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MORE NATIONAL ACCOUNTS
WERE SCHEDULED ON

] ¢

...IN THE PAST 30-DAYS THAN ANY OTHER|
LOUISVILLE RADIO STATION! -
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To keep thi§ “ship t'hat sails the qcean” in front-running _positi(?n, S/ Blair Stat ions Se"
Shulton relies heavily on the selling power of Spot Radio — with R
saturation schedules in America’s major markets. RO ot afe Y DLATIS STR .

In many of these markets, Blair Stations carry a heavy share  NewYork...oconn WABC  Norfolk-Portsmouth-

LWLS Newport News............. WGH
. KFWB V1T | [ ———— WAKY

of the advertising attack. The simple fact is: BLAIR STATIONS Chic:go..l. -----
SELL. Through applied audience-research, they have intensified 05 Angeles.

Philadelphia ’ Indianapolis....... ... wWiBC
the elements that give radio its real selling power: Detroit .. ... = wxyz  Columbus..... ...WBNS
San Antonio........ccerenenn. KTSA

1 Local interest programming, '@ Local selling personalities,  BOston....cv Tampa-St. Petersburg..... WFLA

which serves listeners who endow commercial mes- g_at'; Fb”‘“‘l:m" --"'::wsw Albany-Schenectady-Troy.WTRY
throughout the station’s own sages with believability that S: Eo::irsg T ey r:";p'."s‘“"""”"" """""" :’:‘Yc
€ 3 ™ e R — [s1=31 T QU
al_‘ea In a personal way no con_verts ratings into cash- Washington...... Btk : T Wow
distant source can equal, register results. (0515 1, s M p——— Jacksonville....ouriinorn WMER
Over 40 stations in major radio markets are represented by John [t E ]y (o] (S — WFBR Oklahoma City... KOMA

: . Dallas-Ft. Worth.......... ~er. KLIFe Syfacuse..........
Blair & Company — by far the most important group of markets PR KFIZ J‘ﬂ);sahville....

and stations served by one representative firm. So when you're  Minneapolis-St. Paul.......WDEY  Knoxville.... e WNOX

thinking about radio, as most advertisers are, talk with Blair.  Houston.............XILT  Wheeling-Steubenville.... WWVA
Seattle-Tacoma,........ccunvun KING VLT FOR—— (]
Providence....umpna WPRO FIESA0.. coiiiieiniionicreriennrns XFRE
Cincinnafi.....c....oeerevsee.... WCPD Wichita...... et KFH
M ([ — . WOAM  Shreveport. .._KEEL
" L mp Kansas City...........cccoec... WHB Orlando........ ...WDBD
ERvel i New Orleans........co.eeene wosuy Binghamton..........cccoeuene. WNEBF
Portland, Ore.....conveennenne KGW Roanoke.............cccovenceer. WSLS
Mational Representative of Major Radio Stations Denver....oomrnnicn o KTEN  BiSMAreK....ov.vemeeeievcnn... KFYR

S. RADIO July 1959
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SULL “The 1471111 Board of Direclors”
With Your Local Meredith Station

Yes . .. this situation, one of many, offers advertisers immediate considera-

tion by the family board of directors. Acceptance of the well-established i
Meredith Station by discriminating advertisers results from creative selling
and merchandising, sound rate structures, and programming designed for |

total audience appeal. The Meredith Station manager or the rep welcome
your requests for the latest market data «. » and will give you the facts on
audience loyalty, coverage area and low" cost circulation,

WEREDITH STATIONS ARE “ONE OF THWE FIUILF”

KANSAS CITY
SYRACUSE
PHOENIX
OMAHA
TULSA

KCMO
WHEN
KPHO
WOwW
KRMG

e

KCMO-TV THE Katz AGENCY
WHEN-TV THE KATZ AGENCY ||
KPHO-TV THE KATZ AGENCY
WOW-TV Joun BLAIR & Co.—BLAIR TV |

JouN BLAIR & Co.

Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines

U. S. RADIO « July 1¢
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$641,000,000 58 Radio
(NAB est.-gross]

142,600,000 Sets in Use

C ERiaeTers e

15,000,000 Fm Sets in
Use {NAB Research)

o il S

’v

N/
-

e

' 37,900,000 Car Radios
(RAB est.)

=

4,637,859 Sets Made
(Jan.-April—E1A)

(] 3,978 Stations on Air

A

RADIO o July 1959

airwaves

adio’s Barometer

Spot: Radio’s national and regional spot time sales totaled $172 million
in 1958, an increase of 1.5 percent over 1957, according to the Federal
Communications Commission in its latest report of total broadcast reve-
nues. The report, issued last month, marks the earliest release date by
the FCC; it previously was distributed about a year after the year being
reported.

Network: CBS Radio, NBC Radio and ABC Radio report recent heavy
sales 11 new business and renewals. CBS has received more than $1.5
million in business, with the largest buys made by Chevrolet, Ex-Lax,
Tetley Tea and Oldsmobile. NBC has received orders of §855,274 in net
revenue during the 10-day period ending June 24, highlighted by sales
to Armour Co., Lewis-Howe Co. and R. ]J. Reynolds Tobacco Co. ABC’s
total of $1.25 million for June is highlighted by new sales 1o Grosset &
Dunlap, Long Lines Division of American Telephone & Telegraph Co.
and the AFL-CIO. (See Report from Networks, p. 78.)

Local: Two stations—WNMAQ Chicago and KTIX Seattle—report sub-
stantial increases 1n total sales. WMAQ states that during the period
from January to May of this year, local sales increased almost 30 percent
over the same period in 1958. These sales set monthly record highs in
April—42 percent over April 1958—and in May—36 percent over May
1958. KTIX shows a 63.8 percent increase in business in a recemt 90-day
pen'od, with 11 major account additions.

Stations; The number of am and fm stations o1 the air as of the end ol
May totaled 3,978, an increase of 23 (12 am aund 11 fn) over the pre-
vious month.

Commercial AM Commercial FA

Siations on the ait 3,366 612
Applications pending 526 53
Under construction 118 147

Sets: Total radio set production including car radio for April was
1,040,183; four-month total was 4,637,859. Total auto radio production
for April was 422,346; four-month total was 1,786,168. Total radio set
sales excluding car radios for April was 388,863; four-month total was
2,079,804. Fm production for April was 31,425 (See Report on FAl,
p. 79.)
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NOW! operating daytirme on |

5000 watts

{nights — 1000 watts)

IN KANSAS "1 MARKET!
Kansas® — Wichita's Best Buy.

Wichita consumers have a spend-
able income 5% above nationa|
average ... AND retail sales are
18.6% above natiorial average!

WITH KANSAS ‘1 TALENTS! |
KWBB features the top i

0.)'s— Jim Stowe, Billy Dee, Lee
Nichals, Dick Jones, John Camp-
bell, Jim Curran,

NEWS — Jim Setters, John Wagner,
George Langshaw, Tom Atkins. |
FOR AN A#1 SHARE

OF KANSAS' LARGEST MARKET
BETTER BUY

KWBB IN WICHITA
DIAL 1410

first in HiFi Musit @ News and Sporls

George B. Hollingbery To.

eeprenenind by Southern-Clark-Brown Co.

Wil armeriecankadiohistons.com

for buyers and sellers of radio advertising

RADIO

VOL. 3 - NO.

JULY - 1959

. . IN THIS ISSUE . . .
Will Cash Register Ring for Fm?

Exclusive Report on Fin Status
And the Strides Mediunt Is Making

Style Cujde for Fm
Analysis of Trends in Equipment:
For Station and Listening Public

Flying High on Radio
Airline Business Ts a Booming
Part of Current Radio Outlook

Giving lnsects the Air
Dro Inc, Caatious About Radto at First,
Spends 75 Percent of Budget in Sound

Radioc World Wide
What Major Stations Are Expecting
From Newly-Established Program Service

Question and Answers
Two Agency Executives State Why
Radio Will Be a Good Buy in the Fall

. DEPARTMENTS . . .

Airwaves 9 Report [rom Canata
BPA Memo 72 Report on Fin
Commercial Climic 70 Report [rom Networks
Editorial . 84 Report froit RAB
Focus on Radio - Report (romn Representatives
Hometown U.S.A 66 : ¥

Letters to Editor 26 Silver _M'lke

Names and Fuces 82 SO"’_‘d'"gs

Radio Registers 74 Station Log

Radio Researcli 81 Time Buys

Report from Agencies 77 Washington

Editor and Publisher
Cathérine Scotf Rose Business Manager

Jonah Gitlitz

Arnold Alpert Member of Business Publications

Audit of Circulations Inc.

Managing Editor

Art Editor BPA

Senior Editor

Rallie Devendorf
Carol Murdock

Stan Walker U. S. RADIO is published monthly
Arnold Alpert Publications, Inc. Edito
and Business Office 50 West 57th Str
New York 19, N. Y. Circle 5-2170. Cl

Assisiant Editor
Patty Kirsch Assistant Editor

Jean L. Engel

c¢ago, lll.—161 E. Grand Ave. WHiteh
Froduetion Sules Seriee 1 it 3-3885. Washington, D. C.—8037 East
Jo Ganci Secretary to Pulilisber Road, Silver Spring, Md. JUniper 8-72i

Printing Office—3110 Elm Avenue, B
more |1, Md. Price 35¢ a copy; subsc
tion, $3 a year, $5 for two years in U.
U.S. Possessions and Canada $4 a
$6 for two years. Please advise if
move and give old and new addr
Copyright 1959 by Arnold Alpert Publi
tions, Inc. Accepted as controlled cir
tion publjcation at Baltimore, Mary

West Const Representative-—

Whaley-Simpson Company
6608 Selma Avenue
Los Angeles 28, HOllywood 3.7157

700 Monigomery Building
San Francisco |1, SUtter 1.4581

U. 5. R&ELNO & July
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of the total
automotive gross sales
are made in the

KEYSTONE COVERAGE AREA!

# Eighteen and one half BILLIONS of DOLLARS in
automobiles and accessories are purchased in areas cov-
ered by Keystone stations.

We’ll be happy to send you our just completed
KEYSTONE AUTOMOTIVE STUDY and our latest
STATION LIST. Write to our nearest office:

CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO
111W. Washington'St. 527 Madison Ave. 3142 Wilshire Blvd. 57 Post St.
STate 2-8900 Eldorado 5-3720 DUnkirk 3-2910 SUtler 1-7440

DETROIT Penobscot, Building

& TAKE YOUR CHOICE. A handlul of stations of the network _ ;. & mindle og a tull hodr —it's
up lo you, yout peeds.

¢ MORE FOR YOUR DOLLAR. No premium cost for jndividuaiized programmigd Network . - BRU“DCAS"NG SYSI[M, L1
coverape for less than some “'spol” costs.

¢ ONE ORDER DOES THE JOB. All bookkeeping and delails are done by Keystone, yel tne begl
hine and place are chosen tar you

8. RADIO & July 1959
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THIS NEW FM TRANSMITTER is designed for
both conventional and multiplex operation.
Outstanding performance features such as, a
direct FM system, built-in remote control pro-
visions, scfeen voltage power output control,
and many others, make the BTF-5B today’s
best FM transmitter buy

ADEQUATE COVERAGE —Its 5000-watt power
output provides adequate coverage of a multi-
plex channel and improved coverage for conven-
tional operation. The high power level permits

the use of low-gain antennas to achieve a
high ERP,

UNIQUE EXCITER—New FM Exciter, Type
BTE-10B, uses "Direct FM"” modulator cir-
cuits, thus fewer tubes are requited. Automatic
frequency c¢ontrol! system with frequency
detpctor prevents off frequency operation

MULTIPLEX ACCESSORIES—Subcarrier gener-
ators for multiplex operation are available as
optional equipment, There is room inside the
new transmitter for mounting one of these
generators. Exciter and subcarrier generators
are also available as separate items for use with
existing FM transmitters

BROADBAND ANTENNA — New antenna
designed to meet low VSWR requirements of
muitiplex system is available, along with a
complete line of FM accessories.

=i

For all your I sceds call your nearest
RO\ Broadeast Representative, o write fo
RO, Dopt. W-337, Building 15-1, Camden, N,

IN CANADA:
RCA VICTOR Company Limited, Montreal

Tmks) B

6

WWwW-americanradiohistorn-—ecem - ——

OUTSTANDING FEATURES OF THE BTF-5B

Designed for Remote Control

Direct FM System

Designed for Multiplexing

Fewer Tubes and Tuned Circuils
Built-in Oscilloscope for Easy Tuning
Choice of Colors

Matching Rack Available for Atcessories
and Additional Subcarrier Gerierator

RADIO CORPORATION of AMERICA

BROADCAST AND TELEVISION EQUIPMENT
CAMDBEN, NEW JERSEY

U. S. RiDIO & July I

ky
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H-R Specidl Radio Project
Ready for Early Fall Release

Fm Manufacturers Await
Go-Ahead from Detroit

RAB Finds There Are

Adam Young Study
On ‘Spot Radic ‘59’

Contadina Has a Case
. For Saturation Radic

Johansson-Patterson Fight
Rings Rating Bell

g. 5. RADIO '« July 1959

soundings

‘Listeners by the Trucklead’

A specal radio research project conducted for H-R Representatives Inc.
by Market Planning Corp., a subsidiary of McCann-Erickson Iic., is
expected to be in the hands of agency researchers by early fall. Among
the features of the report is an analysis of the type of radio program-
ming preferred by various age groups of listeners. A brochure, prepared
by Don Softness, H-R director of promotion, will receive wide distribu-
tion across the country, the company states.

Equipment manufacturers appear ready and willing to produce fm sets
for cars as soon as automotive Titans in Detroit recognize the medium
to be a non-luxury item. Lincolns and Continentals are only models
reported now available factory-equipped with fm. Growing popularity
of German import which can be installed in alinost any late-model auto-
mobile, and js offering a special attraction to foreign-car showrooms,
may jolt American motor jndustry into competitive awareness of fin.
(See Will the Cash Register Ring for Fm? p. 29, and Style Guide for
Fm, p. 32.)

A much-overlooked dspect of radio listening—truck radio—has been
analyzed by Radio Advertising Bureau. The findings show that nearly
30 percent of trucks surveyed were equipped with a radio set in working
order; that more than six out of 10 of the drivers of these trucks listen
more than two hours daily. The bureau also reports that truck drivers
earn about 15 percent more than the average industrial or manufac-
twing employee.

Adam Young Inc.'s new booklet, “Spot Radio *59 .., A 60-Market Ap-
praisal,” provides basic marketing data on the top 60 U.S. metro county
areas. It also provides research on “advertiser areas” in which radio
stations may be expected to exert their maximum. effectiveness, accord-
ing to Frank Boehm, vice president-research of the firm.

"We have been using spots in eight-week flights. . . . We attempt to
dominate the medium with as heavy a schedule as possible,” Martin L.
Morici, Contadina vice president for sales and advertising, told the
Hollywood (Calif.) Advertising Club. “We use as many as 180 spots
per week im a market.” He says radio listeners become Contadina-con-
scious for a relatively short period of time during which, however, “we
are able to establish lasting buying habits and brand loyalty.” Mr.
Morici, whose company has had sparkling sales results since it first tried
radio in 1954 (see Seven Radio Advertisers Tell 1Vhy, December 1958),
has this advice on the creation of commercials: Make “the spot stand
out so vividly that people talk about it ant write letters about it.”

The heavyweight title bout betiveen Ingemar Johansson and Floyd Pat-
terson not only crowned a new champion in Johansson, but also hit the
rating bell. Carried nationally by ABC Radio, Pulse reports the event
scored a 21.6 rating, reaching 10,700,000 homes and 20,100,000 total
listeners.

=1
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Here are five tmportant reasons why :

campaign strategy-—Today the
campaign is all. No individual show

can do the complete job. The advertiser’s
ultimate goal is the total audience,

all prospects—not just isolated groups.
And this year NBC Radio continues

to deliver more of the top campaign
audiences than any other network.

pure economics—With NBC Radio|
you can make more advertising |
impressions for less cost. Further, '
NBC Radio can add more to an existing
campaign than can any other medium.
For example, an advertiser with a
90-minute TV Special can increase his
reach by 289 for an 8% additional
investment on NBC Radio.

program dispersion—NBC Radio
gives advertisers more opportunities

to reach more diversified audiences with:
44 hours of network programming

per week; 14 hours of weekend Monitor;
10 hours of weeknight Monitor:

10 hours of morning dramatic programs
weekly; 10 hours of afternoon variety
programs weekly; Hot-Line Service;
Monday -through-Friday News on

the Hour; and Stardust — supplying top
star identification 85 times weekly.

flexibility— Announcements are
available in ninety, sixty, thirty and six
second lengths. They ean be ordered ]
in the afternoon and on the air the same
evening. Weekly plans begin for as little |
as $300 and range to $30,000. Advertisers
may purchase entire programs, star
vignettes, or a pure frequency schedule.

éxtra services —NBC Radio has
pioneered the development of new links
with both the consumer and the dealer.
Among the most significant ; NBC Radio’s
National-Local Plan with the adver-
tiser’'s network commercial tailored for
local dealer cut-in; editorial support
such as the current “‘Summertime Is Out-
door Eating Time'’; closed circuit
dealer meetings; and a long list of
inventive plans that add both

reach and return for the advertiser.

These are the reasons so many adver-
tisersare attracted to NBC Radio and why
52.1% of all reported sponsored hours
i network radio are on the leadership
network, the

NBC RADIO

NETWORK
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WPTF

Raleigh-Durham
the Nation's

28

Radio Market
32-county 1959

PULSE again
shows WPTF

FIRST al/ the
way from sign on
to sign off . . .

witha 36%share

of audience that
75 almost three

times that of onr
nearest competzior,
a 12-station local
network.

{ 981h RADIO |
L " MARKET

& NiEsener

| WPTF |

50,000 WATTS 680 KC
INBC Affitigre lor Raleigh-Durhom
ond fastern North Corolino
R. H. Moson, Genercl Manager
Gus Youngsteodi, Soles Monoger

PETERS, GRIFFIN, WOODWARD, INC.
Nor.onal Pepretentolives

fime buys

Americanr Tobacca Co.

Agency: Sullivan, Stauffer, Colwell
& Bayles Inc., New York

Product: PALL MALL CIGA-
RETTES

A one-month campaign in major
markets starts in mid-July. The
schedule is a "heavy” one, using
minutes. Timebuyer is Fred Spruy-
tenburg.

Bantob Products Corp.

Agency: H. 1V. 1Warden Associates,
New York

Product: VANGUARD

Where there’s smoke in Dayton,
O., there may be a new, tobacco-less
cigarette: Bantob reports “excel-
lent” sales results so far to its test-
marketing of the Vanguard in Day-
ton, and says the local radio sched-
ule which started June 22 will be
continued indefinjtely, using min-
ufes in drive times. Plans are now
being made to move on into other
markets—weith both product and
radio schedules. Jim Barrett, media
director, is handling the buying.

Buistol-Myers Co.

Agency: Batten, Barlou, Durstine &
Osborn Inc., New York

Product: TRIG

Now in the nridst of fts first six-
week flight of radio for its inen’s
deodorant, the company will pause
niomentarily in Scptember before
taking off on a second flight. The
acrial tour includes an average of
four stations in each of 45 markets;
23 to 30 onc-minute announccments
arc scheduled per week, all during
carly morning “male grooming pe-
rioc.” Timebuyer is Ed Kachler.

British Overseas Airways Corp.

Agencey: Fictor A, Benuett Co,, New
York

www.americanradiohistorv.com

Product: AROUND-THE-\WORLD
TRANSPORTATION

Potential ticket-takers to faraway
places are best reached via fm, in
the opinion of BOAC (see TV:ll the
Cash Register Ring for Fm? p. 29).
Accordingly, its agency is scheduling
a weekly half-hour of fm i the air-
line’s five take-off cities—San Fran-
cisco, Chicago, Detroit, Boston and
New York. Starting this month, and
continuing into 1960, BOAC High-
way to the 1World is aimed at 6.5 mil-
lion prospective trans-ocean travelers
—people with the time, money and
interest required for holidays
abroad. Programs, taped by the
agency, are built around internation-
al theme (for example, water music
and children’s music from different
countries) . One live announcement,
which varies from city to city, is de-
livered in addition to commercials
recorded in the program. Time-
buver is Ed Kahmn.

Brown Shoe Co.
Agency: Leo Burnett Inc., Chicago

Stepping into a promotional pro-
gram, the footwear firm reportedly
is making available to shoe stores a
five-minute recording by Tommy
Sands with a bnilt-in conmercial.
The record, on a co-op basis, will be
usedd in an  advertising  campaigy
that Degins in August.

Continental Wax Corp.

Agency: Product Services Inc., Nei
York

Product: SIX MONTH FLOOR
WAX

Adding a large chunk of networ
to its spot radio lists for the sum
mer, Continental s shining np 1t
the housewife in an intensive ¢
paign  during  July and  Angns
These two months, the company sa
its rescarch indicates, arc the on
during which floors require most

{Cont'd on p. |2I‘l
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NEW YORK

3 East 54th St.

New York 22, N.Y, Chicago 1, /i,

Plaza 1-484

 MORE FOR

PRESENTATION

©

Effective July 1 .. .The New

DES MOINES
—one of America’s 10

biggest-spending markets

» Consistently first in Des Moines
(Metro Pulse)

+ First in Iowa (70-county
Area Pulse)

«Jowa’s top news station

» Better cost-per-thousand than
any other media—air or print

» Jowa’s most powerful independent
. .. with 10,000 watts, 940 ke,

ADAM YOUNG INC.

CHICAGO ST, LOUIS

St. Lowis, Mo,
Michigan 2-619C  MAin 1-5020

S. RADIO o July (959

LOS ANGELES
Prudential Plaza 817 No. Eleventh St. 6331 Hollywood Bivd.
Los Angeles 28, Calit,
HOllywood 2-2289

SAN FRANCISCO DETROIT ATLANTA
Russ Bidg. (Rm. 1207) 2940 Book Bidyg. 1182 W. Peachtriée
San Francisco 4, Calif,  Detroit 26, Mich, Atianta, Ga.
YUkon 6-6168

MMV ameri

Effective March 1, 1959 . ., The New

KAKC

e Consistently first in Tulsa,
Hooper and Pulse

« Two-year record of efficiency . .
prestige , . , dominance
in over one-third of Oklahoma

« KAKC sells the area of prime

interest to advertisers
with unparalleled cost efficiency

» T'op news station in the nation
(AP Poll, 1957)

« Best news station in the state
(AP Polls, 1957, 1958)

WOodward 3-6919 TRinity 3-2564
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BEST

SPOT «
BUY
IN SAN ANTONIO!

The unchallenged
market leader

... by PULSE

... by HOOPER
...and used by the
following advertisers:

Air Tronsport Assn., Alemite, Alka Seltzer,
Americon Machine & Foundry, B-C, Bayer
Aspirin, Boyer Nosol Sproy, Bea Goy, Bexel
Vitomins, Blondex, Blue Bonnel Margarine,
Borden's, Bawmon Biscuit, Bristal Meyers.
Budweiser, Busch-Bavarian, Comel, Campha-
Phenique, Connan Mills, Cardui, Champion
Spark Plugs, Chef Boy-Ar-Dee, Chevralet,
Chrysler, Caco Cala, Caldene, Canaco,
Cappertane, Cudahy. Eastern Airlines, Edsel,
Energine, Eveready Batteries, Falstaff,
Flarists Tel. Del. Assn., Ford, Greyhound Bus
Gulf Qil, Hamiltan Watches, Hit Parade,
Harmel, ltalian Swiss Calany, Kent, L & M,
Lance Praducts, Lever Bras., Lucky Strike,
Mognalia Petralevm, Mercury, Measana,
Mistal, Mum, Murine, My-T-Fine, Natianol

Biscvit, Newpaort, Qosis, Old Gald,

Oldsmabile, One-A-Doy, Poll Mall, Pacquinsg ]
Penetra, Pepsi Ceala, Peter Poul Condy,

Plaugh Inc., Pariland Cement, Praise, l

Prestane, RCA Yictor, R-C Cala, Rolstan [
Purina, Rayca, Readers’ Digest, Revian, Rama
Wine, Schlitz, Seafarth, Sears Raebuck &
Ca., Silk-N-Satia, Sinclair, Silver Dust, [
Silversmiths Guild, Siaux Bee Honey, Saltice,
Squirl, Sterling Drugs, St. Joseph's Aspirin,
Texaca, Time Magazine, Tap Value Stamps,
Treesweet, Trig, United Fruit, Wildraal
Cream Qil, Winstan, Winter Pears, Wolf
Brand Chili and athers,

How about YOUR
next schedule?

See your

KATZ AGENCY

REPRESENTATIVE

KO NO}

JACK ROTH, Manager
P. O. Box 2338 I
San Antopie &, Texas

time buys

Cant'd from p. 10

care. The network package includes
participation in seven daytime
serials, according to the agency-
Timebuyer is Doris Gould,

Dorann Farms Frozen Foods
Agency: The Ziowe Co., New York
Product: FRQZEN PIZZA

The music is Verdi's, the lyrics are
Zlowe™s in a comnmercial that puts
Dorann pizzas on the air over three
New York stations and in prospect
for stations in other markets to
which the company plans to exteid
its distribution. The current buy
will run from July through late fall;
it ts concentrated in time periods
from Wednesdays 1o Saturday morn-
ings to catch the food shopper.
Timebuyer is Pauline Mann.

DX Sunray Oil Co.

Agency: Potts-1Woodbury Inc.; Kan-
sas Cily, Mo.

DX BORON GASO-
LINE

Geuing its second wind, the firm
will plunge into the second half of
its summer schedule on August 3 for
another month on its schedule of
10second ET’s over 69 siations. In-
cluding the first flight, which ran
from Jumne 15 to July 10, a total of
more than 11,000 announcements
will be used during the campaign,
which the company calls its biggest
vadio usage to date. Genc Deunnis
is handling the buy.

Product:

Ford Motor Co.

Agency: J. Walter Thowpison Co,
New York

Produce: "DIVIDEND DAYS”

A sawwration  schednle for two
weeks is mnderway by Ford in major
markets, pointing ont cconomy lea-
tures o the snimer motorist. Fhe
minimum buy is two stations per
market; in sowe areas seven to cight

Wwww.americanradiohistorv.com

stations may' be used. Alan Sachs is
titmebuver.

Girqux Co,

Agency: Beir B. Bliss Co.,
New York

Product: GIROUX GRENADINE

Returning to radio after a year's
romance with television, this flavor-
ing syrup is now on the air in New
York and preparing to catch the ear
ol housewives in other markets. The
product, according to the company,
may be used in cooking, making soft
drinks for youngsters or mixing
cockrails. Ben Bliss is handling the
buying.

