noted with great imerest your new
publication, and wish you gicat success,

As vou can well nnagine. one of this
ageiey’s great needs is to he able 1o refer
to up-to-date adverusing expemditures
of tompetitive client accounts andd pros.
pedtive clicnt accounts.

1" I B.. for example, supplies us widh
magazine expenditures; the Television
Bureanr of Advertising with 1v spot ex-
penditures: but we have never been able
to find good. receit listings of radio
spot expenditures.

Selma L. Woltson
Research Director
Silton Brothers Advertising, Boston

Promotion Succeeds

We have a suctess sty to wll, Lo,
This comes under onr promotion de-
partment. ‘The Clenfield Chamber of
Conuerce Retail Division on Novemher
24 put on the annual Christnas kickofl,
Siamta came 1o town aboard a fire engine
and 3,200 hags of goodies were dis-
tributed to the kiddies at the scene,
Local stores held sales 10 get shopping
rolling. "Fo contribute its share of pro-
motion \WCPA rented all the parking
meicts in town, 512 of them, for the
full day, 9 a.m. to 9 pan. Friday morn-
ing station personnel placed red and
white bags over all the neters. Each
bag read: Free parking, courtesy of
WCPA, wishing you happy holidays

We feel the promotion was a success,

U.S. RADIO e January 1958
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tor cveryf] :

tuned to 1t just a vear ago!

Hooper figures for October-1)ecember 1957 show “Radio g9™ with
a 16.3% share of audience for all rated periods throughout the
entire week. This represents a 186% increase over the last report!

Under the dynamic leadership of Storer Broadcasting Com-
pany, WIBG has added new shows, new personalities, new ideas.
The result: “Radio 99" is now among the top three stations in
Philadelphia—a mnust to cover the fantastically growing Delaware
Valley market.

January 1938

Your best time to get the facts is right now.

Represented nationally by The Katz Agency, inc.

wWWW. americanradiohistorv.com
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I've Staked a Claim in Texas

I'o my {ricnds over the country, 1 amn mighty proad to an-
nownce our purchase of Radio Statton KWITE, Wichita Falls,

Texas,

1 have winted this station for twenty yvears, 1ty 3R coverage
iv a phenomenon of the industry. KWFI' Jas one of the
choicest locations in the nation—probably 7111 choicest—
with respect to ground conductiviey, This, with 620 frequency,
gives us o 1/2 MV radius averaging 250 miles . . . in the rich

Southwest.

You'll be hearing more {rom me—plenty more! In the mean-

é -::--(-.-

President and General Manager

time, keep e in mind, won't you?

LOW
FREQUENCY

MAX'MUM COND(.ICTIV.Yr

hWET

620k¢--Wichifu Falls, Texas

16
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LETTERS (contd]

and thanks o L. s, rani where we got
the idea,
George Mastrian
Program Director
WCPA, Clearfield, Pa.

Disc Jockey Convention
It occurred to me that perliaps we

could get i Iisting in your “lmportant
Dates” calendar card for the “First An-
nual 'op Minsic Dise Jackey Convention
and Seminar” to be held at the Muchle-
bach Hotel in Kansas City, Mardh 7-8.9.
I koow this would be a wonderful re
minder.,

Bill Stewart

Director of Programming

Storz Stations
[Editor's note: The calendar card ap
peared in our December issue and s
now available on renuest.]

Pocket Salesman

With reference o yomr mciddes mnd
letters on the e of tape recorders to
sell adhvertivers, we too wse this methoxd
wlhtenr prepaing a special program lor
A prospective sponsor.

However, each of our sales stafl car-
vies a pocket pansistor radio to give
live, hard sell direct from omr station

‘The timing of the sales call is planred
o coincide with the broadant of a pro-
gram ol interest to the prospedt.

Good luck to tn 5. RAMO,

Carl Y. Coriell

Sales Manager
WMCK, McKeesport, Pa,

Editorializing

I was guite intevested in the story on
editorializing in your November issue.

Since 1 have been advocating cdito
rializing for more than 10 vems and
have been doing it mysell, | have
ratched with interest as additional sta
tions «atch on o the opportunity for
increased service,

There scems 1o be o great variety of
interpretation as to what really is an
editorial. 1 hold to the idea that an
editorial is Mot something ww be bom.
barded as a spot announcement at
people, but rather is a specific type of
progrimm  which should build ity own
audicnees.

May 1 say 1 always ask broadcaster
groups whent the subject is raised
please nou start  editorinlizing  unless
they are willing to sacrifice time and
effort and popularity. . ., , 1 would
assume that at least cight or ten hours
a week are reqnired to build a 15-minute
cditorial.

Robert Mason
President
WMRN, Marion, Ohio
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No broadcaster needs to s_fand alone!

Space contributed by U. S. Radio

Endorsed by Local and National
Business and Adverlising
Leaders Everywhere!

U. §. RADIO

| CAP’ THE BALTIMORE FLU!

THE FACT: In becoming the first American city to pass a punitive and

discriminatory tax on advertising media and their advertisers,
Baltimore has started a highly contagious plague. The Baltimore
City Council’s new tax levy gnaws at media revenues, burdens
advertisers and also works against the best interests of consumers.

THE THR EAT: The Baltimore Flu can sweep into your town next week, next

month, anytime. Local governments in your state and city, and
everywhere else, are bleeding out loud right now for new sources
of revenue.

THE REMEDY: Media owners everywhere should join right now with the

Advertising Federation of America in combating this far-reaching
menace. CAP* can be the ounce of prevention! AFA can give you
a tested formula for a dynamic Community Action Plan that can be
unleashed immediately whenever and wherever similar tax legislation
is proposed. With CA P no advertising media owner needs to stand
alone and unprepared against ill-informed revenue-desperate
political bodies. With CAP he will have a charted course and
organization to oppose misdirected efforts to use his medium as a

political football.

What is “CAP?

AFA’S “COMMUNITY ACTION
PLAN” is a blueprint for rallying total
support against discriminatory tax legisla-
tion hitting media and advertisers. [t in-
cludes completely-detailed research re-
ports on the legal and community rela-
tions aspects of this vital subject. It
suggests courses of activities for fighting
for the right of media and advertisers to
remain free of punitive, discriminatory
taxes. It is flexible and adaptable to local
situations. CAP presents the best think-
ing of national experts on taxation and
public relations. It is YOUR plan to help
safeguard YOUR community against this
perilous kind of taxation!

Join Now With AFA—Before the Baltimore Flu

What is A. F. A.?

The Advertising Federation of America
offers CAP as only one of its many
services to the cause of advertising. AFA,
the largest advertising organization in the
world, embraces media, agencies, adver-
tisers and graphic arts suppliers. Through
its affiliated 120 local clubs, its 16 national
vertical associations and its 1,000-plus
company memberships, it 1s a solid front
of more than 30,000 Americans engaged in
various aspects of advertising. Everywhere
AFA works for community and national
economic progress. The Federation is best
known as sponsor of Advertising Week, its
essay contests among young Americans,
for its recently established Washington
“outpost’’ information center, for its work
in education about and for advertising.

Hits Your Community !

a2 8 2 ' & B I ! 2 B B . 0 % ) B _J J ]|

C. JAMES PROUD, President

Advertising Federation of America

250 West 57th Sireet, New York 19, N.Y.
Count our compony among thote who recognize
AFA's post ond future constant leodership ond
work for odvertising. We wont to be o Compony

Member. Plecse send us on enrollment form.

NAME

the Boltimore situation.

I'l pull my oor, Add my nome

to AFA‘s "Outpost Committee for
CAP." Let me hove the details on

TITLE

COMPANY

STATE

ary.

January 1958
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Snowshoe Hare

Lepus americanus eixleben

Liviug in northery Michigau's sprice
and cedar swamps, this white-coated
“ghost™ is almost impoessible to see
against the suow. His unnsnally lurge
Jeet act as suowshoes as be voaws in
quest of twigs and bark.

Original sketech by canservationist:
Chorles E. Schafer

Put your money where the people are

Tesser

Here's your real target

Seventy per cent of Michigan's
popilation commanding 75 per
ceni of the state's bnying power
lives within WW/J's daytime
primary coverage area.

Why reach rabbits with your radio advertising? WW] concentrares
on people—with fresh, appealing entertainment like the “WW]
Melody Parade,” with sprightly personalities like Hugh Roberts
in the morning, Bob Maxwell from fabulous Northland shopping
center, Jim Wood and Jim DeLand from spectacular EastJand.

Use W'WJ all day . .. every day.
WJ AM and FM

WORLD'S FIRST RADIO STATION

Owned and operated by The Detroit News
NBC Afliliate

Natianal Rep-sseniglives: Peters, Griffin, Waodword, fic:

U. S RADIO e January 1958
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How Good Will if Be”?

Advertisers and their agencies are turning

to radio more than ever this year

for widespread impact and media efficiency.

]
As adveriisers and their
agencies look uhead to a
\  competituve year in 1938,

their reliance on radio is heigliten-
ing. According 1o a survey by u.s.
RADIO, 52 percent of the advertisers
who have used radio in the past will
be increasing their expenditures in
i958.

Antong agencies who use radio,
the story is similar: use of the senior
air medium by these firms will be
sharply increased.

Radio spending in 1958 i3 ex-

U. S RADIO o Jamuasy 1958

pected o total about 3700 million.
which is almost nine percent above
the 1997 mark of $643 million.
Moreover, all segments of the indus-
try will prosper from this growth.
U.s. RaDIO estimates that spot will
increase trom $200 million 10 $220
million; network, from 386 million
to $95 million, and local, from 3337
million to 5385 million,

Judging from comments, these

media spenders are relying on radio

for chiefly two reasons: widespread
impact and media efficiency.

WwWWW.americanradiohistorv.com

I'he vear ahead couhl be the most
significant one in the history of ra-
dio. A growing number of advertis-
evs, as never befove, will be keeping
a watch on ad expenditures with a
sharpened pencil. .And while they
will be uying (o save wherever pos-
sible, they also will make every elfort
to strengthen their advertsing peie-
(riion.

For these reasons, many advertisers
will e turning to radio. .\ccording
to figures prepared by McCann-
Erickson, overall advertising expen-

19
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ditures in 1957 will have totaled S10.4
billion. Industry  sources estimnate
that this figure will reach a new high
mn 1958,

In spite ol this anticipated record
sprending, 1958 iy certain o sce an
alteration in ad plmning. And most
nportant from radio’s point of view
is the tact thar media suategy will
be re-evaluated with an eve towards
getting the most lor the dollar spent.

Rilio can casily be the benefactor
ot this thinking. .\ recent report in
Business Week. velerring o media
adjustment, states:

Shift to Radio

“The biggest beneliciary of this
attitude by all odds is spot radio. A
lavge San Francisco food manulac-
turer siys it s increising it empha-
sis on radio as part of it nuarket-by-
market inroduction ol new prod-
ucts. Almost evervwhere you turn,
the use of radio — where von ‘get a
gicat deal for your money” —is the
one major shilt that pops up in
media planning for 1958."

A secondary Tactor that will tavor-
ably inlluence radio spending this
vear is the anxicty by advertisers
over the business outlook, Althongh
radio men are the first 1o admit they

wantno part ol “soft-market” money,
the fact remains that as companics
seurch for a way tomaintain the level
ol their advertsing —und ac the
sinne time cut high-cost items—radio
should be in lor additional use, (For
further comment on the business
outlook. see Part 11, p. 22

Media Use

The scparateness with which ad-
vertisers and agencies view radio i
deahy pointed wp in the 1.os rabto
survey. In Tact several surprises in
overall media nse e reported. One
ol these is the fact that among na-
ttonal radio asers, the mediume thit
v nexst in popualariny s magazines,
with 70 per cent ol the companies
teporting use ol this wational vehi-
cle. Next most widelvaned medium
among national radio advertisers i
newspapers, with 60 percent of the
radio wdvertiseis reporting ase ol
this print vehicle, Next medivin was
television, used by 18 percent of the
nationit raclio spenders who replicd
1o the survey,

As noted earlier, more than hall
the compinies who used radio iu the
pist will be inaieasing their expen-
ditures in 1958, In uany cises, the
stepped-up radio use i 58 over

TOTAL RADIO
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1957 is quite substantial.  Conui
nental Baking Co.,, lor example, re-
ports it will increase radio use by 75
percent this year, All of it will go
1o spot, just as in 1957, For the com-
ing year, this fvod manutsctirer will
use radio, v and newspapers.

The Helbros Watch Co. will up
its radio outlays by 20 percent over
lust year. Spot will be nsed chielly,
The company stutes, “Radio is a
strong, yet inexpensive, buy with
which 1o 1each a large segment ot o
given marker.” This  luxury-item
manutacturer will use radio, v and
nigazines this vear.

In the houte hurnishings field, the
makers of Gulistan carpets, A & M,
Karaghewsian  Inc., will up their
radio expenditures by K0 percent
lor 1958, The money will be appor-
tioned o both network and spot. In
ey, the company comments on its
network use: “Monitor, with local
dealer cut-ins, a aeriific local action
mediaun!™ For 1958, Gnlistan will
use radio, newspapers and magazines,

Grey Hikes Use

Among agencics, too, present plans
call lor a significant increase for
radio in 1958, One of the larger
agencies, Grey Advertising Agency
Inc., reports it will use 25 percent
wore radio this year than last. The
agency comments, “Radio is here 1o
stay —and more sa every  year.”
Greyv's expendinres tor 1958 will be
appotioned to spot (60 percent) and
uetwork (10 percent). lu 1957, net-
work and spot shared Grey's radio
expenditures equally.

At Morey, Humm & Warwidk,
Iue,, which handles the radio-heavy
Sinclair Ol account, radio expen-
ditures will be increased by five per-
cent this year over last. All ol this
motiey will go o spot, as in 1957,

The use ol radio by regional ad-
vertisers abo is on the ups\\'ing. A
Boston  agency, Sutherland-Abbott
Inc., states it will increase its radio
expenditures in 1958 by 10 percent.
As in 1957, spot will geu it all. The
agency says, “Spot radio will con-
tinne, this year, to be a primary buy
for wany of our clients.”

The increased use of radio by
agencies for 1958 is apparent. A

U.S. RADIO s january 1938
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great part of this increase will come
[rom expanded ad budgets, while
the higgest segment will come lrom
money it could have gone (o other
media, 1t seemrs axiomatic that the
more competitive radio gets with
other media — and the niore basic it
gets in ad planning — the bigger it
will get.

Guild, Bascom & Bonfigli Inc., San
Francisco, a heavy user of both air
media, has heen putiing more and
mare into radio the past two yeurs,

Radio Ratio

The agency suites, “In 1955,
GB&B's clients speut, at our recom-
mendation, about one dollar lor ra-
dio time to cvery $20 spent tor time
on v in 1956, the ratio changed
sharply 10 one dollar spent in radio
for every §7 in tv; up 10 now, the
trend toward increased use of radio
has continued, with the ratio for the
first 10 months of 1957, one dollar
to every four.

“This strong increase in use of
radio has been due not to change ol
philosophy but ol circumstances. In
most cases, given sufhcient [unds lor
the kind ol television program we
want, our agency will recommend v
as the primary broadcast medium.
But a number ol lactors have occa-
sioned this definite swing toward ra-
dio, among them:

“1. Tv has priced itself out of some
markets — at least for our cli-
ents.

“2. Suitable tv program spot tinves
are unavailable,

“3. A budget will be too thin to buy
the amount of television cover-
age we nced nationally, or even
regionally.

“4. More inteusive and flexible cov-
erage is hecded than v ofters.”

As a result ol these tactors, GBRB
reports that it started to buy spot
radio in late 1953 and early 1956 for
national and regional accounts. The
agency declares, “Results in both
cases were excellent and we've suc-
cesslully repeated this switch several
tumes since. \Ve're governed mainly
by sales results in our selection of
media.”

