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35 CENTS

for 50 years

a great name in
entertainment . . .
Now...a great new
force in Radio

...ST. LOUIS. .. Balaban balanced programming
began January 1...enjoyable music, bright happy |
personalities, Action Central News 24 hours a day...
[BOX SCORE]...nine times the audience in 90 days
(Hooper Mar-Apr ’58).

... MILWAUKEE . .. The big buy in Milwaukee . . .
blanket coverage of the total effective buying market.
Here, too, Balaban’s programming appeals to all ages
from grandchildren to grandparents.

...DALLAS**...The Big “B” is coming to Big “D""!
Balaban Radio is proud to serve the fastest-growing,
most progressive metropolitan area in the nation.

JOHN F.BOX, JR., Executive Vice-President

DALLAS

The Balaban Stations...In Tempo with the Times

Wwww.americanradiohistorv.com -+ Subiect to approval of the Federal Communications Com mission
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as basic as the alphabet

EGYPTIAN

long befare an alphabet
was creoted, the Egyptians
vsed o pictyre-sign like thig
as the symbol for door.

PHOENICIAN

Leading merchams of the
Mediterroneon, the Phaeni-
cians converted the Egyption
sign into o triongle repre-

-— A

C . senting the first sound in
doleth (door).

-?
Y
w GREEK

S\ IT7777% Loter, the Greeks turned the
= letter upside down, colled it
‘...' ‘- della, aond used the name ta

k %N describe the spreading mauth

of a river,

ROMAN

From an early variont of the
Greek della, the Ramans
reshoped the letter ta farm
the mgdern D we use taday.

Historicol doto by
Dt. Dongld J, Lloyd, Wayne Siote Univeriity

1 Dealers are pleased when you place rfodio
odvertising on WWJ. They know thot WWJ moves

I merchandise —thot the stotion represents modern rodio

at its best in the Detroit Southeostern Michigon markef.

Start your radio campaign here — with the
WWJ Melody Parede, the WWJ features originating at
Northlond ond Eostlond Shopping Centers, the populor
WWJ Highway Holidoy progroms—with solesminded
personalities like Hugh Roberts, Faye Elizabeth, Dick French,
i Bob Maxwell, and Jim Delend. It's the basic thing to dok

Dollags and people AM and FM
are concentrated here RA D l o

Seveniy per ¢ent of Michigan's

population commanding 75 WORLD'S FIRST RADIO STATION
per cent af the state’s buying
pawer lives within WWJ's day- Owned and aperated by The Detroit News
time primary coverage oreo.
LR oA NBC Affiliate
| Nationof Representalives: Peters, Griffin, WoadworJ( Ine.
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FACT

NOT FANCY

Modern radio stations reach an overwhelmingly adult
audience

2
Modern radio stations reach more adults than old-line

network affiliates

3
Modern radio stations reach more of the impressionable

younger-age- group women than old-
line network affiliates

the PROOF?

yours for the asking

Ask our Research Department for the new special report,

“The Audience of Modern Radio”

ADAM YOUNG INC.

3 EAST 54th STREET, NEW YORK 22

U.S. RADIO ¢ June 1938
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IF YOU USE RADIO ADVERTISING
YOU SHOULD READ THIS MESSACE FROM
THE MANACEMENT OF RADIO STATION WBT

Throughout its 3G-vear history, WBT has fellowed a program philosophy of providing the best
pussible programs for all segments of the radio audience. We call this Full-Service Broadeasting

becansé it is not limited to “*popular™ music and five-minite newseasts.

We provide onr listetiers with news—in deptle—reported by veputable, experieieed news men and
women from all corners of the globe. We provide our listeners with music—bnt not just one kind of
nmsie. WRT offers country wmsie, “‘popular™ munsie, classical music, and many variations of the
three,

Thix Full-Nervice Programming gives our listeners disenssion programs, drama, comedy and
yniz programs. It means churel servieces, edneational progrgms—programs to stimulate the imagi-
nation, the ability to think—and the ability 10 feel.

Throngh the years, audience rescareh surveys liave shown s that this is the {ype programming
most Charlotte and Mecklenbure Connty listeners prefer.

dnt the influence of Charlotte and its inxtitutions is not emitfined to mnnmieipal bodaries. What
of the listener< in Rock Hill?7—in Iickory *—and in Gaftney? What de people in Winnsboro want
from WI¥ and in Sabisbury and Monroe? To find out we recently asked the Pulse, Ineorporated, to
send its representatives into the homes of listeners living in Charlette and within a 60-mile radiys of
Charlotte to cheek progrant preferences. This was the acidl test for WBTs brand of [Pull-Service ’ro-
grammng.

The results of this survey, condneted doring the wonth of Mareh, have just been released.
We ave happy to say that WIBT hias met the test and its programning concepts liave been justified.

The survey showes that WRT is the maost popular Charlatic station in cvery time segment sur-
veyed i The 25coumty area (Sunday-Saturday, 6 .M. -midnight) ereept one. In that seqgment WERBT
won a .

For this overwhelming vote of confidence by our listeners and for the siipport of yon, onr spon
sors, we are everlastingly grateful and sincerely hnmble. And onr pledge to you is a continnation, of
Full-Service Programming and audience leadership in the future.

i

JEFPERSON STANDARD BroanoasTING (COMPANY

b

" CHARLOTTE, N. C

U.S. RADIO » Jone I958

WAAAL amaricanradiohictaon oo
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airwaves

e e e e e S e

Radio’'s Barometer

(5

X

$95,000,QC Network
(1988 Est.)

Cx

X

{
Car Radios

Sets in Use

3,779 St&tibns on Air

U.S5. RADIO e June 1958

Spou: Volume for 124 markets analyzed by an Adam Young luc. report
indicates that spot volume lor these areas was 27 percent greater in 1957
than in 1956, or $152,003,000 to $119,994,000 (sce complete market list-
ing, p. 38). In both years these markets acconnted for more than 82 per-
cent of the U.S. wotal, the study states. Only two markets showed a de-
crease in 1957,

The Young estimated projections on the amount of national spot radio
business going into multiplestationi markets during 1957 are based, ac-
cording to the representative firm, “on (etailed analysis of FCC data for
previous years anct (our) own first-hand knowledge of billing trends in
the majority of the counury's larger markets.”

Networks: Net operating profit for the first quarter of 1958 is estimmated
by American Broadcasting-Paramount Theaters Inc. at $1,854,000 or 43
cenls a share, up from the 1957 figures for the same time period of
§1,743,000 or 40 cents a share. Leonard H. Goldenson, president, indi-
cates that the ABC Radio newwork is being “stremnlined” to reduce costs.

New husiness and renewals reported hy CBS amouited to $2,350,000.
The figure forr ABC was §1.5 million (see Report from Networks, p. 31).

Local: Each month of 1958, H the trenst continues, will show an all-time
high in billings for WINS New York, according to the station. For the
first four months ol 1958 the station has posied a 29.8 percent increase
over the comparable period in 1957. Jock Fearnhead, vice president aud
general manager ol the station, estimates that with the new rate card.
which has been in effect since February, hillings for the full vear will
be approximately -0 percent over 1957.

Stations: Total stations on the air. both am and [n. increased again in
May—to 3.779, up 10 over April,

Commercial AM Commercial FAl
Stations on the air 3,239 540
\pplications pending 139 16
Under construction 82 72

Sets: Total radio set production for March 1958 was 931.31, according
1o thie Electronics Industries Association. Automaobile radios produced
came to 231,911, Retail radio sales—excluding car radios—came 10
538,963 in March.

wWwWw . americanradiohistorv.com
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TO MEET HEAD ON
A NEED THAT EXISTS

IN THE RADIO HELD
TODAY ...

~—
* .S. RADI1O

for the buyers and seliers of
radio advertising

An indispensable tool for sharpén-
ing the odvertiser'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

|
|

for buyers and sellers of cadio advertising

JUNE - 1958

... IN THIS 1SSUE .

Tiny Key to Tomorrow's Radio
Minute but Mighty Transistor
Creatung Vist New Audience

Tetiey Leaves It to Radio
83 Percent of Budger to Medium:
Firm Rises to Second Plce in Sales
Filling ‘'em Up With Radie
Ginoline, Sernice Stations
Farn o Radio With Co-ap 1lelp

Radio Follows the Flagships
Delta Air Liues “Triples Radio:
Llses Newscasts and Annoutncements

NAB Meeting Is Radio-Active
Health of Industry Reviewed:
ldeas Exchianged on Probleins

Spot Data on 124 Markets
Adia Young PProjections of Gatns
Made by Spot Radio in 1957

. .. DEPARTMENTS . . .

Virwas es - 3 Radio Registen

Soundings 9 Report lrom RAL
Washington 11 Report from Representatives
Silver Mike 13 Report from Agendies
leuers 10 Editor 16 Report from Networks
Focus on Rilio 40 Report from Canagla
Hometowir LR8N 43 Radio Ratings

Commerdial Clinic 45 Names and Facey

Station Log 46 Lditorial

ADIO

VOL. 2-NO. &

19

26,

30

34

38

47
48
49
50
51
55
56
58
60

EDITOR AND PUBLISHER
Arnold Alpert

Business Manager
Catherine Scott Rosc

Managing Lditor
Jonah Gitlitz
Art Editor
Rollie Devendor(
ASSISTANT EDITORS

Michael G. Silver Patty Kirsch

Patricia Moran
(Washington)

Secretary to Publisher
Sara R. Silon

ADVERTISING

1#’estern Afanager
Shell Alpert

Production-Sales Service Mgr.
Jean L. Engel

U. S. RADIO is published monthly by Arnold Alpert Publications, Ine, Editorial and
Business Office 50 West 57th Street, New York 19, N. Y. Clrele 5-2170. Western Office
1653 So. Elm Street, Denver 22, Colorado. Skyline 6-1465. Washington, D. C.—8037
Esstern Road, Silver Spring, Md. JUniper 8.725f. Printing Office—3110 Elm Avenue,
Baltimore 11, Md. Price 35¢ a copy: subscription, $3 a year, $5 for two vears in U.S.A.
U.S. Possessions and Canade $4 & year, $6 for two years. Please advise if you move and
give old and new address. Copyright 1958 by Arnold Alpert Publications, Inc. Accepted

as controlled circulation publication at Baltimore, Maryland.

U.S. RADIO ® June 3958
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Hitch YOUR \Wagon to

the Star stations
and Watch Your Sales

:n 2 important Markets

serving over 3 Million People

FIRST

and Getting

[3@ | FIRSTER

all the
time

A Vital Force
in Selling Today’s
OMAHA

April-May 1958 Hooper
8 AM-Noon 40.4
Noon-6 PM 40.6

No.

A Vital Force
in Selling Today’s
DENVER

April-May 1958 Hooper
8 AM-Noon 18.1
Noon-6 PM 17.2

Your STAR STATION is
a MUST BUY Station!

KOIL — Omaha

NATIONAL REPRESENTATIVE

the Star stations  [EPREEESS

REPRESENTED NATIONALLY BY

IF RESULTS ARE A MUST SO ARE THE STAR STATIONS e ek
DON W. BURDEN — President Kw!«'fmTf ::2!31535

AVERY-KNODEL

NOW UNDISPUTED NUMBER ONE ON PULSE TOO.

APRIL 1958 PULSE GIVES KOIL OVERWHELMING NUMBER ONE SPOT!

www.americanradiohistorv.com
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It’s a fact worth repeating: 40% of all network spon-
sored time is on the NBC Radio Network. That’s 33%
more than the second network —a lead of 13 commer-
cial hours per week. NBC is the only network to show
an increase in sponsored time in the past year!

The number of advertisers has leapt ahead, too . ..
from 26 in 1956 to 115 in 1957 . . . more advertisers

WwWWW . americanradiohistorv.com

than any other network. Thirteen of the top pre-televi-
sion blue chip advertisers are now back on NBC Radio.

Credit this growth to NBC’s imaginative program-
ming aimed at increasing radio’s usefulness for adver-
tisers and audiences. Concepts like STARDUST which
brings big star excitement back to radio; public service
features like NEWS ON THE HOUR which attracts

U. S RADIO ¢ TJune 1938

—_—d
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‘nore listeners than any other radio show; constantly
thanging NIGHTLINE, aimed at the perceptive adult
‘udience. No wonder NBC advertisers are the most-
istened-to in all network radio! Month after month
hey are attracting the medium’s biggest cumulative
‘udiences according to Nielsen.

In television, NBC has forged into the Number

U.S. RADIO « Jume 1958

DID YOU
KNOW THAT
NBC RADIO
HAS A
33% LEAD
IN SPONSORED

ﬂ:@, TIME?
GO

{

Oneé position nighttime in the nation’s major markets.
Now the NBC Radio Network joins the surge toward
new peaks of advertiser and audience acceptance with
33% more sponsored time than the second network.

NBC RADIO NETWORK

www.americanradiohistorv.com
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.. . precisely why there’s never a dull moment . . .

precisely why wn each of these major markets

more radios are tuned to the Storz Station

than to any other

MINNEAPOLIS-ST. PAUL ... WDGY is first . . . all-day average
Proof: Tooper and Pulse, 50,000 watts plus 50,000 watt
personalities. Talk to Blair, or Geoeral Manager Jack Thaver,
KANSAS CITY ... WHB is first . . . all-day. I'vaofl : Metro Pulse,
Niclsen, Trendex, Hooper; Area Niclsen, Pulse, M-day averages
as iigh as 48,50 (Nielsen). Remember—yon get coverage aud
andience on WITH, See Rlair ar Gereval Manacer

George W, Armstrong,

NEW ORLEANS . .. WTIX is first . . . all-day. 'veof: Hooper
(32.290)— Pulse, too. In fact, WTIN ix first in 462 of J04
Pulse guarter-liours, awd first in every single daytime 1/4.

Now 20 times nore powerfnl with 5,000 watts on 690 ke.

See Adam Young or General Mauager Fred Derthelson,

MIAMI ... WQAM is first . . . all-day. Proof: Hooper (38.7'7)
o Pulse (432 of 432 quarter-liours) . .. Southern Plorida Area |
Pulse .. . Trendex. See Blair . . . or Ueneral Manager Jack Sandler.

WDGY Minneapolis St. Paul )

REPRESENTED BY JOHN BLAIR & CO,

WHB Kansas City

REPRESENTED BY JOHN BLAIR & CO.

WTIX New Orleans

REPRESENTED 8Y ADAM YOUNG INC,

WQAM Miami

REPRESENTED BY JOHN BLAIR & CO.

U. 8 RADIO s upe 1958

WWW . americanradiohistorv.com —
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soundings

Radio Resists Census Effort
To Drop Set Count in 1960

Cunningham & Walsh V.P.
Comments on Radio*s Horizons

New Sales Clinic Format
Worked Out by RAB

86 Percent of Audience
Is Adult, Says Fellows

Radio Dominant in Pre-Shopping

Hours, CBS Radio Spot Sales Shows

McGannon New President
Of RTES for One-Year Term

Program Counselling Increased
By National Representatives

U.S.RADIO & june 1958

The receut aunouncement by the Bureau ol Census that the number of
radio homes will not be (nciuded tir the 1960 census his created concern
in broadcasting circles. NAB is vigorously working to get radio back into
the census picture, although the decision was made, according to the
bureau, because radio so saturates the nation that it would be a waste of
money to “confirm the obvious.”

Jerome Feniger, vice president, Cunningham & Walsh, New Youk, told
a wmeeting of the Washington Ad Club that radio “offers great hovizons
for sheer creativity . . . and thal one ol the inost interesting sales clements
i radio is the selling power of the human voice.” In his reumarks,
Mr. Feniger praised radio as having done an excellent selling job foi such
C & W clients as Texaco. Jergens, Colgate, Sunshine Biscuits, among
others.

RAB has developed a new format for its area sales ctinics. The new
approach, according to Kevin Sweeney, president, is built on three points:
An “autopsy on success” treatnent; attendance limited to stimuiate group
participation, and presentations specifically geared 10 1he market under
discussion.

Eighty-six percent of this counuy’s adult population Hstens o the radio
during an average month, says Harold E. Fellows, president, NAB, who
also reveals that teen-agers (15 to 19 yemrs old) form the smallest nu-
merical segment of the total adult audience. The oldest adult listening
group (over 45), according to Mz Fellows, makes up the largest aundience
scgment.

CBS Radio Spot Sales presentation, “All About Women,” siates that
radio, during pre-shopping hours, rcaches 316 percent ol women who
buy in supermarkets. This is 48 percent more customers than arc reached
by the nearest competing medium in that period, the study states.

The Radio & Television Executives Society of New York has elected
Donald H. McGannon, president, Westinghouse Broadceasting Co. Inc,,
as its new president for a one-year term. Heading up the society’s board
ol governors is Ted bBergmaiin, president. Parkson Advertising Ageucy,
New York, who will serve for two years.

Stepped-up activity by national radio representatives in program courisel-
ling for their stations is illustrated by John Bluir & Co. The firnt is
working on a plan to set up a program exchange department—as an idea
clearing house—Ifor production techuiques and progranuming features.

www americanradiohistorv com
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Consider the Family...

how it shares ideos, opinions, tostes.

Among people living together, ottitudes become contagious; opproval
or rejection an unconscious unonimous reaction.

Properly motivoted, the fomily unit con odopt o favoroble viewpoint,
will respond to o chollenge attroctively presented.

BARTELL FAMILY RADIO '

in the post ten yeors hos developed o progroming

ottuned fo family participotion, creoting o componionoble climote of
unreserved acceptance . . . not by one oge group olone, but by oll members.
Excessive progrom oppec| to one or onother

of the fomily is o temptotion which

Bortell Family Rodio avoids unrelentingly. A bolanced progroming

REACHES THEM ALL

ond thot’s the ideol oudience . . . for stotion loyolty . . .
for moximum buyership

BARTELL IT . .. AND SELL IT?

BARTELL

FAMILY

RADID fcpq)
COAST T0 COAST ™

AMERICA'S FIRST RADIO FAMILY SERVING 15 MILLION BUYERS
Sold Nationally by Adam Young, Inc. for WOKY The KATZ Agency

10 U.S. RADIG & June 1958
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washington

ASCAP-BM! Hearings Near End

Priority Suggested
For DBA Petition . . .

.. .on Heels of FCC Action
On Clear Channel Stations

Network Regulation Hearing
Gets Underway

Annual Plea for Dry Airwaves
Heard on Hill . . .

U.S$. RADIO s June 1958

The record is just closed on proposed legislation to lorce broadcasters to
relinquish ownership in music publishing and record companies. Alter
two days of rebuttal in July when ASCAP and BM! will get in their
final licks, the Senate Commerce Communiciations Subcommittce is ex-
pected to turn over the record to the Deparunent of Justice and the FCC.
Countering ASCAP claims, BMI1 witnesses paraded to the witness stand
to relate that hroadcasters do not push BMI tunes, that ASCAP music is
and always has been predominant on the airwaves, hence the bill is )
unnceessary and (2) unduly diseriminatory. A cluc o the leanings of
Senator John Pastore (D-R. L), subcommitiee chairman, came in one
session when he declared he was “disturbed” at the claim of some artists
that hey wried to get into ASCAP and were refused.

The first question asked of FCC Commissioner Robert Bartley while iap-
pearing before the Senatc Commerce Committee prior to re-appointment
was on the long-stunding petition from the Davtime Broadcasters \ssoci-
ation for a longer broadcast day. Commissioner Bartley conceded that
action on the matter was overdue. He promised to make every effort 1o
get the DRA issue a priority position on the FCC agenda and to settle it
quickly one way or the other.

Another thorny issue intimately related to the daytimers’ crusade is clear
channel broadcasting, which, after more than a decade ol gathering dust
at the FCC. was pulled off the shell recently and made the subject of an
FCC rule. Broadcasters have until July 15 10 let the FCC know how thev
[eel about a proposal to duplicate half of the 24 Class 1-A clear channels.
One dozen frequencies would be made availablic for full-time Class 11
outlets. [ncluded in the latter group are the daytimers and unlimited
stations which now must reduce their power at night to avoid interfer-
ence with the clear channel outlets.

It’s for sure now broadcasting won’t get a breather even in the final
weeks of this congressional sessicn. Hearings before the Senute Com-
merce Committec to consider a bill to regulate networks was to get under-
way June 2. The legislation—echoing many of the same recommendations
made in the Barrow Report—was authored by Senator John Bricker
(R-O,) four years ago. Senator Bricker, the committce’s ranking i
nority member and one-time chairman. is adamant in his view that the
public will be better served if networks are placed under the regulator
thumb of the FCC. Getting off as it did to a late start, it is doubtful that
any such legislation will be passed in the 85th Congress.

