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We Really 

3 

, 

°Es* sit, in SHREVEPORT! 
Another astonishing McLendon success story! 
Trendex* tells it sensationally - from last 
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 years 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 
listeners than the next highest independent radio 
station. Just ask the General Manager, Richard 
Wilcox, or your nearest John Blair man for the 
full picture on KEEL. 

rrenrlex - December 13-19, 1957-7 A.M. -6 P.M. - based upon a conclusive sample of 7.571 calls. 

A TEXAS TRIANGLE AFFILIATE 

KLIF -KFJZ KILT 
DALLAS -FORT WORTH HOUST 

Represented by John Blair & 

KTSA 
SAN ANTONIO 
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DO 
YOU KNOW? 

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 
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STORER 
RADIO 

STATIONS 

WSPD 
Toledo, Ohio 

WJW 
Cleveland, Ohio 

WJBK 
Detroit, Michigan 

WAGA 
Atlanta, Georgia 

WIBG 
Philodelphia, Pa. 

W WVA 
Wheeling, W. Virginia 

woes 
Miami, Florida 

2 

GOING STEADY... 
AROUND THE CLOCK! 
New to Toledo, but with thirty years' experience with West 

Coast newspapers and radio stations from Juneau, Alaska, 

tu San Francisco, Jack Shoemaker applies a rich background 

to his job as WSPD -Radio night news director. 

JACK SHOEMAKER 

Previously associated with IIEADLINE 

EDITION, WASHINGTON STORY, 

WASHINGTON POST (with the late 

Earl Godwin), and other network news 

features, Shoemaker is now dedicated 

to evaluation and presentation of 

news on the local level. 

Appearing personally on WSPD -Radio at 7:05, 9:55, and 

1 l PM, editor Shoemaker closes a day of 30 newscasts; first in 

ratings as are all other WSPD -Radio program categories.' 

Reference: Any audience rating service 

WSPD RADIO 

Totedo 

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

SALES OFFICES CHICAGO -230 N. Michigan Avenue, Chicago 1, Franklin 2 -6498 

SAN FRANCISCO -111 Sutler Street, San Francisco, Setter 1 -8689 
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airwaves 

Radio's 

1 

1 

Barometer 

Network 
Est. 

Spot: It is predicted that national spot billings will be 10 percent greater 
in 1958 than last year. Emphasis is placed on a very strong second -half. 
(Sec Outlook '58-Part Il, p. 22.) 

Cross national spot revenue is expected to reach S220 million in 1958, 
topping the 1957 record of $200 million. 

Network: NAB estimates that network radio advertising expenditures 
were up 20 percent in 1957 over 1956. u. s. e.vuto estimates that gross 
network revenue will be $95 million in 1958. as compared with approxi- 
mately $86 million in 1957. 

In the past year, the NAB reports. 1.1 of the 15 leading pre -t advertisers 
returned to network radio. This brings to 104 hours and 18 minutes 
the total of sponsored hours a week on the four networks, compared to 
89 hours and 17 minutes in 1956. 

Local: Local station revenue. which in recent years totals more than na- 
tional spot and network combined, will once again reach a new high. 
Gross volume is expected to total S385 million in 1958 as compared with 
$357 million in 1957. 

Stations: Total stations on the air, both am and fm, rose again in De- 
cember-to 3.717, a rise of 27 over November and 52 over October. The 
complete station activity looks like this: 

Commercial 4.11 Commercial F.vI 

Stations on the air 3,1811 537 

Applications pending 374 32 

Under construction 109 51 

The wend toward more revenue gains is spotlighted try the Elliot Sta- 
tions and other operations. \VICE Providence reports that business for 
the first month of 1958 is 25 to 30 perd eut ahead of the same period 
last year. The Elliot's N'C1.'E Akron's December business was 31 percent 
ahead of December 1956. 

Billings for 11'ABC New York hit a record high during the month of 
November, topping November 1956 by 18 percent. February through 
November 1957 sales of %VIP Philadelphia reached an all -time 35 -year 
high, the station reports. Local sales are currently up eight percent 
while national is running 19 percent ahead. 

Industry -Wide: Total authorizations for atm stations stand at 3,300, 
FCC Chairman John C. Doerfer states in his year -end report. He notes 
also that commercial [nt stations showed their first numerical increase 
in years. Not only have applications for new commercial fin out- 
lets increased, but for the first time in years. some are in competition. 

\fore than 700 fm stations are authorized (not all on the air) , with 
about 600 of these commercial. Revived interest in commercial fin, Mr. 
Doerfer points out, is due in large lxurt to added income through back- 
ground music operations, in which nearly 1110 fm stations are engaged. 
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THE ONE FITTING CLIMAX 

TO GREATER SELLING SUCCESS 

50,000 WATT 

POWER 

You 
tell 

more 
people 

...you sell 
more people 

when you use this 
powerful combination! 

CKLW 
RADIO 800kc 

GUARDIAN BLDG., DETROIT 

1 E. Compeou, Pres. 

ADAM YOUNG, INC Nahorwl Rep 

for buyers and sellers of radio advertising 
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TWO GREAT INDEPENDENTS 

The ELLIOT STATIONS 

HAVE CHANGED NATIONAL SALES REPRESENTATIVES 

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

delivers more listeners per dollar than any other 
medium in Providence. Fastest growing station in the rich 
Providence area - 955,000 population, 305,000 radio homes. 
Aggressive new management ... and popular programming ... 
have made WICE your best buy in this booming marketI 

Weueconsistently 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). 

Doth stations now represented by... 

Si AVERY- K N Ö D E L 

i 

INCORPORATED 

NEW YORK ATLANTA DALLAS DETROIT SAN FRANCISCO LOS ANGELES CHICAGO SEATTLE 
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44 
THAT WC 

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. 

"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. 

"KFAB audiences have changed. Pulse shows that 90% of today's KFAB audiences 

6 

NBC 
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RADIO STATION 

KED WONDERS Ft) KFAB 
OMAHA, NEBRASKA 

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 
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Where there's a Stors Station ... there's immediacy 
.. . iututdia('J 

which in each 

of these 

major markets 

attracts »tore 

listeners to the 

Storz Stations 

titan In any other 

MINNEAPOLIS -ST. PAUL ... WDGY 
is first . All day average. Proof: . . . Trenáex . . . Pulse. See Blair or General 
Manager .lark Thayer. 

KANSAS CITY ... WHB 
is first . . AIlday. Proof: Metro Pulse, Nielsen, Treudex, Hooper, Area Nielsen, 
Pulse. AlI.l v average as high us ;8.5% (Nielsen). See Blair or General Manager 
George W. A rnlstroag. 

NEW ORLEANS ... WTIX 
is first ... All -day. Proof: Hooper (_ILBri , . .. Pulse. See Adam Young or Gen- 
eral Manager Fred Bi rlhelson. 

MIAMI ... WQAM 
is first ... All-day. Proof: Hooper (37.0,,í . Pulse .. . Southern Florida Area 
Pulse ... Treudex. : er. Blair ... or General Manager Jack Sandler. 

16. 
TODAY'S RADIO FOR TODAY'S SELLING 

.0 STORZ. PRESIDENT HOME OFFICE: OMAHA, NEBRASKA 

STATIONS 
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 & CO. i 
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soundings 

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 

MUM 
MEW EMS 

Continental Baking Co., a consistently heavy user of air media, is one of 
the man) big national advertisers who is slating substantial increases for 
radio in 1958. The company reports it will boost its radio spending by 

75 percent. (See Outlook '58 -l'art I, p. 19.) 

Indicative of the increase in radio use by advertising agencies is Guild, 
Bascom R Bonfigli Inc., San Francisco. The agency reports that in 1955 

its clients spent one dollar for radio for every $20 dollars for tv. ln 
1956, that ratio was reduced to one dollar in radio for every seven dol- 
lars in tv. And for the first 10 months of 1957, that ratio was altered 
again to one dollar to four dollars. (See Outlook, Part I.) 

The A. C. Nielsen Co. is ready to release the updating of a radin study 
it did about a year ago. It will chart man) things, among them the 
increase in radio homes as compared with population and tadio penetra- 

tion by section of country (totalling more than 96 percent for the na- 

tion). There also will be weekly cumulative audience figures comparing 
radio to tv. 

Both the NBC Spot Sales (see Report from Representatives, p. 17), and 

the RAB nighttime radio studies point out the listening power of this 
segment of the day. The RAB survey shows that a modest schedule of 
15 radio announcements broadcast during an aveu-age week over a single 

station after G p.m. can reach 15 percent of the homes in a market nearly 

twice each. The NBC Spot Sales study, conducted by Pulse, shows that 
the duality of nighttime audiences is on a par with morning audiences. 

According to George S. Dietrich, director, there is a "remarkable sim- 

ilarity" between the 6 to 9 a.nt. and 7 to 10 p.m. audiences. 

The Keystone Broadcasting System, a network of 'e than 1,000 radio 
stations, had its best year to date in 1957, and it's expecting an even 

greater increase in business in 1958. "The coining year," says Sidney J. 
% roll, president. "will be the big radio year of the decade." 

With the 1958 model year. Ford continue, its stepped -up radio activity. 
In addition to its considerable network expenditures (see p. 26), local 
Ford dealers in 1957 spent an estimated 1.5 million dollars, which should 
be at least maintained in 1958. 

Radio station participation in industry activity is pointed up in member- 

ship analysis by the National Association of Broadcasters. This also 

reflects the growth of radio. With NAB membership comprised of both 
radio and ti, am radio station membership has increased from 1,356 a 

year ago to 1,415 in 1958, while tv station membership has remained 
constant at 319. 
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FAMILY RADIO FILLS A NEED .. . 

that's why it is 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. 

FgM Z LY 
R AL_ DZ0 

Bartell Group family radio is a happy union of 
the best in broadcasting -creating audience par- 
ticipation and entertainment for buyers in six 

major markets. 

r.. 
Highlighting the success of family radio is the 

clear rating dominance of Bartell Group Stations. 

; 

THE 

BARTELL 

GROUP 
MILY LIFE 

10 

`" /t.. wed Ate /t/ - - - 
Sold Nationally by ADAM YOUNG, Inc. for WOKY, The KATZ Agency 

I 

KC 
erw'uM RC 

loo 1,1 san MEGO 

r L 11" mJ asoJn 

' 

WO 

AMERICAS FIRST RADIO FAMILY SERVING 10 MILLION BUYERS 
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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 

All the curves are up. All the trends are good. '1-hat's the '58 outlook 
for radio in this month of conjecture, prediction, talk of boom and bust. 
It will be a year when certain broadcasting problems heal ing dire( tly on 
the public good will make action -legislative and otherwise -mandatory 
in Congress. For broadcasters, their representatives in Washington and 
members of Congress. it will be a year ol inquiry and debate. 

A year of feverish activity is ahead at the FCC. Long hours preparing 
for and participating in Congressional hearings are a sure thing for the 
Commission staff which last year devoted some 900 man days to similar 
pursuits. Newest wrinkle in the already furrowed brow of the Commis- 
sion (and of the Federal Trade Commission) is the full-dress inspection 
it must undergo in coming weeks from the House Legislative Oversight 
Subcommittee, chairmanned by Morgan Moulder (1)-Mo.). This group 
has been busily gathering all material on regulatory agencies to deter- 
mine if 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 itself fur a more cornemtrated 
monitoring program, the FTC radio -tv monitoring unit has recently 
installed new broadcast receiving equipment in its Washington head- 
quarters. The acquisition will reverse the former FTC monitoring prac- 
tice of depending for its information on tips front the public and from 
FTC personnel's own listening both here and in eight field offices. 

Things are really humming on Capitol Hill where the Congress recon- 
vened Jan. 7. This is the second session of the 85th Congress. It is also 
an election year. Legislation of major interest to radio broadcasters, 
which did not pass in the first session. runs the gamut from proposed 
FCC regulation of radio and tv networks to the es-er current cries of 
tenrperence groups to ban advertising ol alcoholic beverages in interstate 
commerce. In all, some 20 bills affecting the industry are in nnmittee 
hands on the Senate side, and nearly three tintes that number are on 
committee agendas in the Fiouse. Among significant industry problems 
which will harrass Congress in the current session are: 

Daytime Broadcasters Association petition for a longer broadcast 
day which the Senate Small Business Commmittee feels has been too 
long ignored by the FCC. 
A proposed study of the use of the radio specuum. 
The Community Broadcasters Association light for power increases 
for Class 4 stations now operating at a maxi nmunt of 250 watt,. 
A suggestion that fees be charged for licenses to operate broadcast 
properties. 

Underscoring the equal footing of radio and tv, NARTB this month 
again became NAB- National Association of Broadcasters. The indus- 
try welcomes the change. It is one which clearly reflects the internal 
structure of the association where a vice president for radio and one for 
tv function under the president. Radio membership in the association 
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i 
IZZLÉ 

MISSILE 
iN SOUTH 

TEXAS 
Sales are rocketing to new heights in 

San 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 message 

supported by KONO'S great D -J's. 

That's the sound that's heard all 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 

860 kc 5000 watts 

K 
SAN ANTONIO Radio 

washington (coot d) 

lar uutmanbers tv. Bromic':r.tcrs 
uverwheltringly voted Iar the name 
change, with mail ballots showing 
1,227 members in favor of the shorter 
version. Only 35 opposed it. 

There's No Place But Up for Radio 

At NAB, 1957 ended with a re- 
sounding announcement that it was 

radio's best year to date. Assuming 
the ar'curart of the theory that what 
is Ixtst is prologue, there is under- 
standable optimism here that 1958 
will be brighter still. Substantiating 
this are the following year -end fig- 
ures from the association: 

.18 trillion out oI .19 trillion 
American !litres have at least 
one radio. 
77 million people listen to the 
radio during an average day. 
In 1957, 11 of the leading 15 

pre -tv advertisers returned to 
netttnrk radio bringing the 
total sponsored hours a week 
on the four networks to 109 

hours and 18 minutes, a 16 per- 
cent hike over I956's 89 hours 
and 17 minutes. 

EIA Shares the 'Up' 
Trend Sentiments 

Radio's general vitality and gaud 
health shows up again at the Elec- 
tronic Industries Association. In 
1957 an estimated 15.3 million radius 
were manufactured - a gain of 9 

pertcut over the 13.9 million output 
in 1956. The industry in the year 
just past sold 1.1.7 million radios 
t ourpared with 13.3 million in 1956, 

at cording to EIA. 

CONELRAD Role Is Expanded 

.\ broadcast plan to be used only 
in the event of enemy attack is being 
put to other uses with an FCC dc- 
rision to employ CONELRAD as a 

future means of alerting the public 
to approaching storms. It's now a 

must for all broadcast stations to 
participate in CO,NELKAU. In the 
future the U. S. \\'cattier Bureau will 
control the emergency warnings. In 
staking the CONELRAD announce- 
ment, the FCC emphasized that sta- 

tions are allowed to participate in 
the storm warning system only dur- 
ing their authorized operating hours. 
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the ga1 
THIS MONTH: 

KEVIN B. SWEENEY 

President of 
Radio Advertising Bureau 

Leads the Way 

Radio's step -ladder climb in billings 
is no surprise to Kevin B. Sweeney, 
president of Radio Advertising Bu- 
reau inc. This dynamic spokesman 
for the senior air medium is only 
amazed that volume isn't yet three 
times what it was in 1950. He knows 
that the potential is there and he 
knows, too, that this leaf will be 
achieved -"or eke we shouldn't be 
in business." 

But \ir. Sweeney has one svord of 
stern advice for those on the radio 
side who have an interest in the ad- 
vancement of the medium. Radio 
forces must be competitive against 
all other media and not against 
themselves, the RAB head points 
out. He says the trouble is that 
"some people can't get their eyes 
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 media -magazines, 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 organization 
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 
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In Promoting Radio 

the need to sell advertisers on the use 
of radio. as was the case from 1951 
through 1954. it's now a matter of 
getting a larger share of the budget. 

Mr. Sweeney's basic feeling about 
media selling is that it requires "a 
rational, logical approach to selling 
what you have." 

\lost 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 December 24, 1916; 
the scene of his education, having 
graduated from the University of 
Southern California, and the start of 
his radio career. 