International Latex Corp.

Agency: Reach, McClintoir & Co.,
New York

Product: PLAYTEX ITEMS

The company is cwrently testing
radio, with an eye to using the ine-
dium for one or more of its Playtex
products—bras, baby pants, Drypers,
household gloves and an as vet un-
iramed new item—handled by Reach,
McClinton. The agency declines to
comment.

P. Lorillard Co.

Agency: Lennen & Newell Inc,
New York

Product: KENT CIGARETTES

A heavy campaign in major mnar-
kets which started last mouth is now
expected to continue for an indeh-
nite period. Tom McCabe is time-
buver.

Mennen Co.
Agency: Harwick & Legler Inc.,
New York
Mroduct: MEX®S LINE
Saummer and fadl, radio will be

carrving Menuaen's sales message o
[PTOSPCCLIVG CHSLOIMCTS (1 1 JOT 1ads

Cant'd on p. 1&
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FM-2508

.

250 Waft M

5000 Waotl FM

FM-18- 1600 Wois FM

BFE-50B 50 Wartt FM |
BFE-10B 10 Wott FM

Sowd i

To sotisly the most discriminoting fidelity enthusiast . . .
4o provide a frue sound for the vitimate enjayment af the
fistener . . . these are thesbasic desires af the FM broadcaster.
And enhancing this saund of high fidelity is the primary
characterfsiic af the new Gates FM transmitter line.

Five distinctive ond entirely new FM transmitters, 10 and 50
watts, 250 watts, 1000 and 5000 watts, are now available
{rom Gajes. These tap-quality precisian transmitters, built far
greater reliability and higher than ever performance
standards, include self-cantained single or dual channel

multiplexing equipment os an aptianal accessary.

Technicel bulletins an the new Gates FM line ore now
avoilable, telling the camplete story of a new design far
long tube life, much lawer distortion at wider respense,
the creation of an enfirely new exciter employ-
ing pulse techniques in phase madulation, and
many ather outstanding features that make

this a distinguished line of FM transmitters.

Write today far the new Gates FM

Foct File—yours far the asking

~

warmis - GATES RADIO COMPANY

INTERTYPE

L ———————
CORFPORATIONM

« $. RADIO

July 1959

QUINCY, ILLINOIS



www.americanradiohistory.com

CON McLEOD

Detroit's most TOM GEORGE

popular D.J. Everybody in Detroil
WJBK-DETROIT foves Tom
WJEBK-DETROIT

!

LEE ALAN CLARK REID
Most exciting *“Tunes old and new
all-nite show Just for you'"

WJBK-DETROIT WJBK-DETROIT

“Hear, ye .. .hear, ye!”.. . Familiar
words in the days when the Town
Crier served the broadcasting needs
of the people. Today, in great meas-
ure, this function is being performed

by the Storer Broadcasting Com-
pany. It is done in the spirit of
responsible(and responsive)service.

Hearkenl!..the town crier

This responsible servicé—uwith the
loyalty it has gained —is person-
ified in the modern-day ‘‘deejay.”
He is a part of the vigor of his cam-
munity, sensitive to his audience.
With music as his bell, he not only
is heard, but listened to ... Pro-
ductive results of his salesmanship
on Storer stations prove it.
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TOM CLAY
“Jack-the-Beilboy!’
taps with the 'teens’
WJBK-DETROIT

BILL GORDON
Spansars love him!
WJIW-CLEVELAND

JIM ROWE
The **Fabulous 58"
according to Toleda
WSPD-TOLEDO

JACK WILLIAMS
Shaw tunes new
and nastalgic
WSPD-TOLEDRO

RUDY ERTIS
All-night man
ta "‘night people"”
all night
WSPD-TOLEDO

JOE NIAGRA
Ruler of
Philadelphia radio
WARG-PHILADELPHIA

as covered all aspects J

of radia in Cleveland CHUCK PARMALEE
JW-CLEVELAND . music, service

announcemen(s and news
WSPD-TOLEDO

CHUCK RENWICK
Bright, popular music,
special annauncements,

natianal news
WJIW-CLEVELAND

TQM CARSON
“*Palice Beat,"
fastest-paced shaw s
nighttime radia
WIW-CLEVELAND

)
)

b

\~é
—

&

BILL WRIGHT TONA E’IP?‘"‘”UE LEE SUTTON
The Rebel 2 B[ A .+ - consistently pulls
with a cause et s more commercial mail LEE MOORE
WIBG-PHILADELPHIA WWVA-WHEELING

B/ IBEG-PHILADELPHIA .+ «. 0ne of natian’s top

couniry western deejays
WWVA-WHEELING

808 MITCHELL
WIBG's newest
big music gun

WIBG-PHILADELPHIA

JOHN CORRIGAN HARDROCK GUNTER JOHNNY GRIMES

The Music Man MC of Music styled far rolling caL HILHEH
1170 Club Good Morning Shaw back the rugs Master _a[ picking
WWWA-WHEELING WWVA-WHEELING WGBS-MIAMI tomarrow's hits today

WGEBS-MIAM|

—

AL LEIBERT
Makes it easy ta cpen

the ather eye

WGBS-MIaMI

BOB ANCELL
Musicaster with a
“ga’’ saund
WGBS-MIAM|

W04,
A .
£ © s Storer Broadcasting Comparxy

- ‘.
Omprt WSPD-TV WJW-TV  WJBK-TY ‘WAGA-TV  WITI-TV

Toledo Cleveland Detroit Atlanta Milwaukee
WSFD WJIW WJBK wiBG WWVA WGBS
Toledo Cleveland Detroit Philadelphiz Wheeling Miami

National Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940 » 230 N. Michigan Ave,, Chicago 1, FRanklin 2-6498
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WERLO

LOUISVILLE ‘W

r

THE

MOST
WONDERFUL
SOUND

IN
DERBYTOWN

the

grand new,

brand new

X0

SOLD NATIONALLY BY

robert e, eastman

& co,, ing,

16

time buys

Cont'd from p. 12

kets via a campaign starting the mid-
dle of this month. The schedule
calls for 50 announcements per week
in the top markets, 20 to 25 per
week in the rest. Timebuyer is Herh
Gandel,

Nestle Co.

Agency; Bryan Houslon Inc.,
New York

Productt NESCAFE
A new schedule was started in one

market this month, and two others
were recently renewed by this ac-

{ count to last until the product shifts

September 1 to another agency (Wil
liam Esty Co.). Frequencies vary
from 10 to 40 announcements per
market, with multiple stations being
used. Frances John is jimebuyer.

Ppint Adams Packing Co,

Agency: Ben B. Bliss Co.,
New York

Product: PEACOCK SALMON

Angling for a larger market, this
West Coast cannery is branching out
into radio in New York (three sta-
tions), with plans on the line for
other areas. On-the-air time present-
ly includes participations on home-
maker shows such as Housewives’
Protective League. The schedule
started last month, will go for 13
weeks, and then be rencwed. Ben
Bliss is Iandlling the account.

RCA Victor Record Division
Agency: Corey Adwertisimg Ageucy.
New York

Product: VAN CLIBURN'S RACH-
MANINOFF CONCERTO
#3

Calling on good music stations to
sell a good music record, RCA re-
portedly is conilucting a saturation
campaign for three weeks via fm in
12 markets {see il the Cash Reg-
ister Riug for Fa? p. 209) . A urini-

www americanradiohistorvy com

mum of 26 anouTicements per week

is scheduled in each market until the
end of July.

Scott Paper Co.
Agency: J. Walter Thompson Co.,

New York
Product: CUTRITE WAX PAPER

A fourth of July promotion by
Scott illustrates one way to reach
holiday picnickers before they pack
their lunch baskets: Launch an aerial
display of advertising. The “fire-
works” started six days before July
4, supplementing NBC and CBS
schedules with spot buys in 33 mar-
kets. Announcements “at all times,
of all lengths” continued until the
holiday weekend got underway,
Marie Barbato is timebuyer.

Society of Plastic Industries

Agency: Balten, Barton, Daistine &
Osborn Inc.,
New York

Product: PLASTIC BAGS

Tackting the job of telling the
public how to deal sensibly with thin
plastic bags, the society is sponsoring
an intensive radio campaign this
month, Its educational drive points
out the need for care in disposing of
the bags. In addition to announce-
ments on NBC, the promotion in-
cludes spot in 50 op markews. Live
minutes are being wsed in or ad-
jacent to newscasts on an average ol
25 to 30 times a week. Timcbuyer
is Ted Meredith.

T ———

a NE W

Sterling Drug Inc.

Agency: Thom pson-Koch Co.
New York

Product: CAMPHO-PHENIQUE

Fever blisters and bug-bites dre the
targets of this medication, whose
manufacturer is aiming at sufferers
of such summertime maladies, Start-
ing this mouth, the Tlaweek schedule
of one-minute announcements will
be delivered in 32 markets. Frequen-
cies vange from 5 w 12 per week
Bab Hall s timebuyer. o a o

A1, 8. RADIO e July 19
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|With an ear to the ground

What's happening in Africa? Europe? What. about

that movie star’s romance in Spain? WGN-Radio lis-
teners now know more because of WGN’s extensive
coverage of world news and events.
Yes, WGN-Radio’s comprehensive, around-the-clock,
news coverage is one more important reason why more
people listen to WGN —because WGN’s news gather-
Ing facilities are unmatched by any other station
in the Chicago Metropolitan area.

Exclusive only to WGN-Radio in Chicago are the Chi-

cago Triburre World-Wide Press Service, WGN Police-
Trafficopter reporis twelve times daily, and Radio
Press world-wide, on-the-spot news coverage. In addi-
tion, WGN’s large staff of writers and editors use the
news gathering services of Associated Press, United
Press International and Chicago City News Bureau
to provide Midwestern listeners with the finest pro-
grams of up-to-the-minute news.

No wonder more people listen to WGN-Radio for
more news of happenings around the world!

S. RADIO ¢ July 1959

THE GREATEST SOUND IN RADIO
441 North Michigan Avenue o Chicago 11, {llinois

I7

www.americanradi
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Nobody could ever make a dollar go farther |

(until ABC Radio came along)

Perhaps your pitch is falling short . . . not 3. Thorough coverage of nationwide distributor
enough impressions getting across. Sounds like areas, with more opportunities for dealer-
: J 5 distributor tie-ins on local affiliates,

a good time to reappraise your media lineup . ..
find out where you can best add more muscle 4. Astounding, continuing growth. More than
and momentum—without adding more dollars 2,600,000 homes added to ABC's (and your)

potential audience since last year—the equiva-
lent of & major markets.

to your budget. And that sounds like the ABC
Radio Network.

Best of all, when you realign your schedule to
Look what ABC delivers: include ABC (and the many advantages it of- |

1. Millions of additional advertising impressions  fers), you can keep your budget at its present

at one of the lowest costs per thousand avail- level . . . or even reduce it a bit.
able in any media today.

2. Exciting, smart-selling personalities who go And, especially these days, that’s an awful lot
all out to help with your merchandising efTorts. of distance for a dollar,

ABC RADIO NETWORK

18 U. S. RADIO u July 18
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washingion

etwork Executives Put
ressure on Sec, 315 Revisions

tanton Urges Prompt
ssage of Hartke Bill

aly Sees Newscasts Ag
oadcasters’ Immediate Concern

S. RADIO o July 1939

The pleas of executives from the major networks, before the Com-
munications Subcommittee of the Senate Committee on Interstate &
Foreign Commerce, have added greater pressure for revision of the con-
troversjal Section 315 of the Communications Act dealing with equal
time.

Robert 1. Sarnoff, chairman of the board of NBC, told the committee
that “unless the gag is lifted during the current session of the Congress,
a major curtailment of television and radio political coverage in 1960
15 inevitable. And as a painful corollary, reporting of public affairs of
any kind would be heavily limited during the political campaign.”

Mr. Sarnoff stated that this gag on broadcast political coverage is a
definite result of the Federal Communications Commission’s recent Lar
Daly ruling interpreting Section 315 as applying to newscasts and re-
quiring broadcasters to give equal time to all rival candidates. The
commission re-affirmed this ruling last month.

Frank Stanton, president of CBS, pledged his full support in favor of
one of the four major proposed bills before Congress which advocate
revisions of Section 315. Dr. Stanton said that the bill by Senator Vance
Hartke (D-Ind.) provides “direct relief to . . . the primary destructive
effects of Section 315 which can most readily be dealt with. Its prompt
passage can very well mean the difference between the survival of a free
journalism in this country and the beginning of an erosion that can be
interpreted as nothing less than the negation of democratic principles
as old as the republic.”

Dr. Stanton pointed out that the Hartke bill furnishes relief in three
major areas of restrictions set down by Section 315. It relieves broad-
casters of the obligation to give equal time fo insignificant and fringe
candidates for both nomination and election for the offices of President
and Vice President of the United States; it exempts news documentary,
panel discussion, debate, or similar programs from the equal time re-
quirements, and most important, according to Dr. Stanton, it exempts
“any regularly scheduled or bona fide newscast.”

John Daly, ABC vice president in charge of news, special events and
public affairs, declared that although the ultimate goal is a completely
revised Section 315, “the immediate concern must be the FCC's recent
decision applying this section to regular news broadcasts . . . the so-called
Lar Daly case.” Mr. Daly, by focusing his Senate testimony on this one
particular matter rather than on the whole problem of total revision,
favored passage of bills introduced by Senator Gordon Allott {R-Colo.)
and Senator Spessard L. Holland (D-Fla.), both of which exempt news
commentary programs from the Section 315 provisions. Mr. Daly stated
that ABC had some reservations concerning portions of the Hartke bill
and a bill introduced by Senator Strom Thurniond ({D-5.C.).

Siding with Mr. Daly, Senator Holland told the committee tliat “I am
convinced that representatives of the industry will readily admit that

{Cont'd on p. 22)
19

wWwWwW americanradiohistorv com



www.americanradiohistory.com

The Colowel it Proud to

Y Beat the D eﬂmﬂ’%
" WRVA-RADIO

MIDWEST

WHO — Des Moines . . . . . 50,000
WOC — Davenport . . . . . 5,000

WDZ—-Decatur . . .., .. 1,000
WEST WDSM — Duluth-Super'lor . . 5,000 EAST
KBO)—Boise. . ., . . -. . 5,000 WDAY —Fargo . . ., . 5,000
KHOW—Denver . . .. .. 5,000 WIRE — Indianapolis . . . . 5,000 WCBM — Baltimore . . 10,000
KGMB-KHBC = Honolulu-Hilo 5,000 KMBC-KFRM = Kansas Cityy 5,000 WGR = Buffalo -+: 5,000
XEAK = San Diego . . . . . 50,000 WISC — Madison, Wisc. . . . 1,000 WWJ —Detroit . ... . 5,000
KIRO = Seattle . . , . - . ., 50,000 WMBD — Peoria ., . \ 5,000, ‘WJIM — Lansing e 250

SOUTHWEST SOUTHEAST
KFDM — Beaumont . . , 5,000 WRVA—Richmond . 50,000
KRYS —Corpus Christi . 1,000 WLOS — Asheville . . . . 5,000
WBAP—Fort Worth-Dallas 50,000 WCSC—Charleston, S, C.. 5,000 {
KTRH — Houston . . . . 50,000 WIST —Charlotte . . . . 5,000
KENS — San Antonio & .. 50,000 WIS=Columbia, S. C. . . 5"000

WSVA=Harrisonburg, Va. 5,000
WPTF—Raleigh-Durham . 50,000
WDBJ — Roanoke g 5,000

___‘__#_-—- -

P eTERS, G RIFFIN, W OODWARD, e

NEW YORK CHICAGO DETROIT HOLLYWOOD
ATLANTA DALLAS FT.WORTH SAN FRANCISCO

U 8§ RADIO o jul)‘ K
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WITH THE ONLY 50,000 WATT POWER IN VIRGINIA

* Coinoulati

REACHING MORE THAN THREE TIMES AS MANY RADIO HOMES

AS THE SECOND STATION IN THE MARKET
. g

GEARED TO THE FAMILY TASTE 24 HOURS AROUND THE CLOCK ALL WEEK

THAT INSPIRE CONFIDENCE AND BELIEVABILITY

*
*
* Public Senice
-

THAT CREATES EXCITEMENT AND RESPONSE IN THE ENTIRE COMMUNITY

NBC AFFILIATION

WRVA-RADIO

RICHMOND, VIRGINIA
DIAL 1140 AM = 94.5 FM
50,000 WATTS » NBC RADIO

+ 5. RADIO -« July 1959 21
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FORMULA —

y) Mf
N L)
HooraY For Uh-ForMula!

A "farmula’ radia stqtion is definitely what WBT ain't.

WBT's programming is varied—creative—responsible

Popular, toa. Pulse surveyed the 25 caunty Charlotte area
{just a partion of WBT's Basic Service Area) and found a 92 9%
WBT lead mornings; 69% afternoons and 123% at night.*

Grob same WBT availabilities so you'll have samething to
checer abaut in the nation’s 24th largest radio market,* ™
Call CBS Radio Spot Sales far details.

“Pulse 25 county arca L1959 {Maichl
* A, C, Nielsen Co.

WBT CHarleTTe

REPRESENTED NATIONALLY BY €BS RADIO SPOT SALES
JEFFERSON STANDARD BROADCASTING COMPANY

www americanradiohistorv com

WASHINGTON (Cont'd)

the Lar Daly case has created an im-
possible situation which must be
corrected immediately and that its
correction is far more important at
this time than are other changes of
the law which have caused them dif-
ficulties throughout the years.”
Further support for the passage of
the legislation to alter Section 315
also has been given by the National
Association of Broadcasters through
its president, Harold E. Fellows. In
his testimony before the Senate sub-
comimittee, Mr. Fellows asked Con-
gress to repeal “in its entirety” this
section, which holds “broadcasters in
a legal strait jacket and deprives the
public of programming which it
might otherwise receive.”

Canon 35 Presents
lts News Problems

Another [orm of legislation restrict-
ing radio and television news cover-
age is Canon 35 of the American Bar
Association, whicli prohibits pho-
tography and broadcasting of trials.
In a recent conference, representa
tives of media studied proposals t

amend this canon. The Bar Com
niittee stated that in its opimio

most members of the bar favored th

canon. Media spokesmen, however
pointed out that because of techno
logicul advances the media coul

now l'e])r()duce ecvents in a cour

room unobtrusively and that th

mere fact of presence woukl no
affect the fairness ol trials.

An example ol the conflict ovel
Canon 35 is a, rcport [ront KYW
Cleveland that it has dropped it
Traffic Court prograuny after a ruling
by the Ethics Committee of th
Cleveland Bar Association whicl
stated that the program was in di
rect violation of the canon. Attol
ney Thomas A. Burke, vepresentin;
Municipal Judge George PP. Aller
whose tourtroom was broadcast ove
the progriam, declared that th
Ethics Committee could have com
to no other conclusion since “thei
role wus not to auvalyse the publi
service wcrits of the program, b
to tlecide whether a microphone i
the couriroom as well as a re-broa
cast of conrtroom proceedings cot
stituted a violation,” e e e

. 8. RADIO o July 1%
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Proof of top

ACCEPTANCE

WCCO Radio delwvers...

MORE LISTENERS IN HAND . . . more than all other Minneapolis-St. Paul stations

combined! Even up to 3 out of every 4 listeners in prime morning time.

MORE ACCEPTANCE through full-size programming that attracts and holds your

buying audience.

MORE MARKET . . . the hands of 1,014,720 families reaching for your product in

4 states! Basic service area: 114 counties in Minnesota, Wisconsin, lowa, and South
Dakota.

Call or write for full facts.

} Jothing sells like acceptance...w c c o Radio

MINNEAPOLIS + ST, PAUL

The Northwest's Oaly 50,000-Watt 1-A Ctear Channe! Station
Represented by CBS Radio Spot Sales,
Source: Nielsen Station ndex, Mar,-Aps., 1958 Stafign Total, 8200 AM-Midnight, 7-day week
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Livewire KSO RADIO is sening a new
Pulse pace in Des Moines and Cen-
iraliowa! Now 1apping three neiwork
s1alions—and mos) ¢uaner-hour gains of
all sialions:

K30 is up 42 from 6 a.m. to 6 p.m.
This whopping climb is againsi a gain of
only 5 for network siation ‘R’ and zero
for indcpendent siation ‘I (Mon. thru
Fri.—Pulse May 1958 -March 1959)
Hooper up, 100, 68%.

And you suil g 1hat low, low cost per
nlmmmmmmmnl!

IN DES MOINES AND CENTRALIOWA, BUY

raoio on THe GO

PHONE TONY MOE AT KSO
or contact M =R REPS

LARRY DENTSON
Presiden]

TONY MOE JOE FLOYR
Yice-Pres.-Gen. Mgr. Vice:Pres,

24

the

ABC Radio and Edward |. DeGray,
newly-elected president, have both
made sirides in the past year.

Since Mr. DeGray became vice
president in charge of ABC Radio
in March 1958, t(he network has
added more than 30 new sponsors.
Mr. DeGray strongly believes that
the outlook for ABC Radio and net-
work radio in general is good. “The
medium has assumed a degree of
stability in recent months and is
continuing the upward swing which
began during the 1958 season,” he
points out.

Besides iniproved sales, advances
have also been made in program-
ming, news, special events and pub-
lic aftairs broadeasting and in serv-
ices to ABC's affiliate line-yp ang
advertisers.

Mr, DeGray states that “Ti addj-
1on to oftering afhliates program-
ming they can’t normally supply
from laocal squrces, ABC is offering
extrir services 1o advertisers, includ-
ing special campaigns 1o te in the
stars of the programs with the spon
sars” Tocak and national sales plns.”

The network also has established
special closed-circuit news leeds
atfilinte news editors o give thein
the story behind the news from s
world-wide correspondents,

My, DeGray ds tredited as she ura

www americanradiohistorv com

THIS MONTH;

EDWARD J. DECRAY

President

ABC Radio

Newly-Elected President See

‘Upward Swing’ Continuing

jor facior in this radio expansios
by ABC Radio. He has been with
the network since October 1933
wlien he was named national direc-
tor of station relations. In 1957, h
was elected vice president in charg
ol station relations.

Mr. DeGray is a graduate ol th
University ol North Carolina an
began his broadcasting career in th
accounting department ol CBS n
1937, Three ycars later, he wa
transferred to the CBS affiliat
WBT Charlotte, N.C., as office man
ager. He spow svas named assistan
general manager ol the station.

In 1948, Mr. DeGray returned ¢
CRS in New York as executive 4
sistant ini charge of station aclmin
istration, spot sales, co-op prograi
sales and the Housewives DProte
tive League programs. He was mat
station relations representative ¢
CBS Radio and co-op program sal
contact in 1951, and two years lat
was named national director of Cl
Rudio station relations and supe
visor in charge ol rudio co-op pr
grams. Mr. DeGray became direct
of station retations for Vitap
Guild Fihns Ine. during the car
part of 1955, and then joined Al
Radia,

My, DeGray lives in White Plain
N.Y., with his wife Helen and th
five children: o o o

U. S. RADIO o |uly 19
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In Houston..
> HOOPER

May-June, 1959

- J NIELSEN

Jan.-Feb., 1959

PULSE

Jan.-Feb., 1959

TOTAL RATED
TIME PERIODS

Natiorial Reps.:

THE KATZ AGENCY, Inc.

*New York *St. Louis

¢ Chicago ®* San Francisco
¢ Detroit ® Los Angeles

* Atlanta * Dallas

Houslon's Ad-Hour
Music and-News

IN HOUSTON,
CALL DAVE MORRIS
JAckson 3-2581

,We shall keep the

LETTERS TO

Farm Fan

Congratulations en your June is-
sue.

As you know, we have a definite
interest in farm radio, representing
as we do several major area stations
such as WSM Nashville, WOW
Omaha, WWVA Wheeling, W. Va.
We contributed in both time and
money toward the new presentation
whiclt the NATRFD gave in New
York last month. e feel that your
excellent article on fann radio (The
Change Down on the Farm, June
1959) gives us something defnite to
point to as we tell the farm radio
story. In our opinion, you performed
a great service to the radio industry.

Arthur H. McCoy
Executive Vice President

John Blair & Co,
New York

Wrong ‘Steer”

I'm glad 1o know there is another
Norfolk in the United States; but
ours “ain’t Virginia®! (The Change
Down on the Farm, June 1959.)
We're the “Cornhusker boys from
Nebrasky” . and that little sea-
port town down on the East Coast
just couldn’t seem further away than
it does now!

1 know how easily a mistake like
this can bLe made; but tell all the
staffers that WJAG is in Nebraska
—in the heart of the beef empire.

Bob Thomas
Manager
WJAG Noriolk, Neb.

Scientific View

You have doue a marvelous job of
prcsentu a technical subject (/s
btcn'o')'or Real? Juue 1959) in a
palatable manuer for your particu-
lar audieunce; it lact, any audience.
article i our
sterco files for future reference.

I was glad to be onc of the com-
iributors af source material.

Floyd K: Harvey
Acoustics Research
Bell Telephone Laboratories
Murray Hill, N. J,

U. S. RADIO o

July 1959
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AUSTIN = HEALY
| IN KWIK LAND Touchy Subject
1 LT | We were sorry that you had to use
cmee .7 KWK'S s the advertising budget figures (irf WEBM’

e : s varie
'\.’V::LL POP;‘ RATINGS, % Pfizer with Radio Improves Breed, ty
":WHAT"S Up?':MAN---UI;(E ‘ Sales, June 1959), which were a relieves monotony
. gl WAY UP| 8 slight bone of contention inside our —makes every

A e Bl =
2 1 company, but fully appreciate your seliing minute
r. ";’!{{e( f position in the matter. 9
‘ %, _ ; It is an excellent story
FW @O’j | Gearge Weiler
e =T - Directar of Public Relatians
== Chas. Pfizer & Ca.
2 o~ -~ DlG THIS' ol New Yark
CRAZY' INIELSEN SHOWS % l
,' wHaT's | KWK AUDIENCE ;
. _THE BIT! \ HAS DOUBLED /
- \leMONTHS 4 From Ad Row:

t . Y -’

- --;\!&% | We are interested in obtaining “F?:’rst All Day”

_r%‘ i three or four copies of your May
: 1959 issue « « : at your earliest con-

| TTOT____OQ || venience rating !