While broadcasters were busily engaged at the annual NAB conclave in
Los Angeles (see page 34), a militant band of temperance advocates
made their annual trek to Congress. They testified in support of a bill
to ban the advertising of alcoholic beverages in interstate commerce.
Their objection to beer and wine advertising on broadcast stations had
the same ring that has sounded for over 10 years . . . corruption of the
young, traffic fatality increase, decay of the home, the temptation for
more people to drink more alcohol so alluringly advertised.

WwWwWw . americanradiohistorv.com
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WASHINGTON {Cont'd}

. Bat Opponents Counter
With Equal Fervor

Wiien the opponents took the stanl, I
their yearly admonition 10 the Sen-

ate was that the bill is basically an
attenipt o vevive prohibition and
woukd serip the beverage industry of

its right 10 advertise. "Fhey also had
some declared  governmental back-

ing. The Justice Departient sus-
pects thit if such legistation becne

law, it would give a competitive
cdge to loreign distillers. Both the
Cowmmerce and  State  departments
have gone on record opposing tlre

bill. So has Postnuster General Ai-

thur Sunmerfield.

Cigarette Advertising

and the FTC
Another "minor vice™ has popped
vp in the Senate. .\ veconmmenda I
tion has been made by Senator Rich-
ard Nenberger (D-Ore) to give the
Federal Trade Commission greater
leeway in controlling cigaretie ad-
vertising.  He declared that tobacceo
compitny advertising, especially in
the broadeast uedia, woos  the
younger gencration to the detriment
of the country. Although he has not
dralted any legislation on the sids
jeer, it iy understood that he s
stwdying the matter amore  closely
and possibly will da so.

... and sell 'em
in San Antonio

with KONO radio

March-April, 1958 Hooper shows

11.4% "

use

{20.5 mornings—14.8 afternoons)

" 30.4%

Average Share of Audience
_ for KONO

. + . and that’s more audience
than the total of SIX other
local radio stations—including
three networks. Want more
facts?

Bills to Tighten
Federal Agency Control

As promised in the nuerinn report

issued by the House Legislative

Oversight Subcommittee calling
{ FCC members on the carpet for cer-
| tain actions in olhee, legislation an
arcas ol nprovement lor regulitory
agency ofbicials has been introduced
in the House. .\ bill by Representa-
tive Orin Harris (D-Ark.), calls lor
an FCC code ol ethies 1o be puh-
lished in the Fedeval Register six
nmonths following passage by Con-
gress; Presidential power to fire a
commtissioner or neglect ol duty or
‘urilfeasance in othee;” the abolish-

H R AN nent of honorariums for comnmission-
See your J| = [\ sepresentaTIVE crs. Representative Henry Reuss (D-
or Clarke Brown man Wisc) has introduced a bill along

similar lines but additionally recom-

e — f ”
3 . -’ »” 'l mends a salary increase tor commis-
60 KC Y . : <
5000 WATTS ’ R v sioners and the extension of an FCC
e |: ¥ term ol ofhce Hrom the present seven

SAN ANTONIO RADIO 1o 1} years.

- U. S RADIO e June 1958
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As the first group owner to acquire
the legal limit ol seven radio stations
in major anarkets, the Storer Broad-
casting Co. is today placing increas-
ing emphasis on the ingredient that
builds a station 1mage—commaniiy
service. Spearheading the progress of
this company is its lounder and
presicent, George B. Storer.

It was in Toledo, O., in 1912, that
Mr. Sworer first became acquainted
with radio—an owned and operated
“ham” outhit, Tuday, his broadcast
boldings extend 1o seven radio and
five v sutions.

Mr. Swrer follows a policy ol
“developing maximum scrvice for
each station owied . .. to build the
¥alue of the company’s outlets and
lo grow into increasingly larger sta-
tions and markets.”

Although his stations have heen
founded and built on effective busi-
ness practices, Mr. Stover takes not-
able satisfaction in the community
service projects of each of his seven
radio stations. Big Brother Move-
ment, symphony orchestras, 4-H
Clubs, a Junior Citizen Group and
many others; anything, in fact, that
gives the broadcasier that “unusual
opporuunity . . . to actually do some-
thing about making his home town
a better place in which to live.”

Mr. Storer applies to his broad-
casting operations the same sales-
manship and imagination that made
him a success in the oil and steel in-

U.S. RADIO o june 1958
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THIS MONTH:
GEORGE B. STORER

President of
Storer Broadcasting Co.

Business Enterprise, Service

Build Major Station Group

dustries. His first station, as a mat-
ter of fact, wus an outgrowth of his
Fort Industry Oil Co.

Searching for a means to increase
the growth of the oil firm, Mr. Storer
in 1927 inquired about the infant
medium  raclio. Negotiations for
some advertising on a little, 50 wau
Toledo station, WTAL, ended with
his purchase ol a controlling inter-
est in the property.

‘The call leuers were changed to
WSPD—to suggest Fort Industry’s
"Speedene” gasoline.

That same year, Mr. Storer moved
to Detroit to take control of a irm
now called the Standard Tube Co.
He continued in his oil business and
also operated—on a lease of S200 a
month—\WGHP Detroit. That sta-
tion later became WXYZ, after its
sale in the early 19307,

Broadcasting became Mr. Storer’s
major interest in 1931 when he sold
his oil interests to Staindard Oil Co.
of Ohio. s the Fort Indusury Co.,
Mr. Swover and his colleagues built
CKLW Windsor, Ont., in 1933, sell-
ing it immediately to Canadian in-
terests, WWVA Wheelinig. W. Va.
was purchased about that time.

Today, the company’s radio sta-
tions include WSPD: WWVA;
WAGA  Adanta, Ga.. bought in
1940; WGBS Miami, 1944; W]BK
Detroit, 1947: WJW Cleveland,
1934, and WIBG Philadelphia, ac-
quired i1 1957, o o o

WwWwWw . americanradiohistorv.com

HELPING
YOU SELL
MORE IN

WGR Radio's mobile STUDIO 55
travels each week to a different
high-traffic location — a super
market, a County Fair, ete,

WGR D.J.'s John Lascelles,

Warren Kelly and Frank Dill
broadcast live from STUDIO 55,
attract thousands with their
personal appearances and contests.
Thousands of passing cars see the
trailer and the crowds, instantly
turn on their radios,

Over a million cars and a million
homes in this $4 billion market.
WGR covers the New York State
Thruway too, from Ohio to Syracuse,
with a loud, ciear signal. Add our
Canadian coverage and you've got a
combination that can't be beat!

ABC Affiliate, Represented by
Peters, Griffin, Woodward

BUY

WGR

RADIO

BUFFALO'S FIRST STATION

SYMBOL OF SERVICE
Al A TRANSCONTINENT STATION
E—c—q WROC-TV, Rochester = WGA Radic, WGR.TV,

. Buffalo « WSVA Radio, WSVA.TV, Harrisonburg
WNEP-TV/WILK:TV, Seranton-Witkes-Barre

13
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SINCLAIR REFINING
1S SOLD ON SPOT...

FROM HOME OFFICE...

“Driving today? Remember to drive with care — and bny
SINCLAIR — Porcer-X Gasoline.” Slotted to reach the ino-
torist at breakfast and enroute to and from work. that 3-
second reminder will he hroadeast 525,200 times in 1938
— the biggest campaign. for size, scope and duration, in

Spot Radio history. “Spot,” says SINCLAIR REFINING
COMPANY's Vice President and General Sales Manager,
Lounis W. Leath. *'is doing a great joli for SINCLAIR.”

To boost coverage and frequency, yet keep to a reasonable, afford-
able budget, SINCLAIR REFINING switched to Spot. The same
allocation that had purchased only scattered Radio-TV program-
ming in about 100 major markets now brought SINCLAIR satura-

Phato by Morru H. Jaffe

tion schedules in those same markets — 40 to 250 spols a week, 52l
aeeks a year — plus sizable wcekly campaigns on a year-round basis
wn 350 additional markets. Totals: 450 cities; 900 stations; 10,100
announcements per week. And in every markel served by SINCLAIR
and by an NBC Spot Sales-represented radio station, SINCLAIR
uses the NBC Spot Sales station!

Standing, left 1o right: Louis W. Leath, Vice President and General
Sales Manager, Sinclair Refining Company; Jack Price, Radio Spot
Sales Representative, NBC Spot Sales.

Seated, lefi to right: Staniey F. Ellsworth, Vice President and Account
Executive, Morey, Humm, & W arwick, Inc.; James J. Delaney, Adver-
tising Manager, Sinclair Refining Company; Reynolds Girdler, Director
of Public Relations & Advertising, Sinclair Oil Corporation; William L.
Wernicke, Radio-TV Vice President, Morey, Humm & W arwick, Inc.
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{WE SUPER 5

-

RIGHT DOWN THE LINE!

Y g

.

O SERVICE STATION...

1 Chicago, where radio station WMAQ plays a major role
jt the SINCLAIR schedule, George Gaudio, operator of the
inclair station at North Avenue and LaSalle Street reports:
My customers tell me they hear the Sinclair radio com-
1ercials, and I know those spots have brought me husiness.
ly customers are in automobiles and they listen to their
ulios, especially WMAQ. Personally, I know of no better
ay for Sinclair to advertise the products 1 sell.”

questionnaire sent to SINCLAIR marketers brought a request
om 95% of them for continued use of Spot Radio, along with
serwhelming confirmation of rising sales throughout SINCLAIR
aritory. And SINCLAIR men agree right down, the line: in the

| S

markets served by NBC Spet Sales-represented radio stations,
credit for this campaign’s tremendous success belongs. in large part,
to those stations.

Left to right: Howard Coleman, Manager, Radio Station WMAQ;
Car!l K. Foster, Manager Sales Promotion, Central Distriet, Sinclair
Refining Company; George Gaudio, Sinclair station operator, Chicago.

NBCjSPOT SALES

PITTSBURGH —WAMP ST. LOUIS—KSD
NEW YORK -WRCA CLEVELAND —WHK SEATTLE-TACOMA —KOMO
PHILADELPHIA —WRCV  LOUISVILLE-WAVE  SAN FRANCISCO-~-KNBC
WASHINGTON —WRC CHICAGO -WMAQ HONOLULU -KGU

www . americanradiohistorv.com
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got”

Our advertisers—spending
more and more on WICE—are in
every calegory: foods, beseriees,
cigarcttes, soups & cleansers, drugs &
(oiletries, automotie, service, ete., ele
What these advertisers ull have in
eommon 1S a greal buy: wict delivers niorg
fistencrs per dollar than any other
station in the Greater Providence
Metropolitan Areca.

W¢ dehiver this buying bonus because
listeners po for the Elliot programming:
MOre AUSC . . . MOre NEWS . .. ore often.

To get your share of the Providence
business, get the whole story on WicE
It's wrapped up in a new color film you
ought o sec. For a showing right in your
own oftice, write us or Avery-Knodel.

WICE

*Tim Elllot, Pres. ‘‘Jean ENlot, Vice-Pres, PROVIDENCE, R, I.

HE ELLIOT STATIONS
GREAT INDEPENDENTS « GOOO NEIGHBORS ATB O (OO

WCUE

WWW.americanradiohistorv.com

LETTERS TO

National Shoes

My heartiest congratulations on your
excellent handling ol the leatue on Na-
upnal Shoes in die May issve. Lo pres.
emed a thorough and authentic picune
wl s company’s use ol radio,

You are making a valuable congribu-
4io1 1o a better understanding of radio
av e etlecdve advertising medinm.

Milton Guttenplan
Vice President & Acct, Supw

Emil Mogul Co.
New York

Agency Use

Inasiuddi as we are suie 1L s, RADIO
will e valuable o us O our business,
we would like herewith o enter our
subseription lor two vears. Congratula-
tions on a fine new cllort in the vade
pallication field.

Stewart Spencer

Tobias & Co. Advertising
Chorleston, §. C.

Congrainlations lor the job you'ie do-
ing  with “the wmegmhly wagazane de-
Toted 100 percent 1o radio acdverising.”

Marion Harper Ji.
President

McConn - Erickson Inc,
New York

Radio History

Your aticle on ihe pituve hisiory 6f
vadio, Radio’s First 38 Years (May 1958),
certainly rellects some of the wonderful
moments of carly radio. It iv a most
commendable  picce. However, youar
writers hamve . . . overlooked  “The
Warkds First Radio Sction,” namely,
wwy,

Don De Groot

Assistont Generol Manoger
WWJ Detroit, Mich.

Sales Opportunities
I lave just finished going over Radio’s
Frtwve Sales Qpportunities (May 1938)
and | ibink you have done an exceellent
job ol pointing out the way in whidy we
and same of our worthy ompetitors are
working 1o develop new and bigger ra-
dio. sales.
Arthur H. McCoy
Executive Vice President

Jokn Bloir & Co.
New York

Canadian Fm

L have read with considerable iiiterest
a number of issues of your excellent
magazine and would like you 1o con-
sider this as my subscriptionr for one
year.

UeS. RADIO » June 1958
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THE EDITOR |

Foday | was re-readding the December
1957 issue and in particular the article
on Fm—The Frustvaied Mediwun., Fm
has i remendous future in Canada.

R. D. Munro

Sales Manager

Rodic Representotives Lid.
Taronto, Canado

Department Stores

Since we are fortunate enough 1o
carry Globe Store schedules, which rep-
resent more than 90 percent of its en-
tire radio and television Dbudget, we
know you won't mind our pointing out
that we were not credited in vour ex-
cellent Department Store article in the
.\pri[ isue.

RAB has put out an extensive  pro-
motion [giece on Globe’s schedules over
AWE]JL.

Cecil Woodland

General Manager
WEJL Scranton, Pa.

Lt the list of department stores that
lse radio in Arkansas. we note that Hot
Springs National Park was not listed. |
realize that this was a sampling of 500
stores, but 1 thought you would be in-
terested in knowing that Richard C.
Foster Jr., manager of Sears Roebuck &
Co. in Hot Springs. has consistently used
KBHS radio for an average ol 110 spots
per month. He is now well into his sec-
ond straight year.

E. J. Kelley

Vice President
KBHS Hot Springs, Ark.

Bache Story

In your March issue you featured a
story on Bache, illustrating their use of
radio. We have had a Bache othce in Oil
City longer than WKRZ has been on
the air (13 years). tn that time we have
been unable to get 1o firat base in sell-
ing them a spot or a program schedule.
Seizing upon your magazine, we called
upon the local imanager. who indicated
extreme interest in the possibility of
broadcasting stock miarket reports twice
daily,

Our proposal was forwarded to the
New York ofhice and was returned with
the notation, “We have situations where
we have stations giving this information
w their Listeners free of charge, credit-
ing us as the source.” My question is, all
100 many times, why do we give some-
thing away that has sales ability, particu.
larly to those who can well afford to pay?

R. Edward Erickson

Manager
WKRZ Oil City. Pa.

U.S. RADIO ¢ June 1958
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“you’re in

good
company

on CUE”

The names on the board are just a tew ot the national accounts
we serve in the rich Akron district.

These smart advertisers come (o CUE, séay on CUE for two simple
reasons: We deliver 11.7% more listeners per dollar than any
other station in the Greater Akron Metropolitan Area. We help
convert these prospects into customers through extensive mer-
chandising tie-ins with the biggest food chain in Akron.

The whole story of WCLE is on a new color film we've just com-
pleted. A note 1o us, or Avery-Knodel, will fetch you a print or
our latest Akron Market Data Book. They make it very clear
that if you want to increasc your business in Ohio’s fourth mar-

ket. vou belong in this fine company—on CUE.

*Tim Elliot, Pres. *"Jedn Elliot, Vice Pres. AKRON, OHIO

PROVIOENCE. & L

WICE

GREAT INDEPENDENTS + GOOD NEIGHBORS

www americanradiohistorv com
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Courtesy of Betgy Ross Housé':

First on the Philadelphia scene... yet known throughout the nation

Land WIBG is first
in Philadelphia Radio!

Betsy Ross made the first American flag here..,and now Philadelphia
hails a new first!

WIBG-RADIO 99 commands first place in average audience in the
nation’s 4th market Mondays through Fridays, 7 AM to 6 PM, leading
all other stations!*

Hoist your flag to WIBG, where the highest audiences mean highest
results . . . at the lowest cost per thousand in ye olde towne!

oW —

Comppt

wIiBG WWVA WAGA wGBS

Philadelphia Wheeling Atlanta Miami

WwWWW . americanradiohistorv.com

Call Jack Mahoney or KATZ for availabilities
1C. E. Hooper, Marche April 1958

WSPD WJIWwW WJIBK
Toledo Cleveland Detroit
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Total Transistor Output

65,000,000 Foon
Estimated 1958 '

28,738,000
$69,739,000

12,840,000
$37,352,000

3,646,802
$12,252,741

1,317,327
$ 5,122,266

1954 1955 1956 1957 1958
[ FACTORY UNIT SALES [} DOLLAR VOLUME

l/.S.RADIO =+ JUNE
1958

Tiny Key

| To TOMOrrow's
Radio

A new era of personal radio
saturation is in the making
for radio broadcasters and
advertisers.
June marks the transistor’s 10th anniversary. It is being brought about by the
development of the transistor—
Its development, radio forces believe, is nmighty mite of the electronics age—
which this month celebrates its 10th
anniversary.

The number of transistors ear-
marked for radio sets has been
production for radio sets is skyrocketing. steadily increasing. In 1958, esti-

mates show that the largest single
share of transistor output, 38.5 per-
cent, will go to radio.

It doesn’t take much figuring to

creating a media revolution. Transistor

U.S. RADIO e June 1958 e
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RCA has exhibited this model of a five-tube
transistorized radio in a two-ounce fountain
pen case that holds batteries and antenna.

realize that, based on prnje(lium loy
1965, & media revolution is on uhe
horizon, Radio’s "personal™ or “com-
panion”™ role will be greatly mag-
nified. Tlie vidhio set, because ol i
new compict ~ize, will be iy portable
as a pair of shoes. In the home, it
will be & commonplace av the ah
tray., Out ol the honte, it will be
taken to work, to the store, to the
beach or picnic.

Nuobel Prize

It was just a decade ago that a de-
vice created by three physicists at
Bell Labs was unveiled to the world,
It was called the transistor — for
transfer resistance. For their effors,
John Bardeen, Walter Brattain and
William Shockley were awarded the
Nobei Prize tir physics in 1957,

So swift has been the recogniiion

This wrist-watch radio transmits sound. A sims
ple process, based on commercial demand.
could turn it into a r2cziver of airwaves.

ol thiy discovery's vast applicatiop
and wuality that Bell estimates the
tansistor las accomplished o 10
vears what it took the vicuuwn, tabe
10 vears 1o do.

More thau ity media sigmificavey,
this device, smaler than o dime, i
ereating an industrial revolution. Tt
i helping indury do jobs it eould
never do belore. It has  oreated
whole new lines ol products lor the
consumer.

\nd not without special ineaning
is the lact thac the transistor is shayp-
g new and exciting types of rvadio
sets. Already there is a vest pockes
vadio. RCA has exhibited a touu-
tain pen rvadio and the military is
using a wrist-watch radio that tans
s souti. The conversion of the
latter set to a receiver is a simple
mater that can be brought about by
sufficient. camunercial  demand. A

www americanradiohistery com

handbag radio also has been experi-
mented with.

For the radio fudustry, dfis will
saon mean. the Tulfillment of the
“radio is everywhere, all the time"”
dream with vast implications on pro-
autnnmire il sales wethods. For
the advertiser, this will mean satu-
ration circulation ol such  dimen
sions that rvadio’s ease in reaching
the American conswner at any point
in the day will be a cardinal rule ol
umchuying,

Glimpse at Figures

A glimpse an the figures illostrates
how rlion is benefiting Trom this
discovery. Bell estimates that, based
on 157 evidence, Tactory transistor
siles should total 65 willion in 1958,
The Fargest shave of this, 25 million,
15 tor the entertainment field which
consists  almost entirely o wadlio,
with some phonographs.

Although these figures sppear
Little staggering, they are actually no
strprise.  Lver since the transistor’s
inveution, it has played an increas-
ingly iniportant role inw the life ol
radio.

Elecuromces Tadustries Assoctation
estimates that in 1936 about 18 per-
cent ol ravnsiswr production went
o radio sels. Last year the figure
was nupe thair 28,7 percent.