His first industry job was as a 
member of the sales promotion de- 
partment of CBS in Hollywood 
shortly after college days. In 1942, 
he moved over to ABC as western 
division sales promotion manager 
and later was named assistant to the 
western division vice president. After 
two years of war -time service as a 
Naval aviation officer. Mr. Sweeney 
became general manager of HPL 
Programs, a group of local partid- 
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 KFI -AM -TV Los Angeles. 

\[r. Sweeney's activities arc as wide- 
spread geographically as the medium 
he is promoting. Supported by 850 
stations, four networks and 15 rep- 
resentatives, Mr. Sweeney travels 
about 70 percent of the time. 

RANKS 
11th 

IN THE NATION 

in per family income 
($7,339.00) 

Source: 1957 Surrey 

of Buying Power 

COLUMBUS 
GEORGIA 

3 county metropolitan area 
USES THE LOCAL 

& NATIONAL FAVORITE 

WRBL 

TELEVISION: 

COMPLETE DOMINANCE 
MORNING AFTERNOON NIGHT 

FIRST IN 

RADIO: 

97.3% 
Area Pulse -May, 1957 

OF ALL 
QUARTER 

HOURS 

DELIVERED BY 55% 
Day or night monthly. Best buy 

day or night, weekly or daily, is 

WRBL -NCS No. 2. 

LEADS IN HOMES 

WRBL 
AM - FM - TV 

COLUMBUS, GEORGIA 

CALL HOLLINGBERY CO. 
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"KOBY, Naturally, Mr. Hooper!" 

in an Francisco 

Pulse Agrees - KOBY No.1 

Station 6am to midnight! 
When the facts are bared - Hooper, Pulse, and Nielsen 
agree 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 audi- 
ence Composition Percentage in San Francisco-Oakland 
of 81% adult listeners, average 6 am to midnight. No 
wonder KOBY turns over products ... not audience! 

KOBYio,000 watts full time 

San Francisco is KOBYland 1 

SEE PETRY FOR KOBY San Francisco 
and ROM, Denver's No. .1 overall 
station 6 am to 6 pm 

MID - AMERICA BROADCASTING CO. 

LETTERS TO 
THE EDITOR 
Radio Guidebook Needed 

Your new cnclthirt. radio maga/inc is 

wonderful. 
It ,cens a lot of radio people left 

ladin for the glamour of tv, feeling radio 
was gone ... dead. 

Even the trade papers of radio went 
the same way and radio was left without 
a voice, and it was too bashful to speak 
up for itself. SO radio suffered. out for 
lack of audience, but from gossip. Gos- 
sip by people who did not figure out the 
facts. It was not tv that hurt radio; it 
was radio's poor management of itself; 
it was radio failing to train it, people 
to do the Itill radio job. 

... Now under your sponsorship those 
of us remaining pioneers of radio should 
be called together to set down into a 
book or books a text of our years of 
experience as a guide tu thoe now in 
:nul those tu tome into radio. 

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

Spot Spending 
Here at Siltoll's we h;n e all read and 

noted with great interest your new 
publication, and wish you great success. 

As you can ttelI imagine. one of this 
agency's great needs is to be able to refer 
to up.to -date advertising expenditures 
of competitive client accounts and pros. 
pettite client actounts. 

l'. I. B., for example, supplies us with 
¡ nagaiine expenditures: the Television 
Bureau of Adtertising with iv spot ex. 
peuditures; but we have never been able 
to hod good. recent listings of radio 
spot expenditures. 

Selma L. Wolfson 
Research Director 
Silton Brothers Advertising, Boston 

Promotion Succeeds 
\\-e have a success .story to tell, too. 

'I his comes under our promotion de- 
partment. The Clearfield Chamber of 
Conuuer«. Retail Division On November 
gel put on the annual Christmas kickoff. 
Santa tare to town aboard a fire engine 
and 3,200 bags of goodies were dis- 
tributed to the kiddies at the scene. 
Lcnal stores held sales to get shopping 
rolling. To contribute its share of pro- 
motion \\'CI'.\ rented all the parking 
meters in town, 512 of them. for the 
full day, 9 a.m. to J p.m. Friday morn- 
ing station personnel placed red and 
white bags over all the meters. Each 
bag react: Free parking, courtesy of 
WCI'A, wishing you happy holidays. 

We feel the promotion was a success, 

14 U. S. RADIO January 1958 

www.americanradiohistory.com

www.americanradiohistory.com


Today 3 radios are tuned to "Radio »" (WIBG, Philadelphia) 

WIBG 

for every i 

tuned to it just a year ago! 

Hooper figures for October - December 1957 show "Radio 99" 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 must to cover the fantastically growing Delaware 
Valley market. 

Your best time to get the facts is right now. 

Represented nationally by The Katz Agency, Inc. 
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I've Staked a Claim in Texas 

Fo my friends over the country. I am mighty proud to an- 

nounce our purchase of Radio Station KWF , Wkhita Falls, 

Texas. 

I hate wanted this station for twenty years. Its 5K\\' coverage 

is a phenomenon of the industry. K WF 1' has one of the 

choicest locations in the nation- probably 771E thoi(est- 
With respect to ground tonductis ity-. 'this, with 620 frequency, 

gives us a 1/2 MV radius averaging 250 miles . in the rich 

Southwest. 

You'll be hearing more front me-plenty more! In the mean 

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

LOW 
FR EOUE NCY 

President and General Manager 

M p X l M U M C O N D U C T t v l T y 

Coll Your 

H-R Z Man 

620k.--Wichita Falls, Texas 

LETTERS (contd.) 

and thanks to U. s. Rapti) where we got 
the idea. 

George Mastrian 
Program Director 
WCPA, Clearóeld, Pa. 

Disc Jockey Convention 
It occulted to me that perhaps we 

could get a listing iu your "Important 
Dates' calendar tard for the "First An- 
nual Pop Music Dim jockey Convention 
and Seminar" to be held at the Nimble- 
bath Hotel in Kansas City. Marti 7 -8 -9. 

1 know this would be a wonderful re- 
minder. 

Bill Stewart 
Director of Programming 
Sion Stations 

[Editor's note: The calendar card ap- 
peared in our December issue and is 
now mailable on terluest.] 

Pocket Salesman 
with reftrenu to tuna articles and 

letters On the use of tape reu,rdcrs to 
sell adserti'ers, we toc use this utethcxl 
when Pttparing a special program for 
a prospective sponsor. 

I lutter er. each of our sales staff car- 
ries a pocket transistor radio to give 
lite. hard sell direst Iroui our station. 

'1 he tinting of the salts tall is planned 
tu coincide s ith the Iirnadctst of a pro - 
giant of interest to the prospect. 

Good luck to o. s. ittuto. 
Carl Y. Coriell 
Sales Manager 
WMCK, McKeesport, Pa. 

Editorializing 
1 was quirt iuterestsd in the story on 

editcnialving ill your November issue. 
Situ e 1 have been advocating cdito- 

rialiring for more than 10 yens and 
have been doing it on-self. f have 
watched with interest as additional sta- 
tions s tth on to the opportunity for 
increased service. 

There seems to be a great variety of 
interpretation as to what really is an 
editorial. 1 bold to the idea that an 
editorial is not somcthiug to be bom- 
barded as a spot announcement at 
people, but rather is a specific type of 
program which should build its own 
anthem es. 

May I say I always ask broadcaster 
groups when the subject is raised to 
please not start editurialicing unless 
they are willing to sacrifice time and 
effort and popularity. . . . I would 
ass uute that at least eight or ten hours 
a week are required to build a 15- minute 
editorial. 

Robert Mason 
President 
WMRN, Marion, Ohio 
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No broadcaster needs to stand a /one! 

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 THREAT: 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 CAP 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. It 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! 

Space contributed by U. S. Radio 

Endorsed by Local and National 

Business and Advertising 

Leaders Everywhere! 

U. S. RADIO January 1958 

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 is 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. 

Join Now With AM- Before the Baltimore flu 
Hits Your Community! 

NI mot - =1ml -------- - - -um -mug 
C. JAMES PROUD, President 
Advertising Federation of America 

I 
250 West 57th Street, New York 19, N.Y. 

1 Count our company among those who recognize Ill pull my ear. Add my name 
AFA's post and tutu,. constant leadership end to AFA's "Outpost Committee for 
work for odvertising. We want to be o Company CAP.' let me have the detail. on 
Member. Please send us on enrollment form. the Baltimore situation. 

I NAME 

TITLE COMPANY 

CITY STATE 

miElm - - - -- 1 

1 
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Snowshoe Hare 
lepus americanus erxleben 

Living in norther,, Michigan's spruce 
and cedar ttramps, this white - coated 
"ghost" is almost impossible to see 
against the snow. ¡lis mnmatally large 
feet act as snowshoes as he roams in 
finest of twigs and bark. 

Original sketch by conservationist 
Charles E. Schafer 

Put your money where the people are 

Here's your real target 

Seventy per cent of Michigan's 
population commanding 73 per 
cent of the state's buying power 
lives within WII J's daytime 
primary coverage area. 

Why reach rabbits with your radio advertising? WWJ concentrates 
on people -with fresh, appealing entertainment like the "WWJ 
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 Eastland. 
Use WWJ all day ... every day. 

wwJ RADIO 
WORLD'S FIRST RADIO STATION 

Owned and operated by The Detroit News 

NBC Affiliate 

National Repesentatires. Peters, Griffin, Woodward, Inc. 
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U. S. RADIO JANUARY 
1958 

OUTLOOK '58 
How Good Will It Be? 

$700,000,000 
1958 RADIO BIL G 

Part I 

Advertisers and their agencies are turning 

to radio more than ever this year 

for widespread impact and media efficiency. 

i 
As advertisers and their 
agencies look ahead to a 
competitive year in 1958, 

their reliance on radio is heighten- 
ing. According to a survey by u. s. 
RADIO, 52 percent of the advertisers 
rtho have used radio in the past will 
be increasing their expenditures in 
1958. 

Among 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 is ex- 

pected to total about $700 million, 
which is almost nine percent above 
the 1957 mark of $643 million. 
Moreover, all segments of the indus- 
try will prosper from this growth. 
u. s. Rnuto estimates that spot will 
increase from $200 million to $220 
million; network, from $86 million 
to $95 million, and lot-al. from $357 
million to $385 million. 

Judging from comments, these 
media spenders are relying on radio 
for chiefly two reasons: widespread 
impact and media efficiency. 

Ile year ahead could be the most 
significant one in the history of ra- 
dio. A growing number of advertis- 
ers, as never before, will be keeping 
a watch on ad expenditures with a 
sharpened pencil. And while they 
will be trying to save wherever pos- 
sible, they also will make every effort 
to strengthen their advertising pene- 
tration. 

For these reasons. many advertisers 
will be turning to radio. According 
to figures prepared by McCann - 
Erickson, overall advertising expen- 
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OUTLOOK '58 
Bitures in 1957 will have totaled $10.4 

billion. Industrt sources estimate 
that this figure will reach a new high 
in 1958. 

In spite ol this anticipated record 
spending. 1958 k certain to see an 

alteration in ad planning. . \nul mbar 

important front radio's point of view 

is the fact that media strategy will 
be re- evaluated with an eye towards 
getting the most loi the dollar spent. 

Radio can easily be the benefactor 
ol this thinking. A recent report in 
Business Il'eek. referring to media 
adjustment. states: 

Shift to Radio 

"The biggest bcncliciart of this 
attitude by all odds is spot radio. A 
large San Francisco loud mannf,t- 
turet says it is increasing its empha- 
sis on radio as part of its ntarkct -by- 
m:rket introduction of new prod- 
tuts. Almost everywhere you turn. 
the use of radio- where you 'get a 

great deal for your money'- is the 
one major shift that pops tip in 
media planning for 1958." 

A secondary factor that will favor- 
ably influence radio spending this 
year is the anxiety by advertisers 
over the business outlook. Although 
radio men are the first tu admit they 

.want no part of "soft-market" money, 
the fact remains that as companies 
search for a tray to maintain the level 
ol their advertising -and at the 
same tinte cut high -cost items -radio 
should be in for additional use. (For 
further continent on the business 
outlook. sec Purl II. p. 22.) 

Media Use 

The separateness with which ad- 
vertisers and agencies view radio is 
(le:u h pointed up in the v.,. s. u.yuur 
survey. In fat. several surprises in 
overall media use are reported. One 
of these is the fact that among na- 
tional radio users, the medium that 
is next in popularity is magazines. 
with 70 per cent of the companies 
reporting use of this national vela- 
( le. Next most tsidrk -used medium 
among national radio advertisers is 

newspapers, with 60 pertcnt of the 
radio :libel reporting use o1 

this print vehkle. Next medium was 
teksisiorr, used I)) I0 percent of the 
national radio spenders who replied 
to the stirs ey. 

As noted eaiiicr, more than hall 
the companies who used radio in the 
past will be increasing their expen- 
ditures in 1958. In many case's. the 
stepped -up ratio use in 1958 over 

6 - 
5 - 
4 - 
3 - 
2 - 

20 

TOTAL RADIO 

$700,000,000 

1951 1952 53 1954 1955 1956 1957 1958 
EST. 

1957 is quite sulrst:utti :tl. Conti- 
nental Baking Co., for example, re- 
ports it will increase radio use by 75 
percent this year-. All of it will go 
to spot, just as in 1957. For the com- 
ing year, this food manulacwrcr will 
use radio, tv and newspapers. 

The 1-lelbros %Vatclt Co. will tip 
its radio outlays by 20 percent over 
last year. Spot will be used chiefly. 
The company states, "Radio is a 

strong. yet inexpensive, buy with 
which to reach a large segment o1 a 

given market." '('his luxury -item 
manufacturer will use radio, n and 
magarints this year. 

In the home lurnishings field, the 
makers of Gulistau carpets, A. & \I. 
haragheusian Inc., will up their 
radio expenditures by 1(1(1 percent 
for 1958. The money will be appor- 
tioned to both network and spirt. In 
fact, tite company (minims On its 
network fuse: ",(Monitor, with local 
dealer cut -ins, a twilit local action 
medium!" For 1958, Gulistau will 
use radio, newspapers and magazines. 

Grey Hikes Use 

Auuoug agcucies. too, present plans 
call for a significant increase for 
radio in 1958. One of the large 
agencies, Grey Advertising Agency 
Inc., reports it will use 25 percent 
more radio this year than last. The 
agency comments, "Radio is here to 
stay -and more so every year." 
Grey's expenditures lot 1958 will be 

apportioned to slot (6(1 percent) and 
nctwotk (1(1 pert cnt). In 1957, net- 
work and spot shared Grey's radio 
expenditures equally. 

At \lore), !burnt' & 1Varwick, 
Luc., which handles the radio -heavy 
siuclair Oil attouut, radio expen- 
ditures will be increased by five per- 
cent this year over last. Ali of this 
money will go to spot, as in 1957. 

The use o1 radio by regional ad- 
vertisers also is on the upswing. A 
11( until agent y, Sutherland -Abbott 
lnc:., states it will increase its radio 
expenditures in 1958 by IO percent. 
As in 1957, spot will get it all. The 
agency says, "Spot radio will con- 
tinue, this year, to be a primary hay 
for many of our clients." 

The increased use of radio by 
agencies for 1958 is apparent. A 
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great part of this increase will come 
from expanded ad budgets, while 
the biggest segment will come from 
money that could have gone to other 
media. It seems axiomatic that the 
more competitive radio gets with 
other media - and the more bask it 
gets in ad planning -the bigger it 
will get. 

Guild, Bascom R Bonfigli Inc., San 

Francisco, a heavy user of both air 
media, has been putting more and 
more into radio the past two years. 

Radio Ratio 
The agency states, "In 1955. 

GII&B's clients spent, at our recom- 
mendation, about one dollar for ra- 
dio time to every $20 spent for time 
on tv; in 1956, the ratio changed 
sharply to one dollar spent in radio 
for every $7 in tv; up to now, the 
trend toward increased use of radio 
has continued, with the ratio for the 
first IO months of 1957, one dollar 
to every four. 

"This strong increase in use of 
radio has been clue not to change of 
philosophy but of circumstances. In 
most cases, given sufficient funds for 
the kind of television program we 
want, our agency will recommend tv 
as the primary broadcast medium. 
But a number of factors have occa- 
sioned this definite swing toward ra- 
dio, among them: 

"I. Tv has priced itself out of some 
markets - at least for our cli- 
ents. 
Suitable tv program spot times 
are unavailable. 
A budget will be too thin to buy 
the amount of television cover- 
age we need nationally, or even 
regionally. 
More intensive and flexible cov- 
erage is needed than tv offers." 