P ™

3" T Y‘,-o:x-ﬁ Grace Nakana
¢ aDiet T EDAD Secrelary fa William E. Wright
ectelary Hiiam - rg (13 - ) - . -
.{ IS THERE { L100PER SAYS Wright, Campbell & Suitt Jo. * Mostltste'ned to”...and hotteﬁt
5 MORE? ‘ “AUDIENCE UP Chicaga | of any as indicateéd by recent audi-
Seo ',\ 320% IN 6 ence studies!
e - 3 [ €S an t
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450 T0P DRUG STORES

Now feature selected
W-I-T- H__cldverhsers'

£
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® You get Feature Display in 450 Metro-
politan drug stores.

e In-store poster displays in 450 stores!

e List of 450 participating drug stores

Put your drug-store product on Baltimore’s
o Advertising in the Maryland Pharma-

sales-powered station for fast, sure results
for merchandising advantages in 450

'dru'g stores as shown on the map, advan-
tages you cannot get any other way!
W-I-T-H is the official station of 450
drug stores of the Baltimore Metropoli-
tan Pharmaceutical Association!
NO REASONABLE MERCHANDISING REQUEST EVER REFUSED!

R. C. Embry, Vice-President

RADIO BALTIMORE

Select Ststion Hepresentatlies In New York, Philndelphin, Baltimore, Washineton : Simmons Associstes in Chicage

ceutical Journal!
e Jumbo mailings fo 450 drug stores in

Metropolitan Baltimore!

Tom Tinsley, President
and loston ; Clarke Brown Co. in Duline, Houston, Denver, Atlanta, Miamii., New Otleans; MeGavren-Quinn in Seattle, San Francisco, Los Angeles.
U. S0 RADIO ]l_lrj' 1458
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Will the Cash
legister Ring
forFm?=2

A special U.S. RADIO report, based on

a station questionnaire, covering strides

fm is making in selling itself to agencies

and in selling advertisers’ products to listeners

Also See: There's a new riddle being
Fﬂt S!_H'vey Facts [ TP P YT FENN T I BINPPRR 30 p]a)ed these da}'s 'Ol'l Ad
Row. If you haven't heard
i Fm Station Key ........ PRRCTTR———— Y  | it, chances are yvou haven't long to
t “ : - : wait. It goes like this:
Fm Equipment Guide ..........coomwpriv.p. 32 If fm soune is carried ihrough a
1 '1Rep0r-t on Fm® .......... Foodtoiimo it e ites e 79 different pari of the spectrum, and
if fm has different equipment that
serves as the vehicle for a clear, pure
sound, how then, is Im like am?

The answer?
Fm 1s like am because if is now

|
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by —

selling programming and audiences,
and has abandoned the technical
“pitch” that for so long obscured its
real value to agencies and clients.

The status of fm—to borrow two
words descriptive of much of im
music—may not be good, but it is
getting better, The number of com-
mercial fm stations going on the air
has been leaping forward at a quick-
ening pace—from 537 at the end of
1957 to 571 at the close of last year.
As of the end of this May, the num-
ber was already up to 612, indicat-
ing that it won’t be long before fm
stations on the air will approach
the all-time high of 1948 when there
were 750 operating outlets.

Questionnaire

According to a U.S. RADIO ques-
tionnaire survey of fm stations that
brought 169 replies, the average fm
station reporting has been doing
business, but only after a steep, up-
hill fight. The survey shows that
the average fm station which pro-
grams separately or is an fm-only
operation has 31.3 percent of its
commercial time sold compared
with 7.2 percent of commercial fm

Tt o

FM—

tinie sold for the average station that
duplicates am programs.

From where does this revenue
come? Fm, so far, is chiefly a local
story, according to the study. For
the average fm station reporting,
83.5 percent of business is local,
while 16.5 percent is national.
Armed with their loc#l sales story,
many fm operations have been
pounding on the doors of national
clients and have been gaining ac-
ceptance for their sales arguments.

The us. rapio survey also shows
that where there is a combined am-
fm operation, the average fm sta-
tion reporting (whether it be sep-
arately programmed or not from the
am) accounts for 11.1 percent of the
total combined billings.

With increasing frequency, adver-
tisers are giving fmt a chance and
finding that its audience can mani-
fest itself in the most meaningful
research figures of them all—sales
results.

Erwin Wasey, Ruthrauff & Ryan
Inc., New York, has a client, Tu-
borg beer of Denmark, an imported,
premium beer that sells Jor “twice
as much™ as a comparable domestic
product. On the basis of material

e . 00 0 i RS 0 R 05l Al

U.S. Radio Survey

Based on questionnaires returned from 169 stations,
the average station replying answered these questions:

PERCENT OF COMMERCIAL TIME SOLD?

On average station that programs separately

or is fm-only: 31.3%
On station that
duplicates am: 7.2%

IS BUSINESS NATIONAL OR LOCAL?

Average:

83.5% Local

16.5% National

WHAT PERCENT OF TOTAL REVENUE DOES
FM STATION REPRESENT |N COMBINED AM-FM

OPERATION?

Average:

30

11.1%

sent in as part of the selling effort by
stations, the agency decided that
fm’s audience sounded right for
Tuborg. Al Tilt, account executive,
states “Because of the luxury nature
of the product, it was felt that con-
sumers who traveled a lot and had
money to spend were the best poten-
tial customers.”

With this as a guide, Vince De-
Luca, chief timebuyer, had the task
of lining up a three-market test con-
centrating on ‘‘good-music” pro-
gramming, in this case, because of
the “snob” appeal of the product.
The markets were Los Angeles, San
Francisco and a southwestern city.
In Los Angeles, two fm-only stations
and a combination am-fm were used,
and in San Francisco, one {m and
one am were used. A general-appeal
am station was selected in the souths
western city because, the agency says,
a “good music” station was not to
be found.

The campaign ran for eight weeks
during the last quarter of 1958, from
October 20 to December 12. The
results? ;

Sales Increases

The southern Californfa distribu-
tor reported a 70.5 percent increase
in sales for the last quarter of 1958
and the first month of 1959 com
pared with a similar period the year
before. The northern Californi
distributor reported a 45.1 percen
increase for that period. The south
western test city, without fm, had
nothing exciting to report, and sales
just about matched those in a near
by city.

Other factors in addition to “good
music” radio that were cited for the
noteworthy sales increases were 4
special offer of $1 off on a case o
beer (however this was availabte in
the southwestern city, too) and a
general business recovery at ,lh:ul
time.

Mr. DeLuca notes that [rom what
yesearch material he has seen, the
prime honfs of [in are in the eve-
ving. .\s a cousequence, where avail
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able he bought evening hours for
the fm buy and morning or after-
noon for the am buy.

As for the future, Mr. Tilt de-
clares, “When Tuborg picks up its
advertising this fall, it is as certain
as anything can be that we will be
back on fm with enlarged schedules
and expanded markets.”

Evidence Noted

From all evidence, the forthcom-
ing season looks like one that will be
marked by the keenest interest yetin
{m by national clients and agencies,

Among the highlights:

o At the agency level, Grey Adver-
tising is preparing a question-
naire for all fm stations to bring
itself up to date on the medium,

o The Affiliated Advertising Agen-
cies Network has completed a
survey of its member agencies
which shows substantial inter-
ést in fn. It also outlines the
job ahead for fm stations if they
want to gain greater recognition
from agencles. (See Report on
Fm, p. 79)

» From a programming point of
view, the QXR Network (with
headquarters at WOQXR-FM
New York) expects to be pro-
gramming live from Washing-
ton fo Boston by September,
and further expansions are un-
derstood to be on the drawing
board.

e The Concert Network, with
four owned stations from Bos-
ton to New York, has plans to
package ity programs on a tape
basis.

e In statjon representation,
among the firms who are ac
tively selling fm are: Good
Music Broadcasters, with 16 fm
and five am stations; Walker-
Rewalt Co.’s Quality Music Di-
vision, with 21 fm and three
am stations; Fine Music Hi-Fi
Broadcasters, with 17 fm and

Con¥d on p. 86
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Fm Station Key

The following information is taken from uesjionnaires returned
by 169 stations who replied to the U.S. RADIO survey. The pro-
gramming information is reported in the same terminology used

by the stations.

1s Fm Station

Programmed
Separately Or
Am Does 1t

Station Affiliate Duplicate Am? Fm Programming Key

ALABAMA

WHOS-FM Decatur WHOS  Duplicates Good music; zports,

ARIZONA

KELE-FM Phoenix KONL Separate {Not Reported)

ARKANSAS

KBTM-FM Jonesbéro KBTM  Daplicates {Not Reported]

KUOA.FM Siloam Springs KUQA  Duplicafes Good music; Public

{afternoon] servjce
Separate
{7 to 915 p.m.]

CALIFORNIA

KRE-FM Berkeley KRE Duplicates (95%) Serious music

KC8BH Beverly Hillg None {No Am) Concert, Broadway,
Movie, Folk music

KUTE Glendale None (No Am) Instrumental musie;
News briefs

KDUO Hallywood None INo Am) Classical, Show,
Standard music; Early
a.m, farm digest; Five-
minute newscasts:
Sports; Financial sum:
maries

KGLA Los Angeles None {No Am] Album, Popular music;
Poetry

KRHM Los Angeles None {No Am) Popular, Show, Jazz,
Classical, Cpera music

KOXR-FM Oznard KOXR  Duplicates Music (some classical);

(12 to & p.m.] News; Sporis
Separate
(6 to 10:30 p.m.)

KPLI Riverside Nong {No Am) Middle-of-the road
music; News on the
hour

KXOA-FM Sacramento KXOA Duplicates Popular music; News

KITT San Diego None INe Am] Fm for Familiar Musie.
Show & Standard music

KPEN San Francisco None No Am) Popular, Jarz, Show
Classical music

KSFR San Franeisco None {No Am] Classical & Jazz music

KRLW Santa Barbara None {No Am) Classical, Light Classi-
cal, Popular album &
Folk music

COLORADO

KDEN-FM Denver KDEN Duplicates (Nof Reported)

(7 p.m. 4o 7 am.}
Separate
{7 am. to 7 p.m.[

KCMS-FM Manou Springs KCMS Am is bonus tor fm, Concert, Show
Standard & Jazr music |

CONNECTICUT ‘ '

WGHF-FM Brockfield None  {No Am) Good musici News '

DELAWARE

‘WJBR Wilmington None {No Am) Classical; Show,

Jarz & Mood music

PISTRICT OF COLUMBIA

WGMS.-FM Washington WGMS  Duplicates Classical musie

WOL-FM Washington WwOL Duplicates {Not Reported)

WTOP-FM W ashington WTOP  Duplicates {Not Reported)

WWDC-FM Washington WWDC. Separate Continuous

www.americanradiohistorv.com

Middle-ground music;
Newsi each hour

Cont'd on p.. 50
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(Background) An exciter uait which can be
used to adapt an fm station to stereo transmis.
sion. (Foreground] One of the current inex-
pensive fm receivers on the market with a new
tuner device at the right which can be used to
adapt am radic sets to fm signal reception.

Stvle

Guide for Fm

Fm manufacturers are optimistic about

the medium’s outlook as they watch

increasing sales. A two-part study

covering fm transmitting and receiving

The high-fashion sound sl tuners available to converi ex- for fur cur radio: I
fm is here 1o stay, equipment isting sets for cither am or fin “Apparently only the metrapoli- &
numufacturers are confident use; imported German model tan areas after any possible market |
Discounting any doubts about fm's adaptable to many makes of f{ar (m sets, and the demand has
bisic apypeal, they're keeping an cye cars; Lincoln and Contimental been so small we have not been able |
on the mounting sales curve for sets mutomobiles availuble with fw 1o interest iy ol our customers—
and the growing number ol stations sels on request. the car manufacturers — in adding
going on the air. o Iixciter wts for transmitiers—  them as an additional accessory,” |
Optimism about hin's future is evi- |')‘r0\‘i(ling' relatively inexpen- Over the past few years, a Deleo 8

dent in such recent developments in
upnipment for the medium as these:
o Portabic fm sets—two models
now on the market, one from
Japay and mother from Ger-
numy: a third import from Ji-
]2an dne this month.
o i car padio—Xmericmatude

32

stve antl convenient means of
perpritling a switch o0 fm/lm
stereophonic  or - multiplex
broadcasting when desiyed.

A soberving rote amidst the opid-
misnt, however, is this repore from
Delco Radio Division of General
Motars Corp. regardivg  prospegls

www.americanradiohistarn.com

spokesusm expl;lins, the firm has
done “considlerable resesnch and e
velopment™ in (he (m ficld as 1t re
Lites to avtomobile radios, and s
developed  experimental  converters
for automotive amn sets. I there
were sulhoient demand, we should
be very lurppy to enter this market,”

Uoso BADIG o

]uh. |(|-)‘)

l

—



www.americanradiohistory.com

he concludes.

Most voices in the wndustry main-
tain, however, that current sales of
fm equipment in general are evi-
dence enough the medium has a
well-styled future ahead of it. Al
though individual organizatiorss
guard Yheir production hgures as
closely as a Paris designer his new
collection, companies do readily ad-
mit that nianufacture of both re-
ceiving and transmitting equipment
for fm is booming. At a conservative
estimate, more than 300,000 fin sets
plus 120,000 fm tuners for use with
am sets were sold. last vear to the lis-
tening public. Besides the 53 cur-
rent applicants seeking fm licenses,
prospective buyers for transmitting
equipment include stations among
the 612 already on the air who are
looking for mew or updated gear.

Spreading Out

Today, fm is spreading beyond tlte
major metropolitan centers, accord-
ing to Standard Electronics Division
of Radio Engineering Laboratories.
“We are now selling equipment to
more and more operating stations in.
areas outside the main population
zones,” a spokesman notes. “The
trend toward universal coverage by
Im became apparent several years
ago, and is now more evideni than
ever as the public desire for better
music makes itself felt in every mar-
ket.”

Declares Henry M. Fogel, presi-
dent of Granco Products Inc, “\We
are confident of further rapid growth
in. fm broadcasting.”

Describing the sales prospects for
Granco, which manufactures fin and
siereophonic radios and electronic
components, Mr. Fogel asserts thar
the company's concentration on low-
cost fin radio receiver equipment s
beginning to show results.”

“Cost and other problems that
have delayed the development of fm
are being removed,” he says. “In
our opimion, current rapid growth
in the field will continue at an ac-
celerated pace over the mexi sev-
eral years.”

Granco’s net sales for the nine-
month period ending March 31,
1959, were $2,262,226—an increase
of 3570,942 over the same period the
previous year. Production of the
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seven-year-old firm is being geared
for anticipated sales increases of 33
percent (to a total of §4 million) in
the fiscal year starting this month,
according to Mr. Fogel.

“Judging fronr the number of let-
ters our fm section receives each
day,” comments John R. Price, di-
rector of adverdsing and public re-
lations at Gates Radio Co. which
makes station equipinent, “we would
say there is a great deal of interest
in fm.”

Stating that company records in-
dicate Gates manufactured more
than 70 percent of all new fm trans-
mitters purchased in 1958, M.
Price explains that Im equipment
has been “a nice part of the vol-
ume” of the firm’s total sales during
the past 10 years.

From the standpoint of the listen-
er, fm has blossomed forth in the
past several months with a whole
new array of sets. The medium is
now portable, via models already on
sale from Japan and Germany. It is
car-borne, via a selection of both do-
mestic and  foreign-manufacture
equipment presently on the market.
Several makes of clock radios, too,
can currently rouse the fm house-
hold.

This growing assortment ol spe-
cialized receivers is, of course, in ad-
dition to an increasing variety of
styles in standard table models and
consoles, with prices varying fronr
$60 to $800 and more.

Price Tags

What the well-dressed station is
wearing this season may carry a
price tag of between $10,000 for a
modest wardrobe and $50,000 for a
high-powered ensemble, according
to the general estimate. New equip-
ment offers such features as Stand.
ard Electronics’ “Add-A-Unit” de-
sign (which allows the station to
start out with an economical trans-
‘mitter, the company says, and add
an amplifier later to boost power);
Gates' multiplex dual sub-channel
transmitter; Radio Corporation of
America’s new fm broadband an-
tenna, available in various gain and
power levels, and several exciter
units which are reported to enable
existing monophonic stations to
convert to stereophonic transmis-

www americanradiohistorv com

sion,

Here is a partial list of equipnrent
now available to both stations and
the listening public, according to re-
turns from a questionnaire survey
of manufacturers by v. s. RADIO:

Station Equipment

The basic element in RCA’s fm
transmitting equipment, the firm
reports, is its 10-watt fm exciter,
BTE-10B.

“This unit can be used to convert
existing fm transmitters to mulu-
plex operation,” says \W. ]J. Groves
of the broadcast and television ad-
vertising department. “It uses a
‘direct fm system’ and is capable of
transmitting two multiplex chan-
nels.

“For multiplex operations, the
BTX-1A Subcarrier Generator is
used to generate the sub-channel
signal, which is fed to the fm ex-
citer.”

RCA is also offering a new 5,000-
watt fm transmitter, BTF-5B, which
the company explains permits the
use of low-gain antennas to achieve
a higlr effective radiated power.

“To complete the package,” con-
tinues Mr. Grove, “we have a new
fm broadband antenna available in
various gains and power levels. This
antenna is ideal for multiplexing be-
cause its broadband characteristics
assure [aithful transmission of the
entire signal output. A real econ-
cmy [eature is the method of mount-
ing, which can be done on an exist-
ing tower.”

Noting that the demand for fm
equipment is “increasing propor-
tionally as numerous applications
for fm stations filter through the
FCC processing line and are grant-
ed construction permits,” Collins
Radio Co. estimates a new [m sta-
tion can be equipped for anywhere
between $10,000 and $50,000.

“Building an fm station,” explains
Charles H. Smith of the broadcast
sales department, “involves a host
of variables—the cost of buildings,
fransmitters, antenna and support-
ing tower. Most am broadcasters
who go to Im find it more economi-
cal to side-mount their fm antennas
on existing amn towers.

“There is monitoring equipmenr
to consider, and audio equipment

33
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including consoles, turntables, tape
recorders, remote amplifiers, inicro-
phones and so forth. And there are
many different configurations of
these, depending on the individual
broadcaster’s legal and power re-
quirements, and the degree of qual-
ity he desires. Taking such factors
into accounf, we believe tlie cost of
equipping a station ({excluding
buildings and grounds) would range
from $10,000 as a minimum for a
small station, to $50,000 for a more
high-powered and elaborate instal-
lation.”

Simplicity

Collins manufactures the 37M FM
Ring Antenna, which the company
holds is more widely used than any
other. “This antenna is noted for
its simplicity of construction,” Mr.
Smith says. “Its linear characteris-
tics make it ideal for multiplex oper-
ations, and it is available with one
to twelve bays for side or top
mounting.”

Besides manufacturing one and
two-channel studio consoles, remote
amplifiers, microphones and turn-
tables suitable for either am or fm,
the firm distributes the new line of
frn transmitters produced by Indus-
trial Transmitters & Antennas.

Gates, answering the question of
how much it costs to equip an fm
station, gives this breakdown:

“A 10-watt educational statioit can
go on the air for approximately
$2,500, including the minimum nec-
essary studio cquipment.

“A Commercial Class A station
with 250-watt radiated power, using
the Gates 250-watt transmitter
(model FM-250B) and a rwo-bay
antenna, would require an invest-
ment ol approximately $9,000, not
including the antenna tower. The
transmitter alene would cost $4,150.

“A Class B station using the
Gates FM-51 5-kilowatt transmitter
and 8-bay antenna, providing an el-
fective radiated power of approxi-
mately 30,000 watts, would require
ahout $20,000 for the complete set-
up. The transmitter alone would
be $10950.

34

“A 10-kilowatt installation svould
cost in the neighborhood of $28,
000.”

Gates manufactures studio equip-
ment as avell as one and two-bay low-
powered fm ring antennas and Im
transmitters ranging fromn 10 watts
to 10 kilowatts, with single or dual
multiplexing equipment optional.
Fm transmitter models besides those
already mentioned include BFE-10B
10-watt; BFE-50B 50-watt; FM-1B
1,000-watt; FM-10A 10,000-watt. A
multiplex dual sub-channel, model
M-5633, and a multiplex single sub-
channel, model M-5633A, are also
made by the company.

Standard Electronics puts the cost
of a complete transmitter for a 250-
watt fm station at $10-12,000.

“The demand for fm transimitting
equipment is increasing as new sta-
tions go on the air and as existing
stations increase the power and im-
prove the quality of their signals,”
states a spokesman for the firm.
“Fm broadcasting is expanding as a
greater number ol advertisers and
station operators recognize the grow-
ing audience for musical and other
programs of higlt quality.”

Besides its “Add-A-Unit” design,.
which allows a station to add to its
power as it becomes better estab-
lished, Standard Electronics features
what it terms the “Patchover” sys-
tem, permitting connection of the
driver directly to the antenna with
minimum loss of air time in the
event ol trouble with thie amplifier.

A new line ol equipment recently
introduced by the company includes
250-watt, |-kilowatt, 3-kilowatt and
10-kilowatt transmitters for fm/fin
stereo and other multiplex services
as well as simplex operation; 1-kilo-
watt, 3-kilowatt and 10-kilowatt am-
plifiers, and “Serrasoid™ exciters
which are said to iniprove monaural
sound as well as provide multiplex
facilitics.

Receivers

Poitables:  Delmonico Interna-
tional of Long Island City, N. Y., is
distributing two unported models.
The Sony TFM-151, first introduced
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about four months ago, is a 15-tran-
sistor am-fm set made in Japan and
listed at $199.95. It 1s reported to
measure 3” by 814" by 9 and ta
weigh 5% pounds.

Another portable from abroad is
the Sudfunk 986-A, a German mod-
¢l which has been available little
more than two months. A nine
transistor am-fm set, it is $99.95.

Sales on both models, according
to Delmonico, have been so success-
ful that Sony is about to introduce
yet another portable, the TFM-121.
This 12-transistor set is expected to
be on the market this month.

Car radios: Among those avail-
able in fm 1is one manufactured in
Germany and marketed by the Rob-
ert Bosch Corp. An fm-amanarine
pushbutton model, the Blaupunkt
“Frankfurt” can be installed in any
car, the company says. Installation
kits which include the speaker and
materials for suppressing noise from
the car engine are custom designed
for various makes of cars; they cost
in addition to the suggested price of
$129.50 for the receiver.

(Advantages to fm in the car, as
pointed out by a man-and-wife team
who road-tested the Blaupunkt, in-
clude “astounding” reception. Mr.
and Mrs, William Maron of River
Edge, N. J.—he 1is president of Ra-
dio Bergenr and an electronics en-
gineer —say their set broadcast
al a constant level of volume and
without interlereiice while they
drove under bridges, through short
tunnels, among tall buildings, under
trees and alongside power lines dun-
ing a trial run extending from
Ocean Grove, N. J., to Canada and
through New England.)

Since offering fm [or the first time
in its 1938 maodels, Lincoln division
of Ford Motor Co. has been provid-
ing as optional equipment in Lm-
colns and Continentals a  tuner
manufactured by Bendix Radio.
This tuner (suggested price: $120)
ntust be coupled to an ant wnit.

Lincoln discloseés that threc per-
cent of its automobiles produced in
1958 were cquipped by request with
the tuner. Figures are unavailable
yet on the numbers installed in 1959
nrodels. company spokesmen say.

Another picce of equipment to
pit fin on wheels is a converter pro-
duced by the Gonset Division of the
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Youing Spring & Wire Corp. of Bur-
bank, Calif. Goriset announces that
the converter operates on 12-volt
batteries only, thaf its atiachment
to an am set requires no internal
connections, and that it can be in-

. stalled on a do-it-yourself basis. List

price for the converter, model 3012,
is $79.50.

Table models and consoles: Zenith
Radio Corp. offers an fm-am clock
radio listed at $79.95. Three other
receivers recently introduced by Ze-

. nith are equipped with what the

company calls an automatic fre-
quency control circuit that ‘“‘greatly
simplifies tuning of fm and ‘locks
in’ the station wuned.”

RCA has three table-model am-fm
sets available. The XF2 is listed at
$59.95: the XF3 is $69.95, and the
XF4 is $85.

Philco Corp. 1s currently manu:
facturing two table am-fm sets. One,
the Philco 984, is listed at $59.95;
the other, Philco 978, is $89.95,

Olympic Radio & Television pro
duces fm-equipped radio-phono con-
soles priced from $119.95 1o $379.95
and radio-phono television combi:
nations priced from $329.95 10 $550.
Reports Théeodore W. Buchter, as
sistant to the president, “At present
17 percent of our console and com-
bination units are shipped with fm
service. This figure compares with
10 percent a year ago. We believe
fm will continue to grow, especially
in view of the advent of stereo.”

Granco this month {s introducing
an fm tuner-adapter priced at $19.95
which the company says may be
used with any instrumenf having a
speaker-amplifier. Shown for the
first time at the annual Music Indus-
try Show in New York last month,
the 5" by 3" device “represents an
important break-through in high
fidelity listening for the mass mar-
ket,” Granco's president declares.

In addition, the company is show-
ing a line of am-fm clock radios, am-
fm radio “matched twins” priced at
$5995 for both wunits, and a new
series of console models reportedly
built to receive both am-fm stereo
and multiplex fm stereo. Granco
recently entered into a licensing

- agreement with Crosby Laboratories

Inc., developers of a compatible fm
multiplexing system. ¢ o o
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EQUIPMENT TRENDS
For the Station

Average estimated cost of setting up fm stations of vari-
ous power strengths, as reported to U. S. Radio by manu-
facturers in the sampling (these figures exclude price of
buildings and grounds):

Approximate Cost of Equipment
$2,500, with minimum studio equipment
9.000-12,000

Type of Station
10-watt (educational)

250-watt Class A

5-kilowatt Class B 20,000
10-kilowatt 28,000
Higher power, more

elaborate studio to 50,000

For the Listener

A sampling of fm receivers and tuners available to the
consumer, gs reported by manufacturers in the sampling:

Portables _
Suggested List
Munufacturer Model Price
Sony {Japan) TFM-151 $199.95
Sudfunk (Cermany) 986-A 99.95
Car Radios
Robert Bosch Corp. Blaupurikt “Frankfurt” 129.50
(Germany) iplus installation kit)
Gonset Div., Young 3012 Converter 7995
Spring & Wire
Bendix Radio Tuner [available in 120.00
Lincoln and Con-
tinental cars on
request)
Table Models and Consoles
Zenith Fm-am clock radio 79.95
& Super Interlude 129.95
”  Symphonaire 114.95
" ¥ Serenade 84.95
Sapphire 74.95
: * Caroline 59.95
29 variations on 12 models
of record players with
fm-am radio from 340.00 to 800.00
Philco__ am-fm 984 59.95
= 978 89.95
Olympic Radio & 11 Radio-phono consoles
Television with fm from 119.95 to 379.95
20 Radio-phono television
combinations with fm  from 329.95 to 550.00
Granco Tuner-adapter 19.95
Consoles from 195.00 to 795.00
Stereo Radio Twins 59.95 {2 units)
RCA am-fm XF2 59.95
am-fm XF3 69.95
am-fm XF4 85.00
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Flying High on Radio

Among Major Airline Users:

Spending about 12 percent of its ad budget on daytime
spots—35 stations in eight markets, for a total vf 670
spots per week — and nighttime programming — solely
over Music ’Til Daion.