Far the first quarter ot 1958, abouy
18 percenie ab wransistor production
went lor radio sets. It is expected
that this will level off shghtly by the
end of the year.

Projecting the significance of in-
creasing transistor production into
the future, it can be seen trnat the
real bmpict is yet to come. Esthmates
at Bell on the factory sales of tran-
sistors for the year 1965 vary [rom.
300 imHion o 500 mithon. The con-
servative figure is (rom Bell Labs
and the more liberaT is Trom the Bel!
Systenr.

U.S. RADIO e June 1958
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Transistor Radio Production

AUTO RADIOS

5,057,409 TOTAL

1956

16% TRANSISTORS (843770)

5,495,774 TOTAL

1957

A
519% TRANSISTORS (2829319

1356

PORTABLE RADIOS

3,112,558 TOTAL

31% TRANSISTORS 585 704)

3,265,328 TOTAL

1957

e

i

e

49.3% TRANSISTORS (1 51091

Source: Electronics Industries Association

Assuming that the percentage ot
transistors used for radios remains
the same, 38.5 percent ol the 1965
estimates would place total transis-
tor output for radio between 115,-
500,000 and 192,500,000,

With an average of six transistors
1o a racho set, transistors alone should
account lor betwveen 19 and 32 unl-
lton radios by 1963. Comparing this
with the all-time record of 154 mil-
lion total radio sets produced in
1957, the discovery ol this semi-
conductor device assumes its real sig-

nificance for the radio advertising
field.

Changes in Store

What does this era of personal ra-
dio saturation hold tor broadcasters
and advertisers?

These innovations will  bring
about changes in radio program-
ming. A sampling ol broadecasier
opinion reveals that there will be a
gieater place lor service features:
mnore news, weather and time slots.
Increased traffic and public transpot-
tation bulletins also will be needed.

The advertiser will find a vastly

L. S. RADIO o June 1958

increased radio audience. 1t is esti-
nuated that every lourth person walk-
ing down the street will be radio
equipped in the market of tomorrow.
The 8.5 million portables in use now

will easily be doubled il not tripled
by 1965,

lHustrating Trend

The wend in this direction is illus-
trated by the growth ol transistor
production the past few years. Al
though developed 10 years ago, the
transistor did not come into com-
mercial production prominence un-
ul 1936. According o Electronics
Industries Association, transistorized
radio  output is being utilized to
the [ullest for portables and auto
S€ely.

Production of portahles in 1957

amounted to 3,263,328. ol which
1,610,916, or 49.35 percent, were

transistorized. The vear belore truan-
sistorized portable output came to
31 percent of all portable produc-
tion, or 985,704 of 3,112,558,

The development ol the transis
torized auto set has made the car
radio portable in that it can be

wWwWw.americanradiohistorv.com

taken out ol the ciar and listened to.
In 1957, of the 5,495,774 car radios
produced, 2,829,319, or 51 percent,
had wansistors. In 1956, the tran-
sistor proportion was considerably
less. There were 5,057,109 auto ra-
dios made, ol which 818,770, or 16
percent, were transistors.

For 1958, the boom is continuing
unrestrained. Factory sales ol uan-
sistors Tor the fist quarter were up
76 percent over the similar period
last year. In fact, for the first quar-
ter ol 1938 there wias one transistor
sold lor every nine receiving tubes
compired with one wansistor for
cvery 25 receiving tubes in the first
qQuatter ol 1957,

Output Is Licensed

The manufacture of this device is
nnder license to Western Electric,
which iy the manulacturing arm ol
American Telephone & Telegraph
Co. Euach ol the two companies con-
trol hall of Bell Labs. There are
acually 36 companies licensed to
produce the transistor. .\mong these
are: RCA, General Electric, Westing-

{Cont'd on p. 52}
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And teres 2'{%.; O.B.M. again
recowmmends Rody
gm TETLEY

Ogilvy, Benson & Mather re-
commended that Tetley in-
crease its radio spending
when the agency took over
the account three years ago.

Telley
Leaves It
To Radio

The air medjum’s role has grown
along with the tea company itself.
Tetley reports that its market
position has advanced frem fourth

to second place brand in the U.S.

U.S: RADIO e June 1958

WwWWW americanradiohistorv.com



www.americanradiohistory.com

SPECIALLY MADY

SORTEA BAGS ¥

¢/

In the last five years the

Tetley Tea Co. has jumped

its radio expenditures 375
percent as conwasted with an in-
crease in total advertising appro-
priations of 63 percent for the same
period. according to Edward C.
Parker. president. During the same
time the company states it has risen
front the fourth (o the second place
fmand in the United States.

Mr. Parker predicts that in the
fiscal year ending April 30, 1959,
Teiley will spend $1.1 million in ra-
dio, while in the 1953 to 54 fiscal year
the tea company allotied oitly $300,-
000 for the air mediim. At the pres.
cnt time Tetley is marking 85 per-
cent of its general advertising budget
for radio, with additional funds lor
merchandising and promotion going
to point-ofsale displays and coopera-
tive advertising.

Tetley is part of an industry that
over the past several years has
gained increasing acceptance in the
American home. Today Americans
drink an average of about 20 bil-
lion cups of tea a year, according to
the Tea Council of the U. 8. A. Inc.,
New York. At least six billion of
these are iced tea. Over 100 mil-

U.S. RADIO e June 1958

Tetley Tea Increased Radio Spending
375%

1953

in Past Five Years ...

1958

. - - While Total Ad Budget Increased
Only 65% in Same Period

lion pounds of tea are imported
into the U. S. each year, making
America the world's second largest
tea drinking countiy afier the
United Kingdom.

The firm’s claim to second place
for the country as a whole is a par-
ticularly noteworthy achievement in
view of the fact that Tetley confines
its distribution to the area east of
the Mississippi. In this region Tet-
ley accounts for 70 percent of all tea
sold, Mr. Parker states.

In the last 12 years the company
has multiplied its sales volume two-
ard-a-half times. e says; and sales
have increased by 10 percent in each
of the last two years.

Mr. Parker states, "We stirted us-
ing radio in the 1930's, \ponsoring
the soap operas, and have been in it
almost continuously ever since. Re-
cently we have been using more and
move radio on a spot, basis and ex-
pect to continue 1o do so.”

Tetley, through its agency, Ogil:
vy, Benson & Mather, New York,
buys radio time in 90 mavkets over
250 stations averaging 50 to 75 spots
per week in each market.

While the tea company relies
heavily on local stations, it does sup-

www americanradiohistorv com

plemient its radio schedule from
time to time with network buys.
Just announced is the firm’s $200,000
purchase of 106 stations on the CBS
network. Tetley bought sponsorship
of five weekly five-minute units of
Cotumbia’s daytime dramatic series.
According o Martin Kane Jr., OBM
account executive, the contract is for
52 weeks starting last Mav 21. The
stations being used are, of course, in
Tetley’s distribution area, casi of the
Mississippi.

When the agency was awa.ded
tlie account three years ago, accord-
ing to Mr. Kane, it recommended
that the tea company substantially
up its radio spending.

Mr. Parker believes that radio has
been responsible for “a good part of
Tetley's sales increases.” He cites four
major ingredients in selling success-
fully—quality, sales force, packaging
and pricing, promotion and adver-
tising. ""We have a quality product
and an excellent sales organization,”
Mr. Parker comments, “bur tf our
success is partly due to good adver-
tising—and we believe it is—then
radio must take credit, since it gets
most of our ad money.”

Mr. Parker, in explaining Terley’s
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choive ol radio. states, “With our
agency  we set np a standard of
valnes 1o judge media. To do
good. thorough selling job for Tet-
tey a medium litd w meet lour basic
requivements. b had w provide
deep peneuation ol ampadt, Ire-
quency ol impression. broad phys-
ical coverage aud the utmost Hexibit-
itv. \Within the limits ol our budy-
e, vackio niet Petley's basic require
ment~ best ot all «d media. Radio
seemed the logical chaice Tor us”
The tea company has looked 10
the air medinum s the best solution
to several knotty advertising and
marketing problenis, not the least of
which iv the need tor ecorromvy. M.
Parker explainy that Tedey sells
onlv one product, while its major
competitors have other products to
share the st ol selling and advertis-
iz, The firm also lus less inoney
available lor advertising, he puints
aut, a» compared with its three prin-
cipal competitors which are division:
of larger corporations: two of thewe
are  national. “For these reasons,
awong others, we look o 1adio fop
cconomy conrbined with mass cov-
crage in our distribution area.”
Broad physical coverage is essen-
tial to reach tea deimmkers in snall

Edwerd C. Parker, Tetley president.

cities and rural areas that are only
“lightly eovered by other media,”
Tetley's president points oul,

‘The utmost Hexibility in an ad-
verthing medium is alvo viurd 10 1the
tea campany becnise its one product
hias ta be sold m twp dilterent lorms
—pachage tea and tea bags—and lor
wo dilterent purposes—hot tea and
iced tea. U\ sintion that creates
comrtless matketing and advertising
dilhculties.”

Apong them are problems arising
Trom the lact thae 10 percent ol New
Englanders and 27 percent ol Mid-
die Athiie people drink hot tea
daily contrinted with pnly 10 per-
cem ol the population in the South-
ern states. As regards wced tea the
stition is  almost reversed, M
Parker savs, with 75 1o 85 pereent ol
Southerners drinking iced tea and
apptoximately 17 pereent b New
Euglanders. )

The diversihaition requires w me-
dim  thae permits  copy o be
talored 1o ihe |'cqni|emci1h of euch
nuirket at ditlerent seasons of e
sear and allows copy 10 be changed
on a4 moments notice when neces-
MLy,

*“t'he medinm awe use lso has to
have a llexibility that permits us to

Martin Kane Jr., OBM account exec.

www.americanradiohistorv.com

heavy-up in certain sections ol tie
country during the hot teir season
and other sections during the wed
tea season, But at no time during
the heavying-up period,” Mr. Parker
sy, “Gan we rompletely neglect the
rest of the country.”

Petley's biggest sales volume lies
i lomy main areas: New England,
New Yok, the Philadelphia aer-
titory and the region surrounding
Uie Adama sales ollice, says OBNI’s
Mr. Kane. Other district ollices are
located in Detroit; Bullalo, N, Y,
Boston, Pittsburgh, Pa, and  Bali-
nrore, Md.

Mi. Kane savs that Tetley's radio
philosophy  necessitates comparable
expendituies both in reas where
Terley sells well wumnl in sections
where sales can be improved.

“We have aveuas in which we ave
much sttonger than others. Within
our marketing area, we do not do
general overall business,” M
rarker states. “While it some sec-
tions we are casily a stroog first, in
others we have a havd selling job to
reach this sume position.

"We want to reach present tea
drinkers, certinnly,” My, Parker suys,
“but we also want 1o convert non-
tea drinkers. tlence, in addition to
economy, broad coverage and  flexi-
bility we must have deep penetra
tion and impact in our advertising
medivmy. Most adulis drink ea, so
one ol vur main problems is to get
people (o gdrink ic at an earlier age.
Also, almost twice as many women
as imen consime our product, sg we
are primarily interested in reaching
the ladies without neglecting tlie
men.”

My, Kane says that most ol Tet-
ley's radio time is bought during the
morning and late alternoon (o reach
women. There are scatteved spots
throughout the day, but only rarely
does Tetley buy in the evening
hours. About BO percent of the one-
minute spots are bought on Wednes-
day, Thursday aned Friday because

U. S RADJO o June 1958
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of the popularity ol late-in-tlhie-week

grocery shopping.

Tetlev promotes as many ier-
chandising and point-of-sale displays
as it can. and the agency is delighted
when it <an get an in-store display
along with its radio buy. The teu
company also sponsors contests con-
tmously. One ol the nost popular
is an add-a-lastline 10 the jingle
competition for which the winner is
given a tea party for 50 of her
friends in one of the town's hotels.
The local disc jockey or other per-
sonality acts a5 host. At other times
the winner receives a silver tea serv-
ice, 1 household appliance or a re-
cord album.

Tetley’s commercial copy is pres-
ently featuring the theme, “Tiny e
leaves from at least 22 plantations
go into every Tetley Tea bag.” This
impression of quality and variety is
often given by means of a dialogue

between Albert Dimes, the Tetley
Tea waster, and a new taster whom
he is currently breaking in. There is
an interchangeable last line refer-
ring to either iced or hot tea, de-
pending on the season of the yen
and the niarket. The commercials
usually close with a jingle tag.

One of the most recent campaigns
iy for the family-sized tea bag that
contains the equivalent of four or-
dinary tea bags. While this vari-
aton came on the market about a
vear ago, the company is pushing it
in its radio commenrcials for the first
time this summer.

Tea bags now comprise about two
thirds of the company’s output with
loose tea making up the rest. Tea
bags, according o Mr. Parker, have
bheen widely sold in this counury
since the middle 190% and are ac-

counting for an ever-increasing per-
centage of tea consumption. “New

liomemakers seem o start right out
with tea bugs,” Mr. Purker explains,
“while the older housewives remain
loyal to packaged tea.”

North of the Mason-Dixon line
80 percent of Tetley’s weight sales
arve jn tea bags, he says, and in the
south the opposite holds tme with
70 percent of the firm’s sales coming
from packaged tea.

Tetley has been selling tea in this
country since 18388. The firm is Eng-
lish in origin dating from 1837. The
parent company now distributes in
Norway, Sweden, other continental
countries, the nion of South
Africa and Israel, in addition 10
Great Britain.

When Tetley At opened irs

doors in New York it wias sold in
seven department stores in major
Eastern cities. Now it can he bought
in thouwsands of [ood stores east of
the Mississippi. o o o
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This station promotion for a Tetley Tea party is typical of the merchandising
tie-ins sought by the company and its agency. The disc jockey is usually host.

13
o1


www.americanradiohistory.com

Co-op is a major ad budget factor.

Farent oil and tire companies
contribute an average of 40 percent

to gasoline and service stations

WWW.americanradiohistorv.com

By,
i

From  Jacksoi, Missg  to

Jacksou, Mich,, smal busi-

nessurenr who operate gaso-
line and scrvice stations are learning
~—with the help of ¢co-op money from
their purent companies—they can
enjoy the impact of radio’s reuch.

A stead)‘ advertiser, lor example,
bver WJOS Juckson, Miss, is [.D's
Super Shell One Stop Service. Front
time o time it has promoted every-
thing from tire sates 1o a lawn mow-
er repair service. Aund, according to
the client, radio has “brought di-
rect resulis consistently.”

“Direct vesults consistently’” are
usually the fruit of consistent radio
advertising, a U. s. RADIO survey on
the use of the medium by gasoline
and service stations in more lh.ln 150
communities around the nation in-
dicates. Jut in maost cases it is not
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How Radio Helps Reach Prospects
The Motorist

Filling stations can reach hiir at peak niorning and evening “driving
times” through car radio

The Tourist

Car radio reaches him as he enters the community to suggest where
he can purchase his auto service

The Male

The largest purchaser of antomotive goods and services is best reached
with news and sportscasts

The Nighttime Traveler

The 24 hour schedules of many radio stations make it possible to reach
him at any time of the night

| - -

Filling '‘em Up
With Radio

possible without some co-opy help—

usually about 40 percent of the 1otal

outlay.

“There is scarcely a major brand
that v not using radio in our mar-
ket,” says N. H. Alberstein, commer-
cial manager of WKHM Jackson,
Mich. “We enjoy very fine business
relations with gasoline and service
stations, but we deal through the
distributor rather than the individ-
hal stations.”

Gasoline siations are taking in-
creasing advantage of the sound me-
dium, the study indicates. They are
learning that radio is often the best
way o veach the audience that buys
gasoline and automotive products:

s The motorist — divectly through
car radio and especially ar peak
morning and evening “driving
times.”
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e The male, largest purchaser of
these goods—through news akl
Sports programs,

e ‘Flie tourist, in ransit thvougli the
conmuunity—through car radio.

o The nighttime traveler—through
the 21-hour schedules of many
racdlio stations.

Another arguing poim of the ra-
dio salesman stems from the very
lack of ad money that the filling sta-
tions can make uavailable. Their
small adverusing budgets mean,
in geneval, they cin use radio or
newspaper—but not both. By pro-
moting grand opening and sale day
saturations, rackio has found a way
to prove its claims ol vaster audi-
ences.

And a definite pattern is indicated
in the study as to the resulis of these
promotions: Once a gas station has
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given radio a solid wial it is bound
to become a good customer. How-
ever, the pattern also shows that
ot all of the gas stations have been
educated by the radio lacts of life.

One of the chief problems, gas sta-
tions argue, is that the nrrgin of
profit is too small to aftord advertis-
ig on. a coutinuous basis. They say
that even avith co-op help there is too
much compeirtion from other serv-
ice stations to make advertising
worthwhile.

“Local service stationn men do not
advertse to any extent with any
medium in our area,” reports Elzer
Marx, general manager of WITY
Danville, 1. The initiative to adver-
tise, he savs, must come from the ra-
«lio statioit and chrough the parent
otl firms.

“The service siation people argue
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that they sell gas, oil and »services
and that advertising iy someone ¢he's
hisiness,” he vontinues. “We make
ot presentations to the agencies and
the mother compmiies but we leel
the gas stations cauld profit by what
we know about the market, the ra-
dio area, the andience and the halsits
of drivers.”

The list of Alling stations  thait
have profited by this knawledge, and
profited in a big wi, continues to
grow, Temiflic vesalts have been
achieved throngh the satiradon pro-
motions, which m many cases lead
to a contract and steady, satistyving
resnlts over a loug period of time.

“Grind openings ol service sur-
tions have been phenomenal,” de-
clires Esther Shepherd, general man-
ager of WAAG Adel, Ga. An ebul
lent comment, but one that iy
echoed by a majority ol station peo-
ple swho repoited them to L. s. kamo.

“The most dramatic resules,” savs
Advnan DeViies, owner of KCLX
Collax, Wash., “have been enjoved
through direct broadeasts at grinid
openings ol new gas stations in ooy
area.  Dealers are mest happy with
radio’s pulling power which packs
the people in lor special attractions
and ‘sell-a-thons ™

Gary C. Davis, president of WHPE
High Point, N, C., claims that as a
result of several grand ovpening
broadecasts lov lacal Gull statons
“we made many riends for cach new
dealer. For these promotions we vun
hall-hour  broadeasts  directly  [rom
the service station,” he reveals, “and
each five minutes we announce that
the first car o drive in and honk
the horn will get 10 gallons of gas,”

An “Operation Saturation”™ pro-
motior offered by WTRC Elklart,
Ind, “has developed vesults for Sin-
clair, Gull and Shell dealers,” yivs
Don Freed, commercial managei.

WLEC Sandusky, O., tried the
saturation technique for the grand
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opening ol a Marathon  station
which was competing witlt two oth-
er grand openings in wwn chat day.
“Both of the others msed newspaper
as their medium,” states General
Manager Jav Wagner. “Our adver-
tser completeh putdrew them both
ming 22 spots in wtwo days,

“Ie had nearty 800 persons regia-
ter in one day and pumpsed 12 times
the nonnal ymoune ol gasoline. In
addigon, he sold four sets ol tires
plus many other items including
batteries and accessories. The most
important thing is that nuny of lis
opening (ay customers are now reg-
ubar custmers.”

Canadian Promotion

.[uc Budd, assistant manager of
CJOC Lethbridge, Atberta, teports
that with 21 spots aired during the
week prion to a Sawnrday opening ol
a Glendale Rovalite Service Station,
ang with B five-nunute shows direct
from the premises duving the open
ing, 5,310 gallons of wis were sokd.
The average lor a single dav in that
area, the station savs, is 600 gallons.

‘T'he success in promating  these
openings  points up another  out-
standling fact which comes to light
in the study. As naoted above, many
sttions can alford a oneshot satnra-
tion of this type but cannot become
advertisers on @ regular hasis with-
out some co-op help—usually about
4 percent ol the total vost—Trom
the national or regional firur.

William F. Russell of WKYW
Laouisville, Ky., illustiates the dm-
portainee of the co-op support:

"One major oil company, for ex-
ample, {or several years contracled
for two quarter hours per day in
three-month agreemeits. Qur sales
men, with the company representa-
tive, would then contact the individ-
ual gas stations and sell the guarte
hours, oife to eich gas station,
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“T'he company,” M. Ruwell con-
tinues, “paid one hall, Therelore
the cast of one quavter-hour per
week o the small operatm was al-
lordable, espedally since the local
dealer counld take advantage of the
parent firm's brequency discount.