As a result of these factors, GIf &B 
reports that it started to buy spot 
radio in late W55 and early 1956 for 
national and regional accounts. The 
agency declares, "Results in both 
cases were excellent and we've suc- 
cessfully repeated this switch several 
times since. \We're governed mainly 
by sales results in our selection of 
media." 

There is little doubt that as ad- 
tertisers and their agencies try to 
solve the dilemma of greater sales 
yielding a smaller profit because of 
high costs, radio will be turned to 
in growing numbers. . 

Radio: Medium to Watch 
There are several exciting developments in radio ill 1958 that the 

agency and his client will be hearing abint many times. 
Among these are: 

The growth of transistor radius. 
Return of top stars to programming. 
Return of top stars to commercials. 
Greater measurement of radio's total impact, especially the nut - 
of -home audience. 

One of the springboards of radios future growth will he the lull 
realization of the medium as a c pinion. The application ol tran- 
sistors to small, really portable, receivers is the giant step in that di- 
rection. It is estimated that in 1957, more than 37 pestent -or 1.3 
million -of total radio set sales were transistors. 

In I956, transistor portables accounted for 18 percent --or 702,000 
-o[ total radio set sales. A real boom is expected this year that trill 
completely shadow the 1957 record. 

Advertising Significance 
The significance to advertisers, as well as to the radio industry, is 

apparent. It will make radio a truly inseparable companion to its 
listener. Many of the transistor's most functional applications 
haven't been tried yet commercially, although this tinte is fast 
approaching. 

For one thing, the Dick Tracy -type radio wrist watch is virtually 
an existing fact. The Army: Signal Corps is experimenting with it. 
It's only a matter of e-not long at best -when men and women 
will "wear" radio wherever they go. There are automobile tran- 
sistor radios that can be used in the car and then taken out ol the 
car lot portable use. And at least one enterprising ladies' handbag 
manufacturer lias built a transistor radio into his product. 

The return of top stars to progr: g :nid the making of com- 
mercials is one notable development that started in late 1957 and 
will continue in 1958. As for programming, this has created new 
advertiser interest in the stature ol radio. And certainly the use of 
top stars in making commercials has been one of the reasons radio 
listeners now report that they actually enjoy the commercials. An- 
other reason for this latter development is that agencies are now 
turning out sorte of the most listenable commercials in the history 
Of radio. 

Radio Measurement 

Another major development that will be watt lied closely in 1958 

will be new radio measurement studies. Asa mass med. . there is 

a pressing need for more adequate measurement of its impact. This 
will reach into total audience and audience composition. 'There 
also will be greater revelation as to dollar expenditures by adver- 
tisers on radio. RAIE, for one. titis April expects to list the top 25 
network radio advertisers according to the largest expenditures. If 
this list proses workable, the bureau will expand the number of 
firms covered. 

In line with measurement of radio in 1958, the out -of -houle audi- 
ence will come in for close attention. Nielsen is one of the major 
firsts that is working on a car tune -in study. For the advertiser. the 
out -of -hotte audience has these dimensions: more than 35 million 
auto radios are presently in use, more than 12 million portable sets 

and another IO million radios in public places. This makes a grand 
total of nearly 60 million radios available for out-of-home listening. 
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RA B's Sweeney sees record $700 -million -year altead; 

and these problems: the business climate plus the civil 

war within radio, which showed up strong in 1957. 

Frank M. Headley, president of SRA Inc., sees 

spot running about 10 percent altead of 1957 with 

a very strong second-half rally expected for 1958. 

NA B's president Fellows points to radio's growth in 

technology and service for 1958. Cites transistors as 

furthering industry expansion by increasing sets in use. 

Outlook '58 - Part 11 

Industry leaders predict record 

increases for 1958. A new high 

of $700 million is forecast. 

99 

I 
Radio in 1958 will set a new 
all -time record in billings. 
According to estimates by 

Radio Advertising Bureau. volume 
will reach about $700 million this 
coming year - about eight or nine 
percent above the record year of 
1957. 

What makes these projections even 
more significant is that every segment 
of the radio industry is expected to 
share in the increase. Spot and local 
will undoubtedly continue on their 
three -year upswing (see chart) . And 
for the first time in several years, 
network radio will be able to put 
two growth years back -to -hack. 

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

Achieving these goals, however, 
will be no easy task. Radio can look 
ahead to its share of problems, too. 
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U. S. Radio Estimates for '58 

Local 

Spot 

Network 
1958 

1957 r 
1958 

1957 

1958 

1957 

As Kevin B. Sweeney, president of 
RAB, sees it, there are two major 
hurdles to overcome in 1958. 

In the first place, the general cli 
mate of 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 you 
should advertise. But the merchant 
doesn't know this." 

Mr. Sweeney believes that every 
time a responsible business or gov- 
ernmental official talks about a "slow 
first -half" or a "soft year" it limits 
advertising expenditures. He esti- 
mates this loss at $25 million for 
each gloomy pronoucement- $1,000 
for each of 25,000 advertisers i'ho 
are likely to reduce their ad spend- 
ing by that amount. 

The second obstacle Mr. Sweeney 
sees ahead for 1958 is exclusively 
radio's. "One of the real trouble 
areas this year will be the civil war 
among radio broadcasters. There 
was more of it in 1957 than in 1956 

$357 MILLION 

$385 MILLION 

$200 MILLION ' $220 MILLION 

$86 MILLION 

' $95 MILLION 

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 efforts of radio sta- 
tions trying to knock each other off 
as they dig for a bigger chunk of 
the atone) 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 to competing against other 
media, and not against your own 
business." 

Stations will be doing themselves a 

real service if they go out and try 
to win new advertisers for the medi- 
um, instead of battling among them- 
selves for the existing expenditures. 
Mr. Sweeney asserts. 

Nationally, this applies to net- 
works and representatives. It also 
has meaning for group ownership 
and individual entities, for inde- 
pendent music -and -news stations as 

well as network stations, for large - 
coverage operations and smaller area 
stations. 

It is significant that this intra- 
industry battle came to a head in 
1957, a truly great .year for radio 
from all aspects. No one can deny. 
that it aras the relative prosperity 
of the medium this past year that 
spawned a new competitiveness. 

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

Gross billings were about 56.43 

million. 
This was almost 15 percent 
above 1956. 
Factory sales of radio sets to- 
taled 14,832,611 for the first -19 

weeks of 1957. 
This was more than 2 million 
above the 1956 output at that 
time. 
At year's end there were 3,180 
commercial am stations on the 
air, as well as 537 commercial 
fm. 
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Outlook '58 
.\ year ago there were 2,97 I am's 
on the air. 

With this growth behind theta, 
radio men look forward to an even 
better year. Of the three segments of 
the industry. network is certain to 
shoo the biggest -and most needed 
-improvement. All lour major net- 
works have undergone considerable 
changes as they tool up for %viral 

should he their biggest year since 
1951. 

(:RS and NBC are certain to main- 
tain their dominance throughout 
1958. Mutual and .1RN have insti- 
tuted vast alterations in their pro- 
gramming. mming. In each case. aspirations 
are high, and 1958 should he the 
tell-all year. NIBS t laiun it has been 
in the black since last September. It 
reports revenue ul $8 million in 1957 

and anticipates a gross of S11 mil- 
lion for this yea i. 

.\RN has turned up initial advet- 
tiser support foi its new live sic 
format. \lore than SI million in new 
business has been signed. The net- 
work is in third place and its long 
range goal is number alle. 

40 Percent Increase 
NBC reports a .10 percent increase 

in business for 1957 over 1956, and 
anticipates that 1958 will be It per- 
cent better than this past year-. 

)laving established at least two 
monthly revenue records last year, 
CRS looks ahead to 1958 st its great 
anticipation. In the August-Septem- 
ber munch, the network signed a 

record $8.8 million in business. This 
broke the previous nark of S6.6 mil- 
lion. which was set the month before. 

Overall, comments from industry 
leaders indicate the coating year will 
be a competitive hut very prosperous 
one for radio. In addition to the 
remarks by Mr. Sweeney, here is 
what spokesmen at the national level 
are saying about 1958 (excerpts from 
special interviews with u.s. )(moo) : 

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

Robert E. Eastman, president 
of the American Broadcasting Net- 

%work, predicts that network radio 
will net about $811 million in 1958. 
This follow, a net of $65 million for 
1957. \Ir. Eastman states that "ra- 
dio is now experiencing the most 
rapid growth of any medium in the 
piston of mass communications." 
I le declares that ."In 1958, .\nterica» 
Radio trill give the listening public 
the quality musical programming 
they like best, while the advertiser 
will achieve the widest possible cir- 
culation." 

Paul Roberts. president of Mu- 
tual Broadcasting System, loresecs 
"the biggest year ahead its radio's 
lung history. It has to be \lore and 
more radio sets are being sold these 
days-more radios than tv. And if 
people are holing sets the) must be 
listening to them. It only remains, 
therefore, for broadcasters to pro- 
s ice the kinds of listening services 
these set buyers want-and now de- 
mand." Since \I r. Roberts took over 
Mutual last year. the network has 
instituted two major changes in net - 
wal k pratite. MRS has started a 

"station service" concept of ;Wiliam 
I ompeus :u ion, whereby the station 
keeps revenues from specified net- 
work program,. Sedrtndly, the net- 
work in 1958 will start using owned 
I'm stations for uansuuissiou, 
place of (lass C A1'ST )lees. 

Matthew J. Culligan. vice presi- 
dent its d barge of N ItC Radio, secs 

gross network revenue of S95 million 
Ior 1958. He looks forward to a 

great year for network in general 
and NBC specifically. Mr. Culligan 
notes that NBC signed enough busi- 
ness in the latter part of 1957 to 
meet its projected revenue for the 
first quarter of 1958. In the past 
year, the netwotk was successful in 
switching a handful of programs to 
new time slots in meeting new listen- 
ing habits. \Ir. Culligan also notes 
that NBC added to its station owner- 
ship by adding an am- and -fm opera- 
tion in Pittsburgh - \VA \I P and 
WF\il'. 

Arthur (lull Hayes, president of 
CBS Radio, states that "only in net- 
work radio can an advertiser be as- 

sured of maximum concentration on 
his commercial messages, and distri- 
bution of those messages through a 

highly believable medium ?' He sin- 

gles out the Ford Road .Shams as 

"the year's most significant single ad- 
vertising development which directed 
aItention to network radio." 

Harold E. Fellows, president of 
the National Association of Broad- 
Castels, secs 1958 as a year when ra- 
dio's service will grow. "ht part," he 
says, "this shall result Irani improve - 
1110115 in our technology." i le also 
points out that since 1918 the num- 
ber or tadiu stations in the U. S. han 

mure than doubled, giving the pub- 
lic "greater choice its programs :nul 
permitting individual station man- 
agement tu find its special niche far 
selling the public." 

The following are more detailed 
statements: 

Mr. Headley states, "Although 
radio spot billings have been slow 
during the pant few weeks, I expect 
a stung rally in the second) half of 
1958. The hest six months seal prob- 
ably continue to run below last 
year's average, but the strong spurt 
in the latter half of the year will 
more than snake up for the slow 
start. 1 confidently expect spot radio 
in 1958 to be tip It pen ent over 
1957. 'The outlook for the future is 

excellent." 
Mr. Eastman declares, "Radio is 

now experiencing the most rapid) 
growth o1 any medium in the history 
of mass communications. Lions. 

"Last year 1.1 million American s 

bought a new radio. Transistor sales 
have skyrocketed. Nine percent of 
the 1956 total transistor sales ac- 
counted for 37 percent of set sales its 

1957. As one broadcaster recently 
put it: 'The smaller radios get . . . 

the bigger radio gets.' 
"The line -'and the more mobile 

radio gets'-should also have been 
added. Radio is the only entertain- 
ment, information and advertising 
medium that can reach people in a 

wide variety of places. 
"At American Radio we have been 

cogni /amt of these inherent advan- 
tages sel the radio medium. What's 
more, we have re- designed our entire 
programs 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- 

24 U. S. RADIO January 1958 

www.americanradiohistory.com

www.americanradiohistory.com


crating in the black on a continuing 
basis by the second half. This past 
year has seen a turn to the black, 
too, with the network reporting 
monthly periods of profit. Mr. Cul- 
ligan initiated changes in program- 
ming and has welcomed the return 
to NBC of former network radio 
blue -chip advertisers. 

Mr. Culligan says. "Now that the 
framework of the NBC Radio net- 
work program schedule has been es- 

tablished in its permanent form- 
featuring fun and music during the 
morning. stories in the afternoon, 
Nightline in the evening, dlonitor 
on the weekend and News on the 
Hour throughout the week -all our 
efforts will be directed at refining 
and improving these elements. 

"The top 15 advertisers have re- 
turned to network radio. But in ad- 
dition to these, scores of new clients 
are on hand -as never before." 

Procter C Gamble was one of the 
blue -chips who returned to NBC 
Radio for 52 week participations. 
with 13 -week options. Mr. Culligan 
comments on the significance for all 
radio: 

"The P&G contract is not a sale - 
it is a buy, from one of the most de- 
liberate 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- 
dium." 

Mr. Hayes comments. "Our 
course for 1958 is clearly stated. We 
intend to go on steering by the stars. 
Such stars, that is, as Arthur God- 
frey. Bing Crosby, Jack Benny, Ed- 
ward R. Murrow, Amos 'n' Andy, 
Art Linkletter, Rosemary Clooney, 
Galen Drake and the rest. 1\'e con- 
tinue into 1958, entirely persuaded 
by growing audiences and satisfied 
advertisers, that our programming 
concepts are sound. Moreover, we 
are meeting the wide public accept - 
tance of programs that elicit atten- 
tive listening. 

"In 1958, we are more sure than 
ever before that solid programming 
and important personalities lend 
unique selling power to their spon- 
sors, and that they also carry an im- 

(Cont'd on p. 51) 
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CBS Radio chief Hayes believes the 

barometer 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 increase 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 chief 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 

1958 Model Year 

1957 Model Year 

3.0 

5.5 

There's 

96 

Edward R. Murrow 

Rosemary Clooney and Bing Crosby 

Arthur Godfrey 

II 
Ford, long a successful pio- 
ncer in the automotive in- 
dustry, is now investing a 

reported $5.5 million to prove that 
pioneering in radio also pays off in 
increased car sales. 

On Sept. I the first Ford !food 
Show was aired over the CRS net- 
work, the climax of 14 mouths of 
negotiation among the network, the 
Ford Division, and its agency, J. 
!Palter Thompson. lVith this pur- 
chase, the company expects to reach 
85 percent of the car- buying public 
cac h month. 

The 52 -week buy (with a 13 -week 
option) marks what Ford, Thomp- 
son and CRS believe are three major 
milestones in the use of radin today: 

.l new format for network radio 
-represented by the sale of short, 
five -minute programs to a national 
sponsor. 

The clearance of prime early 
morning and late afternoon station - 
option time across 201 stations for a 

national sponsor. 
The use of talent as salesmen in 

unusual quantity and quality. 
According to John Bowers, car ad- 

vertising manager, Ford Division: 
"Ford is always looking tor new, ef- 
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John Bowers, car ad. mgr., Ford Div. Dan Seymour, JWT v. p. of radio -tv. Joe Stone, JWT y. 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 decided 
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, 
but 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 we are doing some- 
thing new and valuable in radio to- 
day. Network programming at peak 
times is something that hadn't been 
accomplished in the past five sears," 
Mr. Mowers 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 most 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 

from the old concept before (and 
after) tv 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. ( \ \'hile the 
official gross figure for the network 
buy is $5.5 million, there is agree- 
ment in reliable quarters that the 
net sum conies closer to $3.8 mil- 
lion.) 

"Ford had been a heavy user of 
network radio before television," 
Miss Jones explains, "hut even after 
the glamor of tv had worn off, every- 
one was still buying radio the same 
way they bought 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 now, though of 
course we may do special promotions 
during the year as the need arises." 

(u.s. RADIO estimates that in the 
1957 model year the factory, ex- 
clusive of the dealers, spent approxi- 
mately S3 million in spot radio. 
\\'hile there are no accurate figures 
available on dealer expenditures in 
local radio, informed sources esti- 

mate that the combined suet spent 
by the dealers in the 1957 model year 
was $1.5 million. They are expected 
to allot approximately the saine sum 
for radio in the 1958 model year.) 