There is little doubt that as ad-
vertisers and their agencies Uy to
solve the dilemma ol greater sales
yielding a smaller profit because of
high costs, radio will be turned 1o
in growing mumbers. ¢ o o

U: 5. RADIO o January 1938
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Radio: Medium to Watch

There are several exciting developments it radio in 1938 that the
agencey s his elient will be hearing about many e,

Among these are:

o The growth of wansistor radios,

o Retuni ol LOP stars (0 Programing,

o Return ol top stars to commercials.

o Greater measurenteny ol radio’s total impact, especiatly the out-

of-homne audience,

One ol the springboards of radio’s future growth will be the tull
reatization of the medium as a companion. The application ol tran-
sistors to siall, really portable, receivers is the giamt step in that i-
rectoi. It iy estimated that in 1957, more than 37 percent—or 1.3
million—of total radio set sales were tramsistors.

In 1956, transistor portables accounted tor 18 percent—or 702,000
—ol tota] radio set sales. A real boom is expected this vear that will
completely shadow the 1957 record,

Advertising Significance

The significance to advertisers, as well as o the radio induostry, is
apparent. e will nuike radio a wruly inseparable conipanion 1o its
listener.  Many of the wansistor’s most luncuonal applications
haven't been tried yet commercially, atthough this time s Tast
approaching.

For one thing, the Dick Tracy-type vadio wrist watch is virtnally
an existing fact. The Army Signal Corps is experimenting with it
Is only u matter of time—not long at best—when men and women
will “wein™ radio wherever they go.  Theve are automobile wan:
sistor radios that can he used in the car and then taken out ol the
car lor portable use. And at least one enterprising Lulies” halbag
manulacturer has built a vansistor radio imto his product,

The retnn ol top stars to progrannning and the making ol com
mercials is one notable development that started in late 1957 and,
will continue in 1938. As [or programming, this lias created new
advertiser interest in the stature ol radio. And certainly the wse of
top stars in making commeicials has been one ol the reasons vadio
listeners now report thar they actually enjoy the commercials. An-
other reason for this Jauer development is that agencies are now
turning out some of the niost listenuble commetcials in the history
of radio.

Radio Measurement

Another nfajor development that will be watched closely in 19538
will be new radio measurement studies, As a mass, mediam, there is
a pressing neced lor ore adeguate measurement ol dts impact. This
will reach into total audience und audience composition.  There
also will be greater revelation as to dollar expenditures by adver-
tisers on radio. RAD, for one, this April expects to list the top 25
network radio advertisers according to the largest expenditures. 1
this list proves workable, the bueau will expand the nuniber of
firss covered.

In line with measurement of radio in 1938, the ontol-home audi-
ence will come i [or close attention. Nielsen is one ol the major
firms that is working on a car tume-in study, For the adveruser, the
owt-of-home judience has these dimensions: more than 35 willion
auto radios are presently in use, more than 12 ntillion portable sets
and another 10 million radios in public places, This makes a grand
total of nearly 60 willion rvadios atailahble tor out-of-home listening.

wWWW. americanradiohistorv.com
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RAB’s Sweeney sees record $700-milliou-year ahead;
and these problems: the business climate plus the civil

war within radio, which showed np strong 1 1957,

Frauk M. Headley, president of SRA Inc.; sces
spot running abowt 10 percent alead of 1957 with
a very strong second-half rally expected for 1958.

Outlook '58 — Part 11

Industry leaders predict record
increases for 1958. A new high

of $700 million is forecast.

99
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NAB’s president Fellows points to radio’s growth in
technology and service for 1958. Cites transistors as

furthering industry expaunsion by increasing sets in yse.,

Radio fir 1958 will set a new

all-time record in billings.

According 1o estimates by
Radio Advertising Bureau, volumne
will reach about $700 million this
coming year — about eight or nine
percent above the record year of
1957.

Whit mukes these projections even
move siguificant is that every segment
of the radio industry is expected to
share in the increase. Spot and local
will undoubtedly continue on their
three-vear upswing (see chart). And
f[or the first time in several years,
network radio will be able to put
two growth years back-to-back.

As noted in Part I, revenue is ex-
pected o shape up like this: local,
$385 million; spot, $220 miliion, and
network, $95 million. Continuing
the wend set iw recent years, local
will bill inore than spot and network
put together.

Achieving these goals, however,
will be no easy task. Radio can look
ahead to its share ol problems, Loo.

U.S. RADIO e January 1958
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U. S. Radio Estimates for '58

7

$357 MILLION
$385 MILLION

$220 MILLION

1957 X
Local =

1958

1957 ; $200 MILLION
Spot -

1958

7
‘ 1957 $86 MILLION

Network /

1958 $95 MILLION

As Revin B. Sweeney, president ol
RAB, sces it, there are two major
hurdles 1o overcome in 1958.

In the first place, the general cli-
mate ol business will have a material
affect on all advertising volume. Mr.
Sweeney states, “We in the adver-
tising community know that when
business is off, this is the time vou
should advertise. But the merchanu
doesn't know this.”

Mr. Sweeney believes that every
time a responsible business of gov-
ernmental official talks about a “slow
firse-hall” or a “soft year” it limits
adverusing expenditures. He esui-
mates this loss at $25 million for
eaclrgloomy pronouncement—$1,000
for cach of 25,000 advertisers who
are likely to reduce their ad spend-
ing by that amount.

The second obstacle Mr. Sweeney
sees ahead [(or 1958 is exclusively
radia’s. “One ol the real trouble
arcas this year will be the civi] war
among radio broadcasters. There
wis wore of 1t in 1957 than in 1956

U. S8 RADIO e Januwuy 1938

and it should reach a head in the
coming months,” Mr. Sweeney notes.

This battle of attrition, as Mr.
Sweeney views it, is joined on the
local level as well as on the national
scene. Locally, Mr. Sweeney points
to the draining efloris of radio sta-
tions wrying to knock each other oft
as they dig for a bigger chunk of
the money that is being spent in
the entire market for radio. He rea-
sons, “Radio will fulfill its real po-
tential only when these energies are
devoted 1o competing against other
media, and not against your own
business.”

Stations will be doing themselves a
real service if they go out and ury
to win new advertisers for tlie medi-
um, instead of battling among them-
selves [or the existing expenditures.
My Sweeney asserts.

Natonally, rhis applies to net-
works amd representatives. It also
has meaning for group ownership
and indiridval entities, for inde-
pendent music-and-news stations as

wWWW. americanradiohistorv.com

well as newwork stations, jor large-
coverage operations and smaller area
siattons.

It is significant that this -
industry battle came 10 a head in
1957, a wuly great vear for radio
[rom all aspects. No one can deny
that it was the relative prosperity
ol the medium this past year that
spawned a new competitiveness.

Im setting a new revenue high in
1957, radio compiled a handsome
record:

o Gross billings were aliout S643

million.

e This was
above 1956.

+ Factory <ales ol radio sets to-
taled 14,332,611 for the first 49
weeks of 1957.

e This was more thun 2 million
above the 1936 output at that
time.

e At vear's end there were 3,180
commercial am stations on the
air, as well as 337 commercial
fm.

almost 15 percent
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e .\ vear ago there were 2,971 am’s

on the air.

With this growth behind them.
radio men look forward o an even
better vear. Of the three segments ol
the indnsury, network is certain to
show the biggest—and most needed
—improvement. Al four major net
works have undergone considerable
changes as they ool up lor whitt
should he their biggest vear since
1951,

C:BS and NBC are certitin to main-
tain  their  dominance  thromghout
1958, Mntual and ABN have insu-
tuted vast alterations in their pro-
gramming. In ecach case. aspivations
are high, and 14938 should he the
tell-al) vear. MBS clahms it has been
in the black since Tast Seprember. It
reports revenue ol 38 million in 1957
and anticipates a gross of ST mil-
lion for this yem.

ABN has wrned up nidal adver-
tiser support for its wew live music
Tormat. More than 31 million in new
husiness has been signed. T'he net-
work is in third place and its long
range goal is number one.

40 Percent Increasc

NBC reports a 10 percent increase
m business for 1957 over 1956, and
anticipates that 1958 will be It per-
cent better than this past vear.

Having esablished at least two
monthly revenune vecords last veor,
CI3S looks ahead o 19538 with great
anticipation. In the Augusi-Septem-
ber month, the network signed a
record $8.8 mnillion in husiness. Vhis
broke the prcvi(ms matk ol 56.6 mil-
lion, which was set the month belore.

Overall, conmuents Trom idustry
leaders indicate the coming vemr will
be a competitive but very prosperous
one [lor radio. In addition 1w the
remarks by Mir. Sweency, here s
what .spnkesmcu at the national level
are saying about 1958 (excerpts [rom
special interviews with s, rAMOY:

e Frank M. Headley, president of
Station Representatives .\ssn., and
president of H-R Representatives
Inc., sees spot radio lor the first six
months running  below last year's
average, but the second-hall rally is
expected to bring about a 10 percent
increase for spot in 1958 over 1957.

» Robert E. Easunan, president
of the American Broadcasting Net-
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work, predicts that network radio
will net about $80 million in 1958,
This follows a net of 365 million lor
1937. Mr. Easunan siates that “ra-
dio is now experiencing the most
rapid growth ol any medium in the
history ol anass  conmmunications,”
He declares that *1n 1958, American
Radio will give the listening public
the quality musical  programming
they like best, while the advertiser
will achieve the widest possible cir.
culation.”

e Paul Roberts. president of Mu-
tual  Broadeasting  System,  loresees
“the biggest year ahead in radio’s
long history. Tt has to be. More and
more riddio sets are being sold these
davs—more radios than . And il
people are buyving sets they must he
listening o them. It only remains,
therelime, Tor broadeasters to pro-
vide the kinds of listeiting services
these set buyers want—and now de-
minkl,” Simee Mr. Roberts took over
Muwal Tast yvear, the network has
imstitnted two major chinges in net-
work practice. MBS has started a
“stition service” concept of athliate
compensation, wherehy the station
Keeps revennes from specified net-
work programs, Secondly, the net-
work in 1958 will stint using owned
Im starions  for  tlansmission, in
place of dlass C ATRT lines.

e Matthew J. Culligan, vice presi-
dent in charge ol NBC Radio, sees
gross network revenue ol S35 million
tor 1958. He looks Torward 1o a
great year for network in general
and NBC spedifically. Mr. Culligan
notes that NBC signed enough busi-
ness in the laver part ol 1957 10
meet its projected revenue for the
first quarter ol 1938, In the past
vear, the network wins saccessful in
switching a handfol ol programs to
new thne slots in meeting new listen-
ing habits. Mr. Culligan also notes
that NBC added to its station owner-
ship by adding an am-and-lm opera-
tion in Pitshurgh — WAMIDP* and
WFMP,

o Arthur Hull Hayes, president of
CIiS Radio, states that “only in net-
work radio can an advertiser be as-
sured of maximum concentration on
liis commercial messages, and distri-
bution of those messages through a
highly believable medium.” He sin-
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gles ont the Ford Road Shows as
“the year's most significant single ad-
vertising development which directed
attention to network vadio,”

o llarold L. Fellows, president of
the National Association ol Broad-
casters, sees 1458 as a year when ra-
dio’s service will grow. “In part,” he
says, “this shall result Irom iinprove-
ments in our technology.” lle also
points out that since 1418 the num-
ber of 1adio stations in the UL S, has
more than doubled, giving the pub-
lic “greater choice in programs and
permitdng individual station man-
agement o find its special niche I
serving the public.”

The lollowing are more detailed
statements:

Mr. Headley states, “Although
radio spot billings have been slow
during the past lew weeks, 1 expect
a strong rally in the second hall of
1958. “I'he hrst six months will proby-
ably continue to rvun helow  Yast
yaanr's average, hut the strong sput
in the Later hall of the year will
more tlan make up Tor the slow
start. | eonlidently expect spot vadio
i 1958 to be np 10 percent over
1957, "I'he outlook Tor the iture is
excellent.”

Mr. Eastman declares, “Radio is
now experiencing the most rapid
growth ol any medinm in the history
of wmass commnunications.

“Last year I million .\mevicans
bought a new radio. Trausistor sales
have skyrocketed. Nine percent of
the 1956 ol wransistor sales ac-
counted lor 37 percent of sct sales in
1957.  As one broadcasier recently
put itz “The snialler radios get . . .
the bigger radio gets.’

*The line—"and the more mobile
radio gets'—shonld also have been
added. Radio is the only entertain-
ment, information and advertising
medium that can veach people in a
wide variety of places.

“At American Radio we have been
cognizant of these inherent advan-
tages ol the radio medivm. What's
more, we have re«lesigned our entire
program structure to make our shows
more listenahle and more enjoyable,
regardless of where people are or
what people are doing.”

Mr. Culligan looks to 1958 as a
year when NBC Radio will be op-
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eriting i the black on a tontinuing
hasis by the second hal. "This past
year has seen a turn to the black,
100, with the network reporting
monthly periods of profit. Mr. Cul-
ligan initiated changes in program-
ming and has welcomed the return
1o NBC of former newwork radio
bhee-chip advertisers.

Mr. Culligan says, “"Now that the
framework of the NIIC Radio net-
work program schedule has been es.
tablished in its permanent form—
featuring fun and tnusic during the
morning, stories in the afternoon,
Nightline in the evening, AMonitor
on the weekend and News on the
Honr throughout the week—all our
ciforts will be «irected at refining
and improving these elemenis.

“The wp 15 adveriisers have re-
irned to network radio. Dut in ad-
ition to these, scores af new clieifts
are on hand—is never belore.”

Procier & Gamble was one of the
blue-chips who rewnrned 10 NBC
Radin for 52 week participauons,
with t3-week optious. Mr. Culligan
comments on the significance for all
radio:

“The P&G coniract is not a sale—
it is a buy, from one of the most de-
Tiberate advertisers in America. It
marks the return to network radio
on a major basis for the first time in
almost two and a half years, and sig-
nifies the recognition of radio as a
major national  advertising  me-
cium.”

Mr. Hayes comments, “QOur
conrse for 1958 is clearly stated. We
intend io go on steering by the siars.
Such stars, that is, as Arthur God-
frev, Bing Crosby, Jack Beimy, Ed.
ward R. Murrow, Amos 'n’ Andy,
Art Linkletter, Rosemary Clooner,
Galen Drake and the rest. \We con-
tinue into 1938, entirely persuaded
by growing awdiences and satisfied
advertisers, that our programming
concepts are sound. Moreover, we
are meeting the wide public accept-
tance of programs that elicit atien-
tive listening.

“In 1958, we are more sure than
ever before that solid progranming
aud important personalities lend
unique selling power to their spon-
sors. and that they also cary an imn-

{Cont'd on p. 5i)

U. 8 RADIO &  Jannarv 1958

CBS Radio cirief Hayes believes the
barowmeter for 1958, based on last
year’s achievements, is a promising

one. Cites network radio’s power.

NBC Radio’s Culligan predicts net-
work radio will gross $95 million in
1958. His own operation is ex-

pected to nicrease by 40 per cent.

ABN president Eastman believes
net revenue of network radio will
increase $15 million in 1958.

Points to growth of transistor sales.

MBS cliief Roberts sees biggest
year ahead for radio. MBS revenue
of $14 million is projected, com-

pared to about $8 million in 1957.
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Ford's Radio Budget

MILLIONS OF DOLLARS

T 55
1958 Model Year

- T 3.0
1957 Model Year

T here's
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Edward R. Murrow

Rosemary Clooney and Bing Crosby

Arthur Godfrey
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Foud, long a successtul pio-

neer in the automotive in-

clustry, is now investing a
reported $5.5 million to prove thud
pioneering in radio abo pays off iy
increased car sales.