“We billed the company; but
when an order brom the company
stoppeed this procedure the billing
wins ade to the individual., 1t al
most doubled the individpal cost,
Most dropped oud”

“The oviginal arrangement,’™ hie
notes, “did a fine job selling 1he
brand—and cach dealeir gop Jiis
money’s worth.”

Even where co-op s availuble,
things do not always run smoothly.
WRIIT Rock HIHL S, G, Tor instanee,
has several hitling stations on the air,
almost all on a co-op basis. “We go
to comsiderable trouble w set up
these co-op deals,” reveals Harper S.
Camle, commerdial manager,

“Some companices will co.op any
Kine ol advertsing, others want spot
ouly, and still others wint to co-op
only tires, batteries or accessories. 1t
takes a Philadelphia lowyer o keep
up with what will and will not go.”

H. M. Solomon, manager of
WNBH New Bedfortd, Mims, notes
that while “there is co-op available,
usnally 50 percent, dealers shy away
hecnise manmlacturers want ta plmh
their producets while statignn Wi Lo
pranole service,

Agreeing that most stations” Iimdg
ets are “woo limited to da the right
job on radio unless vo-op is lorth-
coming,” James F. McDonough, vice
president of WROD Daytona Beach,
Fla,, says that the co-op money “is
alten oo little to do enough.”

When toop is available in work-
able amounts, radio has come
through with the promised results,
An example is WBBC Flint, Mich.,
which reasoned thar “service stations
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be sold cooperatively since, as a rule,
wo one ol them can afford enough
advertsing o make an  nmpact.”
WBBC has sold 26 weeks ol 25 five
minute newcasts per week to the
Cochran Oil Co. of Flint and 25 ol
ity afhiliated Sinclair stations. To in-
crease listenership, the radio station
started a contest and the service sta-
ttons called attention to the shows
with posters.

Douglas Cochran of the distiibut-
ing firm, in informing the Sinclair
offices in New York of the arrange-
ment, commended radio for “the
strength of our business increases”
and predicted that in the long run
it would be “outstanding in boost-
ing our sales.”

And the results ol the purchase of
morning news six days a week over
WKAB Mobile, Ala., brings this
comment from the manager of the
Big “S” Shell Station:

“When the advertisements began,
we were pumping approxima tely
400 gatlons of gasoline per day,” says
Jeff Thompson. “After a short time
our sales had increased to approxi-
mately 600 gallons per day. Besides
gasoline, other sales were up consid-
erably.” The service station used 1o
other form of adverusing.

What does a service station ad-
vertise 10 keep the regular custom-
ers driving in? This is the question
that ts continually asked ol the radio
salesmen.

The answer, as expressed by Don
G. Bennett, station manager ot
KREW Sunnyside, Wash,, is to “finc
the one main reason why customenrs
should trade with you rather than
with the other stations.”

The reason can be a lower-priced
car wash, convement location 1o
stores so the customer can have the
car serviced while he or she shops,
specials on new products, tire sales.

“When you find the reason,” he
advises, “stick to it.” e s »
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Follow-up promotion is provided by insertions of the client's name in
WLOU Louisville, Ky., advertisements carried on the back of city busses.

2000 1 ppzes
Ww/efm/m//fm/
o WBBC 1730 cux=
FREE ENTRY BLanKs Here

WBBC Flint, Mich., and Sinclait stations cooperate in a contest promotion which draws
attention to the product and to the broadcasts. Here a station owner signs up a customer.
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Burke Dowling Adams Inc. vice presidents discuss Delta Miami "blitz" campaign with agency
president B. D. Adams (second from right) at their Atlanta, Ga.. headquarters. They are
{left to right) Bob Bragg, visual director; Ernest Camp, copy director; Jack Hardy, treasurer,
and Howard Schriner, creative director. Mr. Adams personally handles the Delta Air Lines account.
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Triples in Year

Budget for Radio

follows the flagships. Dur-
ing the current advertising
year the company is spending three
times as mueh in the soumd medium
ay it spent in the previous vear.
“And | aould predict a further
increase,” says George E. Bouds,
Delwa’s director of advertising, “for
the next 12 months starting July L”
The airline, with lieadquarters in
Atlanta, Ga,, operates scheduled
lights between 60 cities in the U. S,
Latin .America and the Caribbean.
In the past lew years, the sound
medium has played an increasingly
important vole in Delta’s advertising
program until today it accounts for
an outlay approaching $250,000.
"We have added to the number of
cities in which radio is used,” Ms
Bounds notes, “More recently we
have been expanding the use of con-
tinuing, 52-week news programs
rather than spot announcement
schedules using 90 stations in about
80 cities, including New York, Chi-

a
% At Delta Air Lines, radio
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Airline employs news programs on a

continuous basis in 80 cities and uses spot

Fra LINES

cago, Miami, Atlinta, New Orleans,
Houston and Memphis."

At Delta’s agency, Burke Dowling
Adams Inc. of Atlanta, Ga., radio
billings are way above last year “or
any previous year,” according to
B. D. Adams, president and Delia
account executive. Radio plays an
important role in the programs of
Burke Dowling Adams’ other clients.
mcluding Southern Bakeries, Scan-
dinavian Airlines System and Citi-
zens & Southern Bank,

Versatile Medium

“We have found radio te be a par-
ticularly versatile medium,” states
Mr. Adams. “For some clients it is
a basic, workhorse medium. For
others it becomes morve of a fire-
horse medium which is called upon
in emergencies to beef up trouble
Spots or to support new products or
services."”

The agency president has praise
for radio’s manner of doing business
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announcements for schedule changes

as well as the results it is able o
achieve. “It has been our experi-
ence,” he reveals, “that stations go
all out to cooperate in urgent situ-
ations. This cooperative spirit and
willingness to work closely with our
client’s local people has served to in-
crease our regavd for the radio me-
dium.”

Besides promoting individual
flights with announcements and the
“trathc hour” newcasts, Delta also
uses spot announcement scliedules
on 25 stations in 11 cities to help
launch new Hfight services. The
agency reports that the soumd medi-
um has proved “highly effective for
Delta outside the counuy, too. in
Havana and Caracas.”

Delta relies on the local announc-
ers to air lastminute messages but
prefers pre-produced commercials
for its news shows and scheduled
spots.

*“IWe have found,” says Delta’s Mr.
Bounds, “that the local announcer
cannot do a dramatization job on a

WwWwWw . americanradiohistorv.com

Flagships

30-second to one-minute spot nearly
as effectively as an electro-transcrip-
tion.”

Delta preters to cut commercials
in advance to fully utilize the dra-
matic qualities ol ~ound ellects,
bringing in the roar of motors, air-
port announcements and other
sounds. “It helps the station and it
helps the advertiser if the commer-
cials are prepared in advance,” says
Mr. Bounds.

Prefer Transcriptions

Because of its preterence for pre-
cut and well-produced wranscriptions
the Delta people have learned how
important a properly produced com-
mercial can be—and how important
a properly trained agency team can
be to that commercial.

“The increasing importance of ra-
dio merits the assignment of the
agency’s top creative talent,” Mr.
Bounds asserts.

“We feel.” he says, “that it is more
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Edwin H. Bishop, Miami sales mgr.

George E. Bounds, advertising dir.

o =l

The first of Delta’s 18-passenger plane jet fleet is scheduled to go into regular
service in early 1958, and radio will have an increasingly large part introducing them.

important now than ever hefore for
advertising agencies o concentrate
on improving the caliber of 1heir
personnel—especially those who
write and produce broadcasting
seripts. The agencies should spend
more,” he adds, "o do a better job
of merchandising.”

In addition to electro-transerip-
tions, Delta also places great em-
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phasis on the value of the spoken
word by the local announcer, who
relays last-minute changes in flight
schedutes. My, Bounds points to a
campaign in the Miami area as re-
cent proofl of what he calls radio’s
“saturation, timeliness and flexibil-
iy.”

A series of messages was broadcast
lo the greater Miumi area announc-
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ing the addition ol nine extra Hights
to Chicago 0 handle post-Easter
vacation travelers. The flights were
schednled for Satuvday angt Sunday,
April 12 1o 13.

“On Monday morning, April 7,
T ML Miller. Delun’s oriflic and sales
assistane vice president, telephoned
to discuss & campaign for promoting
these flights,” relates Edwin H.
Bishop, the airline’s diswict sales
mimnager in Miami,

“To draw maximum attentionf iy
the fastest possible time, we agreedd
on. immediate  conversion  of ihe
spots being broadeast by five greater
Miami stations to some  hard-sell
copy concentrating entirely on e
promotion ol the extra sections—us-
ing the dheme, “Seats  inunedjately
available this weekend.’

New Copy Furnished

el

seorge Baily of Biirke Dawling
Adams was wlormed of our plans,”
Mr. Bishop continunes. “He hinme-
diately furnished new copy to atl ra-
dio stations involved. The staticns,
accomplished the conversion to the
new copy in less than haill ain hour
alter the suggested campitign got
under way. “I'he concentration con-
tinwed through Friday the Hth.”

Belore this  promoetion, Dela
states, it had never been able to
pin down its resuls from radio ad
vertising in Miami. By the end ol
the special campaign, however, the
airline coukl point to recovd totals,
including a one-day high ol 1,306
passengers who enplaned at Miami
on April 13.

“This short-notice, concentrated,
vampaign gave us an opportunity to
observe the resutis of hard selling
by radio,” declares Mr. Bounds. “Ra-
ho’s adaptability to special situ-
itions proved iisell Wn this instance.”

As an added dividend, Mr. Bishop
reports, trafiic vom Miami to all
points on the Delta system increased
markedly during the period imme-
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4

diately following the broadcasts.

My, Bounds adds that the agency
and advertiser atribute much of
Delta’s receut success in the Miami
area to “the splendid cooperation
and promotional follow-up ol sta-
tions WVCG, WINZ, WQANM,
WCKR and WGBS

Mr. Adams calls flexibility one ol
radio’s greatest strengths and cites
the Mimmi arvea prowmotion as an
outstanding example. “In special
situations like tha,” he says. “we
can be on the air in a matter of
bours with a new sales pitch by
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merely phoning the vopy to the sta-
tion,

“In Nhami, racdio iilled the bill.
We were ablte 1o achieve saturation
coverage, lrequency ol impression,
impact and excitemment at an eco-
nomical cost.”

The Jet Age

Delta 1> now looking [orward to
the age ol jet wransportation. The
airline sates it has ordered 18 jet
Joassenger planes which, it says, will
be added oo 1te present $50-miithion

winngarovis ©
8T PAUL

ToLEDG

CHICACO WP
T WAYNE s,

RDIAKAFOLIS

ST LOwe
.

RANSAS CITH

[y
EVANSVILLE

FADUC AR
SFPRINGFIELD

GEMPHIS
LITTLE mOCxL)

HOT BPAINGS .{
ERECANWOOD
/ BIRM NG AM

JACREON
s, !

SHRTNEPORT

WONRDE MIESID ATy

ALE s aNDELA
"

Yma1TIESBUAS

/ B
©
AT
- 51 AAThE o

WWW americanradiohistorv.com

- ) oerrony E
LT e

SimCiNmaT)

ASREViLLE
HENMDERSONVILLE

CHATYANOOG n\\"’

‘ PARTANUUS,
Aol 1 o s S

KNOXV L LE R

ATLANT AT

sanvgen day

'ARLBBE

fieet in early 1959, And Delta’s jet-
age advertising plaus call lor more
radio than even helore.

“We [eel that in the [nture we can
look to radio to reach additional
markets,” Mr, Bounds prc(lic:ls, “and
we leel we have an assurance ol
what radio can and will do. We are
looking lorward to a period when
we can acheve a saturation point in
radio in many cives.”

M. Bounds indicates that since
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,/ At a luncheon honoring him as “the father
i of radio,” Dr. Lee De Forest (left) chats
with A, Prose Walker. NAB engrng. mgr.

NAB

..
From u richio mun’s point ol
aiew, the NAB convention
at Los Angeles produced the
most xound in years.

There was wmuple cvidenve ol va.
cdio’s thrusf into the miain straga of
niedia ranking. And, at the sume
time, it was shown that i[ radio is to
maintain this momenuin, rhe jobr
ol building lar the luture s just be-
ginning.

Observed [rom the mikeside, these
dre the highlights:

e A new sales presentation by Radio
Adverusing Bureau showed that
in the individual market of the
futire 83.9 percent of the bed-
rooms will be equipped with radio
sets, 70.8 percent of the kitchens,
36 percent of the hiving rooms ind
practically «ll ol the automnobiles.

o In addition to bringing about 2
26.5 percenl increase in national
spot in 1957 over 1956, the repre-
sentative has been expanding his
services. Frank Heudley, president

Miss Dinah Shore is escorted to luncheon by Harold E. Fellows, NAB presi-
dent. She was honored for her many contributions to radio and television.

U.S. RADIO e June 1958
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Dr. Frank Stanton, president of CBS (left},
receives NAB Keynote Award from President
Harold E. Fellows. In accepting, Dr. Stanton
called on broadcasters to bear the burden of
keeping Americans informed with clarity.

Is Radio Aclive

of Station Represenfafives Associa-
tion and H-R Representatives Inc.,
cleclared that 10 vears ago 80 per-
cent ol station representative per-
sonnel were salesmen compared
with only 40 percent today. The
current spot salesman is backed
up be a team that performs re-
search, promotion and other func
Lions.

e Matthew [, Culligan, vice presi-
dent in charge of NBC Radio.
concecded that network radio had
hit the bottom, but that it is now
“*a comeback story in the very Dest
tradition.” He speculated that by
1960 there will be 4,000 radio sta-
tions and conjectured that of these
about 750 will be network afhliates
who will become the “Tiffanies”
of radio, bringing world-wide and
natonal news and events.

% Leaders [rom broadcasting, adver-
tising and government stressed ra-
dio’s role to imform and to inter-
pret.

e Fm justtbably occupied the largest

U.S. RADIO  June 1958

share ol tlie spotlighg in its his-

tory. The Fm Development Asso-

ciation ook a big step [orward in
promoting the sale of [m, the me-

divm. And a panel session by Im

broadcasters traced the receimt

growth and thorny problems of
the medium.

The presentation by RABR was an
informal one, presided over hy Kevin
Ib. Sweeney, president, and Jack Har-
desty, vice president and general
manager. They umveiled new re-
search studies on the dominance ol
radio in tomorrow's marker. Mr.
Sweeney stated that radio will be the
only way the medium-sized adver-
tiser will be able to dominate this
{uture market. .\mong the principal
points in the presentation is that ra-
dio is strategic in hoth the time and
place people listen. The souhd me-
dium has the “lList word” before
many shoppers enter the store. This
argument was backed up by a study
that showed that 34.6 percent of all
people purclmsing grocery L)m(lucls
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were exposed to radio the closest to
the point of purchase. Radio is a
medium with the power of recom-
mendation. A stucdy revealed In
RADB stated that 90.5 percent of lis
teners have a lavorite personality
and 69.2 percent will buy a product
or service on a personality’s recom-
mendation.

Mr. Sweeney also reported thtat at
least 1,000 national and regional ad-
vertisers used spot or network radio
during the first quarter of 1958,
More than 75 percent of the top
100 advertisers were in radio during
this time, he declared. These [acts
are part ol a new series of quarterly
reports on spot and uetwork adver-
tisers RAB is isuing to its members,

A breakdown of advertiser use ol
radio in the first Y0 days of this year
was provided by RADB: 760 adver-
tsers used spot only, 133 used net-
work only and 97 used both spot and
network.

The top five national spot adver-
users during the first quarter were:
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vimerican Tobacco Co., Ford Motor
Co., General Foods, Lever Bros. and
R. ]. Revnolds Tobacco Co.

The five top networh users were:
Bristol-NMhyers Co., Colgate-Palmolive
Co., Ford Motor Co., Grove Labo-
ratories and Lever Bros.

RAB also vevealed that it will
spend SU30,000 this vear. \bout 55
percent ol this will be vn research
and promaotion, 28 percent on sales
i 17 peveent on memlser sgrvice.

I'e gvowth of spot radio and the
1esulting increase 1 services by rep-
resentative s wias outhined by
My Headley. He noted that today
there are about 35 independent na-
tional representatives that maintain
more than 300 offices and employ
more than 2,000 pc:nplc, ol whom
more than 800 are salesmen. Repre-
sentatives, Mi. Headlev saicdd, have
“grown i size, depth and complex-
1T I addition o selling, the corol-

Marion Harper Jr., president of MeCann-
Erickson, tells the convention that broadcasting
has an important job in combatting the reces-
sion and vindicating basic democratic premises.

36

Lary [unctions ol 1oday's representa-
tive. listed by Mr. Headley, are “ad-
vertising.  publigity and  program-
ning

The case tor network vadio was
taken up by Mr. Culligan lollowing
the ypot presentation by Mr. Head
lev. After tracing the lactors that
led to network radio’s decline to the
bottom in 1956, Mr, Culligan said
the comeback was made i the face
ol “great odds”

Station Clearances

As evidence of s comeback i
NBC Radio, he cited these develo)-
ments: Station clearances have im-
proved to rthe point where the pric-
mg level of the network has bee
raised lromn 73 percent ol the net-
works dollar value to 83 percent
(In lact, at the beginning ol May,
NBC Radio issuedd a new rvate card
bhased on this increasel) Station come
pensation pavinents to alfiliates in
1958 will be two-und-a-hall tinmes the
amount paid in 1956, he said. The
percentige of dollar paid o stations
out ol network billings  (less only
agenty commissiont) has increased 15
pereent since 1936, M. Culligan tle-
clared.

He alo advanced dmee lactors
that have led ta network radio’s
comeback. Ahliate support, noting
the improvemens in station clear-
ances;  advertsers  and  agencies,
pointing out the increasing mumber
ol new advertisers (121). andl the
support of government ang inghusiry
stafesien.

Messrs.  Culligan  and  Headley
vere preceded on the panel by F. C.
Sowell, vice president of WLAC
Nashville, Tenn., who stned that
there is a radio station for everv
13,000 people in the U.S. Mr. Sowell
declared that “in the final analysis
it is the station that ries honestly
and intelligently to fll both the
needs and wishes of its audience that
will receive the highest accolades ol
the people whom it serves.”

Merrvill Lindsay of WSOY-AN-F)
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Decatur, 1L, chairman ol NAB's
Radio Board, noted the “prodigious”
work NAR huas performegd this past
vear on behalt ol i radio. nember-
ship, e stawed that am. member-
ship has inereasedl hve pezreent m
the past year to “an H-time high”
N 8 I.inds;ly cxpressc«l erlic'ul:lr
cnihnsiasim that the number of (i
members had jumped rom §28 o
5100

Leaders [(ram bru;ulcnsljngy wl-
yertising  and  governnent  uiider-
seored the vole of broadeasting s
public inlormants in o world ol
crisis. DL Frank Stanton, president
of the Columbia Broadeasting Sys-
1em and winner of the 1958 Key-
note \wind, warned ol the duangery
in “the [alling oll ol an aroused, -
terestedd, alert people once the i
tial shock ol the discovery ol new
realitics lapses.” In the age of outer
space, he sidd, “we cannot alford
snch a lapse”

Marion Haiper Jr, president, Me
Cann-Erickson, New York, empha-
sized the hportance ol the broad-
casting industry my, “ihe inynediate
need o combat a recession ane the
long-tenn neeed 1o vindicate the bas:
ic premises ol democriacy in the Lice
ol increasingly dangevous threats.”

Broadcasters Reproached

John C. Doerfer, ¢hairman, Fed:
cral  Commmunications Commission,
achnonished broadcasters 1o fook v
on the industry as an institution with
a higher purpose than money mak.
ing alone. "Il broadcasiing is regard-
ed solely as an opportunity tq make
moiey,” he warned, “the federal
government . . . will cventually ei-
ther impose suricter regulations or
may even make a wove lor ontmight
ye-entry.”

All thvee spokesimen praised the
broadecasting induswry for its work
as o news media, but, they pointed
out, there is today a1 crying need for
even wider coverage amd more
thoughtiul commentary

U.S5 RADIO e June 1958
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Dr. Stanton asserted that in his
opinion the proper use of radio and
television are absolutely essential to
the preservation ol a [ree America.
“The chilling lacts of the Soviet
launchings—vith all their sobering
implications of Russia's progress on
intercontinental ballistic missiles —
spell out the dimensions of the prob-
lem and the dangers that face us as
a mnation and the whole Western
world. Meanwhile, we are caught in
the historic dilemma of a democra-
cy: how 1o get enough action [last
enough. Not to react to disaster but
to prevent disaster.