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 
dealer markets. The dealer associa- 
tion is composed of 3-1 groups of 200 
dealers each. Every dealer earmarks 
so many dollars per car sold for ad- 
vertising. Each group elects an ad- 
vertising committee which deter- 
mines where the money should be 
spent in their area. 

Each dealer group is an independ- 
ent client of J. \\'alter Thompson. 
who guides them in their choice and 
placement of advertising. and writes 
their copy. Thompson treats the 
dealers as separate clients from the 
Ford Division. 

Although Ford had been using 
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. Morrow evening newscast ( \lon- 
day. Wednesday and Friday) . 

Previously. Ford had been a steady 
user of evening network radio, dat- 
ing back to 1934 when the Ford Sun- 
day Evening Hon, began its eight- 
year tenure nn CBS. The company 
has also been a heavy buyer on all 
nctyot ks in the past. 

It is believed that Ford is the fast 
and only of the automobile manufac- 
turers to pour over 50(';, of its adver- 
tising budget into the broadcast 
media. 

According to john Karol, CBS vide 
president in charge of network sales. 
"I began soliciting Ford and TI p- 
son for CBS a year ago last June. 

"The agent)." Mr. Karol explains, 
"then did a six -volume study on 
radio in general, and decided that 
network radios would be their best 
buy. 

"Ford was partictlaily interested 
in using top talent as personal sales- 
men," Mr. Karol points out. ''We 
provided it." 

Below is a run -clown of the Ford 
buy: 

Bing Crosby-Rosemary Clooncy 
(alternating) -five minutes be- 
tween 7 -7:311 a.m., \Iond :ty -Ft i- 
clay 

World News Roundup - 8-8:05 
a.m., \Ionclay Friday. 

Anhui Godfrey- 5:05.5:811 p.m., 
\londay -Friday 

Edward R. \furrow- 7:45 -8 p.m., 
\londay- Friday 

Crosby- Clooney, six five-minute 
shows spaced throughout the 
weekend. 

Mr. Karol believes that the Ford 
buy has been responsible for in- 
creased interest in network radio, 
and he says that "the motor people 
are now more active." 

A Thompson spokesmaii says. 

however, that none oI Ford's com- 
petitors "come close to our extensive 
use of network radio." 

According to R. E. Buchanan. 
Thontpscm vice president in the 
radio -th' group, Ford is not onh 
using a greater quantity of network 
radio than its competitors, but the 
company is ahn improving the qual- 
ity of commercial copy for auto- 
mobiles. 

"\t'e bought personalities tvho, we 
feel, are among the top personal 
salesmen in radio. \t'e wanted ,tars 
rsho could integrate conunercials in- 
to the show itself to take Tull ad- 
vantage of their Irupulai ity Ior Ford. 
\Vc wanted to entertain and to sell 
in a very 'aunt titre, while people 
were in their cars." 

Robert Ebeling, J prcultutun 
control Supervisor on Ford radio, 
says, "We are tailoring our commer- 
cial, to the personality. Ill the case 
ul (aosb) atul Chutney, we adapt our 
copy to the type of patter used by 
Bing Crosby and Ken Carpenter for 
years, conversation already familiar 
for its entertainment value to our 
listeners." 

To insure the Cat pentcr- Clooney- 
Crosby character of these commer- 
cials, Thompson hired Crosby's long- 
time writer, Carroll Carroll to check 

John Karol, CBS Radio sales v. p. 

the style of ever} piece of copy 
broadcast. About half the Crosby- 
Gloomy commercials are jingles. 

By contrast. on the World \'etes 
Rouudnp and the Edward R. Mor- 
row newscast. George Bryan delivers 
commercials that are almost docu- 
mentary in style. Since \1r. Morrow 
does not do commercials himself, 
Thompson is building up Mr. Bryan 
as a Ford personality in his own 
t ight. 

Arthur Godfrey ad fibs his com- 
mercials. The agency gives hint a 

fact sheet for ever) show, and lets 
him know what they wish to be cm- 
phasiicd, and \Ir. Godfrey takes it 
from there. 

Successful though they may be, the 
26 shows rs'ith their 36 conunercials 
represent a complex creatke prob 
lctn for Joe Stone, Thompson vice 
president and a copy group head on 
the Ford account. 

"The Crosby -Clonney commercials 
are recorded from the coast, so we 
have to have a production staff out 
there. Godfrey's are taped here in 
New York, unless he goes out oI town 
in which case we have to follow hint 
across the country. 'l'he Morrow and 
II'orld News shows are done live in 
New York. 

"On the live- nt ill nti' Crosby, 
Clonney and Il'nrld News pro- 
grams," \I r. Stone explains, "we are 
allowed a single minute commer- 
cial; on the \powwow 15- ,11inute show, 
we do two one and - -a- hall -minute 
commercials, and on the Godfrey 
show he does two 2-minute commer- 
cials, usually. This is quite a varied 
schedule, especially since we do not 
repeat more than 50 percent of 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. 
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"We've already gone through sev- 
eral phases," \Ir. Stone explains, 
"Front Sept. 1 to Oct. 15 we were 
plugging the '57 model. Oct. 15 to 
Nov. 1 was an institutional buffer 
period. Nov. 1 to Nov. 7 was pre - 
announcement of the '58 models. 
From Nov. 7 to Dec. 1 we introduced 
the '58 models. From Dec. 1 to Dec. 
30 we wrote strong introductions to 
special new features. After Jan. 1 

we were in our normal year. 
"But up until Jan. I our commer- 

cials had to be 90 percent new. That 
was a job. 

"From now on in, we expect to 
repeat about half the time," Mr. 
Stone says. " \Ve write about three 
months ahead, and the client sees 
the copy approximately six weeks 
before it's to be broadcast. This is 
when we don't get rush requests for 
changes. 

"1 would like to say right now that 
I don't go along with the people t'ho 
believe that radio commercials 
should be done on the spur of the 
minute for the sake of liacy. 
You cannot do excellent radio with- 
out weeks of planning. Expediency 
dictates quality, in my opinion. 
When you are in a hurry," Mr. Stone 
points out, "you accept a compromise 
because you don't have time to fight 
for what you know ought to be 
done." 

In order to keep track of which 
commercials are to be aired when, 
Mr. Stone has devised a chart that 
insures no repeats on the saine sell- 
ing point on the same show across 
the week, nor on different shows 
down through a single clay. "It's 
like a crossword puzzle," he says. 

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

Value 
Proved and approved around 
the world 
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Nothing newer in the world 
New interceptor V -8 

Brand new styling 
Ford -Aire suspension 
Only car to cut price in '58 
Lowest price of the low- priced 
three 

Cruise- O- \latic Drive 

Mr. Stone likes the Ford network 
buy because "in network radio you 
can determine the material that sur- 
rounds your commercial, not to men- 
tion the time the commercial is 
aired." 

Mr. Stone feels that the Road 
Show reaches the adult audience 
that buy Fords. He also emphasizes 
that the buy permits the agency to 
control the material cowing before 
and after the con niercial- material 
chosen to contrast with the sales 
message to make it stand out. 

Since the Ford buy is only in its 
fifth month, no plars have been 
made for Ford's future in network 
radio. According to Ford's \Ir. 
Bowers, however, We are very 
pleased so far, and the dealer re- 
sponse has been favorable." 

Ford Commercial Wins Radio Award 

Ford wins award for producing one 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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Hot Ralston's Radio 

Sales up 33 percent over previous year 

as agency leads Ralston back to radio. 

W. P. Hays, advertising and pro. 
motion manager of the Ralston Div. 

30 

Ernest J. Hodges, vice president, 
Guild, Bascom & Bonfigli Inc., S. F. 

With its Songs of the Hot 
Ralston Rond, Ralston 
cereal is chugging its way 

hack into a medium which it almost 
a bandoneti in the early I950's. 

With an estimated radio budget 
of $100,000 -a 20% increase over 
last year -Ralston has found that 
"radio is indispensable for giving 
us quick action and flexibility 
in the ad market," according to W. 
1'. flays, advertising and promotion 
manager of the Ralston Purina Co.'s 
Ralston Division. 

Ralston has had phenomenal 
sales success since signing on about 
three years ago with Guild, Bascom 
R Bonfigli -a Sant Franuisto agency 
that has specialircd in food merchan- 
dising, and has substantially in- 
creased the radio billings of its 
clients. 
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Road 

At the agency level, radio use has 
been on the upswing. At GBRB, 
as noted by Rod MacDonald, vice 
president and director of the media 
department, "We are relying heavily 
on radio 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 in share of the agency's 
billings. 

"No statement could be more 
eloquent than these percentages in 
demonstrating the confidence we 
have in the job radio can do today." 

Ralston cereal sales -hot and cold 
branch -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- 

RALSTON'S RADIO BUDGET 

$400,000 

UP 20°ó 

tl I 

il 
It 

RALSTON'S CEREAL SALES 

UP 33°cl 

OCT. '56 TO OCT. '57 

paign, which began September 15 

and will end next month, involves 
135 CBS 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 three 
ways: 

1- Planned network purchases - 
22 programs rotating during 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 
what has proven to be a reliable 
working formula for Ralston. "Radio 
is ideal for our cereal." comments 
Ernest J. Hodges. The vice president 
and Ralston Purina account super- 

visor at GIl &B te' il, that "used 
on a test basis, radio proved to us 
that it reaches the consumer %with 

the greatest frequent y and flexibil- 
ity. 

"We spend as much titre, atten- 
tion and nearly as much money on 
our radio as our tv commercials. We 
like longer spots, and on radio you 
can repeat them and still be novel 
and enjoyable. 

"Sales are again increasing," says 
Mr. Hodges. "But we won't know 
the results of the netwolk campaign 
until February." 

"When we started to advertise our 
cereals on radio back about 1933," 
Ralston's Hays points 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." 
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With this in mind, the compan} 
and its agency have established a 

cop) platform aimed at mother. l'o 
the tune of The Rock Island Line. 
the Ralston folk singer asks: 

lou 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 

Ralston has had quite an extensive 
history in radio use. The Tom \lix 
(Ralston Straight Shooters) program, 
aimed at hero -worshiping children. 
started in 1933 and remained on the 
air until two seams alter the (-owbo) 
star's death. 

"Then we switched to the Space 
Patrol," Mr. Hays recalls, "a modern 
version of the children's adventure 
show. \Ve were in network radio 
continuously !rum 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 reach 171/2- 

million women through our various 
network soap operas." 

Reaching a vast national audience 
with its radio exposure, Ralston has 

adopted an anthology of songs with 
a folksy Ilavor. The Ralston folk 
songs, all utittcn to familiar .\nte,i- 
can folk melodies, stress to the 
uu>ther the mitt ititmaI salves of the 
cetcal. -I hey give her a picture of 
her child as not only healthy and 
strong, but pleased with the Harm- 
of the breakfast food. .\n example 
k this song to the tune 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' - 
RalstonI 

At the agency level where these 
songs were created, radio is a weer k 
horse medium.. %«ci cling to GRi li's 

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

Hodges, "Radio is a wonderfully 
broad vehicle for reminder use. It 
ie ideal for an item of frequent pur- 
chase: it is ideal. then, for cereals." 

But radio is by no means con- 
sidered merely a medium for re- 
minder use at (111k11. .%c cording to 
I'cg Minis, GISti1S's media director, 
"We are using radio nut just to 
supplement other media, but for 
basic m:u ket coverage. 

Audiences, Impact 

"Siiable audiences, an increasing 
degree of selectivity and the impact 
of repeating a powerful message are 
a kw of the characteristics of radio 
which compel consideration." 

And that's soft) Ralston is seeing 
to it that its siieablc audiences can 
!Hamm: 

Get some Instant Ralston, 
mother. 
Get that whole -wheat health 
today. 
Serve them Instant Ralston, 
mother. 
Get some Ralston right 
away! 

Rod MacDonald, director of media 

department at the GBH agency. 
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Radio Should Learn 
How Valuable It Really Is 

Grey's media vice president counsels 

radio to bolster itself for the future. 

5o everything is line with 
radio. Or is it? 
When an industry funds itself 

healthy, that is the time to take a 
good, hard look around, and see 
what can be improved. ]Because that 
is the time the industry can afford 
to invest in itself - when it is pros- 
perous, has the money and time to 
examine carefully what it is doing 
right, what it is doing wrong -to 
forestall that inevitable clay tvtien 
things get a little bleaker. 

But then, of course, radio men 
know this well. They remember the 
bleak, black days of 1948 and 1949 
and 1950, when television was burst- 
ing across the nation on its [white 
charger, and radio was retiring in its 
path. And radio, ill- prepared for 
that sudden turn of events. could 
only answer by cutting rates, reduc- 
ing the price of a commodity that 
should have been higher priced at 
its peak, because, even at the lower - 
than -current audience levels, it was 
still a good buy. 

There are those who have been 
alert and have been studying their 
business. You may or may not sec- 
ond exactly what they are doing. 
Maybe you have some better ideas. 
But - if so, why aren't you doing 
them? 

Examples of alert fellows in the 
radio broadcasting fraternity are: 

I. The Henry L Christal stations, 
who have been employing Al- 
fred Polite' wir/ardry, yardstick - 
ing radio in the vicinity of 
their stations. 

2. Restless Kevin Sweeney and his 
wide -awake RAB fellows-who 
never stop wanting to know. 

3. The stations that have used 
Pulse intermedia studies. 

We say they are "alert" because 
they are endeavoring to learn some- 
thing that will help make radio's 
future more secure. More power to 
them! 

Hooper, Nielsen and Pulse (bless 
their slide -ruled hearts) all endeavor, 

at least, to give us some measure- 
ment of radio's si /e, so we can have 
some basis for analysis, projection 
and understanding. Unhappily, as 
all these measure -amen will be quick 
to agree, we are quite a bit removed 
from a perfect radio measurement 
today. 

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

Let's ask a few questions about 
radio. 

I. When was the last time you 
measured - or talked about 
measuring- the "recall" (and 
related factors) from a specific 
radio commercial -as opposed 
to the last time you slid that 
for tv? 

2. \Where are the \'ideotowns and 
the Hofstra studies for radio? 

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

I. Where are the radio-vs- other- 
media studies of yesteryear? 

5. \When was the last great new 
programming idea tried out? 
Or is radio destined to be a 

world of music and news now 
and forever? 

\Where are all these studies? 
There are a variety of reasons why 

we see none, no more, nohow. 
I. Because radio - possibly as 

much to the surprise of its 
leaders as to anyone else - has 
emerged from its "darkest 
hour" mike -deep in green- 
backs. So the theory would go. 
who needs it? 
During its "dark hour," in the 
struggle just to survive, radio 
quite naturally trimmed all 
costs as far as they could he cut. 

3. In fact, in its darkest hour. ra- 
dio became afraid of research. 
When radio saw five ratings 
when once there were 25, radio 

Dr. E. L. Deckinger, vit 
president, Grey Advertising. 

because afraid that buyers 
would be so numbed by the 
enormity of the decline that 
they would fail to realise that 
it was still a great buy at the 
lower levels - it had simply 
been incredibly undervalued at 
its peak. 

So [where are we today in radio 
research? 

1. We've made absolutely no 
progress in the past eight years. 
Yet. the medium prospers - 
without much in the way of 
new research facts about radio. 

Should radio fear? Has radio non - 
weathered the worst storm that t ould 
possibly be conjured up for it by the 
most nefarious of schemers? 

Let's try some "perhapses." 
Perhaps I. Perhaps portable and 

small -set tv will mushroom, 
and will ubiquitite the pres- 
ently ubiquitous radio set. 

Per /raps 2. Perhaps tv will find a 
way to simulcast much of its 
telecasting during radio's best 
hours - so they can capture, 
perhaps without notable extra 
cost to the advertiser, the big- 
ger part of what is today's ra- 
dio audience at,any one time. 

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

Perhaps 4. Perhaps costs in other 
media will be reduced to such 
an ax tent that radio will lose 
its greatest competitive advan- 
tage - low cost. 

Will radio be ready? 
Actually, this is not a prophesy of 

doom. The writer really doesn't 
think any of these things actually 
will happen. But the point is, some- 
thing might! 

Om- plea is this: If radio should 
one clay succumb to some force 
stronger than it, never let it be said 
"[what fools these radio people were. 
They could have foreseen that, they 
could have overcome it!" 
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ABN 
Pins Future 
On Live Sound 

One of (t series in on analysis 

Of network programming and sales 

Intensive sales campaign aimed at agencies, 

34 

Robert E. Eastman, president of ABN. 

advertisers and stations is based on new network concept. 