On Sept. 1 the first Ford Roud
Show wus aired over the CIS net-
work, the climax of 14 wonths of
negotiation inmong the network, tle
Ford Division, and its agency, [
Walter Thompson. With this pur-
chase, the company expects to reach
85 percent of the car-buying pul)li(’
eachh month,

The 52.week bny (with a 13-week
option) mks what Ford, Thomp-
son and CBS believe are three major
milestones in the use of radio today:

» A new lormat for network radio
—represented by the sale »f shory,
five-minute programs fo a national
sponsor,

s The clearance of prime carly
morning and late alternoon station-
option ume across 201 stations for a
national sponsor.

e Tl use of talent as salesinen in.
unusual quantity and quality.

According 1o John Bowers, car ad-
vertising manager, Ford Division:
“Ford is always looking lor new, el-
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John Bowers, car ad. mgr., Ford Div.

Dan Seymour, JWT v. p. of radio-tv.

Joe Stone, JWT v, p. copy, Ford acct.

Radio in Ford’'s Future

Ford reaches 85% car buying public;

spends $5.5 million for prime time, top talent.

fective ways to advertise. \We tecided
that we wanted to do something new
and different in radio to catch peo-
ple in their cars driving to and from
work. \We also wanted to reach men
and women at home. We did not
feel that the whole future of radio
is necessarily tied up with disc jockey
and news shows; they are important,
hut radio can do other things.

“We felt that network radio makes
possible programs that cannot be
done locally —gives local stations
talent they can’t put on themselves.

"We believe swve are doing some-
thing new and valuable in radio to-
day. Network programming at peak
times is somnething that hadn’t been
accomplished in the past five years,”
M. Bowers asserts.

“It took us at least five months to
clear all the times we wanted across
the network,” declares Ruth Jones,
Thompson’s broadcast and station
relations supervisor, “because the
prime availabilities we were after
were also the mwost popular times
with local sponsors.

“Network radio is now more com-
petitive with spot,” Miss Jones points
out. ““They're selling in smaller time
segments now, They've gotten away

U 8§ RADIO o January 1938

fromi the old concept before (and
after) w of selling in no less than 15-
minute periods.

“The money spent on the Ford
buy was approximately twice as
much as the anticipated spot ex-
penditure for the same time period,”
according to Miss Jones. (While the
official gross figure lor the network
buy js $5.5 million, there is agree.
menut in reliable quarters that the
net suin comes closer to $3.8 mil-

lion.)
“Ford had been a heavv user of
network radio before television,”

Miss Jones explains, “but even after
the glamor of tv had worn off, every-
one was still buving radio the sane
way they bhought it when tv was new
... spots. We wanted a new way to
use an old medium. and we think
we've found it. The Ford division
is doing no spot new, though of
course we may do special promotions
during the vear as the need arises.”

(s, rRano estimates that in the
1957 model vear the lactory, ex-
clusive of the dealers, spent approxi-
mately S$3 million in spot radio.
While there are no accurate figures
available on dealer expenditures in
local radio, informed sources esti-
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mate that the combined suw spent
by the dealers in the 1937 model year
was §1.5 million. They are expected
to atlot approximately the sime sum
for radio in the 1938 model vear.)

While the Ford Division plans at
this time to be in network radio ex-
clusively this year, local radio is not
being neglected. The Ford Dealers
Advertising Fund invests heavily in
deater markets. The dealer associa-
tion is composcd of 34 groups of 200
dealers each. Every clealer earmarks
so many dollars per car sold for ad-
vertising. Each group elects an ad-
vertising committee which deter-
wines where the mancy should be
spent in their area.

Each dealer group is an independ-
ent cliewt of J. Walter Thompson.
who guides them in their choice and
placement of advertising. and writes
their copy. Thompson treats the
dealers a» separate clients from the
Ford Division.

Although Ford had heen wning
spot radio heavily since the rise of
television, the company never had
abandoned network radio. The last
CBS network buy prior to the Road
Show was in 1954-1955 when Ford
spent over $800,000 for the Edward
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R. Murrow evening newscist (Mon-
diy, Wednesday and Friday) .

Previonsly, Ford had been a steach
wer of evening newtwork radio, dat-
ing back o 1931 when the Ford Snu-
day Evening Honr began it eight-
vear tenure on CBS. T'he company
has alo been a heavy buver on all
netwarks in the past,

It is believed that Ford is tee first
and only ol the antomobile nimalac-
tarers to pour over 39, of its adver-
tising  budget inte the broadeast
edia.

According to John Karol, CIiS vice
president in charge of network sales,
“1 hegan soliciting Ford and Thomp-
son for CBS a year ago last June.

"The agendy,” My, Karol explains,
“then did a six-volume stwdv on
radio in general, and decided that
network radio would be their best
buy.

“Ford was particulamly interested
in using top wlent as personal sales-
men,” Mr, Karol points ont. “We
provided it.”

Below iy o run-down of the Ford
buy:

Bing Crosby-Rosemary Clooney
(alternating) —five minutes he-
tween 7-7:30 aan, Monday-Fri-
day

Morld News Ronndnfp) — 8-8:05
., Monday-Friday

Arthi Godlrey—5:05-5:30 pan.,
Monday-Friday

Edward R, Murrow—7:45-8 p.m.,
Monday-Friday

Crashy-Clooney, six  hve-minute
shows spaced  throughout the
weekend,

Mr. Karol believes that the Ford
buy has been 1esponsible lor in-
creased interest in network radio,
and he says that “the motor people
are now more active.”

A Thompson spokesman  says,
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however, that none ol Ford’s com-
petitors “come close to our extensive
use of network radio.”

According 1o R, LK. Buchanan,
Thompson  vice president in the
adio-tv group, Ford is not only
wsing a greater quantity of newwork
radio than its competitors, but the
copiny is also improving the qual-
ity of commercial capy for auo-
mobhiles.

“We bought personalities who, we
feel, are wmong the wop persoal
silesinen in radie. \We wanted stns
who could integrate conunercials in-
to the show itself to take full ad-
vamtage of their popularity lor Ford.
We winted to entertatn and o sell
in a very short time, while people
were in their cars.”

Robert Ebeling, [W'IT proachiction
control supervisor on Ford radio,
savs, "We are tailoring our connner-
dals to the personality. In the case
ol Croshy and Clooney, we adapt our
copy to the type of patter vsed by
Bing Crosby and Ken Carpenter for
vears, conversation alveady familiar
for its entertaimnent value o our
histeners.”

To insme the Cinpenter-Clooney-
Croshy chavacter of these commer-
cials, Thompson hived Crosby's long-
titne writer, Carroll Carroll to chedk

John Karol, CBS Radio sales v. p.
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the swtyle ol cvery picce ol copy
broadeast.  About half the Croshy-
Clooney commmercials are jingles.

By contrast, on the World News
Roundup and the Edward R, Mur-
row newscast, George Bryan delivers
commerciialy that are almost docu
mentary in style. Since Mr, Murrow
does not do commercials  himself,
Thompsor is building up Mr, Bryvan
s a Ford persenality in his own
right

Arthir Godirey ad libs his com-
mercial, “The ageney gives him g
fact sheet for every show, ad lets
him know what they wish to be em-
phasized, and Mr. Godirey takes it
Irom there.

Successful though they wmay be, the
20 shows with their 36 comnercials
reprosent a complex areative prob-
lem lor Joe Stone, Thompson vice
president and o copy group head on
the Ford account,

“FThe Crasby-Clooney conmnmercials
are recorded from the coast, so we
have to have a production stalt out
there, Godlreys are taped here in
New York, unless lie goes out ol town
in which case we have to follow him
across the country. “The Murrow and
ITMorld News shows are done live in
New York,

“On the  fiveminute  Croshy,
Clooney and  IWorld News o
grams,” Mr. Stone explains, “we are
allowed «a single minute comnter-
cial; on the Manrrow 15-minute show,
we do two oneand-a-hallawinute
commercials, and on the Gaodfrey
show he does two 2aminute connuer-
cials, usually. This is quite a vaned
schedule, especially since we do not
repeat more than 50 percent ot the
material,

“\When we were getting started in
September, we had 13 writers on the
job. Now it's down to Charles Gard-
ner, copy supervisor, and four sea-
soned people, one to a show.

U.S. RADIO e January 1958



www.americanradiohistory.com

“We've already gone throngh sev-
eral phases,” Mr. Stone explains,
“From Sept. I to Oct. 15 we were
plugging the ‘57 model. Oct. 13 o
Nov. 1 was an institutional Dbuffer
period. Nov. 1 to Nov. 7 was pre-
announcement ol the ‘58 models.
From Nov. 7 10 Dec. | we introduced
the '58 models. From Dec. | 1o Dec.
30 we wrote strong introductions o
special new featuves. After Jan. |1
we were in our normal vear.

“Buc up unul Jan. | our connmer-
cials had to be 90 percent new. That
was a job.

“From now on in, we expect 0
1epeat about half the time,” M.
Stone says. “We write about three
months ahead, and the client sees
the copy approximately six weeks
belore it's 1o be broadcast. This is
when we don’t get rush requests for
changes.

“I would like 1o sayv right now that
I don’tgo along with the peopte who
believe that radio commercials
should be done on the spur ol the
minute lor the sake ot iummediacy.
You cannot do excellent radio with-
out weeks of planning. Expediency
ictates quality, in my opinion.
When vou are in a hurry,” Mr, Stone
pointsout, “you accept a compromise
because you don’t have time to fight
for what you know ought w he
done.”

In order 1o keep track of which
commercials are o be aired when,
My, Stone has devised a chart that
insures no repeats on the same sell-
ing poing on the same show across
the week, nor on different shows
down through a single day. “It’s
like a crossword puszle,” he says.

Ford’s main selling points for 58,
around which copy is built are:

e Value

o Proved and approved around

the world

U. S. RADIO o January 19538

Nothing newer in the world

¢ New interceplor V-8

e Brand new siyling

o Ford-Aire suspension

» Only car 10 cut price in ‘58

s Lowest price ol the low-priced
three

e Cruise-O-Maitic Drive

Mr. Stone likes the Ford newwork
buy because “in neutywork radio you
can determine the material that sur-
rounch vour commercial, not to men-
tion the the comumercial s
aired.”

Lime

Mr. Stone teels that the Road
Show reaches the adult audience
that buy Fords. He also emphasizes
that the buy pernnts the agency o
control the material coming belore
and after the commercial—material
chosen 1o contrast with the sales
message to make it stand out.

Singe the Ford buv iy onlv i its
hith month, no plars have been
made for Ford's tuture i newwork
radio.  According o Ford's M.
Bowers, however, “\Ve are very
pleased so far, and the dcaler re-
sponse has been {uvarable.” o o o

Ford Commercial Wins Radio Award

Fotd wins award for producing oné of eight best radio commercials of 1957. Richard
Cruise, {left) national account executive, Radio Advertising Bureau, presents plaque to
John Bowers, car advertising manager, Ford Division. Watching is Edward Rogers, Ford
Division advertising coordinator. This is the third RAB-sponsored award won by Ford.
The selection was made by a panel of 150 advertiser, agency and radio executives.
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Hotlt Ralsion’'s Radio

Sales up 33 percent over previous year

as agency leads Ralston back to radio.

W. P. Hays, advertising and pro- Ernest J. Hodges, vice president,
motion manager of the Ralston Div, Guild, Bascom & Bonfigli Inc., 5. F.

30

WwWWW . americanradiohistorv.com

With us Songs of the Hot

Ralston  Road, Ralston

cereal is chugging s way
back into a medium which it alinost
abandoned 1 the early 19507,

With an estimated vadio idget
of $100,000—a 2097 increase over
last year—Ralston has found  that
“racha is indispensable lor giving
s guick  action andl Nexibilily
in the ad market,” according o W,
I’ Hays, adveniising and promotien
manager of the Ralsiau Purina Co.'s
Ralston Division,

Ralston  has  had  phenomnenal
sales suceess since signing on about
three years ago with Guild, Basconi
& Bonfigli-—a San Frandsco agency
duae has speaialized in food merchan-
distng, and  has  substantially  he
creased Jhe radio billings of its
clients,
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Road

At the agency level, radio use has
been on the upswing. At GBRB,
as nowed by Rod MacDonald, vice
president and director of the media
deparument, “We are relying heavily
on 1adio today for most of our
clients. This year’s radio billings
are 110 percent greater than last
year's—and represent a 100 percent
increase iir share of the agency’s
hillings.

“No silatemeni could be more
eloquent than these percentages in
demonstrating  the confidence we
have in the job radio can do woday.”

Ratlsion cereal sales—hot and cold
brands—have increased 33 percent
over the 12-month period ending
October 1957, During that period,
the average increase for the whole
cereal industry was five percent.

The current Hot Ralston cam-
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RALSTON'S RADIO BUDGET

$400,000 ——

UP 20%
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RALSTON'S CEREAL SALES

UP 33%

‘56 TO OCT. ‘57

OCT.

paign, which began September 15
and will end next monthy, involves
135 CIiS stations on a network basis.
Spot radio is being used for the
cold cereals: Rice Chex, Wheat
Chex—and for Ry-Krisp.

Ralston is using radio in tluee
ways:

l—Planned network purchases—
22 programs rotating duving each
month.

2—Spot radio—going into individ-
ual markets for four to six weeks.

3—Special coverage of areas of the
country not adequately covered by
other media.

These approaches have provided
awhat has proven to be a reliable
working formula for Ralston. *Radio
1s ideal for our cereal.” comments

LErnest ]. Hodges. The vice president
and Ralston Purina account super-
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reveals

visor at GBRB that “used
ou i test basis, 1adio proved to us
that it reaches the consumer with
the greatest [requency and flexibil-
iy,

“We spend as niuch time, atten-
tion and nearly as much money on
our radio as our v commercials. We
hike tonger spots, and on radio you
can repeat them and still be novel
and enjoyable.

“Sales are again increasing,” savs
Mr. Hodges. “But we won't know
the results of the network campaign
until February.”

“When we started o advertise our
cercals on radio Dhack about 1933,
Ralston’s Hays peints out, “we di-
rected our messages to the Kids.

“But today, it's the mothers we
aim at—and radio, better than any
other medium—gets to the mothers.”

3
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With this in mind, the compan
and it ageney have established a
copy platdorm aimed at mother. To
the tune ol The Rock Island Line.
the Rulston lolk singer asks:

You want your kids real
strong?

You want your kids real
strong?

Well,then, let's take a
little ride on the good old
Hot Ralston Road.

Oh, the Hot Ralston Road,
it's a mighty good road.
Oh, the Hot Ralston Road
for the kids to ride.

Oh, the Hot Ralston Road,
it's a whole-wheat treat.
It's nutrition, all nutri-
tion, get your package at
your grocer for the Hot
Ralston Road.

Radio History

Ritlston has had quite an extensive
history in radio use. The Tom Mix
(Ralston Straight-Shooters) program,
aimed at hevo-worshiping children,
started in 1933 and reniiined on the
air nntil two veurs atter the cowboy
star’s death.

“Then we switched to the Space
Patrol,” My, Hays recalls. “ia modern
version ol the children’s adventure
show, We were in network radio
continuowly (rom 1932-1950. Then
we were out for a while.

“We recently made a big network
purchase because of the resurgence
of daytime listening by housewives.
We are sure that we veach 1714
mithion women through our various
network soap operas.”

Reaching a vast nutional audience
with its radio exposure, Ralston his

32

adopted an anthology of songs with
a folksy Havor. The Ralston folk
songs, all wiitten to familiar Amei-
can Jolk wmelodies, stress 1o the
niother the nnu itional values of the
carcal. They give her a picture of
her child as not only heulthy and
strang, but pleised with the Navor
ol the breaklast Tood. An exumple
iv this song to the we of This
Train:
This train is loaded with
power, this train.
This train got Ralston
power, this train.
This train is loaded with
power,
The whole-wheat cereal the
kids devour.
This train is loaded with
power, this train.
Ralston is energy packin'—
Steamin' hot and So lip
smackin'—
Ralston is energy packin'—
Ralston!