Eastern now spending about 8700,000 a year oik radio
compared to $400,000 in 1951, Advertises in 25 markets
on 55 stations throughout the year, using both niinutes

and 10-second I1D’s.

Spending about 8700,000 a year on radio, iwwith probably
unother $200,000 this year to promaote its jet travel. De-

rotes almast 20 percent of its ad budget to radip,
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In an age of speed and travel, airlines
face booming business. Here’s a report
on how and why some of the major firms

have steadily widened their radio use

In the past eight years, the

domestic air carriers in the

United States have increased
their total advertising and publicity
expenditures by more than two and
a lialf times. During that same pe-
riod, the airlines have turned with
unprecedented frequency to the air-
waves for help in getting more cus-
tomers off the ground. And the ra-
tlio boom continues to pick up speed
is the commercial jet age prepares
to blast off.

Among major airlines who are
ronsistent radio users are:

American  Airlines — spending
about 12 percent of its ad budget
un daytime spots and nighttime pro-
Eramming.

Trans World Airlines—spending
about $700,000 a year on radio, with
the possibility that another $200,000
will be added this year to promote
jet travel,

Eastern Airlines—spending about
SO0 000 2 yeéar on radio compared
with $400,000 in 1951,

Matural Beneficiary

In an age that is being character-
ized by speed and cravel, the air in-
dustry has been the matural bene-
ficiary. Although mounting oper-
ating expenses have limited the
© profic margin, U, 5. airlines are ex-
periencing  reeord passenger waffic
andl pross revenues.

In 1938, the number of passen-
gers carried was 49,075,000 com-
pared with 1949 craffic of 16,723,000.
In 1958, U. 5. airlines wok in §2,-
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237,469,000 in operating revenues,
according to the Air Transport As-
sociation, Washington, D. C., while
spending $2,131,542,000 for oper-
ating expenses. This yielded a net
profit of §$52,914,000.

Faced with steep operating ex-
penses, the air lines have found that
one of radio’s big advantages is its
economy and efficiency.

According to the ATA, all U. S.
domestic airlines combined spent
only $16,153,000 for advertising and
publicity in 1951, compared with a
record $41,160,000 last year. This
upward swing is reflected in the sales
figures of radio stations across the
country and on the smiling faces of
such executives as Milton F. (Chick)
Allison, CBS Radio vice president
in charge of spot sales.

“As of this date,” says Mr. Alli-
son, “better than one-tenth of our
total billings are from airlines, mak-
ing this category one of our major

sources of income. This is espe-
cially significant when you realize
that only a few years ago airlines
represented a very small percentage
of CBS Radio Spot Sales billings.

“So small, in fact, that airlines
were grouped in our miscellaneous
category for accounting purposes.”

The contrast becomes still more
pointed when CBS Spot Sales reveals
that so far this year it has carried
on its books business from no fewer
than 18 airlines.

Radio Tailor-Made

Airlines have found radio’s flexi-
bility and selectivity tailor-made for
selling both special services, such as
individual flights, and the airline as
a whole. They are using radio in a
variety of ways to reach many differ-
ent audiences at all times of the day
and night.

In fact, according to John Brady,

TSSERBERTIES ot 1 01 PRUNDIE  PFRRLEREREY W PRTD (ETREETM Y RROR QOmn) rnnde | I |

Air Industry Growth

Then

Now

Advertising & Publicity Expenditures:

$16,153,000 (1951)

$41,160,000 (1958)

Number of Passengers Carried:

16,723,000 (1949)

Source: Air Transport Association

www.americanradiohistaorv.com

49,075,000 (1958)
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FLYING HIGH

advertising manager for American
Airlines, “One of the biggest ad-
vantages for the industry in using
radio is that each airline can cus-
tom tailor its advertising to reach
the markets it flies to and the peo-
ple it believes are its best prospects
. . . and at a reasonable cost, for
sufficient repetition.”

American itself — the leading do-
mestic airline in 1957 in revenue
passenger miles, revenue ton miles
and number of aircraft—has been
using radio in increasing amounts
for the past few years. Traditionally
in print, American now funnels 12
percent of its advertising budget in-
to radio, according to Mr. Brady.
The airline, whose new agency is
Young & Rubicam Ing., is not in
tv at present.

About 60 percent of its radio bud-
get goes for institutional-type sell:
ing and 40 percent for special serv-
ice messages, according to Mr.
Brady. The pioneering airline has
won considerable fame as a ground-
breaker in the sound medium
through its six-year sponsorship of
Music 'Til Dawn—originated when
it was almost unheard of for a sin-
gle advertiser to sponsor an all-night
show in several markets.

Daytime Spot User

American is also a regular daytime
spot advertiser, and is presently
scheduled on 35 stations in eight
markets for i total of 670 spots per
week. American has been in day-
time spot for 12 years and concen-
trates lLieavily on selling specific
flights during these times. Its insti-
tutional selling is dovie on Music
'Til Dawn.

Anotlier pronrinent radio user is
Eastern Airlines, which carried more
passcngers than any other domestic
airline in 1957, according to ATA.
In spot radio for more than 15
years, Eastern has been steadily in-
creasing its budget until it now
stands at $700,000 per year, accord-
mmg o Jun Kelly, timebuyer for
Flewher, Ricliards, Calkins & Hol-
den, New York.

33

Tlie airline advertises in 25 mar-
keis on a 52-week basis and utilizes
55 stations. Several vears ago, in
1951, the company was spending
considerably less in radio, about
$400,000, Mr. Kelly states.

Eastern uses both minutes and 10-
second ID’s which run at the rate of
40 per week in 15 of 25 markets.

Trans World Airlines, another
major radio user, spent between,
$650,000 and $700,000 on the sound
medium last year, according to Dick
Rominelli, account executive at
Foote, Cone & Belding, New York.
Due to its introduction of jet serv-
ice, however, TWA will add approx-
imately $200,000 to that figure in
this year’s radio expenditures.

With between 15 and 20 percent
of its ad budget in the sound medi-
um, says Mr. Rominelli, the airline
advertises in seven markets, ranging
between 20 and 130 spots per week
per city. Before the year is out, the
firm expects to add two markets to
its present schedule.

In 1957, TWA ranked fourth In
number of passengers flown, in rev-
enue passenger miles and in number
of aircraft.

Further illustration of the scope
of the industry’s enthusiasm for ra-
dio can be shown by a thumb-nail
review of the remaining airlines ap-
pearing on. CBS Radio Spot Sales”
roster. In addition to contracts
from all the carriers mentioned
above, this single representative
does business with:

Aeronaves de Mexico, S, A.—an-
nouncements in one market.

Braniff International Airways—
{light announcements in one mar-
ket.

British Overseas Airways Corp.—
programis and announcements in
two markets.

Capital Airlines — programs and
announcements i three markets,
long term.

Continental Airlines Inc.—partici-
pitions in one market.

Cubana de Aviacion—annoince-
nients in one market.

Delta Air Lines—progrants, par-
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ticipations and announcenrents ip
three markets, long term.

Eagle Airways Ltd. (Bermuda)—
announcements in two markets,

North Central Airlines — an-
néuncements in two markets.

Northeast Airlines Inc. — an-
mouncements in three markets.

Northwest Orient Airlines—pro-
grams, participations and announce-
ments in nine markets,

Pan American World Alirways—
nighttime feature newscasts in one
market.

Sabena Belgian World Airways—
announcements in one market.

Scandinavian Airlinés Inc.—pro-
grams in one market,

United Airlines — programs and
announcements in four markets.

While these airlines vary in their
approach to the problem of selling
more tickets to more people, they
all have the same two hurdles to
jump in the process: To attract
large numbers of businessmen and
to persuade non-flyers to take the
big step.

According to American’s M.
Brady, “Two-thirds of the people in
this country have never flown,” And
of those that do, more than 50 per-
cent are businessmen, declares the
Air Transport Association.

Converting Non-flyers

To convert the non-flyers, the air-
lines reach out to the housewife and
the commuter during the daylight
hours. To sell the flying business-
man, there seenis to be an fncreas-
ing trend toward nighttime an-
nouncements and participations in
good music programs oh both am
and fm stations.

According to a survey made for
CBS Radio Spot Sales last year by
The Pulse Inc., 32.2 percent of the
listeners to Music *Til Dawn in five
markets were “management, cont-
pany executives.” Listenership also
inchuded 24.6 percent who were
“craftsmen, operatives and clerical,”
while 19.7 percent were housewives.
The remainder were students, labor-
ers angl retiyed persons.

U. S. RADIO « July 1959
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“We are convinced,” says Amer-
ican’s Mr. Brady, “that the type of
person we wish to reach listens to
Music "Til Dawn because he appre-
ciates low pressure commercials and
enjoys semi-classical and classical
music.”

In addition, nighttime radio of-
~ fers the advantage of greater geo-
graphic coverage per station and
lesser competition from rompeting
commercials, Mr. Brady points out.

American’s faith in nighttime ra-
dio is paying off in customers, de-
clares CBS* Chick Allison, who
points out that “research definitely
establishes the fact that regular lis-
teners to the program prefer Amer-
ican Airlines and use its facilities in
significanly larger proportions than
do non:-listeners.”

Pulse Survey

This research fis in the form of a
Pulse survey taken last March in
New York, Los Angeles and Chica-
go. The families interviewed were
classified as regular listeners, other
listeners and non-isteners on the
basic of whether they had heard
Music Til Dawn during the survey
week, prior to it, or not at all.

The results indicate that 25.1 per-
cent of the regular listeners prefer
American compared with 19.3 per-
cent of the other listeners and 13.7
percent of the non-listeners,
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Moreover, according to the sur:
vey, the regular listeners not only
prefer American, but also are more
prone to travel whether by air or by
other means. Of the regular listen-
ers, 62.7 percent had taken a trip
within the past year contrasted with
58.5 percent of the other listeners
and 52 percent of the non-listeners.

Of those that traveled by air, 31.8
percent of the regular group chose
American on their most recent trip,
while 25.7 percent of the other lis-
teners flew American, compared
with 19,7 percent of the non-lis-
teners.

Credit for Music 'Til Dawn goes
to C. R. Smith, president of Ameri-
can Airlines, who, according to Mr.
Brady, originated the idea in the
belief that “the air traveling public
is an intelligent public that responds
1o intelligent programming.”

Music *Til Dawn has recently re-
newed its contract with six CBS Ra-
dio stations for another year and is
now heard over a total of nine out-
lets: WCBS New York; WEEI Bos-
ton; WW]J Detroit; WLW Cincin-
nati; KRLD Dallas; WBBM Chica-
go; WTOP Washington, D. C;
KNX Los Angeles, and KCBS San
Francisco.

Other airlines have also been
racking up success stories with night-
time radio as witnessed by Don Moz-
ley, KCBS personality, who sold 30

‘L—Ll

seats and elicited 700 inquiries for
Pamr American tickets in just eight
broadcasts. Mr. Mozley, who is heard
Monday through Friday evenings,
received this response when he an-
nounced he would lead a European
tour costing $1,254 plus tax. En-
couraged by this initial enthusiasm,
Pan Am decided to risk a second
section. Two days after the first an-
nouncement, 16 more paid-up res-
ervations were on the books, accord-
ing to KCBS.

Future Jet Age

Radio, which has served the air
industry faithfully in the past, is ex-
pected to continue to grow with it
in the future with the advent of jet
air travel. The ATA estimates that
U. §S. air carriers will spend $3 bil-
Lion ta launch the jet age in the
next few years.

Such airlines as TWA, American
and Eastern report that they are al-
ready using or plan to use radio in
the near future to introduce their
own jet services to the public.

Who can say how much longer it
will be before the airlines will be
proudly introducing the commercial
space age? And when that time
comes, can anyone challenge radio’s
right to the selling job . . . with
Orson Welles doing the commer-
cials? o » o

10 00000 OO OO R

Milton F. (Chick) Allison, CBS Radio Vice President in

Charge of Spot Sales;

“As of this date, better than one-tenth of our total bill-
ings are from azrlmes making this category one of our ma-
jor sources of income. This is especially significant when you

realize that only a few years ago airlines represented a very

small percentage of CBS Radio Spot Sales billings. So small,
in fact, that airlines were grouped in our miscellaneaus cate-

gory for accounting purposes.”
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Gives
Iinsects the Air

Once cautious of radio, this insecticide
firm now relies upon it for 75 percent
of its advertising, and will spend

close to $100,000 on radio in 1959

While insects. “have no fu-

ture, just a past’ against

products made by Dro Inc,
radio advertising has given this com.
pany a prosperous past and present
and an even brighter future.

Dro makes approximately 100
products in the insecticide field
which are distributedd  between
Washington, D.C,, and Boston. It
now relies upon ragdio for about 75
percent of its advertising each year,
with steady increases in net sales
closely paralleling a growing adver-
tising expenditure.  (The remaining
portion is <livided between news-
papers and tv.)

In 1936, tor example, Dro’s net
sitles were $320,000 and tis potal ad-
veribsing  budger was 523,000, ol
which 85,100 was spent on radio.
Fhis year, net sitles are preseutly 30
percent aliend of 1938 $750,00u)
and the total advertising budger will
rin close o $130000, wah $100,-
0N0—76.9 pegeent ~being spent on
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radio. An additional $20,000 js spent
each year for pointof-purchase dis-
plays.

“I would altribute a primary ele-
ment to the growth of Dro's net
sales to our great success witli radio,”
states Kenneth Rader, president of
Kennetlir Rader Co., :ld:»—'('ﬂj&ing
agents for Dra.

In 1958, Dro fan 48 weeks on
radio from mid-January to Decem-
ber, and this year will run from May
until. December.  Harry  Shapiro,
president of Dro Inc., states that “in
1960, we will be on radia for the en-
tire year with an event hirger adver-
tising expendiwre.”

Mr. Rader points out thit when-
ever new products are introduced,
sidio is either the prime or sole ad-
vertising medinm, “An exinnple ol
this,” he savs, “is one of our newer
products — 249 — which was intro-
duced i Janaary 1938, Using radio
as the only sowrce ol adverusing.
£ 10 became the largest selling roach
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killer in the New York metropolitan
area by November of that year.”

Among the products sold by Dro
(which means “drives roaches out™)
are: Dro for ants, Dro for roaches,
Dro Safect for mosquitoes, flies and
gnats, Dro-Air to kill bad odors,
for mothproofing, Dro

ings' flying insects, Dro
House and Garden Bomb, #49 for
esistant roaches, and Vam-O for
tce and rats,

Began 12 Years Ago

Dro Inc. is an affiliate of Chem-
ical Specialties Inc, New York, a
irm established 25 years ago to sell
rivate brand merchandise to drug
tores and chain outfits, which in
urn sold under their firm names.
o had its beginnings 12 years ago
15 a local product made by Chemical
Specialties for retailers. According
.0 Mr. Shapiro, the affiliation was
'otmulated swhen the parent com-
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DRO PICKS RADIO

Year Net Sales Total Advertising
{without point-of-purchase
displays)

1951 $200,000 $ 4,000
1956 $320,000 $ 23,000
1957 $560,000 $ 30,000
1958 $750,000 $ 92,000

30 percent 130 000
T ahead of last L

year to date.

pany saw a definite market for in-
secticides.

“Low income groups are the big-
gest buyers of insecticides,” declares
Mr. Rader. “We found that about
26 percent of the population i
metropolitan New York is either
Negro or Spanish speaking. Often,
many of these groups have been
forced to live in old, broken-down
tenements that were infested with
bedbugs and roaches. Because of
this, most of the early advertising
was aimed at these specific groups.”

At the beginning, Mr. Shapiro
confesses, he didn’t see radio as hold-
ing the advertising key to Dro’s
progress. “Mr. Rader kept telling
me that radio was the best means of
informing the people of our prod-
ucts and the best means of getting
sales results, but I wasn’t completely
convinced,” he admits.

However, Mr. Shapiro finally con-
sented to using radio in a test area.
“I found that with the Dro radio

wwWwW americanradiohistorv com

spots, people began to recognize the
sound of the product’s commercial
and began (o listen [or it

“Radio can come into the con-
sciousness of a person who may be
in the process of doing something
else. The person may not even real-
ize that he or she is actually listen-
ing to the commercial, but the mes-
sage is getting through,” Mr. Shapiro
observes.

Initially, most of Dro’s radio ad-
vertising was done on stations which
programmed for the Spanish and
Negro market. “Radio meets the
need of these people,” says M
Rader, “because many foreign lan-
guage groups don’t read newspapers
or don't understand television pro-
grams.”

Dro soon found that general audi-
ence stations also produced sales re-
sults and proceeded to purchase a
considerable amount of spot an-
nouncements, Today, the radio

4L
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“All of our rew products are—and will be—advertised first

on radio. What else can I say about radie? [I'm sold on it.”

budget is divided among the Negro-
Spanish stations and the general ap-
peal stations. According to Mr.
Shapiro, “The Negro-Spanish sta-
tions get a little more than half of
the budget, but we use a great many
more spots on them than on the
others because of the lower costs of
the Negro-Spanish stations.”

“In the metropolitan areas, we
spend more money on radio and are
on the air more timnes and for more
months of the year than anyone else
in the field,” states Mr. Rader. On
radio, Dro is able to advertise in
proportion to the seasonal weather
throughout its market area. Radio
stations in Pennsylvania, New York,
Maryland, Massachusetts, New
Jersey and the District of Columbia
all carry commercials for Dro prod-

3.5l

Kenneth Rader, President,
Kanneth Rader Co.

ucts. ““Because of radio’s flexibility
and immediacy, we can gauge our
campaign for the warm weather, or
for a long hot spell,” points out
Judith Ebner, radio timebuyer for
Rader. ‘

Products vary from month to
month since some are seasonal and
others are used all year around. For
example, in May, Dromoth for
mothproofing is emphasized in com-
mercials. In July, which is the peak
month of the year for Dro, prod-
ducts that kill ants are strongly pro-
moted.

Merchandising Aid

Radio stations provide valuable

merchandising assistance to Dro.
Station representatives travel (o
STRTTE

-

el

Judith Ebner, Radio Timehuyer,
Kenneth Rader Co.
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various stores promoting the prod-
ucts, and, in addition, the stations
have prepared posters, post cards
and letters showing their merchan-
dising support of the Dro products,
which are sent to retailers.

Dro commercial content varies de-
pending upon the market, the sta-
tion and the product. The commer-
cials are always kept simple, easy to
understand and humorless. The last
named is an important matter with
both Dro and its advertising agency.
AMr. Rader remarks that “Roaches,
ants and bedbugs present a serious
problem, not one to be injected
with humorous lirfes. People want
a remedy, just as if they had a bad
cold.”

This is an excerpt from a typical
Dro commercial:

Bugs go when vou use
Dro-~Now you can elimi-
nate household and gar-
den pests with one quick
spray from the House and
Garden Bomb. When you
use Dro, insects have no
future, just a past.

And here's amazing news
—7This new Dro insect
spray has three extra
advantages. 1. Dro House
and Garden spray has na
heavy, chemical odor...
it smells clean and
fresh, 2. It's non-pdi-
sonous, won't irritate
eyes, can't harm pets
when used as directed.
3. You can us€ in nurs-
ery and on delicate
flowers with complete
safety.c:

Now yecu can wipe out
crawling, creeping,
buzzing or flying insetts
with one quick spray
from the Dro House and
Garden Bomb. ..

Aimed at the housewfle, Dro
commercials cover the full daytime
radio schedule up until early eve
ning. This is explained by My, Sha:
piro as an effort to reach the many
working housewives.
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is getting through.”

The commercials are often a mul-
tiple-product type, advertising more
than one product. “We do this on
some of our new products, but once
they become established, we devote
entire commercial time to promot-
ing them dindividually,” explains
Mr. Shapiro.

One-minute commercials make up
75 percent of Dro's radio buys; the
remaining 25 percent are 30-second
spots. For the most part, Dro does
not pick jts specific time periods,
and except for participations on the
Dr. Carlton Fredericks show on
WOR New York (where the above
commercial is heard), it does not
sponsor ‘programs.

Musical Addition.

Recently, Dro has added a musl-
cal jingle to its radio campaign. The
jingle, sung to the familiar tune of
La Cucaracha, an old-time Spanish
favorite, which coincidentally means
“the roach,” is being aired. only on
the Negro-Spanish stations at the
present time. According to Mr. Ra-
der, it will be expanded to all sta-
tions if it proves successful. This is
the English translation:

Dro, Dro, Dro

Nothing better to wipé
out mosquitoes,
roaches, bugs

Lasts for menths
and months

The real killer of
roaches, mosguitoes;
bugs

Leaves no vdor

Lasts for months and
months

Roaches and bugs and
gverything goes
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“The persan may not even realize that he or she is gctudlly

listening to the commercial, but we have found the message

When you use Dro
Nothing more effective
than

Dro, Dro, Dro

As a typical example of a Dro
radio campaign, the company ran
140 spots a week among eight sta-
tions in New York in February this
year. This month—a warm-weather
month—Dro is running 300 spots a
week. And should the weather get
warmer, it will run more.

Dro expects to expand advertis-
ing penetratiorr 1n its present mar-
ket coverage area, with heavy and
primary use of radio. Mr. Shapiro
states that “more products will be
brought out with a concentration ‘in
the already established markets.

“All of our new products are—
and will be—advertised first on ra-
dio,” he continues. “Following the
initial radio promotion, our sales-
men make their rounds. The de-
maiid for our product has been cre-
ated. People have been asking for
thé product, and the retailer has
also heard of it. Then we begin our
distribution, and a follow-up radio
campaign. What else can I say
about radio—I'm sold on it

Industry Problems

While radio has presented no
problems for Dro, the mode and
matter of the insecticide industry
itself has created certain difficulties.

The first major problem Dro en-
countered was selling its products
at a higher price than other brands.
Wheir Dro entered the field, insecti-
cides sold for about 39 cents. Dro
produtts, in aerosol cans or bottles,
ranged in price from 69 cents to
$2.89. Originally, they were sold
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only in drug stores, but two years
ago, according to Mr. Shapiro, an
increase in the number of competi-
tors resulted in increased drug store
selling of these other products also,
and Dro was forced to expand to
10-cent stores and hardware stores
and go in for heavier advertising.

Another problem, report both Mr.
Shapiro and Mr. Rader, is the com-
petition from several different prod-
ucts each year. “We never know
from one year to the next who will
be coming out with a new insecticide
or who will begin a brand new cam-
paign on an old and almost forgot-
ten product.® Presently, Dro’s chief
competitors in its distribution area
are Raid, Bridgeport Insecticides,
Flit, Black Flag and Kan-Kill,

High Shipping Costs

One of the big problems faced by
Dro is the cost of shipping the prod-
ucts, since the cans and bottles are
heavy items. Because of this, the
only way the company can expand
its market area would be to open a
new plant.

This, however, is not likely for a
while. Mr. Shapiro remarks that
“we have a big enough job trying to
better our products and giving the
public the products they want.”

In its market area, Mr. Rader
says, Dro has the largest variety in
the insecticide field, “and these prod-
ucts today are the largest selling in.
secticides in drug, 10-cent and har¢-
ware stores,"

“The aims of Dro,” concludes Mr.
Shapiro, “are to merchandise prop-
erly, give a superlative product, give
the retailer a substantial profit, and
make enough of a profit ourselves
so that we can spend more money
on improving and advertising our
products.”

With the rise of Dro’s net sales
due to a great extent to radio, the
future of the Dro-radio insect-fight-
ing team is assured. Emphasizing
Dro's feeling toward radio, Mr. Ra-
der declares, “We're backing a win-
ning horse, why should we change?”

4 e e
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WHAT ‘SUBSCRIBERS’' EXPECT FROM...

Radio World Wide

A group of major market

stations, who once found the

“road of life” as newwork
affiliates synonymous with “life can
be beautiful,” are scrapping their
decades-old ties with New York’s
programming octopi.

Instead, they are branching out
on a revolutionary departure in air
media history to be known as Radio
World Wide, a programming serv-
ice on a station-subscriber basis that
is styled after the Associated Press.

Of course, programs like Road
of Life and other soap operas have
faded from the airwaves as the net-
works have re-defined their sched-
ules to stress news, commentary,
talk and variety. But, significantly,
the backers of RW\ are taking this
step not so much out of considera-
tions over programmnring differences
as with concern over economic
issucs.

The underlying premise of RWW
is to divorce programming from
sales. Sometime before the end ot
the year, the organization hopes to
be on the air with a daily program-
ming service maintaining Class A
ATRT lines 12 hours a day.

Initially, it will offer its stations
15 or 20 hours of fare a week. The
aim is to expand this by ultimately
oifering 40 or 45 hours of prograni-
ming a week.

Building on an idea that has long
been rumored for adoption by at
least two of the existing four radio
networks, RW1V station subscribers
will be in a position similar to
newspaper members of AP, for ex-
ample.

In the words of a major radio rep-
resentative company whose stations
are very active in the formation of
RWW, “The stations will have com-
plete control of product. They can
use, edit or delete any of the pro-
gram material they choose. \What's
more, they will have complete con-
trol of pricing and selling their
time.”

RWW will start with 25 member
stations in ‘major markets. Maxi-
mum membership will include 100
stations with which it expects (o
cover the country.

With about 20 stations already in
the fold, this newest radio organiza-
tion is finding the newest medium
—tv—casting its shadow. Some sta-
tions who have am-tv operations are
reportedly “apprehensive about pos-
sible repercussions over their tv af-
hliations,” according to an RW\W
spokesman. He says, “When we
finally get started, and our organiza-
tion is fully established, expansion
in markets and stations will be a
lot casier.”

Plan for the Future

To Start Ultimate Goal
Weekly Hours
Of Programming 15 to 20 40 to 45
Number of Stations 25 100

I
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RWW will set up bureaus in New
York and Washington. Program-
ming material at first will emphasize
¢n-thespot coverage of internmation-
al, national, regional and local news,
and public affairs.

Programs featuring documen-
taries, variety and entertainment will
be incorporated. As with the AP,
€ach station can be an originator of
news and other programs.