The future of American 
Broadcasting Network is 
forged in a new mould of 

live music, live personalities and live 
product selling. Its departure from 
what has become accepted network 
fare is in many ways a pioneering 
effort. And like anything new, ABN 
is fighting the battle of acceptance. 

This initial struggle is being 
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. A BN lias signed 
more than $4 million in business. 

This revenue, however, is but one 
step towards the ammmortiiation 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 

second quarter. Agencies and their 
clients like our presentation and like 
what we're doing. Many deals are 
pending and are close to being 
signed. The main problem con- 
fronting us is that what we're doing 
is new -and as a result some clients 
are a little hesitant and have adopt- 
ed a wait -and -see attitude. But we 
are 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 meeting the demands of to- 
day's radio." 

Steve Labunski, vice president in 
charge of programming, explains, 
"What listeners want most today, by 
two to one, is music. And American 
will give them music - with fresh 
persona li ties. 

"As a network," Mr. Labunski 
continues, "we are trying to do some- 
thing that will have real values for 
the station, not just prestige alone." 
Among these real values are music 
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Mery Griffin in the evening from 7:15 -8:55. 

Jim Backus in the afternoon with Grove, Haskell, Sharbutt. 

that will be listened to and the type 
of programming that a station can't 
do. 

Initially, 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 commentary. 

ABN's new sound for the broad- 
casting clay is actually divided into 
three two -hour segments. The morn- 
ing segment kicks off with the peren- 
nial favorite, Breakfast Club (9 to 
10 a.m.) , 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 afternoon portion begins with 
The Jim Reeves Show (l -2 p.m.) 
originating from WSM Nashville. It 

Herb Oscar Anderson Show in the morning. 

features 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 Has- 
kell, the Honey Dreamers, Del Shar- 
butt and bandleader Elliot Lawrence 
and the orchestra. 

Evening Programming 

The evening segment includes 
The Mery Griffin Show (7:15 -8 :55 
p.m.) , 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- 

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 
tommodity at ABN. The network 
runs approximately 118 such shows 
a week -about 90 on weekdays and 
another 28 on Saturday and Sunday. 

Since the start of the new shows, 
two have been dropped -the Bill 
Kemp and the Johnny Pearson 
shows. \Ir. Pearson reportedly is be- 
ing switched to a week -day record 
stint. ABN has tentative plans to 
return him to Saturday mornings. 

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

Network executives frankly admit 
that serious thought is being given 
to the overhauling of the "old" 
week -end schedule. At present such 
discussions are limited to the confer- 
ence room due to the fact that pres- 
ent energies and funds are being 
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directed at the ivicek -des line-up. 
The niati responsible for these 

sweeping changes at . 'tISN is its 
president. Robert E. Eastman, who 
took over the reigns last \1ay. Since 
then no major business enterprise 
c ould have (hanged afore. l'u begin 
with. ABC Radio became ABN and 
was set up for the first time as a 

completely autonomous subsidiary of 
11íl' I . 

The most significant changes, of 
course. that \Ir. Eastman brought 
about were in programming and the 
c rcatiou of a new executive team. 

I his complete alteration h costing a 

great deal nl money, but \It. East- 
man reveal, that this was taken in- 
to consideration Irons the vet start. 

Ile notes that one of the question. 
he asked liinuell before ant) changes 
were made was this: "Would the in- 
vestment of millions of dollars to Ie- 
build a radio network be worth- 
while and hold the prcrntise of some 
future reas able return ?" 

Alter duelling on this matter and 
others. Mr. Listntali declares, "Out 
of uty thoughts cane a concept of 
network broadcasting which we be- 
lieve represents all of the good ele- 
ments of showmanship in radio and 
holds promise Ior a new era of crea- 
tive salesmanship." 

Alter the new progr: g was 
set in order and had its 1: hing iii 
Uother, an intensive sales campaign 
was la mu lied to carry the ABN sunv 
to advertisers and agencies. In a 

lout -week period, from October 15 

to November Iii, a total of five pres- 
entation, were given each day. Ray 
Lichutauut, director of sales develop- 
ment and research and the motor- 
man for this sales crusade, estimates 
that more thane 1011 difcrent agen- 
cies had heard and seen the ABN 
story during this time. 

The American presentation has 
three stain parts and its structure is 
really a clue to the faith these execu- 
tives have in what they're selling. Lt 
the first place, the sales stun eni 
phasi,es the need for advertising that 

has impact and is continuous. Sec - 
ll), .\lt\ tries to sell radio itsell 

as a strong sales medium. . \nd final- 
ly the qualities of American are re- 
vealed. 

This dohscntratt'd sales clfort has 
shown some results_ ABN has signed 
about Ili 11Cw advertisers. Many of 
the companies are blue ships. The 
sin nn.nrs are Lever Bros., l'uui, 
l'hilco. American Cyanamid, Olson 
Rug. I Iudson Vitamin Products, 
Knox Gelatin. F iriu, I lei u,, Nescale, 
Plough, 20th Century -Fox, C. II. 
\Iusselntan Co., Ucidge I)iv., Florida 
Realty Bureau and Gillette labs. 

Initially, most of the network's 
pruspes is will cote front advertisers 
who are already using the med. 
It k estimated that :USN lias on its 
roster about 10 percent of the 300 
companies who are presently using 
network radio. 

But the future and potential of 
the Auto Wan operation lies .in the 
creation of new advertisers for ABN 
:111c1 nctsutk iaclio in general. 

\\'liat make, the new . \RN diner_ 

cm (rout !NM networking practices 
can be seen in the programs that 
1:cre scrapped. The first thing that 
was done was the dropping of the 
soap operas, hung the staple item of 
network lare. Aft. Eastman and his 
executive team contend that the 
snap, are gradually losing their audi- 
ence. But these aren't the only 
shows that were laid to test. .\ total 
of seven programs vserc replaced: 
Aly Tray. Slaty, When a Girl Mar- 
ries, 11'1)ìsprring Slrrrls, ,liar About 
Mask. Mystery Time, Louis Soho! 
Jbote and the American AI sir Hall. 

Two of these shows, in particular, 
point up what A BN is doing. Alan 
Abe! AI sie was a record show, 
Ihcrelore lacking the live music 
touch. And American Alusic Hall 
had live music but it lacked the live 
cntet taiiieu-- salesman approach. 

There is at least one other lacet 
of the ABN operation that marks 
its departure from what has been 
done before. The network's "new 

ABN Leadershir 
One of the pertinent features of 

.\IiN is the recruiting of its execu- 
tive team. Three out of four of 
its top echelon come Iront the strong 
backbone of radio -the station side. 

Robert E. Eastman, president, was 
lorurerly executive vice president of 
a radio station representative, John 
Blair R Co. I having joined this com- 
para in I913, \Ir. Eastman was for 
many years one of the leading execu- 
tives in the spot field. lie was born 
.gril 29, 1913, in !Saule (:reek. 
Mich., the sun of the advertising 
manager of the Kellogg Cu. Alter 
graduation fioul Ohio \\'esleyan in 
1937, \Ir. l;isInian spent his early 
radio clays with network -owned sta- 
tions in New York and with NBC 
Spot Sales. 

l'homes C. Harrison, vice presi- 
dent in charge of sales, had been 
head of the St. Louis office of john 
Blair since Janu;o) 1955. ISClare 

look" is ac Iually an outgrowth al 
the successful things local stations 
are doing. In the past, it was always 
the stations that took the cue Iron' 
the networks. 

Programming vice president La- 
bunski states: "Let's fact it, the 
real Iadio success stories of the past 
live years have been the local sta- 
tion operations." 

ABN in reality is adopting some 
of the qualities that stations have 
championed. (:hiel among these are 
the personality shows. The idea be- 

hind this approach is the belief that 
listeners today tune to their favorite 
stations as opposed to dial -switching 
to find their favorite programs. "Ra- 
dii is now a companion, not a living - 
tount medium," \lr. Labunski de- 
clares. 

As a consequence, A BN admitted- 
ly has tried to present programs of a 

similar character. An identifiable 
and distinct sound is what the net- 
work is trying to achieve. Affiliates 
are urged to shape their program- 
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from the Grassroots 
that, Mr. Harrison from April 1952 
was national sales manager of \VSM 
Nashville. A native of Des.\rc, Mo., 
the ABN sales vice president gradu- 
ated Iron] the U. of Florida in 19.12. 

One of his first jobs in radio was in 
February 1951 with Brown Radio 
Productions, Nashville, where he was 
sales manager ol transcribed shows. 

Stephen B. Labunski, vice presi- 
dent in charge ol programming. 
came to New fork from \VDC ' 
Minneapolis, where he was vice 
president and general manager. He 
had been with the station since Jan- 
uary 1956. Before joining \VDG1', 
Mr. Labunski was an account execu- 
tive at \VH11 Kansas City from July 
1954. He also served as at account 
executive with KCMG Kansas City 
and as commercial manager of 
KUDL Kansas City. 

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

ming and sound to harmonve with 
the network's. To implement this, 
ABN has acquired the services of 
the top musical production team of 
.\usten Croom- Johnson and Eric 
Siday. Their primary job is to cre- 
ate a "distinctive musical identity" 
for the network and its owned sta- 
tions. They not only assist in the 
presentation of live music program- 
ming, but also aid in audience pro- 
motion and network identification. 

The services of these musical con- 
sultants are also available to ABN 
affiliates. 

An example ol the way ABN sta- 
tions are blending their program- 
ming with that of the network's can 
be seen at KiNG Seattle. The sta- 
tion built a one -hour and five -minute 
news show around the new john 
Daly evening program. It is called 
KING's Full Report and runs from 
6 -7:05 p.m. Featured are local news, 
the sports page, fishing highlights, 
weather, Mr. Daly and other net- 
work news shows. 

Thomas C. Harrison 

KIL 
Stephen 8. Labunski 

member of the top echelon whose 
experience was primarily gained 
from networks. Mr. DeGray was 
named national director of station 
elations for the network in October 
1955 and was elected a vice presi- 
dent in February 1957. Before that 
most of his business experience was 
with CBS, from 1937 to 1955. 

As a group, ABN affiliates have 
turned up substantial support for 
the network's new look. The num- 
ber of affiliates are clown slight;y, 
Irour 330 a year ago to about 305 
today. At the saine time. ABN has 
added from 25 to 30 new stations. 
And not one affiliate has dropped 
out since the start of the new pro- 
gramming in October. There is vir- 
tually complete coverage in the top 
100 markets. with the possible ex- 
ception of Salt Lake City. 

The problem of station clearance 
i< still a knotty one, but is expected 
to be solved with the signing of ad- 
ditional advertisers. 

The ultimate goad ol ABN is first 
place -as opposed to its present 
third -place spot. In its drive to 
achieve that mark, the network is 

carrying a vastly increased overhead, 
estimated at more than 50 percent 
over what it was before the program- 
ming changes took place. In fact, its 
weekly costs are estimated to be run- 
ning about double that of the first- 

Edward J. DeGray 

At least two other ."new" mem- 
bers of the .\l1N team are from the 
station side. Ray Eichmann, direc- 
tor of sales development and re- 
search, lornterly held a similar post 
with John Blair. And Iry Lichten- 
stein, director of promotion and ex- 
ploitation, was formerly vice presi- 
dent of \\'N'UC- .\ \f -FNI Vashington. 

Oa( e uetwot k. 
But in addition to advertiser sup- 

port, the network has been encour- 
aged by what little evidence it has 
:mailable on audience reaction. In 
many markets, .\RN is ahead of its 
preyoius position. In others. it has 
at least held its own. Overall. there 
has been a substantial upgrading in 
the network's status. 

One of the criticism's leveled at 
Bob Eastman in bringing about this 
change is that his programs have a 

certain "sameness." Significantly 
enough, the ABN president wel- 
comes this barb. For what he is try- 
ing to achieve is a certain recognis- 
able sotntd for all his programs and 
his network. 

The challenge of re -doing an en- 
terprise of this scope is as consid- 
erable as the effort and money in- 
volved. As Mr. Eastma[ sees it, 
"The job of liquidating our very 
substantial investment is not an easy 
one, but it is a very exciting one 
since we have so much to oiler." .. 

U. S. RADIO January 1958 37 

www.americanradiohistory.com

www.americanradiohistory.com


focus on radio 

WXYZ DETROIT PERSONALITY, Paul Winter, visits agency 
executives dressed in keeping with his show "Sunday Best." He 
presented them with carnations, and played a special presenfa. 
Pion 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. 

IN T OP 
*- . '- 

A Quick Glance At 

People, Places And Events 

Around Radio -Land 

ATER THRILL 

if& 

11RY k,.. ._ :... 
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1 

r 
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QUEEN DIANE GUYNAN greets subjects ' t Yxs YDr "1 x lining Potomac for WTOP Washington Water 
r r C.7 r { Thrill Show, promoted by stations Bill Wig - ttt +É . era , c <¡yi tk;f'y? ÿrAN gins. Pretty girls, acrobats and speed boats 

a... err :..?J.,fl:,.flsl sad.: +'.! i!lraFStfxue'.í.srs ¿r;,yé F;' attracted 75,000 persons this past summer. 

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. 
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MODELS DONATE KISSES to public in celebration of 
KEX Portland, Ore.'s first Independence Anniversary. 
Station's "Solid Seven" disc jockeys adopted girls a 

year after Westinghouse Broadcasting Co.'s station 
changed to music and news. Kisses are candy. 

LADY WINS $600 for identifying 16 sponsors after listening tc 
commercials with brand name blanked out. Howard S. Kester, 
vice president and general 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. 
McDaniel, vice president of NBC radio network sales. 
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LOW CONTESTANT WINS $100 check from KLZ Denver's 
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. 

i 

BEWARE 

OF 

IMITATION? 

WIP 
me annr', , t 

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, Philadelphia." Enjoying stunt are Edward Petry, 
president of Edward Petry Co., national sales representative 
for WIP; Mr. Claus, and Benedict Gimbel Jr., WIP's president. 

39 

www.americanradiohistory.com

www.americanradiohistory.com


r OID/MES 
They need 

YOU./ 

THE NATIONAL FOUNDATION FOR INFANTILE PARALYSIS FRANKLIN D. ROOSEVELT, FOUNDER 

10 U. J. JLIUIO January 1958 

www.americanradiohistory.com

www.americanradiohistory.com


hometown USA 
Local Promotion 

Commercial Clinic 
Station Log 

Radio Registers 

Radio Regarded 
As `Friend' 
To Listeners 

From Maryland to Colorado 

station activity reflects 

mounting dependence on radio. 

Why do people listen to the 
radio? For music, for com- 
mercials, for programs? For 

all these reasons, and also for news 
and special events, as both \\'BAL 
Baltimore and the stations of the 
Colorado network have proved. 

A \\'BAL Baltimore survey finds 
that its listeners stay tuned to radio 
because it fulfills the role of the ideal 
friend -a friend who entertains, 
sympathizes and informs. 

Across the country, George Cory, 
president of the Colorado network, 
is highlighting radio's role as public 
informant by utilization of eight new 

U. S. RADIO January 1958 

mobile units to bring more news 
faster to the ears of his listeners. 

In Maryland last month, 1\'11ÁI. 
disc jockey Jim West, who spins 
platters between 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 audience, Mr. West 
volunteered, as first prize, to trade 
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- 

test was overwhelming, according to 
radio program manager, Bob Mt Kin- 
sey. Much to the staff's surprise many 
of the letters were written by men, 
from an 80 -year -old invalid to a 
Pennsylvania bank vice president. 
But all the letters, whether from 
housewives or their husbands, show 
what seem to be a surprising and 
genuine reliance on radio, not only 
for entertainment and information, 
but also for friendship. 

As one Baltimore man states, 
"Radio is my constant companion 
because it is so very personal to me. 
\\'hen a radio announcer talks he 
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seems to talk to me, when he plays 
a record it seems he is playing it just 
for me. 

"I know that a iv 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 to any one 
set at that time. Radio is for me." 

The medium's ubiquitous nature 
raine in for its share of kudos. too. 

A career gal not only tunes in at 

honk and on her way to work, but 
also listens "in the office where our 
employees find radio productive and 
a positive stimulant in taking the 
hum -drum from the usual attires." 