At the agency level where these
songs were created, radio s a work-
hovse mediom, Nccording 1o GBR&IDY's

Hodges, “Radio is a wonderfully
broud vehicle for reminder wse, Tt
i« ideal lor an itewn of frequent puo-
chase: it is ideal, then, for cereals.”

But radio s by no mecans con-
sidered merely a medinm {or re-
minder wse at GBRB. According to
Peg s, GB&B's media director,
“We are wing radio not just to
snpplement  other media, but {or
basic ninket coverage.

Audiences, Impact

“Sizable awdiences, an increasing
degice ol selectivity and the hupact
ol repeuting a powerfal message are
a lew of the characteristics of rudio
which compel consideration.”

And that's why Ralston is seeing
to it that its sizeable audiences can
humme

Get some Instant Ralston,
mother,

Get that whole-wheat health
today.

Serve them Instant Ralston,
mother.

Get some Ralston right
away! o o e

Peg Harris, media director of the
Guild, Bascom & Bonfigli agency.

wWwWw . americanradiohistorv.com

Rod MacDonald, director of media
department at the GB&B agency,
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Radio Should Learn
How Valuable It Really iIs

Grey’s media vice president counsels

radio to bolster itselt for the future.

So everyvthing is fiue with

radio. Or is it?

When an industry finds itsel(
healthy, that is the tine to take a
good, bard look aroumd, amd see
what can be improved. Becawse that
is the time the industry can aftord
to invest in itsell — when it is pros-
perous, has the money and tme to
examine carefully what it is doing
right, wha it is doing wrong — to
forestall that inevitable day when
things get a little bleaker.

But then, of course, radio men
know this well. They remember the
bleak, blauck days ol 1948 and 1949
and 1930, when television was hurst.
ing across the nation on its white
charger, and radio was retiring in its
path.  And radio, ill-prepared for
that sudden i of events. could
only answer by cutting rates, reduc-
ing the price ol a commadity that
should have been higher priced at
its peak, beciquse, even af the lower-
than-current audience levels, it was
still a good buy,

There ure those who have been
alert and have been studying their
business. You muay or miy not sec-
ond exuctly iwlrat they are doing.
Maybe you hive some Dhetter ideas.
Jut—it so, why aren’t you doing
them?

Examples ot alert fellows in the
radio broadcisting iraternity are;

. The Henry I. Christal stations,
who have heen employing \l-
fred Polits” wirzavdry, yardstick-
ing radio in the vicinity ol
their stations,

2. Restless Kevin Sweeney and his
wide-awake RAB f[ellows—who
never stop avanting to know,

4. The stations that have used
Pulse intermedia studies.

We say they are “ulert” because
they are endeavoring to learn some-
thing that will help make radio’s
luture more secure. More power 1o
ithem!

Hooper, Nielsen and Pulse (bless
theiv slide-ruled hearts) all endeavor,
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at least, to give ts some mneisure-
ment ol radio’s size, so we can have
sonte basis lor analysis, projection
and inderstunding.  Unhappily, as
all these measure-men witl be quick
o agree, we are quite a bit removed
iront u perfect radio neasirement
todan.

NCS s planning a new tv cover-
age study in 1959, s radio going 10
be included? No, it is not. Why?
BBecause Nielsen is in business for a
profit {(as he should be) and too few
would buy the radio reports.

Let’s ask a lew questions about
radio.

1. When was the last time you
measured — or talked about
measuring — the “recall” (apd
related factors) from a specific
racio connumercial — as opposed
to the last time you did that
for 1v?

Where are the Videotowns and
the Holfstra studies for radio?

3. Where are the qualitative ra-
dio program analyses, once so
popular?

1. Where are the radio-vs-other-
media studies ol yesteryear?

5. When was the last great riew
programming idea tried out?
Or is radio destined 1o be a
world of nsic and news now
and forever?

Where are all these studies?

There are a variety ol reasons why
we see none, no more, nohow.

I. Because radio — possibly as
much to the surprise ol its
leaders as to anyone else — has
emerged [rom its  “darkest
hour” mikedeep in green-
backs. So the theory would go.
whoe needs it?

2. During its “dark hour,” in the
struggle just to survive, ridio
quite naturally trimmed all
cosis as far as they coutld be cut.

3. In fact, in 1ts darkest hour, ra
dio became alvaid of research.
When rvadio saw five ratings
when once there were 25, radio
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Or. E. L. Deckinger, vice
president, Grey Advertising.

became  adraid  that  buyers
would be so numbed by the
enormity ol the decline that
they would fail 1o reatize that
it was still a great buy at the
lower levels —it lad simply
been incredibly undervalued at
its peak.

So where are we today in radio
research?

I. We've made absolutely no

progress in the past eight years.

2, Yet. the mediinm prospers —
without much in the wayv of
new research tacts about radio.

Should racio fear? Has radio now
weathered the worst storm that could
possibly be conjured up for it by the
most nefarious of schemers?

Let’s try some “perhapses.”

Perhaps 1. Perhaps portable and
smallset v will mushroom,
and will ubiquitize the pres-
ently ubiquitous radio set.

Perhaps 2. Perhaps v will find a
wiy o simulcast much of s
telecasting during radio’s best
hours —so they can capture,
perhaps without notable extia
cost to the advertiser, the big-
ger part of what is today’s ra-
dio audience at any oue time.

Perhaps 3. Perhaps people will
simply tive of music and news
as a format. Will radio have
an alternative?

Pevhaps 4. Perhaps costs in other
media will be reduced 16 ~uch
an axtent that radio will lose
its greatest competitive advan-
tage — low cost.

Will radio be ready?

Actually, this is not a prophesy ol
doom. The writer really doesn’t
think any of these things actually
will happen. Bur the point is, some-
thirig might!

Our plea is this: I radio should
one day snccumb to some force
stronger than it, never le it be said
“what fools these radio people were.
They could have toreseen that, they
could have overcome it!” e o o

33


www.americanradiohistory.com

e re

34

One of a sevies in an analysis

Of network programming and sales

ABN

Pins Future
On Live Sound

Intensive sales campaign aimed at agencies,

Robert E. Eastman, president of ABN.

advertisers and stations is based on new network concept.

The tuture of Ainericn
Broadcasting  Network s
forged in a new moukl of
live munic, live personalities and live
product sclling. lts departure from
what has become accepted network
farc is in many ways a pionecring
cflort. And like anything new, ABN
is fighting the battle of acceptance.

This inidal struggle is heing
bridged by favorable response from
agencies and stations.  In the few
months since the start of its new
programming, there has been adver-
tising support. ABN has signed
more than $1 million in husiness.

This revenue, however, is but onc
step towards the anmnortization of
an estimated $10-million investment
in new programming. At present
about 15 percent of this fare is spon-
sored,

According to Tom Harrison, vice
president in charge of sales, “the
breakthrough by advertisers is ex-
pected to occur by the start of the
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sccond quarter. Agencies and their
clients like our presenttion and like
what we're doing. Many deals arc
pending md are close to being
signed. The main  problein  con-
[ronting us is thirt what we're doing
is new—nd as a result some clients
are a little hesitant and have adopt-
ed a waitand-sce attitude. But we
arc convinced that this will be over-
come in a very short time.”

Behind ABN’s new sound is a pro-
gramming concept that is stated
simply:  “to cater to the popular
tastes in mecting the demands of to-
day’s radio.”

Steve Labunski, vice president in
charge of programming, explains,
“What listcuers want mnost today, by
two to one, is music. And American
will give them munsic —with fresh
personalities,

“As a network,” Mr. Labunski
continues, “we are trying to do some-
thing that will have rcal values for
the station, not just prestige alone.”
Among these real values are music
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Jim Backus in the afternoon with Grove, Hagkell, Sharbutt.

that will be listened to and the type
of programmiing that a station cau’t
do.

Inivally, ABN has scheduled 27
hours of new programming a week.
Most of this is the new live music
live personality shows. Breakfast
Club, hosted by Don McNeill, also
is being incorporated in the new for-
mat. The remainder of the revised
schedule are five-minute news shows
before the hour, plus the 10-minute
evening show by John Daly as well
as other C()llllllell[ill'_v.

ABN's new sound for the broad-
casting day is actually divided into
three two-hour segments. The morn-
ing segment kicks off with the peren-
nial favorite, Breakfast Club (9 0
10 am), and is followed by the
Herb Oscar Anderson Show (10-
10:55 a.m.), which features singers
Carol Bennett and Don Rondo, a
20-piece orchestra and the Satisfiers.
The aliernoon portion begins with
Tl_ze Jim Reeves Show (1-2 p.m))
originating from WSM Nashville. It
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Merv Griffin in the evening from 7:15.8:55.

Herb Oscar Anderson Show in the morning.

leatures popular recording artist
Jim Reeves, the Anita Kerr Singers,
Owen Bradley's 16-piece orchestra
and guest stars. Following this is
The Jim Backus Show (2-2:55 p.m.),
starring Betty Ann Grove, Jack las-
kell, the Honey Dreamers, Del Shar-
butt and bancdleader Elliot Lawrence
and the orchestra.

Evening Programming

T'he evening segment includes
The sMerv Grifin Show (7:15-8:55
p.m.y, starring Darla Hood, the
Spellbinders, the musical team of
Lyn Duddy and Jerry Bresler, Betty
Holt and Julann Wright

Interspersed throughout the day
are news shows. This activity reaches
its climax with a 10-minute program
(6:30-6:40 p.m.} by John Daly, who
is vice president in charge of news
for the radio network’s parent com-
pany, American Broadcasting-Para-
mount Theatres, Inc. Mr. Daly's
nightly show is sponsored by Chev-
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rolet. His program has added sig-
nificance in that it marks Mr. Daly’s
return to regular radio activity after
many a year.

News is the second most-precious
contmoclity at ABN. The network
runs approximately 118 such shows
a weck—about 90 on weekdays and
another 238 ou Saturday and Sundav.

Since the start of the new shows,
two have been dropped—the Bill
Kemp and the Johnny Pearson
shows. Mr. Pearson reportedly is be-
ing switchied o a week-day record
stint. ABN has teutative plans to
return him to Saturday mornings.

The one area of the program week
that American has left relatively un-
touched is the weekend.

Netwoik executives {rankly admit
that serious thouglt is being given
to the overhauling of the “old”
week-eud schedule. At present such
discussions are limited to the confer-
ence room due to the fact that pres-
ent energies and tunds are being
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divected at the week-day line-up.

The nman vesponsible for these
sweeping  climges at ABN s ts
|)re,~.i(]enl, Robert E, Easumm, who
ok over the reigns last May. Since
then ne major business enterprise
conld have changed more. “T'o begin
with. ADC Radio becanie ABN and
was set up lor dhe first thoe as a
completely autonomons sulwidiary of
\B-IP T,

The maost significant changes, ol
coutse. that Mr. Eastman brought
about were in progranming and the
creation of a new executive e,
I'his complete alteration is costing a
great deal of money, but Mi. East-
man reveals thae this wis iken in-
to comideration lroan the very start.

He netes that one of the questions
he isked hinwsell belore any changes
were nuade was this: “"Would the in-
vestment ol millions ol dollas to te-
huild a radio network be worth-
while and hold the promise of some
futare reasonable veturn?”

Alter dwelling on this mater and
others, Mr, Easonan decles. "Out
of my thoughts came a concept of
network broadaasting which we be-
lieve represents all of the good ele-
ments of shownanship in radio and
holds promise to @ new era ol crea-
tive salesmanship.”

Afer the new programming wis
set 10 order and had it Banne hing in
Octoher, an inteinsive sales campaign
wits linnched to carry the ABN story
to advertisers andd agencies, In a
tour-week period, from October 13
te: Novewber 15, a total of five pres-
entations were given each day. Ray
Eichmann, director of sales develop-
ment and research and the motor-
man for this sales crusade, estimates
that more than 100 diflerent agen-
cies had heard and seen the ABN
story during this time,

The American presentation  has
three main parts and its structure is
really a clue to the faith these execu-
tives have in what they're selling. In
the fArst place, the sales story em.
pliasizes the need lor advertising that
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has hmpact and is continuons.  Sec-
omdly, ABN (ries to sell radio itsell
as a stromg sales medinm. And final-
Iv the qualities of \nerican are re-
vealed.

This concentrated sales elfort has
shown some resnlts. ABN has signed
abour 16 new advertisers. Many of
the companies ave blue chips. The
spomsors - are Lever  Bros,, Toni,
Philco. Americn Cyanamid, Olson
Rug. Thadsen  Vitmin  Products,
Knox Gelatin, Firrin, Veins, Nescale,
lough, 20ty Centwry-Fox, C. 1L
Musselman Co., Daodge Div., Florida
Realty Bureau and Gilletie Labs,

Initially, most of the network’s
prospects will come from advertisers
who are aleeady using the medinm.
It s estimated that ABN has on s
roster about 10 percent ol the 300
companies who are presently using
network radio.

But the future and potential of
the Americn operation lies_in the
arcation of new advertisers for ABN
and newwork aadio in general,

What makes the new ABN diller-
eut from past networking practices
can be seen in the programs thiat
vere sarapped, The first thing that
was done was the dropping of the
soap operas, long the staple item of
network fare. Mi. Eastman and his
executive  teamar contend  that the
soaps are gradually losing their audi-
ence. But these aren’t the only
shows that were laid 1o 1est. W\ total
of seven programs were veplaced:
My Trne Story, When a Girl Mar-
ries, HWhispering Stveets, Maon Aboni
Music, Mystery Time, Lowis Sobol
Show and the Amervicon Monsic Hall.

Two of these shows, in particular,
point up what ABN iy doing. Maen
dbani Mnsic was a record show,
therefore  lacking the live music
touch. And American Muosie Hall
Liad ive music bue it lacked the live
entartainer-salesman approach,

There is at least one other lacet
ol the ABN operation that wmarks
its departure from what has becn
done helore. The network's “new

www . americanradiohistorv.com

1l | {

One of the pertinent feawres of
ABN iy the recruiting ol its execu-
tive team, ‘I'hree out of four of
its top echelon come Irom the strong
hackbone of radio—the station side.

Robert E. Eastman, president, was
tormerly executive vice president of
a radio station representative, John
Blair & Co. Tlaving joined this com-
piny i 1913, NMr. Eastman was lor
many years one of the leading execn-
tives in the spot lield. He was born
April 20, 1913, in Baule Creek,
Mich,, the son ol the advertising
wanager ol the Kellogy Co. Aler
graduation from Ohio Waeleyan in
1937, Mr. Fasunau spent his carly
vadio days with network-owned sta-
tions in New York and with NBC
Spot Sales.

Thomas C. Harrison, vice pre.si-
dent i charge of sales, had been
head ol the St, Louis office of John
Blair since Javuary 1955, Belore

H LU 1] i I

took™ is actnatly an owgronth of
the suceesstul things local stations
are doiug. In the past, it was always
the stations that took the cue lrom
the networks,

Progravmiing  vice president La
bunski states: “Let’s fact it, the
real tadio success stories of the past
five years have been the local sta-
ton operations.”

ABN du reality is adopting some
ol the qualities that stations have
championed. Chiel mnong these are
the personality shows. The idea be.
hind this approach is the belief that
listeners today tunc to their lavorite
stations as opposed o dial-switching
to find their lavorite progrims. “Ra.
dio is now a companion, not a living.
toont medium,” Mr. Labmski de-
clares.

As a comsequence, ABN admitted-
Iy has wried to present programs ol a
similar character.  An identifiable
and distinet sound is what the net-
work is trying to achieve. Affiliates
are urged to shape their program-

U. 8. RADIO o January 1958

ABN Leadershig



www.americanradiohistory.com

-

g

rom the Grassroots

that, Mr. Harrison from April 1952
was national siales manager ol WS
Nashville. A native of Des.\re, Mo,
the ABN sales vice president grirdu-
atedd lrom the U, ol Florida in 1942,
One of his first jobs in racio was in
February 1951 withk Brown Ruclio
Prodnctions, Nashville, where he was
sales manager ol tauscribed shows.