RW1W is being incorporated in
Delaware. Officers are: Herbert L.
Krueger, WTAG Worcester, Mass.,
chairman of the board;: Paul W.
Morency, WTIC Hartford, Conn,
and John F. Patt, \W]JR Derroit, vice
chairmen, and Irvin Gross, WHAM
Rochester, N.Y., treasurer.

Charles R. Cutler of Kirkland,
Ellis, Hodson, Chaffetz & Masters,
Washington counsel, is president
and secretary pending selection of a
fulltime chief executive.

The executive committee, avhich
will interview applicants and han-
dle much of the organization’s spade
work, are: Henry B. Clay, KWKH
Shreveport, La.;Victor A. Sholis,
WHAS Louisville, Ky.; E. R. Vade
boncoeur, WSYR Syracuse, N.Y., in
addition to Messrs. Krueger, Mor-
ency, Part and Gross.

The member stations of RWW
will pay a iultiple of the highest
one-minute announcement rate fig-
ured weekly.

Those who ire supporting this
move believe it is the logical [ulfill-
ment of radio’s present and future
role — a locally-aviented medium
similar in [unction to the newspaper.

Representative  firms of RWAY
stations believe they will prosper by
concentrating on the sales function
in offering an effective product to
agercies aidd clients, ¢ o o

U. S. RADIO o July 1939
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question
and answers

THE QUESTION;

I'n what wuny, or ways; do you feel radio will

be a good buy for your clients this fall?

PHILIP C. KENNEY, VICE
PRESIDENT, ASSOCIATE
MEDIA DIRECTOR, KENYON &
ECKHARDT INC., NEW YORK:

At K&E, we hold both nets

work and spot radio in high

regard and we use the me-
dium for many of our clients for a
lot of reasons:

Timeliness; effectiveness in retail
selling; year-round continuity; sea-
sonal emphasis; personality selling,
and radio’s ability to fill specific
marketing situations

For sheer saturation, you’ll find
our fall 1958 and spring 1959 “Spot-
aculars” for Pepsi-Cola two of the
biggest radio spot buys ever made.
We used all five networks and re-
ally covered the country. On the lo-
cal level, Pepsi-Cola bottlers use
radio consistently and will continue

| to do so. This adds a volume of ad-

vertising impressions which can be
weighted, market by market, to back
up local sales problems.

“Radio usually finds its place within
the total marketing plan.”

Local radio is a vital part of a lot
of our campaigns. RCA distributors
use it a greal deal and thus can talk
about specific products, prices, spe-
cia] feature sales, against a backdrop
of national advertising. RCA will
continue jts network broadcasting,
having found weekend network ra-
dio most valuable in reaching the
entire {amily.

Chase Manhattan Bank has found

local radio on selected stations very
important as has Capital Airlines.
Airline advertising has its special
peculiarities. (See Fiying High on
Radio, p. 36.) Not only must we
sell Capital’s superior facilities, but
we must also do a “retail” job, city
by city, giving information on avail-
able flights and umes.

Quaker State will continne with
network radio. This company ems-
phasizes weekend sports and radio
is especially suited to the use of
sports personalities telling the Quak.
er State story.

Mercury automobiles use both
nétwork and local spot and the local
dealers of both Mercury and Edsel
do a great deal of advertising via
radio as do Blatz beer distributors.

These cases I've mentioned use
radio for specific purposes and cer-
tainly point up the medium’s great
flexibility. \Vhen analyzed and eval-
vated with other available media,
radio usually finds its place within
the total marketing plan.

ISABEL ZIEGLER, MEDIA SU-
PERVISOR, N. W. AYER & SON
INC., PHILADELPHIA ;

Radio has always had certain
characteristics that have been ad-
vantageous for the advertiser; such
as the singular persuasiveness of the
human vyoice, or an entertaining
program at practically any hour of
the day. Lately, because of pressure
from other media, radio has re-
vamped 1tself somewhat,

As a result, it is even more ad-
vantageous for the advertiser than
éver before. It is offering better
merchandising presentations that
are designed 16 solve the advertiser's
problems. It is also providing pro-
vocative sales packages. And we're
sure you'll, find that rate cards have

U. 5. RADIO o July 1959

“More and more, advertisers are
realizing the 24-hour value of the
radio message.”

become more pertinent to the ade
vertisér's needs.

To be truly effective, radio nrust
be employed on a high-frequency

www americanradiohistorv com

distribution basis. These high-fre-
quency packages are now offered by
stations at an efficlenr cost. Of
course, this enables the advertiser 10
use radio more economically.

More and more, advertisers are
realizing the 24-hour value of the
radio message, rather than confining
it to the imorning and evening peak
hours. And stations are selling them-
selves on this basis, too.

The medium has always been rels
atively flexible. And it has certainly
been timely and low in cost. Its
ability to reach every socio-economic
group at any hour has been vitally
important to the advertiser. 1Whey
the latest improvements, which we
have mentioned, are added to the
enduring qualities, radio seems to be
a better buy than ever before.” & o o
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THE PGW COLONEL SAYS:

““The C.1.C.
isaV.l.P.
at PGW?’

Every station represented by PGW has a
C.IC....a “Colonel-in-Charge” who is that
station’s special on-the-spot spark plug. He
is an extra special line of communication
between the station and all other PGW

salesmen.

The C.I.C. adds a big plus to our service and
a big plus to our selling, and we think that
every plus in this business is very important.

Don’t you?

P

W OODWARD, .

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOQOD

ATLANTA DALLAS FT« WORTH SAN FRANCISCO
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focus on radio

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

SEPTEMBER SONG festival to be heard over the GBS Radio network is discussed
by its star, Maurice Chevalier [center), Albert B. Richardson (left), advertising
vice president, Chesebrough-Pond's lac.. and Arthur Hull Hayes, CBS Radio prexy.

lional sales manager.

wwWwW americanradiohistorv com

UMBRELLA COVERAGE of WMAZ Macon, Ga., with new power
50,000 watts, is depicted by: (left to right} Phil Morrow and Den
DeCarlo, of Needham, Louis & Brorby, Chicago; Roger O'Sullivan
of Avery-Knode!, Chicago, and "Smokey” Simmons, WMAZ na-
Executives “pour” over naw area map.

-—
Sy,

REBEL WITH A CAUSE is four-year-old Bil
Autry, the Wee ReBel spokesman for WREI
Columbus, Ga. Listening to youngster's sale
pitch is Ted Keller, timebuyer at McCann
Erickson Inc., New York, whe seems impressed

)

AN ON.AIR project of KNEW Spokane, Wash,, is used to salule shopping '
center as Grocer of the Week program is broadcast from the KNEW mo-
bile unit while suspended from the crane. Two-hour show alse featured
announcements on the day's specials and free rides for all children.

U. S. RADIO » July 1956
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AT A KICK-OFF PARTY commemorating
the representation o} the Westinghouse
Broadcasting Co. radio stations by AM
Radio Sales, effective the beginning of
this month, are: Bill Losee (left), gen-
eral manager, AM Radio Sales, Alfred
Waack [center), advertising director,
Household Finance Corp., and Perry Bas-
com, Westinghouse radio $ales manager.

LISTENER GIFT for KBON Omaha disc jockey, Jim Price (center],
who returned to the city after a year and a half's absence, is a tele-
gram 22V, feet long from 652 fans. Looking on are Joe Holcomb
{left), KBON program director, snd a Western Union messenger.

CONVERTIBLE IN WINDOW is one of 10 red M. G. converfibles
being given away by the Brylcreem Corp. in a special campaign. Lou
Sherman, CFPL London, Canada, disc jockey, is seen with Brylcreem
representatives after driving the car into the show window of Simp-
son's, London, as part of the overall promotion for the sponsor.

NTER NOW_. ENTER OFTEN
- WIN ONE OF

D M-G SPORTS CARS
to be guen away every week Far o pered & 0 Weens

SHPy Fared m $uritas Cusrdy Jepormert

PLAYING IT COOL for the opening of
WFBM Indianapolis summer "Play [t
Cool" campaign are station and account
executives: (left to right} J. Fritzlen,
D. Long. R, Kiley, H. Goodwin, G.
Yaughn, J. Croft, T. Carroll, H. Kibbey,
K. Strange, D. Menke, B. Berry and J.
Hurlbut, kicking up their heels for radio.

SHY SMILE is cast by Le Ann Lockner, who had beeq
Denver Easter Seal Child, for Kay Howe, KHOW Den-
ver women's director, and Mrs. lvy Baker Priest [right),
U. S. Treasurer, who intetviewed Le Ann on her visit
to the city. The girl smiled when asked to say "money."

49
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RCA
THESAURUS
TURNED
THE TOWN
UPSIDE

Looking for terrific time sales in your
town? Bill Whitworth, Commercial
Manager of KTBB, Tyler, Texas,
writes about how the RCA Thesaurus
Commercial Library Service helps
him sell' local merchants:

“Three Thesarrns Sell-Tunes' grossed
aver £2,300 from three accounts who,
combined, spent less than $200 in
radio previously.”

Peat competition! Get Thesaurus ex-
clusively in your city. Write for com-
plete details todays

@® THESAURUS

155 Faxt 25th St. - New York 10,N.Y.

I AGH, s A%NVELLE, ATIANTA. DALLAR, 1HOLLY W01
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FM KEYr CONT’D FROM P. 31

¥s Fm Station

Programmed
Separately O#
Am Does It
Station Affiliate Duplicate Am? Fm Programming Key
FLORIDA
WVCG-FM Coral Gables WYCG  Duplicates (daytime) Classical, Semi-
Separate [at nigh*’) classica] & Concert
music
WNDB-FM Daytona Beach WNDB  Duplicates [Not Reported)
WJAX-FM Jacksonville WJAX  Duplicates [Net Reported)
WMBR-FM Jacksenville WMBR  Duplicates [5:30 to Programatic tape music
8:30 am.; ? p.m. library-instrumental
to midnight)
Separate [8:30 a.m.
toe 9 p.m.}
WWPB Miami None (Ne Am) Fine music
WDBO-FM Orlando WDBO  Duplicates {Not Reported)
WTCX St. Petersburg None (Ne Am] Classical & Opera
music
GEQORGIA
WGAN-FM Athens, WGAN  Duplicates {Not Reported}
WSB-FM Atlantas WsB Partial duplication Good music programs:
Special events
WAUG-FM Augusia WAUG Duplicates lsign-on GSood music; News
to | pm.}
Separate (6 to 1|
p.m.
WRBL-FM Columbus WRBL  Duplicates ‘Music: News
WLAG-FM La Grange WLAG  Duplicates, zxcept National baseball,
for sports local football
WTOC.FM Savannah WTOC  Duplicates [Not Reported)
ILLINOIS
WDWS.FM Champaign WDWS, ﬁupljgafes Two hi-fi programs
a week
WBBM-FiM Chicage WBBM  Separafe Standard, Classical
% Folk music
WCLM Chicago None [No Am] Jarz
WDHF Chicago None [Ne Am] Variety programs
WFMF Chicago None (No Am] Popular, Light Classical
& Shéw music
WEFMT Chicago None (Ne Am) Fine Arts-Serious Music:
Poetry; Discussion;
Drama
W_SOY-FM Decatur WSQY" Separafe (;:'ﬂ hQU_ﬁS Good music
daily)
WEAW.FM Evansten WEAW  Mostly separate (Not Reported)
WLBH-FM Mattoon WLBH Fm—-only at night Music; News: Sports
WOPA-FM Ooak Park WOPA  Duplicates (90%) Jaz & Polka music
Separate [10%)
WPRS-FM Parf’s WPRS  Duplicates Good music; Sports.
WTAX-FM Springfield WTAX  Mostly Duplicates Special fm features—
Cleveland orchestra on
Sundays
INDIANA ‘
WIKY-FM Evansville WIKY Duplicates {daytime} Good music; News
Separate [evening)
WFMS Indianapoli: None (No Am} Good music; Newk
WITZ.-FM Jasper WwITZ Partial duplication Sports; Music
IOWA
WOC-FM Davenport woce Duplicates {Not Reported)
KGLO-FM Mason City KGLO Duplicates (Not Reportad}
KANSAS
KFH-FM Wichita KFH Duplicates |Not Reported)
KENTUCKY
WSON-FM Henderson WSON  Partial Duplication Special Events—Ball
games; Church activitie
WHOP.FM. Hopkinsville WHOP  Duplicates {5 to 9 Sweet musicy News
am. and 5 to 1]
p.m.} Separate
(? am. to 5 p.m.)
WLAP-FM Leiingfon WLAP Separate Fine music

www americanradiohistorv com
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the medium with a

powerfrd itnfluence with
people worth influencing!

dEAALEOAP 2R

L.

.
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radio—-q potent force in the rich
Southern California Market

The fastest growing entertainment medium today, FM Radio fulfills the increasing public demand for
«f high fidelity music reproduction—programmed, with limited commercial content, to please the astes
4« of discerning men and women. @ Pulse says 48.7% of the homes in the Los Angeles Metropolitan
! Area have FM sets. This represents 1,006,000 FM homes. A yery substantial percentage of people
who prefer good music cannot be reached as effectively by an advertising message 1n any other broad-
. | casting medium. @ The FM audience is comprised of -mature men and women, They’re intelligent,
well-informed, highly educated individuals whose income 1s higher than average. In short, FM reaches
‘! a quality audience, ® Alert advertisers who are using FM are getting results. Every agency and

advertiser owes it to himself to investigate, consider and evaluate FM:

Choose one or all of these stations to sell the quality-
conscious FA audience in the Southern California Market.

Lood
-

it

EOR-

o =

*This advefuisement sponsored by members of tne FM Broadgasiers Association.of Southern Califsrniz, 2917 Temple Streel, Los Angeles 26, Califorriy
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RCA
THESAURUS
TURNED
THE TOWN
UPSIDE

s

133383@&3L
PuBjgns|]

RCA Thesatrus Commercial Library
Service can help your station stir up
a lot of new business in your town.
William E. Stamps. Manager of
WCLE, Cleveland, Tennessee, offers
thix example of Thesaiir{is magic;

“14-week SHOP AT THE STORE |
campuign grosses 89.750.00 . . . each
listener rveceived onc lieket per risit

to  participating stores and over |
900,000 tickets were given out! Onr
net on first campaign handily eovered
entivre THESAURUS contract cost,
plus a niee profit o . . looking forvard

to next SHOP campaign.”

Turn your town upside down — and
walch your profits turn up! Write for
the complete Thesaurus story today!

@ THESAURUS

155 Kast 2510 §t.» Nese York 10, N. Y.

CUl AGH, NARRVIILE, ATIANTA, BALL AN, 1101.1.Y W ami
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FM KEY: CONT’D FROM P. 50

Is Fmt Station

Programmed
Separately Or
Am Does It
Station Affiliate Duplicate Am? Fmi Prsgramming Key
WKYB-FM Paducah WKYB  Duplicateg {Not Reported)
WPAD-FM Paducah WPADQ  Mostly duplicates Popular music; Light
Separate for Sports Classics; Sports
LOUISIANA
KMLB-FM Monroe KMLB Duplicates (Not Reported)
MAINE
WMTW-FM Portland Nane [No Am) Good music.
MARYLAND
WITH-FM Baltimore WITH Separate Clatsical music
MASSACHUSETTS
WBZ-FM Boston WBZ Separafe Good musiec—Cpera to
Jarz; News
WXHR Boston WTAO  Separafe Quality music; News &
Commentary
WBET-FM Breekton WBET Duplicates {Not Reported)
WNBH-FM New Bedford WNBH  Duplicates {Not Reported)
WCRB-FM Waltham WCRB  Duplicates, except Good Music—Concert,
for stereo Semi-classical, Show
WOCB-FM W. Yarmouth WOCE Duplicates [Not Reported)
MICHIGAN
WTVB-FM Coldwater WTVB  Duplicates {Not Reported)
WJBK-FM Detroit WJBK  Duplicztes |Not Reported)
WLDM Detroit None {No Am) Good music—Popular
to Heavy Classical
WMUZ Detroit None (No Am) {Not Reported)
WLAY.FM Grand Rapids WLAY  Duplicates {Not Reported|
MINNESOTA
KFAM-FM St. Cloud KFAM  Separate (6 pm. to Classical, Semi-Classi-
midnight | cal, Jar music
MISSOURI
KCMO-FM Kansas City KCMQC  Separate Fine music; News
KWPM-FM West Plains KWPM  Duplicates [except Sports
for sports)
NEBRASKA
KQAL Omaha None {No Am) Classical, Dinner &
Jazz music; Talk
NEW MEXICO
KHFM Albuguerque None {Na Am) Serious, Light Classicy]
& Popular Music
NEW YORK
WINE-FM Buffale WINE Duplicates {Not Reported)
WCLI.FM Corning WCLI 80% Duplication Classical music; Sports
WKRT-FM Cortland WKRT Duplicates {Not Reported)
WHLI-FM Hempstead WHLI Duplicates (Not Reported}
WWHG-FM Hornel) WWHG Partial duplication Semi-classical & Classi
cal music; Special
events
WHCU-FM lthaca WHCU  Duplicates until Fine music; Basketball
am sign.off
WJITNFM Jamestown WJTN  Mostly Separate Fine music; @XR
Network: News
WABC.FM Néw York WABC  Duplicates {Not Reported)
WBAIL.FM New York None {No Am]} Classical. Jam & Fol
music; Drama; Com-
mentary & Reviews
WNCN New York None {No Am] Classical & Semi-classt
cal music; Commentary
Concert Network
WNYC.FM New York WNYC  50% Duplication Good music
WQXR.FM New Yerk WQXR  Duplicates Classical music; News
QOXR-FM Network
WRFM Neow York WWRL  Separate Good music; News
WHDL-FM Olean WHDL  Separate OXR-FM Network,

www americanradiohistorvy com
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Which of the following words
describes each of these radio stations:
Lively? Dull?

This special qualitative survey, prepared by PULSE, found
WWDC to be the most “radio active’ station in the Washing-
ton, D. C. area. The results have us doing handsprings—
strictly it character! It goes to prove that when you’re ‘‘the
station that keeps people in miind,* they keep you in mind too.
And they’re not apt to forget your advertisers.

WWDC

Lively

Dull

Don’'t Know BFARRE 24.2

All figures indicate percantages

Radio Washington

REPRESENTED NATIONALLY BY JOHN BLAIR & CO.

S. RADIO % July 1934

wwWw americanradiohistorv com
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SAN DIEGO’S
NUMBER

ONE
FM
STATION

PULSE popuiation, ..
116,258 homes
PULSE reports. ..

98% apuLt

Share of audierice®

KITT. . . 45.1%

SAN DIEGO:
FM station “A”" , 19.5%
Coe g 1959
LOS ANGELES:

FM station “A" . 6.0%
" "B, b6.0%
SO SR 1

100.0%

®Jatuary, 1959

San Diego County
is adding 1,500 FM
homes monthly,

Telephone , ..

BELmont 2-0144

“For Familiar Music"*
SUITE 525 U.S. GRANT MOJEL BUILDING
SAN DIEGO 1, CALIFORMIA

[ o

54

Station

FM KEY: CONTD FROM P. 52

Am
Attiliate

Is Fm Station
Programmed
Separately Or
Does It
Duplicate Am?

Fm Programming Ke

WALK-FM Patchogue

WONQO Syracuse

WRUN-FM Utica
WFAS-FM White Plaing

NORTH CAROLINA
WGWR-FM Asheboro
WMIT Charlotte
WSOC-FM Charlotte
WDNC-FM Durham
WMDE Greensboro

WLOE.-FM Leaksville
WBVYY.FM Lexington

WKIX-EM Raleigh
WPTF-FM Raleigh

WRAL.-FM Raleigh

WREV-FM Reidsville

WFMA Rocky Mount

WSTP-FM Salisbury
WWGP.FM Sanford

WFMX Statesville
WSJS-FM Winston:Salem

OHIO

WFAH-FM Alliance
WNCO-FM Ashiand
WHBC.FM Canton
WKRC-FM Cincinncti

WDOK-FM Cleveland

WEOL-FM Elyria
WFRO-FM Fremont
WIMA-FM Lima
WMRN-FM Marion

WTOL-FM Toledo
WTRT Toledo

OKLAHOMA
KYFM Oklahoma City
KSPI-FM Stillwater

‘OREGON
KFMY Eugene

KOIN-FM Portland
KPOJ-FM Portland

WALK

Nane

None
WFAS

WGWR
None
wsOC
WDNC
None

WLOE
WBYY

WKIX
WPTF
WRAL

WREV

WCEC

WsTP
WWGP

wsic

WsJS

WFAH
WNCO
WHBC
WKRC

WDOK

WEOL
WFRO
WIMA
WMRN

WTOL
WTOD

None
KSPI
None

KOIN
KPQJ

wwWw americanradiohistory com

Duplicates [until
local sunset)

Separate [unfil
1l p.m.)

INo Am)

{No Am]
Mdstly Duplication

Moestly Duplication
(No Am)
Duplicates.
Duplicates
[(No Am)

[No Am)

Duplicates [unhil
a.m. sign-off)

Separate (nighttime]

Ouplicates

Quplicates, except
for two hours per
day

Separate 18 hours
per week

Duplicates
[morning)

Separate (sfterncon,
night)

Separate

Mostly Duplication
Mostly Duplication

Separate

Duplicates

Duplicates
Duplicates
Duplicates
Separate (14 hours

per day)
Duplicates 41/,

hours in a.m.)
Separate

Duplicates

Duplicates

Mostly Duplication

Duplicates, except
for sports

Duplicates

Separate

{No Am}
Separate [five houes
per day)

{No Am)

Duplicates
Duplicates

Ly 8. RADIO o July

Light Classical,
Classical & Better
Popular music

Good Taste program-
ming, intluding Classi
cal music
OXR.-FM Network
Special Events;
Empire State Fm Schoo

Sports; Music; News
Quality music
(Net Reported)
[Not Reported)
Classical & Semi.
classical music
{Not Reported)
Local sports

{Nof Reported)
Good music

Gbbd mysic; Sports

Classical, Semi-classi-
cal, Populer & Count
music; News

Good music; Sports;
News
Good music; Cultural
Football & basketba
Election returns
Good music; Drama;
Commentary
Music: News; Farm;
Sports

{Not Reported)
{Not Reported)
{Not Reported)
Good music—Stand
Dinner & Classical

Semi-classical & CI
cal album music
{Not Reported)
[Not Reported)
Night baseball

Baseball & basketh,

{Not Reported}
Melodic & Semi-

classical music

Good music; Spw!sI
Classical music; Spi
Special evenh

Semi-classical &
Populer music

(Not Reported)
{Net Reparted)

Ceont'd on p.
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THE
(XR

NETWORK

ANNOUNCES ITS EXPANSION INTO
MORE MAJOR MARKETS IN THE

EAST, WITH THE ADDITION OF THESE

IMPORTANT OUTLETS:

WF"."FM Philadelphia
WNHC'FM New Haven-Hartford
WNBF'FM Binghamton

In Worcester, Mass.
WTAG-FM

In Springfield, Mass.
and Ilartford, Conn.

WHYN-FM

The entire QXR Network 1ow includes the stations listed above.

plus the following stations in upstate New York affiliated with the
Northeast Radio Corporation: Albany-Troyv-Schenectady: WFLY-FM,
WRRC-FM; BufTalo-Niagara Falls: WHLD-FM, WRRL-FM; 1thaca-Elmira:
WRRA-FM; Jamestown: WITN-FM; Olean: WHDL-FM; Rochester:

WRRE-FM; =tracuse: WSYR-FM, WRRD-FM;

L tica-llome: WRUN-FM.

Expansion plaus for the near luture iuclude outlets in Basion.

Mrovidenee. Baltimare aml Washington.

reach a guality radio andience through g

euabling advertisers to

owd musie progranmming

it virtually all of the major warkets in the northeast. We have full

data on audience characteristies. set pengtration and listening

patterns, Gek in touck with us todag.

THE QXR NETWORK, 229 West 43 St., New York 36, N. Y.

FM: CONT’D FROM P. 31

one am station, and {m-only
firms like FM Unlimited Inc
Chicago.
The Grey questionnaire, financed
by the agency, will be sent 1o all
fm stations in the next 90 days. I
will attempt to gain the kind of in
formarion that is available at pres-
ent only for am and tv. The Grey
study will cover 10 main points;
among these are: Documenied coy
etage area, wirth counties, homes
sets; adverusing patiern—lengih an
cost of announcements, acceptanc
of jingles: who advertises—local,
gional, national breakdown, specifi
national advertusers; general pa
tern  of programming; researc
stuclies; how and who conducte
these and the methodology.

'‘Sleepr Medium’

According 10 Dave Kimble, a
count executive, “Grey believes th
fn is a sleeper medium: we think
is a way to reach a specialized au
ence but we don’t have the facts.”

If the study shows Grey that f
has something 1o offer, it is like
that many of the agency’s accoun
will give the medium a try. ¥
Kimble declares Grey has a phil
ophty thar “Two sailes can mo
easily be made by reaching fonr p
ple 10 times each, than by reachir
10 people four times each.”

Joe Gans, who heads his own N
York agency and is a firm m bo
er, believes lin works. "You have
start with the prodnet or servie
he sayv. "1t must be something d
appeals 1o high-income.  wells
lormed and well-edincated listen
Fin listeners are a selective andiel
that can’t e hought on the basis
cost-per-thousand.”

Becinse of his reputation as
fur supporter, Mro Gans olwen sef
as o gratis consultant o statio
“When they sk me what can
o 1o build cheir i stations, 18
them to go home and work ha
building progranming and  lot
sales, in addition 1o ellective preat
tion. There are (wo things a 8
tion ean do 1o bring in the naton
business.  ln the first plice, ic

Cont'd on p.

U, 8. RIDIO o Juh 1


www.americanradiohistory.com
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THE STATION ASSIGNED THE NEW TRIPLE AAA BROADCASTS
OF THE HOUSTON BUFF BASEBALL GAMES

USTON, TEXAS e 50,000 WATTS o 740 KILOCYCLES
esented Nationally by PETERS, CRIFFIN, WOODWARD, INC.  “See ANY Arca Survey

R H THE AREA STATION FOR SHARP TIME BUYERS*
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according

to all
surveys

PULSE - HOOPER
TRENDEX

v zihad

Norfolk - Newport News - Portsmouth
and Hampton.Virginia

Represented Nationally by
JOHN BLAIR & COMPANY

FM KEY: CONT’D FROM P. 54

Is Fm Station

FM Programming Key.