One young and harried housewife 
takes an original view of radio's 
merits: "Radio is me tunstant com- 
panion because it doesn't have to be 

answered, diapered, fed, or dire( ted. 
It sings to me, talks to me. and keeps 
Inc entertained and enlightened. lu 
short, it is on from 7:30 a.m. until 
the last spit and polish is given the 
kitchen. usually at IO p.m." 

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

One housewife says the more ra- 
dios the better.... "I 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 I 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 
back to the kitchen set for lunch and 
dinner preparation; last but not 
least, when I go to bed at night, I 
get the softest, sweetest music to 
quiet my. nerves at the cud of the 
day." 

Radio provides comfort for many 
invalids loo, according to the \k'lL \L 
poll. One man, in bed for 32 years 
%,rite arthritis. writes, "I have no 
other way of keeping in touch with 
the outside wodel." 

The younger men like radio, too. 
.\ young hank sire president writes: 
"I listen because I live alone. Most 
of the guys my age are married, and 
at day's end come home to an ever - 
loving wife with whom they can 
discuss all the vexing problems and 
little happincsses they've both en- 
countered (luring the day. Even those 
wives who greet their homecoming 
husbands with a storm of invectives 
and complaints . . . are still com- 
panions, in a sense! 

"The radio is my companion. I 
have even gotten to feel kindly to- 
ward most radio commercials because 
they have matured to a great extent 
:long with radio. and have lost their 
previous news- jangling quality." 

,\ lady who knows a bargain when 
she sees it .. , and trim won second 
prime in the 'iVll.\L contest as a re- 
sult . . . listens to radio because 
"I don't need time, tickets nor fare 
to find fascinating entertainment. It's 
always there. Radio invites me for 
free ... I just turn a knob and there 
it be." 

Perhaps radio's impart on the lives 
of its feminine listeners was best 
described by the winning letter 
whose author was moved to poetry: 
"When the pots start steaming over, 
And the baby's got a pain, 
And the vacuum cleaner's broken - 
The radio keeps me sane! 
When the children get to fighting, 
Or I scorch my newest gown, 
Or l burn the roast for dinner, 
The radio calms me down. 
So through life's little troubles, 
When I get to feeling low, 
\Vho needs a psychiatrist? 
I have my radio! 

To help keep radio first in the 

hearts of his listeners, the Colorado 
network's George Cory has recently 
purchased mobile units to service 
stations KVOD Denver, KITBC Mont- 
rose- Delta, KRAI Craig, and KSI.V 
Monte Vista. 

The eight units allow the meAs's- 

casier to canvas distances up to 15 or 
20 airline miles on line of sight 
broadcasts in rural areas, and up to 
three miles line of sight ill metro- 
politan areas. 

They are especially useful, \I r. 
Cory says, in Colorado where the 
continental divide olfers an unusual 
obstacle to radio coverage. 

'The basic make -up of each unit 
impedes a 100 watt fin transmitter 
and a repeater receiver to pit k up 
messages a tnii I- landie Talkies to feed 
directly into the main mobile trans- 
mitter for relay to the studios. Each 
trait has one five watt flandic Talkie 
that operates on two uanstnitting 
frequencies and one receiving fre- 
quency. 

The Ilatidie Talkies, primarily 
used foi city street coverage, will be 
supplemented in Denver by one 
Porto -Vox transmitter and receiver. 
The transmitter is a small pocket- 
contained unit which does not show 
si-hen inserted on the inside pocket 
of a suit coat. The microphone at- 
taches to a tic and is about as big 
:wound as a silver dollar. 

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

The equipment 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 regular manufacturer, 
Mr. Cory's stations have been active 
in mobile broadcasts for the past 
eight years. The previous units were 
built by the network's own engineer- 
ing department, and will now be 
discarded. 

Whether measured by the contest 
results of \VAAL or the live news 
coverage of Mr. Cory's Colorado net- 
work, radio's vital place on the home- 
town scene is apparent. 

U. S. RADIO January 1958 

www.americanradiohistory.com

www.americanradiohistory.com


HOMETOWN U.S.A. 

commercial 
clinic 

Mogul Commercial Technique 

Combines Local Delivery, Recording 

Muth has been said in the broad- 
cast industry in recent years about 
the relative merits of canned versus 
live commercials. 

One New York agency, which 
spends 25% of its total budget on 
radio, believes it has developed a 
technique that successfully combines 
the advantages of both. 

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

Its thence follows from Ronioni's 
newest slogan ... veramente italiani 
(truly Italian) ... and features an 
Italian lesson being taught by a 
recorded voice to a live announcer. 
Mr. Mahler [eels that the recorded 
section makes use for commercial 
purposes of a technique already 
familiar to the public in another 
con text, language -learn ing through 
records. 

"We don't believe in using gim- 
micks for their own sake," Mr. 
Mahler states, "because the sell must 
always come first. Any gimmick 
should pertain to the commercial 
message itself. We like this one be- 
cause it uses a familiar technique 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- 
sonality of the local announcer or 
disc jockey. The local man can in- 

ject his own interpretation into the 
commercial. 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 it is a new commercial 
technique with many possibilities, 
because it allows the copy to be 
adapted to the problems of the in- 
dividual market by changing the 
live half of the message. On the 
other hand. it preserves the aura of 
authenticity and standardization 
surrounding the recorded commer- 
cial. 

"We believe in the importance of 
researching conditions in local mar- 
kets and making the best use of local 
personalities to sell audiences under 
the commercial 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- 
ever, it is more economical for the 

Myron A. Mahler, vice president of 
Emil Mogul Co., New York agency. 

client and Ave feel more eflective in 
the long run, to emphasize live mes- 
sages by a personality the local lis- 
teners know and like." 

Mr. Mahler points out 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 Ronzoni 
commercial are now being aired. 
The lesson at the beginning remains 
standard, but the live commercial at 
the end varies, lending further 
flexibility within the same theme, 
Mr. Mahler believes. 

Here is an excerpt of one of the 
versions now making the rounds: 
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 

...truly Italian! 
RECORD: Perche veramente 

italiani...Ronzoni Sono 
Buoni! 

ANNCR: Because it's truly 
Italian -style...Ronzoni 
is so good! 
The Mogul agency plans to 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 Italian lesson. The listeners will 
be represented by recorded voices 
responding to live instruction by the 
announcer. The agency has several 
other variations on tap for future use.... 
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station log 

Bartell's Growth to Six Stations 

Attributed to Family Radio Concept 

I"he Bartell Group 01 six station, 
looks balk on a year of substantial 
gain., including the addition Of 

\v Ili) Boston and \\'VI)I Birnting 
ham. more certain than e'er of the 
'aloe of its family. radio concept. 

Before the acquisition of these 
two station., the Bartell Group re- 
ported a 223 percent gain in revenue 
for its lour stations in 1957 over 1956. 

". \tI viti.er. our man' and 
varied, each with his mat ket Ioc us 

and promotional viewpoint." sans 

Gerald .\. Itao tell. president ol The 
B:ttelI Group. "But all agree that 
a wider audience meat's greater re- 
sponse. and the development o1 new 
markets. 

he family concept." he notes. 
,.eschews audience fragmentation: 
relics upon enriching audience com- 
position to inc lode all members ol 
the family, whcrc'cr they are. 
Everyone :alerts sales: therefore all 
should be contained in the radio 
audience. I"he advertise], then, is 
leaching his buyers, his potential 
buyer.. and his product endorsers at 
one and the swine time." 

\h. Bartell points out that 
"with approximately 15 million teen- 
age . %i net kans, 23 million in their 
twenties, 30 million in their thirties. 
35 million in their forties. and 37 
million over forty, the purposeful 
targeting of the amass communica- 
tion medium upon one population 
segment appears wasteful to us. 

"The most illusive clement in 
the Bartell Group pattern of pro- 
gramming is called family participa- 
tion. Whatever the feature -sug- 
gestions for civic improvement, news 
tips, bright remarks of youngsters, 
or a dozen others with which our 
stations carry on a minimums com- 
munication with their audieuces -a 
companionable relationship results -" 

The Bartell Group now in- 

dudes KCBQ San Diego. KRUX 
Phoenix. WAKE .lama. WOK\ 
Milwaukee, \\'ILI) and \\'il)E. 

RADIO ACTIVITY 
\\'IBC Indianapolis went on a 

21 -bouc broadcast schedule when it 
Lunn lied an all -night music show 
last month. 'I he 1 a.m. to 3 a.m. 
show uses the Gates ".\uto- "Ilan;" 
retord planer capable ol playing 
21111 sicles. pre-selected. All identi- 
fucations are on discs. 

.XII salaried employees of KITE 
San .tu tonio received their share of 
the station's 1957 prohts last month, 
and the :mounts were larger than 
any in ticc station's history. Some 
office workers with high seniority 
ttc eked as mu( h as six weeks extra 
pay for the yeah. and del irtutent 
heads av'tnage(l lout weeks pan. 

\ \lun \\'INI'. Buffalo, N. V., 
began a news promotion acting $111 

in cash Ior the best news tip of the 
week, it didn't anticipate the amaz- 
ing results. Recently a $15,111111 lirc 
was on the air before the firemen 
had arrived, according to the sta- 
tion. .X jet plane crash at Niagara 
Falls was reported two minutes alter 
the ac tuai crash. When a local hank 
was lobbed, WINE said it bulletined 
the estape tonic and aided polite in 
capturing die hold-up men within 
:un hour. 

IMF. \Il Omaha has anuounccd 
that since it became a full -tinte NBC 
netwoik affiliate, local spot an- 
nouncements are running 89 percent 
ahead al the saine period in 1936, 
ratings ale up 23 percent "in all key 
time periods." 

Talk on newsgathering is given by Paul Rust (center), news director of WQAM Miami, Fla., 

at a luncheon with local Family Finance Co. managers following the signing of a new 

26 -week contract for a Monday -through -Saturday strip of the 7:55 a.m. news broadcast. 
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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 spot campaign 
again the following week. According to present 
plans, it will run indefinitely. 

AUTOMOBILE 
DEALERS 

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 promotion, appropriation 
for KGY nearly doubled. 

CREDIT 
JEWELRY CHAIN 

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 WJTN 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 

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 )(GA. 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. 

U. S. RADIO Januar I95S 

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 - 
KV00, Denver, 5000 watts. 630 k.c. ABN 
KUBC, Montrose -Delta, 5000 watts, 580 k.c. 
KSLV, Monte Vista, 250 watts, 1240 k.c. 
KRAI, Craig, 1000 watts, 550 k.c. 

NATIONAL REP. BOLLING CO., INC. 
NATIONAL SALES OFFICE 

MIDLAND SAVINGS BLDG., DENVER 2. COLORADO 
Phone: TAbor 5 -2291 TWX: DN 483 

You're headed in 

the right direction with 
Plough, Inc., Stations! 

Radio Baltimore 

W C A O 
Radio Boston 

ArCOLP 
Radio Chicago 

w44 D 
Radio Memphis 

,TitiMPS 
;.Z+e, l- 

/ \ 
Repmumca n nsllr D, 

RADIO-TV REPRESENTATIVES. INC. 
. c"ivao . oosrow SEATTLE 

ATLANTA . LOS awauca SAN FRANCISCO 
rilir 
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KFAL RADIO report 
FULTON, MISSOURI 

Prime radio service to 
four principal cities 
of Central Missouri. 

FULTON 
MEXICO 
COLUMBIA 
JEFFERSON CITY 

With a total 
holds in the 
area day lint 

of 46000 Douse- 
SIX C ty local 

coverage of KhAL. 

Highest daily Day-Radio user - 
age circttlal' in Central Mis- 
souri's 23 a iy area per 
\CS 2 
Excellent avails in -t time 
periods. 

Contact- 
INDIC SALES. INC. 
or 

KFAL RADIO Tel 14C 

Fulton, Missouri 

Kilocycles 1000 Watts 

You're headed in 

the right direction with 
Plough, Inc., Stations! 

Radio Baltimore 

WCAia 
Radio Boston 

WÇ OP 
Radio Chicago 

WJjo 
Radio Memphis 

MP LS 

A.- 

A ri7StN! 
Repre.enleO nettonette by 

RADIO -TV REPRESENTATIVES, INC. 
New von CMICAOO SOTOM '[Alles 
ATLANTA LOS AMOCLC' SAN eAMC1'CO 
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from RAB 

Radio's a Good Buy 

In All Time Periods, 

RAB Research Shows 

he feeling at R. \Ii these days is that 
the problem of the prime-time trafu 
jam may be on the verge of solution. 

In the past. most advertisers have 
scrambled for the 7.9 a.nt. and 5-7 p.m. 
periods -a scramble that has too fre- 
quently (Iris eu disappointed advertisers 
to other media. But today. primarily 
LI It the cast of research 
in whit h broadcasters have invested. ad- 
vertisers :ue learning that there is no 
segment of the broadcast day which can 
he considered pool in terms of volume 
of audiente delivered. R. \II points out. 

Udvt- rtisers are learning. too, through 
practical results of lion prime -titre pur- 
chases, of the changing lisle g habits 
of c . rs. .knd today. virtually all 
broadcasters tau define. almost hour by 
hour. the composition of their audiences. 

Broadcasters have at their fingertips 
information white suetches the adver- 
tisers' purtbasing power through elimi- 
nation of meaningless tirculaiiou, and 
which aids them in reaching the most 
likely prospects for their prnduu or 
service, the radio orgauintion spates. 

Pulse Studies 

ku example of this type of research 
is the series of Radlin Listening Habits 
studies conducted for R. 'tli over the past 
several years by The Pulse Inc. Ex. 
amined in great detail in metropolitan 
markets were the listening habits of the 
following consumer groups: 

Young homemakers (age 25.35 with 
two or more children under 13), working 
housewives, single working wonhen, teen- 
age girls. persons 50.63, young nrcn (25- 
35), male heads of households in the top 
15 percent income bracket, professional 
men, businessmen, engineers and work- 
ing men. 

7-y-pical of the survey discoveries 
which shots- that prime -tithe is not nec- 

essarily best for reaching certain audi- 
ence segments is the fact that more 
women, by a co . Ierable margin. listen 
between 10 a.m. and noon on the aver- 
age day than listen at any time between 
7 -9 a.m. And, the survey points out, 
women are the nation's most important 
consumers. Among working housewives, 
for example, nearly 36 percent are 
tuned in during the evening hours. 

Interesting also is the revelation that 
58 percent of all businessmen who are 
regular patrons of scheduled airlines 
listen in the evening after work, and 
nearly one -fourth are nighttime listeners. 

Among engineers, more than 7 out of 
10 nose in between work and bedtime, 
and almost one -third are bedtime listen- 
ers. During the afternoon, 375 percent 
of professional men listen regularly. and 
nearly one-third are nighttime listeners. 

Young Men Listen 

'. tact. potential custuurcrs lot 
fouling, sports equipment, hobby ac- 

tessoc ies and some of the big -ticket items 
like automobiles. are heavy afternoon 
and evening listeners. In the afternoon 
35.6 pencnt can he reached: in the 
evening more than 25 percent. 

\earl} 95 percent of all single wohk- 
ing women listen during the week. aver- 
aging almost five days' exposure to ra- 
dio. During any average cv g. 31.5 
percent arc at home to the radio mes- 
sage. 

. %nothet study -conducted by the X. 

C. Nielsen Co. in 1957- reveals that 
nun Ihrinle -lime audiences can be meas- 
ured in the millions at any hour of the 
clay. 'l he figures on the honkie audience 
alone on any single day are: 9.10 a.m., 
7.7 million; IO -I I a.m., 7.9 million; 11. 

noon, 7.2 million: 2-5 pan., 7.3 to 5.3 
utiliiou. 

R.Ui is certain that recent research 
developments have proved that Loge 
nuntxrs of people are tuned in at every 
(tour of the clay -and that the era of 
being able to reach a customer by radio 
only during four hours of the day is a 

thing of the past. 

Alert advertisers have been capitalis- 
ing on this information, and many others 
are beginning to follow this pattern of 
timebuying. RAB feels that in the near 
(suture media departments will no longer 
weigh the relative merits of a 3:45 p.m. 
spot on a certain station against the 
drawing power of an 8:30 a.m. slot. 