Stephen B. Labunski, vice pre.s‘i')
derre it charge ol  progranming,.
came to New York lrom WDGY
Minneapolis, where he was vice
president and generial manager. He
had been with the station simce Jan-
uary 1956. Belore juining \WDGY,
Mr. Labunski was an account execu-
tve ot WHHE Kansas City lrom July
1951, He also served as an account
executive with KCMO Kunsas City
and as  conunercial  manager  of
KUDL Kansas City.

Edward J. DeGray, vice president
. charge of stations, is the only

ming and sound o hannonire with
ihe network’s. To mmplement this,
ABN has acquired the services ol
the top musical production team of
Austen  Croom-johmsou  and  Eric
Siday. Their primary job is to cre-
ate o “distinctive musical i(lenlily"
tor the newtwork and its owned sta-
tions. They not only assist in the
presentation of live music progrime-
ming, but alko aid in audience pro-
motion and network idemtihcation.

The services ol these musical con-
siltants arve also available 0 ABN
affiliates.

An example ol the way ABN sia-
tions are bleuding their program-
mung with that of the network’s can
e seen at KING Seattle. The sta
tion huilt a one-hour and fiveaminute
news show around the new John
Daly evening program, 1t is called
KING's Full Report and runs Trom
6-7:05 p.m. Featured ave local news,
the sports page, fishing highlights,
weather, Mr. Daly and other net-
work news shows.
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Thomas C. Harrison

member ol the top echelon whose
experience  was primarily  gained
[ront networks, M. DeGray was
named national divector of station
iclations lor the vnetwork in October
1935 and was elected a vice presi-
dent in Februavy 1957, Belore that
most of his business experience was
with CBS, from 1937 to 1955.

As aogroup, ABN athhiates lLave
turned up substantial support for
the network’s new look. The num-
her ol athliates are down slightiy,
lrom 330 a year ago to about 305
today, At the same time. \ABN has
added from 25 10 30 new stations.
And not one athlinte has dropped
ont since the start ol the new pro-
gramming i October. There is vir-
teally complete coverage in the top
100 markets, with the possible ex-
ception ol Salt Luke City.

The problem ol station cleaiance
is still a knotty one, but is expected
to be solved with the signing ol ad-
ditional :ulvertiserw.

The nltimale goal ol ABN s Jinst
place—as  opposed 1o ity preseut
third-place spot.  In ity drive to
achieve thar mark, the network iy
carrying a vistly increased overhead,
estimated at more than 50 percent
over what it wis helore the program-
ming changes took plice. In lacy, its
weekly costs are estimated to be run-
ning about double that of the first-

wWWW. americanradiohistorv.com

Stephen B. Labunski
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At least two other “new” menn-
bers ol the AN teant are from the
station side.  Ray Eichimann, direc-
tor ol sales development and  re-
search, tormerly held a similar post
with John Blair. And Irv Lichten-
stein, director ol promotion and ex-
Hoitation, was tormerly vice presi-
dent of WWDC-AM-FN Washington.

Ilace network,

But in addition to advertiser sup-
port, the network has been encour-
aged by what litde evidence it has
available on andience reaction, In
many mackets, ABN is ahead ol its
prevoius position. In others, it has
at least held its own. Overall, there
has beeii a substantial upgrading in
the network’s statos.,

One ol the criticisny’s leveled at
Bob E.stinan in bringing about this
change is that his prograns have 1
certain - “samenew,”  Significantly
enough, the ABN president wel.
cames this barb. For what he is try-
ing to achieve is a gertain vecognis-
able sound lor all his programs and
hiy network,

I'he challenge ol re-doing an en-
terprise bl tris scope v as consid-
erable as the eflort and money in-
volved, \s Mro Fastman sees i,
“The job ol liquidating our very
substantial invesunent is not an easy
one, but it 1s a very excitng one
since we have so much to offer.” o« o o
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focus on radio

A Quick Glance At
People, Places And Events

Around Radio-Land

dial 1260 Vs /

-
i WXYZ DETROIT PERSONALITY, Paul Winter, visits agency ‘f‘
executives dressed in keeping with his show “Sunday Best." HMe =
presented them with carnations, and played a special presenta-
tion disc of his program. Pictured left to right Paul Winter,
Theda Meltzer, agency receptionist, W. B. Doner, president of
W. B. Doner Agency, and Doug Campbell, sales representative.

KYA SAN FRANCISCO'S new remote car is
tested by station's disc jockey, Hawthorne.
Car is short-wave controlled and equipped
for direct voice contact with the bay station.

QUEEN DIANE GUYNAN grects subjects
lining Potomac for WTOP Washington Water
Thril Show, promoted by station's Bill Wig-
gins. Prety girls, acrobats and speed boats
attracted 75,000 persons thig past summer.
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MODELS DONATE KISSES to public in celebration ol
KEX Portland, Ore.'s first Independence Anpiversary.
Station's "Solid Seven" disc jockeys adopted qirls a
year after Westinghouse Broadcasting Co.'s station
changed to music and news. Kisses are candy,

LADY WINS $400 for identifying 16 sponsors after listening tc
commercials with brand name blanked out. Howard 5. Kester.
vice president and genmeral manager of WLOF Winter Park, Fla.,
presents check to Mrs. Peggy Zeak, winner of station’s "Free
Living Expenses" contest. On left is Mrs. Zeak's daughter.

BRISTOL-MYERS BUYS NBC, making firm largest drug ad-
vertiser on network. Discussing deal are {left to right] Mat-
thew J. Culligan, vice president in charge of radio network:
Donald S. Frost, director of Bristol-Myers' advertising; Lee
Bristol Jr., firm's public relations director, and William K.
MeDaniel,  vice president of NBC radio network sales.
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LOW CONTESTANT WINS $100 check from KLZ Danvers
weatherman, Warren Chandler. Mrs. Gretchen Jones guessed
the lowest Thanksgiving Day temperature. More than 2,500
persons participated in the contest. Watching are local mer-
chants who sponsored event. Left to right, Murray Kirschman,
M. B. Savage, Richard Kailey, E. B. Speer and June Thompson.

WITAT

WIP

YN

FAST ONE PULLED by WIP Philadelphia at the Radio and Tele-
vision Executives Society annual Christmas luncheon in New
York. Station hired Santa Claus to parade up and down in front
of entrance carrying sign which read, "Beware of Imitations —
buy WIP radio, Philadelphis.” Enjoying stunt are Edward Petry,
president of Edward Petry Co., national sales representative
for WIP; Mr. Claus, and Benedict Gimbel Jr., WIP's president.
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Radio Regarded
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As 'Friend’

ToO Lisieners

From Maryland to Colorado

station activity reflects

mounting dependence on radio.

Why do people lisien to the

radio®> For music, lor com-

mercials, fo1 l_n'ogr:lms? For
all these reasons, and also for news
and special events, as both WB.AL
Baltimore and the stations ol the
Colorado network have proved.

A WBAL Baltimore survey finds
that its listeners stav tuned to radio
because it [ulfills the role of the ideal
friend—:a friend who cntertains,
sympathizes and informs.

Across the country, George Cory.
presicent of the Colorado network,
is highlighting radio’s role as public
tnformant by utilization of eight new
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mobile wmits to bring more uews
faster to the ears of his listeners.

In Maryland last month, WBAL
lisc jockey Jim West, who spins
platters beiween one and two every
afternoon. decided to sponsor a con-
test to find out “why radio is your
constant companion.”

Since housewives constitute the
lion’s share of his auclience, Mr. West
volunteered, as first prize, to traile
places for a day with the lucky win-
ner. He plans to act as her chief
cook. bottle washer and baby sitter,
while she turns disc jockey.

The response to the two-week con-
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test was overwhelming, according to
radio program mianager, Bob McKin-
<ey. Much to the staff’s surprisc many
of the letters were writien by men,
from dan 80-vear-old invalid to a
Penpsylvimia bank vice president.
But all the letters, whether [rom
housewives or their hushands, show
what seem to be a swrprising and
genuine reliance on radio, not only
[or entertainment and information,
but also lor friendship.

As pne Baliimore man states,
“Radio is my constant companion
because it is so verv personil to me.
When a radio announcer talks he
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{Q HOMETOWN U.S.A.

seems 1o 1alk 1o me, when he plays
a vecord it seems he is plaving it just
lor me.

“I know that a tv spectacular is
produced to reach a million people.
Radio is much more personal; it is
being produced for the people who
happen to be listening 1o any one
set at that time. Radio is for me.”

The medium’s ubiquitous nature
camnce in for its share of kados, too,

A caveer gal not only tunes in at
hotire and on her way to work, but
ialso listens “in the office where our
cmplovees find radio productive and
a positive stimulant in waking the
huw-dvrom from the usual chores.”

One voung and harried housewile
takes an original view of radio’
merits: T Radio is my constant com-
panion because it doesn’t have 1o be
amswered, diapered, fed, ov directed.
It sings 10 me, talks to me, and keeps
me entertained and enlightened. Iu
short, it is on from 7:30 a.n. uiil
the last spit and polish is given the
kitchew, wsually av 1 pan.”

¥/ N

Jim West, WBAL Baltimore disc
jockey, turns housewife for a day.

One howsewile says the more ra-
dios the better. ... “1 live in a large
house, so the first thing I do when
I get up is turn on the radio in the
bedroom. When I go downstairs to
fix breakfast 1 switch on the radio
in the kitchen.

“When I do the chores I listen to
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the radio in the living room, then
biack to the kitchen set for lunch and
dinner preparation; last but not
least, when I go 10 bed at night, 1
get the softest, sweetest music to
quict my nerves it the end of the
day.”

Radio provides comfort for many
invalids wo, according to the WBAL
poll. One an, in bed for 32 vears
with arthritis, writes, “l have no
other way of keeping in wouch with
the ouwide world.”

The vounger men like radio, too,
A voung bank vice president writes:
“1 listen because I live alone. Most
of the guvs my age are married, and
at dav’s end come home to an ever-
loving wife with whom they can
discuss all the vexing problems and
little happinesses they've both ¢n-
countered during the day. Fyen those
wives who greet their homecoming
hushands with a storm of invectives
and complaints . . . are still com
panions, in a sense!

“The vadio is my companion, 1
have even gotten 1o feel kindly to-
ward most radio commercials because
they have matured to a great exient
along with radio, and have lost their
previous nerve-jangling quality.”

A lady who knows a bargain when
she sees it ., . and who won second
prize in the WEBAL contest as a ve-
sult . . . listens 10 radio because
“I don’t need time, tickets nor fare
to find fascinating entertaininent. It’s
alwavs there. Radio invites me for
free ... 1 just turn a knob and there
it he.”

Perhaps radio’s impact on the lives
of its feminine listeners wis hest
described by the winning  leuer
whose author was moved 10 poetry:
“When the pots start steaming over,
And the baby’s got a pain,

And the vacuwn cleaner’s broken—
The radio keeps me sane!
When the children get to fighting,
Or I scorch my newest gown,
Or I burn the roast for dinner,
The radio calms me down.
So through 1life’s little roubles,
When [ get to feeling lovw,
Who needs a psychiatrist?
I have my radio!
To help keep radio first in the
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hearts ol his lsteners, the Colorado
network’'s George Cory has recently
purchased mobile units to service
stations KVOD Denver, KUBC Mont-
rose-Delia, KRAT Craig, and KSLV
Monte Vista.

The cight units allow the news-
caster 1o canvas distances up 1o 15 or
20 airline wiles on line of sight
broadcasts in rural aveas, and up to
three miles line of sight i metro-
politan areas.

They ave especially useful, M,
Cory says, in Colorado where the
continental divide ollers an unusyal
obstacle 10 radio coverage,

The basic make-up of each unit
includes a 100 waee fm transmitter
aud a repeater receiver to pitk up
messages brom Flandie "Talkies 1o feed
directly into the main maobile trans.
mitter for relay o the studios. Each
ttat has one five wate Hlandie Talkice
that operates on two  transmitting
frequencies and one receiving  fre-
quency.

The tlandie Talkies, primarily
used for city street coverage, will be
suppleniented in Denver by one
Porte-Vox transmitter and receiver,
The transmiter is a sunll pocket-
contaited nnit which does not show
when inserted on the inside pocket
of a suit coat. "The microphone at-
taches to a tic and is about as big
arouwd as a silver dollar.

Each mobile unit will be powered
by a Portorator, which has heen de-
veloped by the Portorator Co. of
Denver, using the KVOD nwbile
unlits as test units.

The cquipment was built to the
network’s specifications by Motorola
Inc.

While the present units are the
first purchased by the Colorado net-
work from a regutar manufacturer,
Mr. Cory'’s stations have heen active
in mobile broadeasis for the past
eight years. The previous units were
built by the network’s own engineer-
ing department, and will now bhe
discarded.

\Whether 1neasured by the contest
results of WBAL or the live news
coverage of Mr. Cory’s Colorado net-
work, radio’s vital place on the home-
town scene is apparent. ¢ o o
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commercial
clinic

Mogul Commercial Technique

Combines Local Delivery, Recording

Much has been said ni the broad-
cast industry in vecent years about
the relauve merits of canned versus
live commercials,

One New York agency, which
spends 259 of its wtal budget on
radio, helieves it has developed a
technique that success[nll} combines
the advantages of both.

Myron A, Mahler, vice president
and creative director for air media,
Emil Mogul Co., says that his agency
has worked out a commercial for its
client, Ronzoni, tliat integrates the
warmth and individuality of a live
delivery with the efiiciency antl stand-
ardization of the recorded message.
This commercial is now being aired
on stations in the New England and
Atlantic states regionss.

[ts theme {ollows [rom Ronsoni's
newest slogan . . . veramente italiani
(truly Halian) . . . and features an
[tdian lesson Deing taught by a
recorded voice to a live announcer.
Mr, Maller feels that the recorded
section makes use for commercial
purposes of a technique ualready
familiar to the public in another
context, language-learning through
records.

“We don't believe in using gim-
micks for their own sake,™ Mr,
Mahler states, “because the sell must
always come fust. Any gimmick
should pertain to the commercial
message itsell. We like this one De-
cause it uses a familiar techniyue in
a new way. The listener doesn’t have
to concentrate on the approach; he
can concentrate on the sales mes-
sage.”

Mr, Mahler prefers the announcer
portion live instead of recorded, be-
cause it “takes advantage of the per-
sonzlity ol the local announcer or
disc jockey. The local man can in-
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ject Iits own interpretation into the
commerciil. It allows him unusual
freedom and flexibility within the
framework of the sales points.

“As far as we know we are the
only ones to adopt this method of
integrating the live and the canned
commercial,” Mr. Mahler asserts.
“We believe i is a new commercial
technique with many possibilities,
because it allows the copy to he
adapted to the problems of the in-
dividual market by changing (he
live half of the message. On the
other hand. it preserves the aura of
authenticity  aud  standardizaton
swrrounding the recorded commer-
cial,

“We helieve in the importance of
researching conditions in local mar-
kets and making the best use of local
personalities to sell audiences under
the conunercial conditions prevailing
in their area.” Mr. Mahler declares.
“You can keep abreast of local mar-
keting situations with the recorded
commercial by doing a new version
every couple of weeks or so. How-
cver, it iv more economical for the

F'

Myron A. Mahler, vice president of
Emil Mogul Co., New York agency.
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client aud we feel more eflective in
the long run, to emphasize live mes-
sages by a persomality the local lis-
teners know and like.”

Mr. Mahler poiuts our that pro-
motional tie-ins are more effective
when the local performer is running
contests, making personal appear-
ances in his own district, etc.

Several versions of the Ronroni
commercial are now being aired.
T'he lesson at the beginning remaius
standard, but the live commercial at
the end varies, lencling [urther
flexibility within the same theme,
My, Mahler believes.

Heie is an excerpt of one of the
versions now making the rouuds:

ANNCR: And now I'm going to
take my Italian lesson!