Programmed
Separately Or
Am Does It
Station Affiliate Duplicate Am?
PENNSYLYANIA
WFMZ Allentown None {No Am)
WGPA.FM Bethlehem WGPA  Duplicates [until
sunset)
Separate [nighttime)
WEEX-FM Eadon WEEX  Duplicates
WIFl Glenside Nane Separate
(Philadelphia}
WHAT-FM Philadelphia WHAT  Separate
WQAL Philadelphia Nane {No Am}
WKJF-FM Pittsburgh Nene (Ne Am)
WPPA.FM Pottsville WPRA  Separate (during
day)
Duplicate (some
evening shows)
WLYC.FM Wiliiamsport WLYC  Duplicates
SOUTH CAROLINA
WCOS-FM Celpmbia WCOS  Duplicates (daytime)
Separate [nighttime)
WDSC-FM Dillon WDSC  Duplicates
WFBC-FM Greenville WFBC  Separate
TENNESSEE
WTJS-FM Jackson WTJS Duplicates
WBIR-FM Knorville WBIR Duplicates
WFMB Nashville None {No Am)

FM: CONT’D FROM P. 56

Good music
Sports; Music; News

(Not Reported)
Standard & Show album
music

Jazz music

Not yet on air

Fine instrumental music
—Standard, Popular,
Show & Classical
Good muysic; Sports;
News

{Not Reported)

Ciassical, Jazm & Sweet
music; News; Sports
(Not Reported)

[Not Reported)

(Mot Reported)
{Not Reported)
Good music & Jan

Cont'd am p. 40

have an fupressive list of local ad-
vertisers, such as an exclusive de-
partment store and a bank. Secondly,
a program guide with paid distribu-
tion is an effective way to prove evi-
dence of listenership. I have already
stated that I Dbelieve within four
years, niayle less, 50 percent of cars
will have fm sets. Appreciation of
the good listening that fn provides
will grow as the gross income of the
U1.S. increases, and people hecome
accusjomed to better things.”

The ““befter” lite that fin is cur-
rently expeniencing is evident in the
plans of the QNR Network, which
wis organized less than a vear ago
as an fm network lor New York
State and soon included 4 stations.
It has already announced its athlia
tion with Triangde stations in Phila-
delphia, New Haven, Conn., and
Binghamton, N.Y. A, according
to Jim Sondhenn, manager of the
QXR Network, by September the
network’s live progrannning will enr-
compass these major ntarkets: Wash.
mgton, D.C.: Balimore: Philadet-
phia: New Haven-Hardord, Conn,;

Cont'd on p, 4D

CCA RENEWS 100%

In a letter to Mr. Len Hornsby, Man-
ager of Sales Development for Com-
niunity Club Awards, Mr. Elliout Mot-
schenbacher, Manager of Radio Station

KWIN, Ashland,
Orcgon, statet |
that:—

*The accounts rhat
we had en our last
go-round are al-
veady resold 1009
on our next Con-
miinity Club
Awards Campaign
which in itselfl
speaks highly fov
the program. Our
second Comwmunity
Club Awards Cam- E. Matschenbacher .
paign proved mnch more successful than
our first even tho onr first was way
above expectations. To give von a few
examples: for Coca Cola 19839 botlle
caps were turned in: our grocer ad
counted for $MLA0LB7 in sales slips
directly thrit the eftorts of the gab and
our dairy gave us eredit for 45926 exti
quarts of milk sold.”

COMMUNITY CLUB
AWARDS

20 E. 46th Street

New Yack 17, N. Y.
Phone: MU 7-4446

NAB ASSOCIATE MEMBER

U. S RO

July
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THE GOLDEN CHAIN

linking the nation’s richest FIM audience

[
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MT. WASHINGTOND—
WMTW \
194.9 I

-
iy

[~
f
| 'y
The only single radio facility A/ _
with solid New England, Metropolitan

and greater New York coverage.

_ BOSTON
¢ WBCN
L "N

‘wml v
i
3 /S e / \
y - L 19
p PROVIDENCE
- -
. LS S b
Vs 3 X - ” -
\ | g
/ Anarviors i} e '

HCN /|
\ AT

-

- 1
NEW YORK
Mot WNCN I

‘ gﬁf”;“‘" TN NEW YORK 1043 WNCN
HARTFORD 105.9 WHCN
3 ' PROVIDENCE 1015 WXCN
' BOSTON 104.1 WBCN

MT. WASHINGTON  94.9 WMTW

Good Music Progroamming

The firs* ‘‘and Foremost” —'Interstate’'FM network in the world
For complete information write

@oncert Tletwork inc.

171 Newbury St., Boston 16, Mass., COpley 7-6020
1 Park Avenue, New York 16, N.Y., MUrray Hill 5-1255
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FM KEY: CONT’DD FROM P. 58

Is Fm Station

Programmed
Separately Or
Am Does It
Station Affiliate Duplicate Am? Fm Programming Key
TEXAS
EHFI-FM Austin None [Ne Am] Classical, Mood, Jarm,
Show & Folk music
KRIC-FM Beaumént KRIC. Separafe Popular, Dance &
Classical music
KCLE.FM Cleburne KCLE Duplicates (daytime] Popular music; Sports
Separate [nighttime]
WBAP-FM Fort Worth WBAP  Separate Fine music
KHGM Houston Nene {No Am} Good music—ClassTcal,
Semi-classical &
Standard
KBFM Lubbock None (N6 Am} Standard, Dance, Show,
Classical & Jazz music
KLUE Marshall KMHT  Duplicates 50% Good albums
Separate 50%
VIRGINIA
WSVS.FM Crewe WSVS  Duplicates (Not Reparted)
WSVA.FM Hacrisonburg WSVA  Mostly Duplication Sports; Special musjc
features
WGH-FM Newport News WGH  Separate Good music
(Norfolk)
WRNL-FM Richmend WRNL  Duplicates (Neot Reported]
WDBJ-FM Roanoke WDBJ  Duplicafes [Not Reported)
WSLS-FM Roancke WSLS Mostly Separate [Not Reported)

Duplicates
{until 9 a.m.)

Cont'd on p. 63

FM: CONT’D FROM P. 58

Providence, R.l.; Worcester, Mass.;
Springfield, Mass., and Boston.

It is also understood that QXR
has plans to expand into other areas,
possibly through a tape packaging
service.

Another network, the Concert
Network, with stations in Boston,
Providence, Hartford and New
York, also has “immediate” plans to
expand us programming into other
areas, probably through tape. At the
same time, according to Fred Cain,
director of network sales and man-
ager of the New York station,
WNCN, “We also are seeking great-
er local identity in our markets. As
a consequence, in Boston, Hartford
and Providence we are increasing
local programming from I5 percent
of the total schedule to 25 percent:
in New York, the 24-hour station
will jump from 25 percent local to
50 percent in the fall.”

The philosophy of selling nation:
al advertisers on fm has changed, ac
cording to representative sales firms

Take your cue

For the tempo, the pacing, the mind that finally determines
the greatness at a performance — you look to the podium.

For the facts on"The Economics of Good Music Advertising' —

you look to Good Music Broadcasters, Inc.

52 Vanderbilt Ave., N. Y. 17, N. Y.

Murray Hill 3-2295

Representatives for leading Good Music Stations
m top markets from Coast to Coast

ou

WWW americanradiohistorvy: com
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to |
penetrate!

\

POWER . .. 50,000 watts

of it ... PROGRAMMING

. - . news and music all
day long. Thot's the secret
that's made CKLW such a
powerfyl penetrating force
for advertisers selling this
region. Best buy for you, 10o0.

Robert E. Eastmon & Co., Inc.
Notional Rep.

CENERAL OFFICES
GUARDIAN BLDG.,
DETROIT

J. E. Campeay,
President

U. 5. RADIO ¢ July 1959

such as Walker-Rewalt, Fine Music
Hi-Fi and Good Music Broadcasters.

“We sell adverusers program-
ming,” says Roy Holmes, Walker-

Rewalt vice president and head of
the Quality Music Division, “In
some citics, the advertiser will be
getting am and in others he will be
buying tm. This is the most eftective
way to sell fm.”

Herb Groskin, mational sales man-
ager of Good Music Broadcasters,
says, “The firm’s business has almost
doubled fromn January to May 1959
when comnpared with the similar
period last year. We sell a station's
audience and its programming, and
not a station’s facility or equip-
ment,”

Research

Trying to meet the criticism of
agency people that [Iim’s greatest
weakness is its inability to prove and
describe its audience, Mr. Groskin
points to a special study performmed
last December for WFLN Philadel-
phia. Conducted by Audience An-
alysts Inc., it covered 750 subscrib-
ers to the station’s program guide
and 750 listeners who had written o
the station in response 1o a request
for audience identification. Returns
numbered. 1,045, a 70 percent ve-
sponse. They showed, among other
things, that 47.4 percent of listeners

Conf'd on p. 62

T A | R R 2 B'H

Agency interest in fm was evidenced at this
panel of the Fm Multiplex meeting in Norfolk,
Va,, last month: Edward Acree of Cargill,
Wilson & Acree Inc., Richmond, Va.; Dave
Kimble, Grey Advertising Inc., New York, and
Dan Hydrick, WGH-FM Norfolk, session hosf.

WWW.americanradiohistorv.com

the
modern sound
that covers
a thinking
audience

of

music lovers

“NEW YORK'S FM GEM
IS WRFM*”

WRFM

105.1 MC New York

61
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. + . they take their
habits with
them . . .

and WTAC is the listening
habit in Flint und the
rich Saginaw Valley!*
*{As determined by BOTH Pulse and Hooper!)

From Pontiac ta the Straits . , . folks on the
move toke their pleasure BIG—so they take
WTAC with them! WTAC’s primary coverage
includes. Michigon’s biggest spenders!

Flint is the Na. 1 Moarket in Michigan in
Avuta Sales, Total Retail Sales, Gas Station
Sales and Drug Soles per hausehald!

AND, Flint's C.5.1. per hausehald is abave
the natianal average!
SEE

My Mommy
Listens to KFWB

Use Puise. Use Hooper. Use
Nielsen. All three rate KFWB
#1 in total audience in the
L.A. area. Buy KFWB. .. first
in Los Angeles. It's the thing
to do!

Channef.

6419 Hollywoed Bivd . Hollywood 28 7 MO 3-51%1

RONERT M PURCELL. Pressdenl and Gen. Manigél
JAWMES F. SIMONS, Gen Sales Manager
Rebretenied nationally by JOKK SLAIR & CO.

62
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are professional peoplei that 24.5
percent are in the $7,000 to $9,999
annual mcome bracket and 20.5 per-
cent are earning between $10,000
and $14,999, and that 8.3 percent
said commercial messages on the sta-
tion influenced their purchasing.

Supporting the need for further
research. activity, Joet B. Fairfax,
vice president and director of sales
of Fine Music Hi-Fi Broadcasters
Inc., New York, empliasizes that the
chief failing agencies find in fin is
“not enough information and docu-
mentation.” Fm has grown in ap-
peal to advertising decision-makers
because they have found, he states,
that if the product is right, fim has
an audience that offers a minimum
of waste or lost circulation.

As for fm's future role, Mr. Fair-
fax believes that fm will gain in
stature in broadcasting media to a
point where it will take its place
along side—not ™ place of—its
bigger brother, am, and other nredia.

Musical Adjectives

Representatives ds wel] ds stations
{ are selling their musical program-
ming with the adjectives “quality,”
“fine,” “good.” “better,” *‘serious,”
among others. These descriptive
terms are used not only (o provide
an indicator of the level of musical
programming tastes the station is
serving, but also as a barometer of
the nature of audience it i1s reach-
ing in terms of education, income
and other qualitative lactors.

It is mecessary to peint out. low-
ever, that what is “quality” music in
one market, may not be considered
“quality™ music in another. “Good"
music in New York may not be the
same “‘good” music in Dallas.

This applies to all such adjectives.
Agency executives are counselled by
fm people to examine the market
and stiations caretully to muke cer-
tain the programming corresponds
with the andience for the partienlar
product.  Fm music has a great
range, lram jaz tp chamber instrure-
mental.

Among the major research firms,
The Pulse Inc. has been most active
in taking the measurements of fm.
One of thie most recent studies was
taken in Washington, . C,, during
April. It shows, imong other things,
that 40.3 pereent of L0 homes in:

www.americanradiohistorv.com

WKJF=fm

40,000-watts 93.7MC

Pittsburgh’s Premier Fine Music
Station since 1948

Serving more discriminating
listeners and advertisers
than ever befare

because .. ...

“WKJF-FM is the leading
FM Radio Station in
the Pittsburgh District®

Guide-Past Research—April 30, 1959

WKJK=-fm

1715 Grandview Avenue
Rittsburgh 11, Pa,

Represented by

Walker-Rawalt Co., New York

CLASSICAL
PROGRAMMING
u
CENTRAL TEXAS
Sells!

98.3 mc

780 Watts covering 1,661 sq. mi.

NATIONAL REP. N. Y. OFFICE
COOD MUSIC BDCSTERS,, INC.

U, S. RADIO o [uly I
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terviewed have an fm set. Accord-
ing to the Pulse study, the heaviest
concentration of fm listeners are be-
tween the ages of 35 and 49 for male
(17.1 percent) and between the ages
of 18 and 34 for female (17.8 per-
cent) .

Listening
Of the fm homes interviewed .in
the Washington survey, 23.1 percent
of the families said they listened 10
hours a week but less than 15 hours.

In qualitative factors such as edu-
cation, 37 percent—the heaviest con-
centration—had graduated from col-
lege. Also, 27.3 percent of fm homes
in the survey had total family an-
nual incomes of between $7,500 and
$9,999 and another 13.9 percent with
annual incomes of between $10,000
and $14,999,

Giving credence to the “higher
income” level of the fm audience,
Pulse found in another study in San
Diego that 29.2 percent of fm lis-
teners had family incomes of be-
tween $7,000 and $10,000, while 15.2
percent had incomes of over $10,000.

In addition to research, it is felt
that another of fm's weaknesses is
the lack of solid promotional efforts
to advertiser and listener alike.

This has given rise to group as-
sociations on the national, regional
and local levels. Nationally, the Fm
Association of Broadcasters, which
this past March succeeded the for-
mer Fm Development Association,
Is attempting to gather support for
an all-out, industry-wide sales promo-
tion effort,

Regionat Promotion

And an example of an effective
regional fm association is the Fm
Broadcasters Association of Southern
California, which has been making
group presentations to agencies and
clients. The presentations are put
together and delivered by a com-
mittee on a joint basis. They are
heard at special luncheons or in con-
ference rooms by pre-arrangement
with the advertising people involved.

The script of the presentation is
18 pages and is, in effect, a well-
rounded discourse on what fm is, in-
cluding its history, technical expla-
nation, relationship to allied media

Cont'd on p. 44
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Is Fm Stafion

Proegrammed
Separately Or
Am Does It
Station Affiliate Duplicate Am? Fm Rrogrommig Key.
WAFC-FM Staunton WAFC  Duplicates [12 to & Good music
p-m.)
Separate (& %o Il
p.m.}
WRFL Winchesfes WINC  Daplicates 80% Sporfs; Music; News
Separate 20%,
WASHINGTON
KTWR Tacema None INo Am} News commentary:;
Drama; Classical &
Semi-classical music
WEST VIRGINIA
WBKW Backley WJILS Separate Music only
WHTN-FM Huntinglon WHTN  Duplicates [during Better music; Sports
daytime am oper-
ation)
Separate (nighHime)
WAJR.FM Morgantown WAJR  Separate [4 1o 8 Goopd music
p.m.)
Duplicates (8 p.m.
to midnight)
WV/YA-EM Wheeling WWVYA  Duplicates {No#t Reported)
WISCONSIN
WISC-FM Madison WISC Meostly Duplication Sports; Special events
WLIN Merrill WSAU  Duplicates (Net Reported)
Wausau
WBKY-FM West Bend WBKY  Separate Fine music—Classical,
Semi-classical, Stand-
ards & Jam
WFHR-FM Wisconsin WFHR  Mostly Duplication Sports
Rapids
%ﬂﬂl||||||“||||IIIH||ﬂ||||l||||||||l|||||[|||||||i||||!|||||||||||||||||||||i|{|[||]||||||||| 5D 00O 0000000050000 O O g
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THANKS

WFMF!

MEMBER

T ——

NATIONAL BANK

FEDERAbL REPOSIT [NSURANCE

More and more people are telling us how
much they enjoy the La Salle Evening Hour

The program has brought us many new cus
tomers. They have become bank customer
because they know that La Salle offers a
complete banking service with loans carefully
tailored to economically meet every necd.

You, WFMF, have helped La Salle tell its

story by attracting listeners with music such
as that played on the La Salle Evening Hour

So, you see, there's a reason why recent
Hooper Ratings indicate that you are the
‘‘growingest’’ commercial FM station in the
Chicago area!

Thanks for giving us such delightful music
and so many wonderful customers!

Listen to the La Salle Evening Hour, every
night at 8, WFMF, 100.3 on your FM dial.

'

1

| 135 5.LaSalfe Street, Chicago 90
1 STate 2-5200

: Complete Trust Services

|
1

CORPORATION

=
=
=
=

m

[y}
G
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How to Open Purses

KHOW knows how. First, have o

large, responsive, adult-minded audience
listening. KHOW has it!

Then, deliver each commercial message
with the kind of honest enthusiasm ond

conviction that open minds.,.ond
purses, KHOW does it}

Discover how KHOW can serve yod.
g Call Peters, Griffin, Woodward, Inc.,

National Representative:.

K HOW

RADIO-630 .

dial
8,000 watts - DENVER

SINCE 1925, THE RADIO VOICE OF DENVER

KFAL RADIO
FULTON, MISSOURI

Prime tadio service to
four principal cities
of Central Missouri:

o COLUMBIA

& JEFFERSON CITY
¢ MEXICO

¢ FULTON

Today’s News Right Now!

Direct line to Washington,

New York, and Foreign Capitals

six times daily: Rapid Reporting

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

Represented by John E. Pearson Co,

KFAL RADIO Tel: 1400
Fulton, Missouri
900 Kilocycles 1000 Watts

64
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and fields, programming, fm pene-
sration and audience characteristics.

It is interesting to note that for
the most part the study is selling,
firstly, fm the medium and, secondly,

the southern California {m. market.

Thinking Mediunt

The presentation concludes by
describing fm as:

A Thinking Ad-maii’s Medium.

The challenge that fm station
people are tossing out to agencies
today has many facets. Chuck Kline,
who heads Fm Unlimited, Chicago,
believes that the medium offers a
great opportunity for creative ex-
pression by agency people.

“Today, fm offers a tremendous
opportunity for agencies with crea-
tive leanings,”™ says Mr. Kline.

“Here's a medium with a selective
audience, low rates, available prime
time and unlimited potential for
imaginative programming. Quality
features that are either relegated to
marginal time or bumped oft alto-
gether by am and tv would produce
cutstanding results on tm.”

The history of fm ts marked by
unfulhlled promises of the future. |
The bright sun Is suddenly be-
clouded by rain formations. But
young and old radio advertising ex-
ecutives agree: Never before has fm
so stirred the interest of those who
are controlling the spending of ad
vertising dollars as it does to-
day. e ¢ I

Addenda

For the Dhenefit of advertis-
ing agencies who may be inter-
ested in as gomplete a list as
possible of fm stations, we re-
quest that alt stations who did
not veturn their (i ynestion-
wiire, please do sa as spon as
possible.

We will run an addends to
our Fon Stutron Key in a lorih-
coming issue. The following
inforiation from hn stations
is necded: Call letters of fin

| CUARANTEED HONEST LISTENING , .

station dned ('ily location: if
there is an am affiliate, give catl
leuers; explain if fin station is
progranmed sepavately or if i
xlupli(‘;ucs am, and deseribe
your fur progranuning in con:
CISC [CrIns.

radio-tv

GUILD - AWARDS

“Chain-Listeners” Clubs
Copyright, 1959

hugh d. riket
Fogmerly with C. B. Hooper, inc.

ANNOUNCING . . .

the greatest audience

promotion

since

NERO

“Proof-of-Purchase”

WITH

NO CiMMICKS — NO INFLATED RATINGS —

GUILD - AWARDS
“Chain-Listeners” Glubs

. « « Will increase your
audience and ratings . . «

.« . Sponsars will move
more products .

Will increase the Good-Will
ok your station .. 4

GA Ties-in “'Proof-of-Purchase
with on the air advertising

PLUS

The GA snowball grows daily . .

NEW listeners join the GA “Chain-
Listeners” ¢clubs every single day

CUILD - AWARDS

Quality Award-Winning Fromotion “Chain-
Listeners” Clubs is a prestige promotion
that builds a listening and buying sudi-

» o but FAST ., .

ence

Available to selective promatfion minded

stations on an exclusive basis,

NO CHARGE TO THE STATION
Guild-Awards is paid fof by the

advertisers,

GA

For complete information afd to reserve

Guild-Awards far your macket

write, wire or- phone
hugh d. riker
President

GUILD - AWARDS

410 E. 65th St., Suite 3D, N. Y. 21

Phone YUkon B-6814

WANTED: A LIMITED NUMBER OF EXECUTIVE

CALIBRE ACCOUNT REPRESENTATIVES.

SEND COMPLETE RESUME TO GUILD-AWARDS
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A good

SALESMAN

follows-

through...

and

so does a

oood
STATION!

OUR best salesmert make more repeat sales hecause
they know the value of “plus” service and follow-

through! They’re not interested in the “quickie sale” or
the “fast buck.”

WHO Radio has this same “sales savvy™! For example,
trained WHO merchandising teams work directly with
' food and drug refailers in 76 of lowa’s 99 counties to
provide hard hitting point-of-purchase services for many
leading advertisers. These special “plus” services make

it easier for lowans to buy more of the products they’ve
heard most about on WHO Radio!

And far more lowa people listen to WHO than
listen to any other station. The Feb.-March, 1959
Pulse gives WHO from 18% to 35% of the listening
audience in 93 counties—the balance being divided
among 88 other stations!

WHO Radio is an experienced, dependable salesman
who follows-through. Ask PGW for all the details on
WHO Radio’s ability to. sell in “Iowa Plus.”

U. S. RADIO o July 1959

Des

s !

Moines . . . 50,000 Watts

Col. B. ]J. Palmer, President
P. A. Loyet, Resident Manager
Robert H. Harter, Sales Manager

for lowa

which also owns and operates

wHO Radio js pare of Central Broadceasiing Company.
WHO-TV, Des Moines, WOC.TV, Davenposg

Affiliate

-

Peters, Griffin, Woodward, Inc.
Nationah Representalives
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hometown USA

® Commercial Clinic

® Station Log
® BPA Memo

(Local Promotion)

® Radio Registers
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Disc Jockey:

Performer or
Businessman?®?

The disc jockey, as industry leaders

see him, is charged with the responsibility
of spinning off sales, wholesome chatter,

community projects, in addition to records

-
Off the record, what is a disc
jockey?

! He's a salesman, says the

business manager. He’s a perform-
er, says the program director. He's
an advertising man, says Agency
Row. He's an artist, an educator, a
crazy mixcd-up kid and/or the voice
of civic virtue, chime in a dozen in-
terested paities,

Whatever he is, he’s valuable, as
evidenced by the attention lavished
on krim ar the secom] aunual Radio
Progranuning Seminar and Pop Mu-
sic Disc Jockey Convention held re-
cently in Miami, Fla. The conven-
tion, spousored hy the Storz Siations,
drew top names in the advertising,

GO

broadcasting and yecording fields as
its speakers and panelists for the
threc-day session., The roster of
“"guest stars” included keynoter Har-
old Fellows, president of the Na-
tonal Association of Broadcasters;
Matthew J. Culligan, executive vice
president of the National Broadcast-
ing Co.; Gordon MclLendon, presi-
dent of the Mel.endon Stations,
and 60 other leading figures.

And an estimated 3,000-plus disc
jockeys came away from their micro-
phoues across the country to hear
themselves praised, chided and chal-
lenged from the podium,

The Culligan-MclLendon cdebate
on the mewits of metwork versus in-

WWW americanradiohistorv cam oo
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dependent radio plunged econven:
tionecers into a depth study of the
medium that ranged far beyond ap-
parent concerns of turntable maes
tros. Urging lactions of the indus:
try to call off their “family teud™
and unite in a concerted cliort @
jromote radio as an entity, Mi. Cul-
ligan and Mr. McLendon intio-
duced the first of & series ol topics
denoting a growing concern tor the
development ol responsible as well
as distnetive station personalities.
Plattersspinning is onlv one aspect
of the dise jockeyv's job, representa-
tive spokesmen who addressed the
convention gathering agree. How
much ol what else he supplies (0

U. S. RdADIO o July It
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make radio go ‘round and ’round
gives rise to a variety of comments
emphasizing one fact: The “far out”
disc jockey has some very down-to-
earth responsibilities he should be
attending to religiously.,

“The disc jockey, lest we forget,
is talent,” says William ]. Kaland,
national program nanager, Waest:
mghouse Broadcasting Co. “Talent
depends on a myriad of supporting
creative skills that do not bridle but
rather feed, nurture, guide and clip,
if necessary, this eighth wonder.”

Market ‘Headwaters®

Referring to the disc jockey's sig-
nificant status with, the young lis-
tener, Robert E. Eastinan, president
of the Robert E. Eastman Co., points
out that the “headwaters of the mar-
ket” are these same 15- to 25-year
olds.

“These young people are most
impressionable,” The notes. “They
are just beginning to form their
brand preferences. They are mar-
rving and forining new consuming
households. They are raising chil-
dren.

“A great misconception of Madi
son Avenue is to the effect that all
these young people are raising is
hell. The character and importance
ol the headwaters of the market is,
by and large, little understood and
insufficiently appreciated by nation-
al advertisers.”

Disc jockeys, Mr. Eastinan be-
lieves, are the advertiser’s best imeans
ol reaching and selling merchandise
| to this highly responsive group, “We
have observed in our national spot

selling a teridency to apologize for
or conceal this youth appeal,” he
continues. “Let’s stop Jnaligning the
teenagers. They are the influen-
fials.”

On the further role of the disc
jockey as a salesinan, Arthur H. Mec-
Coy, executive vice president of John
Blair & Co., suggests that the sta-
tion personality develop his talerits
for supplying creative skills with
whicli management can sell the
sound medium to the national ad-
vertiser.

“We cart make advertisers listen
if we have creative ideas that will
shake them loose from the rut they
have let themselves fall into,” he
says, adding that the greatest source
ol ability for originating these new
tdeas is the disc jockey.

Stephen A. Machinski Jr., execu-
tive vice president of Adam Young
Inc., speaks up for the station rep-
resentative in pointing out how disc
jockeys as well as other station per-
sonnel can benefit from the repre
sentative's ability to help them cre-
ate or improve the station image.
“With his specialized knowledge and
«vide perspective, he is comparable
to the consulting engineer whose
advice you seek regarding technical
problems,” Mr. Machinski explains.