1 he selection of time, RAB believes, 
will be the responsibility of the radio 
broadcaster in the same sense that selec- 

tion of the position of a newspaper .id 
is usually left to the paper. 
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report from 
representatives \r 
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 to Adam 
Young Inc.'s updated Dynamic Change 
in Radio report, due soon, in November 
1952 no independent station was the 
leader in its market. Today, the report 
will state, an independent leads in 22 

of the top 25 markets -and in all mar- 
kets an independent is either first, sec- 

ond or third. 
"The many successful 'music and news' 

radio stations," claims Young's Frank G. 

Boehm. "have become leaders as a re- 
sult of top management. They have 
recognized the change in radio listening 
patterns ... and have realized that radio 
is a constant source of entertainment 
and information to more people than 
any other medium." 

With what he calls "the new local 
nature of radio," according to Mr. 
Boehm, has come the de- emphasis of 
station coverage. The new Young re- 

port will show, he says, the importance 
of a station concentrating its coverage 
on its own community. 

The report will attempt to show that 
locally oriented stations alone have rate 
cards which benefit 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 
audiences is equal to that of morning 
audiences. 

Mr. Dietrich claims that the results of 
a special Pulse survey show that "the 
'inferiority' of the quality of the night- 
time radio audience is now nothing 
more than an exploded myth." 

The survey involved a total of 1.620 
interviews in New York, Chicago and 
San Francisco. Listeners were compared 
as to socio -economic level, automobile 
ownership, tv ownership. age. education. 
and size of families. 

The results show a "remarkable con- 
sistency" between the quality of morn- 
ing (6-9 a.m.) and nighttime (7.10 p.m.) 
audiences from market to market. 

As a result of the survey, Mr. Dietrich 
comments. "sponsors who previously 
held off buying evening radio time can 
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now plan their campaigns with the cer- 
tainty that the nighttime audience con- 
sists of people of the same economic 
level, education and family status as 

daytime listeners." 

Spot Radio Estimator 
The Katz 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 to 
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 
each market, based on NCS #2. These 
rates tend to reflect, in 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 confirm broadcast orders and to serve 
as the contract between station and 
agency (December u. S. [unto). 

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

The Committee on Broadcast Media 
of the AA NA has also approved the 
idea of the new form, and SRA hopes 
that all station representatives. SRA 
members or not, will adopt it. 

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

Elected to the board of directors were: 
Joseph J. Weed, president of Weed R 

Co.; Lewis H. Avery, president of 
Avery- Knodel Inc., and Robert Meeker, 
president of the Meeker Co. 

s 
OPPORTUNITY 

`FOR 
A 

SALES 
RI:PKESEN'l'A'l'IVF. 

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 full information 
about himself and his experience. 

WRITE: 

Business Manager 
U. S. RADIO 
50 West 57th St. 
New York 19, N. Y. 
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N 
AMERICAN 
BROADCASTING 
NETWORK 

COMES TO SPRINGFIELD 

Fun RADIO for people of 

all ages, not just teenagers! 

wTxL 
SPRINGFIELD, MASS. 

Music and News 

24 Hour; A Day 

Represented By: 

The Walker Co. 

tuta, York Boston Chicago 

GOING WEST ? 
Have a good time -buy! 
If you pion to odvertise 
throughout the big wide West... 
send your soles message to 

KOA- RADIO, the only stotion 
you need to reoch and sell 
the entire rich Western Morket! 

With the welcome 50,000 
wort voice of KOA- RADIO, your 
sales message is sold to 
4 million people in 302 counties 
of 12 stoles! 

Represented 
by 
henry I. 
Chris col 
Co., Inc. 

KO 
DENVER 
One of America's weal radio slaIsons 

50,000 Worts 850 Kc 

report from 
agencies 

Mathes Expects to Double 

Radio Billings in 1958 

J \I \Ilthes Inc., New \ink, expects 
to bill two tu three tintes more Iaclio in 
1958 than in 1957, at ordiug to Read 
%Wiglh4 site president in charge of 
radiots. 

"It looks as though the fuzz is oil the 
peach ill bo,ines,. \lost people are 
anticipating unite kind of decline in 
1958. The last thing in my opinion that 
will lose in adverti,iII will be radio. 
\lore and more companies will shove to 
radio because oI its limes (cost and 
greater frequents." 

.\ great man} clients have been using 
ladin as a supplemental med. , \Ir. 
Wight states. Ihey have emphasized 
slot user network because they could 
pi( k. and (Iuxrse individual markets 
where their sales needed radio for a 

,hot in the ans. 
Rithard Jackson, associate dire(toi, 

radiots, belies es that slot radio has 
been sot(e,slul in lucent sears because 
it has fit both the pocketbook and ad- 
seitising needs of the thousands of 
clients with Kcal and icgiunal distribu 
Lion. and ',tinkled a supplemental out- 
let for national client.,. 

"Now network progr g is be- 
coming more flexible, and loo tan buy 
more titles at less cost," \Ir. Jackson 
sass. 

"I should like tu be using more net- 
work radio. l'he big challenge to the 
networks is whether they can regenerate 
b} using the techniques that local radio 
has eniployell so ,ut(cssfully." 

\1r. Jack, believes that radios 
future lies in its development as an 
"intimate, t /III panio la hie medium. Ra- 
dio is a friend that people can take 
with them wherever they go. \fen. 
u.onhen ami children (an do many otiiei 
thing, while listening to the radio. The 
big business being done in small. tran- 
sistor radios shows that peuple are liter- 
ally carrying radio around with them." 

\lr. Jackson feels that radio should 
continue to expand its own "personal- 
ity," to do the things it tan do well. 

-What radio out do better is talk to 
the listener as one friend tu another. I 

would like to sec many programs like 
Jack Birth\ ou the air. We gall them 
tontloit sl 's. In these times of tun - 

easiness and tension, people want to 
be re:tssurtvl and sarhell. !his is the 
kind of pIIgtanuuing radio can do 
best." at(or(Ing to \l r. lai ksoth. 

BBDO Elects Brower 

Otte of radio's biggest customers has 
a new ( hie!. Charles 11. Browch has been 
clt'uomI to succeed Bernard C. Dully as 

president and chairman of the execu- 
tive (0lllll teC of Batten, Barton. 
Durstire X Osborn. The agency spent 
11 I million in radio in '1957. 

\Ir. Blower has been acting pi vsideii 
siute his election as general manager in 
1957. \Ir. Dully will serve as vice chair- 

President Charles H. Brower. 

nhau of the board and vice chairman of 
the executive con uui(tee. 

With the agency since 1928, Mr. 
Brower worked his way up from copy- 
writer, to copy supervisor, to head 
treatise man before he was elected a 

vite president ill 1940 and executive 
vice president in 1940. 
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report from 
networks 

Mutual Fm Stations 

NBC, ABN Sales 

CBS Masland Purchase 

Mutual's reasons for entering into fm 
station ownership are threefold: to up- 
grade the sound of its ant signals, to 
provide a means for the network to 
acquire additional affiliates and to iut- 
prose affiliate service. 

By using fm outlets as service sta- 

tions, \lutual affiliates not in metro- 
politan centers -and forced to use lesser 
quality Class C Tines -will be provided 
with high quality service. 

\'ia fm stations located in key "pocket 
areas." MRS will use Itiplex sideband 
transmission from its own or affiliated 
fm stations. Many independent stations. 
now prohibited from receiving network 
service clue to their locations, will be 
able to alitliate with MRS. 

Mutual intends to obtain the FCC 
maximum of seven fin licenses. The 
network has filed application for an fm 
license in San Francisco and six others 
are in the process of negotiation, either 
for purchase of existing facilities or for 
application for new license grants. 

"It's a complete turnabout for fm," 
says MRS president, Paul Roberts, a 

medium which has long acted "the sad 
sister role to am." 

In a year -end statement, Mr. Ruben., 
says that "no longer do radio men 
quail at the thought of btu king t. 
Radio men are doing things radio does 
best -on the scene news breaks, over- 
seas circuitry, specialized programming 
(particularly for the nation's 10- million 
autos equipped with radios), anything 
and everything electronic. 

"Radio melt now realize that a micro- 
phone is much simpler and easier to 
tote into well nigh inaccessible places 
than a camera -and much, lunch less 
costic:" 

New NBC Orders 

During December, NBC reports, 18 
advertisers placed new orders on NBC 
Radio. Among the larger purchases 

were: Pabst Beer, for 52 weeks, .)756,- 
000: RCA Appliances Division, 5235; 
000: RCA Records, $1.4,000; Q. lips, 
$ I 11.000. 

Also Purolator Products, $68,000; 
ITnited Insurance Companies of Ameri- 
ca, 568.000; A. M. Karagheusian Rugs. 
$53,000; and Slenderella, $26,000. 

Among the renewals were Brown and 
Williamson, which took une -quarter 
sponsorship of News on the ¡lour for 
S1,050.000. 

Masland on CBS 

C. II. Masland R Sons, Carlisle, l'a., 
manufacturer of rugs and carpets, has 
contracted with CBS for a 'que four - 
week saturation campaign climaxing in 
a two -hour network special on Sunday, 
May -I. 

Called "history's biggest use of net- 
work radio by a Lone furnishings con- 
cern," the purchase includes 81 of the 
network's five- minute "Impact" seg- 

ments and the big -budget, big -name 
production. 

John Karol. CBS vice president in 
charge of network sales, told the M.'s- 
land people that they had "timed (the) 
buy of network radio just right." Mr. 
Karol added that "the volume of our 
network's five- minute "Impact" seg- 

is ... 57 percent ahead of the previous 
year. All indications point to continu- 
ance of the upward trend." 

.\Iso at CBS, Charles Pfizer & Co.'s 
Cou dettes throat lozenges. marking its 
debut on network radio. has purchased 
eight weekly 7t4- minute units of day- 
time drama and four weekly "Impact" 
segments for 12 weeks. "1 he new busi- 
ness, worth $300,000 to CBS, was pur- 
chased through Dowd. Redfield & John- 
stone. 

Philco Returns to ABN 

Philco Corp. of Philadelphia returns 
to network radio with its five segments 
weekly of the Breakfast Club. The 
sponsorship will be part of a routpne- 
hensive sales promotional program cov- 

ering its full line of consumer products. 
The company had sponsored the Don 
McNeill show for nine sears until 
\larch 1955. 

TO MEET HEAD ON 

A NEED THAT EXISTS 

IN THE RADIO FIELD 

TODAY ... 

'4111111/ 

* U.S. RADIO 
for the buyers and sellers of 
radio advertising 

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

ISSUED MONTHLY 

ONE YEAR $3.00 
TWO YEARS $5.00 

WRITE CIRCULATION DEPARTMENT 

U.S. RADIO 
50 WEST 57th STREET 

NEW YORK 19, NEW YORK 
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lURf ITS coùeqPiacev 

N h.: e goo Topeka'. o,.ly ,.ohiL 
oit? . REN of cone,. 

N ho'r got all-new faeilitlea 
w'ItFV, A7,:. got the sop per- 
o.onalitiet! . . N IIr.V, And 
oboe. h pay off for the adverliaeraT t.Lrn N. AI I'I:S. wItE\'r en.t- 
per-thon an,l homer in Tutorial's 
II-cannot , arl,t I. poly line. Let 

your George l'. Il.11ingl.rry 
aknw ,on Pm wT1r.V n 
. quality ,.r ndie,..e" of 
andiron-4., n,l co. ,.f audience: 

5000 WATTS 

TOPEKA, KANSAS 

et. C 
/K. 4duezt 

qt 
DO N'T LOOK 

DOWN i ON SOMETHING 
YOU HAVEN T 

LOOKED U0f 

SPECIALIZED NEGRO 
PROGRAMMING k 

With 100% Negro programming er. 
sonnel, KPRS is effectively direr ing 
the buying habits of its vast, foil ful 
oudnce. Your sales menage w ues 
neither time nor money in reels ing 
the heart of its "preferred" 

is Buying time on KPRS like burin the 
only rodio station in communit of 
127,600 active prospects. 

1,000 W. 1590 Kk. 

KPR 
KANSAS CITY, MISSOUR 

For orailebililies call Humboldt 4.7100 
Rntrestolled Nationally by- 

John E. Pearson Cempan 

50 

report from 
Canada 

,s/ 

}Air 
Elliott- Haynes Defines 

Rating Technique: 

Telephone Coincidental 

(L.ast month this column reported on 
flee mail balloting method of the Bureau 
of Broadcast Measurement. Belote,, the 
.second in n . serin on Canadian rating 
svAtenm) 

Elliott- Ilasncs Ltd., which established 
the first regular measurement of Cana- 
dian radio audiences in 1910, uses the 
coincidental telephone nlethexl exclu- 
sively in 16 markets across Canada. 

According to lles Lcckic, sue presi- 
dent, Elliott- IIa)ucs prefers this method 
Ion the Iollowing rca,eHis: 

Coincidental telephoning is ac- 
eurate - it tilea,ures the radio audience 
as it is assembled, listening to the pro- 
gram. It is direct, speaking to the re- 
wI lent.. and i able Ua weed out the 
bias of ehildreu or pranksters. It is con - 
scrsatise and gives credit to a station 
or program ran] only when it is being lis- 
tened to. not when it is "usually" lis- 
tened to. 

I cicphoning i, fast. Elliott -Ilaynes 
surveys are usually published within one 
week after the field work has been com- 
pleted. Ellis gives the radio station or 
ads ertiser a chance to rectify a poor pro- 
gram situation without waiting for sev- 
eral weeks, or even months to receive 
the information. 

o Coincidental calling is economicil. 
I.Iliott- Haynes surveys provide monthly, 
bí- uxmtidy or quaiterly surveys for 113 

Canadian radio stations, cost most 
subscribers less than annual or semi- 
annual studies by mail balloting. 

In the telephone technique. Mr. 
Leckie says, uumlx'rs are taken from the 
phone book in the order they appear, 
at random. 'The sample does not depend 
on respondents' choice in answering. 

Elliott-Haynes representatives use a 

sample of 400 to 500 calls in highly 
competitive markets like Montreal, To- 
ronto and \'ancouver. In other markets, 
where there are just two or three com- 
peting stations, a telephone sample of 
300 to 400 calls is enough for accuracy, 
Mr. Leckie asserts. 

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

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

newly on all radio broadcasts from 9 a.m. 
to fr p.m. for the daytime reports. Dur- 
ing another week, data is gathered con - 

tinuously on all programs from G p.m. to 
10 p.m. ( '1 I0:30 p.m. where nation- 
al network programs are scheduled) for 
the evening report 

Ite basic centers both commercial 
and sustaining radio broadcast periods 
are towered throughout the six week - 
clays and during the seven evenings of 
the stove weeks. 

In alternating centers only selected 
broadcast periods are surveyed unless 
special arrangements are made to hale 
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 tine, length of program and num- 
ber of competing stations. Elliott - 
Ilayues. NIL Lee kicsays, 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 accuracy of infoivation 
and the honesty of the interviewers, a 

re -check call is made on every tenth call 
reported by the telephone interviewers. 
The supervisor in each city conducts 
this re -call after being supplied with 
the telephone numbers which have been 
coded as original data. These check - 
calls are trade 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 mul- 
tiplying the sets -in -use for a program by 
the percentage of listeners for that pro- 
gram. 
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OUTLOOK 58 (Cont'd from p. 25) 

portant 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 spectacular sales 
in 1957 as the Ford Road Show - 
the year's most significant single ad- 
vertising development which direct- 
ed new attention to network radio. 

"I want to make it clear, however, 
that in re- affirming our 1957 ap- 
proach, we propose to remain flexi- 
ble and to experiment freely. We 
are confident that good programs 
will continue to result in important 
new business. The barometer for 
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 I 

wholeheartedly disagree. My philoso- 
phy is that these are the clays when 
radio men 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 -with station and network 
advertising revenues demonstrating 
this [act after radio set sales two 
years 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 con- 
tracts to the one now in effect: i.e., 
news on the hour and half-hour 
seven days weekly with a minimum 
number of option hours. 

"In other words, we actually 
make the Mutual Broadcasting Sys- 

tem a service group for its affiliates 
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. \\Ye have already filed for an 
fn license in San Francisco and ulti- 
mately will have seven owned sta- 
tions. 

"These stations will be used for 
multiplex transmission of hi -fi RIBS 
programming into areas where avail- 

able .\ -FR -1 lines are not up to qual- 
ity standards. 

"Ultimately we will supplement 
our thousands 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 radio in 
1958? It best can be suunnariied 
with one word -service. 

"Service to the people who tune 
in for information, for entertain- 

ment, or merely the relaxation of 
background music. 