RECORD: Sound...whrrr of
phonograph record.
Voice...Repeat these words
after me. Veramente...
truly!

ANNCR: Veramente...truly!

RECORD: Veramente italiani
...truly Italian!

ANNCR: Veramente italiani
«e.truly Italian!

RECORD: Perche veramente
italiani...Ronzoni Sono
Buoni !

ANNCR: Because it's truly
Italian-style...Ronzoni
is so good!

The Mogul agency plans 1o en-
large on the lesson theme by releas-
ing late this month a follow-up com-
mercial in which the announcer will
be teaching the audience the iden-
tical Ltalian lesson. The listeners will
be represented by vecorded voices
respouding to live instruction by the
announcer. The agency has several
other variations on tap for future
USE. o o o
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station log

Bartell's Growth to Six Stations

Attributed to Family Radio Concept

I'he Bartell Group ol six sLions
looks back on a vear of substantial
gains, mcluding  the additon  of
WHLD Bovon i WYDE Birming-
ham, more cevtain than ever ol the
value al s toily radia concept
Belore the acquisiion of these
two stations, the Bavtell Gronp ve-
ported a 225 percent gain inaevenue

for ity lowr stations in 1957 over 1956,

“Adverdsers e nay and
varied, each with his o ker tocus
aied - promotigiit] viewpoint” savs
Gevald .\, Bartell, president al The
Batell Group. “Bue all agree that
a wider audience means greater re-
sponse, ind the development ol uew
nmarvkets.

“Lhe tamily coneept,” he notes,
“eschews  audience  Tragimentation;
relies wupon enmiching mudience com-
position o ehide all wmembers ol
the [Lwmily, whererer they e
Fvevvane aflects sales: itherelore all
should he contained in the radio
audience. 'he advertiser, then, i
reacliing his buyers, his  potential
buvers. anel his product endovsers at
one and the same time.™

My, DBartell points our  thint
“with approximately 15 million wen-
age Americans, 25 million in their
twenties, 36 million in theinr thirties.
%5 million m their Jorties, and 37
million over forty, the purposelful
targeting of the mass comnnmica-
tion medinm npon one population
segiment appears wisteful 0 s,

“T'he most illusive element
the Bavtell Group pattern of pro-
gramuing is catled family participa-
tion. Whatever the feature—sug-
gestions for ¢ivic improvement, news
tips, bright remarks of youngsters,
or a dozen others with wlich our
SLILIONS GITY on 24 coutinuous com-
munication with their audiences—a
companionable velationship results.”

The Bartell Group now in-
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1Tudes KCBQ Sm Dicgo. KRUN
Phoemin. WAKE  Ahnt, WORY
Midwankee, WILD and WYDE,

RADIO ACTIVITY

o WIBC Inglizmapolbis went on o
2hom hroadaast schedule when it
launehed an all-night music show
last month, The 1 am 1o 3 aan,
show nses the Guates Ao Trans”
record  pliner capable ol playving
200 sides, preselected, AL idenu-
hications are on ilises,

o All salarical emplovees o) K11
San Antonio veeeived their shave of
the station’s 1937 probis kst month,
and the amounts were Lyger than
ana v the stdon’s history, Some
olhice workers with high seniority
received s amch as sin weeks exti
pay lor the vem, and deparunent
lieadls uveraged tom weeks pay.

WWW.americanradiohistorv.com

e When WINE Botlalo, N. Y.,
began a news promotion ollering $10
in cash tor the best news tip ol the
week, it didn’t anticipate the anag-
ing resulis. Recently a §15,000 hre
was mi the air belore the firemen
had awmived, according w the -
ton. .\ jet plane crash at Niagara
Fabls was reported two minues aleer
the actual arash. When a local hank
was 10obbed, WINE said it bulletined
the escape route and aided police in
capturing the hold-pp men within
an honr

e REFADB Omaha lras avnownced
ihat sinee it became o Iall-time NBC
petwork allilisie,  local  spot an-
nonneements are running 84 percent
ahiead of the some period in 1936,
ratings me up 23 percent in all key
Hme periods.”” o o o

. i e
Talb on newsgaihering is given by Paul Rust [center), news director of WQAM Miami, Fla.,

at a luncheon with lecal Family Finance Co. managers following the signing of & new
2b-week contract for @ Monday-through-Seturday strip of the 7:55 a.m. news broadcasi.
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radio
registers

| HOME FURNISHINGS |
STORE

The Sleep Shop placed a one-week trial spot order
over KFML, Denver, at a cost of $37.50. The store
reported that through customers who announced they
had heard commercials on KFML, $1,200 was definitely
traced to spots. They scheduled a sSpot campaign
again the following week. According to present
plans, it will run indefinitely. 4

; AUTOMOBILE L

Eight Olympia, Washington, automobile dealers, still
carrying $77,000 worth of new 1957 cars — with

1958 models due at the time in less than a month —
combined to stage a cooperative sale of stock.

They pooled advertising, using newspapers and

radio. Stocks completely cleared in six days,
Dealers credited radio (100 announcements in one
week on KGY) with doing major part of selling job.
For future joint used car premotion, appropriation
for KGY nearly doubled.

CREDIT
JEWELRY CHAIN

3
I
|
]

Rudolph's Credit Jewelry chain, for a special
promotion of sewing machines, tested WJTN, James-
town, N.Y., against top local newspaper. Rudolph's
purchased the best page in the paper and for an
equal amount of money purchased a WITN saturation
schedule. At day's end, $5,000 worth of sewing
machines had been sold, with store crediting 60%

of sales to radio and 40% to newspaper ad.

| USED CAR LOT .

B e

Eller Motors of Spokane, Wash., which runs periodic
Saturation campaigns around pay-day periods (first,
last and middle of month), decided on holiday
weekend saturation over KGA. Campaign consisted of
10 spots per day Friday, Saturday and Sunday
preceding Monday holiday. Spots were aimed at out-
of-town and Canadian audiences, with "tell them KGA
sent you" pitch., Client reported sale of whopping
37 cars as direct result.
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Primary Coverage
BOTH Sides of
the Rockies

You get primary coverage BOTH
sides of the Rockies, reaching 92 per-
cent of Colorado’s population, with
the four stations of the Colorado Net-
work. Combination rate, one order,

one billing.

NO OTHER STATION OR GROUP OFFERS
SUCH MASSIVE PENETRATION AT SUCH
A LOW COST!

~-COLORADO NETWORK

KVOD, Denves, 5000 watts, 630 k.c. ABN
KUBC, Montrosc-Delta, 5000 watts, 580 k.c.
KSLV, Monte Vista, 250 watts, 1240 k.c.

| KRAI, Craig, 1000 watfs, 550 k.c.

NATIONAL REP. BOLLING CO., INC.
NATIONAL SALES OFFICE
MIDLAND SAVINGS BLDC., DENVER 2, COLORADO
Phone: TAbor 5-2291 TwX: DN 483

You're headed in
the right direction with

Plough, Inc., Stations!
1
Radio Baltimore

WCAQD

Radio Boston

WCOP

Radio Chicago

WJJD

Radio Memphis

Represenfed natienally by

RADIO-TV REPRESENTATIVES, INC.
« MEW YORR ¢« CHICACO . BOSTON » SEATTLE
¢ ATLANTA « (03 AMCELES . SAM FRANCISCO
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KFAL RADIO report from RAB

FULTON, MISSOURI

Prime radio service to
four principal cities
of Central Missouri.

e FULTON
e MEXICO
e COLUMBIA

® JEFFERSON CITY

With a total of 16,000 House-
holds in the SIX Conuty local
avea diytime coverage of KFAL,

Highest daily Day-Radio aver.
age cirenlation in Centeal Mis.

souri's 23

NCS 22,

conuly  area  per

Execellent avails i mos<t time

periods,

Contael—

INDIE SALES, INC.
or

KFAL RADIC Tel: 140C
Fulton, Missouri

900 Kiocycles 1000 Watts

You're headed in
the right direction with
Plough, Inc., Stations!

L]
Radio Baltimore

WCAD

Radio Boston

WCOP

Radio Chicago

WJJD

Radio Memphis

Represented nationally by
RADIO-TV REPRESENTATIVES, INC.
s NIW YORK o CHICAGO o BOSTON , SEATTLE
» ATLANTA « LOS ANGELES o« 3AN FRANCISCO
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Radio’s a Good Buy

In All Time Periods,
RAB Research Shows

Ihe [celing at RAR these davs s that
the problem of the prime-time  trafhe
jam may be on the verge of solution.
In the past. most advertisers have
scrambled for the 7.9 am, and 37 pan,
perinds—a wramble that has too fre.
quently diiven disappointed advertisers
o other medin. But wday. priwarily
through the vint mnounts of yesearch
in which broadeasters have invested. ad-
vertisers e learuing that there is no
scgment of the moadaast day which can
be considered poor inn 1on of voluine
of audicnce delivered. RAB paints out.
Advertisers are learning, oo, through
practical results of von-prime-time pur-
thases, of the chauging listening habiws
of consumers.  And oday, virually all
broadaasters can define. almost hour by
hour, the compasition of their audiences,
Broadaasters have au their fingertips
information which stretches the wdver-
tisers’ pudhiasing power through etimi-
nation of meaniugless circulation, and
which aids them in reaching the mowt
likehh prospects for their product or
service, the radio organization states,

Pulse Studies

A\n example of this type of research
is the series of Radio Listening 1labits
studies conducted for RAB over the past
several vears by The Pulse Inc. Ex.
amined in great detail in ewopolitan
markets were the listening habits of the
following consumer groups:

Young homemakers (age 2335 with
two or more children under 13), working
housewives, single working women, teen.
age girls, persons 3063, voung men (25-
33), mule hieads of houscholds in the top
15 percent income bracket, professional
men, businessmen, cnginccu and work-
ing men.

Typical of the survey discoveries
which shew that prime-time is not nec
essarily best for reaching certain audi-
ence segments is the fact that more
women, by a comsiderable margin, listen
between 10 aa. and noon an the aver-
age day than listen at any time between
799 a.m. And., ihe survey points out,
women are the nation’s most important
consumers, Among working housewives,
for example, neamly 36 percent are
tuned in during the evening hours.

WWW americanradiohistorv.com

Iuteresting :ilso is the revelation that
58 percent of all businessmen who are
1egular patrons of scheduled  aitlines
listen in the evening afier work., and
nearly one-fourth are nighuime listeners.,

Among engincers, more than 7 owt of
10 1tune in between work and beduime,
and almowt one-third are bedtime livten
ers. During the aftetnoon, 37.5 percent
ol professional men listen 1egularly, and
nearly oune-third are nighttime listeners.

Young Men Listen

Young men, potential antomens {o
dothing, sports cquipment, hobly
essoties and sone of the big-ticket items
like automobiles, are heavy alicinoon
md evening lisieners, In the afienieon
356 perent «an be reached: in the
cvening more than 25 percent.

Nearly 495 perceut ol all single work-
ing women listen during the week, aves
aging almest five dmys’ exposure o ra-
tio. During any average cvening, 315
percent are at howme to the radio mes
sage.

Another study—conducted by the \,
C. Niclwu Go. in 1957—reveals that
non-primc.time audiences can be meas.
ured i the millions ac any hour of the
day. The figures on the home audience
alone an any single day are: 910 am,,
7.7 million; 10-tt aun., 7.9 million; 11
noon. 7.2 million: 25 pm., 7.3 10 3.3
willion,

RAB i cerain that recent aeseardh
developments have proved thar larpe
numbers of people are tuned in au every
hour of the day—aud that the ¢ra of
heing able to reach a custonier by radio
only during four hours of the day is a
thing of the past.

Alart advertisers have been capitalis.
ing on this information, and many others
are beginning to follow this paitern of
timebuving., RAB feels that in the near
future media departments will no longer
weigh the relative merits of a 3:45 p.am.
spot on a ceriain station against the
drawing power of an 8:30 a.n. slot,

The sclection of time, RAB believes,
will be the responsibility of the radio
broadcaster in the same semse that selec
tion of the position of a newspaper ad
is usually left to the paper. o o o
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report from

representatives

Future Adam Young Report
The Katz Estimator
NBC Spot P.M. Study

What's the big change in radio in the
last five years? According 10 Adani
Young lne's updated Dynamic Change
in Radio report, due soon, in November
1952 no independent station was the
leader in its market. Taday, the report
will state. an independent leads in 22
of the top 25 markets—and in all mar-
kets an independent is either frst, sec-
ond or third.

“The many successful ‘music and news’
radio stations,” claims Young’s Frank G.
Boelim. “have become leaders as a re-
sult of top management. They have
recoguized the change in radio listening
patterns . . . and have realized that radio
1s a constant source of cntertainment
and information ¢ more people than
any other medium.”

With what he calls “the new local
nature of radio,” according to M.
Boehm, has come the de-emphasis of
station coverage. The new Young re-
port will show, he says, the importance
of a station concentrating s coverage
0n its OWN COMmuUNity.

The report will auempt to show that
locally oriented stations alone have rate
cards which bencfit saturation techniques
of the advertiser with a small budget.

Nighttime Study

The recent NBC Radio Spot Sales
research  project on nighttime radio
proves, according to George S. Dietrich,
director, that the quality of nighttime
auclierices ix cqual to that of morning
audiences.

Mr. Dietrich claims that the results of
a special Pulse survey show that “the
‘inferiority’ ol the quality of the night-
time radio audience is wow nothing
more than an exploded myth.”

The survey involved a total of 1,620
interviews in New York, Chicago and
San Francisco. l.isteners were compared
as 1o socio-cconomic level. automobile
ownership, tv awnership, age. education,
and size of families.

The resulrs show a “remarkable con-
sistency™ beuwween the guality of morn-
ing (6-9 a.m.) and nighttime (7-10 pan.)
awdiences from wnarket to market.

As a result of the survey, Mr. Dietrich
commenis.  “sponsors who previously
held off buying evening radio time can
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now plan their campaigns witli the cer-
tainty that the nighuime audience con-
sists of people of the same economic
level, education and family status as
daytime hsteners.”

Spot Radio Estimator

The Kawz Agency’s new Spot Radio
Budget Estimator, “a tool for estimating
costs of spot radio advertising campaigns
in up to 150 markets,” provides time-
buyers with a tool enabling them 1o
estimate rapidly budgets for any group
or cumulative grouping of stations, ac-
cording to the representative firm.

The estimator ranks markets, accord-
ing to Katz, in order of the largest day-
time weekly circulation available in
cach market, based on NCS #2. These
rates tend to reflect, 1 most cases, the
highest cost station, the firm states.

The development of the estimator
was undertaken by the Katz research-
promotion department under the super-
vision of Dan Denenholz.

SRA Standard Form

The board of directors of SRA has
adopted the new standard form designed
to conhrm broadcast orders and 1o serve
as the contract between station and
agency (December u. s. RADIO).

The form eliminates the necessity for
an advertising agency to issue a separate
formal contract. The action of 1he
board was approved by the membership
of the association at its annual meeting
last month.

The Committee on Broadcast Media
of the AANA has also approved the
idea of the new form, and SR\ hupes
that all station representatives, SRA
members or not, will adopt it

The association also re-clected Frank
M. Headley. presicdent of H-R Repre-
sentatives. as  presidlent:  H. Preston
Peters. president of Peters, Griffin,
Woodward Inc.. vice president; Eugene
Katz, president of The Katz Agency,
weasurer; and elected Richard O'Con-
nell, president ol Richardd O'Connell
Inc., secretary.

Elected 1o the board of directors were:
Joseph J. Weed, president of Weed &
Co.: Lewis H. Avery, president of
Avery-Knadel Inc, and Robert Meeker,
president of the Meeker Co. o o
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OPPORTUNITY
FOR A

SALES
REPRESENTATIVE

U. S. RADIO now has need for a
national sales representative. If
this man has a proven sales record,
lives or could live in New York,
is willing to travel. and welcomes
the challenge of building a sales
organization, he should write U. S.
RADIO with [ull information

ahout himself and hiz experience.