Industry’s Burden

“It seems to me that there is only
one way it can be done, and that we
in the industry bear the brunt of the
burden—whether we like it or not—
to 1nsure its achievement. Sputnik
1 demonstrated that given informa-
tion promptly, autheritatively, com-
pellingly, the American people will
mobilize swilty, not just to approve
governmental action, but to demand
it,

“We now [ace the duty,” Dr. Stan-
ton declared, “to get bLefore the
Anmerican people a continuing re-
port of what is going on both here
and abroad; we must exert ourselves
as never before to report with thor-
oughness and clarity; and we must
make sure that we do the job so
well that there will never sneak up
upon this nation a Pearl Harbor of
ICBM proportions.”

He emphasized that such a job re-
quires utmost effort and coopera-
tion by networks which have physical
and economic access to personalities
and world-wide events, as well us in-
dependent stations, which must ex-
tend into terms of community rel.
erence “the great issues and prob-
lems that confront us as a nation.”

Chairman Doerfer reproved the
broadcasting industry for failing to
add a new dimension to its infor-

U.S. RADIO o June 1958

mation services in the form ol suffi-
cient and intelligent editorializing.
“Despite  the accomplishment ol
broadcasters in furthering the art of
entertainment and, to a limited ex-
tent, the presentation ol news and
discussion programs, the broadcast-
ers have not yet approached their
potential in developing the art of
commenting on the news or local
problems. They should.

“Having fought and won the bat-
tle for the right to editorialize, the
broadcasters have [failed to [ollow
up this conquest, at least to the ex-
tent expected by the Commiission,”
he said.

"\ recent survey indicates that
only about five percent ol the local
radio stations editorialize on a daily
basis and that about 35 percent do
s0 on an occasional basis.”

Chairman Doeiler stated the most
often expressed fears of broadcasters
to editorialize are oftending spon-
sors, the public and public officials.
He pointed out that editorializing
in newspapers has not seemed (o
hurt circulation or advertising reve-
nue and that the FCC encourages
broadcasters to ediworialize. Con-
gress, he said. is bound to uphold
freedom of speech, for the broad-
caster as well as the journalist.

Reasonable Care

“lt is true that a broadeaster must
use reasonable care to be [air and
has an affirmative obligation to en-
sure the presentation ol conflicting
views by responsible elements in a
community. . . . It he uses reason-
able diligence and establishes an
overall pattern of fairness, he will
have little to fear [rom any public
official on any level.”

Oue ol the most salient issues re-
quiring high quality reporting and
editorializing, in the opinion of Mr.
Harper, is the current recessiou.

Mr. Harper, while conceding the
task of prosperity could not be ac-
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Worth Kramer, general manager of WJR De-.
troit, and chairman of NAB's committee on
radio standards of good practice, displays new
symbol for stations subscribing to the code.

complished by broadceasting alone,
nevertheless pointed out that “one
day the impulse to say ‘U'll get it
‘I'll go ahead with iy, "I'll buy it,’
will sltout down the impube that
says, ‘I'd better wait,” and on that
day the recession will he over.” It
is in the interest of the country and
of the broadcaster to hasten that day
with tasteful, attractive advertising,
he said.

“Offensive advertising in print
media will usually produce litile
more than boredom, but the impact
ol broadcasting is so immediate that
offenses provoke auger,” he said,
“Prejudice is created not only to-
ward the particular advertising mes-
sage but toward advertising in gen-
eral. And there is hann to audience
relations, business relations and gov-
ernment relatious.”

I there ever was a convention in
recent vears that held out great hope
for fm's commercial future, this was
it. There were two separate meet-
ings that shed light on the develop-
ments in fm. A meeting of fm sta-
tion operators featured John F.
Meagher, radio vice president of

{Cont'd. on p. 54)
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Spot Data-124 Markets

Adam Young Ine. has prepared the following estimates of spraf
radio volumme for 1956 aud 1937, These projections are
basedl on anamalysis pf FCC data as acell as the company™s

kuowledge of billing trends in 1hese multiple-station nuwkets,

1956 Spot 1957 Spot 1956 Spot 1957 Spot
Market Yolume Yolume % Increase Market VYolume Yolume % Ingrease
Akron $391,000 $518,000 32 Milwaukee 1,148,000 1,386,000 2
Albany-Schenectady-Troy 1,117,000 1,450,000 30 Minneapolis-5t. Paul 2,058,000 2,757,000 34
Albuquerque 260.000 298,000 s Mabile 145,000 167,000 )
Allentown-Bethlehem 271.000 344,000 27 Montgomery 176,000 190,000 8
Altoona 55,000 74,000 15 Nashville 817,000 936,000 15
Amarillo 236,000 272,000 15 New Britain 197,000 111,000 44
Asheville 99.000 113,000 14 New Haven 277,000 387.000 40
Atlanta 1,479.000 1.974.000 33 New Orleans 1,112,000 1,487,000 34
Augusta, Ga 102,000 104.000 2 New York 18,161,000 22,050,000 21
Austin 204,000 259.000 27 Norfolk 457,000 438,000 40
Baltimore 1,428,000 1,907.000 34 Oklehoma City 576,000 660,000 Is
Baton Rouge 148,000 183.000 9 Omaha 908,000 1,040,000 15
Beaumont 149,000 183,000 8 Orlando 156,000 189,000 21
Binghamton 116,000 148.000 28 Peorie 336,000 427,000 27
Birmingham 624,000 714,000 4 Philadelphia 5.045,000 6,416,000 27
Boston 3,308,000 4,207,000 27 Phoenix 323,000 492,000 52
Buffalo 1,508,000 2,013,000 13 Pittsburgh 2.773.000 3,880,000 40
Cedar Rapids 727,000 833,000 15 Portland, Me. 240,000 315,000 21
Charleston, S. C . 138,000 150,000 9 Portland, Ore. 983,000 1,374,000 40
Charleston, W. Va. 220.000 252,000 15 Providence 813,000 1,145,000 41
Charlotte 902,000 975,000 8 Pueblo 67,000 85,000 27
Chattanooga 183,000 187.000 2 Raleigh 619,000 631,000 %
Chicago §.826,000 12,250,000 25 Reading 127,000 154,000 21
Cincinnati 2,553,000 2,923,000 14 Richmond 722,000 825,000 14
Cleveland 2,076,000 2,771,000 33 Roanoke 173,000 187.000 8
Columbia, S. C, 300,000 381,000 27 Rochester, N. Y. 776,000 985,000 27
Columbus, Ga. 92,000 117.000 27 Sacramento 548,000 624,000 14
Columbus, O, 979,000 1.369.000 40 Saginaw 100,000 128,000 28
Corpus Cheristi 252,000 255,000 | ‘ Salt Lake City 368,000 400,000 9
Dallas-Ft. Worth 1,764,000 2,244,000 27 San Antonio 1,011,000 1,156,000 14
Davenport 289.000 329,000 14. San Bernardino 149,000 189,000 27
Dayton 376,000 461,000 23 San Diego 483,000 1,086,000 59
Denver 1,231,000 1,704,000 38 San Francisco-Qakland 3.264,000 4,566,000 40
Des Moines 1.357.000 1,467,000 8 San Jose 90,000 115,000 23
Detroit 5,544,000 7.585,000 37 Savannah 170,000 183,000 8
Duluth 215,000 231,000 7 Scranton-Wilkes Barre 405,000 486,000 20
Durham 98.000 118,000 20 Seattle-Tacoma 1,336,000 1,858,000 39
El Paso 189.000 265,000 40 Shreveport 454,000 472,000 4
Erie 120,000 152,000 27 Sioux City 79,000 100,000 27
Evansville 164,000 178,000 9 Sioux Falls §9.000 105,000 6
Flint 306,000 370,000 21 South Bend 159,000 152,000 4
Fort Wayne 435,000 498,000 4 Spokane 489,000 620,000 27
Fresno 484,000 555,000 15 Springfield. Il 111,000 155,000 40
Gadsden 33,000 44,000 3 Springfield-Holyoke 238,000 289,000 21
Grand Rapids 379.000 459,000 21 Springfield, Mo. 167,000 191,000 14
Green Bay 159,000 202,000 27 Springfield, O. 47,000 59,000 26
Greensboro 140,000 178.000 27 St. Louis 2.929.000 4,070,000 39
Greenville, S. C. 218.000 250,000 15 Stockton 213,000 270,000 27
Harrisburg 241,000 283,000 15 Syracuse 525.000 699,000 33
Hartford 1,195,000 1.445,000 21 Tampa-St, Petersburg 400,000 509,000 27
Honolulu 421,000 509,000 2 Toledo 644,000 899,000 40
Houston-Galveston 1,527,000 1,850,000 21 Topeka 434,000 509,000 17
Huntington 154,000 167,000 8 Tulsa 403,000 690,000 14
Indianapolis 1,111,000 1,412,000 27 Tueson 68,000 87,000 28
Jackson, Miss. 159.000 172,000 8 Utica-Rome 144,000 167,000 16
Jacksonville 285,000 290,000 2 Washington 2,180,000 2,775,000 27
Johnstown 110.000 126,000 15 Waterbury 59.000 76,000 29
Kansas City, Mo. 1,864,000 2,442,000 31 Wheelina-Steubenville 456,000 549,000 20
Knoxville 268.000 324,000 21 Wichits Falls 176,000 213,000 21
Lexington, Ky. 319,000 405,000 27 Wichita 416.000 503.000 71
Little Rock 214,000 244,000 14 Wilmington, Del. 184,000 251,000 40
Los Anaelas 5,847,000 8,181,000 40 Worcester 410.000 496,000 |
Louisville 1,040,000 1,415,000 33 York 112.000 142.000 27
Lubbock 92,000 100,000 ] Youngstown 378.000 481,000 27
Macon 159.000 202.000 27 -
Madison 237.000 272,000 1 Total Above
Manchester 95.000 124,000 33 Markets: $J19,994,000  $)52,003,000 27
Memphis 945,000 1,166,000 21
Miami 754,000 947,000 27 % U.S. Total 82.5 82.2
"Decrease
38 U.S. RADIO o June 1958
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IT ONLY

TAKES ONE

~N

The solid dominance of WSPD is all it takes to score o a
in Toledo radio. The entire Toledo market looks to Famous on the local scene
SPeeDy as the station with the top programming,
personalities, news presentation, and public interest
services—and has looked to it for 37 years! Adver-
tisers have found that to reach the Toledo market,
they must have the sales power and dependability
of WSPD, the radio station that has more audience
at all times than the next two Toledo stations com-
bined. In planning your campaign, be sure SPeeDy

is lead-off in the lineup! National Representative: The Katz Agency
National Sales Director: M. E. McMurray
625 Madison Ave., N.Y. ¢« 230 N. Michigan Ave., Chicago

NBC RADIO in TOLEDO

Opprt
WSPD WJaw WJBK wIBG WWVA WAGA WGBS
Toledo Cleveland Detroit Philadelphia Wheeling Atlanta Miami

U.S. RADIOG e  June 1958
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focus on radio

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

| HISTORY REPEATS ITSELF as roaring 1920s
come to life at a weekend party jointly hosted
by WBZ Boston and WBZA Springfield, Mass.,
at the Jug End Barn in the Berkshire Mountains.
The festivities were shared by station talent,
stars of the entertainment and sports world,

“ELEPHANTS NEVER FORGET" a good station promotion. At least, CANADIAN RADIO WEEK and model make a perfect

that's. what KXOK St, Louis, Mo., executives hope its audience will re- team as 148 member stations of the Canadian Broad-
member about 'The Big Listen." Station had elephant parade down city casting Corp. urge the public to “Be in the know, b‘.;y
streets to jntroduce new 24-hour service. Standing by are (left o right) another radio and listen." Canada's second annual radio
C. L. Thomas, v. p. and general manager, and Elzey Roberts, president. promotion coincided with National Radic Month in U. S.

10 U.S. RADIO » June 1958
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KGO FLIES HIGH over San Francisco's Golden Gate Bridge to broadcast Bay Area
traffic conditions. Piloting the “commute-copter'™ is reporter Bob Day, bringing listen-
ers one of a minimum of |9 traffic reports carried by the station every weekday.
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WSB SPONSORS CLIENT conference in Atlanta, Ga. for southeastern hog farmers.
Ralsten Purina Co. representatives led discussion. They ineluded (standing left to
right): Walter Mantgomery, livestock chow sales manager, southern region: Don Peach,
assistant advertising manager, St. Louis; Chuck Forbes, radio-tv department, Gardner
Advertising Co., St. Louis, and J. B. Pullen, Ralston Purina sales manager, St, Louis,
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COOPERATION NOT COMPETITION becomes the motto of six Vancouver radio
stations during Canadian Radio Week. Getting together with common promotions and
jingle announcements, they promoted radio as an advertising and listening medium.
Celebrating at a Kiwanis Club meeting: Eileen Laurie, CBU; Bob Hutton, CKNW; Bill
Davis, CKWX: Monty McFarland, CFUN; Al Pollard, CKLG, and Billy Brown, CJOR.

TODD STORZ RECEIVES award from city of New Ora.
leans for his civic contribution. Mayor de Lesseps S.
Morrison [right} presents certificate of merit to station
owner, who gave up his 1450 frequency and studio facili-
ties to the city's school system for use as an educational
station. His own WTIX moved to the 690 frequency.

SAFETY IN SEATTLE is the goal of station KING which
is sponsoring a [40-mile safe driving contest from Seattle
to Olympia, Wash. Preparing for the contest are {left to
right): William G. Johnsen, National Safety Council;
John Symington, yauthful driver. Looking into the hood
are Richard Gruber and Bill Blair. Officer Maurice Wat.
son shows dise jockey, Jim French, and KING sports di-
rector, Bill O'Mars (far right), what will happen if
safety rules are not observed during the contest.

WWJ MAKES News with newly-decorated studio in the
“world's largest shopping center.” Detroit station displays
sponsors’ products near the stores that sell them, Emerging
from this radic advertisers' haven is emcee Bob Maxwell,
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Planning a Radio Station ?

RCA presents

3 basic plans to

meet all

requirements!

These versatile plans illustrate how the very latest
equipment can be arranged to perform etliciently
with a minimum of capital and personnel. Since
programming requirements varv. three basic plans,
representing three specific categories of operation,
are provided.

Plan "“A” is for a typical small station and requires
a minimum investment. A ‘“‘combined” studio-
transmitter operation contributes to 1ts overall
cfficiency.

Plan "'B," also is for a “‘combined”’ operation, but it
provides additional facilities to allow for announce
booth and other local program material. A typical

Tmk(s} ®

community station of moderate size, it meets the
widest range of applications.

Plan "C,” with separute studio and transmitter loca-
tions, is functionally designed for big city operation.
[t highlights the advantages of a spacious two-
studio station.

Building layouts, together with a discussion of
equipment requirements and current trends, are
included in a new Brochure. For your free copy,
write to RCA Department F-22, Building 15-1,
Camden. N. J. In Canada: RCA VICTOR Com-
pany Limited. Montreal.

.. your first source of help in station planning

RADIO CORPORATION of AMERICA

BROADCAST AND TELEVISION EQUIPMENT

CAMDEN, N. I

U.S. RADIO s June 1958
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® Local Promotion
e Commercial Clinic
® Station Log

® Radio Registers

The four local stations in Fort Wayne, Ind,,
celebrate National Radio Month with a
parade featuring radio personalities. Par-
ticipating in the joint promotion are
stations WANE, WKJG, WOWO, wWGL.

hometown USA

AMERICA LISTENS AND HEARS:

‘Radio Is Close 1o You’

Local stations across the country

back National Radi’o Month

with contests, promotions, editorials

The industry's fivst Nadional

Radio Month tirned out o

be a lusty intant, iideed,

whose voice—magnified many times
in many places—was heard by adver-
tisers and consumers all over America.
Extended [vom one week to the en-
tire month of May for the first time
this vear, the observance was jointly
sponsored Dby the National Associa-
tion of Broadcasters, the Radio Ad-
vertising Bureau, the Electronics In-
dustries Associagion and the Nation-

U.S8. RADIO e June 1958

R

al Appliance Radio-Tv Dealers Asso-
ciaion. NAB and RAB sent com:-
plete promotion kits to their respec-
tive member stations, designed to
help spark increased interest i radio
from both the general public and
the Tocal aind national advevtiser.
Radio Month was supported by
major nade and civic organizations,
by congressinen broadcasting 1o their
own constituencies, by set manulac-
turers and dealers and by wmuny of
the country’s stations, whose promo-

WwWwWW_americanradiohistorn/z.com

tions ranged frowm editorials about
radio to a myridd assorument of con-
tesis.

The month began with the en-
dorsement ot President Eisenhower
who siluted radio for its “inediacy
and availability.  As a channel for
public service,”” the DPresident re-
marked, “radio contributes much to
the .\nerican people through pro-
grams of news, education and enter-
tainment. The National Association
of Broadcasters has adopted a theme

13
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% HOMETOWN U.S.A.

for this month— Radio is close o
vou." 1 am happy to join with these
broadcasters and the radio industry
in this annual obhservance.”

In Milwaukee, Wis., WEMDP re-
ports that Mayor Frauk 1>, Zeidler
issued a statement connuending radio
for its service to the vtommuanity and
for ity ability “"more than most meth-
ods of comnmunication to satisfy the
requirements of the individual.”

Radio’s value to the individual was
highlighted by WGN Chicago, which
developed week-to-week variations on
the “Radio is close 1o you” theme.
Four seven-day periods featmed ra-
dio’s importance “at home,” “on the

9 gas

ntove,” “in the comnunity™ and “in
all America.,” WOGN also ran a cofn
test tnviting listeners to tell wliy they

In Colorado, Gov. Stephen McNichols signs
the proclamation declaring National Radio
Month in the presence of [left to right) Bob
Dolph, manager, KFTM Ft, Morgan, and Robert
Hix, manager, KOA Denver. They are officers of
the Colorado Broadcasters & Telecasters Assn.

This elderly couple wins a Zenith radio in the
"Why | Like KMOX" contest, conducted during
National Radio Month. An average af 3.000
postal cards a day poured into the St. Louis
station. Four radios were given away daily.

lune i to radio every day. Station
executives and on-the-air personali-
tics contributed their time lor a se-
ries of speeched -and public appear-
ances on radio’s role today.
Would-be radio performers and
personnel got some on-the-job cxpe-
rience in Detroit where WW | cele.
brated National Radio Month with
a program called “Voices of Tomor-
row.” For a week, high swhool stu-
dents aiming at a carcer in radio
joined regular station  personalities
in introducing records, giving com-
mercials and reporting the weather.

Efforts Pooled

I at least two midwestern cities,
stations pooled their elforts in sup-
port of Radio Menth. Six Fling,
Mich,, stations gou together 1o dis
tribute 5.000  posters and 100,000
contest entry blmks throughout the
aw's wading area. The Flint Radio
Broadciasters Association—com-
prised ol WAMDN, WRBBC, WFDF,
WKAME, WARP and WTAC
multancously pronmted @ contest
Based on the completion of the state-
ment, “1 like radio close to me be-
caunse .. .." The winner and his or
her enure tamily will enjoy a (ice
varation this summer. Alfso in Fling,
morce thawr 500 clubs il organiza-
tons were expected to hold special
nreetings in honor of radio.

In Cleveland, O., seven stations
cooperated in a campaign 10 collect
radio scts for shut-ins. In conjunc
tion with the Cleveland Wellave
Federation, stations WSRS, WGAR,
WERE, KYW, WJW, WHK and
WDOK asked listeners. to hring old
or unwanied radios to a special de-
pot in downtown Cleveland from
which @ round-rebin remote was
being broadcast.

Giving away radios was one of the
most popular promotions ol the
month, with many stations devising
contests for ahich free radios pro-
aided the incentives. The Balaban
stations, WIL St. Louis, Mo., and
WRIT Milwaukee, gave away a Ze-
nith radio every hour of the day

-
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througliout the month. Whenever
the gilt announcement came during
a personality program, it was pre-
ceded by a special Radio Month jin-
gle.