"Service to the merchant who uses 
it to promote his wares. Service to 
the consumer who learns of produt is 
which meet his needs. Service to the 
manufacturer who is able to main- 
tain his employment schedule be- 
cause the public is aware of the qual- 
ity of his products and therefore 
buys them. 

"Service also to the community 
builders and civic planners." 

... interviews families 

in their homes 

Pulse rings doorbells 
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* U.S. RADIO 
for the buyers and sellers of 
rodio advertising 

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

ISSUED MONTHLY 

ONE YEAR $3.00 
TWO YEARS $5.00 

WRITE CIRCULATION DEPARTMENT 

U.S. RADIO 
50 WEST 57th STREET 

NEW YORK 19, NEW YORK 

radio 
ratings 

Hooper's Frank Stisser 
Comments on Problems 
Caused by Promotion 

(.. F. Ilck,ptI lut. has uscaletl plaits 
lut getting a Ili ire :mutate listener 
Count -in the light of retest hassles over 
SI: prulnol cati. 

starting this nunttlt. the mcsurenleut 
firm will request that, when accepting 
an order for or two stirstss a year. 
a srnson will be measured -ont specific 
weeks. " \nd no st tint,'' discloses Prank 
G. Stisser, Jr., president of limpet, 
"will know when tirs ale being sur - 
tesetl." 

Station Replies 
7 he tuuuoserss started with the omis- 

sion of two Omaha stations and one San 
Antonin outlet from Iloaper's Ottober- 
Noscnthcr reports. I his brought a slit p 
trips Iront (:harles V. Balthrope. presi- 
dent al K I I., the San \mollo station. 

\l r. Balthrope feels that "the Hooper 
people seem tu sa) that tilting\ may be 
h) pocd if they're his peed the stay 
Hooper sass they should be hylocd." 
He daims that in the recent KI'I E pro 
motion "we clears' identify ourselves as 

calling our listeners and offering them a 

price. 
"\\'e do sat attempt to Confuse 

listeners by sa)ing sec are a surscy. We 
sas: 'When KI.11'. calls sou iuta) Will :t 

price: Had scie bten guilts of saying: 
'When the voite ou the telephone asks 

if you are listening to our radio, be 

sure you sa) K I FE because )ou may wit 
a big price - I would agree that . . . 

sec were trying to distort ligures." 

Hooper's Philosophy 
Ilaoper's philosophy in the matter is 

expressed by Mr. Stisser: "Promotion by 

radio stations." he tells u. s. RADIO "is a 

problem for all rating scrvites. We feel 
our job is to report audiences as accu- 

rates as passible. 
If a station runs a promotion where- 

by it makes ii my 'blc far us to 
determine if a respondent we might call 
is listening or simply giving a station 
identification in order to win a price- 

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

thou we cal ntot a« (irately determine 
the audience. 

"'1 here are all kinds al promotion," 
continues \It. Stissct. "'I he kind cd 
at getting people to listen to a station's 
progr:urtttling is Cann an. and we cer- 
taiuls cannot coudctun suth a thing." 

60- Market Survey 
I'o adequately utv :sure the radio 

audience, Iloopct publishes a (midi uiug 
surscy emit mouth in :bout tiff markets. 

Mr. Stisser explains its values: "1h' 
surveying one week. once a mouth, an 
atypical result brought on by a pro- 
motion campaign :scragts out..\ report 
is not wrong it an atypical period. It 
is an mistime relict ban nl who is 

listening." 

Nielsen in Europe 
Nielsen House, .\, C. Nielsen Co.'s 

new European headquarters at Oxford. 
England, was officially dcdit:ned in a 

series of meetings last month. 
Lord IIcywarth, chairman of Uni- 

lever Limited, Nielsen's largest client in 
the world, presided at the ceremonies. 

In a talk to the gathering, . \.C. 
Nielsen Sr. expressed the view that, 
despite its recent rapid growth. the pro- 
fession of marketing research is still in 
its infamy, and he predicted substantial 
further growth in the years to cone. 
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Where Do 
Great Ideas Come From? 

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

The men who hammered out the Constitution 
and the Bill of Rights were thinkers -men of 
vision -the best educated men of their day. 
And every major advance 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 universities 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! 

If you want to know what the college crisis 
means to you, write for a free 
booklet to HIGHER EDUCA- 

TION, Box 36, Times Square 
Station, New York 36, N.Y. 

GITIF DIJCT ION 

It Et IT BRIGHT 

Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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names and faces 
Noting the Changes Among 

The People of the Industry 

STATIONS 
K \1.1'11 L. 1 1 L. \SS, general manager ol %VIND Chicago 
since 1e11. named Chicago dice president for \Westinghouse 
Broadcasting Co. 
I. PI I ItRI NISEI( and R \Y\IOND 11. S. \\ \'YER elected cite 
president, ol KI. \It Omaha. Mr. Bremner continues as gen 
era! manager of K F \B. 
\I1 :r.\'IN C. GREEN. formerly treasurer of !beret stations, 
now general manager of \\'\\'R1 \Ve,t Warwick. R. I. 
LARRY JONES. fonnerlr with \ \'l'OP Hartford. Conn., ap- 
pointed manager of \VI)E'.V \Westfield. \lacs. 
KEN \ItKI'.NDREE promoted tu assistant general manager 
of W 1 Rl. Itradcnton. Fla.. and FRANK ItURK \RD to as 

sistant sales manager \Ir. \kKendree continues as sales 
manager. 
G. (D 1N) PO \G. (ern ul% in sales department of 1 \11I 
\leinphis. joins '1V1.0K \lemphis as an account executive. 
C I I 'sRLi S I. 111.''1 Is. with Witt Boston as an am account 
exec mice since 1933. appointed supers km of sales for 1WIt7 
E \I. 
W \\ NF. DOUGLAS, former sales manager of KOC.\ Kilgore. 

ex.. earned national regional sales manager of KEEP I win 
Falls. Ida. 
JOHN F. BOX JR.. tctenti appointed executive rice presi- 
dent in charge of the Balaban Radio Station,. has his head. 
qu:titers in St. Louis where he is managing director of \Vli.. 
Il \RLFY I I'(. \S. station manager of \1'CI'E \kron. and 
JOIIN (.ROD N. station manager of \\'ICE I'rosidencc. pro- 
moted to silt presidents In the board of directors of the Elliot 
Stations. 
ROBE RI I O\\'NSENI). who performs on car' radio sta- 
tion, as Rob Randall. apIn program director of KR17. 
Phoenix. 

BANKS \VAN. \ \I.\KI:R named national sales director and 
ll(.)I.I.1' \IO\i R named lutai sales manager 01 KVOD Den- 

-s Cr. 

NETWORKS 
NOR \I. \N J. OS'l'Itl', lurmeri% rice president in (barge of 
statioot relations for the Don Ice Broadcasting System, has 
joined NIBS as general manager of its 'West Coast division. 
ROItF R I J. sl'I.LI \'. \N. forure! advertising manager al 
\\'OR New York. appointed manage! of audience pombttiou 
and aleetltaoelising for CBS Radio. 

REPRESENTATIVES 
F. \. ' \lIKE" \Wl'RSI f R has moved Iront the New York 
olhte of the John E. I'carsom (:o. to niaiiager of the San 
Ft Mil ìst0 branch. 
IR\'ING G. KIRK aim( tintccl controller of . \dam! Yung Inc. 
Ile had been accountant in charge of bookkeeping and billing 
situ e 1951. 
1.i f \I. \' \NI)IN IL\ \1)1:1., former director of broadcast 
mecca with Force Im.. Paterson. N. .J., has joined Peters, 
Griller. \Woodward Inc., as an account executive. 
\R I I ll'R O'(.ONNOR has joined the New York office of 
1)ernec Inc. Ile was last with Foote, Cone & Belding. 

INDUSTRY -WIDE 
\VII 1.I.\ \I L. PIF.ItSON, an accountant of \\'IHKB Chicago, 
named secretary-treasurer of the Broadcaster,' Promotion 
\,sn. - 

BOB MORRIS, a founder of Broadcast . \clvertises Reports 
Inc.. cic( usi president of the firm. l'III1. ED\\'ARI)S, retir- 
ing president, elected publisher and chairman of the execu- 
tisc committee. 

AGENCIES 
P. \('1. L. NE\W\1. \N sel C. \I. ROHR \It.\l'(.II elected ex- 
ecutire site presidents of the Kuchler Agency. \Is(' 1)ON.\I 1) 

GIitit'. a member of the bond of directors. was elected a 

sire president. Mr. Newman and J. W. \I ILL. \RD. vice 
president and acrount managet. were elected to the executive 
t unmtitter:. 
LESLIE F. (:111'1 I Y. manager of the I pronto tillac of 1811DO, 
elected a sire president of the agency; and \\'ILLIA \I R. 
GILLEN. a site president. appointed manager of the agency's 
Chicago office. \WILL(.\\( PITTS, an account executive since 
1931. named sire president in charge of creative service,. 
F :LDON si '1.1.1\'.1\, previously with the Robert Orr Division 
of Fuller k Smith R Ross, has joined Cunningham! & \Wakh as 

vice president and are executive. 
ROBER I . \. NEL'SER, donned with Roc S. Durstine Inc.. 
has joined Hilton and Riggin Im. as vice president and ac- 
couru excitant. 

Morris 

51 

Gillen Chitty tong 

I) \N PO'1 I'F:R promoted 110111 director of broadust media 
ol Norman, Craig fc Kummcl Inc., to head new corporate 
media pl :utning and analysis dcp :utment. . \lo (.1.:\D \'S 
\ORI: appointed chief timcbtner. 
M. \RK ItYRNE, a vice president, appointed directot of media 
of the William Este Co. 

N' \LI'ER .\. 1.. \\WRENCE, former rite president in ''large 
of the Chicago olhce of Kenyon & Eckhardt, has joined Guild, 
(Bascom X: Itotftgli Inc. as account executive. I-Ic will operate 
from the agency's Sant Francisco olhcc. 

FR. \NK R. \Ica \L \NN, previously with the Institute for Mo- 
tivational Research, appointed a research associate by the Emil 
Mogul Co. 

CLIFFORD BOT\\'.\Y, previously with Dancer, Fitigcrald & 

sample, joins Ogilvy, Benson & \lather as a member of the 
media department. 

Ei 
1l retn.cer Kirk 

U. S. RADIO January 1958 

www.americanradiohistory.com

www.americanradiohistory.com


U.S. RADIO... 
the monthly magazine for buyers 
and sellers of radio advertising 

It has been predicted that "In 1962 radio alone will 

be doing $1.4 billion ... double the current figure." 

Radio is the mass medium to reach the whole of 

America. 

U. S. RADIO stand: ready to fill the needs of advertisers in their use 
of radio. All analytical and idea magazine for buyers and sellers of 
radio advertising, U. S. RADIO devotes its entire energies to this vast 
field of radio. Articles and features on the plauniug and buying of 
radio advertising, delving into the whys and bows in the successful use 
of all radio, are supplemented by regular departments presenting in 
concise form the news and trends of the radio industry. 

The Only Magazine Devoted 100% To Radio Advertising 

To Receive 

U.S. it t 1)I0 
Regularly 

Each Month, 

Mail In This 

Form, NOW! 

GT .S. 11.11)111 SUBSCRIPTION 

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

Please see that we receive 1"..S. 11.1 111 f) 
1 YEAR S3 p 2 YEARS S5 El 

Name Title 

Firm 

Address 

City 

Mail magazines to 

PLEASE BILL PAYMENT ENCLOSED 
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EDITORIAL 

... the long-range view 

A NEW COMPETITIVENESS 

Radin is entering a new eta of cunq)etitive 
growth. Never below have :ch iisers, large and 
small, noised to the senior ait medium %rit) such 
basic assurance that radio cant do the iambi(tice 
sales job. 

.\ laige share of this issue is devoted to pre- 
dictions for the year ahead. The gains aIieach' 
stade In radio and those expected indicate un- 
deniable health of the industry. 

For 1958. radio revenue is expected to reac Ii 
the new high of $700 million. (Sec OuNook 'i3. 
Part 1 and l'art II.) bast )eat gross radio bill- 
ings %very Slil3 trillion; the vrai before. S570 
million. In addition, the top 15 pre -n' adver- 
tisers are back in the h)1d. making radio's up- 
swing all the more significant. 

While these gains are impressive, it k only 
the beginning -if radio men want it to be so. 

With all segments of the industry now shoring 
billing rises, a new competitiveness has been 
spawned within radio. 

RADIO THE MASS MEDIUM 
The heightened selling job ihat is being ac- 

complished by all elements within the industry 
is duc to the tremendous value which today's 
total radio oilers an advertiser. 

For the national buyer of tinte, spot and net- 
work offer countless avenues for nation -wide 
prcxhict pronic>tiott. Whether used separately or 
in ton>I>inatinii, radio provides the flexibility, 
selectivity and total audience to reach any part- 
or all --of the tountry at any given time of the 
broadcast (Leiv. 

This stepped -up intra- industry selling has 
prompted new gains for each segment of the 
radio business. The positive values of making 
one's own operation more competitive aie not 
only laudable, but the lite -blond of any business. 
Yet there is a need for concern that the finan- 
cial return is not predicated on the short -run 
view. 

he last cnetgy with which many atulio men 
uc toutpeting against each othet has some over- 

all limiting factors. The olliccs (if advertisers and 
agein ies continue u) be the scenes of pitched bat- 
tles for business by the ccxnpetitive segments of 
broadcasters. This is a part of any industry. 
But it iadio as the mass medium is going to ac- 
count for an inrreasingly larger share of the ad 
dollar, it is going w have to do suite long -range 
thinking. 

Advertisers and agencies are re- evaluating 
their use of all media with an eye toward greater 
use of radio. \VIto should point up this trend 
toward use of total radio it not the broadcasters 
themselves, nationally and locally? With radio's 
great Ilexibility and efficiency, ihere should be 
no dollar spent on other media that shouldn't be 
re- «maned with an eye towards greater tofut 
radio use. 

AMMUNITION NEEDED 

At present adequate measuu'utcut of the many 
aspects of radio is lac king. 

It's to the benefit of advertising agencies and 
broadcasters alike to take up the initiative and 
to see to it that more is learned about uxlay's 
radio. I)r. E. L. I)eckiuger, vice president in 
charge of media strategy. at Grey Advertising 
Inc., New York, in this issue sets forth a chal- 
lenge in gauging radio's total impact (see p. 33) . 

He wants to know when was the last tiare 
radio commercial recall factors were measured? 
Where are the Vidcotowns and the Hofstra stud- 
ies for radio? Where are the qualitative radio 
program analyses? \Where are the radio- versus- 

other media studies? 
If anything demands priority consideration by 

buyers and sellers of radio for the year ahead, it 
is that more qualitative research ammunition is 

provided. 
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.411, 4rt JD, Wit sta,11111, rimy 
IN SHREVEPORT 

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 33.4 

Station A 16.0 13.0 

Station B 13.1 F-111111 12.2 

Station C 12.8 71i11.11 17.5 

Station D 7.9 L A 6.9 

Station E 6.9 WPM 9.5 

Station F MN 4.4 

X Station G 11111 4.4 

Station H 2.9 

111 4.1 

IL 3.1 

III 2.6 

*SUBSTANTIATED 
PER THoUS9 BY PULSE 

CO 
%r 

REPS: National FORJOE & COMPANY 

Southern CLARKE BROWN CO. 
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Pittsburgh's Golden Triangle as viewed from Mt. Washington 

KDKA has reached new heights 

in Pittsburgh ... and we mean the middle of Pittsburgh - 
Allegheny County, that is! 

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 98.6%! 
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 
Manager (EXpress 1 -3000, Pittsburgh), or your PGW 
"Colonel ". 

In Pittsburgh, no selling campaign 
is complete without But 

wes station ... 
PULSE -Aug -Sept. 1957 

KDKA 
50,000 watts 

WESTINGHOUSE 

BROADCASTING 

COMPANY, INC. 

00f:J 

Radio 
Clear Channel 

.rin 
BOSTON. Wei *wet,. 
PITTSBURGH. .(.A 
CLEVELAND. 'HA 
FORT WAYNE, WOWO 
CHICAGO, WIND 
PORTLAND..11 

BOSTON. V 

BALTIMORE.twii TV 

PITTSBURGH, [NA TV 

CLEVELAND,. yw Tv 

SAN FRANCISCO. . i. 

.. 
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