WRITE:

Business Manager
U. S. RADIO

50 West 57th St.
New York 19, N, Y.
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4~ BROADCASTING
NETWORK

COMES TO SPRINGFIELD

Fun RADIO for people of

all ages, not just teenagers!

WTXL

SPRINGFIELD, MASS.

Music and News
24 Hours A Day

Represented By:

The Walker Co.
New York  Boston  Chicago

48

GOING WEST ?

Have a good time-buy!

If you plon to odvertise
throughout the big wide West...
send your soles message to
KOA-RADIO, the only stotion
you need to reoch ond sell

the entire rich Western Morket!

With the welcome 50,000

wott voice of KOA-RADIO, your
sales messoge is sold lo

4 million people in 302 caunties
of 12 stotes!

Represented =

by: ’?'

Henry 1. »
Christol

Co., Inc.

e 7

One of America’s greal 1odio stations

50,000 Watts 850 K¢

report from
agencies

Mathes Expects to Double

Radio Billings in 1958

J. M. Mathes Inc, New Yok, expeets
to bill two to three tmes more 1adio i
1958 than in 1957, according o Read
Wight, vice president in dhinge  of
radio-ts.

"l looks as though the Tuszz i oll the
peach in business. Most people are
anticipating some kind of decline in
1958, The Last thing in my opinion that
will lose out in advertising will be adio,
More and more companies will move to
radio because ol ity lower cost and
greater frequenay.”

A great many clicnts have been wsing
1adio av a supplemental medium, My,
Wight states. They have cmphasized
spot over network beciuse thev could
pick and  choose individual  markets
whare their sales needed vadio for a
shot in the arm.

Richard  Jackson, asodiate  direceon,
riadio-tn, belicves thiae spot vadio has
been succeslul in aecent vears bhrdanse
it has fit both the pocketbook and ad-
vertising ueeds of the thousands  of
dients with local smd egional distribu-
tion, and provided a sapplemenal out-
let for national clients.

“Now anctwork programming s be-
coming more flexible, and you ¢an by
more ¢ities at less cost,” Mr. fackson
Savs.

“1 would like to be using meore net-
work radio. Uhe big challenge to the
networks is whether they can regencrate
by using the techniques that local radio
has employed o suceessfully,”

Mr, Jackson  believes  that  radio’s
futmie lies in ity development as an
“intimate, companionable mudium. Ra-
dio is a friend that people can take
with  them wherever  they go. Men,
women and children can do many othey
things while listening to the radio. The
big business being done in small. tran.
sistor radios shows that people ave liter
ally carrying radio around with them.”

M. Jackson feels that radio should
continue to cxpand its own “personal-

| ity,” 1o do the things it can do well,
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“What radio cm do bewer s wlk w
the listener as one Iriend w anather, 1
would like o swe many pogiams like
Jak Birdh's on the air. We call them
omlort shows. I these dmes of un-
aniness and  tension, people want to
be reawured and soothed, [his iy the
Kind of progranming wadio can do
best,” according o My Jackson,

BBDO Elects Brower

One ol rdio’s biggest customers has
anew chiel, Charles 11, Brower hias been
clected to succecd Bernard (L Dully as
pesident ad dhainman of e execu-
tive  committee of  Bawen, Bawon,
Durstine & (Wborn. ‘T'he agency spent
S million in radio i *19537.

AMr. Briower has been acting president
since his election as general managa: in
1957, Mr. Dully will serve as vice hair-

President Charles H. Brower,

man of the board and vice chairnman of
the exccutive commitiee,

With the agency since 1928, Mr,
Brower worked his way vup from copy-
writer, to copy supervisor, to head
creative man hefore he was eleced a
vice president in IHO and cexecutive
vice president in 1916, o o o
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report from
nefworks

Mutual Fm Stations
NBC, ABN Sales
CBS Masland Purchase

Muwial’s reasons [or entering into [mn
station ownership are threclold: o up-
erade the sound of its am signals, 0
provide a means [or the ietwork to
acquire additionat aililiates iind o fm-
proie afhiliate service.

By using [in outlets as setvice sta-
tions, Mutual affhiliates ot 1n metro-
politan centers—and forced to use lesser
quatity Class C lines will e provided
with high quality service.

Via Lin stations located in key “pocket
areas,” MRS will use imluiplex sideband
transmission from its own or alliliated
fii stations. Many independent stations,
now prohibited Irom receiving network
service (lue to their locations, will be
able to athliate with MIS.

Mutual intends to obtain the FCC
maximum of seven [m licenses. The
network has filed application for an fm
license 1n San Francisco and six others
are in the process of negotiation, either
for purehase of existing facilities or {ot,
application for new license granis.

“It's a ¢omplete turnabout for fm,”
savs MBS president, Paul Roberts, a
medum which has long acted “the sad
sister role to am.'

In a year-end statement; Mr. Roherts
says that “no longer do radio men
quail at the thought of bucking v,
Radio men are doing things radio does
hest—on the scene news breaks, over-
seas circuitry, specialized programming
(particularly for the nation's 10-million
autos equipped with radios), anything
and everything clectronic,

“Radio men uow realize thiat a micio-
phone is nmch simpler and easier 1o
ote into well nigh inaccessible plices
than a camera—and much, much less
wostly)”

New NBC Orders

During December, NBC reports, 18
advertisers placed uew orders on NRC
Radino.  Among the larger purchases

U. S. RADIO s Jannmary 1938

were! Pabst Beer, for 52 weeks, S750,-
000 RCN Applitnces Division, $235.
a0; RCA Records, $14,000; Q- 1ips,
SH LOOO,

Alo  Purelator  Products,  $68,000;
United Insurance Companies ol \meri-
ca. S68.000; N, M. Karaghewsian Rug,,

$33,000; and Slenderella, $26,000.

Among the renewals were Brown aud
Williamson, which took onequarter
spowsorship of News on the Hour 1ol
S1.050,000),

Masland on CBS

C. 11. Masland & Sons, Carliste, I'a,,
manuflacuwer of rugs and carpets, has
contracted with CBS for a unique four-
week saturation campaigir climaxing in
a two-hour netwoxk special on Sunday,
May 1.

Called “history’s biggest use of net-
work 1acdto by a home furnishings con-
cern,” the purchase includes 81 ol the
netwotk’'s  five-minuwte  “impact”  seg
ments and the big-budget, big-name
production,

Julin Karol. CBS vice president in
charge of network sales, told the Muas.
land people that they had “timed (the)
buy of network radio jost right.” NMu
Karol added that “the vohmne of our
network’s  fiveaninute  “hupact”  sey-
is . .. 57 perceut ahead of the previous
vear. Al indications point to continu-
auce of the upward vend.”

\lso at CBS, Charles Phrzer & Col's
Candettes thwoat lorenges. marking s
debut on network radio. has purdhased
eight weekly 7i4-minute units of day-
time drama and four weekly “Impact”
segments for 12 weeks. The new busi-
ness, worth $300,000 to CBS, was pur-
chased thitough Dowd. Redfield & John-
stone.

Philcs Returns to ABN

Philco Gorp. of Philadelphia returns
to network radio with its five segments
weekly of the #Breakfast Club. The
sponsorship witl be part of a compre-
hiensive sales promotional progrant cov-
ering its full line of consumer products.
rhe company had sponsored the Don
McNeill show for nine years until
March 1955. ¢ o o
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TO MEET HEAD ON
A NEED THAT EXISTS
IN THE RADIO FIELD

TODAY ...
v
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* I/.S. RADIO

for the buyers and sellers of
radio advertising

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

ISSUED MONTHLY

® ONE YEAR $3.00
® TWO YEARS $5.00

WRITE CIRCULATION DEPARTMENT
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Wita's gat Topeka's anly mohile
anit? . . ., WREN aof conese.
% ho's got all-new facilitiea? , ., . .
WREN, Whe's gt the 10p pees
sonalitiee® . . ., WIEN, Ana
docs it pay off for the adveriisers?
Nielsen  says VES, WREN's cost.
pee-thon<and homes in Topeha®s
Ll.wconnty warket is only 18e. Let
yonr Leoarge 1%, DNollingheey man
show you how WHEN measnees up
on quality of andirbee, sizte of
andlence, and cost of avdience!

5000 WATTS
= TOPEKA, KANSAS

T lﬂﬂﬁ' E3 |

ON $p DOWN
HavEny THING Yoy
| LOOKED UP!
R S |

|
o
1

SPECIALIZED NEGRD

-

PROGRAMMING |

With 100% MNegre pregramming i:---
tarnel, KPRE Js  eMectively dl'rrf.rnl

the buylag hobire of its wasi, feithiul
evdience. Your soles meisoge wasies
naither lime mer manay Ia ing
the hoart of it “praferrad™ markes,
Buying fims an KPRS iy like buging tha
snly radse simtiem in & community of
13T, 400 ackve praipect.

1,000 W. 1590 KC.

- KPRS

KAMNSAS- CITY, MIE.‘-CI-IJIJI

For evailabiittes toll Hembalds 3-3100

Regritonted Mafionglly By |
ehmw E. PFrarven Campan

report from
Canada

Elliott-Haynes Defines
Rating Technique:
Telephone Coincidental

(l.ast month this column reported on
the inail balloting method of the Buveau
of Broadcast Measurement. Below, the
secemd in a series on Canadian rating
wilems,)

LlliotlTavnes Lid., whids established
the first yegular measurement of Cuna-.
dian nadio audiences in 1910, uses the
coincidental telephone methad exclu-
sively in 6 markets across Canada.

According to Mytes Leckie, vice presi
deny, Elliott-Tlavnes prefers this merhod
I the lollowing reasons:

o Coindidental telephoning is  ac-
curate — it ameisures the radio audience
as it is asscibled, listening to the pro-
gram, ht is direct, speaking to the re-
spondents, and is able 1o weed out the
bias of children or pranksters. It is con-
sersative and gives credit to a station
or program only when it is beipg lis
tened o, not when it is "usually” lis
tenedd to.

o lclephoning is fast. Elliott-1Taynes
surveys are usually published within one
week alter the field work has heen come-
pleted. Fhis gives the radio station or
achvertiser a chance to rectify a poor pro-
gram situation without waiting for sev.
c1al weeks, or even months to receive
the information.

o Coincidental calling is economical.
Elliott-1 Liwnes surveys provide monthly,
bi-mouthly or quarterly surveys for 113
Canadian  radio  stations, cost  most
subscribers less than annual or semi-
annual studies by mail balloting.

In  the tclephone technique, A
Leckie savs, mmnbers are taken from the
phone book in the order they appear,
at raudom. The sample does not depend
on respondents’ choice in answering.

Elliow-Tlaynes vepresentatives use a
sample of 400 1o 500 calls in highly
competitive markets like Montreal, To-
ronto and Vancouver. In other markets,
where theie are just two or three com-
peling stations, a telephone sample of
300 to 400 calls is enough for accuracy,
Mr. Leckie asseris.

Elliow-ITaynes interviewers operate
during two weeks in each month. Dur.
ing one week data is gathered continu-

wWww.americanradiohistorv.com

Myles Leckie, vice president of
Elliott-Haynes Lid., in Canada.

owmly on all radio broadcasts from 9 a.m
1o 6 pam. for the daytime reports. Dur-
ing another week, data is gathered con
tinuvously on all programs from 6 pan. 10
10 pan. (until 10:30 p.m. where nation
al network programs are schednled) for
the evening report.

In basic  centers both  comnercial
and sustaining radio broadcast periods
are covered throughout the six weck.
days and during the seven evenings of
the survey weeks.

In alternating centers only selected
broadeast  perinds are surveyed unless
spedial arrangements are made to hase
additional time periods covered.

In order to assure adequacy of sam-
ple, the number of calls per hour is
varied in consideration of the sets-in-use
at the time, length of program and nun-
ber of competing stations. [Elliott.
Hyues, Mr. Leckie says, continually con.
ducts tests to determine that the num-
ber of calls made on programs in a
given city is reliable, accurate and gives
stable rating information.

To insure acuracy of infornation
and the honesty of the interviewers, a
re-check call is made on every tenth call
reported by the telephone intervieswers.
The supervisor in eath city conducts
this re-call after being supplied with
the telephone numbers which have heen
codded as original data. These check-
calls are made a week later than the
original call, and the interviewee is
asked whether he remembers if he had
his radio set tuned in when the inter-
viewer called originally.

The actual rating is obtained by mnul-
tiplying the sets-in-use for a program by
the percentage of listeners for that pro-
gram. e e o
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OUTLOOK '58 {Cont'd from p. 25)

portmt prestige factor to the sta-
tions that carry them.

“It was not merely a fortuitous de-
velopment that CBS Radio was able
to announce such specticular sales
in 1957 as the Ford Road Show—
tlie year’s most significant single ad-
vertising development wlrich direct-
ed new attention 1o network radio.

“T want to make 1t clear, however,
that in re-affirming our 1957 ap-
proach, we propose to remain flexi-
ble and to experiment [reely. We
are confident that good programs
will coutinue to result in important
new Dbusiness. The barometer [or
1958, based on the achievements of
1957 and our plans for the New
Year, is a promising one.”

Mr. Roberts states, “These are the
days when most radio savants are
suddenly discovering the ‘resurgence’
in radio. To that philosophy |
avholeheartedly disagree. My philoso:
phy is that these are the days when
radio meir are actually realizing
the potent communications weapon
they've always had in the palms of
their collective hands.

“For radio has consistently proved
itself to be the mass communications
medium—uwith station and network
adverlising revenues demonstrating
this fact after radio set sales two
vears ago began outstripping tv sales.

"It was to this end that we, fol-
lowing the advice of our Mutual
Affiliates  Advisory Committee. re-
adjusted our station relations cou-
tracts to the one now in effect: ie,
news on the hour and hall-hour
seven days weekly with a minimum
nuwnber of option hours.

“In other words, we actually
make the Mutual Broadecasting Sys-
tem a service group for its afhliates
rather than subjugating stations’
wishes to network demands.

“And now to implement and high-
light our service-to-stations theme
we have embarked on a revolution-
ary new method for providing such
service. \We have already filed for an
[in license in San Francisco and ulti-
mately will have seven owned sta-
tions.

"These stations will be used [o
multiplex transmissioir of hi-i MBS
progranuning inio areas wheve avail.

U. §. RADIO e January 1958

——

able ATRT hines are not up to qual-
ity standivds,

“Ulimately we will supplement
our thousinds of miles of class A
line service with an 80-station group
of fm units spotted strategically
throughout the country.”

Mr. Fellows asks and then an-
swers, “What lies ahead for radia in
19587 It best cat he sunmnarized
with one word—service.

“Service to the people who tune
in for inlormation, lor cntertain-

in their homes

wWWW. americanradiohistorv.com

ment, or erely the relaxation ol
hackground music.

“Service to the merchant wlo uses
it to promote his wares. Service Lo
the consnmer who learns ol produdts
which meet his itecds. Service to the
wanulicturer who 1s able to main-
tain his employment schedule be-
cause the public is aware ol the qual-
itv ol his products and therefore
buys them,

“Service also to the community
huilders and civic planners.” o e o

Pulse rings doorbells

. . . interviews families
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radio
ratings

Hooper’'s Frank Stisser
Comments on Problems
Caused by Promotion

C. Fo o Hooper i has aevealed plans
lor geting @ more accarate listener
count—in the light ol 1ecent hawles oves
stition promotion,

sturting this month, the measurement
firm will request that, when accepting
an order for one of two survess G vear,
a veason will be mesured—not spedific
weeks, “Vid no stavon,” discloses Frank
G, Stisser, 'll'.. l)l'('\ill(‘lll ol ”unl)(‘l.
“will hnow when they e being sure
veved,”

Station Replies

The conuoversy staned with the omis-
sion ol two Onialue stations and one San
Anonia oudet rom Fooper’s Ocober-
November reports. This brought o slinp
rephy Irom Charles W, Balthope, presi-
dent ol KIETE, the San Antonio sution.