Appealing to station personalities
to alert themselves to a “dangerous
drift in the radio industry,” Morgan
Beatty, NBC news commentator,
cites what he believes is a trend io-
ward inadequate newsgathering on
tht part of local stations. Press asso-
ciation “salvage” broadcasts read off
the wire by a disc jockey whose mincl
is on records and repartee is totally

APPRECIATING a point made by speaker Arthur H. McCoy, executive vige
president of John Blair & Co., are (L. to r.] fellow panelists Robert Eastman,
president, The Robert Eastman Co. and S5tephen Machinski, executive vice
president, Adam Young Inc., and meoderator Tom Edwards, WERE Cleveland.
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iinadequate newscasting, he main;
tains.

“The danger lere is even accented
by some disc jockeys who fail to
read carefully the AP and UP sal-
vage services they now receive,”
Mr. Beatty points out, in asking his
fellow radio performers to recognize
and promote high standards of news
presentation at their stations. “I
have heard them occasionally use
serious bulletins as butlding blocks
to reflect their own clever images.

“Humor in the wrong place, in
the wrong way, is another piece of
evidence for both honest politicians
and demagogues to use against ys.”

The responsibility of the disc
jockey to liis community is a theme
expounded by Joe Finan of KYW
Cleveland and Jim Hawthorne of
KDAY Los Angeles,

Helping Hand

“A personality in this field must
have a sense of responstbtlity which
takes in matters outside the area of
vested interest, outside the limited,
stifling realm of Top 40, into the
area where he works hand in hand
acith programs such as the Crippled
Children, YM and YWCA and Jun-
for League Baseball,” says Mr.
Finan. *This is mot the pie-in-the-
sky appraisal of what a personality
should be; it is a practical, working
application of a realistic approach
lo the problem of identifying with
the listener."”

Declares Mr. Hawthorne, “There
is one difference between today's
personality and yesterday's. He has
learned to shut up. It is no longer
in vogue with the listener to spend
idle hours with the voice that run.
neth over.

“Today's radio personality mmist
have the pulse of the public he
serves, He muyst be well-versed in
public affairs. He must know every
possible aspect of civic life. He must
take active part in charity drives.”

Michael Joseph, vice president of
Capitol Broadcasting, advises, “'Sell
your station, your product and your-
self.

“Making a record a hit doesn’t
make you any more, Favor your au-

67
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dience. Though the station might
have the greatest history, market,
facilities, management and behind-
the-scenes office, traffic, continuity,
promotion and sales departments,
it's the quality and professionalism
ol the personality coming through
the trusty transistor that counts.”

Better Programs

Adds Dick Martin of WWL New
Orleans, “Management's favorite de-
fensive argunmient (for chart-pro-
gramming) has been ‘You've got (o
give the public what it wants.” This
is a decided negation ol the very
precept of advertising; as the men
in the grey flannel suits will be
quick to agree, if a product is
plugged long enough and hard
enough the public will go for it
Logically, then, a return to better
nmusic, better programming and
more lenience in presentation to the
potential personalities working for
the station should make for a more
satisfied and happily responsive au-
dience.”

Proving thrat that audience exists
is undeniably important, says John
F. Box [r., executive vice president
ol The Baliban Stations. “Realis-
tically, the facts of life are that most
time buys are based upon some sort
of stadistical verification, he con-
tinues. “‘However, ratings are not
always representative of the true sta-
tion standing. 1t must be kept in
mind that radio is the most difficult
of all media to mecasure. Its very
vastness is its greatest handicap from
the point of view ol yellecting full
circulation.

“Equally important to ratings is
prool of sales eflectiveness. Usually
the station with the hest program-
ming and personalities delivers the
greatest sales clfectiveness and also
generates the best ratings.”

Dr. Sydney Roslow, director of
The Pulse Inc., albrming that “au-
dience size wmeasurements are an
absolute nccessity,” adds that “an-
fortunately it makes 1o many of us
look upon the decimal point as the
price tag lor a prograin or station.”

He cuiphasizes the ireed for mare
kinds ol measurement, showiug ihe

68

“who" and “what kind"” as well as
‘the *how many” in an audience.
“Alert station management is nop
relying solely on ratings to sell its
product. Far more important is to
have programs that are sales-effec-
tive, whatever the rating, rather
than programs that have popularity
value only.”

ICs time tor the tisc jockey to
come of age’” in asserting his au-
thority jir a positive way as the most

TIME OUT from the busy schedule js 4aken by (I. to r.) Ed Bonner of WIL St.
Louis; John Box, executive vice president of The Balaban Stations: fred Berthel-
son, general manager of WTIX New Orleans, and Frank Stisser, president of C. E.
Hooper Inc. Maore than 3,000 disc jockeys attended the convention, sponsored for
the second year by the Storz Stations. Speakers included 63 leaders in the industry.

powerful single force in music,
broadcasting and his community,
says Jack Karey, WCFL Chicago.

‘Lay off the ‘garbage’ music,” lie
asks fellow broadcasters. “Let's be
sclective—for the ultimate good of
the recorded music field iself. Rock
amdt roll is not necessarily garbage,
but, unfortunately, garbage is most
often rock and roll. l.et’s audition
before we play.”

Up the Ladder

Prepare lor munagerial yvesponsi-
bilities, advocates Art Ford, who re-
centdy Ilipped his dise jockey “hd”
for thie hat ol an exccutive. As ap-
erations manager for WNTA New
York, hie believes that the ideal com-
bination for radio’s (uture includes
i expert frout the financiatl world
to guide the station’s money mat-
ters, and an expert brain the ranks

of disc jockeys 1o guide the program
development.

He suggests that the National As-
sociation of Broadcasters consider
establishment of a two-week man-
agement training program for disc
jockey talent that “management
thinks might have a potential” jn
this direction. *“Certainly the NAB
and such far-sighted leaders as Storz,
Westinghouse, McLendon and
NTA might benefit by supporting a

yearly seminar in a cémrially lo
cated city,” he declares.

Bill  Camperson, maiager ol
WHOI. Allentown, Pa., seconds the
idea ol the disc jockey preparing
himselt lor managerial duties.

“Instead of stipping into the rec
orc Library with several envelopes of
newly arrived records, latest copies
ol the trades, and AMad magasing,
it would be well to see how the
other half of the organization lives,”
he points out. Recommending that
the station’s  personality  acquaint
himsell with rirte cards, sales that
are peniling and other arrent busis
ness al the station, Mr. Ciunpersou
siays. “Don’t feel you're asmoyving
soitcone it finding out the dnswers
to vour queries. You'll be quite s
prised. Your boss and the sales peo-
ple will welcome your questious and
ideas, ind you'll be recognized as a
nan with potential.” o o o

U. §. RADIO ¢ July 145



www.americanradiohistory.com

HOMETOWN U.S.A,

News:

Further expansion of Washington
news to intensify the coverage of the
nation’s capital for stations through-
out the country is evidenced by the
formation of Deadline, Washington
Inc.

Jock Laurence, independent
Washington radio correspondent,
has formed this new corporation,
with Joe Phipps, former director of
news and editorial operations at
WWDC Washington, becoming
president.

In editorializing, a yearlong on-
the-air battle by KMOX St. Louis
was a big factor in the passage of a
bill to fluoridate the St. Louis Coun-
ty water, according to the station.

The first editorial broadcast was

preceded by a half-hour pro and con
panel discussion of the issue. The
station continued to place heavy
news emphasis on the progress of the
fluoridation bill. On May 20, 1959,
following a final editorial two days
before, the bill was passed by a vote
of four to one

Public Service:

The Bartell Radio Group has built
Lwo public service projects around
juvenile deliquency and narcotics.
Vice President Richard M. Nixon
is featured in The Critical Years,
which describes the life on the
streets of a young hoodlum. Lee
Bartell, KCBQ San Diego managing
director, states that the purpose of
the series is to create community
awareness of the problem of juvenile

e

delinquency. Besides KCBQ, othel
Bartell stations to air the 22-epi-
sode (lhree minutes each) series are:
KYA San Francisco, WOKY Mil-
waukee, WYDE Birmiogham and
WAKE Atlanta.

The last three stations have also
broadcast The Narcolics Story, an
account of a former addict. o o

William B. Caskey, executive vice president,

WPEN Philadelphia, signs the agreement
which brings WSAI Cincinnati under the own-
ership of Consolidated Sun Ray Inc. The
company also owns WPEN.AM.FM and
WALT Tampa. Present [l to r.} are: Donald
Clancy, mayor of Cincinnati; Sherwood Gor-
don, former owner of WSAI who remains with
WSAI, and Howard Eicher, WSA! vice presi-
dent & gen, mgr. More expansion is planned.

YOU CAN SELL

ANYTHING

SUCCESSFULLY

ON WBC
RADIO

PORTANT TO ADVERTISERS..

gyt a L

_NATIONAL AND LOCAL:

1sn’t every medium that can point to proof of its sales effectiveness. On the

llowing pages you will find positive proof of the selling power of WBC Radio
ations for a wide variety of products. Many of these success stories come from
cal advertisers—men who are closest to moving goods on the local level...and who
oose WBC radio because they know it reaches more people at less cost than any
ther medium. ¢ Broadcasting is basic. Basic regardless of whether you're selling
cal or nationally distributed products. WBC is proving it with results like these
y day. That's why no selling campaign s complete without the WBC stations.
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commercial
clinic

Value of Live, Local Commercials
Are Overlooked; Says JWT’s Stone

The live comnmercial is the ugly
stepchild in radio’s family today and
stands in urgent need of a Cinder-
ella-like transformation, declares
Joseph Stone, vice president and
copy group head at J. Walter
Thompson Co., New York.

“For the past several years every-
one has been so enamored of the
transcribed commercial in all fts
forms that radio’s old standby, the
live announcement, has been neg-
lected in regard both to writing and
performance.”

The transcribed comumercial, Mr.
Stone explains, ofters such marked
advantages to the client both in va-
riety of approach and standardiza-
tion of performance that most de-

cision-makers prefer to employ jt
wherever budget permits.

“1 personally would choose fo
transcribe wherever possible,” Mr.
Stone says, “but I believe, neverthe-
less, that the live sales talk can do
a very eftective job for the client if
it is properly written and delivered
—it can make the most of listener
loyalty to the local personality and
also has the impact of immediacy.

“Certainly, there will always be a
deluge of live commercials as long
as there’s a sponsor in a hurry, an
advertiser who cannot afford trans-
criptions or an announcer who in-
sists on delivering his own copy.
The problem is to close the gap in
quality between most of today’s ET's

and their live counterparts.”

Mr. Stone points out that, in his
opinion, live spots sufter in three
ways: The client orders too many;
the agency doesn’t give them the
time and effort that anight be de-
voled to a fewer number, and the
announcer and disc jockey fail to
measure up in their delivery.

"When an advertiser is spending
a substantial sum for an ET, he or
ders only one or two, or at most, a
few,” Mr. Stone says. “"But live spots
cost ‘mothing.” They're just words
on a sheet of paper, so the client
orders themw by the bushel and
changes them as often as his socks.

“Neither he nor his agency can
devote the thought and time to this

FUDGE BY THE TON
AYRZ helped ns expand aur
operation ... note helps us

sell more than o tun

of fudge wweek!”
GALO PUTNAM EMERSON

Putnnm untry Unndies

Dnnvers, Mw s,

NO SELLING @AMPAIGN LS COMPLETE WITHOUT

CAME THE DELUGE
“Your solicitatiou for distributors
brought a profitable deluge of

‘phone and writien responsc. [t also set
for

ouwr people afire with new cuthusicsm!
BI1LE,

WWWe americanradiohistorv.com

CAYANAUGIE, President, Bonus Liviog Opportunity
—Nutrilite I'ood Supplement {Didtributor-recruiting campniznd

200 HAPPY BRIDES
“"OQuerwhelued by response front
It oue day received elose l
Ly hundred letters from bric
allover New FEugland!”

BETTY GOODMAN

Tribune PPublishing Company
tfor “Bride Prefers I'romotion’

TI{I‘: ‘:, =1
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streani of scripts that they give ito
the few highly noodled recorded
spots.”

Mr. Stone adds that over and
above the problem of quantity—the
great number of live scripts de-
manded to do the job handled by
a few recorded spots— agencies
usually face a time problem as well.

“They seldom get the advance
warnings they get for ET's. Five
hours’ notice to prepare several one-
minute spots is not at all unusual,
This double excuse, too many
scripts in too little time, has been
accepted as a major problem.

“But, tn truth, there is another
big reason for poor live copy. Sel-
dom has anybody really tried to
produce excellent live radio spots
because everything has to be brought
down to ‘the least. common denomi-

nator’ of the least falented an-
nouncer who may ever be called
upon to deliver the spot.™

Mr. Stone believes that announ-
cers, disc jockeys and stations—not
to mention clients—would all bene-
fit enormously if local performers
would make as fine a study of the
principles of good advertising as
they do of good entértaining.

It is not enough, in his opinion,
for the local man to go on year after
year giving his personal assurance
that an ever-changing list of prod-
ucts is the “‘greatest.”

“Agencies would like to see Jlocal
announcers and disc jockeys demorr-
strate a greater knowledge of the
true science of advertising, which in
a nutshell Ineans supporting claims
with ‘reason why’ sales points—giv-
ing convincing facts instead of sin-

cerely spoken generalities.”

If agencies were sure performers
understood the advertising craft,
Mr. Stone thinks, they would be
willing to give out more often with
fact sheets instead of scripts. These
would help the local personality to
integrate the commercials into his
show and to increase his individual
impact on the public mind. In
turn, the performer could help at-
tract additional business,

“I would really like to see,” says
Mr, Stone, “someone willing to
make available to station perform-
ers a correspondence course in the
fundamentals of advertising. RAB
might do it. Even now, I feel sure,
in many markets college courses in
advertising are being offered ro inter-
ested adults. Why not encourage disc
jockeys fo sign up for them?” ¢ »

— =

— ———

IT'S THE BERRIES
“In tndependent and chain-store
apermarkets, sales doubled and even
tripled in the period of our
te-minute spot commereials on WBZ."

ATIONAL CRANBERRY ASSOCIATION
(Ocean Spray Cranberry Juice Cocktail)

HOMES! HOMES! ALL SOLD OUT!
“IWe had signed for two seis

of week-end commereials—
but were sold out after

the first week-end.”

ROBERTS HOMES, INC.
Chelmsford, Mass.

TRAFFIC STOPPER DeSUZE
“Congratulations to WEZ's DeSuze!
Aboiutt 20,000 cars stopped over
the three-day holiday to get the autunut
tourist kit you alone annonnced.”

JOHN BRENNAN, New Hampshire State
Planning and Development Commission

Boston

REIRESENTED BY AM BADIO SALES, INC.
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BPA memo

Summer Uncovers Role
Radio Plays in Sales

Mixing business with summer pleas-
ures, two stations—\WEEI Boston
and WPEN* Philadelphia — have
teported preparation of colorful
sales promotion brochures high-
lighting statistics which show radio’s
virtoes as a summer medium.

The WEEI booklet, prepared by
Joe Cullinane, WEEI sales promo-
tion director, is built around what
WEEI terms its blanket coverage of
the populated area which accounts
for “more than half of the 1.5 bil-
lion. vacation dollars spent annually
in New England.” Included in its
19 pages are facts and figures on how
radio “fits today’s mode of summer
living,” and on the importance of
getting the “last word™ with shop-
pers. Regarding the larer, WEEI
states that in 20 minutes people for-

get 42 percent of the incidental in-
tormation they learn; and in nine
hours, 64 percent. Because of this,
the station declares, advertisers must
reach consumers as close as possible
to the time they shop—and radio
exceeds all other media in provid-
ing this “last word™” coverage.

Other WEEI summer projects ir-
clude remotes from sumner festivals,
tow planes carrying advertising, and
taxi posters.

The WPEN brochure compares the
number of hours spent with various
media in the summer months. Un-
der the heading “\Who Does More
of What in the Summer?’ it cites
figures indicating that newspaper
and magazine reading and television
viewing decrease in the summer,
while radio listening increases. Ac-
cording to the report, time spent
with television dropped off 423
500,000 hours between Februaty

and July 1958, magazine reading
dropped off 21,400,000 houss, and
newspaper reading, 6,600,000. Com-
paring the same two months for ra-
dio, WPEN notes a rise of 96,900,
000 listening hours during the sum-
mer months. The booklet einpha-
sizes that radio “is an integral part
of the outdoor scene’” and points out
that WPEN has such outdoor pro-
granmming features as a trafhcoptor,
street interviews, resort and picnic
area information and fishing news.

Warm Weather Promotion
Sets Right Atmosphere

Summergime promotions designed
to get their listeners in the seasonal
mood are described by five stations
—VWSB* Atlanta, Ga., KOMA Okla-
honia City, WOWO®* Fort \Wayne,
Ind, WDGY Minneapolis and
WTTNM Trenton N. J.

ROTTEN WEATHER—BRIGHT SALES
‘Thank yon, KDKA, for onec of our nost
succesaful promotions erer on onr
komes! Even with bad weather, you broupht

‘rmont .. .and they bonght.”

J. F. ARMURUSTER
Smith & Armbruster

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE ®@® ST/

GREAT SHAKES

"We arcraged 150 qualified leads

a week from KDKA—and

converted three ont of cvery five

tito actual sales.”
NIAGCARA CYCLO MASSAGE

VACATIONERS HALF-PRICE
“The Ontario racation booklct
was offcred on 87 stations.
Average cost per tnquiry:
$1.32. . . coston KDKA: 63 cents

F. . HAYIIURST CO. LIMITED, Far O
sovernment. Department of Travel and Py
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\WSB, for the second straight year,
is advertising outdoor eating prod-
ncts through its "“Picnic Patrol.™
WSB announcers, wearing chef cos
tumes, visit three different cookouts
each evening between 6:30 and 9
p-m. and distribute prize packages
of sponsors’ products. At each cook-
out, guests are interviewed and prod-
ucts are mentioned on the air. Any
product related to outdoor eating
or cooking which schedules 10 or
more spots per week is included in
this promotion.

KOMA's “air conditioned radio™
campaign for the hot weather sea-
son asks its audience to guess the
highest temperature for each month
along with the day and hour it will
occur. Winners in June, July and
August each receive prizes of one-

| ton room air conditioners.

Weekend “Wing Dings” from 4
p-m. Friday untl Sunday night

throughout the summer are around-
the-clock projects of WOWO., The
station reports that with a 24-hour
operatiorr now in effect, its audi
ence can ftune in 56 hours of un-
interrupted weekend radio. The
WOWO mobile unit becomes ‘‘the
weekend wing ding wagon,” roam-
ing throughout the area for up-to-
the-minute news. There are alsd
special broadcasts for vacationers
about events in the area, and where.
to-go and what-to-do jrngles.

The WDGY “Sun Tan Contest”
requires listeners o put adhesive
strips on their backs in the form of
WDGY call letters and then “get a
sun tan” During the summer,
WDGY personalities make Saturday
visits to local beaches looking for
contestants who are tanning the let-
ters on their backs, and each week
10 receive records as prizes, At the
end of the contest, the 10 best sun

tans, comparing the "whitest white™
and the “‘tannest tan,” will be se-
lected.

WTTM’s 12th annual “Highway
Caralcade” stresses safety on the
road and informs motorists of de-
rours, traffic congestions and road
conditjons in the station’s coverage
ared. Children from public and
parochial schools in the area are
Ieatured to remind drivers that the
schools are closed and to be on the
alert for youngsters. The children
also present messages regarding ot
er summertime safety precautions in
connection with such activities as
swimming, boating and water sports.
Police chiefs and magistrates from
surrounding townships are also a
part of this cavalcade to issue warn-
ings on some of the most common
violations made by drivers. ¢« a

*Denotes stations who are members of
BPA (Broadcasters’ Promotion Association).

TR e -

OR DRIP GRIND "

El

UP TO 300% GREATER RETURNS!
“We tried our 50¢ offer
on 5 Pittsburgh stations. KDKA gave
us the best cost
Dér veturn ... up to 3006t hettert”

I JACK W. BRADFUTE
>wd, Redfield & Johnstene, Ine. for Ehlers Coffee

MOVING LIKE CRAZY
“Thanks, KDKA, for excellent
sales results. We moved
even more Imperials and Chryslers

than we had anticipated.”

DON €. CRANE
Stotfan Motors, Inc.
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= - RO i FURNITURE E
[ ]
E Crescent City Furniture ran a one-week Spot an- .
: nouncement campaign over WJBW New Drleans to ac- "
» gquaint listeners with its new and used furniture, f
¥ on a "no money down, 24 months to pay" plan. 4
» Featured on the Marvin Burak Shdw (1l p.m. to 2 3
¢ asm.), with one two-minute announcement per night %
2 [for six nights, Crescent City sold $2,500 worth e
: of furniture in that weeks !
[ P = e et b p -t =) B ~ 1
: ' 1 ?
z__,_' SAVINGS AND LOAN ' _ _ _ _ _ _ _ . _ _ _____ g
2 Aberdeen Federdl Savings & Loan ASsociation de- :
s votes approximately 45 percent of its advertising .
» budget to radio, including daily newscasts, Sports i
! program sponSorship and Spot buys on KXRO and v
¢ KBKW Aberdeen, Wash. The association began using &
¢« radio through the advice of its agency, Creative H
s+ Advertising, which itself has 58 percent of total ¢
: billings being spent on radio. Creative reports x
¢ that radio is now "the primary medium for stimu- .
¥ latlng new bu51ness for its client. '
'----p ------------------------------------- N R N I I

-~ B e Vet s ot S S gy e » — O

MINCED «
ONION

B
9 guats 14 MCOW OMIONS o

§ X

Greatest Success Story Ever To

e
Q@ v @

I PE a8 a8 | Ao as THA(E6FA &b A9 | 6a €5

HUMBLE ONION NOW THE RAGE! “WE SOLD MORE RANGES IN ONE DAY THAN IN THE ENTIRE PREVIOUS YEAR..

“Qur Instant biggest single day in onr 14 years in business!
AMineced Onion is on All5212 adults whe came ¢redifed KY W radio adrertising as the reasomn
KYW and having e don’t belicre any other media could have produced such
Jubnlons sucecss.” a lerge crowd. I recommend KY W fo all advertisers who want residts.”
F J. DANIELS W, L. RIEDLING
Durkee Famous Foudy Calorie Applinnce Corporation

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE @}(‘\fc*

WwwWw.americanradiohistorv.com
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report from RAB

‘On-Target’ Sales Approach
Stimulates Advertiser Interest

The introduction by RAB of what
it calls an “on target" concept in
media planning has generated in-
terest among several large national
advertisers.

These advertisers, working to-
gether with RAB, have launched
consumer research projects in ma-
jor markets in an effort to pre-check
their radio campaigns along lines
suggested by a new RAB presenta-
tion: “On-Target Advertsing.”

The presentation points out that
an effective advertising medium
should be measured in terms of how
many actual customers are reached,
not just people. It then offers re-
sults of a radio listening habit study
conducted among buyers of frozen
foods which show that even small
radio schedules can reach relatively
large segments of the advertisers’
customers—or those of lhis com-
petitors.

For example, the study reveals
that imore than 61 percent of women
wwho actually purchased frozen foods
listened to radio on the day they
bought while more than 30 percent
of all buyers heard radio during a
single half-hour,

RAB adds that nrany of the popu
lar listening hours of these buyers
are outside the hours generally con-
sidered by adverysers to he “prime

RAB’s “on target”

RADIO SALES TREND OF THE MONTH
Based on information gathered by RAB during national sales cills

concept, which suggests ways by which an
adveruser can intelligently buy radio for his products, has in-
terested advertisers in several fields—notably a big cereal manu-
facturer, an airline and two divisions of a major auto maker.
These firms have all requested more details from RAR on hoyw
this new kind of research applies to their own products and tar-
get groups. Consideration is being given to several multi-week
radio tests in major markets based on the RAB proposal.
two auto brands agreed that their present advertising was missing
important potential customers in the suburbs, and are anxious
to test radio’s ability to pick out the customers they shoot for.

tune,” suggesting that time-buying
by rating reports alone does not
necessarily deliver the most logical
prospects.

The imptlication of this {and six
similar studies conducted by RAR)
is that a small expenditure of money
in.radio alone can “hit the target"—
reach a sizeable share of the cus
tomers in which the advertiser is in-
terested most. It's also an inexpen-
sive “insurance policy” for any ad.
vertiser who wants to pre-test a radio

canipaigi, s o »

The

TETI.EY
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BEARCl MES aud Prupg
ot Bunts e i
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wWow!?
‘e attracted 300 new
customers in onc

ek, inercased sales 30%

. thanks to KY 19"

SORGE SCHILD, President
Schild's 1.G.A. Foodliner

YW

SALES UP IN’587 YES—129%!
“Uhile the industry was taking a
0% dive in new ecar sales,
we racked up a 12¢¢ inercase.
Reason—KYW radio spots!”

HAROLD STAN
Spitzer Motors (FORD)

leveland

AN PATIYIN SATFEFS INC

NMIMMFaERNTED BRY

%\ TEA

i — e

% 48\

ﬁ

\BAGS /fc.is

FOR TEA BA GS

67

SAY TEA ON RADIO—AND SEE!
“Onr sales are considerably

over last year’s

..and wmueh of the credit must go

to our radio spets on KY 1"
JOHN A. DINGETHAL

Tetley Tea Co., Inc.
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report from

represeniatives

Consumer Sales Potential of Farmer

Seen as Missing Link in Ad Strategy

Agency and advertiser executives
have been alerted 1o a missing link
in their strategy to reach and sell to-
day’s generally prosperous farmer.
At the springsummer meeting of
the National Association of Tv &
Radio Farnin Directors, ad folk were
urged to take a look—perhaps for
their first time—at the consumer
sales potential of the farm market.

And according to a new presenta-
tion sponsored by many of the lead-
ing representative firms called,
“Make the Big Reach Even Bigger,”
spot is the most logical way to sell
farmers consumer goods and services
in addition to farm products.

The meeting, held at the Statler-
Hilton Hotel in New York June 17
to 20, was sponsored by many of the
largest station representative firms.

“What, makes the farm market—
both the producer and consumer
market—so logical for spot broad:
casting is that while agriculture may
be national, farming, by its very na-
ture, is a local proposition,” say the
firms. (See The Change Down on
the Farm, June 1959}

Statistics from the Department of
Agriculture show that farin opera-
tors in 1956 spent slightly more than
§$22 billion on farm supplies, and
similarly, as consumers, spent close
to §16 billion in 1955 on family liw
ing expenditures. Since farm gross
income has increased steadily, farm
families start to live better, and “be-
come better prospects for the kind
of consumer goods people advertise
and sell.”