KMOX St. Louis asked listeners
0 write in two sentences why they
liked KMOX radio and presented
the winners with scts each day be-
tween May 2 and May 31,

Also giving away a radio each day
doring Radio Month was KR10O Mec-
Allen, Tex., which conducted a con-
wst on the theme “What Radio
means o me” KRIO bought out a
local drive-in theater lor one even-
ing, during which all pawrons were
admiued free with the station’s com-
phiments,

Coutests featuring Iree radios were
held by WCUE Akran, O., and
KEJB Marshalltown, la. In Akron,
listeners were asked o nominate the
youngest, oldest and mothers of
maost  children s a radio  de-in
with Mather's Day. Tn Marshall:
town, KFJB dressed a store window
with recording tape, pictures of the
staff, listeners’ letters and station
commendation certificates. The per-
son correctly guessing the number of
inches of tape won the radio.

Also appealing to the distaff side
is a contest hekd by WCBS New
York 1o sclect the *“most attractive
single female employee working in a
recognized advertising agency with-
in the station’s listening area.” The
lucky lady won ithe tide of Miss
New York Radio, plus a $1,000
wardrobe.

On a more serious note, WIS Co-
lumbia, S. C., chose Radio Month to
inaugurate an editorial policy on
important local events, which will
become a regular part of the sia-
tion’s format. W[TN Jamestown,
N. Y, already editorializing, devoted
two of its opinion programs lo the
subject of Radio Month jsell.

Perhaps one of the best indica-
tions of Nationat Radio Month’s snc-
cess this year comes from NABR,
which reports that KXO El Centro,
Calif., is already making plans for
1959’s promotion. « s e

I |
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commercial
clinic

Coca-Cola Blends National
And Local Radio Themes
Through McCann-Erickson

How to achicve coordinated advertis-
ing on both the national and local
level is an ever-present challenge
confronting the Coca-Cola Co., its
1,100 bottlers across the country and
its agency, McCann-Erickson Inc,,
New York.

In 115 radio commercials Coca-
Cola’s own integration problem
arises from a dual need for copy that
contains both a uniform selling
theme and a solution to the local
bottler’s particular sates problem.

James N. Harvey, copy group
head, McCann-Erickson, describes
the parent firm’s relation to its bot-
tlers as “a loose franchise binding
the Coca-Cola Co. to supply syrup
to bottlers who must merchandise
the end product in their own market
place.” Each bottler, for example,
buys his own local radio time.

The agency enters the pic[urc on
the local level through its field men,
who service the bottlers in their own
arcas and convey to the agency’s New
York or Atlanta office the specific
needs to be met by the radio copy.

“This must be done,” Mr. Harvey
says, “without sacrificing a national
theme which must predominate
throughout the coubtry during a
given campaign.”

In this connection, McCann-Erick
son has developed a production tech-
nique which is geared to take ad-
vantage of radio’s “flexibility” and
unite the national and local adver-
tising facets.

One of the current commercial
campaigns featurcs the running
theme that “Anytime is a good time
for the good taste of Coke.” Depend-
ing on the bottler’s individual prei-
erence he may request in addition,
or instead, the following variations
on that theme: snack time, driving
time, lunch fime, dinner time—all
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ol which are “Coke time,” and are
backed by the same jingle tunec.
These commercials may also be
had in lengths of 10, 20, 30, or 60
seconds, again depending on the bot-
tler’s choice.
Within the framework of the cén-

tral theme, there is a break in the

music, varying with the overall
length of the commerical, that may
be utilized by the boitler to insert
his own message. It there is, for ex-
ample, a special on Coke at the local
food store the bottler may advertise
it without losing the advantage of
national production. According to
Mr. Elarvey, the bottler sometimes
chooses to use a local announcer and
on other occasions asks the agency to
produce the insert. This, he says,
can be done on about three to four
days’ notice.

In addition to these variations, the
bottler may take his choice of several
musical arrangements of tlie same
jingle. These include tempos such as
rock ‘n roll, polka, dixieland, Latin
and a muli-guitar track.

Another variation on the “Any-
time” theme involves a change in the
bridge lyric to promwote a particular
bottle size. Coca-Cola is now avail-

James N. Harvey, copy group
head of McCann-Erickson Inc.

able in three bottle sices, regular,
king size and tamily size. All bottlers
have the regular, some have regular
and family, most have regular and
king, and a few have ail three. This
twist helps the bottler to emphasize
his package news within the musical
production portion of this commer-
cial. Naturally, the live announcer
insert ties in with this angle as well
as with the occasion concept.

For example, “Anytime’s a good
time for the good taste of Coke, the
best of all refreshment buys is Coca-
Cola in family size, Anytiine's a good
time for the good 1aste of Coke, etc.”

Seasdnal Promotions

Still another variation on the
“Anytime” theme enables the bottler
to give special support to seasonal
promotiouns, e.g., “holiday time” and
“hot weather time.”

“This campaign succeeds, “Mr.
Harvey says, “in utilizing both ra-
dio’s flexibility and its repetitiveness
of the single theme. It develops an
envelope for a product which wraps
around the presentation of a par-
ticular sales effort (the local insert.)”

Mr. Harvey believes that the les-
sons learned by Coca-Cola and its
agency over the vears may be ap-
plied strictly on the local level.

“l[ Jones” Hardware store needs a
new radio campaign, it should devel-
op amr overall theme stating why it
is good business to buy there. What-
ever products are heing plugged at
various times should support this
main thread.”

Mr. Harvey also recommends the
development of a catchy musical
tune that identifies the store and
also makes the commercial “palata-
ble” to the listener. o o o
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station log

Editorials, Promotions and Meetings

Occupy Local Broadcasters’ |nterest

Spring was i semon ol editorializ-
ing—ior 4 business upturn, for pub-
lic awareness and understanding ol
local issues. loy public safety, 1t al-
so was filled with the usual mnount
ol jmaginative  promotions  jnd
several industry gatherings.

e A\ intensive editorial cnnpaign
by WITT'R Albany, N.Y., wis credit-
ed by the local Nationa) Federation
ol Federal Eniployees’ group as hav-
iitg saved the jobs of 1000 workers
at the Scotia Naval Supply Depot.
When the depot laced a shutdown,
the ~station’s daily series ol one-min-
ute  editorials won  popular and,
eventually, congressional support for
Jts comtention that the base was bad-
Iy needed in the vea. Local 907 of
the emplovees union wrote to
WIIR, the station 1eports, that the
Grnpaign provesd “the impate and
poawer ol radie in ronwast o the
printed word as a yredium ol com
unmication.”

e tn the Lie ol a posibly explo-
sive situation when a police brutal-
ity charge was niade by the NAACPE
alter the shooting of a1 lyear-okdl
bov, WSALAMFM Cincinnau, O,
was cited by o lecal newspaper
as having made “u connnendable
service 1o better public understand-
mg.” WSAEAM aired cditorialy pro-

(TR L

by

WKMI Kalamazoo, Mich., presented this display at the
Kalameazoo Free Home Show. According to the station, the
WHKML area attracted 125,000 persons in a five-day period
and showed various phases of radio station operation.
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testing a closed-door hearing ol the
charges, helping to deleat the seeret
sessions. The hearings were carried
m [ull, without comment, by WSAL
FM and hightights were broadcast
an the am oudes at peak listening
tines.

o KMOIN St Lamis, Moo, was cited
by the \ir Force and given u Na-
tonal Salety Conucil Public Inter
ot Award Jor Vexceptioual service
1 public salety™ through its “Oper-
ation Weather Alert” program. Now
in wicle wse, the program involves
the wse of CONELRAD atentimy
sigiatls to wairn the public of any
severe weather cimergencics.

o I season ol annual meetings
somme ol the wmajor  themes  were:
I'he “Resonrces and  Resourceful-
ness” ot the Anerican Wornen in R
dio & “I'v, who et April 21 1o 27
in San Francisco, Calit.: the “conli-
dence inoa growing Aerica™ ol the
Connecticnt Broadasters Associa-
tion, which nmiet at Cheshire, Conn.,
May 23 the accent on news, sales
ad promotion by the Towa Broad-
casters Association, which met May,
22 10 23 at the Univenity ol lowi,
lowa Citv: and the “what’s new 11
raclio™ wopic of the Kentueky Broad-
caster Association, which met May
28 10 29 in Louisyille,

WWW . americanradiohistorv.com

WCUE Akron, O.. and WICE Providence, R.

» The

Assoctned
Metropolitan Stations, with repre-

Independent

sentatives ol 16 of s 2
i attendmmwe, wound
tle, Wash., convention
on - an optimistic note,

members
WP ity Seat-
May 2 10 5
dillings for
the stirtionn were reparted increas-
ing. Also, a sirvey ol NIMS stadions
inclicated that 10 percent ol thein
cditorialize ou the air,

o WABC New York is going inio
its Toprth month ol Icuing the lis-
teners choose what records will he
plaved. Called “Operation 60.000,”
the promotion employs the seivices
al “l'een-Age Survey Inc., New York,
ro pnll 60,000 persons each week on
their al-time  lavorite songs  and
their enrient popnlar favorices,
WARBC states. Maost of the persons
polled we adulis, with only about
200 pereent in the weenage group.
I'he station says it has followed upx
the inerviews with a "["l:nler]‘)i(‘k-
er” Club, and contests

o Stangdargd Radio Transcription
Servires Inc., Chicago, announces it
is ollering ta stations what it calls
a UMusiQue” Spot Library”™—con-
tiining 1,600 musical cnes for jin-
gles, stadion HYs, weather and time
SPOts. o o @

A concept of programming encouraging 'listen with both
ears” is discussed by Tim Elliot (fourth from left}, presi-
dent of the Elliot Stations, Jean Elliot (seated}, and

l.. officials,
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: Miller's Department Store used a total of 80 spot an-
' nouncements over KITN Olympia, Wash., for a sale of

v women's dresses at $2.99 and men's suits at $29.

1 After 35 one-minute announcements on the first day,

' a total of 78 dresses and 12 men's suits had been

1 Sold. In three days the store sold 178 dresses and

i\ 27 suits. KITN was the only medium used. The Store
' then purchased a continuous schedule for the rest

i of the year of not less than 130 spots per month

+ and as many as 330 spots for the high month of

+ December.

'

[ 4

‘

L]

Krecklow's Appliance Service Co. of Bakersfield,
Calif., conducted a one-day campaign over KAFY stress-
ing the local nature of the store. The one-day sched-
ule, at a cost of $100, brought seven calls for
service the first day, three the next day, 15 by the
end of the week. Calls were mostly from new
customers.
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Lamb Distributing Co. of Dallas, Tex., placed a four-
week campaign over WRR to sell Wynn's Friction Proof-
ing for automobiles with automatic transmissions.

The schedule cost $584 and called for four one-minute
spots per day, five days per week. After the first
week, the client had sold more of this product in
Dallas alone than had ever been sold in a one-month
period in his entire territory of 140 counties.

| MOVIE THEATER I

e s s mm e —

Schine Circuit Inc. contracted with WENT Gloversville,
N.Y., for a three-day saturation spot campaign to
boost the box office for the Glove Theater showing of
Raintree County. WENT announcers were given a preview
screening of the movie. The short campaign, costing
$60, resulted in the largest weekend attendance at

the theater in three years—and a decision by the
theater chain to promote other pictures in the same
manner.

e e e e TR R LRI R B A R R
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TO0
MEET
HEAD
ON

A NEED
THAT
EXISTS

IN

THE
RADIO
FIELD

* U.S. RADIO

for the buyers and sellers of
radio advertising

An indispensable tool for sharpen-
ing the odverliser'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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RANKS
1th

IN THE NATION

in per family income
($7,339.00)

Source: 1957 Survey
of Buying Power

COLUMBUS
GEORGIA

3 county metropolitan area

USES THE LOCAL
& NATIONAL FAVORITE

WRB

TELEVISION:

COMPLETE DOMINANCE
¢ MORNING ¢ AFTERNOON e NIGHT

97.3% i
FIRST IN QUARTER
] 0 HOURS

Area Pulse—May, 1957

LEADS |N HOMES 55
DELIVERED BY 0

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

WRBL

AM — FM — TV
COLUMBUS, GEORCIA

RADIO:

CALL HOLLINGBERY CO.

report from RAB

Fast-stepping Transistor
To Further Radio’s Role

As Constant Companion

Radio’s major move in the next few
vears will be to  dominate  “wiiting
time,” just as it is dominating “in
transit” tinte in most cities now, accord-
ing to Kevin B. Sweency, president, Ra-
Qio Advertising Bureinu. tn a recent ad-
dress. Mr. Sweeney predicted that the
pocker ransistor will soon make it pos-
sible lor people to canry radio  with
thiem wherever they go.

Transistors have already revolution-
ired the clectronics industry in just six
vears, alimost tripling sales and produc-
tion figures of twa vears ago, RAB
states. Although they are uscd biv every-
thing lroin computers o tovs, hall of
them go into entertaimuent equipmeint,
mainly persownl portible sets and car
radios.

T'he public denumnd [or pintsize i
dias bas reaclied such proportions,
R AR says, that radio—cven more than
was imagined—is becoming a constant
compunion.  Figures [rom  the  Elec-
tronic Industries Association on triansis-
tor sales bear this out,

More Than Double

In 1937, transistor faciory sales were
28,738,000, more than double the pre-
vious vear's hgure. (Sce story, p. 19).

Since the market is just being seritched,
a preat many conceriis are producing
transistors. Every giant electronics manu-
facturer in the U. 8. is turning them out.
Scorcs more smaller plants have entered
the field. Even Jupan is getting into
the act. One Jupanese manufacturer
says that 300,000 transistors are being
turned out monthly and by the end of
the year this will jump to one million.
A substanual part of Japanese produc
tion is earmarked for thiy country, RAB
reports.

'ortable radio sales in the U. S. in-
creased 12.6 percent in 1957 over 1956.
The total in use today: 8.5 million. The
principal reason for the upswing is that
manufacturers are licking one of the
major production problems: the price of
1he transistor. The first transistorized

WwWWW americanradiohistorv.com

radios to It the market carried s6ff
prices, in the $90-and-over range. Now
they are selling from $20 o $40 less.
The Japanesc sets retail between $54.95
amd $39.95.

Because of these reductions in prices,
mote persons will be able o afford then.
And, as RAW's Mr, Sweeney points out,
these sets will ot replice old sets. Be-
tune ol their movability and adaprabil-
ity tramistor sets will create new places
to listen.

On Bikes, Too

Evidence ol radie’s going where it
never went before crops up constantly.
Transistors pernmit radios to he placed
on bikes. One car numufacturer already
hias an all-trapsistor radio which oper-
ates as an auto radio anil as a portable,
too. It can he crried in a man’s over-
coat pocket or a lady's hundbyg. Speak.
ing ol handbags, RAB says a Chicago
retailer claims a transister combination
radio-purse makes in excellent gift item.

RAR reports an example of the tran-
sistor’s “get-around-ability’” in a [older
sent out 1o mmember stations and adver-
tiscrs. When most eyes were turned to
the White House for the expected an-
nouncement about President Eisen-
hower's willingness to run again, a Con-
gressional. subcommittee was holding a
routine session. The subcomniittee
chairman suddenly brought the room to
life with a whack of his gavel. “Gentle
men,” he cried, “the President has just
announced. his candidacy for re-clec
tiont”

Informant

How did he know?

I'he answer was later cxplained in
the Congressional Record. The repre:
sentative had been listening to a tiny
transistor radio, tucked inside his coat
pocket and hooked up with a hearing:
aid-type earphone.

The possibilities for transistors are
limitless: & o ®
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repori from

representatives

Local Needs of National Advertisers

Stressed By Broadcast Time Sales;

NBC Spot Studies Formats

Aflter a worweek “experiment in sales
methods,” the geireral manager of
Broadcast Time Sales reporis that
“agencies and advertisers. far fromn ve-
jecting new ideas, are particularly alert
and receptive 10 new approaches—in
times when it is absolutely necessary 10
wring the most out of each advertising
dollar.

“In our own case,” says GCarl !.
Schuele, “sales are up some 400 percent
over last year at this ume and I crectit
this increase 10 the creation of new ad-
vertising ideas and concepts of selling.”

The plan with which Broadcast Time
Sales is experimenting is 10 have a repre-
sentative, who is familiar with the prob-
lems of selling national advertising,
spend an entire month with the station.
His job is to familiarize the station with
the techniques of selling the national
advertiser and 1o show management
how it can solicit the cooperation of the
district sates manager of a national com-
pany, even 1o the point of getting a writ-
ten recommendation,

The sales effort just completed re-
sulted in conuracts “well over $60,000"
for WVN]J Newark, N. ]., according to
Mr. Schuele. New business for the sta-
tion cane from Ambassador Beer,
Plough 1Inc.,, Tidewater Oil, Thomas
Cook & Sons, Pittsburgh Paints, Ameri-
can Oil Co.. Anco \Windshield Wipers,
Ford and Abbott’'s Ice Cream, among
others.

“All this int only two weeks,” says Mr.
Schuele.

Broadcast Time Sales’ specialty is sell-
ing independent radio exclusively. It
now represents 14 radio-only stations.
The firm will extend its sales effort plans
10 nore of i1s represented stations’ cities
in the near future.

NBC Spot Activity

Spring activity at NBC Spot Sales has
included the issuing of an eighth “mar-
ket data book” and a second “timebuy-
€rs opinion panel” questionnaire.

St. Louis is the subject of the data
book, a city which ranks ninth in popu-
lation with 1,932,800—larger than 18 of
the states, according o NBC Spoi. Fig:
ures are given for the area’s effective
buying incone, total retail sales and
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average weekly wages in the principal
industries.

The study also includes lists of the
leading deparument stores, diug and
food chains. radio and tv stations, hotels
and newspapers in the area.

Market data books previously issued
include research on Cleveland, O.; Seat-
\le, Wash.: Washingion, I). G.; Miami,
Fla.; Louisville, Ky.: Denver, Colo., and
Honolulu, T. H.

The second “timebuyers opinon
questionnaire” concerns local radio pro-
gramming and is designed “to find out
exactly how tinebuyers use radio and
what they think of the basic types of
local programming on the air today."”

Questionnaires have been sent (o
1,200 timebuyers in large and small
agencies across the country. Radio sta-
tions were grouped by NBC into three
broad categories: (1) “Top 10" stations.
(2) standard music and news siatons
featuring standard as well as curremt
popular tunes, and (3) “varied pro-
gramming” stations which carry dnter-
views and serial dramas as well as music
and news.

Some of the questions asked are:

e In buying spot radio schedules, can
you take time to consider the lor-
mat of a program as well as its rat-
ing?

e How important to the sales effec-
tiveness of a commercial is the per-
sonal salesmanship of a radio per-
sonality?

o Every station has a certain profile
or status within jts market, What
kind of information would you like
to have in order to get “the feel”
of a station in its marker?

+ Some stations preseni news essei-
tially the way it comes over the
wire; other stations often rewrite
it. with amplilying commentary, or
supplement 1he wire news with
their own news-gathering facilities.
From the standpoint of commercial
effectiveness, do you think there is
any difference between these meth-
ods and, if so, which is preferable?

The first timebuyer survey on the use
of broadcast ratings brought 326 replies
(Radio Ratings, April 1058.). ¢ o @
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KFAL RADIO

FULTON, MISSOURI
Prime radio service to
four principal cities
of Central Missouri.

® FULTON
e MEXICO
e COLUMBIA

® JEFFERSON CITY

Porata  chips. soup, soap. lingeric
and bheer—jn=1 a 1iny sample of 1he
hundreds of 1hings that ave snggesied
10. KFAL listeners daily by onr more
than 130 advertisere in nearly as
many line~ of illlsirnl'.-,—; wol 1o men:
tion services 1l remind folks of
ihings 10 doo and where 10 ge1 1heam
done,

Thonsands of bHstenees wrie to ns
evers year—unsolicited leners com-
mend KRFAL PROGRAMS and I’ER-
SONALITIES, thank ns for hringing
them “new:™ abon where 10 huy the
things 1hey derire.

Are yon represemied b KFAL woday ?

Contiict—INDIE SALES. INC.

or

KFAL RADIO Tel 1470
Fulton Missouri

900 Kilocycles 1000 Watts

WORTH CROWING ABOUT!!!
N 22

WREN
DELIVERS FOR

26° LESS

PER 1000 HOMES

Take the average metropolitan
audience ratings of alt four
Topeka stations. Project those
ratings against the Radio Homes
Served 1Nielsen), WREN's cost-
pérethousand is only $1.00

. .. 26¢ less than its ncarest
competitor! And WREN's all-
tamily programming delivers you
a better quality audience. too.
Check with Ceorge P. Holling-
bery.