My, Balthrope feels thar “the Hooper
people seem 1o sy that 1atings may be
hypoed if they're hypoed the  way
Hooper savs they should be hypoed.”
He «laims that in the recent KI'TE pro
motion “we clearly identily ourselves as
calling our listeners and olfering them a
prise.

“*We do not attempt  to conflose
listeners by saving we are o sunvey. We
sav: “When KIETE calls you may win a
prize. Tad we been guilty ol saving:
'When the voice on the telephone asks
il vou are listening 1o vour radio, be
sure you sy KITE because you may win
a bhig priﬂ:'——l would agree that . L,
we were uving o distory figures.”

Hooper’s Philosophy

Hooper's philisophy in the mauer is
exprewsed by Mr. Stisser: “Promotion by
radio stations.”” he tells v, 5. ravto “is a
problem lor all vating services. We [ecl
our jab is to report audiences us accu-
rately us powsible,

“Il a station runs a promotion where-
by it makes it imposible for us o
determine il a responddent we might call
iv listening or simply giving a wation
identification in order to win a prize—

WWW.americanradiohistorv.com

Frank G. Stisser, president of
C. E. Hooper lnc,, ratings firm.

then we Gmuot acaurately  detennine
the andience,

“There woe all kinds of promotion,”
continues M1, Stisser. 1 he Kind anmed
at getting people 1o listen 1o a station’s
pProgrannuing is connmon. and we cer-
tinly <ot condemu such @ thing”

60-Market Survey

l'o adequately  mceasure  the  radio
auchience, Hooper publishes a continuing
survey cach montl in about 60 warkets.

Mr. Stiwer explains i values: “By
surveying ane week, one amontly, an
atypical result broughe on by a pro-
molion GUanpaign inerages ont. .\ report
is not wrong in an atypical period. It
is an accmate rellection ol who s
listenring.”

Nielsen in Europe

Nielsen Hlowse, . C. Nielsen Co.'s
new European headguariers at Oxlord,
England, was olicially dedicted in a
series of meetings lTast montl,

Lord licyworth, chairman of Uni.
lever Limiwad, Nielsen's largest dient in
the workl, presided at the ceremaonies.

In & talk w0 the gathering, \C.
Niclsen Si. expressed the view that,
despite its recent rapid growth, the pro-.
fession of marketing research is still in
its infuncy, and he predicted substantial
further growth in the years 10 come.
¢ & o
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Great Ideas Come From?

From its beginnings this nation has been
guided by great ideas.

The men who hammered out the Constitution
and the Bjll of Rights were thinkers—men of
vision —the best educated men of their day.
And every major advanee in our civilization
since that time has come from minds equipped
by education to create great ideas and put
them into action.

So, at the very core of our progress is the
college classroom. It is there that the imagina-
tion of young men and women gains the in-
tellectual discipline that turns it to useful
thinking. It is there that the great ideas of
the future will be born.

That is why the present tasks of our colleges
and unjversities are of vital concern to every

American. These institutions are doing their
utmost to raise their teaching standards, to
meet the steadily rising pressure for enroll-
ment, and provide the healthy educational
climate in which great ideas may flourish.

They need the help of all who love freedom. all
who hope for continued progress in science,
in statesmanship. in the better things of life.
And they need it now!

1f you wont to know what the college crisis
meons to you, write for o free

booklet to: HIGHER EDUCA- 'Sl‘]l”s WMIGHER EDUCATION
TION, Box 36, Times Square  «

Stotion, New York 36, N.Y. =

F—
HEEP iT @GHT

Sponsored as a public service, in cooperation with the Council for Financial Aid to Education

U5, RADIO » January 1958
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names and faces

Noting the Changes Among

The People of the Industry

STATIONS

RALPIE Lo VIELASS, general manager ot WIND Chicago
since 1956, ninmed Chicago vice president ot \Waestinghouse
Broadcasting Co,

LAFIL BREMSER and RAYAMOND 1L SAWYER clected vice
prosidents of KEAB Omaba, Mrv. Brenser continues as gen
eral manager of KF AR,

MELVIN C, GREEN, [ormerlv treasorer of Bimer stations,
now general manager of WIWRI Wew Warwick, R, 1.
LARRY JONES, formerly with WPOP Iardlord. Conn., ap-
pointed manager of WDEW \Westfiehl, NMass,

KEN MeKENDREE promoted 1o assistiant generil nuinager
of WIRIL Brademon. Fla., and FRANK BURKARD w0 s
sistant sales maager  Mr. Mokendree continues as ~ales
manager.

Go (DAN) POAG. formerly i sales depariment of WDIA
Memphis, joins WLOK Memphis as an awount executive.
CIARLEFS A BUTL IS, with WEBZ Boston as an am account
oxcautive since 19535, appointed supervisor of sales for \WRBZ
FM.

WAYNE DOUGLAS, former sales manager of KOCA Kilgore,
Texe mmed national regional sales manager ol KEFP 1 win
Lalls, da.

JOHN 10 BOX JR. recenthy appointed executive vice prosi-
dent in charge of the Batabin Radio Stations, has his head-
quatters in St Louis where he is managing director of Wi,
HIARLFY 1TUGAS station manager of \WCUE Akron, and
JOIN CRONAN. station manager of WICE Providence. pro-
moted to vice presidents by the board of directors of the Flliot
Stitions.

ROBER 1T 1 OWNSEND, wha performs on various radio -
tions av Rob Randall, appointed program dircctor of KRIZ
IPhocnix.

AGENCIES

BANKS WANAMAKER named madonal sales director and
HOLLY MOYEFR named local sales wanager ol KVOI Den.

AT,

NETWORKS

NORMNAN [ O8TRY, lormerh vice president in charge of
station relations [or the Dan lee Broadeasting System, s
joined MBS as general manager of s West Coast division.
ROBEFER T ). SULLIVAN, former dvertising managar ol
WOR NXew York, appoinced manager of awdience promotion
and merdhandising for CBS Radio,

REPRESENTATIVES

F. A "NHKE” WURSHIR has moved Irom the New Yok
ollwe ol the Jolm K. Pemson Co. to manager of the San
Frandisco brandh,

IRVING G. KIRK appointed controller of Adam Young Inc.
He had been acconntant in charge of bookkeeping and hilling
stnce 1951

LEE M. VANDEN IFANDEL, [otmer director of broadenst
medit with Force i, Paterson, No [, has jolnad Peas,
Grilm. Waodward Inc, as an accoutrt executive,

AR THUR O'CONNOR has joined the New York office of
Daviey Ine. e was list with Foote, Cone & Belding.

INDUSTRY-WIDE

AWHLLIAM k. PIERSON, an accountant of WEBKB Chicago,
named  secrctny-teasnrer of  the Broadaasters’  Promotion
ALO TS =

BGR MORRIS, 2 founder of Broadeise Advertisers Reports
hic.. cleced president of the fiom. PLHIIL EDAWARDS, reti-
ing president, clected publisher and chairman of the execu-
tive (ommittee,

PAUL B NEWMAN and G M. ROHRABAUGIH elected ex-
ecutive vice presidents of the Kudoer Agenay, Ao DONALD
GIBBS. o member of the board ol direciors, was elected
vice president. Mr, Newman and ], W, MILLARD. vice
president and account manager, were eleaed 1o the executive
committee.

LESLIE F.CLHET 1Y, manager of the Toronto ofice of BBDO,
cleaed a vice president of the ageney; and AWILLLAM R.
GILLEN. & vice president, appointed manager of the agency's
Chicago office. WILLLAM PITTS, an account exccutive since
1954, wamed vice president in charge ol creative services.
FLDON SULLIVAN, previousiv with the Robert Orr Division
ol Fuller & Smith & Ross, has joined Cunningliam & Walh as
vice presiddent and account executive.

ROBER I\, NEUSER. lormerlv with Rov $. Durstine Inc..
has joined Hilton and Riggio Inc. as vice presidene and ac

ol exciutinve,
L}
£

Gillen Chitty

Morris

DAN PO I'ER promoted Trom director of broadaast media
ol Norman, Craig & Kummel Inc, to head new corporate
media  plaming and awvalysis department,. Ao GLADYS
YORR appointed chief timebnyer,

MARK BYRNE, a vice president, appointed dircctor of media
ol the Willizme Esty Co.

WALTER A LAWRENCE, former vice president in charge
ol the Chicago olbee of Kenyon & Eckharde, has joined Guild,
Bascom & Bonfigli Ine, as acconmt executive, He will operate
from the agendy's San Frandses olhce,

FRANK R. McMANN, previowsly with the Institute for Mao-
tivational Rescarch, appointed a 1esearch awociate by the Emil
Mogul Co.

GLIFFORD BOTWAY, previously with Dancer, Fivgerald &
sample, joins Ogilvy, Benmson & Mather as a member of dhe
media department,

H31&

Snwyer Bremser Kirk Box
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U.S. RADIO...

the monthly magazine for buyers

and sellers of radio advertising

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

Radio is the mass medium to reach the whole of

America.

U. S. RADIO stands ready to fill the needs of advertisers in their nse
of radio. An analytical and idea magazine for buyer- and sellers of
radio advertising, U. 5. RADIO devotes its entire energies to thi~ vast
field of radio. Articles and features on the plamning and buying of
radio advertising, delving into the wliys and liows in the successful use
of all radio, are supplemented by regular departuients presenting in
concise forn the news and trends of the radio industry,

The Only Magazine Devoted 1009, To Radio Advertising

*
L
[
[ 4
[ 4
[
*
*
L
[ 4
[ ]
[
[ J
*
L
L4
[ ]
[ J
L d
°
L
[ d
[ J
[
L]
L
[
'Y
L 4
[ J
[ 4
*
*
L
[ d
[
L]
L
L
[
[ ]
[ ]
*
*
L
®
®
*
®
*
*
L 4
*
®
®
*

'i'o Receive
U.S. RADIO

U.S. BADIO SUBSCRIPTION |

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

Please see that we receive U.s. "f‘ ’)"‘

1 YEAR $3 [] 2 YEARS $5 [

Regularly
Each Month, ; Name Title

Mail In This o
Form, NOW!

Address
City

Mail magazines to

i PLEASE BILL PAYMENT ENCLOSED [
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EDITORIAL

.o+ the lONg-range view

56

A NEW COMPETITIVENESS

Radio is entering a new eta ol competitive
growth, Never belore have advertisers, Targe and
s ll trned 1o the senior ain wmedivm witli such
bisic assurance that vadio can do the productive
sales job.

A Luage share ol this isue is devowed 1o pre-
dictions lor the year ahead. “The gains already
made by radio and those expected indicate un-
deniable health of the indnstry,

Fou 1938, vadio revenue is expected 1o reach
the new high ol S700 wiiltion.  (Sce Qutioak 758,
Part | and Part 11y last yeinr gross radio bill-
ings were 3643 million; the vewn belore, 5570
million. 1 addition, the wop 15 preqv adver-
tisers are back in the lold, wmaking radio’s ap-
swing all the more significant.

While these gains are impressive, it is onh
the beginning—if radio men want it 0 be so.
With all segments ol the industry now showing
hilling rises, a new competitiveness has been
spawned within radio.

RADIO THE MASS MEDIUM

The heightened selling job that is being ac-
complished by all elements within the industry
is due to the uemendouns valiwe which today’s
tetal vadio ollers an advertiser.

For the national buyer ol time, spot and net-
work offer countless avenues for nationavide
product promotion.  AWhether used separately or
in combination, radio provides the Hexibility,
selectivity and wotal audience o reach any part—
or all—ol the counury at any given time ol the
broadcast day.

This ~epped-up  inwa-industry  selling has
prompted new gains for cach segment of the
radio business. "The positive values of making
one’s own operation more competitive are not
only Ladable, but the lile-hload of any business.
Yet theve is a neced for concern that the finan-
cial veturn is not predicated on the short-ran
view.

Fhe vast energy with which many aadio men
we competing against each other has some over-
all limidng kictors, 'Phe olhces ol advertisers
agendies continne o be the seenes of pitchied bat.
Ues Tor bisiness by the competitive seginents ol
broadeasters. “This s o part of any indusuy,
it il adio as the mass medivm is going 1o -
count for an increasingly Lavger sharve of the ad
dollar, it is going 10 hive 1o do some long-range
thinking,

Advertisers  and  agencies are  re-evaluaung
theiv use of all media with an eye woward greates
ise ol radio.  \Who should point up this wend
towind use of total vadio il not the broadeasters
thenselves, nationally and locally? With radio’s
great lexibility and elliciency, there shonld be
no dollar spent on other media thae shouldu’t be
re-connted with an eve wwards gieater total
radio wse,

AMMUNITION NEEDED

At present adequate measi cient ol the many
aspects of radio is lacking.

1Us to the benefit of advertising agencies and
broadcasters alike o take up the inidative and
 see W it that more is learned about wday’s
adin. Dr. E. L. Dedkinger, vice president in
charge ol media strategy, at Grey Advertiving
lic, New York, in this issue sets Tovth a chal-
lenge in gauging radio’s total impact (see . 38) .

He wants 1o know when wias the last ume
radio commercial recall Tactors were inecasurad?
Where are the Videotowns and the Hofstra stud-
jies for radio? \Where are the qualitative radio
program analyses? Where ave the radio-versus-
other media studies?

If anything demands priority consideration by
buyers and sellers ol radio for the year ahead, it
is that morve qualitative research ammmition is
provided.

{7, 8. RADIO o January 1938
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INSHREVEPORT

== PROVED BY HOOPER“—OCTOBER, 1957

MONDAY THRU FRIDAY
7:00 A. M.-12:00 NOON 12:00 NOON - 6:00 P. M,
K-JOE — = : ) 31.8 I 334
16.0 13.0
13.1 12.2
12.8 117.5
7.9 6.9
6.9 95
4.4 4.1
4.4 3.1

2.9 2.6

Station
Station
Station
Station
Station
Station
Station

I o "Moo O @ >

Station

=t h g o
$ e

+SUBSTANTIATED
BY PULSE

K-J O =
REPS: Natijonal FORJOE & COMPANY

Southern CLARKE BROWN CO.
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Allegheny County, that ist

The latest Metropolitan Pittsburgh PULSE* shows KDKA
first in 383 out of 496 quarter hours surveyed. That's
almost three times as good as the figures for the same
period last year!

And in the Greater Pittsburgh PULSE* (15 counties),
KDKA rated No. 1 in an amazing 489 out of 496 quarter
hours . . . a cool 98.67;!

Whether you want to reach the heart of Pittsburgh or the
equally rich market that surrounds it, these figures prove
that KDKA is the one sure way to do it effectively at low
cost. For availabilities, call Don Trageser, KDKA Sales
}‘Ygriagei- (EXpress 1-3000, Pittsburgh), or your PGW

olonel”.

in Pinsburgh, no selling campelgn
is complete withoul the
WBC siction ...

PULSE-—Aug.—Sept. 1957

50,000 watts

WWW . americanradiohistorv.com

WESTINGHOUSE
BROADCASTING
COMPANY, INC.

©o®

KDEKA Radio

Clear Channel

) L = y i
Pittsburgh’s Golden Triangle as viewed from Mt. Washington

KDKA has reached new heights
in Pittsburgh ... and we mean the middle of Pittsburgh—

RADIO

BOSTON, WAL + WeZA
PITTSBURCH, kDkA
CLEVELAND, kvw
FORT WAYNE, WOW?
CHICAGD. wnp
PORTLAND, 2
THEVISION

BOSTON, wer.Tv
BALTIMORE, WJZ-Tv
PITTSOURGH, xORA.TY
CLEVELAND, cyw.Tv
SAN FRANCISCO, xhx

WinD rep, d By AM Rodio $sles
WV by Boin T

KX ropian he Lor: Agency, lne.
AN prher W 1 ropraramieg by

Prreis, Grfa, Wood=ord, Ine.
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