The presentation gave Pulse fig-

ures on radio set ownership, which
show that 98.9 percent of fanin fam-
tlies own one or more sets, 79.3 per-
cent own two or more, 45.6 percent
own three or more, and 21.5 percent
own four or more.

A Pulse study for Radio Adver-
tising Bureau indicates that the av-
erage radio listening of a farm fam-
ily is 2614 hours a week.

Representatives emphasized that
spot broadcasting on radio enables
the advertiser to pinpoint his mar-
ket more accurately than is possible
with national or regional editions
of general and farm magazines.
They cited figures compiled by the
Leo Burnett Co. agency which show
that while the average radio cost per
thousand people is 95 cents, daytime
tv is §1.03, evening tv, $1.42, and
newspapers, $10.79.

The representatives conclude that
spot is the business arm of the “big
reach” in advertising, which advo-
cates that to sell the total market,
plan the advertising to reach all the
people. “To make the big reach
even bigger, we say get into new
time periods . . . go after the farm

families.” e e o

BIGGEST SALES IN 51 YEARS

“"Huad second largest week

and largest single day of selling

in 81 year history
... thauks to WOIV'0.”

SOUDERS HHOME FURNITURE STORE

Grail. Indiana

NO SELLING CAMPAIGN

100°% SALES INCREASE!

“Qur sales and
Hdistribution increased
from 4277 to 8§87

through WOWO gpots.”

EVANS INDUSTRIES
(Better Bite Deg Food)

I'S COMPLETE WITHOUT THE swgic §°

sisls

MERCHANTS DOUBLED BUSINESS
“10IW0’'s enormous coverage brovg
inenongh new out-of-town
prospeets for our merchants l L
to double their business.”” |

CIIAMBER OF COMMERCE
Decatur, Indiana
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report from
agencies
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Radio Food Ads to Stress Imagé¢

Rather Than Price, Says Agency Head

A new trend in the radio advertis-
ing of retail food stores is being ex-
amined with interest by the presi-
dent of a New York agency that
specializes in supermarket and food
clients.

“For vyears retailers have been
utilizing radio for price advertising,
but they are now beginning to
change over to institutional selling
cn the am,™ states Lester Wolff,
president of the Co-Ordinated Mar-
keting Agency Inc.

Mr. Wolff, whose agency bills SI
million a year in raclio, expects to
see mote and more food retailers
leave their price copy to tlie news-
papers and turn to radio to build
a corporate image in the public
mind.

RADIO SPREADS FAME
“We're doing construetion
in eities as far
as 50 miles awnay due to
WOWO advertising.”
CLARENCE BULTEMEIER
Builder Supply Co., Decatur, indiana

"Radio Ts an Intimate, friendly
medium, ideal for creating a store
personality,” Mr. Wolff explains,
“and ‘standing out [rom the crowd’
is becoming increasingly important
for [ood retailers today.

“Competition is keener than ever;
as a result, price differentials are
less pronounced. One store is
cheaper on an itemn today, another
tomorrow, brru there isn't a signifi-
cant difference in most cases.

“Consequently, an outlet must
rely more heavily on its service and
personality to bring in business.”

Among clients the $7 million-a-
vear agency services are Daitch Shop-
well, Associated Food Stores, Ehlers
Coffee and Dugan Bros. Mr. Wolft
says he believes radio ro be the pri-

mary broadcasting medium for food
retailers and is the one he considers
first for his clients.

“It is the basic tunction of any
medium to direct the adveruser’s
message at a selected audience in
the market, with great frequency,
and at a reasonable cost per con-
tact,” Mr. Wolff declares.

“Radio offers all of these primary
points and, in addition, features a
flexibility and versatility not found
at so low a cost in any other adver-
tising vehicle.”

Radio also allows the advertiser
fo associate his products with a top
local personality, a special advan-
tage to retailers who recogmize the
need for developing friendly corpo-
rate images, notes M. Wolff. o« ¢ »

$66,000 WORTH OF TRAILERS
“We sold 866,000 worth
of trailers, and 80% of the crowd
that eame to buy

said WOWO brought them in.”
ADAMS COUNTY TRAILER STORE
Decatur, Indiana

Fort Wa

REPRESENTED BY AM RADIO SALES INC.

MORE? 40% MORE!
“Qur distribution was about
Ge for years.
Just four months on WOWO
sent it up to 100"
BUTTERFIELD CANNING CO.

yne
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report from
networks

> NBC,

NBC Radio sales totaling $855,274
in net revenue during the 10-day
period ending June 24, were high-
lighted by orders from Armour Co.,
Lewis-Howe Co. and R. }J. Reynolds
Co., according to William K. Mec
Daniel, NBC Radio vice president
in charge of network sales.

Manitor, now in its fifth year, was
a major factor in NBC Radio’s rise
in billings. Advertisers in the first
six months of this year number
about Ll3¥ to date, more than the
lotal for all of 1958, says Matthew
J. Culligan; cxecutive vice presi-
dent.

A special recording prepared by
NBC Radio featuring eye-witness ac-
counts of major news events cov-
ered by Monitor during the past
three years is being given exclusive
distribution to Rambler dealers
throughout the country. Newscasts

on this program have been spon-
sored by American Motors Corp,,
Rambler manufacturer, since Feb-
ruavy 1957.

In its hrst use of network radio,
General Life Insurance Co. will
sponsor Alonilor sports segments
for 13 weeks beginning August 29
and for an additional 13 weeks be-
ginning April 2, 1960,

> CBS:

CBS Radio has signed more than
$1.5 million in new business and
tenewals, with the major sales by
Chevrolet, Ex-Lax, Tetley Tea aiid
Oldsmobile, accor(ling to George ].
Arkedis, CBS Radio vice president
in charge of network sales. Chevro-
let Motor Division of General
Motors Corp., Detroit, renewed 12
five-minute weekend news programs
for 52 weeks; Ex-Lax Inc. purchased
47 weeks of 11 weekly units of CBS

Radio’s daytime dramatic series;
Tetley Tea bought five 3-minute
units per week [lor 32 weeks, and
Oldsinobile Division of General
Motors Corp. bought the weekday
Douglas Edwards Business News for
13 weeks.

> ABC:

New and renewed business totalinig
$t.25 million dollars for June has
been announced by ABC Radio.
Under new business, Long Lines
Div. of American Telephone & Tele-
graph  Co. has purchased news
broadcasts for the remainder of the
year; AFL-CIO Dbought weekend
newscasts cffective  June 20, and
Landers, Frary & Clark (appliances)
is sponsoring Breakfast Club for 13
weeks, effective September 21.

Breakfast Club will also be spon-
sored by Grosset & Dunlap Inc, be-
ginning this fall. ABC Radio reports
that with this sponsorship, it is the
first time national radio will be used
lo sell books through book stores on
a continuous basis.

In affiliation news, ABC Radio
lias signed WOLF Syracuse, N.Y;
WTKO Ithaca, N. Y., and KEDQ 1
Longview, Tex. » & o

g:ﬁhmzahuss
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MOVIES DEAD?
“wiNp helped give ns the
lighest gross in the 20-year
history of the theatre.”
ESQUIRE THEATIE

10 DAYS—100%% DISTRIBUTI
“We've pulled 36,000 replics
to offer made on wiND
exclusively—and achieverd 160
distribution in 10 days!™
DONATLD GRASS, 1. J. Grass Noodle €

SELLING FOR THE WORLD'S LARGEST!
“The culstanding pulling
nower of winn has helped male
us the world's largest

individual Cherrolet dealer.”
MARVIN ). FRANK, I'reaideut, W. B. Doner and Co.

NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE @(._'.‘\G‘ STAT
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report on

AAAN Puts Spotlight on Fm;

Finds |t Needs Research, Promotion

Typical of advertising agencies’ cur
rent interest in fm is a recent group
study conducted among the Affiliated
Advertising Agencies Network. (See
Wil the Cash Register Ring for
Fm? p. 29.) Comprised of about 56
regional agencies, who work to-
gether in an interchange of adver-
tising services and information
throughout the world, the study was
conducted by Edward Acree of Car-
gill, Wilson 8 Acree Inc.,, Richmond,
Va.,, an AAAN member.

The AAAN found that out of the
39 U. S. agencies responding to its
questionnaire, only nine replied in
the afirmative when asked whether
they use [in for their clients. When
asked ““What in your opinion would
make fm more valuable to your
clients now using it?,” some of the

agency responses were: “Fm as an
advertising medium has great po-
tential, but it needs promotion by
the stations.” “Program information
in newspapers could help. Only way
to learn programs is to subscribe to
publications issued by stations. What
other mediuin makes a viewer or lis-
tener pay to learn what's going on?”
“Better programming lo reach its
own Inarket, not imnitate am. Great-
€r use of [m receivers in motor cats.”

The agencies, when qliestioned
about what might make fm inter-
esting to clients, emphasized the
need for: Uptodate audience
studies, awareness of its existence in
the market, more promotion, and
programming with some imagina-~
tion and showmanship.

Asked about fm promotion by sta-

tions in their areas, 19 agencies re-
plied that there was promotion,
while 17 reported none. Further
comments by these agencies indicate
an overall appreciation of the medi-
um. Examples of these are: “I be-
lieve fin is superior to am; however,
it has become a stepchild to am
radio and tv.” "Seems to be growing
steadily. Great for prestige and
instructional stuff. Expect fm port-
ables and auto radios in a few years.”
"At the present time, fm gives the
same startling results we used to get
when v was exciting and new, It
has the advantage of reaching a
clearly-defined segment of audience
at any given time, depending on pro-
gramming. . . . Fm audience listens
wholeheartedly, it does not turn to

[m for ‘background music.’” & e »

. —
=

ALES BUILD $5-MILLION PLANT
“wiNnp pleyed a big part in -
creating the demand for
T product thet has made possible

our new $5-million plant !
|:E . SALERNO, Salerno-Megowen Discuit Co,

NOW NO. 2 IN SALES
“We've just jumped to second
biggest seller in this market—and
it wouldn't have been possible

without our No. 1 salesman—wiND.”
HARRY KLECKNER, V.B, Thomas J. Webb Co.

RADIO TAKES A BOW
“winp can take a deep bow for
playing a major part in helping us
become the world’s largest
formalwcear rental operation.”

BENJAMIN J. GINGISS. President, Gingiss Bros., Inc.

REPRESENTED BY AM RADIO SALES. INC

VIND Chicago
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report from
Canada
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Elliott-Haynes’ Radio Study

Gains Quick Agency Response

Advertisers and agencies are resporid-
ing to Elliott-Haynes Lul.'s new
“Radio Circulation Service” which
supplies both qualitative and quan-
titative material on radio audience
listenership. In addition to specific
higures for eacli individual station’s
total audience, the survey furnishes
data on the make-up of this audi-
ence.

The total analysis for each station
is divided into three primary cate-
gories:

e Hallhouir audience listening

from 6 a.m. to midnight.
e Age groups and sex of the audt-
ence.
¢ Location of listening.
Myles Leckie, vice president of
Elliott-Haynes, cites specific ex-

amples of the value of the survey.
“An agency promoting Coca-Cola
has been able to pick a popular teen-
age station and popular time period
in about 30 markets of Canada and
work out their cost-per-thousand
ratios, applying 1t to the teemage
market alone.”

Also, according to Mr. Leckie, an
agency planning a campaign for in-
secticides is using the audience an
alysis data to determine the best
tiies 10 reach women in mid-mory-
ing periods in the metropolitan
markets. A still further application
of the survey's inforination is an
agency that sells foundation gar
ments to urban women between 21
and 50 years of age. The agency has
been able to select stations witlr the

best urban coverage and at times
when a great proportion of that sta-
tion’s audience is made up of these
women.

“Radio Circulation Service” is a
result of over 100,000 personal inter-
views conducted in a representative
cross-section of the Canadian popu-
lation, 16 years of age or older, in
nine of the 10 provinces of Canada,
with Newfoundland being excluded.
At least 400 completed interviews
were used in each county and con-
sensus division, with up to 600 being
used for larger metropolitan areas.

Each station is given a separate
page in the report, which lists, next
to the particular half hour, the num-
ber of persons reached, the sex of
the audience, the age groups, and
the location of the radio listening,
whether it be in the home, in cars,
or elsewhere. On the reverse side of
each page, the total circulation of
the station is broken down into
counties or census divisions.

Mr. Leckie points out that “if the
success of this survey method con-
tinues at its present rate, we plan to
conduct 4 mid-summer survey in
1960 to supplement the spring and
fall surveys currently planned.”’s o o

. _ : f
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BIG COVERAGE...BIG BUSINESS
“Arone of Portland's lavgest
relail elothicrs, we

needed big coverage . .. and got wore then

eccellent reanlts with KEX."”

B. I NUDLEMAN
Nudlemiun rus.

NO SELLING CAMPAIGN 1S COMPLETE WITHQUT THE &g ST

NEVER HAD IT SO GOOD
“IKEX gave us move
adeertisiug covevage for less
woney than aoy nther
advertising mediyn ever!™
JACK DORRIES, Owner
Duovries & Dorries lugs

EXPERT'S CHOICE

“Ue have long recogrized the impoit
of KEX s ability to cffcetively
cover the Portlaud and Willawette
warkets for one seveval elicnts.

ROBERT 1, WERER
McCann-lirickson. Inc,
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‘Weighty’ Survey by Pulse

Measures [ntermountain Audience

While hefting the new 312-page
book which Avery-Knodel salesmen
are now carrying is a feat in itself,
advertisers are more interested 1n
weighing the many facts and figures
it contains. The volume is the re-
cently completed Pulse report of the
Interinountain West on behalf of the
Intermountain Network, a report
which Pulse considers one of the
largest it has gathered, and ome
which provides a guide to listening
in the area.

In a region consisting of 70 coun-
ties, Pulse found a suabstantial
amount of daily radio tune-in, and
states that:

e During an average quarter-hour
between 6 a.m. and 12 noon,
28.9 percent of 9,850 homes in-
terviewed were listening to

radio.

o During ah average quarter-hour
between 12 noon and 6 pgu. 26
percent were listening.

» During an average quarter-
hour between 6 p.m. and mid-
night, 17.9 percent of 8,050
homes nterviewed were listen-
ing.

The Pulse provides an overall
study along with reports for each of
the 45 markets surveyed and for each
of HAve states—Colorado, Idaho,
Montana, Utah and Wyoming—plus
counties in Nebraska and Nevada.

According to Laurence Roslow,

associate direcior of The Pulse Inc.,
“In terms of the number of markets
surveyed during the same time
period, with an end result of a com-
posite area pictare plus individual

markel reports, this survey of the In-
termountain area is the most ex-
tensive ever undertaken by our or-
ganization. In detail, it is compara-
ble to Pulse reports issued regularly
for the.national radjo networks.”

Avery-Knodel Inc., representative
firm of the Intermotintain Network,
states that an important facet of this
survey is its audience data, not only
for the major Intermountain mark-
cts (such as Denver and Salt Lake
City), but also for areas which have
never been surveyed.

The Intermountain Network feeds
its 45 stations solely news and weath-
er, using six newscasters daily, along
with newscasts presented by the
American Broadcasting Co. and the
Mutual Broadcasting System. The
programming concept of the net-
work is for origination of programs
by the individual station afhliates.

The survey, which was taken dur-
ing January and February of this
year, spans a region comprised of
996,580 homes. Pulse gives total
audience ratings, with in-home and
out-of-home combined, for quarter-
hour periods Monday through Fri-
day trom 6 a.m. to midnight. « « »

NO.1 CAR...NO.1 STATION
“As Orvegon’s Number One

'd Dealer we are looking forward

to continued success with

gon's number one radio station.”
H. ROGERS HOPKINS, JR.
ales Manager, Francis Motor Car Co:

97 5 "W

INQUIRIES UP 500%
... 8004 inerease 1 inquiries
about our medicul
and hospital coverage as o

result of spots on KEX.”
A. O. CARDEN, Director of

Advertising & Promotion, National Hospital Association

ortland

REPRESENTED BY AM RADIO SALES, INC.

WAAAL aMoricanradiaobictan . oo

WAITING IN LINE
“Five peaple were waiting
to buy ad we opencd up. Each
heard our KEX spots—ecame

from beyond newspaper perineter.”

JOHN WAREHAM
Wareham Motor Coe.
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FROM
AGENCIES
Bernard J. Schiff. adv., sales promo. dir., American
Doll Corp., New York
Frank C. Weber, v.p., meiiber board of directors,
D'Arcy Advertising Co., New York
Michael Donovan, v.p., assoc. media dir., Benton &
Bowles Inc., New York
Jane Field, copywriter, Compton Advertising Inc:
Paul Moroz, in charge of research, C. J, LaRoche
& Co., New York
Chester R. LaRoche, in charge of media, C. J. La-
Roche & Co., New York
Humboldt Greig, in charge of fv-radio time buying,
C. J. LaRoche & Co., New York
Douglas 5. Cramer, broadcast program supervisor,
Procter & Gamble. Cincinnati
William H, Weed, brand manager, Toilef Goods
Div., Procter & Gamble

STATIONS

Richard B. Rawls, gen. mgr., KPHO Phoenix

Bert West, gen. sales manager, KSFO San Francisco
Irv Lichtenstein, merchandising, licensing dir., Na.
tional Telefilnt Associates

Graham Richards, national program dir., Intermoun-
tain Network

Holt Gewinner Jr., sales promo. mgr., WSB Atlanta
Carson Rennie, executive program producer, Sun
Ray Drug Co. & William Penn Broadcasting Co.
James F. Simons, operations dir.,, Mutual Broad-
casting System

Elmer 0. Wayne, v.p., sales, WJR Detroit

James K. Whitaker, radio dir., WIS Columbia, S. C.
Charles B. LeMieux Jr., account executive, WRCA
New York

Dan Bellus, radio-tv sales dexelopment, promo. dir.,
KFAIB San Diego

Denman F. Jacobson, account executive, CBS
Detroit

Jack Campbell, salesman, WYDE Birmingham, Ala.
Lloyd George, account executive, KBOX Dallas
REPRESENTATIVES

J. Stuart MacKay, v.p., mngng. dif., All-Canada.
Radio & Television Ltd.

Vincent C. Piano. sales development, promo dir.,
The Meeker Co., New York

Wilber M. Fromm, mgr., adv.,, promo., N3C Spof
Sales. New York

Newton E. Deiter, KRKD Los Angeles

Daie W. Stevens. broadcast time salesman, Eyereti-
McKinney Inec., Chicago

NETWORKS

Edward, J. DeGray, v.p. in charge of ABC Radio
Paul A. Maguire, account execufive. NBC Radio
Spot Sales, New York

I.. B. Shomo, gen. mgr., WBBM Chicago

Fred Rucgg, gen. mgr,, KNX Los Angeles

Joseph T. Connolly, gen. mgr.. WCAU Philadelphia
Sam J. Slate, gen, mgr., WCBS New York

Robert Hyland, gen. mgr.,, KMOX Si. Louis
Thomas Y. Gormian, gen. mgr.. WEE] Bosion
Maurie W. Webster, gen. mgr., KCBS San Francisce
Milwn F, Allison, gen. nigr., CBS Radie Spot Sales

wWWW americanradiohistorv com - =

TO
pres, Webb Associates Inc, New York
executive v.p.

BBDO Inc. media dept.

egroup head, tv-radio copy dept.. BEDO Inc.
v.p., research

\.p., media

v.p., tv-radio time buying

broadcast supervisor, Ogilvy, Benzon & Mather Inc.,
New York
account executive, Ogilvy, Benson & Mather Inc..
New York

v.p.. KPHO Div., Meredith Engineering Co.
v.p., Golden West Broadcasters
station mgr., WNTA-AM-FM Newarck, N. J.

national program dir.,

Storz Broadcasting Co.
promo-publicity dir., WSB Radio-ty
gen. sales mgr.,, WIW Cleveland

gen. sales mgr., KFWB. Hollywood

gen. sales mgr., KFI Los Angeles
national sales mgr.. WCSC Charleston. S. C.
sales mgr., WINS New York

sales mgr., KFMB Radio
local sales mgr, WWJ Detroit

sales mgr.
sales mgr,

pres.

dir., radio promo.. tesearch, Peters. Griffin. Waood-
ward, Inc.
mgr., sales development, prome.

mgr., Broadcast Time Sales Los Angeles
sales staff, Robert E. Eastman & Co,

president
nigr.. NBC Radio Network Sales, Philadelphia

v.p.y CBS Radie Division
v.p. CBS Radio Division
v.p.. CBS Radie Division
v.pr.. CBS Radio Division
vip.s CBS Rudio Division
vip.. CBS Radie Division
v.p., CBS Radiv Division
v.p., CBS Radio Division
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Lasting Impressions

“What makes the difference between man and man is real
performance, and not genius or conception.”

Thomas Gainsborough (1727-1788). English painter remtembered
through the years for his ‘' The Blue Boy.”

At WWJ, it's performance
that gives lasting

value to your radio
schedule—performance
born of hard work and
follow-through from traffic
board to transmitter.

Ask your PGW Colonel

for the complete WWJ
performance story: facilities,
coverage, merchandising,
and personality roster,
It makes goad listening
—and gaod buying

for lasting jmpressions.

il

w W AM and FM
J RADIO
Detroif’'s Basic. Radio Station
NBC Aftiliate

NATIONAL REPRESERTATIVES: PETERS, GRIFFIN, WOODWARD, INC. « QWNED AND OPERATED BY THE DETROIT NEWS

U.S. RADIO o July 1959 "
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EDITORIAL

e s« fUture for im

B

AGENCY INTEREST

Although the history of fm is pockmarked
with disillusionment and false starts, the past
we are sure could never rival the present in ad-
vertiser and agency interest. (See 1Vull the Cash
Register Ring for Fm? p. 29.)

From Jaige to small agency, a listening ear and
thirst for information is going out to fm. Spe-
cifically, agencies and clients are showing interest
in Im because of its specialized audience and
the relative protection it offers for commercials.

However, the major siumbling block has been
a story that is not unfamiliar—documentation
of audience listening and characteristics.

NATJONAL INTEREST

On the national level, the questionnaire that
Grey Advertising is sending our 10 all fm sta-
tions is based on a major premise. Il fm can
prove and show that it has a specialized listen-
ing audicnce with all the other qualitative and
coverage factors, it will open the door of op-
portunity.

The Grey philosophy, ds explained to Us.
RADIO, i that two sales cann be made more easily
by reaching fonr people 10 times each, than by
reaching 10 people Tour times cach.

Om the regional level, e Aflliaed Advertis-
mg Agences Network, comprised ol predomi-
tiantly regional agensies tlronghont e world,
siwrveyed s LS manhbers on lur mse (see Repart
ol p, 7). Phe NAAN, dbrongh s ques
tionmaire to wember agendies, lonnd interest in
hu. But the gesnlts showed that these agencies

believe: tm peeds greater research and promo-
lional efforts.

This is not news to any of tlie devoted {m sta-
tion operators who have found that in serving
fm, they are serving a fulltime master. But it
does show the agency interest in fm today that
has been absent in the past.

Vince DeLuca, chief timebuyer of Erwin,
Wasey, Ruthrauff & Ryan Inc., New York, be-
lieves that an advertiser with the right prodiict
—Ilike a luxury car—should establish u franchise
m prime fm time today and thus have guaran-
teed protection and time choices when the door
swimgs wide open.

ADVERTISING A PUBLIC SERVICE

The Society of Plastic Industuies, faced with
a national scave aver the deaths through suffo-
ation by plastic bags, has turned to vadio in a
spot and network campaign comprising educa-
tongl messiges. (Sce Tive Buys, p. 10)

Through BBDO, the society is using spot in 50
nfarkets and NBC Radio i a short-term drive
advising listeners ol the proper method of han.
dling plastic bags so that they don’t get into the
hands ol the moppets. The society helieves that
these hags, becanse ol their nddlity value, should
be treited with the samce vare as matches or
mecicine.

The radio industry s encouraged o provide

the nraxinmm support to the objectives of this
“mdvertised public service.”

U, & RJADIO o
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\RS‘ HOOPER RADI@

CITY> DENVER. COLO,

e

O AUDIO INDEX

MONTHS:

MAY-JUNE, 1959

SHARE OF RADIO AUDIENCE

KIMN is first or tied Yor first in 113 half
hours but of a total of 216 half hours,

N 5000 warts
| | at 950 KC

Represented Nationally by Avery-Knodel, Inc,

e

IN MOST HALF HOURS

AND

STA, | STA, | STA, | STA. | STA. | STA.| STA.] STA.| STA.| STA. | STA. | STA. | STA. | STA. | OTHER

TIME KIMN AlB|lc|DlE]l FleolH| 1| Jd k|l ]|m]N[%E

Monday thru Saturday 213 52| 132 128|501 42| 42 | 40| 39| 36| 33 |33 | 29| 18| 13| 11
8:00 AM-6:00 PM =

KIMN IS NOW NO. 1 IN ALL 4 HALF-
HOURS IN THE VITAL AFTERNOON
TRAFFIC PERIOD!!! (4 PM -6 PM)

Key stafion of the
INTERMQUNTAIN NETWORK

Cectl Heftel, President

www americanradiohistorv com
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RATL ASSN QF ~+=DCSTAS
1771 =N- ST Nw

WASHI NGTON 6 D C sug |
USR DS5-19-38-1275-21IR

more
YOUNG |

LOS ANGELES announces

the appointment, effective
July 1, of ADAM YOUNG, INC.
‘ as national representatives

Now the Adam Young man is 50,000 watts more
valuable to you when he comes calling . . . or when you
call Aim about your Los Angeles marketing plans.

ADAM YOUNG INC.

Representing all thal’s modern and effectile in vadio todav

NEW YORK CHICAGO &7. LOUIS LOS ANGELES
2 East 54th S1. Prudenfial Plaza 317 No. Fleventh St 8331 Hollywood Bivd.
New York 22, N.Y, Chicago 1, il St Lowis. Mo. tos Angeles 28. Calif.
Plaza 1-4848 Michigan 2-6190 MAin 1-5020 HOllywood 2-2239
SAN FRANCISCO DETROIT ATLANTA
Russ Bidg. (Rm. 1207) 2940 Book Blug. 1182 W. Peachiree
San Francisco 4, Cabif,  Detroit 26, Mich. Atlanta, Ga.
YUkon 6-6169 wQodward 3-6979 TRinity 3-256+
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