Dvas Vi
Yy A YW

$000 WATTS - TOPEKA, KANSAS,

report from
agencies

Radio Spending Rises
More Than' 400 Percent at

Albert Frank-Guenther Law

Albere Frank Guenther Law. New Yok,
one ol the countny’s oldest advertising
agencies, has increased i radio hitlings
Bewtween 100 and 500 pereent in the last
two vears. FPhis notable gain for the
ir medinm has been revealed by Law.
cence Bautner, timebuyer, New York ol
Sce. who predices that his ageney will
use even more rmbo in the Forseealgly
futare.

My, Bummer awerts that while overalf
agenay billings have "gone up steadilv™
during this same period, they have ma
approached radio’s peftentage rise.

U.os ki ostimates that the agends
spent considerably more than $1millioy
ou the sonnd wedinm Tast vear, Accond-
ing to Mr. Biner, 70 percent of AF-
GL's moadcast expenditures are cur-
rently i tadip

Radio’s Econorny

He attributes dos high pm]mninn o
radio’s economy and alo o the face
thag his ageney lias nany accownts for
which radio seems “tailor-made.” Bro
kerage  howses, for example, G hay
hnancial newscasts during  the dinner
hour aud reacdy o seleced market withe
out the greater expenditures necessary
in other media, 1 wo of AF-GLs largest
radio sers are Bache & Co. (see v s,
gADIO, March 1958) and Llgrris Uplam
& Co., which rises these Ave-minue pro-
grams in major markets.

Mr. Bumner points out that in many
tases where budger N nov a problem,
dients are wsing radio because it best
fulhlls their advertising  requitements.

Kiplinger Wishington Editors Inc..
publishers of Changing Times amd
Newsletter, magazines sold by sulnerip-
tion only, has increased s advertising
appropriations  regularly for the last
several years, Mr. Butner states, “Fhey
keep buying more time s fuinds in-
crease.”

I'he publishing irm buys -minuie
programs. on a spot basis in major mar-
kets 32 weeks a year and newwork tme
on NBC and GBS in 13-week cveles.

www.americanradiohistorv.com
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Lawrence Butner, timebuyer, AF-GL.
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“Sevetal ol our clients hinve been aold
on radio hecunse they have seen awhat
it does for our other advertisers,” Ne
Buwer  esplains, “We  conduct  radio
test campaigns in ertain situations and
onr dlients lave geaerally fouxd then,
most convincing.”

Oue ol the agency’s largest radio ad-
vertisers js the Home Insurance CGos
now wtilizing radio for the firsst time in
s history. 'he firm sponsors the Jick
Benny program on the CBS network,
with ity agents buying local tie-ins feat
yring the voices of PDon Wilkan and Mel
Blane,

“Radio is ahout the best barpgain in
advertising  today,” Mr. Butner says,”
and our 20 major dients using the we-
diinn 1eport goad results in the face of
slightly increased rares.”

Prentice Hall Publishing Co. uses ra-
dio 10 advertise its new books and re-
ports that it is not only selling well by
nrail, bt et its store business  has,
picked up as well. “Fhe firm uses spot,
bunsically, supplemented  from time to
time by network huys,

Buitoni, another of the agency's prin-
ciple radio users, is in spot and abo
buys segments of the Pon McNeil
Breakfast Club on the ABC neiwork.
One ol the firm's most spectacular radio
suctesses occurred recently in Tucson,
\riz, where Buitoni representatives
Moe Beren and Ray Makofske bought
130 radio spots in one day, supported
by city-wide point-of-sale displays.

Eighty percent of radio time bought
by the ageney, which traces its begin:
nings back to 1872, is handled by the
New York offwe, Mr. Bugner says. o o
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report from
networks

Nighttime Radio Shows Gains;

Network Activity in Billings;
Awards Made to CBS, NBC

Further evidence of the comeback of
nighttime ridio is supplied in Nielsen
figures which esumate that more than
18 million in and out-ol-home listeners
were tuned to CBS Radio's hroadcast
ol the Robinson-Basilio world middle-
weight title fight.

\ccording o Nielsen, more than
7.750.0000 [amilies were reached al-
though the fOght did not go on until
1T p.m. Eastern time.

On the business side, CBS has con-
tracted Top wmore than $2,350,000, in-
cluding o half-million  dellar renewal
by Standard Brands. Other advertisers
signed incdude Glamorene, Scott Paper
Co.. Chiysler Corp., Sterling Drug Lul.
Nilonet Corp.. Chun King Sales Inc.
Anterican Flome Products Corpr, GM(
Truck & Coach Division, Clairasl Inc,
Becch-Nut Lile Savers Ine, LEx-Lax Inc.,
Heanst Publications, Also Grove Labo-
atories Inc. Tor No-Doeg, has virtually
doubled last year's business on the net-
work. acconding 10 John Karol. vice
president in charge of network sales.

ABC Radio Billings

Johu tl. \Chite, new dircctor ol na-
tional sales of ABC Radjo. has an-
nounced the signing of §1.5 million in
new and renewed business.

I'he advertisers indude Fx-Lax Ine.
GMC Truck & Coaclh Division, Kitchen
Art Foods Iuc., Miller Brewing Co.,
Claitol  Inc.. Glamorene  Inc..  Jell-O
Division of General Foods Corp.. Niag:
ara Manufacturing & Diswributing Co.,
Christian - Reformed  Church. Gospel
Broadeasting Association and The Sav-
nigs & Loan Foundation.

ABC aho 1eveals that the ten 1938
Noue Dame [oothall games will be
broadeast this fall exclusively each Sat-
urday. Sponsors will be the Pontiac Di-
vision ol General Motors: announcers,
Harry Wismper and Joe Boland.

Network Comeback

“Any o American bysinessman now con-
ccrned about the recession in general

U.S5.RADIO o June 1938

or the elteet on his business in particu-
lar should be heartencd by the symbol
of the comchack of network radio,’
Matthew . Culligan told undergradu-
dte membets ol the Yale Broadeasting
Co. of Yale University.

"It ok ity beating.” Mr. Culligin
declaved, “reshaped its service, ham-
mered the lat our of i operation,
repriced iself and now again has found
a plwe in the wedia living room.”

Iu other NIBC news, the $4 million
WRC wWashington, D.C., radio and v
facilivies were  lormally  dedicated by
Presiddent Eisenhower at ceremonics on
May 22 auended by 0 <distinguished
guests.  They included leaders of all
branches of 1he lederal government,
representatives of the communications
indhustiy and civie and business officials
lrom the Washington area.

Brig. Gen. David Sarnofl introduced
the President. Other broadcasting ofh-
cials taking part were John L. Burns,
RCA president, and Carleton D. Sinith,
NBC vice president and general man-
ager of WRC-AM-FM-TV

New business apnounced by NBC in-
cludes contracts  from General Foods
Corp. lor Jell-O, Cool Ray Sun Glasses,
Simmon Co. and Grove Laboratories
for Fitch Shampoo.

Ohio State Awards

Five network programs were honored
Ly the Institute for Education by Ra-
dio-Tv ol Ohio State University at the
22nd American  Exhibition ol Educa-
tional Radio & T'v Programs.

CBS was honored lor its Update pub.
lic aflairs series: the “Galindez-Murphy
Case: A Chronicle of Terror,” and the
network’s coverage of the 1937 National
Boy Scout Jamboree.

Recoguition was voted to NBC for it
Know Your Schools project carried out
in cooperation with the Departinent
ol Tlealth. Education and Wellare and
The Eiernal ILaght produced in asso-
ciation with e  Jewnsh Theological
Seminary. o o e
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MEET.
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A NEED
THAT

3 (M M

IN

THE
RADIO
FIELD
TODAY

*

* [.S. RADIO

for the buyers and sellers of
radio advertising

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

JSSUED MONTHLY
® ONE YEAR %$3.00
® TWO YEARS $5.00

WHRITE CIRCULATION DEPARTMENT
U.S. RADIO
50 WEST 57th STREET
NEW YORK 19, NEW YORK
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TINY KEY (Cont'd from p. 21)

house Eleurie, Raytheon, Bulova
Waudch, Elgin Nadonal Watch and
Philco. There are a large number
of manufacturers who, although not
licensed for transistor output, are
able 10 make transistorized products
through outsigle purchase.

The number of companies actualh
producing radios with transistors is
29. In addition, foreign conntries,

The piice of radios with these new
cmi-conductors  has becoine more
reasonable due to improved produc-
tion methods.  Today, the price
ranges from $25 o $100. There are
a few models thit are cheaper and
some that wre more expensive.

The price ol the transistor itsell
has undergone price alterations, A
transistor that would hiave cost §21!
in 1958 can be. purchased today lor
$1.50. This has come about through

notably Japan. are active in this mar-

the efficiency of mims  production.
ket and are exporting sets here.

Conmmercial tramsistor  output  has

PERSON-TO-PERSON
TO IGOR GREGORIAN

The same day Russia launched Sputnik 22, KWFT lis-
teners heard the voice of Igor Gregorian, Russian govern-
memt official, chauing by telephone fom Moscow  with
Dave Dary, KWFT News Divector.

The Cuban vevolt - . . the Starkweather killings . . . the
Mike Todd crash . . . all were reported BY PHONE FROM
THE SPOT, over KWFT,

Alert veporting by Dave Darvy amrl Bill Ritchie . . . backed
by AP, UP, and over 50 correspondents . .. makes KWFT's
daily newseasts uniquely exciting . .. and puts solid impact
behind sponsor commercials!

LEARN MORE . . . about the Sounthwests sellingest
radio stavion! Call yowr H-R man!

Ben Ludy
LOw President & General Manager

FREQUENCY

MAXIMUM CONDUCT |y

1Ty
hWEFTw

-,
620k¢--w3ghiiu Falls,Texas
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jumped trom 13 million unity in
1951 10 about 28.7 million in 1957
(sce Report from RAB, p. -18).
The industrial revolution being
created by this tiny giant is traced
to three mgin advamages. U is small
and compact, operates “cold™ as op-
posed to the wremendous heat re-
quired in the standard vacuum tube
and if produced efficiently and used
properly it is expected o Iast in-
definitely.  Anather major value is
that it 1y comparatively unbreakable,

Advantages Shown

Some ol the ansistor’s advinrages
can be vividly illustrated. 1t requires
s litde as one-millionth ol o wat to
carry osignal, while a conventional
vicuwinn tube requires at Jeast a full
watt of power,

As lor sivze, it s coough o sy that
this deviee, sutaller (ham a dime, can
Us the job ol an eight-inch vacyumn
wbe.

Fhe bencfits devived Trom ity size
are dramatic. Bell Labs i 1937 -
naunreed o wamistorized  compater
which even in prcliminnry models
wits only about the size of a file cabi-
net. A similar electronic brain built
with vacuum tubes would have re-
quired several yooms ol equipment
and ai conditioning as well as added
amiplex maintensivre problens.

Other Eields

In addition w the radio field], the
transistor has vast application. One
ol the st comnmercial uses wis in
lrearing aids. 1o o tribute ta Mex-
angder Graham Bell, inveator ol the
telephone and teacher of the deaf,
Bell Labs granted transistor licenses
without charge to manufacturers of
heaving aids. By the end of 1952, the
hirst over-the-counter siles of tran-
sistorized hearing devices hail hegun.

Since then, commercial transistors
have sprowted into a great variety of
equipment, ranging from tape re-

— PULSE —
“oofER ~‘E,L$‘~

NUMBER ONE RADIO BUY
$AN FRANCISCO

KOBY

REPEESENTED BY PETRY

—

U.S. RADIO & Junc 1938
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corders to a duck decoy: lrom Lael
injection syslems (o instrainentation
comtrols.

The militany's wse of the transistor
is just as widespreud. These devices
were part ol America’s first space

Tle

satellite, “The Explorer” Mjlitary
applicatiorr includes such things as CLU U D 1
communications systems (the wrist-
watch radio), power supplies and

digital data transmission.

in the niedical field, the transiston
has produced startling results. For
example, a tiny transistor amplifier,
weighing less than two ounces. has
been designed to “'step-up” a heart
beat when there is muscular damage.

The versatility of the transistor
stems from its rugged constructian.
The standard tube controls the {law
of electricity in a vacunm, while the
transistor controls the flow of elec-
tricity in a solid—usually a wafer ot -
germanium or silicon,

Broadcast Equipmeant

The transistor’s application to the
adio field extends beyond receiver
sets. The field of broadcast equip-
ment also is heing effected. Theve
are now such things as transistorized
control panels and an fm gansmitter
aith tratsistors,

But, as noted above, the largest
share of transistor production has
been [or radio set output. The an-
ticipated [lactory sales of transistors
for 1958 illustrates the point. Of the
estimated 65 million transistors that
are to he sold by industry in 1938,
the breakdown by category is as lol-
lows:

Entertainment fiekd (chielly ra-
dio) —25 million.

¢ Package or module field (in-
chuling computer-datia process-
ing)—15 million.

¢ Communications—10 million.

e Militare applications—10 mil-
lion.

e Commercial development, hear-
ing aids, instruments and mis-
cellaneous—five million.

The transaistor discoverv has
launched an iudustrial revelution.
For the field of radio advertising,
the transistor is expected to create
a media revolution. e o e |
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CONVENTION [Cont'd from p. 37)

NAL. 1le outined the past vear's
luppenings awl illustrated hin's
growth by sliowing that the mnber
of stations on the air has risen from
526 10 310, Ben Strouse, president
of WWDCGAM-FM Washiugton, 13,
C.. reported on the increased activ-
ity by mmufactutrers in the output
of [m receivers. 1le also stated ihat
althoigh the development ol fin cin
radios was slow. Lincoln and Cons
tnental have i sets available

\nather fm broadeaster reported
that he was able @ ger a Beudix
converter that made Lm reception
available in his Ford.

Joseph Counolly, vice president of
WCAU-AM-FM- TV Philadelphia,
Pa., veported on o progranming suf-
vev for WCAU-FM, Of d00 re-
sponses. 37 percent favored  good
music and 13 percent were an Loy
of am duplication.

Other ideas that came mn ol the
fm panel were the siecessful use ol
programming guides with paid cir-
culation, the nmpprtance ol stereo
broadcasting and an agency nian’s
frank suggesuon that fim iy making
a mistake by not charging ntore. Jolm
AL Ross, Ross-Reisman Co., Los An-
geles, said, “The agency nun is inter-
ested in his 15 percent in addition
to doing & good job for the client,

—ee

What 9 A PULSE Radis Suwwey?

The PULSE is the trade name given to sadio surveys conducted by PULSE, [ac. PULSE, Inc. has been
taking radio surveys for seventeen years and is eousulered the most awthoritative radie awdicnce measuring
company in the broadcast industry. Proof of this. is the fact that PULSE reports are used by more radio
stations than any other method andfor surcey company

Unlike an “independeny” survey. PULSE 15 an authentic, tescarched method in which the radio audicnec
in a paticular city is correctly measured. “Independent” susceys are more often than not sureeys taken by
radio stations themselees and the cocfficient of crror is very, very high! Besides that cery inporant fact,
radio stations aften take these sureys in a method achich elearly slunts the answer and, of eonrse, could
only come out one way. Thewr way

A PULSE report a5 usnally ondered by a gronp of stutions in a pacticalor city or arca. The date of the actual
sureey is not released o the stations incoloed but the surcey menth s nswally known. Eoch subscribing sta-
tion pays their proportionate part. Part of the cost of a PULSE report is born by (90) nincty of the leading
national aduverising agencies. Clearly, the aducrtising agency is interested in knowing the share of radio
audienee eajoyed by cach station, since this report s used as a basie yardstick in determining which station
will carry its elient’s messaze. Becawse ting s most important, the nincty major adeertising agencles sulis
scribe 10 PULSE for its knoo n reputation and awthenticity.

Subserhing radin stefions are froe to nse the final results of @ PULSE report to sell local and natioval
accounts {'iwderstand. that whether or wot a station subscribes, has no bearing npon the final outcome of g
PULSE survey The raclio sintions surceyed are not the enly subseribers. Ageney subseribers paying a share
of the report are interested in the exuct deposifion of the awdience too, and that is exactly what they get

Quote, unquote...

Compliments of a friend

The foregoing quotation speorheads on advertisement by
a rodio stotion famous for jis qualily, infegrity, ond
feadership.

Naturally we are pleosed. Bul the importani as
pect is that this siation’s typical reoction exploins the
fundamentof reasan why Pulse has grown from one-market
coverage bock in 1 94] 1o more thon 200 mockels in 1958

...and the same

covering 200
markets

54

holds true for
Pulse Television reports

And the first quortey of 1958 is our best in Pulse’s,
eafire history

For pioneeiing on extlusive plus, out-of-home
radio, correcily odditive 10 in-hame rodio, per 15-minutey,
per stalion, per program, the Americon Morketing Asso-
Ciotion gove Pulse o speciol oword for 114 1948-49
explorotion Since then, the outof-home millions hoee
beer comectly reparted by Pulse.

Cuerently Pulse finds thar
waiching ltefevision out of home odds
4%, 10 the in-home audience. As the
service with the mos! subscribers,
count on Pulse fa incofparote this im.
partant and vxclusive TV oul-of -home
when it becomes an importonl consid-
ecation far Pulse subseribers.

730 FIFTiHE AVENT'E
NEW YORK 19, NEW YORK

ULSE, Inc.

LOS ANGELES « CHICACO » LONDON

www.americanradiohistorv.com

aud 15 percent of §1 miillion is a
great deal more than 15 percent of
S1,000.°

The Fin Developimnent Assotiarion
s planning a nadonal membership
r:nnpaign o lurther the prometion
ol Tm. Thewe is an inital fee ol
$100, with dues of $37.50 4 quarter.
Juck Kiefer of KMLA  (FM) lLos
Angeles is puesideni,

ASCAP Contracf

With the ASCAP conteael due to
expire Deceinber 31, o A-Indis-
1ry Music Liceusing Conunittee whas
organized 1o negotiale a propose
music  license  contract for radio
broadeasters. Members ol a4 nine-
mau inlerim conuiitee are: Rohert
I AMason, WMRN Marion, O; Bew
Swouse, WWDC  Washingusn; Gy
Bahakel, WRIS Roanoke, Va.; Hugh
Boice, \WENDP Milwaukee, Wis.: les
Peard, WBAL Baltimore, Nd.: El-
liot Sanger, WOXR New York; Wil
limn 8. Morgan Jr, KLIF Dallas,
Tex.; Sherwood Tarlow, \WHIL Bos-
on, and George Arwistrong, WIHDB
Kansas City, Mo, This conmmiuee
will form the nudleons of i perin-
neit conunittee, which will he lim-
tted to 17 mewbers. The BAMI con-
tract also expires March [F, 1959,

National Emergency

The unportauce ol wudio in Hines
ol mational emergency was spotlight-
cd in a session on CONELRAD. A,
Prose Walker, manager of NAB's en-
gincering deparunent, ontlined two
requirements that the Air Foree ex-
pected CONELRAD to meet: 1)
prevent radio Dhreadcasting signals
from helping enemmy hanbers to navi-
gate to their targets in event of an
attack and 2) keep am radio on the
air during an attack to disseminate
vital information to the public.

As can be seen, the convention
produced aniple evidence of the vast
strides radio made the past year and
of the challenges it must accept for
continued leadership.

Just as significant the convention
showed the many sides of the medi-
um. 1t is a mover of goods as well
as an entertainer. It is a social foree
that can bind the nation together
during times of need. And, finally.
radio is friend angd informant. ¢ e e

U.S. RADIO e ]June 1958
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report from
Canada

Sponsors Speak Qut for Radio

At CAB Convention; Medium'’s

Many Uses Are Highlighted

“Radio — the key to advertising, mer-
chandising and public relations” was
the theme of the radio workshop held
in Montreal last month at the annual
convention ol the Canadian Association
of Broadcasters.

In addition, two American Broadcast-
ers delivered keynote speeches on gen-
eral subjects relating to the radio in-
dustry. Donald H. McGannon, presi-
dent, Westinghouse Broadcasting Co.,
New York, discussed “Radio in the
televiston age,” and Worth Kraner,
executive vice president, WJR Detroit,
challenged stations 1o re-examine their
adverusing policies, rate struciures and
progranming.

Radio’s Significance

Representatives [rom three Canacdlian
companies emphasized the sound medi-
unr’s significance in promoting sales and
good will for their firms.

Radio’s success as an advertising med-
ium was discussed by E. R. Fisher, ad-
vertising manager, Pepsi-Cola Co. of
Canada Lul, Monweal, who okl how
radio is used nationally by his firm and
locally by bottlers 1o builkl sales in. their
own areas.

The use of radio as a merchandising
ool was explained by Ben Dobrinsky,
director of advertising, Steinberg’s Lid.,
Montreal, who testified ihat radio is in-
valuable in merchandising products sold
in his firm’s chain of supenmarkets.

“Radio—a key to public relations”
was demonstrated by Kenneth H. J.
Clarke, manager of Canadian sales and
market developiment, the [nternationil
Nickel Co. of Canada Lud., Toronto.
Mr. Clarke dealt with the use of the
sound medium by his firm as a public
relations factor and as an integrated
part of the overall corporate and prod-
uct adverusing campaign.

In order to keep restimotials to ra-
dio on the lips of advertsers, \W]JR’s
Mr. Kramer advised station executives

U.S. RADID & June 1958

to kecp inmproving their operation since
“there should be ne status quo in our
dynamic business.”

On the business side, My, Kriamer
asked for a reappraisal ot advertising
acceptance standards amd “rate card in-
tegrity. Do you have a well-defined
code? Do you observe itz Do your
salesmen know it thoroughly? Have you
shrugged your shoulder at the contin-
gent advertising offered you?”

As regards programming, Mr. Kiamer
asked, “Are your entertainment pro-
grams really entertaining. or has your
programming brain irust succumbed, as
have so many across the border, 10 a
raucous, nerve-jangling format.”

Mr. Kramer also uvged station men
to keep their news and information pro-
gramming up to date and well balanced
hetween international, national and lo-
cal news. He also emphasized the im-
portance of public service activities.

Public Service Success

Mr. McGannon in his talk gave par-
tial credit tor Westinghouse's success to
its belief in bringing public service pro-
grams to the listening audience. [n ad-
dition. he emphasized the importance
of news, weather, time, traffic, wherc-1o-
go, whatto-ddo progranns, “and all the
other hints, suggestions and guides that
make people listen to the radio.”

Mr. McGannon advocated editorial-
leing by stations boih ag a public sers-
ice and as a stamp of station individ-
uality. He underscored the importance
of eacl: station's domng research on the
audience in its market so that it can
tailor its programming to its listeners
and avoid “alleged sameness of pro-
gramming.”

Television, MF. MdcGannon declared,
acwally did radio 2 fwvor, because it
lovced station managements o find
new, more effective wavs o sell and 1o
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BEFORE BUYING RADIO

IN KENTUCKIANA

Check your

John Blair Man

or

Bill Spencer

at

WHRLO

LOUISVILLE ‘W%

1080 KC

e
Both Hooper and Pulse P_(_og.-

f

Leads ALL DAY in
Duluth and Superiar

MORNING
HOOPER 50.9%
PULSE 429,

Share AFTERNQON
of HOOPER 52.5%
Audience PULSE 4b°/.

Share

EYENING
PULSE 42%,

L
Audience

SHARE OF AUDIENCE

7% -
mth
| HOOPER
o s - -
5% = "~
i e PR 1 o B
34 ‘33 54 37 38

SEE YOUR HOLLINGBERY MAN
In Minneapelis See Bill Hurley
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radio
ratings

Adult Listenership Stressed

in Young Survey; Rating Firms

Exchange Measurement Views

Amost 83 pereent of the lisieners 1o
migew independent stations berween the
hours of 6 @ w 6 pan, are adale, ac
cording o an andience cupalvsis of 10
wirpor markers condiced  tor Adam
Young tne. by Fhe Pulse Ine

“To be exact.,” sivs Adam Young, “it
1 8LY pacent and there is very litde
variation Trom market 1o marker,”  he
sty the presudent of the station rep-
1esentative hrm notes, shows the audi.
e breakdown of wihat he terms “nial
Crn o stationy.”

“Maodern radio.” as defined by the
Young people. is based on “several hey
principles.”  The firse s that “msical
welection iv designed o appeal o the
greatest nunber ol people. Nest, akert
news  coverage s essential,  avith Tocal
developments highligheed 1o areate lis
ener interest,

“Weather intovmatian, freguently
broadeast, v an absolute st “Pralhe
mflormation.  pardenlnly  during com-
muting hours, is vital, The voiee qual-
iy of the station nnst be compation.
able and enjoyable.”  Other hev comr-
poncits of “modern radio” are tighy
prodarction and Live, uigent public serv-
ice.

Conclusions Reached

“\We reachéd cerciin conelusions Trin
the stady,” reports Frank G Bochm,
Young vice president. "We found om
that (1) the audience of ‘'moderny radio’
stations e predominaidy  adalt, and
(2) modern stations reach more ol the
inmpressionable younger (18 w0 33)
WONICIL.

The study wis made ol thy foflowing
independent stations: WNEW New
York; WIND Chicago; KLAC Los Ane
gedes: WDGY Minncapolis, Mg
WSAL Cindinnati, O WENMP Milwau-
kee, Wise, WUIX New Orleans, La
WAKLE Adan, Ga WQAM Miini,
Fla., and KJR Seautle, Wash.

“Geuwing back 1o that first conclution
—that 8-1.9 pereent ol the daydime audi

WWW americanradiohistorv.com

ence, market by market. was adult,” says
NMr. Boeltn, "an interesting  liguee
comes ot of the 3 10 6 pan. perind.
Even during this time of highest ween.
age Dstening, 72.7 pereent of the listen
ers o ‘madern® stations were adnls,”

Measurement a Tool

Detegates 1o the Los Aogeles NAK
comvention {see story po 71) hewd rep-
resentatives ol the rating services agree
that audience measurement is primarily
i Wl for broadeisters o use in exaniin-
Tug the strengths el weaknesses ol
their stations.

“the fault with ratings,” accordinyg
to kdwad Go Tlynes Jr., president ol
Trendex In., "is not the researelh but
the nse being made ol ic”

Frank Stisser, president ol G E
MMooper Ine, arged broadeasters o
“stop playing the nunbers game™ with
vatings, which e called a “comparative
gude to the size ol e idio audience.

“1he low per-broadeasy, rating has he-
come o misleading  and  reacherons
vardstick Tor modern radio,” acording
to Geage Eo Bledita, vice president ol
the AL G Nielen Coo "Heis enmnlative
audicnee hgores thar give a lairer pic
ture of the medium's dinrension.”  Ra-
din, Mr. Blechta said, becomes a pri-
nuny medivm when i talks ol ol per
tarinice and ot Grelividual steps lead-
mg up Lo it

I'he reminks of Dr. Sydney Roslow,
divector ol the Pulsé Tnc, conceried i@
NAB Research Comminee's " Radio Ad-
dience Measurement” reporte (see
March 1958 issuc). Ile praisced it as a
“valuable, thought-proveking report . ..
relreshing, divect, practical and objec
tive." Fle saul that in analyzng Pulse
data v was lonnd that the out-ol-home
audience adds 22 peveent 1o in-home
audience in winter and 25 pereent for
the smunrer period,

. K. Hartenbower, chairmman of the
NABS Radio Research Conuniuee and
generat naager of KCMO Kansas City,
Mg., moderated the discnssion. o o e
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NOW... a complete AM-FM Serwce

unavailable from any other source

SUBSCRIBING TO OUR AM-FM SERVICE, you first
receive our 212-page 1958 AM-FM Station Directory
which lists all U.S., Canadian, Mexican, Cuban and
other North American stations (1) by States and Cities,
(2) by Frequencies; also, all AM & FM applications
pending as of Dec. 31, 1957 (1) by States, (2) by Fre-
quencies. There is a special listing of all Stations by
Call Letters, and a listing of Type-Accepted Transmit-
ters and Monitors.

The 1958 AM-FM Directory is punch-holed, and con-
tained in a sturdy binder big enough also to include
the Weekly Addenda you will receive. These run 4-6
pages, and fully report each week’s FCC actions—grants,
additions, changes, applicationis, etc. Also reported are
latest radio station sales, first as announced and then as

acted upon by the FCC.

The AM-FM Addenda pages contain all data avail-
able through each Friday, are mailed Saturday, usually
will reach you Monday. They are designed, in a word,
to keep the AM-FM Station Directory up-to-the-minute
for ready reference.

New subscribers will, of course, receive afl 1958
Addenda to date, along with the Directory, in the
embossed binder.

e Full year of AM-FM Service .. $50.00
e Six months of Service . . . . $27.50

with ELECTRONICS REPORTS

WYATT BUILDING WASHINGTON 5, D, C, STERLING 3.1755S

7 !
| I
| Television Digest, Wyatt Bldg., Washington 5, D. C. |
{ Please enter my subscription to 1958 AM-FM O Full year £50.00 |
J Station Directary with weekly AM.FM Addenda [ 6 months $27.50 ll
| to keep it current. Embossed binder included. I
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names and faces

Noting the Changes Among

The People of the Industry

AGENCIES

DAV B, McCALL, asodiate copy e, amd REVA FINE
RQRDA and CLIFFORD D FILLD, copy supenvisors, elected
vice presidents by Ogilvy, Benson & Mather Inc, New York.
GEORGE POLK, in charge ot vadio and tv programming anil
planming at BBDO, New York, elected a vice president. Also,
I NEAL WILDER and FREDERICK J. LDWARDS have
joined the New York ofhee as account group head and account
executive, respectively.

JAMES ML LOUGHRAN, lornmerly awcount supervisor with
Frwin Wasey, Ruthrauil & Ryvan, Los Angeles, appointed vice
president in charge ol client service for Dounahue & Coe L,
that it

ROGER WOLBARSY named manager of public velations
and  publicity for the corporate and industrial division ol
Donihne & Coe Inc.,, New York. Alvo, EDMOXND B. MAER
appointed an acconnt exceutive,

GERALD L. FREEMAN appointed radio and v direcior of
the keller Crescent Co., Evansville, Ind.

LESLIE MUNRO appointed a copy supervisor at Flewher B.
Richards Ine, New York, She wis lormerly a vice president
with Kenyon & Ecklindu Ing., New York,

ADRIAN BRYAN COURIE promoted o addio dand w copy
supervisor at Normam, Craig & kel Inc,, New York, Alse,
BEVERLY FLEMING and ALAN KOERLER have joined
the agency as copywriters.

FYLER KAUS, Tormerly presentations divectai ol MoGall's
magazine, has joi-nc(l the copy stadl o} the Wexton Co. g,
New York.

GERRY FORD appointed excoutive producer o dharge ol
comuerdial production and SANDY GASMAN appointed a
tinebnver at thidks & Grenst Ine, New York, Ao, DAVID
MILLER  pronmowd to radio-ts  estimator and ARLENE
HIRSCH woned radio-ty wathe wordinator by the agency.
WILLIAM L MILLAR R, lonmerly with N. W, Ayer &
Sonr Inc., Pliladelphia, has joined Lambert & Feasley Ine,
New York, as a timebuyer.

STATIONS

FRVING PHILLIPS nomed vice president il general man.
ager of KRDAY Loy Angeles aud FRANK CRANE nned ex-
caitive vice prosideiit ol the pient organization, Radieo
Calilotnn e

JAMES €0 BOWELL appoinwd vice president gl general
manager of KIOA Des Moines, 1

BEN THIBERMAN, lormaly with WXYZ Detroit, namtil
general nuntager of WARBC New York.,

JACK DE MELLO. formerly with Vance Fawoetr \ssociates,
Honolulu advertising ageney, nmamed  general manager  of
KFOX Long Beach. Calil.

LES SEHNTLR moned general manager and sales executive of
KRBO Las Vegas, Nev.

LEON 11. LOWENTHAL. fornter vice president and general
manager of Musicast Inc. named general namager of WKRC.
FM Cinclinadd, O.

ROBERT M. HETHERINGTON, former viee president dnd
sales manager of KA TZ SL Loms, Mo, appointed  general
manager of KX1LW St. Louis.

VIRGIHL, V. EVANS JR. promoted s managing dirceor of
WIET Charlotie, N G, and PAUL B MARION promoted 1o
general sales manager.

TONY KRALEMER, {former advertising and promotion man-
ager of WROCAAMTY New Yark, appoinwed sales develop:
ment divettor of Crosley Broadgasting Corp., Cincinnati, (3.
PAUL C. LOWLHER named vice president in cdiinge of radio
amd station nmanaged of WYED Rodester, N, Y.

HERE LANDON named ditector of publie velations  and
JOHN NEWMAN appointed divector of advenising and pro-
mouton at WMGM New York.

CHARLES KLUG promoted to [ny program coordinator foar
Westinghomse Broadeasting Co.

GLEORGE W. FEE promoted 1o sation manager at WAL
lampa, Fla,

ROBERT SINCLAIR promated to station manager of \WCHIS

.(,,-»' o 3 I
>

“"-’?
</ A ‘ LB

Muaumas Lowenthal McCall flarrison
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Charleston, W, Va.

ROGLR 5. DAVIDSON, lonner general nonager ol KLOU
Like Charles, L., appointed sales manager of WAL Baton
Rouge, L

JAMES K. WEHLSON, formerly with CampbellMithun Ad-
vertising Agency, Sto Lous, Mo, mamed an accouut excoutive
at WCCO Minneapolis, Mimu,

GLORGE W, MAMAS named locglb sales manager of WCUE
Akvon, O.

REPRESENTATIVES

FHOMAS C HARRISON, lonner vice presideiu in charge ol
sales for ABC Radio, nanted sales nranager ol Henry 1. Chrisial
Co. I, New York, Also, PIHELBIN S, FEANAGAN nawmed
eastern sales manager,

CLARK N. BARNELS, formeily with Bnen-Smith Co., Los An-
geles, appointed manager ob the Los Angeles office ol John L.
P'carson Co.

L. EDWARD TILDLN JR, [onner account  execuntive at
WHREM Chicago, has joined MgGavren-Quinn Co., Chicago,
as a sales represcmative,

VAL BRUCE, lormer acconnt exectitive at KENS San An-
toniv, T'ex,, has joined the sales sl of Bob Doure Associaws,
New York.

DAVID L. CASSIDY, tormerly with the John E. Pearson Co,
has joined the Los Angeles sales sttt o Adn Yonng e

NETWORKS

JOIIN 1h WHI'TE promoted from national sales manager of
ABC radio newwork to the newly-aeated post of direcor of
national sales.

CARROLL V. LIANSEN, coovdinator of news and sports for
CBS Radio, named o newly acated posg ol prograny coord iy
tor for the CIiS owned radio statiohs.

INDUSTRY-WIDE
RICHARD N. ROBBINS appointeed publicity and promatigi
director of Conmmunity Chub Services Inc.. New York.

e

P

Foberman W hite . Louther Kracmer
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U.S. RADIO...

the monthly magazine for buyers

and sellers of radio advertising

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

Radio is the mass medium fo reach the whole of

America.

U. S. RADIO stands ready to fill the needs of advertisers in their use
of radio. An 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 planning and buying of
radio advertising, delving into the whys and hows 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 1009, To Radio Advertising
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To Receive
US. RADIO
Regularly

Each Month,
Mail In This
Form, NOW!

U.S. RADIO SUBSCRIPTION

50 West 57¢th Street 0=
New York 19, N. Y.

Please see that 1 receive lT.S. RADIO

1 YEAR $3 [J 2 YEARS $5 [C

Name Title
Company

Type of Business

] Company or
(O Home Address
City Zone State

PLEASE BILL O PAYMENT ENCLOSED [

et e e |
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EDITORIAL

HANDFUL OF PRESCRIPTIONS

Taking the pulse ol o business js sometinges
done best of indastry gatherings. The 3oth an.
nual mecting ol the National  Assoctation ol
Broadeasters at Loy Augeles was no exceeption,

Pevhaps more than at any other time in tecent
vears the stuuns ol radio’s health wis analvzed
and passed upon, .\ big handiul ol preseviptions
was passed gut W ensure continuing healue, (See
NAB Meeting Is Radio-dletive, p. 31) .

\s we see it the biggest challenge boadeasters
brought home with thiem was made by FGG
Chadrnrar Joha €. Doerler. He chided drem (o
not taking up the joby al editorializing or com-
nenting on isues. Chairman Doerfer stated tha
only abouy hve percent of the radio stations edi-
torialize on o daily basis, with abont 35 percent
daing 1t occasionally.,

Although he conceded there are major prob.
lewns lor the hroadeaster 1o Tace in editotialjzing,
he urged them o join the hattle now agirinst the
“tlintormed.” Chairnam Doerfer's comment ot
the subject was that il “broadeasting is regarded
sotelv as an opportunity o wmake money, the
ledeval government . . . will eventually cither
impose stricter regulation or mav even anake o
utove for owright yeenury.”

NATURAL FEARS MUST BE MET

We helieve ihat because radio is & canumunic.
tions mediiim—the mass medivnm—it must be-
come an integral part of the community it serves
and take a position on locat issues. The natural
fears of incurring sponsor displeasure or aggra-
vating a public official must he met and overcome
if leadership s 10 be buill, Chairnman Daoerler

WWW americanradiohistorv.com

...taking the radio pulse

tndicated drat Congress as well as Iris agenoy are
standing in Tall support ol bhroadeasters in this
regard.

A highlight of the broadeaster mecting wis the
vinthusiaant over hme Although the stepped-up
activity 10 dae s ag the highest it has been in g
decade, o chiel scumbling block i i pat is ihe
Lak ol accurate, current igures on receiver sitles.
I'he NAB, through John Meagher, vadio vice
prcsidcm, lis been wrging manulacturers 1o ¢o-
operate by releasing these figures regalarly. We
add our voice to e of NAR's and hope that
progress will be inade in this divection shortly.

The NAD condave served as a sounding board
for the exdumge ol ideas—and as we said pulse
ciking, Thns auoual “rededication™ o the eflec-
tiveness ol seud connmerdial hwoadeastirg and
usportanee of locil coumumity interest shoukl
be remembered throughout the year.

NORTH AMERICAN RADIO PROMOTION

May was the wonth for vadio on tlic Norgh
American continent. Radio stations in the U8,
spent the entive month prometing radio to the
public and advertiser. Much of it was through
sober editorial comment on the +values ol 1he
sound medium, with the remainder made up ol
a myriad ol local promotions. Canada spent the
week ol May 4 to 1] doing essentially the same
thing,.

The idea lor @ radio month or vidic week Ts
welcomed.. It provides bhusiness and government
leaders, as well s the listener, with o chanee 1>
renew their awarcness of rudio’s plice 10 society.

U.§. RADIO o June 1958
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MONTH AFTER MUNTH.....

...

Radio Memphis

WMP

PULSE August 1956,
through March 1958)
B MONDAY THROUGH FRIDAY

b6 AM-Noon Noon-6 PM

%, Audience %, Audience
AUGUST 1956 .22 (Tie) First. 20 (2)
NOVEMBER 1956 23 (1) 22 1)
JANUARY 1957 23 () 22 (1)
MARCH 1957 24 () . 23 (1)
MAY 1957 23 (1) 23 (1)
JULY 1957 23 (1) 23 (1)
SEPTEMBER 1957 24 (1). 23 (1)
NOVEMBER 1957 .24 (1) 24 (1)
JANUARY 1958 .24 (1) 24 (1)
MARCH 1958 25 (1). 24 (1)

No, we didn't forget 6 PM to midnight where WMPS also ranks first. (Pulse
March, ‘S8) It's just that we thought we'd cluttered up the page with
enough firsts as it was. So, here's proof that the programming policy
of WMPS has withstood the test of time and competition.

This same outstanding programming is heard on the
other Plough stations in Baltimore, Boston and Chicago.

Keep your eye on these other Plough, Inc. Stations:

Radio Baltimore | Radio Boston | Radio Chicago
WCAO wCOP wilb

REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES, INC.
NEW YORK CHICAGO LOS ANGELES DBOSTON  ATLANTA  SAN FRANCISCO  SEATTLE

WWW.americanradiohistorn/ com.
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IN THE LAST ISSUE, WE ASKED YOU TO GUESS h]
THE CALL LETTERS OF OUR STATON FOR $500 CAS

WHO ARE WE?

WHO ELSE COULD WE HAVE BEEN, BUT...

Wi

1240 ON YOUR DIAL LOUISVILLE, KENTUCK
459 TIME BUYERS

CAN’T BE WRONG!

AVERY KNODEL

NATIONAL REPRESENTATIVE

GENERAL MANAGER

WwWWW . americanradiohistorv.com
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